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Abstract

Digital technologies in management of companies are becoming a necessary condition for their
competitiveness. The use of these technologies requires changes in management processes and in the
organization of managers’ work. The authors have looked into the usage of digital technologies and
problems which Russian managers face when dealing with them, and into the attitudes to digital
technologies that reveal the existing challenges, including the resistance to the oncoming changes.
The paper analyzes the issues related to the ways of building new managerial competences in digital

economy.
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1. INTRODUCTION

In its 2006 Recommendations, the
European Parliament (Recommendations)
states that the digital competence is one of
the eight key competences of life-long
learning. Digital competence is a transversal
key competence that allows people to
acquire other key competences, such as
language, mathematics, learning or cultural
awareness. It is closely connected with many
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of the so called XXI century skills, which
need to be mastered by all citizens to ensure
their ability to actively participate in the
social and economic life (Ferrari, 2012).
Digital competence is both one’s right and
one’s obligation if the person is to function in
the modern society. However, people do not
always keep wup with the changing
requirements brought about by fast
technological change and by the need to act
in the new working environment. This
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certainly relates to digitization of
management, which demands that managers
acquire digital competences to match the
new level of digital technologies. The paper
explores the development of the relevant
processes.

Full digitizing of goods and services
coupled with advanced analytics affects the
dynamics of business models (BM) and
requires that entrepreneurs adjust their
managerial abilities to dealing with
challenges that arise because of new client
needs, new rules and mounting privacy
issues. A research by Gauthier et al. (2018)
has shown that entrepreneurs need three
major types of managerial abilities:
information technologies (IT) to resolve
internal issues, strategic abilities to address
external challenges, and BM-specific
abilities to manage the input/output
interface. Managerial potential is formed by
the competences that help entrepreneurs to
create, expand and improve their business
practices. This potential has been
traditionally seen as involving three types of
capital: (a) managerial human capital,
industry-specific expertise and particular
skills; (b) managerial social capital and
expertise in managing internal and external
relationships of the company; (c) managerial
knowledge, i.e. mindsets and attitudes that
facilitate decision-making processes. Latest
research into BMs indicate the need for
understanding the degree in which business
models of Uber-shaped markets and Google-
type platforms require a new set of
managerial abilities and a different potential
of thinking and acting.

Thomas SiiBe et al. (2018) have shown
that digital competence is supported by
several parameters, or particular aspects,
most relevant for Product-Service Systems
(PSS), such as critical perception and
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problem-oriented recombination of
information and knowledge from digital
sources. The scale of measuring such digital
competence should make these aspects more
operational. The empirical research carried
out by these authors allows them to
determine the three corresponding sub-levels
of digital competence, which can be named
“technical processing”, “critical assessment”
and “problem-oriented use” of digital
information.

Classical managerial abilities are no
longer sufficient for attaining the necessary
levels of digital competence. Today,
entrepreneurs need to be capable of using
disruptive innovations, managing network
effects or maintaining control over an
ecosystem’s digital architecture in order to
create value.

Mastering  digital competences is
especially important for skills development
and additional training of the groups of
population that need these kinds of education
(Gerasimenko et al., 2015; Pigta, 2018). It
has become perfectly clear why digital
competences are included by the European
Parliament in the list of eight competences,
crucial for the process of life-long learning.

2. DIGITALIZATION AND NEW
ORGANIZATION OF MANAGERIAL
WORK

In the last few years, concerns have been
growing over socioeconomic consequences
of full development and utilization of digital
technologies among the members of
scientific and political community at the
European and global level. Declines in
employment caused by digitalization of
production and management are seen as a
major threat.
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The studies that have been completed by
now mostly aim to determine the number of
jobs, in which human labour may be replaced
by machines. According to their estimates,
about 30-40% of jobs in economically
advanced countries will be threatened over
the nearest 15-20 years. Some researchers
(Valenduc & Vendramin, 2016) point out that
these forecasts are based on the assumption
that there is “a direct causal relationship
between technological innovation (e.g.
machine learning and mobile bots) and
productivity growth.” These authors argue
that the existence of such causal relationship
can and should be contested.

Impressive digital achievements have
received so much researchers’ attention and
media coverage, that now it is widely
believed that technology always raises
productivity and computers and robots are
being demonized as they presumably cause
massive job losses, especially in processing
industries. A more detailed and thorough
analysis of the processes underlying job
creation and job losses has shown that
technologies are often used as a pretext or
possibility to carry out industrial
restructuring.

Computers, internet and state-of-the art
digital technologies are being introduced by
businesses unevenly, depending on their size,
location, type of work and place in the value-
chains. Productivity growth is caused not
only by new technologies but also because of
changes in organization and labour, which
may be driven by their use (Freddi, 2017).
Robot design, maintenance and repair
certainly create jobs, but equally important
are the new kinds of activity which develop
as a result of increased leisure time and the
need to organize it (Acemoglu & Restrepo,
2017).

As far as management of business
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organizations is concerned, digitization is
already seen as a necessary condition for
their competitiveness, regardless of size and
area of work. That is why digitalization in
business management and marketing has
recently become an object of scientific study
(Gerasimenko, 2019). Since digital
transformation simultaneously occurs in
several areas of organization’s activity, there
are many parties involved in defining the
strategy of this transformation, among them
marketing, IT, HR, product and strategy
design teams. All these groups need to
develop common understanding of priorities
for digitization-related actions. Besides,
digital transformation has had different
effects in different industries. At first, it
seemed that digitization will primarily affect
B2C areas with more client-oriented
businesses, rather than organizations
working along “business-to-business” (B2B)
lines. It is now clear, however, that digital
technologies are being actively introduced in
all spheres of management. The process of
strategic  transformation includes the
working out of a vision, strategic planning
and implementation.

Today many firms from all spheres of
business are working hard on designing a
viable strategy of digital transformation. For
this purpose, their managers need to make
decisions about the elements of the
“transformation road map”, set priorities in
terms of various types of activities and
develop strategic vision of the digital era. To
design the digital transformation strategy,
managers require a tool that could help them
detect possible areas of action and
understand the phenomena in question. This
tool should also serve as a boundary facility
for transmission of goals between the parties
involved. In order to determine the strategy
of digital transformation, managers need to
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have a clear idea of the current state of their
organization. Although transformation is a
non-linear process, various options are
possible. It would be useful for business
leaders to be aware of the difficulties related
to this or that option if they are to make well-
informed decisions about setting priorities at
different stages and build foundation for
successful organizational change. Empirical
research by Berghaus and Back (2016) has
shown that most business organizations are
already using digital technologies in the
process of management. Yet, in terms of
personalized client experience, the results
generated on the basis of big data analysis or
process automation have not so far been
spectacular.

It follows that businesses aiming to
digitize their management systems have to
initiate changes in both their internal
structures and business models, which no
doubt involves complicated training. All this
presents new challenges for business
schools, as they will have to introduce
changes in the content and technologies of
teaching, taking into account the global
digitization processes in management
(Gerasimenko & Molchanova, 2017).

In the Russian economy digital
transformation is a fast-developing process.
It affects all spheres of management and is
widely discussed by experts. Managers and
experts are talking about the same processes
and controversial issues as their international
colleagues. Particular attention is paid to the
ways of digitizing management and
marketing, the problem of resistance to
change and the challenges that business
managers face in the context of the digitizing
world. All these issues require in-depth
research and analysis.
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3. METHODOLOGY OF RESEARCH

In order to find out the degree in which
Russian managers are aware of the beneficial
effects of digitization and what competences
they are developing, in January-March 2020
the authors of the present Paper conducted a
survey of the managers who have attended
MBA programmes at Lomonosov Moscow
State University. it was used the method of
questionnaire survey of the most advanced
managers who are studying at or have
completed MBA programmes on Strategic
Management, Strategic Finance, Strategic
Marketing, Human Resources Management.
A total of 128 participants responded to the
survey, including 44% directors and top
managers, 30% Heads of Department and
26% senior managers. When planning the
survey at the University, it was proceeded
from the assumption that Lomonosov MSU
is a leading university in the Russian
Federation which also has high international
rankings and that its MBA graduates are
among the most advanced managers
possessing most up-to-date competences and
high level of knowledge. The aim of the
survey was to find out how these leaders of
Russian management see the content,
contemporary significance and
implementation of digital technologies and
how they assess their competences and the
risks involved.

53% of respondents came from the largest
cities of the country, Moscow and Saint-
Petersburg (the so called northern capital), in
which a significant proportion of the Russian
business is located. 39% of respondents
represented Russian regions and 8% -
Russian businesses abroad. As a result, it
became possible to take account of
management and entrepreneurship in the
Russian regions. The range of industries was
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also wide: 32% of participants work in
manufacturing, 48% - in services, including
trade, financial and IT services, 18% - other
spheres, e.g., federal, regional and municipal
governments.

4. RESULTS AND DISCUSSIONS

It was important to know first of all how
the managers themselves saw the overall
picture of implementing digital technologies
in the management organizations that
operate in different industries and different
locations. In this case it was interesting to
have their view of the contemporary level of
using digital technologies in the firms that
work in Russia. So they were offered the
following question: “Suppose there is an
organization in your market, which exploits
digital technological potential as fully as it is
currently possible, what then would be your
assessment of using digital technologies in
your firm?” (Figurel).

It should be noted that only 8% see the
situation as excellent and 39% as good. Over
half of respondents, 53%, consider the actual
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use of digital technologies in their firms to be
satisfactory (31%) or even unsatisfactory
(23%). Over the last three years, the most
successful application of digital technologies
has been observed in customer service
through corporate website (27%) and in
managing relations with clients using CRM
systems (21%). As for all other spheres,
including the crucial logistics management,
they are still digitally underdeveloped
(Figure 2).

In most organizations where digital
technologies were implemented in
management and marketing, the
management think that the effect meets the
expectations (58%) or even exceeds the
expectations (10%), i.e. the results have been
found generally positive (Figure 3).

This makes one think about the pace of
digital change and contradictions that occur
in the course of implementing digital
decisions. If their efficiency is so highly
rated by managers, the question is bound to
arise, why the transition to digital
technologies has been so slow, according to
the judgment of those very managers? What
hinders the process: technological limitations

Suppose there is an organization in your market, which exploits digital
technological potential as fully as it is currently possible, what then would
be your assessment of using digital technologies in your firm?

unsatisfactory
22%

good
39%

Figure 1. Assessment of the level of using digital technologies by managers of organizations
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In what areas of management and marketing has your organisation
implemented digital decisions over the last three years?

managing relations
with clients using
CRM systems
21%

Figure 2. Most digitized areas of management

social networking
17%

Assessment of effect from digital decisions in management and marketing

not sure
19%

below expectations
13%

much better than
expected
2%
above expectation
8%

meets expectations
58%

Figure 3. Application of digital technologies in management and marketing: efficiency assessment

or people who are to use them? Why do
obstacles appear? Answers to these
complicated and controversial questions,
also discussed in the academic literature we
have been referring to, were expected to be
obtained from the managers who took part in
our survey.

Business practitioners consider the range
of available digital technologies that can be
applied in management and marketing to be

rather wide. First of all, they mean big data
and business analytics, the use of social
networks in marketing, mobile technologies
in marketing, multichannel technologies of
trade and marketing. Cloud technologies,
dialog interface, artificial intelligence,
machine learning, virtual and augmented
reality are all being introduced into business
activity (Figure 4).

In other words, the range of digital
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Which of the digital technologies impact today's managementand marketing?

virtual and
augrmented reality
0,
artificial 2%
intelligence and
machine learning

7%

dialogue
interfaces (chat-
hots)

9%

cloud
technologies
11%

multichannel
tracde and
marketing

technologjes

13%

Figure 4. Assessment of the range of digital technologies in management and marketing

technologies, available to managers and
currently implemented, is rather wide. The
level of mastering these technologies,
however, and managers’ willingness to use
them is still insufficient (Figures 5,7).
Hence there is the need to analyze the
causes of obstacles to management
digitization and search for ways to overcome
these obstacles. As the survey has shown,
many managers tend to think that the slow
digitization of management is caused by lack
of relevant information (fig.5). Only 14% of
respondents indicated that they had the
knowledge necessary for adopting digital
methods in their work. The others pointed
out a lack of information (79%); many of
them gave priority to other factors of
business development. Yet, when asked
about their own organization, the survey
participants became much more cautious in
their assessment of the relevance of digital

technologies: only 16% of respondents
believe that digitization of management and
marketing helps businesses become market
leaders and 13% think that these
technologies lead to discovering new areas
of operation (Figure 6).

Apparently, the reasons for these cautious
assessments are rooted not so much in
technologies as in the people, including the
managers of organizations. What really
matters is the actual level of their digital
competence, the awareness of digitization-
related risks and prospects of improving
competitiveness. In this regard, it is
interesting to analyze how the survey
participants see the problems faced by
managers and marketers when using digital
technologies (Figure 7).

The assessments obtained as a result of
the survey show quite clearly that in the
process of management digitization, the
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In your opinion, are the specialists of your organisation sufficiently aware
of the possibilities of implementing digital technologies in its management
and marketing?

not sure

7%

some information is
available but there

is no regular work,
because other
factors are more
important
34%

have all
necessary

information;

14%

try to monitor
information, but
the available

information is not

sufficient
45%

Figure 5. Assessment of managers and marketers’ awareness about possibilities of using digital

technologies

Assess the rel of digital

logies for the management and

marketing in your organization

not sure
10%

enable it to start
a totally new line
of business
13%

indispensable for
survival
19%

enable it to be
the market leader
16%

Figure 6. Assessment of the relevance of digital technologies for the management of organization

major risks arise from employees’ level of
knowledge and competences.

Some of the Russian surveys have shown
that over 80% of businesses regard digital
transformation as a critical challenge
(Koptilov,2019). Yet, the wish to transform is

not always based on proper understanding,
which most frequently explains
implementation failures. Any transformation
will remain a utopian idea unless it is linked
to the real needs, objectives and problems of
enterprises. If it is not, the firm may at best
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The problems managers and marketers face when using digital technologies

delays in providing
software resources
11%

lack of employees’
involvement 17%

poor interaction
between units 17%

users’ technological
incompetence 13%

lack of experience in
implementing digital
technologies 19%

lack of qualified
managers and
marketers 19%

Figure 7. Assessment of problems faced by managers and marketers when using digital

technologies

acquire a new vision of its business model,
but with the “old-time” processes and way of
thinking this will only result in having more
costly and complicated tools of
implementation.

At the same time, this research has
allowed to see certain challenges associated
with the introduction of digital technologies
in management. This is not only about above
mentioned  critical  perception  and
recombination  of information  and
knowledge, but also resistance to change in
management. The existence of this resistance
to change is confirmed by Russian business
experts. According to experts’ findings,
employees of many organizations are still
unprepared for digital transformation
(Dudareva, 2018). Sometimes, the top
management initiates change, but middle
managers do not support this and the line

staff are totally baffled and confused. The
worst situation occurs when management
ignores the problems hoping that they will
somehow sort themselves out. In most cases,
things become even worse, the ongoing
changes seem scary and people take to
sabotage or have to quit.

In other countries, companies that
implement digital technologies have similar
difficulties: “The biggest barrier to getting
technology rolled out is the organizational
resistance to adoption,” said Erik
Brynjolfsson, director of the Initiative on the
Digital Economy at the Massachusetts
Institute of Technology. “So companies need
a strategy not only for how to get it to work,
but also how to get the work force behind
getting it rolled out.” (Condliffe, 2019).

It is crucial that digitizing the
management of different production and
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marketing stages be coordinated. The leading
experts always emphasize this principle.
Thus, the director of the Russian Association
of Internet of Things Andrei Kolesnikov
points out that while digitization of an
individual enterprise can increase efficiency
by “several percentage points” it is more
important to digitize two more elements:
interaction with suppliers of components,
materials, chemicals, energy, transport and
all the inputs of a product, as well as
everything connected with sales (feedback
from customers, service, etc.). “Material
things are not the problem. Problems are in
the mindsets of people and organization of
the processes.” (Smirnov, 2019).

So, different studies in Russia and abroad
supports main results of the research
presented in this paper, concerning the
direction and challengers of the digitization
in management.

5. CONCLUSIONS

The study indicates a rapid, albeit uneven,
digitization of management in Russian
companies. This allows to see the
development of new technologies, changes
in organization, labour and competencies in
Russian management, as noted in the
introduction of this article in relation to
foreign companies. This conclusion is
supported by other Russian experts, among
them Smirnov (2019) and Balenko (2019),
who have shown that the main factors
forcing businesses to digitize are the
changing customer preferences (55%),
prospects for development in the new
markets (53), rising competitive pressure
(49%). The new technologies are expected to
help them gain market share, increase
earnings, reduce costs, rebuild or diversify
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the business, leap ahead of competition, and
sometimes change themselves completely.
On the whole, what is in common in this
research with the previous studies mentioned
above (Ferrari, 2012; Freddi, 2017; Gauthier
et al.,, 2018; Dudareva, 2018, etc.) - the
crucial impact of the specific managerial
competencies for digitizing of business. The
main results, concerning rather uneven level
of digital processes in modern Russian
enterprises stated by managers themselves
though they consider digitalization as a main
factor of competitiveness are quite in line
with (Koptilov, 2019; Smirnov, 2019).

Solutions to the problems connected with
digital transformation of management lie in
two directions. The first, which in this case is
most important, means to be open, to explain
the changes, to give, as early as possible,
exhaustive information about their aims,
effects and impact on individual workers,
specifying who will gain from it and how
much they will gain. Secondly, it is
necessary to remove barriers on the way to
change. One example of such barriers may
be different motivation of the employees,
when one person is to meet one kind of
target, others have other kinds, and in the
context of digital change all their targets get
changed, too. Such misalignment may
seriously hamper the adoption of digital
technologies.

Some limitations of this research are
related to the specific feature of our survey —
all our respondents are the actual or former
students of the MBA programs in Moscow
State Lomonosov University, so, the authors
are aware of the fact that they get biased
results of the best managers from the most
developed companies. On this basis, further
research should be oriented on creation of
more diverse sample of respondents,
including management in small and medium
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business, enlarging the share of managers
outside of capital city Moscow and Saint-
Petersburg, that is extremely important for
countries  with its  high  regional
differentiation to define the particular
problems in digitizing of different types of
business.

Before starting the change, one needs to
understand that digitization of management
is not a panacea, it cannot solve all the
problems of a business. This survey and
works by other researchers indicate that in
many organizations managers do not fully
appreciate the difficulties involved in this
process. In this context, the management
most urgently needs, first, to develop
managers’ digital competence; second,
coordinate digital interaction between
different levels of management; third, find
ways to motivate managers properly. All
these aspects of digitizing the management
of business organizations should be the
subject of further economic research.
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JAUT'UTAJTHE KOMIIETEHIIUJE Y MEHAIIMEHTY: IYT KA
CYINIEPUOPHOJ KOHKYPEHTHOCTH U OTIHOP IPOMEHAMA

Valentina Vasilievna Gerasimenko, Tatiana Olegovna Razumova

H3Box

JlururanHe TEXHOJOTHjEe Y YIpaBJbalby KOMIAHHMjaMa MOCTajy HEONMXOJaH YCJIOB 3a HHXOBY
KOHKYPEHTHOCT. YIoTpeba OBHX TEXHOJOIHja 3aXTeBa MPOMEHE y YIPaB/bayKUM MpOLECHMa U Y
OpraHu3alMju paja MeHayepa. AyTopH Cy Npoy4aBalu YHoTpeOy AWTUTATHHUX TEXHOJOTHja H
npobieMe ca KojuMa ce PyCKHM MEHallepd CyouaBajy Kaja ca BbUMa paje, Kao M CTaBOBE IpeMa
JUTUTATHIM TEXHOJIOTHjaMa KOju OTKpHBajy rocrojehe n3a3zose, ykibyuyjyhu otnop Ha Hazgonasehe
npoMeHe. Y paay Cy aHaiuM3MpaHa MHUTakba Be3aHa 332 HAuMHE H3rPalihe HOBHX YIPaBJbaYKHUX

KOMIIETEHIIN]ja y TUTUTAITHOj EKOHOMH]H.
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