














Figure 1 Key dominant and moderate dimensions from 

                         fourteen digital maturity model





Recent research in sports business indicates that the more a sports brand expresses 

the inner-self and reflects the social-self of sports consumers, the more involved, emotionally 

attached and loyal these consumers become (Jairak, 2021; Trusjaithum, Stotlar, Kutintara, & 

Choengklinchan, 2018). 

- Strategy 

In digital transformation and digital maturity model, “what is the digital strategy” 

becomes a unique term for the practitioners to be considered. The digital strategy supports 

strategic goals and main processes in digital mature companies (Teichert, 2019). An 

organization that creates the outstanding results and makes a difference usually develops a 

right and a clear digital strategy. Strategy targets the competitive advantage with the 

contribution of digital initiatives. Therefore, the digital strategy of the company should be 

coordinated and synced with the other business strategies (Anderson & William, 2018). 

- Operation, Innovation and Data Analysis 

These three dimensions has been moderately mentioned in comparative studies (in 

Table 1) and each has been referred diversely in both general and specific domains of maturity 

model, based on its industry relevancy.  With digital transformation operations are viewed 

strategically with the exploitation of digital tools and focusing on efficiency and effectiveness 

aspects of the business (Anderson & William, 2018). Most companies are engaging in data 

analytics with other dimension at varying levels of intensity. Some industries conjunct the 

better data analysis for decision and with the quick change in the operation by exploiting the 

innovative technology to improve the traditional process (Teichert, 2019) 

- Engagement Channel 

Sport consumption has evolved to interacting with other types of social channel, digital 

platform, and event rather than traditional media, as social media continues to dominate. 

Today's fans are seeking for more technologically advanced and individualized solutions that 

provide high-quality material in real time and on the appropriate channel (Rust, 2020).  

This presents both problems and opportunity for sport media to continue to interact 

with audiences and supporters through a new channel of engagement. Traditional media 

engagement is a crucial component of the sport media industry's interaction with viewers, 

according to Thailand media landscape (2021). It plays an important role in sports media and 

is particularly vulnerable in today's chaotic market. 



According to the literature review, comparative analysis of maturity model dimension 

and the understanding of sport media gap, the study console all relevant information to 

develop a proposed model of digital maturity for sport media industry in Thailand. As a result, 

this study proposes the dimensions to construct a digital maturity model for Thai sport media

composing of: culture, technology, organization, customer, strategy, operation, innovation, 

data analysis and engagement channel, as illustrated in Figure 2.

Figure 2 Dimension of Digital Maturity for Sport Media - Thai Perspective

A growing number of maturity models have been developed and presented. Most 

models have different characteristics and cover different dimensions depending on the 

industry domain focus and application area. This was difficult because some models used a 

single word to designate a specific dimension, whereas others used different terminology with 

the same connotation. Furthermore, it is favorable to understand how the model indication 

should be established for the sport media industry, as inevitably, the sport media industry will 

follow suit. 

This study provides a conceptual framework and defined elements for developing a 

digital maturity model for sport media in Thailand. There are nine dimensions to consider: 

culture, technology, organization, customer, strategy, operation, innovation, data analysis, and 

engagement channel. It should be noted that digital technology is constantly evolving, and 

reaching maturity is a continuous process. Finally, because there is currently no maturity 

model for the Thai sport media sector, this research primarily addresses the aforementioned 

gap in the sport domain area. The approach for building a framework from review and analysis 

is sound, and future research will focus on digital maturity measurement for sport media.





Table 1 Key dominant and moderate dimensions from fourteen digital maturity model
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1 McKinsey (2015) 4 General

2 Forrester model 4.0 (2016) 4 Specific (eCommerce)

3
Acatech’s industry 4.0 

(2018)
4 Specific (Manufacturing)

4
Deloitte & TM forum 

(2018)
5 General

5
CDLM by Rouzbeh 

Shabani (2019)
5 Specific (Construction)

6 Newman (2017) 6 Specific (Manufacturing)

7 ODMM (2017) 6 General

8 Gunsberg et al. (2018) 6 Specific (University)

9 Valdez-De-Leon (2016) 7 Specific (Telecom)

10 PWC (2016) 7 Specific (Manufacturing)

11 Gimpel et al. (2018) 7 General

12 Peter et al (2020) 7 General

13
University of St. Gallen 

(2016)
9 General

14 Back & Kaltenrieder (2017) 9 General

Total 13 11 11 8 8 5 4 4 3 3 3 3 3 2 2 1 1 1








