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FRÄMJANDE AV DIGITAL TRANSFORMATION I DIGITALA UTVECKLINGSINDUSTRIER 
EN FALLSTUDIE OM STRATEGISKA ÅTGÄRDER SOM DRIVER DIGITAL TRANSFORMATION INOM 
FASTIGHETSBRANSCHEN 

 
 
ABSTRAKT 

Den digitala transformationen har påverkat verksamheter stort, dock visar forskning och rapporter på hur somliga 

industrier har hamnat på efterkälke i utvecklingen. Den här studien syftar till att identifiera drivande faktorer som 

är nödvändiga i framskridandet av digitalisering och användandet av digitala resurser. Den centrala 

frågeställningen i studien var följande: Vilka strategiska åtgärder, så kallade ”action points”, borde verksamheter 

inom fastighetsbranschen införa, gemensamt och individuellt, för att främja utvecklingen mot digital dexteritet 

inom branschen? Utredningen utfördes som en fallstudie där fastighetsbranschen användes som ett exempel.  

Fallstudien bestod av 8 semistrukturerade intervjuer, utförda tillsammans med representanter från olika 

verksamheter inom värdekedjan. Genom att använda Soule et. al.s (2016) M-PWR-modell som analytiskt underlag 

identifierades tre strategiska åtgärder som ansågs nödvändiga för företag verksamma inom industrier som har en 

långsam digitaliseringstakt: 1.Omorganisera organisationsstrukturen för ökad agilitet och förstärkt arbetskraft. 2. 

Skapa kanaler och metoder som uppmuntrar samarbeten mellan olika aktörer. 3. Utveckla strukturerade processer 

för identifiering, extrahering och hantering av tillgängliga resurser.  
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ABSTRACT 

The digital transformation of businesses has come a long way; however, research and reports are showing how 

some industries has fallen behind in the progress. This research aimed at identifying driving factors that are 

essential in the progression of digitalization and use of digital capabilities. The central research question was as 

follows: What strategic action points should businesses within the real estate industry adopt individually and 

together in order to support a steady development towards becoming a digitally dextrous industry? The research 

was performed as a case study, using the real estate industry as an example. The case study consisted of 8 semi 

structured interviews, performed with representatives of various companies from the real estate value chain. Using 

Soule et. al.s (2016) M-PWR model as an analytical foundation, three action points, essential for businesses in 

digitally laggarding industries, were defined: 1. Reforming the organizational structure for better agility and 

empowerment of the workforce. 2. Create channels and methods encouraging collaborations between various 

actors. 3. Develop structured processes for identifying, extracting and managing available resources. 

 

Keywords: Digital transformation; Digital dexterity; Intangible resources; Digital resources; Real estate industry; 

Digitization; Digital laggards; Resources and capabilities 

 

INTRODUCTION 

On an increasingly competitive market, businesses 

in various industries have been embracing digital 

capabilities as a means to increase value, creating 

new offerings and reinventing business models. 

Becoming a digital organization and digitizing 

various levels of the business is however not only a 

recommendation, but rather a prerequisite to stay 

current in an environment where consumers are 

expecting a seamless, digital experience. In 2011, 

consulting firm PwC was quick to map out which 

industries were leading the digital economy in terms 

of industry digitization (PwC, 2011). By developing 

an Industry Digitization Index consisting of four 

factors involved in the digitization of a business 

(input, processing, output and underlying structure) 

(PwC, 2011;22) PwC identified multiple trends 

whose effects can be seen today. While industries 

such as media and telecommunications has been 

collecting vast amounts of data resulting in greater 

customer insight, higher productivity and the 

creation of new business models, the adoption of 

digital capabilities varies and is unevenly distributed 

among different markets and industries (PwC, 

2011;5). Saul J. Berman claim that businesses, and 

even entire industries, need to redefine customer 

value propositions and operating models 

simultaneously to successfully adapt to and become 

integrated with a digital environment (Berman, 

2012;18). In 2018, various industries, and varying 

companies within each, are seen evolving their 

digital capabilities at different paces; however, 

advances are increasingly necessary and hence 

structured processes and resource management 

supporting it. 

 

Scope of study  

The purpose of this study is to provide a general 

overview of what hindrances has caused certain 

industries to fall behind in the progression of 

digitalization and use of digital capabilities, with a 

more specific aim to identify driving factors that are 

essential for future advances. The research was 

conducted through a case study, where the real estate 

industry was chosen as an example.  The central 

research question to be answered was as follows: 

 

What strategic action points should businesses 

within the real estate industry adopt individually and 

together in order to support a steady development 

towards becoming a digitally dextrous industry? 

 

The reason for examining the real estate industry was 

based on how the sector was considered a laggard in 

the early 2010’s but has shown gradual progress 

during recent years (especially in connection to the 

buzzword “proptech”) (PwC, 2011). As a part of the 

case study, 8 semi structured interviews were 

performed with representatives of various Swedish 

companies. In order to provide an overview of the 

industry, businesses from various sections of the real 

estate industry value chain were chosen. A value 

chain consist of all divisions involved in activities 

that extracts, produces, distributes and support an 

offering (Kannegiesser, 2008; 11). In the real estate 

industry, the value chain can be said to include 

agents such as architects, real estate developers, 

constructions firms, suppliers of white goods and 

interiors and real estate agencies (and many others). 

This study included the following agents from the 

real estate value chain: real estate developers, real 

estate agencies, property owners, trade organizations 

and a start-up. The interviews were performed 

during the period of one month, April 2018, and 

consisted of individual sessions of 30 to 90 minutes. 

The topics discussed in the interviews were mainly 

focused on each organization’s individual efforts in 

detecting opportunities and developing their 

processes. Consequently, the interviews covered 

various sections (internal and external), depending 

on the organization’s choice of focus.  

 

The data collected from the interviews was weighted 

and analysed in relation to Deborah Soule, Akshita 

Puram, George Westerman and Didier Bonnet’s 

paper on digital dexterity within organizations and 

their M-PWR model in specific (Soule,et. al 2016). 

The analysis was also complemented with 
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additional, relevant theory regarding resource 

allocation, digital transformation and similar as 

described in sections below. 

 

Limitations 

This thesis project is to be treated as an overview of 

the current digitalization status of the real estate 

industry and is therefore not a complete description 

of the level of each individual business. Also, 

although touching upon certain solutions and 

technology being currently being used, this is only to 

illustrate examples and support arguments. This 

paper will not go into detail on technological or 

digital trends that are being implemented. As the 

research is performed in Stockholm, Sweden, the 

results will only demonstrate the status of the 

Swedish market.  

THEORY 

Digital Dexterity and M-PWR Characteristics of A Digital 
Organization 

In an increasingly digital environment where 

markets are being invented and reinvented in a 

steady pace, organizations are being provided with 

new digitally-enabled possibilities for designing, 

organizing and managing productive work. 

However, an organization that is subject to these new 

conditions and possibilities will require leaders that 

can successfully manage organizational design 

choices as well as strategic choices (Soule, et. al. 

2016;4). If managed accordingly, the organization 

can achieve Digital Dexterity. Soule et. al. describes 

digital dexterity as the “ability to rapidly self-

organize to deliver new value from digital 

technologies [and] is reflected in enterprise ability to 

respond to customer’s individual needs and 

preferences, and to balance rapidly evolving 

localized and company-wide needs” (Soule, et. al. 

2016;5).  A high level of digital dexterity creates 
advantageous conditions, involving both digital and 

human resources in utilizing digital information and 

operations. This includes the formation of 

collaborations and encouragement of talent and 

skills within the organization (Soule, et. al. 2016;5).  

 

An organization’s level of digital dexterity is 

ultimately based on its’ management of digital 

capabilities. Soul et. al. identifies three clusters of 

digital capabilities: customer experience, operations 

efficiency and workforce enablement (Soule, et. al. 

2016;5). The organization is not required to commit 

to enabling all digital capabilities in order to achieve 

digital dexterity but should rather chose to focus on 

certain processes depending on the goal of the 

business and its priorities (Soule, et. al. 2016;15). 

However, in order to achieve a high level of digital 

dexterity, it is essential to first adopt a digital-first 

mindset. A digital-first mindset is described as “an 

attitude that reflects a broad tendency to seek out 

digital solutions first, use technology as a tool for 

advantage, and approach enterprise data in a 

systematic fashion” (Soule, et. al. 2016;8). Soule et. 

al terms this digital-first mindset as “M-PWR”, a 

collection name for certain key characteristics that 

supports the digitalization of processes on three 

organizational dimensions: practices, workforce and 

resources (see Figure 1). The key characteristics 

presented in the M-PWR model are supposed to be 

applied in different stages of an organizations 

digitalization process and depending on what factors 

are being put into practice, it is possible to define the 

level of digital dexterity within the organization.  

 

Soule et. al. describes three stages in a four-level 

journey of digitalization (see Figure 2):  

- Early in Transition: indicated by 

characteristics such as Data-Driven 

Decisions, Collaborative Tool and 

Learning 

Figure 1. The M-PWR Model by Soule, et. al (2016) 
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- Transition underway: a temporary phase 

where all areas are highly invested in and 

improved 

- Digital Dexterity Threshold: a state of 

somewhat lower, but steady pace of 

improvement and flexibility 

 

Importance-Performance Matrix 

Although not exclusively focused on improvements 

accelerated by digital means, Nigel Slack presents a 

matrix that has been widely accepted as a 

determinant in management of innovation and 

improvement (Slack, 1994). The Importance-

Performance matrix is visualising how an 

organization’s decisions are based on two main 

factors and the level of priority which is ascribed to 

each. Using the Importance-Performance Matrix, 

Slack could identify and define four zones in which 

an organization’s priorities position when managing 

operational improvements: 

 

The Appropriate Zone: the level which signifies the 

lowest minimum level of what is required by the 

organization’s performance.  

The Improve Zone: Level below satisfactory 

performance and mid-level importance to customer; 

these processes and offerings should be brought up 

and prioritized to some extent.  

The Urgent Action Zone: Below acceptable level of 

performance and high level of importance to 

customer. Processes and offerings in this zone can 

cause the organization to lose business.  

The Excess Zone: Factors that perform better than 

required in relation to the level of importance to the 

customer. Should not be provided any further 

resources (Slack, 1994;68). 

 

Although the Importance-Performance matrix can be 

used to efficiently identify competitive factors in 

need of attention, Slack emphasizes how several 

organizations during his study only showed concern 

regarding factors that had fallen far below 

competitors. The visualisation aspect of the matrix is 

therefore considered to be useful in terms of 

highlighting customer needs and expectations 

(Slack, 1994;67, 74).  

 

Configurations of Resources and Capabilities 

For strategic allocation of resources for development 

of operations and offerings, a highly relevant 

perspective is the Resource Based View (RBV), as 

discussed by Marc Gruber et. al. (Gruber et. al. 

2010). This perspective discusses the management 

resources and capabilities as the main factor 

enabling firms to gain a competitive advantage. The 

study performed by Gruber uses a firms’ sales and 

distribution activity (S&D) as a point of reference 

when categorizing firms according to their 

performance when managing resources and 

capabilities. The resources and capabilities in 

question are: automation, personnel, budget, 

knowledge, sales orientation, customer involvement, 

sales process management, sales management 

learning, S&D performance and firm performance. 

By this approach, resources and capabilities are 

categorized into three sections: 1. Tangible resources 

2. Intangible resources 3. Capabilities (Gruber et. al. 

2010;1340).  

 

The taxonomy of resources and capabilities is used 

to rate businesses’ performance in each area and 

ascribe a configuration level. Gruber defined four 

configurations based on this model:  

Configuration 1. S&D moderates: businesses mainly 

focusing on intangible resources and consequently 

Figure 2. Four Level Journey of Digitalization by Soule, et. al (2016) 
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neglecting resources such as automation, personnel 

and budget.  

Configuration 2. S&D all stars: businesses with 

efficient management and hence superior 

performance in all sections. 

Configuration 3. Efficiency-centrics: Generally high 

performers in several areas, however, strong focus 

on resources mainly contributing efficiency in 

processes causes faulting management of resources 

such as personnel, knowledge and training. 

Configuration 4. S&D neglects: businesses 

underperforming in all areas (Gruber et. al. 2010; 

1345).  

 

The Digital Organization and New Business Models for 
Digital Transformation 

Although digital technology is implemented in 

several aspect of business operations by default, 

becoming a digital organization per se requires 

conscious efforts in creating conditions that 

promotes a digital working environment and 

mindset. Snow, Fjeldstad and Langer (2017) 

suggested that a successfully digital organization is 

first and foremost based on an actor-oriented model. 

The disruptive nature of digital technologies is able 

to create new markets, business models and cause 

changes in the market leader hierarchy, however, to 

support such disruptive innovation an organization 

need to adapt by collaboration and flexibility (Snow 

et. al. 2017;3). Langer (2017) also highlighted the 

necessity of a reorganization of hierarchal structures, 

as traditionally hierarchical organizational structures 

are rather unsuitable for the management of digital 

organizations. As a complement, Snow et. al. 

suggests a model which is meant to empower 

employees, partners and customers in the processes 

of a business, with the following elements: 

Actors: Those who perform activities by self-

organizing and collaboration, actors include 

employees as well as customer and other 

stakeholders. 

Commons: Resources that are made available for 

actors in order to support their activities. 

Protocols, processes and infrastructures: These 

factors are meant to connect and guide actors 

together in processes creating an agile organization 

(Snow et. al. 2017;6).  

 

Furthermore, supported by an actor-oriented 

organizational structure, organizations need to 

strategically address certain specific areas in order to 

become a leading digital firm: customer experiences, 

internal operations, business models, product design 

and development and organizing (Snow et. al. 

2017;5).  

 

Saul J. Berman emphasises the business model 

aspect of digital organizations as he suggests two 

complementary activities that are essential for 

businesses leading digital transformation: reshaping 

customer value propositions and using digital 

technologies to fundamentally redesign operations 

and create new opportunities for improved customer 

interaction and collaboration (Berman, 2011;16). 

There are three strategic approaches to transform 

business operations accordingly:  

1. Focusing on customer value propositions 

2. Transforming the operating model 

3. Combining the approaches above (Berman, 

2011;18) 

The first approach can be done by using analytics 

and digitally acquired information, which in turn 

offers the possibility to enhance, extend or redefine 

the business’ value proposition (Berman, 2011;18). 

The second approach is more complex and requires 

a combination of several factors to be strategically 

remodelled and/or applied, these include: business 

model innovation, customer and community 

collaboration, cross-channel integration, insights 

from analytics, a digitally enabled supply chain and 

networked workforce (Berman, 2011;22). 

RESULT AND ANALYSIS 

Overview of the current state of the real estate industry 
and general hindrances  

When discussing the current digital environment, 

there seem to be a general anticipation of a disruptive 

force; an innovation or start-up with a unique 

business model, to interfere with the current real 

estate industry in various areas. Respondents from 

all sectors; realtor agencies, real estate developers 

and trade organization all mentioned this as one of 

the main drivers behind starting to look at the 

potential of digital resources. The expectations are 

legitimate (although yet to be proven), as several 

industries such as entertainment (music and video), 

hospitality and cab services has seen a drastic change 

of conditions within short time spans.  

 

Ulf Däversjö, Head of Innovation and Sustainable 

Development at Akademiska Hus, claims that the 

delayed digitalization is not so much a question of 

hindrances, but a late awakening. Däversjö described 

a traditional industry with tested and proven methods 

of creating value, which has not been questioned for 

a long period of time. His argument is supported by 

examples from respondents in other fields as well, 

adding that the average age of workers in the field is 

quite high and managements do not usually have any 

particular interest or need for other than incremental 

change.  

 
However, several respondents also mentioned legal 

regulations and complex processes as a factor to be 

considered before assuming a general tardiness of 

the industry.  Real estate as is, developing it, building 

it, trading with property and venues, is a costly and 

lengthy procedure as Amir Chizari IT Manager at 

Riksbyggen put it: from the start of an idea until the 

finished product two or three years might have 
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passed. However, as discussed by Erik Wikander, 

CEO of the realtor agency Mäklarhuset, real estate 

has a complex business model and customer journey 

surrounding the purchase of property. For example; 

buying residential properties is a rather rare 

occurrence for individual customers, making the 

relationship and value creating involved in the trade 

a quite time restricted process. This calls for better 

real-time services and flexible solutions that enrich 

interaction between business and user throughout the 

entire customer journey. 

 

Digitalization and the disruptive technology it often 

presents is working at a fast pace and therefore 

usually with a comparatively shorter strategic plan 

than real estate development. Solutions and the 

processes that creates them are agile and concepts 

are developed within weeks of their founding. 

Däversjö discussed how investment within real 

estate are made in order to last for an extensive 

amount of time, but although having worked with 

10-15 years perspectives in planning before, the 

timespan has now been shortened to 3 years in order 

to better fit a digitally evolving market. It is 

necessary to build solutions that can handle change, 

however, it is difficult when the “investment 

horizon”, as Däversjö phrases it, is a far as it is. 

Therefore, real estate and the offerings provided in 

connection to them, has yet to show greater 

flexibility, attractiveness and richer functionality.   

 

Applying the M-PWR Model on the Real Estate Industry 

Workforce 

A digital-first mindset is not achieved by simply 

implementing policies or guidelines but is rather an 

attitude that needs to be stimulated in every action 

performed by an employee. The workforce is 

therefore an integral part of accomplishing M-PWR. 

Soule et. al. highlights three specific aspects of the 

workforce that contribute to digital dexterity: 

technology experience, digital skills and high 

engagement (Soule et. al. 2016;9).  

 

Several interviewees raised concerns regarding 

necessary technology experience, however, 

representatives of companies early in transition were 

sceptical about the ability to enforce appropriate 

training and skills on current personnel. An example 

is Chizari who stated he do not believe educating 

current personnel will serve the purpose. He 

explained how the innovation of relevant digital 
solutions require the mind set of individuals who 

have been “raised with a phone in their hand” and 

hence know no other alternatives than to solve 

matters by digital means. He therefore sees more 

potential in collaborations with university students, 

starts ups and in organizing hackathons which would 

engage a workforce with a different mindset. Anna 

Andersson, Property Manager at Stena Fastigheter 

mentioned the same kind of issue and added that it 

would be appropriate for relevant university 

programs to move towards a more technologically 

advanced direction.   

 

On the other hand, organizations who had moved 

beyond the early in transition phase and were either 

rapidly evolving their digital capabilities or steadily 

improving them, showed a different attitude. A 

noteworthy example is Akademiska Hus that has a 

division called Innovation and Sustainable 

Development, a department that was introduced in 

2016 as a strategic response to the emergence of 

proptech as a trend. Däversjö described the division 

as a small team that works by encouraging, initiating 

and leading projects in various locations and sections 

of the business. The overarching goal is to give 

individuals of any division the opportunity to 

temporarily leave their standard position in benefit 

of an innovation side project, much in accordance to 

the flexibility described in Snow et. al.’s actor-

oriented model. Däversjö explained that it is crucial 

to get each business area included and active in their 

digitalization efforts, and therefore separate teams 

are being created for each project. However, at the 

moment, most initiatives are originating from the 

Innovation and Sustainable Development division. 

Anders Johansson at SABO described a similar team 

called Bo-IT (roughly translated Living/Housing-

IT). The team engages in internal discussions on new 

development projects as well as potential 

collaborators. In the interview, a few respondents 

described partnerships with universities, research 

institutes and investment firms tied to state agencies. 

However, in order to develop seamless solutions and 

generate a wider knowledge of digitalization 

processes, Andersson expressed an urgency to also 

include private companies and stakeholders in the 

telecom industry amongst others.  

 

Apart from the need of collaboration between 

industries several respondents identified another 

main hindrance in their digitalization journey; 

namely a severe lack of understanding of the 

potential of digital solutions on management level 

within companies. This was especially apparent 

within real estate development (as opposed to realtor 

agencies). At Mäklarhuset the matter was solved by 

introducing Wikander as a CEO. Having a 

background in management within the telecom 

industry, Wikander expressed both a strong interest 

and strategic approach for digitalising internal and 

external processes. When looking for new business 

opportunities and areas to develop, Mäklarhuset was 

said to have a conscious approach of only observing 

trends in other industries than their own.    

 

Overall, it is necessary to highlight that out of the 

respondents representing companies within real 

estate development and sales, only two had 

introduced a new division (or team) in their 
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organizations to strengthen their digital 

development. Although recent years have showed a 

considerable growth in available tools and solutions, 

the organizational structure of most businesses has, 

apart from some extensions of it-teams, to a large 

part remained the same. Snow et. al’s suggested 

organizational structure is highly flexible and 

involves a definition of actors that includes not only 

employees but also customers and stakeholders 

(Snow, et. al. 2017;6). The traditional structures seen 

in the majority of businesses involved in the study 

would require a remodelling in order to invite this 

wider array of actors. Furthermore, although 

businesses might possess resources (commons) for 

becoming a digital organization, there are certain 

actions still missing in terms of protocols provided, 

as described further below. 

 

Practices 

Practices within the digitally dexterous organization 

span across all levels of the workflow. As the 

workforce is being offered tools for collaborative 

learning and information sharing, all operational and 

strategic decisions are mainly based on data and 

implemented through digitized operations (Soule et. 

al. 2016;9). This means that although a lot of 

emphasise is laid on offering customers a seamless 

experience and values enhanced by digital means, 

being digitally dextrous also requires an internal 

remodelling.  

 

Several respondents highlighted the importance of 

taking ownership of digital solutions. Whereas 

Mäklarhuset had an own inhouse IT-department (as 

opposed to being reliant on consultants), Stena 

Fastigheter had recently taken the control of their 

process of improving network infrastructures in 

buildings. Several projects had up until recently been 

initiated, organized and performed by “external 

experts”, but Andersson believes it is necessary for 

their business to be in charge of and have an 

overview of the processes themselves. Wikander at 

Mäklarhuset believed that ownership of developing 

new services gave the business a competitive 

advantage. Speaking of an ERP that is being used by 

Mäklarhuset’s realtors, Wikander explained that the 

business was in charge of and had influence in every 

aspect of developing the ERP. Instead of being 

offered a solution that is satisfactory good for a 

variety of realtors, Mäklarhuset’s ERP can be 

optimized for their own specific processes. Also, this 

way, the ERP will never become a finalised product, 

but will always have the team “tweeking” on 

improvements.  

 

Whereas ownership of digital solutions was a 

widespread strategy within all businesses, there were 

only a few efforts in performing data-driven 

decisions. Tools and routines for analysing data were 

in general only used for marketing purposes, if at all. 

Staffan Liljestrand, at Bumbee Labs, a start-up that 

performs measurements of visitor flows in city 

centres and commercial premises describes this as a 

lack of understanding of the value of data. 

Liljestrand explained an example on how the retail 

industry is highly efficient in using visitor flows for 

operational decisions and business optimization in 

general. Using data, they are methodically 

restructuring their approach and consequently 

improving their performance. According to 

Liljestrand the real estate industry is slowly 

discovering the potential of visitor flow data, as the 

results can be effectively used in property valuation. 

However, he, in agreement with several respondents, 

believed that in order to implement data analytics (or 

any digital resource), there has to be a concrete proof 

of profit. Jesper Jansson at Fastighetsbyrån argues 

that there is a certain resistance due to the 

complexity of processes included in real estate 

trading. As a residential realtor agency, currently 

maintaining a lucrative business with 1000 

employees, it is difficult to introduce innovations 

and possibly interfere with already profitable and 

successful procedures. In this situation it is necessary 

to form the correct method of moving forward, but 

without interfering with processes that are already 

working well.  

 

Furthermore, a lack of industry standardisation was 

a recurring issue when discussing multiple practices 

with various businesses, particularly in terms of 

network infrastructure and transition from analogue 

systems to digital solutions (such as lock and 

security systems). According to Christoffer 

Börjesson at Fastighetsägarna (a trade organization 

for property owners) the lack of standardisation is 

caused by how businesses are operating separately, 

independent from each other. As a part of instigating 

the digitalization of the industry, it is necessary to 

form ecosystems where big actors support and co-

create solutions together with smaller actors. 

Börjesson believes these ecosystems will eventually 

emerge in the real estate industry, mainly driven by 

big actors and consultancy firms, however, it will be 

necessary for individual businesses to find strategies 

of maintaining control of their value creation without 

causing any damage to the relations within the 

ecosystems.  

 

Most businesses are currently focusing on digitizing 

operations in order to make processes more efficient 

and sometimes even completely automated. 

Examples range widely between internal processes, 

communication with customers and optimizing the 

use of facilities. Whereas some respondents 

described specific efforts, all where at least showing 

intentions of moving various processes from an 

Appropriate Zone to an Improve Zone (as discussed 

by Slack et. al.) (1994). The reasoning behind this 

was not a specific demand from customers, but 
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rather an anticipation of it. For example, both SABO 

and Stena Fastigheter had performed projects 

improving network infrastructures in residential 

buildings. These projects had not been initiated by 

requests of tenants, but rather been initiatives to act 

proactively after having observed the evolving 

digitalized landscape of customer’s lifestyles in 

general and therefore, expecting a higher demand of 

better network quality. Up until recently, especially 

residential facilities did not require digital actions to 

improve standards, as the demand for apartments has 

been consequently high. Therefore, the performance 

of real estate developers in the residential sector has 

in many cases not required more than the level of the 

Appropriate Zone. According to Däversjö, the 

priorities of digitalization can be described as a 

staircase: the first step being focusing on efficiency 

and streamlining processes which will show 

financial results within a relatively short timeframe. 

Second step is to create and enhance attractiveness 

of offerings. Third (and last) step is to remodel the 

business model, however, none of the respondents 

have reached that level yet.  

 

According to the discussion above, organizations are 

only touching upon activities that Berman argues are 

essential for a business leading digital 

transformation (2011). There are some steps taken in 

order to enhancing the customer value propositions, 

one example is the improved network infrastructure 

as presented in previous sections, but there are also 

noteworthy examples within realtor agencies. There 

are currently efforts made in creating VR solutions 

for presenting new constructions of residential 

buildings or venues abroad whereas another example 

is the emergence of communication platforms where 

realtors are improving the relationship with 

customers with an enriched source of information. 

However, the operating model, as defined by 

Berman, is still static and there are still efforts to be 

made particularly in areas such as business model 

innovation and community collaboration.  

 

Resources 

Digitalization has not only provided businesses with 

a wider array of resources but has also improved the 

quality and potential of use of those already at hand. 

However, available resources will not constitute an 

advantage without an appropriate way of processing 

them – which is to a large part the task of actors with 

the help of protocols. However, there seem to be a 

lack of knowledge and understanding regarding the 

use and capabilities of resources. An example is the 

use of visitor flow data. Liljestrand claims that real 

estate developers have only recently started to realise 

the true advantage of data of the kind. Although there 

has been a visible interest for a long period of time it 

has only been a question of “nice to have [access to 

the data]” but not a sense of “need to have”. 

Interesting to note is a situation described by 

Jansson: Fastighetsbyrån are currently collecting 

data on deals with consumers, but there is yet no 

procedure of implementing the data. However, 

various partners have shown interest in being 

provided or buying bundles of data. It is a clear 

indication of the value of customer data as a 

resource. Similarly has Riksbyggen not yet initiated 

any efforts of data analytics, although being a real 

estate development firm with potential of collecting 

data from multiple sources – and intentions to do so. 

Chizari explained that the information is available, 

however there are currently no procedure of 

collecting and analysing data. The intention stops at 

the implementation phase, as there must be 

documented proof that data will generate profit. 

Also, another challenge is the lack of a standardised 

system for collecting data, or what data is supposed 

to look like in order to streamline the analysis. 

 

As mentioned in previous sections, the “need” (as 

described by Liljestrand) is primarily driven by fast 

financial results, as the visitor flows visualises the 

value of a property in regard to the number of 

potential customers in the area. According to this 

argument, only digital tools that can visualise and 

ascertain fast financial results will be adopted. There 

has been a slow development of implementing more 

extensive resources and capabilities that would 

require a high initial investment. Börjesson pointed 

out that in a traditional industry (with a steady 

growth) it is a question of risk. Optimization and 

streamlining is a relatively low risk that only requires 

incremental changes, and therefore more attractive 

to invest resources in. However, when discussing 

resources, it is necessary to distinguish between 

tangible and intangible resources as an 

organization’s choice of focus will heavily affect the 

performance and appropriate actions in the 

digitalization process (Gruber et. al. 2010). The 

reason of not investing any tangible (financial) 

resources in digital business opportunities is mainly 

caused by a severe lack of intangible resources such 

as knowledge and training (as discussed in previous 

sections).  Also, worth noting is the general 

perception of assets among real estate developers, as 

Börjesson described: being the main offering, the 

building itself has been considered the only asset in 

the customer value proposition. However, it is a big 

misconception as there are other resources 

surrounding and involved in the use of the facility. 

As such, it is a generally Efficiency-centric Industry 

(Gruber et. al. 2010; 1345), but although being a high 

performer, there is an overall weak management of 

resources such as personnel, knowledge and 

training.  

 

During discussions on hindrances in the 

digitalization process, Andersson highlighted the 

lack of mediums for sharing knowledge and 

information. There seem to be an overall inability to 
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communicate between businesses, although the 

majority of respondents claimed there would be a 

need for it. Börjesson claims this is to a large part 

due to a traditional view of other similar businesses 

as only competitors, not source for partnerships and 

information. However, there are efforts being made 

(by the trade organization Börjesson represented and 

similar) to bring different stakeholders together, as 

well as actors with the same role but from different 

organizations. In the same way, there seem to be few 

efforts made in inviting consumers to share their 

opinions and insights. The majority of respondents 

had little to no interaction with customers apart from 

marketing efforts. As mentioned previously, several 

projects had been initiated based on expected 

demands, rather than research on actual demands. 

Wikander compared the development of solutions 

within the real estate industry to that of media and 

communication: before tablets where released as an 

addition to the smartphone and computer, barely any 

consumer would have perceived themselves of 

having a need for such a thing. Today however, 

tablets are a highly common and appreciated item in 

Swedish households. Although Wikander’s 

argument is accurate, the lack of consumer 

involvement is, according to Gruber et. al. (2010) a 

loss of a valuable intangible resource. Although 

consumer do not necessarily have the answer of what 

solutions would respond to their demands, inviting 

them into the development of value propositions can 

detect what underlying demands there are to be 

solved.  

SUMMARY AND CONCLUSIONS 

Conclusions 

The discussion above indicates that industries as a 

whole will only digitalize as much as the market 

requires them to. After having observed several 

industries being interfered and threatened by 

disruptive innovations and start-ups, the real estate 

industry is gradually evolving processes in 

preparation for a transformation of conditions and 

higher demand of digital, seamless solutions. What 

is holding the development back is to a large part the 

high pace of digital transformation, whereas the 

development of real estate and associated solutions 

are mainly focused on long term investments as the 

industry is not only highly regulated but also 

includes quite comprehensive projects. However, 

according to the material gathered in this study, three 

key action points could be identified to answer the 

research question: What strategic action points 

should businesses within the real estate industry 

adopt individually and together in order to support 

a steady development towards becoming a digitally 

dextrous industry? 

 

1. Reforming the organizational structure for better 

agility and empowerment of the workforce  

Static, traditional structures and processes are not fit 

for an agile environment. This could be seen as the 

level of digital dexterity of each organization 

coincided with their efforts of remodeling the 

organization (as discussed in previous section 

regarding workforce management). Additionally, 

majority of respondents specifically addressed 

organizational structure as one of the main reasons 

for initiatives being stalled. The organizational 

structure of digital dexterity need an environment 

with room and skills to support disruptive innovation 

alongside incremental. This does not necessarily 

mean that management and workforces need to be 

substituted, but rather reorganized, educated, 

provided with channels for sharing information and 

to be encouraged to initiate projects of a 

transformative nature.  

 

2. Create channels and methods encouraging 

collaborations between various actors  

In order to create an offering applicable in various 

environments, organizations would benefit from 

engaging and actively seeking partnerships and 

collaborations, much in accordance with the M-

PWR model’s Collaborative learning stemming 

from the Practices-dimension (see Figure 1). This 

can generate industry standards, introduce new 

perspectives and converge technologies from 

opposing industries. The lack of industry standards 

was, as explained in the result section regarding 

practices, described as an essential step if real estate 

is to become digitally dexterous. For digital 

enhancements to offer users seamless experiences, 

industry eco systems need to involve and support a 

variety of distributors from separate areas.   

 

3. Develop structured processes for identifying, 

extracting and managing available resources 

A digital environment enables accessibility to a 

wider variety of resources. Data is being highlighted 

in two out of three of the M-PWR models three 

dimensions, which illustrates the necessity of 

including data management in business operations. 

However, interviews in the study described modest 

efforts of integrating data as a resource in their 

strategies. At the moment, there are vast amounts of 

data being in some cases overlooked, whereas in 

other cases stored but without a specific purpose. 

There need to be a strategic method of not only 

collecting data but also processing, analyzing and 

implementing it. Other intangible resources that 

should also be payed attention include skills within 

the business and input provided by the consumers.  

 

Future research  

This study has aimed to provide insights on action 

points to address in order to accelerate the 

digitalization of industries that have only started 

their transformation. It is necessary to point out that 

although the real estate industry is likely to share 
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several prohibitive conditions with other industries 

such as health care or construction, the research 

performed in this thesis project has only constituted 

a case study and would require research from a wider 

variety of industries in order to support the final 

conclusions. Also, it would be advisable to perform 

further research on markets other than Sweden in 

order to verify the legitimacy on the study 

performed.  
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