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Resumen 

Este trabajo muestra un estudio de la visión que tienen los diferentes grupos de interés 

de Sistemas Digitales Iruña S.L. sobre la competitividad de la empresa. La principal 

aportación del trabajo consiste en la metodología utilizada, Indexfokus. Esta metodología 

permite, no sólo recabar la percepción de todos los grupos de interés de la empresa y 

comparar sus diferentes puntos de vista, sino además, identificar la dimensión de los huecos 

para la mejora percibidos en cada uno de los 12 pilares competitivos propuestos por el World 

Economic Forum, adaptados a la empresa. Los resultados del estudio empírico realizado en 

la empresa muestran que, según las percepciones de los cinco grupos de interés identificados, 

las líneas estratégicas de mayor prioridad son las relativas a los técnicos, la versatilidad y la 

formación de éstos. Sin embargo, la ubicación, la infraestructura y los resultados económicos 

de la empresa adquieren menos importancia según los resultados obtenidos. 

 

Palabras clave: Grupos de Interés, Competitividad, Competitividad Empresarial, 

Indexfokus, Estrategia. 

 

 

Executive Summary 

 

This paper shows a study of the vision that the different stakeholders of Sistemas 

Digitales Iruña S.L. have about the competitiveness of the company. The main contribution 

of the work consists on the methodology used, called Indexfokus. This methodology allows 

not only to collect the perception of all the company's stakeholders and compare their 

different views, but also to identify the size of the perceived improvement gaps in each of 

the 12 competitive pillars proposed by the World Economic Forum, the practices have been 

adapted for the analysis of the company. The results of the empirical study carried out on 

the company, show that, according to the perceptions of the five identified interest groups, 

the areas of improvement with the highest priority are around the technicians, the versatility 

and training of these. However, the location, infrastructure and the company's economic 

results take on less importance according to the results obtained. 

 

Key words: Stakeholders, Competitiveness, Corporate Competitivenes, Indexfokus, 

Strategy. 
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1. INTRODUCTION 

 

In order to analyse the competitiveness of a real company, this paper uses a methodology 

called Indexfokus which has been created by the company Businessfokus, a start-up founded 

in 2012 in our near environment of Navarra. The company works in network integrating 

three teams contributing as “partners” to develop the Indexfokus project. Indexfokus design 

and idea are due to Enrique Diaz Moreno, owner of the intellectual Methodology and 

Founding Partner of the enterprise. Professor Cavero, from UPNA, acts as scientific advisor 

in the expansion of new methodological applications. The development of i-cloud 

Indexfokus as a software tool in performed by Gain Dynamics, a data science consulting 

firm with offices located both in Madrid and Mexico (Cavero, Teaching Notes on Strategic 

Management, Ch5, 2020).  

Our economics and Business School of the Public University of Navarra and 

Businessfokus signed, in November 2019, a collaboration agreement thanks to which 

Indexfokus Tech Tool is available for free to students and teachers to be applied to teaching 

projects: class assignments, final degree project, etc (Cavero, Teaching Notes on Strategic 

Management, Ch5, 2020).  

This paper is organized around seven sections. In the second section, several models of 

competitiveness analysis are presented. The third section presents the fundamental elements 

of the Indexfokus methodology which has been used in this project to measure the 

competitiveness of the company, Sistemas Digitales Iruña S.L. Moreover, in this section the 

reasons to choose Indexfokus are presented; that is, some characteristics that differentiate 

the methodology from the others. Section four describes the empirical study carried out. The 

results of the diagnosis are presented in section five. Section six presents the competitive 

strategy of the company after the analysis. Lastly, a section of conclusions closes this project. 

2. REVIEW OF THE LITERATURE OF COMPETITIVENESS 

 

Competitiveness is a diffuse concept that integrates different aspects that are not only 

economic in nature, but which combined influence the progress of society. According to the 

World Economic Forum, which has been measuring competitiveness since 1979, the 

competitiveness is “the set of institutions, policies and factors that determine the level of 

productivity of a country” (Cann, 2017).  
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Competitiveness depends on the relationship between the value and quantity of the 

product offered and the inputs needed to obtain it (that is, productivity) and the productivity 

of the competitors (Anzil, 2008). Productivity is the main factor that leads to growth and this 

is related to an increase in income. Competitive economies have more probabilities of 

growing in a sustainable and inclusive way. Competitiveness leads to the improvement in the 

production of goods and services (higher quality), international trade is promoted with 

benefits for all the participants and also, economic benefits for the citizens (The World Bank, 

2019). Thus, competitive countries tend to be countries with better economic prospects in 

the future and, generally, they are strong economies. 

This concept can be applied to a country as well as to a company. Business 

competitiveness is generally related to the ability of the firm to produce higher quality goods 

at a lower cost than its competitors and obtaining results above the industry average (Porter, 

The competitive Advantage of Nations, 1990). Therefore, it can be stated that a company is 

competitive if it is profitable in the long run based on a process of continuous improvement 

in actions, productivity, efficiency and quality of processes and products. Competitiveness is 

a process whose result is an improvement in the company’s productivity.  

Improvements in business productivity lead to a greater economic development. 

Therefore, the search for the improvement in business competitiveness is relevant issue for 

any economy, especially for those in development. Porter (1990) and Krugman (1994) have 

pointed out that there are companies what made a country competitive.  

2.1. Competitiveness analysis models 

 
There is no a single definition of competitiveness (Balkyte & Tvaronavičien, 2010) and 

therefore, no a unique formula to calculate it. Michael Porter, who pioneered the theory of 

competitiveness, suggests that competitiveness is measured by productivity because “a 

nation’s prosperity depends on its competitiveness, which is based on productivity” (Porter, 

The competitive Advantage of Nations, 1990). In this context, the most used model for 

analysing competitiveness at the national level is known as “Porter’s diamond”. The author 

proposes to look for the competitive advantages of a territory by studying the relationship 

between four elements: production factors conditions; related and supporting sectors; firm 

strategy, structure and rivalry; and conditions of the demand. This analysis will help decision 

makers to identify which factors are critical for improving competitiveness in a given 

situation and to initiate strategic actions to improve on those key factors (Ketels, 2006).  
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Another model is proposed by the Institute for Management and Development (IMD) 

and it is called IMD Wold Competitiveness Ranking (IMD, 2019). Competitiveness of 

nations analyses the facts and policies that shape a nation’s ability to create and maintain an 

environment that sustains more value creation for its businesses and more prosperity for 

people. This means that competitiveness analyses how nations and companies manage their 

entire competencies to achieve prosperity and profits. Some nations support the creation and 

maintenance of an environment that facilitates business competitiveness and motivates long-

terms sustainability (Lombana & Gutiérrez, 2009). With the analysis of the four 

“fundamental forces”, the IMD seeks to analyse the competitive environment of a country: 

Attractive versus aggressive, proximity versus globality, assets versus processes and 

individual risk-taking versus social cohesion (IMD, 2019). For the IMD it is not definitive 

that the predominance of one of the four presented dichotomies means a more favourable 

competitive environment in the country, but what should be the strategies that the state 

should adopt depending on the specific needs of the region (Lombana & Gutiérrez, 2009).  

Porter’s theory can be considered the mainstream in competitiveness and it is also the 

basis of the World Economic Forum (WEF) and its study in the Global Competitiveness 

Report. The WEF’s analysis makes a differentiation between the Global Competitiveness 

Index (for a macroeconomic perspective) and the Business Competitiveness Index 

(microeconomic perfective). The Global Competitiveness Index analyses competitiveness 

along twelve pillars: institutions, infrastructure, macroeconomic environment, health and 

primary education, higher education and training, goods market efficiency, labour market 

efficiency, financial market development, technological readiness, market size, business 

sophistication and innovation (The World Bank, s.f.). Based on the official statistics of each 

country, every year it collects data to elaborate indicators, which combined according to pre-

establish criteria, are useful to determine the level that each economy reaches in each pillar 

of competitiveness. Then, applying the weights that the experts have assigned to the 

importance of each pillar, the Global Competitiveness Index is obtained. This composite 

indicators can summarize complex, multi-dimensional realities with a view to supporting 

decision makers and they are easier to interpret than many other separate indicators 

(Balzaravičienė & Pilinkienė, 2012).  

The IMD and the WEF take the nation as a unit of analysis and their objective is the 

prosperity of the companies and the population. One of the critics of Porter’s concept can 

be found in the publication of “Foreign Affairs” in which the economist Paul Krugman 

criticizes the use of the concept of competitiveness when analysing the country. For 
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Krugman, there is already a concept to show the prosperity of a country and that is 

productivity (Krugman P. , 1994).  

Moreover, Balzaravièiené (2012) y Pilinkien (2008) have studied and compared some 

composite indexed (made by the WEF) and they have concluded that despite their great 

advantages for analysing and stimulating competitiveness, these indexes carries significant 

risks or disadvantages: “May send misleading policy messages if poorly constructed or misinterpreted;  may 

invite simplistic policy conclusions, the selection of indicators and weights could be the subject of political 

dispute; may disguise serious failings in some dimensions and increase the difficulty of identifying proper 

remedial action, if the construction process is not transparent; may lead to inappropriate policies if dimensions 

of performance that are difficult to measure are ignored” (Balzaravičienė & Pilinkienė, 2012). 

In order to unify criteria at European level, the European Commission (EC) develops 

the European Competitiveness Index every three years. The construction of the index 

follows almost the same methodology as the WEF to elaborate its annual report but in this 

case, eleven pillars are taken into consideration. This index is based on data calculated by 

public institutions (quantitative data), while other indexes that measure competitiveness are 

based on data obtained from surveys (qualitative), making them less reliable.  

On the other hand, the main weaknesses are the lack of current ranking calculates from 

this index (the last one was published on 2006). In terms of the used data, the information 

available is much smaller at the level of cities rather than regions. Therefore, if a study is to 

be carried out to analyse the competitiveness between cities, the effort required in the search 

for data will be high.  

In all these methodologies, we miss the different views that stakeholders may have both 

if we analyse the competitiveness of a region and if we analyse the competitiveness of a 

particular company. The term stakeholder is used to define individuals and organizations 

who are affected by a company and are actively involved in the project. They have an interest 

in the success of the project and can be within or outside the organization that is sponsoring 

the project (Boutilier). The “Stakeholder Theory” formulated by several academics from 

prestigious American and English Business Schools, but mainly promoted by Freeman in 

mid-1980s, suggests that managing and designing the strategy of organization taking into 

account stakeholders is the best way to obtain and defend competitive advantages to create 

value. Freeman argued that stakeholders are indispensable and should always be taken into 

account in the strategic planning of any business (Freeman, 1994).  
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In this context, in this paper, whose objective is to elaborate the diagnosis of the 

competitiveness of a company, resides the fact of giving entry to the valuation of the 

stakeholders related to the company using for it a methodology called Indexfokus. This 

methodology enables an assessment of the organizational behaviour associated with any of 

its strategic values, competitiveness in this case, taking into account how it is perceived by 

those who see it from different perspectives (Cavero & Díaz, “Methodology for the 

Evaluation and Management of Organisational Values: the stakeholders’ perspectives, 2020). 

Taking into consideration the assessments and perceptions of the stakeholders in the analysis 

of competitiveness would also make it possible to promote the implementation of the 

improvement plans arising from the analyses carried out (Hillman & Keim, 2001).  

3. INDEXFOCUS METHODOLOGY 

 

3.1. Description of the Indexfokus methodology 

 

The basis of the methodology consists on measuring the position of the organization in 

four different stages:  

1. Evaluation of the relative weight that the competitiveness factors have in the success 

of the organization by the stakeholders. 

2. Evaluation of the company’s level of performance in the good practices for each of 

the factors  

3. Diagnosis of the organization’s situation from an aggregate perspective for all the 

stakeholders and analysis of differential perspectives for different audiences.  

4. Proposal of the key actions that improves the point of improvement detected in the 

diagnosis, considering the aggregate vision of all the stakeholders.  

Basically, this methodology deals with the knowledge and experience of the experienced 

observers (external or internal) who are familiar with the organization and are interested in 

the success of it. Stakeholders act as foci that discover the organization from different 

perspectives, which helps to better understand it and detect behaviours and attitudes that 

endanger its ethical values and organizational qualities (Businessfokus, s.f.).  

In order to gather the knowledge and be able to use it in an effective way, this tool 

provides the stakeholders personal keys, so they can independently, without any influence, 

access and complete two evaluations or assessments.  
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In the first evaluation, Indexfokus presents to the selected participants the 12 Factors 

of the Competitiveness (Table 1) that are inspired in the Pillars of Competitiveness that the 

World Economic Forum contemplates to analyse the Global Competitiveness of National 

Economies. Each one must assign a punctuation to each of the factors, according to the 

importance they have (Appendix I).  

In the second evaluation, for each competitiveness factor, the participant must assign 

the degree to which each of these “5 Good Practices” or “Attitudes” are satisfactorily applied 

in the company (Appendix I). The second valuation provides the perception of the 

competitive level that the sector has in each of the factors, and thus, the height of each 

column. Indexfokus works with a scale from 0 to 5, where 5 corresponds to the maximum 

level of competitiveness and o the minimum. Furthermore, the space between the highest 

point of the column and the maximum competitive level (which is the competitive level of 

the best rival in each factor) is the “Gap”.  

These evaluations allows, as it has been already mentioned in the first stage, to weigh the 

importance of the key factors involved in the success and, in the second stage, to know the 

position and the improvement path that the company has in each factor from the point of 

view of each evaluator or stakeholder. Figure 27 shows how these two evaluations form the 

core of the methodology.  

Once the evaluation process is finished, the analysis of the results is carried out and 

allows us to know (Cavero, Teaching Notes on Strategic Management, Ch5, 2020):  

 The importance assigned by the stakeholders to the different factors.  

 The level of performance assigned to the organisation by the stakeholders in each 

factor.  

 The areas of improvement of the organisation of each factor, perceived by each 

group and collectively. 

 The priorities of action. 

 The path of good practices in each of the factors.  

The information available from the methodology Indexfokus Competitiveness, aimed at 

facilitating the implementation of a strategy of the first type, aimed at eliminating 

competitiveness gaps, since it calculates the areas of competitiveness gaps, orders the factors 

on which to act according to the size of their gaps and proposes good practices and attitudes 

to be improved, to eliminate them, taking into account the stakeholders, all presented in a 
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graphic and very intuitive way. Moreover, it will be possible to know the stakeholders better 

and well as their interests. Finally, after applying this methodology the company will be able 

to real a shared diagnosis and agree on a competitive strategy. 

 

3.2. Reasons to choose the Indexfokus methodology 

 

The transparency of the method, its agility and the simplicity of its operation. It is 

especially useful in the analysis and discussion of complex projects in which qualitative 

criteria intervene and different positions and interests incur in an environment of uncertainty 

(Businessfokus, s.f.).  

The characteristics that, comparing with other evaluation methods, differentiate 

Indexfokus are the following (Businessfokus, s.f.):  

 It allows the access to the evaluation to any interested party in the organization, 

ensuring their participation is anonymous and without any influence. It allows as 

many people as desired to enter the evaluation process simultaneously, regardless of 

the location or language.  

 It takes advantage of the vision of the stakeholders to improve the management of 

the organization.  

 The distribution of both evaluations is done online, which substantially reduces the 

evaluation time, and it allows to obtain results and react quickly.  

 It is based on an environment of transparency and freedom in order to avoid possible 

suspicion and criticism of those who seek to solve the problems of the organisation 

and those who may be affected by it.  

 It allows the participation of experts under the same conditions as other evaluators. 

 It promotes the dialogue between all affected groups, around the values that guide 

the organization’s behaviour.  

 It helps in the management of the company; it allows to detect and to correct 

undesired behaviours that alienate the company from its values.  

 It simulates scenarios as it allows the assignment of weights to the attributes, sub-

attributes and interest groups involved in the evaluation.  

 All results can be represented in a graphic format, which makes it easier to visualize 

and compare them.  
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 It allows to know to what extent the stakeholders share the values of the 

organisation.  

 It allows to compare the assessments that the participants make of the attitudes, skills 

and capabilities associated with the instrumental qualities that make up the strategic 

value.  

 

4. EMPIRICAL STUDY 

 

4.1. Presentation of the company and selection of the interest groups  

 

Sistemas Digitales Iruña S.L. is a service company within the telecommunications and 

electricity sector. Its commercial form is a limited company or partnership, whose registered 

office is in Pamplona. Its working area is Pamplona and its region, although it occasionally 

offers services to different villages in Navarre. It is a micro-SME that has 9 people working 

on it: 2 managers who are both partners and founders of the company and the rest are 

technicians.  

It mainly provides its services to neighbourhood communities, that are managed by 

property administrators, and to a lesser extent to private customers (or end customers). 

Currently, the greatest demand for services corresponds to the installation of intercoms and 

video intercoms; secondly, the installation and repair of television antennas; finally, the 

company is focused on the electrical maintenance of communities/buildings. The company, 

in its desire to grow and expand its services, is incorporating in its service offer the installation 

of automatic door openers, accessibility for the removal or elimination of architectural 

barriers, video surveillance and access control.  

It is a family business that belongs to my family, and this has been the main reason why 

I have chosen to carry out the analysis of its competitiveness. In order to increase the scope 

of the company and continue with the business in the future, I think that this project can 

help to identify the strengths and weaknesses, as well as the opportunities and threats that 

affects the company within its target market.  

The company's management team decides which interest groups are linked to it, as well 

as the people invited to participate in the study as suitable representatives of each of the 

identified interest groups. Professionals with sufficient knowledge and experience have been 

selected who, while maintaining a positive relationship with the organization, are expected 
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to participate in the evaluation. Each professional will be assigned to at least one interest 

group and at least one reference perspective (male or female; external and internal) (table 2).  

Five interest groups are considered for this study:  

 Company managers  

 Employees 

 End consumers  

 Intermediaries (property administrators or building administrators) 

 Suppliers  

In total, 24 people have participated (table 3). As it is a small company, the number of 

interest group is reduced, as well as the number of participants. It has been tried to get as 

many participants as possible and to distribute then as equitable as possible in terms of 

number of participants. According to the employees, all the current ones have participated. 

There are some who have been in the company since the beginning, but also, there are two 

that started working in the company two years ago. For suppliers, only four have been 

selected since they are the only ones with which the company has been working for years.  

 

4.2. Evaluation process 

 

The Table 2 shows the number of guests who complete each of the two evaluations sent 

sequentially from the Indexfokus Competitiveness tool between March 6 and April 15, 2020.  

The Indexfokus methodology collects the perceptions of the expert evaluators expressed 

through two evaluations in an orderly manner. In the first, the evaluator assigns weights 

(from 0 to 5) to the 12 factors of the competitiveness of the telecommunications sector. In 

the second, the evaluator graduates in the same way the excellence with which, in his opinion, 

a series of good practices associated with each factor are applied in the company. The 

Appendix I presents, in detail, the content of the two evaluations sent to the stakeholders. 

The first evaluation was sent out on March 8th and the last person to respond to it did 

so on March 26th. It was not until all the participants in this analysis has answered to the 

first survey that the second one was sent in order to collect the results more clearly and not 

to confuse the participants. The second survey was sent out on March 29th and the last answer 

was obtained on April 15th. The period for collecting results was longer than expected due 
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to the reduced number of stakeholders (people with knowledge about the company was 

needed in order to make a qualified assessment), the participation of all of them was needed 

in order to make the analysis in a realistic, useful for the company, and also, to ensure the 

anonymity.  

In general, the level of participation of most of the stakeholders has been high, which 

confirms the interest of those in the analysis. Most of the participants responded in less than 

a week to each of the surveys. The employees, the technicians, have been the group who 

have been slowest to respond, especially in the second evaluation. This may be due to the 

fact that this year the company is expanding through the acquisition of another company in 

the sector and through the “second digital dividend” (the second digital dividend requires, 

by law, changing some devices in the antenna of all the communities of neighbours in the 

country) which has meant a great increase in work for the company.  The period for collecting 

results was longer than expected due to the reduced number of stakeholders, the 

participation of all of them was needed in order to make the analysis in a realistic and useful 

way for the company.  

Every two-three days the level of participation has been checked in order to analyse how 

involved the participants were. After the first week since both evaluations were sent out, a 

reminder message was sent to the participants who has not yet responded, via Indexfokus. 

Once the reminder messages were sent, three days after a second reminder message was sent 

to the few people who had not yet responded.  

5. INDEXFOKUS EVALUTATION RESULTS 

 

The Indexfokus Competitiveness program allows to select groups and compare their 

results with each other and with the overall results. Given the large number of possible 

combinations for comparative analysis, this section focuses on presenting the results for the 

five groups considered as reference.  

The following sections, provided by Indexfokus itself, will be analysed:  

- Importance of the competitiveness factor in the telecommunications sector, 

perceived by the stakeholders. 

- Competitive position of SDI by its stakeholder in each factor of competitiveness 

- The perception of competitiveness gaps 

- Strengths and Weaknesses of SDI 
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5.1. Importance of the competitiveness factors in the telecommunications sector, 
perceived by the company’s stakeholders 

 

Figure 1: Importance of the competitiveness factors for internal and external participants 

 Source: Indexfokus methodology, own elaboration. 

The figure above shows the perceptions around each of the 12 Competitiveness Factors 

analysed of all the evaluators who collaborated in this study, distinguishing whether they 

belong to an internal or external interest group of the company. 

It can be observed that on many factors the opinion of the company’s staff and the 

external participants differs. The participants from outside the company place more 

importance to all factors than the internal stakeholders; the greatest difference is seen in FC5 

(technicians) and in FC12 (research, development and innovation). In the first four factors; 

that is, FC1 (Broad of Directors and General Management), FC2 (Location, infrastructure 

and facilities); FC3 (Economic results of the company), FC4 (Training and versatility of the 

staff) and also in FC6 (differentiation in the offer of products and services) and FC11 

(Complexity of the business model)  they share opinion. 

The most important factors for the external groups (and in this case the internal ones 

coincide) are FC4 (Training and versatility of the workers), followed by FC5 (Technicians), 

FC6 (Differentiation of the offer of products and services) and FC1 (Board of Directors and 

General Management). 
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Figure 2: Importance of the 12 competitiveness factors assigned by the stakeholders 

Source: Own elaboration 

 

Figure 3: Importance of the competitiveness factors for the interest groups 

Source: Indexfokus methodology, own elaboration 

On the other hand, analysing the five interest groups, it can be seen quite a few 

differences regarding the importance that these give to the competitiveness factors of the 

sector. It is clearly seen that suppliers give the most importance to all the factors, especially 

FC1 (Broad of Directors and General Management), FC3 (Economic results of the 

company), FC4 (Training and versatility of the staff), FC5 (Technicians), FC6 

(Differentiation of the offer of products and services) and FC12 (Research, development and 

innovation).  



16 
 

All groups agree that the factor number 4 (FC4: Training and versatility of the staff) is 

highly relevant in any company. Also, factor 2 (FC2: Location, infrastructure and facilities); 

shows unanimity in the importance, even if it is not a highly values factor for any group.  

There is a clear trend in the opinion of company directors, they assign less relevance to 

most of the factors compared to the other groups. Directors differ the most from the average 

opinion of the participants.  

 

5.2. Competitive positioning of Sistemas Digitales Iruña S.L. by its stakeholders 
in each factor of competitiveness   

 

Figure 4: Perception that SDI’s external and internal stakeholders have of the company’s 

positioning in each of the 12 competitiveness factors 

Source: Indexfokus methodology, own elaboration 

The figure on the right represents the perception that SDI’s external and internal 

stakeholders have of the company’s positioning in each of the 12 competitiveness factors 

analysed. It can be seen that the perception that exists within the company is very similar to 

that perceived by its external stakeholders. To highlight some slight differences, it should be 

pointed out that the internal groups position the company worse, especially in FC1 (Broad 

of Directors and General Management) and FC12 (Research, development and innovation). 

However, internal stakeholders positioned the company somewhat better in FC4 (Training 

and versatility of the staff).  
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Figure 5: Perception of SDI’s interest groups in the 12 competitiveness factors 

Source: Indexfokus methodology, own elaboration 

The perceptions of the interest groups analysed in this paper is represented in the figure 

on the left. Broadly speaking, the vision of the company’s positioning in each factor is very 

similar for all the stakeholders taken into consideration. The direct customers are who 

present the most differences, these position the company better in several factors, concretely 

in FC10 (Economic and social environment of the company), FC11 (Complexity of the 

business model) and FC12 (Research, development and innovation). 

Figure 6: Assigned positioning to the company in the 12 competitiveness factors by the evaluators   

Source: Own elaboration 

The assigned positioning to the company by the evaluators is shown in Figure 6. The 

competitiveness factors in which it is worst positioned the company are FC11 (Complexity 

of the business model) and FC10 (Economic and social environment of the company). 
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However, the company is good positioned in FC1 (Board of Directors and General 

Management) this is due to the fact that the directors and managers are the founders of the 

business and they have control in all the areas of the company. Also, FC4 (Training and 

versatility of the staff) is good positioned; the staff is carefully chosen thanks to the 

experience of the directors and a long recruitment process. 

 

5.3. The perception of competitiveness gaps.  

 

As described in the methodology section (section 3.2.), Indexfokus combines the results 

of the two evaluations to detect and measure competitiveness gaps.  

Figure 7: The Dark Zone of SDI competitiveness as perceived by the group of evaluators 

Source: Indexfokus methodology, own elaboration 

The figure above shows the perceptions of all the people participating in this study about 

the company Sistemas Digitales Iruña S.L. Each column represents a competitiveness factor, 

its width represents the importance assigned to it by the evaluators and the height the 

competitive level that, according to them, SDI reaches in that factor.  

The dark area of competitiveness is the sum of the gaps that the company has in the factors 

analysed, according to the perceptions of the evaluators. The size of a gap, its surface area, 

has to do with the importance of the factor and with the improvement path that the company 

has left to reach the maximum level of competitiveness. The idea behind these analyses, in 

terms of strategic recommendation, is that if only one factor can be improved to increase 

competitiveness, the one in which the region has the greatest gap should be chosen. Thus, 

this improvement will have the greatest effect on overall competitiveness (than choosing to 

act in a factor with smaller gap).  
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Figure 8: General priorities of the company’s competitiveness 

Source: Indexfokus methodology, own elaboration 

Although the group-level competitiveness indices are similar, as the figure above shows, 

the perceived competitiveness gaps from different stakeholder approaches can be very 

different. The following figures show the competitiveness gaps from the perspective of the 

five interest groups analysed: directors or managers, employees, suppliers, end customers and 

property administrators. In other words, these figures show the size of the problems 

perceived in SDI’s competitiveness from the perspective of each stakeholder.  

 Areas of improvement by factor for directors/managers: 

Figure 9: Areas of improvement by factor for Directors/Managers 

Source: Indexfokus methodology, own elaboration 

 Areas of improvement by factor for employees:  

 Figure 9: Areas of improvement by factor for employees 

Source: Indexfokus methodology, own elaboration 

 

 Areas of improvement by factor for suppliers:  
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Figure 10: Area of improvement by factor for suppliers 

Source: Indexfokus methodology, own elaboration 

 

 Areas of improvement by factor for end customers: 

Figure 11: Areas of improvement by factor for end customers 

Source: Indexfokus methodology, own elaboration 

 

 Areas of improvement by factor for property administrators: 

Figure 12: Areas of improvement by factor for property administrators 

Source: Indexfokus methodology, own elaboration 

 

As far as the perceptions that stakeholders have about the company, not much disparities 

are found in stakeholder opinions. However, in some factors there are some discrepancies, 

in factor 1 for example, the employees are the ones who evaluate the company the worst and 

therefore the area of improvement of this factor for them is high. However, the other 

stakeholders agree on the coalification of the directors of the company. In factor 5 (the 

technicians), which is the worst rated factor overall, it is the final customers and suppliers 
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who see the greatest area for improvement. This may be due to the fact that there are the 

end customers who see how they worked and their efficiency in a daily basis. Related with 

this factor, in factor 4, managers see a great deal of improvement in the training and versatility 

of workers. Furthermore, in factor 6, managers value less the differentiation in the offer of 

products and services of the company. It is possible to think that managers have more 

knowledge about other products and services that can be included in the company and this 

can be a interesting area of improvement for the company, also taking into account that the 

other stakeholders value the current offer pleasantly. 

Knowing the gaps could constitute strategic guidelines for boosting the company’s 

competitiveness, as it will be detailed in subsequent sections.  

 

5.4. Strengths and Weaknesses of Sistemas Digitales Iruña S.L.  

 

As it has already been stated, the second evaluation states the perfection with which the 

good practices associated to each factor are applied in the company. Analysing the results of 

this graduation, those practices or attitudes that are best applied can be considered strengths 

for the company. In the figure below, the 60 good practices are shown; those with the highest 

scores are considered strength and conversely, the practices with the lowest scores are 

weaknesses for the company.  

Figure 13: Strengths and Weaknesses of Sistemas Digitales Iruña S.L.  

Source: Indexfokus methodology, own elaboration 

According to the strengths:  

- The company's practices are totally honourable or moral.  

- The core staff has proper training to perform their tasks perfectly.  

- The workers perform different tasks according to the needs of the company and 

adapt easily to variations in demand.  
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- The company is organized in such a way that all people know their roles, 

dependencies and responsibilities.  

- The products/services of the company are permanently adapted to the needs of the 

customers.  

The shadows of SDI's competitiveness, considering the evaluator's assessments:  

- Managers and technicians attend as speakers to fairs, congresses and seminars, both 

national and international.  

- The complexity of the business is a barrier to entry for new competitors.  

- The environment favours the relationship of managers and employees with cultural, 

formative and creative environments that stimulate initiative, relationships and 

business.  

- The company participates or is a member of the main Sectorial Organizations: 

Associations, Networks, Clusters... 

- The company is respected in its environment for the responsibility it assumes 

towards the society in which it is rooted, which is manifested in its attitude towards 

the environment, for example.  

6. THE FORMULATION OF A COMPETITIVE STRATEGY FOR SDI 

 

The reflection on the company’s competitiveness based on the results of the 

Indexfokus analysis suggests three possible strategies: 

1. Trying to eliminate competitiveness gaps. 

2. Influence the competitive environment so that those factors in which the company 

approaches leadership are more important, increase its width. 

3. Act on an unexpected factor to change the rules of the sector.  

The strategy 1 only depends on the effort that the 

people affected by the company (both internal and 

external) devote to act on the strengths and make 

disappear the weaknesses, prioritizing the action 

on the factors in which the biggest problems are 

detected. Following this guideline that emerges 

from the company's own stakeholders, the 

Figure 14: General level of Excellence 

 

Source: Indexfokus methodology, own elaboration 
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competitive level will tend to make the Dark Zone of competitiveness, that is, the gaps, 

disappear. The aim would be to reach the green zone of competitiveness which means high 

competitiveness (Figure 14). 

The strategy 1 only depends on the effort that the people affected by the company (both 

internal and external) devote to act on the strengths and make disappear the weaknesses, 

prioritizing the action on the factors in which the biggest problems are detected. Following 

this guideline that emerges from the company's own stakeholders, the competitive level will 

tend to make the Dark Zone of competitiveness, that is, the gaps, disappear. The aim would 

be to reach the green zone of competitiveness which means high competitiveness. 

Following this strategy is a way of introducing a collaborative dynamic of continuous 

improvement in competitiveness in the company, if it follows the guidance of all 

stakeholders. Systematically evaluating competitiveness and allocating available resources to 

competitiveness factors, to those with higher size gaps, it would be possible to adequately 

prioritise collective action and achieve the optimization of factors and consequently, greatest 

efficiency.  

The results of the study allow us to formulate the strategic lines that can give an 

impulse to the competitiveness of SDI, strengthening the good practices for which according 

to the evaluator have to be improved. Bellow there are the company’s areas of improvement, 

starting with the high priority lines of improvement:  

FC5: Technicians  

Figure 15: Factor 5 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

The competitiveness improvement path in this area represents 11.46% of the region's 

total. In particular, the good practices that the stakeholders consider most appropriate to 

increase the competitiveness of the company in this area are the following, in order of highest 

to lowest priority:  
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1. It is important to the improvement of the company to think of new ways to establish 

managers and technician’s remuneration, aligning their salaries with those of their 

competitors. Improvement path: 1.61 out of 5. 

2. Both managers and technicians should attend to courses in order to be constantly 

renewing their knowledge. Improvement path: 1.57 out of 5. 

3. The technicians, with their reports, should be more useful to the company’s 

management in the decision making and future plans. Improvement path: 1.48 out 

of 5. 

 

FC4: Training and versatility of the staff 

Figure 16: Factor 4 Good Practices improvement path 

Source: Indexfokus methodology, own elaboration 

The area of the improvement gap or path in this factor is slightly less than that of the 

previous line. It represents 11.39% of the total of the Dark Zone of the company's 

competitiveness. In this case, the best practices recommended by the experts to improve are 

the following: 

1. The company should decrease the labour costs as they constitute a big expense for 

it; this will have effect in the salary of workers. Improvement path: 1.48 out of 5. 

2. The company should improve its productivity in terms of units/employee. There 

exists an area of improvement in technician’s productivity. Improvement path: 1.35 

out of 5. 

3. The lack of availability of quality labour in the company is the trigger for not 

achieving the maximum productivity of the technicians. The company should 

carefully select the employees and train them constantly to allow them to continue 

developing skills to effectively and efficiently perform the tasks that correspond to 

them in their company. Improvement path: 1.04 out of 5. 
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FC7: Selection and Promotion of workers 

Figure 17: Factor 7 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

The surface area of the improvement gap in this area represents 10.45% of the total 

Dark Zone of SDI's competitiveness. The practices to be improved are the following: 

1. The company should implement ongoing training programmes for its employees. 

Improvement path: 1.87 out of 5. 

2. A useful performance evaluation process should be implemented in the company, 

allowing the verification of the degree of completion of the individual objectives of 

each person working in the organization. In such a way that it is possible to measure 

the performance, the behaviour of the professionals that integrate it and the 

obtaining of the results in an integral, systematic and objective way. Improvement 

path: 1.61 out of 5. 

3. The staff should be selected objectively and in a professional way; promoting the 

most competent employees and stating the best one for each position.  Improvement 

path: 1.17out of 5. 

 

FC9: Technology as a business support 

Figure 18: Factor 9 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 
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The improvement path in this factor represents 8,80% of the total. The following are the 

guidelines recommended by the stakeholders, presented from highest to lowest importance: 

1. The company should improve the control of all processes through technology and 

information should be distributed among all levels in order to be alert about 

operational problems that may arise and thus, facilitate decision making. 

Improvement path: 1.26 out of 5. 

2. Implementing a “dashboard” in the company is an excellent mechanism for 

motivation and job satisfaction; it establishes the basis from the beginning on how 

to improve productivity to achieve the goals set by the organization, avoiding 

possible deviations from the planned strategy. Moreover, it allows management to 

be informed of critical issues and to make decisions quickly. Improvement path: 1.13 

out of 5. 

3. The company should change the existing technology to the latest generation one, 

both in the high positions and in the technicians. Improvement path: 1.09 out of 5. 

 

FC11: Complexity of the business model 

Figure 19: Factor 11 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

The competitive gap in this area represents 8.68% of the Dark Zone of SDI's 

competitiveness. The priorities, according to the vision of the experts involved, are: 

1. Attendance at trade fairs or exhibitions, seminars, congresses… should be increases 

in order to acquire new knowledge and also to get to know the competition, to see 

their products, their designs and their sales strategies. This can help the company to 

get new ideas for the business and improve the weaknesses. Improvement path: 1.74 

out of 5. 

2. The company should create or strengthen barriers to market entry for new 

competitors; that is, complicate the entry and participation in the market of new 

companies. The company should increase the complexity of the business by working 
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on a competitive advantage that sets the company apart. The more it differentiates 

itself, the stronger and more sustainable it will be; thus, it will be more difficult for a 

new company to take over the company’s market position. Improvement path: 1.57 

out of 5. 

 

FC6: Differentiation of the offer: products and services 

Figure 20: Factor 6 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

The size of the gap in this line accounts for 8.31% of the Dark Zone of the company's 

competitiveness. To boost competitiveness in this area, priorities should be ordered as 

follows: 

1. To avoid plagiarism by competitors the company should change its positioning to 

differentiate itself from the competition. As a suggestion, SDI could start a new 

communication strategy to create a dynamic and lively link with consumers, trying to 

create loyalty and fidelity in them. Improvement path: 1.30 out of 5. 

2.  The company should modify the quality/price of its products to make them the 

most competitive on the market. The company could implement a new 

differentiation strategy that aims to make the product or service developed different 

from the rest of the products or services developed by the competition; adding 

additional services to each service provided, such as after-sales service and warranty. 

Another option might be price segmentation, that is, giving differentiated responses 

in terms of products and prices to different groups of consumers. Improvement path: 

1.00 out of 5. 
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FC8: Accessibility to finance 

Figure 21: Factor 8 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

Gap magnitude: 7,32% of the Dark Zone of SDI's competitiveness. 

1. SDI's biggest area of improvement in this factor is the difficulty the company has in 

obtaining funding for new investment projects. Apart from being able to apply for a 

loan from the bank, the company could obtain financing through "Business Angels" 

or private investors. These are individuals with investment capacity and knowledge 

of the business world, who promote the development of business projects with high 

growth potential, providing capital, liquidity and added value to management in their 

early stages. Improvement path: 1.26 out of 5. 

2. The company with be more competitive if it offers new paying systems to their 

customers in order to facilitate the process. New paying systems will add flexibility 

to the customers and will eliminate paying barriers if any. Improvement path: 1.04 

out of 5. 

 

FC12: Investigation + Development + Innovation  

Figure 22: Factor 12 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

Gap size: 7,23% of the Dark Zone of SDI's competitiveness. 
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1. Both managers and technicians should attend more courses to learn about the new 

technology and be able to implement it in the company, in order to achieve the 

optimization and improvement of production processes, organization, delivery, sales 

and collection, training, etc. That will allow them to establish competitive advantages 

with which they can improve their positioning, get more customers and of course, 

achieve higher levels of productivity. Improvement path: 1.30 out of 5. 

2. Incorporate new and better products and services than competitors. Improvement 

path: 1.17 out of 5. 

3. Incorporate new technology to the company every 3 years in order to accelerate their 

processes and of course, maintain competitiveness in the market. Implementing new 

technologies increases the chances of stagnating and falling behind. Improvement 

path: 0.78 out of 5. 

 

FC1: Board of Directors and General Management 

Figure 23: Factor 1 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

Gap magnitude: 7,18% of the Dark Zone of SDI's competitiveness. 

1. Improve the transparency of the company, implementing new ways of presenting the 

company's economic information so that the situation of the company is known to 

all. Improvement path: 1.35 out of 5. 

2. The company should keep updated and share its strategy and objectives with all 

internal stakeholders so that they feel involved with the company and to have clear 

their mission inside the company. Improvement path: 0.83 out of 5. 
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FC10: Economic and Social Environment of the company 

Figure 24: Factor 5 Good Practices improvement path 

Source: Indexfokus methodology, own elaboration 

Gap magnitude: 6,84% of the Dark Zone of SDI's competitiveness. 

1. The company should improve the relationship of managers and employees with 

cultural, formative and creative environments that stimulate initiative, relationships 

and business: Universities, Associations, Entrepreneurs, Unions, Clusters... 

Improvement path: 1.30 out of 5. 

2. The company should focus on its responsibility to society, that is, implementing 

efficient systems with the environment, social activities... in order to achieve greater 

respect in the sector in which it operates, which is the telecommunications sector. 

Improvement path: 1.17 out of 5. 

3. Improve (or change) its network of institutions and organizations that ensure the 

possibility of resolving all kinds of conflicts arising from their activities: labour, fiscal, 

commercial, legal… Improvement path: 1.13 out of 5. 

 

FC2: Location, Infrastructure and Facilities 

Figure 25: Factor 2 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 
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Gap dimension 6,79% of the Dark Zone of SDI's competitiveness. 

1. Implementing rigorous feasibility analyses prior to investments in productive assets, 

facilities or other assets. Improvement path: 1.17 out of 5. 

2. Raise the level of sustainability and the level of environmental responsibility in 

production and transport. In addition to trying to improve the company's recycling, 

focusing on creating a paperless office. Improvement path: 1.00 out of 5. 

 

FC3: Economic Results of the company  

Figure 26: Factor 3 Good Practices improvement path  

Source: Indexfokus methodology, own elaboration 

Gap size: 5,55% of the Dark Zone of SDI's competitiveness. 

1. The company should broaden its horizons, i.e. offer its services in more locations of 

Navarra. In order to do this, the company must analyse whether the population or 

the area where it wants to set up is interested in the service it intends to offer (future 

consumers) and, furthermore, what the situation of the competition is. In addition, 

it must be taken into account whether there are usable means of transport in the area 

where the company is to be located and whether it is an easily accessible place for 

transport in general and for communication with other companies. Of course, the 

labour market has to be taken into account, i.e. the potential employees, their 

technical knowledge, labour costs, social and legal situation, etc. As mentioned above, 

the labour market in the Pamplona region is scarce and the difficulty that the 

company has in finding qualified technicians makes the company lose efficiency. 

Expanding the business to another city can be beneficial for the company in this 

aspect as it can be an opportunity to find qualified personnel, for example. Other 

factors to take into account are the legislation, the economic development of the 

area... An interesting area for the company could be Baztan, in the north of Navarra, 
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as the company has quite a few clients in that area but cannot access it as often and 

easily as any other area of Pamplona. Sometimes it is not profitable to attend to 

customers in these areas because it can suppose a higher cost in time and in transport 

than the profit the company makes. For the same reason, opening a business in 

Elizondo, for example, could be a future objective of the company since it could 

offer its services to the whole area and even to part of the Basque Country due to its 

proximity. Improvement path: 1.04 out of 5. 

7. CONCLUSIONS: 

 

The Indexfokus methodology facilitates the analysis of competitiveness in an innovative 

and intuitive way. It is a self-evaluation method, as it considers the points of view of the 

stakeholders, who in addition of being evaluators, are also interested in the object of the 

study. The results of the analysis of the competitiveness of Sistemas Digitales Iruña S.L., 

presented in this paper, may be of special interest to the company as it helps to reflect on 

possible strategies to improve the competitiveness of the company, taking into account all 

the stakeholders, it also achieve a greater knowledge of these groups and the interests that 

move them. SDI will also be able to reach a shared diagnosis and agree on a competitive 

strategy. Similarly, it can be constituted as a method of continuous improvement by 

systematically applying it over time; each diagnosis is very useful for formulating a strategy 

towards the excellence. 

One criticism of this study is that not all the assessments made by the participating 

stakeholders have the same weight in the overall result. An end customer does not have the 

same knowledge about the company as an employee in most of the 12 competitiveness 

factors. An alternative is to assign different weights to the asssessments of each stakeholder 

in a future study (Indexfokus allows to make these adjustments). But despite this, it has been 

possible to find out the priorities os the interest groups, what they think is important for any 

company in the sector, what they value most.  

Managers and employees are the stakeholders who know most about the company and 

their assessments are the most relevant and objective for the company's competitive strategy. 

There are many discrepancies in the importance given by both interest groups to the 12 

competitiveness factors. In general, it can be said that in most factors where their opinions 

differ, employees give more importance than managers. The greatest differences are in the 



33 
 

importance given to the economic performance of the enterprise (FC3), the selection and 

promotion of employees (FC7), the financial credibility (FC8), the technology of the 

enterprise (FC9) and the economic and social environment of the enterprise (FC10).  

Employees give more importance to the economic performance of the company 

(FC3) than managers. There is no doubt that for any interest group the accounting result is 

important, the fact that the employees value it more than the managers themselves may be 

due to the fact that the managers apart from the benefits have a long term vision and are not 

only focused on making money.    

The economic and social environment of the company (FC10) is more relevant for 

employees than for managers. To promote a good working environment and optimize it 

means to being aware of the need for directors to take an active position to improve the 

company’s productivity. To achieve these objectives, it is essential that employees feel 

involved in the company's goals. It is not only the objectives and results that are important, 

but also the way in which they are achieved; human values are the foundation of the 

company, and employee motivation is the key to achieving them. 

One key to success is communication and it could be one of the best solutions to 

many of the areas of improvement of the company. SDI should improve the communication, 

both from the company to the employees and among themselves, i.e. horizontally and 

vertically. The central idea is the creation of an atmosphere of trust to achieve maximum 

involvement and effectiveness of the company's employees. One of the best instruments to 

achieve this atmosphere is the holding of meetings between management and employees. To 

this end, Human Resources department can establish a calendar of individual meetings 

between managers and collaborators, as well as provide an agenda for these feedback 

meetings, so that everything important is discussed and the continuous improvements 

established in these meetings are applied. 

Through courses and training activities, the technicians in addition to learn new 

knowledge and develop their professional career, which minimizes the largest area of 

improvement of the company (FC5); their involvement with the company will increase. They 

will feel proud of these objectives, their self-esteem and satisfaction in the company will 

improve, and they will even be able to promote the company among their other contacts.  
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9. FIGURES AND TABLES:  

 
Figure 27: The two evaluations form the core of the methodology.  

Source: Businessfokus webpage (https://businessfokus.com/) 

 

 

Table 1: List of the 12 Competitiveness Factors.  

FC1 Consejo de Administración y Dirección General 

FC2 Emplazamiento, Infraestructura, Instalaciones, Dimensión 

FC3 Resultados Económicos de la Empresa 

FC4 Capacitación y Versatilidad de los Trabajadores 

FC5 Directivos Departamentales, Mandos Intermedios y Técnicos 

FC6 Diferenciación de la Oferta: Producto/Servicio 

FC7 Selección y promoción de los Empleados. Políticas de Personal 

FC8 Accesibilidad a la Financiación. Credibilidad Financiera 

FC9 Tecnología como soporte de la actividad empresarial 

FC10 Entorno Económico Social de la Empresa 

FC11 Complejidad del Modelo de Negocios 

FC12 Investigación, Desarrollo e Innovación 

Source: Indexfokus methodology, own elaboration 

 

 

 

https://businessfokus.com/metodologia-indexfokus/
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Table 2: Selected interest groups. 

Source: Own elaboration 

 

Table 3: Evaluation data 

Source: Indexfokus methodology, own elaboration 
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10. APPENDIX I: Indexfokus evaluations for the competitiveness of SDI 

 

The 12 Factor of Competitiveness and the 5 good practices linked to each of the factors are 

presented below. They are stated in Spanish, which is the language used to collect the 

information of the empirical study. 

 

FC1: Consejo de Administración y Dirección General. 

El nivel, formación, conocimientos, experiencia, estilo y transparencia de la Alta Dirección 

de una empresa determina su capacidad de liderazgo, la calidad de la estrategia, sus valores, 

independencia, la cultura de la organización, su política de comunicación, la responsabilidad 

social, agilidad en la toma de decisiones...Entre el conjunto de factores de competitividad, 

pondere por favor la importancia que tiene este factor para que una empresa llegar a ser líder 

de competitividad en el mercado en que competimos. (Mín. 0 - Máx. 5). 

The 5 Good Practices are:  

1. La empresa no depende de terceros en cuanto a patentes, royalties, propiedad 

intelectual...ni está inmersa en procesos judiciales que puedan afectarle en su 

actividad, prestigio o economía. (Mín. 0 - Máx. 5) 

2. La estrategia de la empresa y sus objetivos generales están actualizados, son 

conocidos y compartidos por la Organización. (Mín. 0 - Máx. 5) 

3. La información económica presenta fielmente la situación de la empresa, está 

auditada, es conocida y compartida a todos los niveles. Hay total transparencia. (Mín. 

0 - Máx. 5) 

4. Las prácticas de la empresa son totalmente honorables. Ante cualquier actuación 

indebida la respuesta es contundente para proteger el prestigio de la empresa y de sus 

empleados. (Mín. 0 - Máx. 5) 

5. La empresa está organizada de manera que todo el mundo conoce sus funciones, 

dependencia y responsabilidades. (Mín. 0 - Máx. 5) 

 

FC2: Emplazamiento, Infraestructuras, Instalaciones, Dimensión 

La ubicación de la empresa, la seguridad, la dimensión de sus instalaciones, la funcionalidad 

de su diseño y tener posibilidades de expansión y readaptación, de reciclaje..., son aspectos 

que facilitan o dificultan la competitividad de las empresas. Entre el conjunto de factores de 

competitividad, pondere por favor la importancia que tiene este factor para que una empresa 

llegar a ser líder de competitividad en el mercado en que competimos (Mín. 0 - Máx. 5). 

The 5 Good Practices are the following:  

1. Las Instalaciones están perfectamente dimensionadas para abastecer la demanda. 

Permiten optimizar la productividad y hacerlo con la calidad necesaria sin riesgos 

para las personas, ni para el entorno medioambiental. (Mín. 0 - Máx. 5) 

2. La localización de la/s Planta/s de Fabricación es la óptima, su accesibilidad a las 

vías de gran capacidad para el acopio y distribución de las mercancías y la movilidad 

del personal es mejor que la de sus competidores lo que le permite obtener una 

ventaja competitiva. (Mín. 0 - Máx. 5) 
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3. La disponibilidad de servicios básicos tales como: Limpieza, Transporte para el 

Personal, Seguridad, es abundante en cantidad, calidad y su coste es competitivo. 

(Mín. 0 - Máx. 5) 

4. La empresa cumple plenamente sus responsabilidades medioambientales tanto en los 

procesos productivos como logísticos y de reciclaje. (Mín. 0 - Máx. 5) 

5. Las inversiones en terrenos, instalaciones y activos productivos son decididas 

después de rigurosos análisis de viabilidad y así lo demuestra la experiencia de la 

empresa que destaca por la rentabilidad que obtiene de las mismas. (Mín. 0 - Máx. 5) 

 

FC3: Resultados Económicos de la Empresa.    

Ventas, márgenes, costes, gastos, beneficios, amortizaciones, cash-flow, EBITDA, 

dividendos...Tener buenos resultados, un balance saneado y ganar dinero es considerado un 

factor de competitividad empresarial. Entre el conjunto de factores de competitividad, 

pondere por favor la importancia que tiene este factor para que una empresa llegar a ser líder 

de competitividad en el mercado en que competimos.  (Mín. 0 - Máx. 5).  

The 5 Good Practices are the following:  

1. La empresa ha crecido más que sus competidores en los últimos años, incrementando 

así su cuota de mercado. (Mín. 0 - Máx. 5) 

2. La empresa ha obtenido beneficios, sin considerar otros resultados que las 

operaciones. (Mín. 0 - Máx. 5) 

3. El número de clientes aumenta todos los años. (Mín. 0 - Máx. 5) 

4. No hay problemas de cobro y los Stocks están en niveles normales como 

corresponde al nivel de demanda y calidad de servicio con que la empresa opera. 

(Mín. 0 - Máx. 5) 

5. La empresa intenta ofrecer sus servicios en más localizaciones cada año. (Mín. 0 - 

Máx. 5) 

 

FC4: Capacitación y Versatilidad de los Trabajadores.    

Disponer de mano de obra básica formada, acostumbrada a trabajar de manera organizada y 

a esforzarse, responsable al realizar sus tareas y versátil, es decir, capaz de realizar diferentes 

trabajos de su nivel, distingue a unos competidores de otros. Entre el conjunto de factores 

de competitividad, pondere por favor la importancia que tiene este factor para que una 

empresa llegar a ser líder de competitividad en el mercado en que competimos.  (Mín. 0 - 

Máx. 5) 

The 5 Good Practices are the following:  

1. La disponibilidad de mano de obra de calidad en el entorno de la/s planta/s de 

fabricación y centros de trabajo es alta. (Mín. 0 - Máx. 5) 

2. La plantilla de base tiene la capacitación suficiente para realizar sus tareas 

perfectamente. (Mín. 0 - Máx. 5) 

3. Los trabajadores desempeñan diferentes tareas en función de las necesidades de la 

empresa y se adaptan fácilmente a las variaciones de la demanda. (Mín. 0 - Máx. 5) 
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4. Los costes de mano de obra son más bajos que los de los principales competidores. 

(Mín. 0 - Máx. 5) 

5. La productividad de la empresa en términos de unidades/empleado o 

facturación/empleado, es mayor que la del líder del mercado. (Mín. 0 - Máx. 5) 

 

FC5: Técnicos.    

Poder contar con un equipo de profesionales técnicos competentes, motivados y 

motivadores, responsables…, es una ventaja competitiva. Entre el conjunto de factores de 

competitividad, pondere por favor la importancia que tiene este factor para que una empresa 

llegar a ser líder de competitividad en el mercado en que competimos.  (Mín. 0 - Máx. 5) 

The 5 Good Practices are the following:  

1. Los directivos y los técnicos son excelentes profesionales: Poseen estudios 

superiores, hablan idiomas, actualizan sus conocimientos permanentemente y tienen 

mucha experiencia. (Mín. 0 - Máx. 5) 

2. Están muy motivados y comprometidos con los objetivos de la empresa, sintonizan 

con la Alta Dirección de la empresa y transmiten entusiasmo a todos los trabajadores. 

(Mín. 0 - Máx. 5) 

3. Los directivos y técnicos están remunerados al nivel de los mejores competidores y 

una parte de sus ingresos tienen que ver con los resultados y objetivos de la empresa. 

(Mín. 0 - Máx. 5) 

4. Directivos y técnicos elaboran los informes que sirven para la toma de decisiones y 

participan activamente en el progreso de los planes de la empresa. (Mín. 0 - Máx. 5) 

5. Los directivos y técnicos de la empresa destacan por su iniciativa, generación de ideas 

y afán de superación ante los problemas. (Mín. 0 - Máx. 5) 

 

FC6: Diferenciación de la Oferta: Producto/Servicio.    

La diferenciación del Producto/Servicio por diseño, novedad, calidad, servicio, utilidad, 

prestaciones o precio... es siempre una cualidad para poder competir, pero en algunos 

mercados es absolutamente necesaria. Entre el conjunto de factores de competitividad, 

pondere por favor la importancia que tiene este factor para que una empresa llegar a ser líder 

de competitividad en el mercado en que competimos.  (Mín. 0 - Máx. 5) 

The 5 Good Practices are the following:  

1. Los productos/servicios de la empresa son los más competitivos del mercado. (Mín. 

0 - Máx. 5) 

2. La relación calidad/precio de los productos de la empresa es la mejor del mercado. 

(Mín. 0 - Máx. 5) 

3. Los productos/servicios tienen un gran prestigio dentro del mercado (Mín. 0 - Máx. 

5) 

4. Los productos/servicios de la empresa están permanentemente adaptados a las 

necesidades de los clientes. (Mín. 0 - Máx. 5) 

5. Los competidores tratan de copiar los productos de la empresa. (Mín. 0 - Máx. 5) 

 



40 
 

 

FC7: Selección y promoción de los Empleados. Políticas de Personal.    

La empresa en la que existe un buen ambiente laboral, respeta a sus empleados, da igualdad 

de oportunidades a todos, selecciona a los mejores para cada puesto y promociona a los más 

competentes genera ventajas competitivas a largo plazo. Entre el conjunto de factores de 

competitividad, pondere por favor la importancia que tiene este factor para que una empresa 

llegar a ser líder de competitividad en el mercado en que competimos.  (Mín. 0 - Máx. 5) 

The 5 Good Practices are the following:  

1. El ambiente de la empresa es bueno. Hay comunicación y la gente está a gusto, ve 

futuro en la empresa y en su carrera profesional. No existe discriminación ni 

explotación sobre el personal, ni se admite que exista sobre el personal de los 

proveedores y distribuidores:(Mín. 0 - Máx. 5) 

2. Se selecciona al personal por méritos, de manera objetiva y profesionalmente. Los 

mejores para cada puesto. Se promociona a los más competentes. (Mín. 0 - Máx. 5) 

3. Hay un programa de formación permanente y realmente contrastado. (Mín. 0 - Máx. 

5) 

4. Existe un proceso de evaluación del desempeño que funciona. (Mín. 0 - Máx. 5) 

5. Todos los empleados forman un “equipo” y esa es la mejor garantía de la 

competitividad de la empresa. (Mín. 0 - Máx. 5) 

 

FC8: Accesibilidad a la Financiación. Credibilidad Financiera.    

Tener acceso a los capitales, al crédito y a subvenciones resulta decisivo para que las empresas 

acometan las inversiones necesarias que les permitan ser competitivas. Entre el conjunto de 

factores de competitividad, pondere por favor la importancia que tiene este factor para que 

una empresa llegar a ser líder de competitividad en el mercado en que competimos.  (Mín. 0 

- Máx. 5) 

The 5 Good Practices are the following:  

1. La empresa no tiene problemas de financiación. (Mín. 0 - Máx. 5) 

2. La empresa tiene total respaldo de sus accionistas. (Mín. 0 - Máx. 5) 

3. Se cobra sin ningún problema a los clientes. (Mín. 0 - Máx. 5) 

4. La empresa tiene la mejor imagen ante los bancos y entidades financieras, tiene el 

crédito que necesita. (Mín. 0 - Máx. 5) 

5. La empresa obtiene fácilmente “subvenciones” cuando se plantea nuevos proyectos 

de inversión. (Mín. 0 - Máx. 5) 

 

FC9: Tecnología como soporte de la actividad empresarial.    

Aprovechar los avances tecnológicos, por ejemplo, informáticos y de las comunicaciones, 

permite a las empresas mejorar sus procesos, controlar mejor sus costes, comunicarse mejor 

con sus clientes, proveedores...y esto es un elemento esencial de competitividad. Entre el 

conjunto de factores de competitividad, pondere por favor la importancia que tiene este 

factor para que una empresa llegar a ser líder de competitividad en el mercado en que 

competimos.  (Mín. 0 - Máx. 5) 



41 
 

The 5 Good Practices are the following:  

1. La empresa aprovecha mejor que sus competidores todos los avances tecnológicos 

para adaptarlos a su negocio. (Mín. 0 - Máx. 5) 

2. La informática de la Empresa es de última generación y está extendida a todos los 

puestos de trabajo. (Mín. 0 - Máx. 5) 

3. Todos los procesos están controlados tecnológicamente y la información se 

distribuye entre todos los niveles, alerta de problemas operativos y facilita la toma de 

decisiones operativas y departamentales. (Mín. 0 - Máx. 5) 

4. Hay un “Cuadro de Mando” que permite a la dirección estar puntualmente informada 

de las cuestiones críticas y tomar decisiones ágilmente. (Mín. 0 - Máx. 5) 

5. La Empresa está perfectamente conectada con todos sus proveedores, clientes...y en 

general con todos los “grupos de interés” que juegan un papel relevante con ella y 

con su mercado. (Mín. 0 - Máx. 5) 

 

FC10: Entorno Económico Social de la Empresa.    

La atmósfera que las empresas respiran allí dónde están establecidas, es un factor de 

competitividad. La estabilidad política y social, el nivel de vida, el ambiente universitario, 

científico y empresarial, incluso la proximidad con otros competidores favorece la generación 

de relaciones entre empresas y estimula el intercambio de ideas y el desarrollo de proyectos 

conjuntos. Todo esto contribuye decisivamente a la competitividad. Entre el conjunto de 

factores de competitividad, pondere por favor la importancia que tiene este factor para que 

una empresa llegar a ser líder de competitividad en el mercado en que competimos.  (Mín. 0 

- Máx. 5) 

The 5 Good Practices are the following:  

1. El entorno de la empresa favorece su actividad normal y la vida digna de sus 

empleados. No hay problemas políticos, ni sociales, ni de inseguridad jurídica ni 

ciudadana. (Mín. 0 - Máx. 5) 

2. El entorno económico favorece el desarrollo de la empresa. (Mín. 0 - Máx. 5) 

3. Existe el tejido de Instituciones y Organismos que aseguran la posibilidad de resolver 

toda clase de conflictos derivados de su actividad: Laborales, Fiscales, Mercantiles, 

Jurídicos. (Mín. 0 - Máx. 5) 

4. El entorno favorece la relación de directivos y empleados con ambientes culturales, 

formativos y creativos que estimulan la iniciativa, las relaciones y los negocios. (Mín. 

0 - Máx. 5) 

5. La empresa es respetada en su entorno por la responsabilidad que asume ante la 

Sociedad en la que está enraizada, lo que se manifiesta en su actitud hacia el 

medioambiente… Mín. 0 - Máx. 5) 
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FC11: Complejidad del Modelo de Negocio.    

Saber cómo se mueven las cosas en el mercado y quiénes las mueven, así como cultivar 

especialmente algunos de los eslabones de la cadena de valor representa disponer una ventaja 

competitiva que resulta más importante cuanto más complejo es el mercado en que se 

compite. Entre el conjunto de factores de competitividad, pondere por favor la importancia 

que tiene este factor para que una empresa llegar a ser líder de competitividad en el mercado 

en que competimos.  (Mín. 0 - Máx. 5) 

The 5 Good Practices are the following:  

1. La empresa conoce el negocio mejor que sus competidores. (Mín. 0 - Máx. 5) 

2. La complejidad del negocio es una barrera de entrada a nuevos competidores. (Mín. 

0 - Máx. 5) 

3. La empresa es referenciada por sus buenas prácticas y su experiencia en el mercado. 

(Mín. 0 - Máx. 5) 

4. La empresa participa o es miembro de las principales Organizaciones Sectoriales: 

Asociaciones, Redes, Clústeres... (Mín. 0 - Máx. 5) 

5. Directivos y técnicos asisten como ponentes a Ferias, Congreso y Seminarios, 

nacionales e internacionales. (Mín. 0 - Máx. 5) 

 

FC12: Investigación, Desarrollo e Innovación.    

La tensión competitiva y mantenerse en la competición exige a las empresas investigar, 

desarrollar e innovar en productos, servicios, diseños, procesos, para al menos no ser 

superadas por sus competidores actuales y futuros. La adaptación de la empresa es vital para 

su desarrollo y crecimiento. Entre el conjunto de factores de competitividad, pondere por 

favor la importancia que tiene este factor para que una empresa llegar a ser líder de 

competitividad en el mercado en que competimos.  (Mín. 0 - Máx. 5) 

The 5 Good Practices are the following:  

1. La empresa lanza más y mejores productos/servicios que sus competidores:(Mín. 0 

- Máx. 5) 

2. Se dedica a I+D+i el mayor % sobre ventas del mercado. (Mín. 0 - Máx. 5) 

3. Las actividades en I+D+i de la Empresa están perfectamente definidas y asignadas 

dentro del Organigrama. (Mín. 0 - Máx. 5) 

4. Los responsables de las actividades de I+D+i son Doctores, Masters... que colaboran 

con Universidades, Centros de Investigación y Tecnológicos en algunos proyectos. 

(Mín. 0 - Máx. 5) 

5. La Dirección es consciente plenamente de la importancia de la I+D+i para garantizar 

el futuro de la empresa. (Mín. 0 - Máx. 5) 
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