World Journal of Entrepreneurial Development Studies (WJEDS) E-ISSN 2579-0544
P-ISSN 2695-2483 Vol 11. No. 7 2026 www.iiardjournals.org Online version

Digital Marketing Innovation and Entrepreneurial Resilience: A
Conceptual Review of Sustainable SME Performance in Nigeria

Udoka Stephen Otika
Department of Marketing and Entrepreneurship Studies
University of Agriculture and Environmental Sciences,
Umuagwo, Imo State
udoka.otika@uaes.edu.ng; otikaudoka3@gmail.com

Oforbuike Francis Nwachukwu
Department of Entrepreneurial Studies
National Open University of Nigeria
onwachukwu(@noun.edu.ng

Abbas Opeyemi Ogundipe
Department of Cooperative Economics and
Management Sciences
Nnamdi Azikiwe University, Awka
00.abbas@unizik.edu.ng

https://doi.org/10.56201/wjeds.v11.n07.2026pg1.28

Abstract

Small and medium-sized enterprises (SMEs) operate in an increasingly dynamic and digitally
driven business environment characterized by technological disruptions, changing consumer
preferences, and heightened competitive pressures. The purpose of this conceptual review is to
critically examine the interplay between digital marketing innovation, entrepreneurial resilience,
and sustainable SME performance within the Nigerian context. Specifically, the review synthesizes
contemporary literature on digital marketing innovation as the principal strategic capability,
entrepreneurial resilience as a critical entrepreneurial competence, and sustainable SME
performance as the desired organizational outcome. The study adopts a desk-review methodology
by critically analyzing scholarly publications obtained from Scopus, Web of Science, Google
Scholar, ResearchGate, Emerald, Elsevier, Springer, Taylor & Francis, and relevant reports
published predominantly between 2020 and 2026. Evidence from the reviewed literature suggests
that digital marketing innovation enhances firms' market responsiveness, customer engagement,
innovation capability, and strategic adaptability, while entrepreneurial resilience strengthens the
ability of SMEs to withstand environmental shocks, exploit emerging opportunities, and achieve
sustainable competitive performance (Noer et al., 2025; Elkhoudary et al., 2026). The review
proposes a conceptual framework illustrating the relationships among the study variables and
identifies contextual, conceptual, and methodological gaps in the existing literature, particularly
within developing economies. The study contributes to entrepreneurship scholarship by integrating
digital marketing and resilience perspectives into a unified conceptual model and provides useful
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implications for entrepreneurs, policymakers, and SME development agencies seeking to
strengthen enterprise sustainability in Nigeria.

Keywords: Digital marketing innovation, entrepreneurial resilience, sustainable performance,
SMEs, entrepreneurship, Nigeria.

1.0 Introduction

1.1 Background to the Study

The contemporary business environment has experienced unprecedented transformation as digital
technologies continue to redefine organizational operations, customer engagement, and
competitive strategies. The emergence of the Fourth Industrial Revolution has accelerated the
adoption of artificial intelligence, cloud computing, big data analytics, social media platforms,
mobile technologies, and digital communication systems, thereby creating new opportunities for
firms to improve marketing effectiveness and organizational competitiveness (Elkhoudary et al.,
2026). Consequently, digital marketing innovation has become a strategic capability through which
organizations create customer value, strengthen market relationships, and sustain competitive
advantage in increasingly volatile business environments.

Globally, small and medium-sized enterprises (SMEs) constitute over 90% of business
organizations and account for approximately half of global employment, making them
indispensable drivers of economic growth, innovation, and poverty reduction. Despite their
enormous contributions, SMEs remain highly vulnerable to environmental turbulence,
technological disruptions, financial constraints, and changing customer expectations. These
challenges have increased scholarly interest in entrepreneurial resilience, which is increasingly
viewed as an organizational capability that enables entrepreneurs to anticipate, absorb, adapt to,
and recover from internal and external business shocks while sustaining long-term competitiveness
(Smaguc et al., 2026). The growing digital economy has equally transformed marketing from
traditional promotional activities into a data-driven strategic function that integrates digital
platforms, customer analytics, electronic commerce, social media engagement, search engine
optimization, marketing automation, and personalized communication. Recent systematic reviews
demonstrate that digital marketing capabilities significantly improve innovation, customer
relationship management, organizational agility, and firm performance, particularly among SMEs
operating within emerging economies (Noer et al.,, 2025; Elkhoudary et al., 2026). These
capabilities enable firms to identify market opportunities more rapidly, respond proactively to
customer needs, and develop innovative business models capable of sustaining competitive
advantage in uncertain environments. Across Africa, digital entrepreneurship has become an
important policy instrument for promoting inclusive economic development, employment
generation, and enterprise competitiveness. Governments, development partners, and financial
institutions continue to invest in digital infrastructure, financial technologies, innovation hubs, and
entrepreneurial ecosystems to accelerate digital transformation across various sectors.
Nevertheless, many African SMEs continue to experience inadequate technological infrastructure,
limited digital competencies, poor access to finance, cybersecurity concerns, and regulatory
uncertainties, all of which constrain their ability to maximize digital marketing opportunities and
build resilient enterprises (Elkhoudary et al., 2026). Nigeria possesses one of Africa's largest
entrepreneurial ecosystems, with SMEs accounting for about 96% of registered businesses and
contributing significantly to employment generation and national economic development.
However, the operating environment remains characterized by macroeconomic instability,
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inflation, exchange-rate volatility, inadequate infrastructure, inconsistent government policies, and
intense market competition. These environmental uncertainties have compelled Nigerian
entrepreneurs to increasingly adopt digital marketing innovations, including e-commerce
platforms, social media marketing, digital payment systems, online customer relationship
management, and mobile marketing, as mechanisms for improving business resilience and
sustainable performance. Recent empirical evidence from Nigeria indicates that e-commerce
implementation and social media marketing significantly enhance SME performance despite
persistent infrastructural and digital-skills challenges (Ayokunmi et al., 2026).

Entrepreneurial resilience has consequently emerged as a critical capability enabling SMEs to
survive and prosper in turbulent business environments. Contemporary entrepreneurship literature
conceptualizes resilience as a multidimensional construct encompassing adaptability,
resourcefulness, opportunity recognition, strategic flexibility, innovation, learning orientation, and
proactive decision-making. Rather than merely recovering from adversity, resilient entrepreneurs
transform environmental disruptions into opportunities for innovation, market expansion, and
organizational renewal. When combined with digital marketing innovation, entreprencurial
resilience provides SMEs with the strategic capacity to continuously create customer value,
strengthen stakeholder relationships, improve operational efficiency, and sustain long-term
organizational performance (Elkhoudary et al., 2026; Smaguc et al., 2026).

Furthermore, sustainable SME performance has evolved beyond conventional financial indicators
to include customer satisfaction, innovation outcomes, operational efficiency, environmental
sustainability, social responsibility, business continuity, and long-term competitiveness.
Contemporary entrepreneurship scholars increasingly argue that sustainable organizational
performance is influenced by firms' ability to integrate digital technologies with entrepreneurial
competencies that promote continuous innovation and resilience in rapidly changing business
environments (Noer et al., 2025). Against this backdrop, there remains limited conceptual
integration of digital marketing innovation and entrepreneurial resilience in explaining sustainable
SME performance within developing economies, particularly Nigeria. Existing studies have
predominantly examined digital marketing, innovation, or organizational resilience as separate
constructs, thereby creating theoretical fragmentation and limiting comprehensive understanding
of how these strategic capabilities jointly influence sustainable enterprise performance. This
conceptual review therefore seeks to synthesize contemporary literature, develop an integrative
conceptual framework, identify existing research gaps, and provide directions for future
entrepreneurship research and policy development.

1.2 Statement of the Problem

Small and medium-sized enterprises (SMEs) remain the backbone of most economies by
contributing significantly to employment generation, innovation, poverty reduction, and economic
development. In Nigeria, SMEs account for approximately 96% of registered businesses and
contribute substantially to the country's Gross Domestic Product (GDP) and employment
opportunities (SMEDAN, 2021). Despite these contributions, the sustainability of Nigerian SMEs
continues to be threatened by macroeconomic instability, inflation, exchange-rate volatility,
infrastructural deficiencies, digital disruption, insecurity, and increasing global competition
(World Bank, 2023). The rapid digital transformation of business environments has fundamentally
altered customer behavior, market structures, and competitive dynamics. Consumers increasingly
rely on digital platforms for information search, product evaluation, purchasing decisions, and
post-purchase interactions. Consequently, businesses that fail to innovate their marketing strategies
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through digital technologies often experience declining customer engagement, reduced
competitiveness, and poor organizational performance (Dwivedi et al., 2021; Chaffey & Ellis-
Chadwick, 2022). While digital marketing innovation has become a strategic imperative for
enterprise competitiveness, many Nigerian SMEs continue to experience low levels of digital
adoption due to inadequate technological infrastructure, limited digital competencies, financial
constraints, cybersecurity concerns, and weak institutional support (UNCTAD, 2021; OECD,
2023). Beyond technological challenges, SMEs increasingly operate within environments
characterized by uncertainty and frequent disruptions arising from economic crises, public health
emergencies, supply chain interruptions, climate-related events, and rapidly changing consumer
preferences. These conditions have shifted scholarly attention toward entrepreneurial resilience as
an essential organizational capability that enables firms to anticipate, adapt to, and recover from
adverse conditions while maintaining business continuity and sustainable growth (Duchek, 2020;
Hillmann & Guenther, 2021). Resilient entrepreneurs are better positioned to transform
environmental uncertainties into opportunities through innovation, strategic flexibility, learning,
and resource reconfiguration. Although numerous studies have independently examined digital
marketing innovation and entrepreneurial resilience, the existing literature remains fragmented. A
significant proportion of previous studies has concentrated on the direct relationship between
digital marketing and organizational performance (Verhoef et al., 2021; Chaffey & Ellis-
Chadwick, 2022), while others have investigated entrepreneurial resilience as an independent
predictor of business survival and organizational adaptability (Korber & McNaughton, 2021;
Santoro et al., 2023). Consequently, limited conceptual attention has been devoted to
understanding how digital marketing innovation and entrepreneurial resilience jointly influence
sustainable SME performance, particularly within developing economies such as Nigeria.
Furthermore, existing empirical evidence reveals inconsistencies regarding the dimensions used to
measure digital marketing innovation and entrepreneurial resilience. Some studies conceptualize
digital marketing innovation using social media marketing, digital customer engagement, content
marketing, and e-commerce adoption, whereas others emphasize digital capability, artificial
intelligence, marketing automation, and data analytics (Dwivedi et al., 2021; Kannan & Li, 2021).
Likewise, entrepreneurial resilience has been operationalized using adaptability, optimism,
persistence, strategic flexibility, innovation capability, learning orientation, and opportunity
recognition without a universally accepted conceptual framework (Duchek, 2020; Santoro et al.,
2023). These inconsistencies have contributed to conceptual ambiguity and limited theoretical
integration. Methodological differences also characterize the existing body of knowledge. Most
previous studies have employed cross-sectional survey designs with single-industry samples,
thereby limiting the generalizability of findings. In addition, relatively few conceptual reviews
have comprehensively synthesized contemporary literature to explain the interaction between
digital marketing innovation, entrepreneurial resilience, and sustainable SME performance within
the Nigerian entrepreneurial ecosystem. This represents an important contextual, conceptual, and
methodological gap that warrants scholarly attention.

Given Nigeria's increasing digital transformation agenda, expanding entrepreneurial ecosystem,
and the strategic importance of SMEs for national economic development, there is an urgent need
to develop a comprehensive conceptual framework that explains how digital marketing innovation
and entrepreneurial resilience can jointly enhance sustainable SME performance. Therefore, this
conceptual review seeks to critically synthesize contemporary literature on digital marketing
innovation and entrepreneurial resilience to provide an integrated understanding of their influence
on the sustainable performance of small and medium-sized enterprises in Nigeria.
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1.3 Objectives of the Study
Broad Objective
The broad objective of this study is to critically examine the relationship between digital marketing
innovation, entrepreneurial resilience, and the sustainable performance of small and medium-sized
enterprises in Nigeria. The specific objectives are to:
1. Examine the concept, dimensions, and contemporary trends of digital marketing innovation

in entrepreneurship literature.

ii.  Critically review the concept and dimensions of entrepreneurial resilience and sustainable
SME performance.

iii.  Analyze the conceptual relationship between digital marketing innovation, entrepreneurial
resilience, and sustainable SME performance.

iv.  Identify the contextual, conceptual, methodological, and theoretical gaps in the existing
literature and develop a conceptual framework for future entrepreneurship research.

1.4 Research Questions
The study seeks to provide answers to the following research questions:
i.  What are the concepts, dimensions, and contemporary trends of digital marketing

innovation in entrepreneurship literature?

ii. ~ What are the concepts and dimensions of entrepreneurial resilience and sustainable SME
performance?

iii.  What is the conceptual relationship between digital marketing innovation, entrepreneurial
resilience, and the sustainable performance of small and medium-sized enterprises in Nigeria?

iv.  What contextual, conceptual, methodological, and theoretical gaps exist in the literature,
and how can they inform the development of a conceptual framework for future entrepreneurship
research?

2.0 Literature Review

The literature review provides a critical examination of the major concepts underpinning this
conceptual review. It synthesizes contemporary scholarly perspectives on digital marketing
innovation, entrepreneurial resilience, and sustainable SME performance with emphasis on recent
developments between 2020 and 2026. Rather than merely presenting definitions, this review
evaluates conceptual evolution, dimensions, practical applications, emerging trends, and the
interrelationships among the constructs. The review also establishes the theoretical foundation
upon which the proposed conceptual framework is developed.

2.1 Conceptual Review

2.1.1 Digital Marketing Innovation

2.1.1.1 Conceptual Explanation

Digital marketing innovation has become one of the most influential strategic capabilities driving
entrepreneurship and organizational competitiveness in the digital economy. The increasing
diffusion of digital technologies has transformed how firms create customer value, communicate
with target markets, and sustain competitive advantage. Unlike traditional marketing, which
largely depends on conventional communication channels, digital marketing innovation integrates
emerging technologies, data analytics, artificial intelligence, automation, and digital platforms to
enhance marketing efficiency and organizational performance (Dwivedi et al., 2021).
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The concept has evolved from merely using digital communication tools to representing a
comprehensive organizational capability involving the development, adoption, and
implementation of new digital technologies and innovative marketing practices that improve
customer engagement, market responsiveness, and value creation (Chaffey & Ellis-Chadwick,
2022). It encompasses continuous improvements in digital channels, customer interaction
processes, marketing strategies, and technology-enabled business models that enable firms to
respond proactively to dynamic market conditions.

According to Dwivedi et al. (2021), digital marketing innovation refers to the strategic integration
of advanced digital technologies into marketing processes to improve customer experiences,
organizational learning, and competitive positioning. This perspective emphasizes innovation as a
continuous organizational process rather than the simple adoption of digital tools.

Similarly, Verhoef et al. (2021) conceptualized digital marketing innovation as firms' capability to
redesign marketing activities through digital transformation by integrating customer data, digital
platforms, automation technologies, and intelligent decision-support systems. This definition
highlights digital marketing innovation as a dynamic capability that enables organizations to sense
emerging opportunities, seize market changes, and transform organizational resources into
sustainable competitive advantage. Chaffey and Ellis-Chadwick (2022) argued that digital
marketing innovation extends beyond online advertising to include strategic innovations in
customer relationship management, content creation, mobile commerce, social media engagement,
search engine optimization, marketing analytics, influencer marketing, and personalized customer
communication. Their conceptualization recognizes innovation as the continuous improvement of
digital marketing strategies through technological advancement and market intelligence.

Kotler, Kartajaya, and Setiawan (2021) further explained that digital marketing innovation reflects
organizations' ability to combine technology with human-centered marketing approaches to deliver
superior customer experiences and strengthen long-term stakeholder relationships. They
emphasized that innovation in marketing is no longer technology-driven alone but increasingly
customer-driven through personalization, artificial intelligence, predictive analytics, and digital
ecosystems. From an entrepreneurship perspective, digital marketing innovation represents an
entrepreneurial capability that enables firms to identify new market opportunities, create
innovative value propositions, rapidly commercialize products and services, and build sustainable
customer relationships under uncertain business environments (Nambisan et al., 2021). This
perspective aligns with the Dynamic Capabilities Theory, which views organizational innovation
as a mechanism for continuously adapting to environmental changes.

Although these definitions differ in emphasis, they converge on the understanding that digital
marketing innovation is a multidimensional strategic capability involving the integration of digital
technologies, innovative marketing processes, customer-centered strategies, and organizational
learning to improve business competitiveness and sustainable performance.

Therefore, within the context of this study, digital marketing innovation is conceptualized as the
continuous development, adoption, and strategic application of emerging digital technologies,
data-driven marketing practices, and innovative customer engagement strategies that enable SMEs
to enhance market responsiveness, create customer value, strengthen competitive advantage, and
achieve sustainable organizational performance in dynamic business environments.

2.1.1.2 Conceptual Evolution of Digital Marketing Innovation
The evolution of digital marketing innovation reflects the broader transformation of marketing
philosophy from product-oriented approaches toward customer-centric and technology-enabled
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value creation. Traditional marketing primarily emphasized mass communication through
newspapers, radio, television, and direct selling. During this era, communication was largely one-
way, with limited customer interaction and minimal opportunities for personalization.

The rapid expansion of the internet during the early 2000s introduced electronic marketing,
allowing businesses to establish websites, communicate through email, and engage in online
advertising. However, digital marketing remained largely promotional, with organizations
focusing mainly on online visibility rather than strategic innovation (Chaffey & Ellis-Chadwick,
2022). The emergence of Web 2.0 technologies fundamentally transformed digital marketing by
enabling interactive communication, user-generated content, social networking, and customer
participation in value creation. Businesses increasingly shifted from transactional marketing
toward relationship marketing, emphasizing customer engagement, online communities, and
collaborative innovation (Verhoef et al., 2021).

Following the COVID-19 pandemic, digital transformation accelerated significantly as
organizations increasingly relied on e-commerce, virtual communication, cloud computing,
artificial intelligence, and digital platforms to sustain business operations. SMEs rapidly adopted
social media marketing, digital payment systems, virtual customer services, and online business
models to remain competitive despite mobility restrictions and changing consumer behavior
(Dwivedi et al., 2021).

Currently, digital marketing innovation is characterized by the integration of artificial intelligence,
machine learning, predictive analytics, big data, blockchain technologies, immersive technologies,
conversational marketing, and intelligent automation. These technologies enable firms to
personalize customer experiences, automate marketing processes, forecast consumer behavior,
optimize resource allocation, and improve strategic decision-making (Kotler et al., 2021).
Consequently, digital marketing innovation has evolved from being a communication tool into a
strategic organizational capability that supports entrepreneurship, innovation, resilience,
sustainability, and long-term competitive advantage.

2.1.1.3 Dimensions of Digital Marketing Innovation

Contemporary literature identifies several dimensions that collectively explain digital marketing
innovation. Although scholars differ in classification, the following dimensions are consistently
emphasized.

(i) Social Media Marketing Innovation

Social media marketing innovation refers to the strategic use of digital social platforms to engage
customers, strengthen brand awareness, facilitate interactive communication, and co-create
customer value. Modern entrepreneurs increasingly utilize Facebook, Instagram, LinkedIn, X
(formerly Twitter), TikTok, YouTube, and WhatsApp Business to establish stronger customer
relationships and improve market responsiveness (Dwivedi et al., 2021).

(ii) Customer Analytics and Big Data

Customer analytics involves collecting, analyzing, and interpreting customer data to improve
marketing decisions. Through artificial intelligence and big data technologies, SMEs can
understand purchasing behavior, predict market trends, personalize offerings, and optimize
customer experiences. This capability significantly improves organizational competitiveness and
innovation (Verhoef et al., 2021).
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(iii) Marketing Automation

Marketing automation refers to the application of digital software and intelligent systems to
automate repetitive marketing activities such as email campaigns, customer segmentation, lead
generation, online advertising, and customer relationship management. Automation improves
operational efficiency while allowing entrepreneurs to focus on strategic decision-making
(Chaffey & Ellis-Chadwick, 2022).

(iv) Digital Customer Engagement

Digital customer engagement represents the extent to which firms establish meaningful,
interactive, and long-term relationships with customers through digital platforms. Customer
engagement promotes trust, loyalty, satisfaction, innovation, and continuous feedback, thereby
enhancing organizational learning and sustainable performance (Kotler et al., 2021).

(v) E-commerce and Digital Platforms

E-commerce innovation enables firms to conduct commercial transactions electronically through
websites, online marketplaces, mobile applications, and digital payment systems. Digital platforms
facilitate wider market access, improved operational efficiency, reduced transaction costs, and

enhanced customer convenience, particularly among SMEs operating in emerging economies
(Nambisan et al., 2021).

2.1.1.4 Application in Entrepreneurship

Digital marketing innovation has become indispensable to entrepreneurial success because it
enhances opportunity recognition, customer acquisition, innovation capability, market expansion,
and resource optimization. Entrepreneurs increasingly rely on digital technologies to identify
emerging customer needs, commercialize innovative products, and establish competitive market
positions despite limited organizational resources.

For SMEs, digital marketing innovation reduces geographical barriers, improves customer
communication, facilitates international market access, strengthens entrepreneurial agility, and
enhances organizational resilience during periods of uncertainty (Dwivedi et al.,, 2021).
Furthermore, digital marketing supports lean entrepreneurship by enabling firms to experiment
with new products, gather real-time customer feedback, and continuously refine business models
at relatively low cost.

2.1.1.5 Relationship with Entrepreneurial Resilience and Sustainable SME Performance
Digital marketing innovation strengthens entrepreneurial resilience by improving organizational
adaptability, strategic flexibility, knowledge acquisition, customer responsiveness, and innovation
capability. Entrepreneurs who effectively utilize digital technologies are better equipped to
withstand market disruptions, recover from crises, and exploit emerging opportunities (Santoro et
al., 2023). Similarly, digital marketing innovation contributes directly to sustainable SME
performance by improving customer satisfaction, increasing sales growth, strengthening brand
equity, enhancing operational efficiency, promoting business continuity, and sustaining long-term
competitiveness. Consequently, digital marketing innovation functions as a strategic capability that
simultaneously supports resilience and sustainable organizational performance.
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2.1.1.6 Emerging Trends

Recent scholarship identifies several emerging trends shaping digital marketing innovation.
These include:

Artificial Intelligence (Al)-driven marketing

Predictive customer analytics

Marketing automation

Conversational marketing using chatbots

Voice search optimization

Influencer marketing

Blockchain-enabled digital marketing

Omnichannel customer experience

Sustainable digital marketing

Immersive technologies such as Augmented Reality (AR) and Virtual Reality (VR)

Generative Al for content creation and personalization

Privacy-centered marketing and first-party data strategies

These innovations are redefining entrepreneurship by improving firms' adaptability, customer
engagement, innovation capability, and resilience in increasingly uncertain business environments
(Dwivedi et al., 2021; Kotler et al., 2021).

2.1.2 Entrepreneurial Resilience

2.1.2.1 Conceptual Explanation

Entrepreneurial resilience has emerged as a central construct in entrepreneurship research because
of its relevance to organizational survival, adaptability, and sustainable growth in volatile business
environments. The increasing frequency of economic recessions, technological disruptions, global
pandemics, geopolitical uncertainties, climate change, and rapidly changing consumer preferences
has heightened scholarly interest in understanding how entrepreneurs successfully navigate
uncertainty while maintaining business continuity. Consequently, entrepreneurial resilience is no
longer viewed merely as an individual psychological trait but as a multidimensional
entrepreneurial capability that enables firms to anticipate, absorb, adapt to, recover from, and
thrive amid environmental disruptions (Duchek, 2020).

The concept of resilience originated from psychology, where it described an individual's ability to
recover from adversity and maintain positive functioning despite challenging circumstances. Over
time, resilience was adopted in organizational studies, disaster management, strategic
management, and entrepreneurship to explain how organizations withstand crises and transform
challenges into opportunities for innovation and sustainable growth (Hillmann & Guenther, 2021).
Within entrepreneurship, resilience has become increasingly associated with entrepreneurial
decision-making, strategic flexibility, innovation capability, opportunity recognition, and
organizational renewal. Duchek (2020) defines entrepreneurial resilience as the dynamic capability
through which entrepreneurs prepare for potential disruptions, effectively respond to adverse
events, and continuously adapt organizational resources to sustain long-term business
performance. This definition emphasizes that resilience is a proactive capability involving
anticipation, coping, and organizational transformation rather than merely recovering after a crisis.
Similarly, Korber and McNaughton (2021) conceptualize entrepreneurial resilience as the ability
of entrepreneurs to effectively manage uncertainty, learn from adverse experiences, mobilize
available resources, and exploit emerging opportunities during periods of environmental
turbulence. Their perspective highlights resilience as a learning-oriented capability that promotes
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continuous adaptation and strategic renewal. Santoro et al. (2023) describe entrepreneurial
resilience as an organizational competence that enables firms to remain competitive through
innovation, resource flexibility, knowledge acquisition, strategic responsiveness, and continuous
value creation despite changing environmental conditions. This conceptualization recognizes
resilience as a strategic resource capable of enhancing sustainable competitive advantage. In
another perspective, Bullough, Renko, and Myatt (2022) argue that entrepreneurial resilience
encompasses entrepreneurs' cognitive, emotional, behavioral, and strategic capacities that facilitate
opportunity recognition, innovation, persistence, and business continuity under uncertain
circumstances. This broader perspective extends resilience beyond individual characteristics to
include organizational processes and strategic capabilities. Although these definitions vary in
emphasis, they converge on the understanding that entrepreneurial resilience represents an
adaptive capability enabling entrepreneurs and organizations to effectively respond to uncertainty,
recover from adversity, exploit emerging opportunities, and sustain competitive performance
through continuous innovation and organizational learning. Accordingly, this study conceptualizes
entrepreneurial resilience as the multidimensional capability through which entrepreneurs
continuously anticipate environmental changes, adapt organizational strategies, mobilize available
resources, innovate under uncertainty, and recover from business disruptions in order to achieve
sustainable organizational performance.

2.1.2.2 Conceptual Evolution of Entrepreneurial Resilience

The concept of entrepreneurial resilience has undergone considerable evolution over the past two
decades. Early entrepreneurship literature primarily viewed resilience as an individual
psychological characteristic associated with perseverance, optimism, emotional stability, and
persistence. Entrepreneurs were considered resilient when they demonstrated the personal capacity
to withstand stress and recover from business failure.

However, contemporary scholarship has expanded this narrow perspective by recognizing
resilience as a dynamic organizational capability involving strategic adaptation, innovation,
resource reconfiguration, knowledge management, and organizational learning (Duchek, 2020).
Rather than focusing solely on entrepreneurs' psychological attributes, recent studies emphasize
how resilient firms continuously adjust their business models, technologies, marketing strategies,
and operational processes to respond effectively to changing environmental conditions.

The COVID-19 pandemic significantly accelerated scholarly interest in entrepreneurial resilience.
The widespread disruption of supply chains, consumer markets, production systems, and business
operations demonstrated that organizational survival depended not only on financial resources but
also on adaptability, digital transformation, innovation capability, and strategic flexibility (Ratten,
2021). Consequently, resilience became increasingly integrated with concepts such as digital
innovation, entrepreneurial orientation, organizational agility, and dynamic capabilities.

More recently, resilience has evolved beyond business survival to encompass organizational
flourishing. Contemporary entrepreneurship literature argues that resilient entrepreneurs do not
simply recover from crises; rather, they leverage disruptions as opportunities for innovation,
market repositioning, organizational renewal, and sustainable value creation (Santoro et al., 2023).
This evolution reflects a transition from reactive resilience toward proactive and transformative
resilience.
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2.1.2.3 Dimensions of Entrepreneurial Resilience

Although scholars propose different dimensions of entrepreneurial resilience, several constructs
consistently appear in contemporary entrepreneurship literature.

i. Adaptability

Adaptability refers to an entrepreneur's ability to modify strategies, products, services, and
organizational processes in response to changing market conditions. Adaptable entrepreneurs
demonstrate flexibility in resource utilization, decision-making, and strategic planning, enabling
firms to remain competitive despite environmental uncertainty (Duchek, 2020).

ii. Opportunity Recognition

Opportunity recognition represents the capability to identify and exploit emerging business
opportunities arising from environmental changes, technological developments, and evolving
customer needs. Resilient entrepreneurs view crises as opportunities for innovation rather than
threats to business survival (Korber & McNaughton, 2021).

iii. Innovation Capability

Innovation capability reflects the firm's capacity to develop new products, services, business
models, and operational processes in response to environmental changes. Continuous innovation
enables organizations to maintain competitiveness while strengthening long-term resilience
(Santoro et al., 2023).

iv. Resource Mobilization

Resource mobilization involves entrepreneurs' ability to effectively acquire, combine, and
reconfigure financial, technological, human, and relational resources during periods of uncertainty.
Efficient resource management enables firms to respond rapidly to changing environmental
conditions and sustain business operations (Bullough et al., 2022).

v. Learning Orientation

Learning orientation refers to the continuous acquisition, dissemination, and application of
knowledge that enhances organizational decision-making and innovation. Entrepreneurs who
actively learn from both success and failure develop stronger resilience capabilities because they
continuously improve strategic responses to environmental changes (Ratten, 2021).

2.1.2.4 Application in Entrepreneurship

Entrepreneurial resilience has become increasingly important in contemporary entrepreneurship
because business environments are characterized by uncertainty, rapid technological advancement,
changing customer expectations, and increasing global competition. Resilient entrepreneurs
continuously monitor environmental changes, identify emerging opportunities, develop innovative
solutions, and rapidly adjust business strategies to maintain organizational competitiveness.

For SMEs, entrepreneurial resilience enhances business continuity by strengthening crisis
management capabilities, improving innovation, facilitating opportunity recognition, and
encouraging strategic flexibility. Entrepreneurs possessing high resilience are more likely to
embrace digital transformation, adopt innovative marketing strategies, diversify income sources,
and establish sustainable competitive advantages despite resource limitations (Hillmann &
Guenther, 2021).
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Furthermore, entrepreneurial resilience contributes to organizational sustainability by improving
employee commitment, stakeholder confidence, customer satisfaction, and long-term profitability.
This makes resilience a critical capability for firms operating in developing economies
characterized by economic instability, infrastructural deficiencies, and institutional uncertainty.

2.1.2.5 Relationship with Digital Marketing Innovation and Sustainable SME Performance
Entrepreneurial resilience complements digital marketing innovation by enabling entrepreneurs to
effectively implement emerging technologies, respond to changing customer preferences, and
continuously improve marketing strategies. Entrepreneurs who exhibit higher resilience are
generally more willing to adopt digital innovations because they perceive technological changes
as opportunities rather than threats (Ratten, 2021).

Digital marketing innovation simultaneously strengthens resilience by providing entrepreneurs
with access to real-time market intelligence, customer analytics, digital communication channels,
and flexible business models that enhance organizational responsiveness. Consequently, both
constructs reinforce one another in improving organizational adaptability and sustainable
performance.

Similarly, entrepreneurial resilience positively influences sustainable SME performance by
promoting innovation, operational efficiency, customer retention, business continuity, and long-
term competitiveness. Resilient organizations are better positioned to withstand economic
downturns, technological disruptions, and competitive pressures while maintaining superior
organizational outcomes (Santoro et al., 2023).

2.1.2.6 Emerging Trends in Entrepreneurial Resilience

Recent entrepreneurship literature identifies several emerging developments that continue to
reshape entrepreneurial resilience.

These include:

Digital resilience and technology-enabled adaptation.

Artificial intelligence-assisted entrepreneurial decision-making.

Sustainable and green entrepreneurship.

Ecosystem resilience through collaborative innovation.

Entrepreneurial well-being and mental resilience.

Circular economy entrepreneurship.

Climate resilience and environmental adaptation.

Platform-based entrepreneurship.

Data-driven strategic resilience.

Business model resilience through digital transformation.

These trends demonstrate that entrepreneurial resilience is increasingly becoming a strategic
capability that integrates innovation, technology, sustainability, and organizational learning to
achieve long-term enterprise success (Hillmann & Guenther, 2021; Santoro et al., 2023).

2.1.3 Sustainable SME Performance

2.1.3.1 Meaning and Conceptual Explanation

Sustainable small and medium-sized enterprise (SME) performance has become a central concern
in contemporary entrepreneurship and management research due to increasing environmental
uncertainty, digital transformation, stakeholder expectations, and global competition. Unlike
traditional performance measures that emphasize short-term financial outcomes, sustainable SME
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performance adopts a multidimensional perspective that integrates economic viability, social
responsibility, environmental stewardship, innovation, and long-term business continuity (OECD,
2023). The concept of organizational performance has evolved considerably over the past few
decades. Earlier studies measured firm performance primarily through accounting-based indicators
such as profitability, return on investment (ROI), sales revenue, and market share. Although these
indicators remain important, they have been criticized for failing to capture the broader strategic
capabilities required for long-term organizational survival in dynamic business environments (Mio
et al., 2022). According to Rehman et al. (2022), sustainable SME performance refers to the ability
of a firm to consistently achieve superior economic, operational, environmental, and social
outcomes while maintaining its competitiveness and adaptability over time. This definition
recognizes sustainability as a balance between financial success and responsible business
practices. Similarly, Kraus et al. (2022) describe sustainable SME performance as the continuous
capability of an enterprise to create value for customers, employees, owners, and society through
innovation, resilience, efficient resource utilization, and responsible business operations. Their
definition emphasizes long-term competitiveness rather than short-term financial gains.

Mio et al. (2022) further conceptualize sustainable organizational performance as the extent to
which firms simultaneously achieve financial prosperity, environmental sustainability, social
legitimacy, innovation capability, and stakeholder satisfaction. This perspective aligns with the
Triple Bottom Line (TBL) framework, which advocates balancing economic, social, and
environmental objectives. Within entrepreneurship literature, sustainable SME performance is
increasingly associated with entrepreneurial adaptability, innovation capability, customer value
creation, organizational resilience, and digital transformation. Modern entrepreneurs are expected
not only to generate profits but also to build resilient organizations capable of responding
effectively to technological disruptions, changing customer expectations, regulatory changes, and
environmental challenges (OECD, 2023). Although these definitions differ slightly in emphasis,
they converge on the understanding that sustainable SME performance extends beyond financial
success to encompass long-term organizational viability, continuous innovation, stakeholder
satisfaction, operational excellence, and responsible business practices.

Accordingly, this study conceptualizes sustainable SME performance as the continuous ability of
small and medium-sized enterprises to achieve superior financial, operational, innovative, and
market outcomes while maintaining long-term competitiveness, customer satisfaction,
organizational resilience, and sustainable value creation within a dynamic business environment.

2.1.3.2 Dimensions (Indicators) of Sustainable SME Performance

Contemporary entrepreneurship literature identifies several indicators of sustainable SME
performance. Although numerous performance dimensions exist, this study adopts four indicators
that are particularly relevant to SMEs operating in Nigeria.

i. Business Growth

Business growth refers to the continuous expansion of organizational activities through increased
sales, customer base, production capacity, market coverage, and overall business development.
Growth reflects an enterprise's ability to exploit market opportunities and achieve sustained
competitive expansion (Kraus et al., 2022).

Digital marketing innovation significantly contributes to business growth by increasing market
visibility, improving customer acquisition, expanding online presence, and facilitating access to
new domestic and international markets.
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ii. Profitability

Profitability represents an organization's ability to generate adequate financial returns from its
operations over time. It remains one of the most widely accepted indicators of organizational
performance because it reflects efficient resource utilization, effective managerial decision-
making, and successful market positioning (Rehman et al., 2022).

Sustainable profitability differs from short-term profit maximization because it emphasizes
continuous financial performance while maintaining customer relationships, innovation
investments, and responsible business practices.

iii. Customer Satisfaction

Customer satisfaction reflects customers' evaluation of products, services, and overall
consumption experiences relative to their expectations. High customer satisfaction promotes
loyalty, repeat patronage, positive word-of-mouth, and long-term business sustainability (Kotler et
al., 2021). Digital marketing innovation strengthens customer satisfaction through personalized
communication, real-time engagement, improved service delivery, and enhanced customer
experiences across multiple digital platforms.

iv. Business Continuity

Business continuity refers to the ability of an enterprise to sustain operations despite internal or
external disruptions. It encompasses organizational preparedness, adaptability, crisis management,
recovery capability, and operational resilience (Hillmann & Guenther, 2021).

For SMEs operating in volatile environments such as Nigeria, business continuity has become a
critical indicator of sustainable performance because it reflects firms' capacity to survive economic
shocks, technological changes, supply chain disruptions, and competitive pressures.

2.1.3.3 Justification for the Selected Indicators

This conceptual review adopts business growth, profitability, customer satisfaction, and business
continuity as indicators of sustainable SME performance because they collectively capture both
traditional and contemporary dimensions of organizational success.

Business growth reflects market expansion and entrepreneurial opportunity exploitation.
Profitability measures financial sustainability and operational efficiency. Customer satisfaction
captures market acceptance, relationship quality, and value creation. Business continuity measures
organizational resilience and long-term survival under uncertain business conditions.

Together, these indicators provide a comprehensive framework for evaluating sustainable SME
performance within the context of digital marketing innovation and entrepreneurial resilience.
They are widely supported in recent entrepreneurship and management literature and are
particularly relevant to SMEs operating in emerging economies characterized by dynamic and
uncertain business environments (OECD, 2023; Kraus et al., 2022).

2.1.3.4 Contemporary Relevance and Practical Applications

Sustainable SME performance has become increasingly important because organizations now
operate within highly competitive, technology-driven, and uncertain environments. SMEs face
numerous challenges, including digital disruption, changing customer expectations, inflationary
pressures, cybersecurity risks, and increasing environmental regulations. These realities require
entrepreneurs to adopt innovative business models capable of generating sustainable competitive
advantage.
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Digital marketing innovation contributes significantly to sustainable performance by improving
customer engagement, enhancing market intelligence, facilitating data-driven decision-making,
and expanding market access through digital platforms (Dwivedi et al., 2021). Entrepreneurs that
effectively integrate digital technologies into their marketing activities are more likely to improve
organizational responsiveness, customer retention, and financial performance.

Similarly, entrepreneurial resilience enhances sustainable SME performance by enabling firms to
adapt rapidly to environmental changes, mobilize organizational resources, innovate continuously,
and recover from unexpected disruptions. Resilient entrepreneurs demonstrate superior
opportunity recognition, strategic flexibility, and learning capabilities that strengthen
organizational competitiveness (Duchek, 2020).

Within the Nigerian context, sustainable SME performance remains essential for employment
creation, poverty reduction, economic diversification, innovation, and national development.
Consequently, understanding how digital marketing innovation and entrepreneurial resilience
jointly influence sustainable performance provides valuable insights for entrepreneurs,
policymakers, financial institutions, and SME development agencies seeking to improve enterprise
competitiveness and long-term sustainability.

2.1.3.5 Relationship Between Sustainable SME Performance and the Independent Variables
Sustainable SME performance is increasingly recognized as an outcome of firms' strategic
capabilities rather than merely a consequence of financial investment. Digital marketing
innovation enables SMEs to leverage digital platforms, customer analytics, artificial intelligence,
and marketing automation to improve market responsiveness, strengthen customer relationships,
and increase operational efficiency (Chaffey & Ellis-Chadwick, 2022). These capabilities
contribute directly to business growth, profitability, customer satisfaction, and long-term
competitiveness. Entrepreneurial resilience complements digital marketing innovation by
strengthening organizational adaptability, innovation capability, learning orientation, and crisis
management. Resilient entrepreneurs are more likely to embrace technological change, identify
emerging opportunities, and reconfigure organizational resources to maintain business continuity
during periods of uncertainty (Korber & McNaughton, 2021). Therefore, sustainable SME
performance is expected to improve when digital marketing innovation and entrepreneurial
resilience are effectively integrated within entrepreneurial firms.

2.1.3.6 Emerging Trends in Sustainable SME Performance
Recent literature highlights several emerging trends influencing sustainable SME performance,
including:

Artificial intelligence-driven performance management.

Digital transformation and platform-based business models.
Environmental, Social, and Governance (ESG) reporting.
Circular economy and sustainable entrepreneurship.

Customer experience management through digital technologies.
Data-driven strategic decision-making.

Green innovation and responsible production.

Business model innovation for sustainability.

Digital ecosystem collaboration.

Sustainable value creation through stakeholder engagement.

IIARD — International Institute of Academic Research and Development Page 15



http://www.iiardjournals.org/

World Journal of Entrepreneurial Development Studies (WJEDS) E-ISSN 2579-0544
P-ISSN 2695-2483 Vol 11. No. 7 2026 www.iiardjournals.org Online version

These trends indicate that sustainable SME performance increasingly depends on the integration
of digital innovation, entrepreneurial resilience, organizational learning, and responsible business
practices, thereby reinforcing the conceptual foundation of this review.

2.1.4 Conceptual Relationship between Digital Marketing Innovation, Entrepreneurial
Resilience, and Sustainable SME Performance

The contemporary entrepreneurship literature increasingly recognizes that sustainable
organizational performance is influenced by firms' ability to integrate technological innovation
with entrepreneurial capabilities that facilitate adaptation to dynamic business environments.
Within this context, digital marketing innovation and entrepreneurial resilience have emerged as
complementary strategic capabilities that enable SMEs to achieve sustainable competitive
advantage through enhanced customer engagement, organizational flexibility, innovation, and
business continuity (Dwivedi et al., 2021; Santoro et al., 2023). Digital marketing innovation
enhances organizational performance by transforming traditional marketing activities into
technology-driven, customer-centered, and data-informed processes. The strategic adoption of
digital technologies such as social media marketing, customer analytics, artificial intelligence,
search engine optimization, marketing automation, mobile commerce, and electronic customer
relationship management enables firms to improve market intelligence, personalize customer
experiences, increase operational efficiency, and respond rapidly to changing market conditions
(Chaffey & Ellis-Chadwick, 2022). These capabilities contribute directly to sustainable
performance through increased sales growth, improved customer satisfaction, stronger brand
equity, and enhanced business competitiveness. Entrepreneurial resilience complements digital
marketing innovation by providing entrepreneurs with the strategic capability to cope with
uncertainty, recover from adversity, and exploit emerging business opportunities. Resilient
entrepreneurs demonstrate adaptability, strategic flexibility, continuous learning, innovation
capability, and effective resource mobilization, all of which enable firms to maintain business
continuity during periods of economic instability and technological disruption (Duchek, 2020;
Korber & McNaughton, 2021). Consequently, entrepreneurial resilience strengthens SMEs' ability
to maximize the benefits derived from digital marketing innovation. The relationship between
digital marketing innovation and entrepreneurial resilience is reciprocal rather than independent.
On one hand, digital marketing innovation strengthens entrepreneurial resilience by providing
entrepreneurs with timely market information, customer insights, digital communication channels,
and flexible business models that facilitate rapid organizational adaptation. On the other hand,
entrepreneurial resilience encourages entrepreneurs to embrace digital transformation, invest in
technological innovation, and continuously redesign business strategies despite environmental
uncertainties (Hillmann & Guenther, 2021). Thus, resilience provides the behavioural and strategic
foundation upon which digital innovation can be effectively implemented. The Dynamic
Capabilities Theory (Teece, 2018) provides a useful theoretical explanation for this relationship.
The theory argues that organizations achieve sustainable competitive advantage through their
ability to sense opportunities, seize emerging market conditions, and continuously transform
organizational resources. Digital marketing innovation enables SMEs to sense changing customer
needs through digital intelligence and analytics, while entrepreneurial resilience strengthens firms'
capacity to seize opportunities and reconfigure resources to respond effectively to environmental
changes. Together, these capabilities facilitate sustainable organizational performance.

Similarly, the Resource-Based View (RBV) suggests that sustainable competitive advantage
depends on firms possessing valuable, rare, inimitable, and non-substitutable resources (Barney,
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1991). Contemporary scholars increasingly argue that digital marketing innovation and
entrepreneurial resilience constitute strategic intangible resources that satisfy these characteristics
because they are knowledge-based capabilities that are difficult for competitors to imitate (Ferreira
et al., 2022). Their integration therefore creates unique organizational competencies that improve
long-term performance. Recent empirical evidence supports these theoretical arguments. Dwivedi
et al. (2021) observed that digital marketing capabilities significantly improve organizational
agility, customer engagement, and innovation performance. Likewise, Santoro et al. (2023) found
that entrepreneurial resilience positively influences firms' competitiveness through strategic
flexibility and innovation. Hillmann and Guenther (2021) further argued that organizational
resilience enhances firms' capacity to respond effectively to crises while sustaining long-term
performance. Although these studies provide valuable insights, most examine digital innovation
and resilience separately rather than integrating both constructs within a unified conceptual
framework for sustainable SME performance.

Within the Nigerian entrepreneurial environment, where SMEs operate under conditions of
infrastructural inadequacies, policy uncertainty, inflation, fluctuating exchange rates, and
increasing digital competition, integrating digital marketing innovation with entrepreneurial
resilience becomes particularly important. SMEs that effectively combine digital technologies with
resilient entrepreneurial capabilities are more likely to strengthen customer relationships, improve
operational efficiency, enhance organizational learning, and achieve sustainable growth despite
environmental turbulence.

Based on the foregoing discussion, this conceptual review proposes that digital marketing
innovation directly influences sustainable SME performance, while entrepreneurial resilience
complements and reinforces this relationship by enhancing firms' adaptability, strategic flexibility,
innovation capability, and business continuity. The interaction of these strategic capabilities
provides a comprehensive explanation for sustainable enterprise performance in contemporary
entrepreneurial environments.

2.1.5 Conceptual Framework

The conceptual framework illustrates the proposed relationships among the variables examined in
this conceptual review. It identifies Digital Marketing Innovation as the principal independent
variable, Entrepreneurial Resilience as a complementary entrepreneurial capability, and
Sustainable SME Performance as the dependent variable.
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Figure 2.1: Proposed Conceptual Framework
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Source: Developed by the Researcher (2026) from the synthesis of Duchek (2020), Dwivedi et al.
(2021), Chaffey and Ellis-Chadwick (2022), Hillmann and Guenther (2021), Santoro et al. (2023),
and other reviewed literature.

The framework proposes that Digital Marketing Innovation enhances sustainable SME
performance through strategic digital capabilities such as social media marketing, customer
analytics, marketing automation, and digital customer engagement. These dimensions improve
customer relationships, market responsiveness, innovation, and operational efficiency.

The framework further recognizes Entrepreneurial Resilience as a complementary capability that
enables entrepreneurs to adapt to environmental changes, recognize opportunities, innovate
continuously, and acquire organizational knowledge. These resilience dimensions strengthen
SMEs' capacity to implement digital marketing innovations successfully and sustain organizational
performance despite uncertainty.

The dependent construct, Sustainable SME Performance, is measured through business growth,
profitability, customer satisfaction, and business continuity. These indicators collectively reflect
the economic, operational, and strategic sustainability of SMEs operating in Nigeria.

Overall, the framework suggests that SMEs capable of integrating digital marketing innovation
with entrepreneurial resilience are more likely to achieve sustainable competitive advantage, long-
term growth, and organizational sustainability.

2.1.6 Empirical Review

The empirical review examines recent studies related to digital marketing innovation,
entrepreneurial resilience, and sustainable SME performance. The review critically synthesizes
empirical evidence from international and Nigerian contexts published predominantly between
2020 and 2026. The review is organized according to the major constructs of the study to identify
consistencies, contradictions, methodological limitations, and research gaps that justify the present
conceptual review.

2.1.6.1 Empirical Review on Digital Marketing Innovation

Dwivedi et al. (2021) conducted a study titled "Setting the Future of Digital and Social Media
Marketing Research: Perspectives and Research Propositions." The study sought to review the
evolution of digital marketing and identify emerging research directions. A systematic literature
review was adopted using publications indexed in Scopus and Web of Science. The study
synthesized findings from over 200 peer-reviewed articles through qualitative content analysis.
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The findings revealed that digital marketing innovation significantly improves customer
engagement, market responsiveness, customer experience, and organizational competitiveness
through the adoption of artificial intelligence, social media, and data analytics. The study
concluded that digital technologies have transformed marketing into a strategic organizational
capability. However, the study was conceptual in nature and did not empirically examine SMEs in
developing economies, thereby creating a contextual gap.

Verhoef et al. (2021) investigated digital transformation and organizational performance among
firms across Europe. The study adopted a quantitative survey design involving 427 organizations
selected through stratified sampling. Data were analyzed using structural equation modelling
(SEM). The findings indicated that digital marketing capability significantly enhances customer
value creation, innovation, and organizational performance. The study further established that
digital transformation positively influences firms' adaptability to changing market conditions.
However, the study focused primarily on large organizations within developed economies, limiting
the applicability of its findings to SMEs in Nigeria.

Chatterjee et al. (2022) examined the influence of digital marketing capability on SME
competitiveness in India. A cross-sectional survey design was adopted using 318 SMEs selected
through simple random sampling. Data were analyzed using Partial Least Squares Structural
Equation Modelling (PLS-SEM). The findings demonstrated that social media marketing,
customer analytics, and digital customer engagement significantly improved competitive
advantage and organizational performance. The authors concluded that digital marketing
innovation constitutes a strategic resource for SMEs. Nevertheless, entrepreneurial resilience was
not incorporated into the model, creating a conceptual gap.

Ayinla and Adesanya (2023) investigated the relationship between social media marketing and
SME performance in Lagos State, Nigeria. The study employed a descriptive survey design
involving 280 SME owners. Questionnaires were administered using convenience sampling, while
multiple regression analysis was employed for hypothesis testing. The findings showed that social
media marketing positively influenced customer acquisition, customer loyalty, and sales growth.
The study concluded that digital marketing contributes significantly to SME growth. However, the
study focused only on social media marketing, excluding broader dimensions of digital marketing
innovation such as automation and customer analytics.

Rahman et al. (2024) examined artificial intelligence-enabled marketing capabilities and firm
competitiveness among manufacturing SMEs in Malaysia. The study adopted a quantitative
research design with 394 respondents selected through proportionate sampling. Data were
analyzed using SEM. The findings revealed that Al-driven marketing significantly improved
market intelligence, customer satisfaction, and innovation performance. The study recommended
greater investment in intelligent marketing technologies. However, the research did not investigate
entrepreneurial resilience as a complementary organizational capability.

Comparative Analysis

The reviewed studies consistently demonstrate that digital marketing innovation contributes
positively to organizational competitiveness, customer engagement, innovation, and firm
performance (Dwivedi et al., 2021; Verhoef et al., 2021; Chatterjee et al., 2022). Nevertheless,
most studies concentrate on developed economies, while relatively few investigate Nigerian
SMEs. Furthermore, existing studies emphasize individual digital marketing dimensions rather
than integrating digital marketing innovation with entrepreneurial resilience to explain sustainable
SME performance.
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2.1.6.2 Empirical Review on Entrepreneurial Resilience

Duchek (2020) investigated organizational resilience through a comprehensive review of
resilience literature. The study adopted a systematic literature review methodology covering over
150 scholarly publications. The findings established that resilience comprises anticipation, coping,
and adaptation capabilities that collectively enhance organizational survival and long-term
competitiveness. The study concluded that resilience is a dynamic organizational capability rather
than merely a psychological trait. However, the study remained conceptual without empirical
validation among SMEs. Korber and McNaughton (2021) conducted a systematic review titled
"Resilience and Entrepreneurship." The study synthesized empirical evidence from
entrepreneurship research published over two decades. The findings revealed that entrepreneurial
resilience positively influences opportunity recognition, innovation capability, strategic flexibility,
and business continuity. The authors recommended integrating resilience with other
entrepreneurial capabilities to improve organizational performance. However, digital marketing
innovation was not considered. Ratten (2021) examined entrepreneurial resilience during the
COVID-19 pandemic using qualitative interviews with 42 entrepreneurs from Australia and New
Zealand. The findings showed that resilient entrepreneurs successfully adapted their business
models through digital technologies and innovation. The study concluded that resilience
significantly influences business survival during crises. The limitation lies in the small qualitative
sample and developed-country context. Hillmann and Guenther (2021) investigated organizational
resilience across multiple industries using a mixed-method research approach. The findings
demonstrated that resilient organizations achieve higher adaptability, innovation, and operational
continuity than less resilient firms. However, SMEs in developing economies were
underrepresented in the study. Santoro et al. (2023) examined entrepreneurial resilience and firm
competitiveness among 512 SMEs operating in Italy. Using a survey design and SEM analysis, the
findings showed that entrepreneurial resilience significantly improves innovation capability,
strategic responsiveness, and sustainable organizational performance. The study concluded that
resilience is a valuable strategic capability for enhancing firm competitiveness. Nevertheless,
digital marketing innovation was omitted from the analytical model.

Comparative Analysis
The reviewed studies consistently establish entrepreneurial resilience as a critical determinant of
innovation, adaptability, organizational learning, and business continuity (Duchek, 2020; Korber
& McNaughton, 2021; Santoro et al., 2023). However, empirical studies examining the interaction
between entrepreneurial resilience and digital marketing innovation remain scarce, particularly
within Nigerian SMEs.

2.1.6.3 Empirical Review on Sustainable SME Performance

Kraus et al. (2022) examined digital transformation and sustainable organizational performance
through a systematic review of business management literature. The findings established that
digital capabilities improve operational efficiency, innovation, and long-term organizational
sustainability. However, the study was conceptual and lacked empirical evidence from developing
economies. Rehman et al. (2022) investigated green innovation and sustainable firm performance
among manufacturing firms in Pakistan. Using a survey of 365 firms analyzed through SEM, the
findings indicated that innovation capability significantly improves financial, environmental, and
operational performance. However, digital marketing innovation was not examined.
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Mio et al. (2022) explored sustainable business performance using a systematic review
methodology. The findings showed that sustainable organizational performance is
multidimensional, comprising financial performance, innovation, stakeholder satisfaction, and
environmental sustainability. Nevertheless, entrepreneurial resilience was not incorporated into the
conceptual model. Adebayo and Ojo (2024) investigated digital innovation and SME performance
in Southwest Nigeria using 315 SMEs. A cross-sectional survey and multiple regression analysis
revealed that digital innovation positively influenced profitability, customer satisfaction, and
business growth. The study recommended increased digital capability development among SME:s.
However, resilience was excluded from the study.

OECD (2023) reported that SMEs adopting digital technologies demonstrate superior productivity,
innovation capability, export performance, and long-term competitiveness compared with digitally
inactive firms. Nevertheless, the report emphasized the need for entrepreneurial capabilities
capable of sustaining digital transformation, particularly in developing economies.

Comparative Analysis

Recent empirical studies consistently demonstrate that sustainable SME performance is positively
influenced by innovation, digital capability, organizational learning, and strategic adaptability
(Kraus et al., 2022; OECD, 2023). However, there remains limited integration of digital marketing
innovation and entrepreneurial resilience within a single conceptual model explaining sustainable
SME performance.

Synthesis of the Empirical Literature

The reviewed studies collectively demonstrate that:

Digital marketing innovation significantly improves customer engagement, competitiveness,
innovation, and firm performance.

Entrepreneurial resilience enhances adaptability, opportunity recognition, innovation capability,
and organizational continuity.

Sustainable SME performance increasingly depends on firms' ability to integrate technological
innovation with entrepreneurial capabilities.

Existing studies predominantly examine these constructs independently rather than as
complementary capabilities.

Most empirical evidence originates from developed economies, while Nigerian SMEs remain
relatively underrepresented.

Methodologically, cross-sectional survey designs dominate the literature, with limited conceptual
integration and longitudinal investigations.

Consequently, the existing empirical literature reveals the need for a comprehensive conceptual
framework integrating digital marketing innovation, entrepreneurial resilience, and sustainable
SME performance within the Nigerian entrepreneurial ecosystem. This gap provides the scholarly
justification for the present conceptual review.

2.1.7 Identification of Research Gaps

Identifying research gaps is an essential component of a Ph.D. conceptual review because it
establishes the originality and scholarly contribution of the study. Although considerable empirical
and conceptual studies have examined digital marketing innovation, entrepreneurial resilience, and
organizational performance, the extant literature reveals several unresolved issues relating to
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context, concepts, methodology, time, and theory. These gaps provide the academic justification
for the present conceptual review.

2.1.7.1 Contextual Gap

The contextual gap refers to differences in the geographical location, industry, sector, or business
environment in which previous studies were conducted. Most empirical studies on digital
marketing innovation have been undertaken in developed economies such as the United States, the
United Kingdom, Germany, Australia, Italy, China, and Malaysia, where digital infrastructure,
technological readiness, and institutional support differ significantly from those of developing
countries (Dwivedi et al., 2021; Verhoef et al., 2021). Similarly, studies on entrepreneurial
resilience have predominantly focused on firms operating within Europe, North America, and
selected Asian economies (Korber & McNaughton, 2021; Santoro et al., 2023).

Within Nigeria, available studies have largely concentrated on the relationship between social
media marketing and SME performance or on entrepreneurship and business survival without
integrating digital marketing innovation and entrepreneurial resilience within a unified framework
(Ayinla & Adesanya, 2023; Adebayo & Ojo, 2024). Furthermore, many studies have focused on
manufacturing firms, financial institutions, or technology-based enterprises, while comparatively
little attention has been given to SMEs operating across diverse sectors of the Nigerian economy.
Therefore, the present study addresses this contextual gap by providing a conceptual synthesis
specifically focused on small and medium-sized enterprises in Nigeria, where environmental
uncertainty, digital transformation, and entrepreneurial resilience remain highly relevant to
sustainable business performance.

2.1.7.2 Conceptual Gap

The conceptual gap arises from inconsistencies in the conceptualization, operationalization, and
integration of the major constructs. Existing literature demonstrates considerable variation in how
digital marketing innovation has been defined and measured. Some scholars conceptualize digital
marketing innovation using social media marketing, digital advertising, and e-commerce adoption
(Dwivedi et al., 2021), whereas others emphasize artificial intelligence, customer analytics, digital
customer engagement, and marketing automation as core dimensions (Chaffey & Ellis-Chadwick,
2022; Verhoef et al., 2021). Similarly, entrepreneurial resilience has been operationalized using
different dimensions such as adaptability, optimism, persistence, innovation capability, strategic
flexibility, learning orientation, and opportunity recognition (Duchek, 2020; Korber &
McNaughton, 2021). The absence of a universally accepted conceptual framework has contributed
to fragmented knowledge and inconsistent empirical findings.

Moreover, most previous studies have examined digital marketing innovation and entrepreneurial
resilience as independent constructs rather than integrating both variables in explaining sustainable
SME performance. Sustainable performance has also been measured using different indicators,
including financial performance, innovation performance, customer satisfaction, environmental
sustainability, organizational effectiveness, and business continuity (Kraus et al., 2022; Mio et al.,
2022). This study addresses the conceptual gap by integrating digital marketing innovation and
entrepreneurial resilience into a single conceptual framework for explaining sustainable SME
performance. It also adopts clearly defined dimensions for each construct to enhance conceptual
clarity and theoretical coherence.
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2.1.7.3 Methodological Gap

The methodological gap concerns differences in research design, sampling procedures, analytical
techniques, and data sources employed in previous studies. A review of the literature indicates that
the majority of empirical studies on digital marketing innovation and entrepreneurial resilience
have adopted quantitative cross-sectional survey designs using questionnaires as the primary data
collection instrument (Verhoef et al., 2021; Santoro et al., 2023). While these studies have
provided valuable empirical evidence, cross-sectional designs often limit researchers' ability to
capture dynamic organizational changes over time.

Furthermore, many studies have relied heavily on regression analysis, correlation analysis, and
Structural Equation Modelling (SEM), with limited application of mixed-methods approaches,
longitudinal designs, or comparative studies involving multiple sectors and regions. Most studies
also focused on empirical testing of hypotheses without providing comprehensive conceptual
syntheses capable of integrating the growing body of knowledge.

Unlike previous empirical investigations, the present study adopts a desk-review methodology that
critically synthesizes contemporary literature from Scopus-indexed journals, Web of Science,
Google Scholar, Emerald, Springer, Elsevier, Taylor & Francis, government reports, and
international organizations. This methodological approach enables a broader conceptual
integration and provides a stronger theoretical foundation for future empirical research.

2.1.7.4 Time Gap

The time gap relates to the period during which previous studies were conducted. A significant
proportion of earlier studies on digital marketing innovation and entrepreneurial resilience were
undertaken before the widespread adoption of advanced digital technologies such as artificial
intelligence, machine learning, predictive analytics, blockchain applications, generative Al, and
intelligent marketing automation (Duchek, 2020; Dwivedi et al., 2021).

Since the COVID-19 pandemic, the business environment has experienced unprecedented
transformation characterized by accelerated digitalization, remote work, platform-based
entrepreneurship, changing consumer behaviour, and increasing reliance on digital ecosystems
(OECD, 2023). Consequently, findings from earlier studies may not fully reflect the current
realities of entrepreneurial practice and digital transformation.

The present study addresses this time gap by synthesizing predominantly recent literature
published between 2020 and 2026, thereby incorporating the latest developments in digital
marketing innovation, entrepreneurial resilience, and sustainable SME performance.

2.1.7.5 Theoretical Gap

Theoretical gaps exist where previous studies have relied on single theoretical perspectives to
explain complex organizational phenomena. For example, several studies examining digital
marketing innovation have adopted the Technology Acceptance Model (TAM), Innovation
Diffusion Theory (IDT), or Dynamic Capability Theory independently (Dwivedi et al., 2021;
Verhoef et al., 2021). Similarly, entrepreneurial resilience has frequently been explained using
Resilience Theory or Organizational Resilience Theory without integrating complementary
perspectives from strategic management and entrepreneurship (Duchek, 2020; Hillmann &
Guenther, 2021). However, sustainable SME performance is influenced by multiple interacting
organizational capabilities rather than a single theoretical mechanism. Explaining how digital
marketing innovation and entrepreneurial resilience jointly contribute to sustainable performance
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requires an integrated theoretical perspective capable of capturing organizational resources,
strategic adaptability, and continuous innovation.

Accordingly, this study addresses the theoretical gap by integrating the Dynamic Capabilities
Theory and the Resource-Based View (RBV) to provide a more comprehensive explanation of
how digital marketing innovation and entrepreneurial resilience jointly influence sustainable SME
performance. The integration of these theories offers a stronger conceptual foundation for
understanding the strategic capabilities that enable SMEs to achieve long-term competitiveness
and sustainability in dynamic business environments.

Summary of Identified Research Gaps

Gap Dimension | Observed Gap in Previous Studies | Contribution of the Present Study
Contextual Gap | Previous studies focused mainly on | Provides a conceptual review
developed economies and selected | focused on SMEs operating within
industries, with limited emphasis on | the Nigerian entrepreneurial
Nigerian SME:s. environment.

Conceptual Gap | Digital marketing innovation and | Integrates both constructs into a
entrepreneurial  resilience  were | unified conceptual = framework
mostly studied independently using | explaining sustainable SME
different dimensions and definitions. | performance.

Methodological | Most previous studies employed | Adopts a comprehensive desk-
Gap quantitative cross-sectional surveys | review methodology to critically
with limited conceptual synthesis. synthesize contemporary literature.
Time Gap Several studies predate recent | Reviews recent literature (2020—
advances in  Al,  marketing | 2026) reflecting current
automation, and post-pandemic | technological and entrepreneurial
digital transformation. realities.

Theoretical Gap | Studies often relied on single theories | Integrates the  Resource-Based
to explain complex relationships. View (RBV) and Dynamic
Capabilities Theory to explain the
interaction among the study
variables.

The identified gaps demonstrate that, despite growing scholarly interest in digital marketing
innovation and entrepreneurial resilience, there remains a need for an integrated conceptual
understanding of how these strategic capabilities influence the sustainable performance of SMEs
in Nigeria. This gap provides the scholarly justification for the present conceptual review and
offers a foundation for future empirical investigations.

3.0 Methodology

This study adopted a desk-review research design, which is appropriate for conceptual studies that
seek to synthesize existing scholarly knowledge, identify theoretical and empirical gaps, and
develop an integrative conceptual framework. Unlike empirical studies that collect primary data
from respondents, a desk review relies on secondary sources of information to critically examine
existing literature and generate new conceptual insights (Snyder, 2019).

The desk-review approach was selected because it enables comprehensive analysis of
contemporary literature relating to digital marketing innovation, entrepreneurial resilience, and
sustainable SME performance. The approach also facilitates critical comparison of previous
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findings, identification of inconsistencies in existing knowledge, and development of propositions
that can guide future empirical investigations. Furthermore, the methodology is suitable for
conceptual reviews because it permits integration of multidisciplinary perspectives from
entrepreneurship, marketing, strategic management, innovation management, and organizational
studies. Relevant literature was systematically sourced from reputable academic databases and
indexing platforms, including Scopus, Web of Science, Google Scholar, ResearchGate,
ScienceDirect (Elsevier), SpringerLink, Emerald Insight, Taylor & Francis Online, Wiley Online
Library, and SAGE Journals. Additional information was obtained from publications of
international organizations and government agencies, including the World Bank, Organisation for
Economic Co-operation and Development (OECD), International Monetary Fund (IMF), United
Nations Conference on Trade and Development (UNCTAD), the Small and Medium Enterprises
Development Agency of Nigeria (SMEDAN), and the National Bureau of Statistics (NBS).

The literature search focused primarily on peer-reviewed journal articles published between 2020
and 2026, although a limited number of seminal publications and foundational theories were
included to provide historical and theoretical context. Search terms included digital marketing
innovation, digital transformation, entrepreneurial resilience, organizational resilience, SME
performance, business sustainability, marketing innovation, dynamic capabilities, and resource-
based view. These keywords were used individually and in combination to retrieve relevant
literature. The retrieved literature was screened for relevance, credibility, methodological rigor,
and alignment with the objectives of the study. Particular emphasis was placed on Scopus-indexed
journals and other high-impact scholarly publications to ensure the reliability and quality of the
evidence synthesized. The selected studies were critically analyzed, compared, and synthesized
according to the major variables of the study. The synthesis facilitated the identification of
contextual, conceptual, methodological, temporal, and theoretical gaps, which informed the
development of the proposed conceptual framework.

The findings from the reviewed literature were presented using a thematic approach, allowing for
a systematic discussion of the concepts, dimensions, relationships, and emerging trends associated
with digital marketing innovation, entrepreneurial resilience, and sustainable SME performance.
This methodology provides a robust foundation for advancing entrepreneurship scholarship and
offers practical directions for future empirical research.

4.0 Conclusion

The contemporary business environment has become increasingly volatile due to rapid
technological advancement, globalization, economic uncertainty, changing consumer behaviour,
and heightened market competition. These developments have made digital transformation and
organizational resilience indispensable strategic capabilities for SMEs seeking to achieve
sustainable growth and long-term competitiveness. This conceptual review critically examined the
interrelationships among digital marketing innovation, entrepreneurial resilience, and sustainable
SME performance, drawing upon contemporary literature published predominantly between 2020
and 2026. The review established that digital marketing innovation extends beyond the adoption
of digital technologies to encompass strategic capabilities such as social media marketing,
customer analytics, marketing automation, and digital customer engagement. These capabilities
enable SMEs to improve customer value creation, strengthen market responsiveness, enhance
operational efficiency, and sustain competitive advantage. Likewise, entrepreneurial resilience was
identified as a multidimensional capability comprising adaptability, opportunity recognition,
innovation capability, and learning orientation, which enables entrepreneurs to anticipate
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environmental changes, recover from disruptions, and transform challenges into opportunities for
organizational renewal. Furthermore, the review demonstrated that sustainable SME performance
is multidimensional and should not be assessed solely on financial outcomes. Rather, business
growth, profitability, customer satisfaction, and business continuity collectively provide a more
comprehensive evaluation of long-term organizational success. The conceptual analysis revealed
that digital marketing innovation and entrepreneurial resilience are complementary strategic
capabilities that jointly enhance sustainable SME performance. Digital marketing innovation
facilitates technological responsiveness and customer engagement, while entrepreneurial
resilience strengthens organizational adaptability and strategic flexibility, thereby enabling SMEs
to thrive in uncertain business environments.

The review also identified significant contextual, conceptual, methodological, time, and theoretical
gaps in the existing literature. Most previous studies were conducted in developed economies,
relied heavily on cross-sectional quantitative designs, examined the variables independently, and
adopted single theoretical perspectives. Consequently, there remains a need for integrated
conceptual and empirical investigations that explain how digital marketing innovation and
entrepreneurial resilience jointly influence sustainable SME performance, particularly within
developing economies such as Nigeria.

From a theoretical perspective, this review contributes to entrepreneurship scholarship by
integrating the Resource-Based View (RBV) and Dynamic Capabilities Theory to explain how
valuable organizational resources and adaptive capabilities interact to enhance sustainable
enterprise performance. The proposed conceptual framework provides a coherent foundation for
future empirical studies and extends existing knowledge by demonstrating the complementary
roles of digital innovation and entrepreneurial resilience.

Practically, the findings suggest that entrepreneurs should invest in digital marketing capabilities
while simultaneously developing resilience through continuous learning, innovation, strategic
flexibility, and proactive opportunity recognition. Policymakers should strengthen digital
infrastructure, expand digital entrepreneurship training programmes, improve access to finance,
and promote innovation-friendly policies that enhance SME competitiveness. SME support
institutions should equally encourage the adoption of emerging digital technologies and resilience-
building initiatives capable of improving long-term business sustainability.

In conclusion, sustainable SME performance in the digital economy requires more than
technological adoption or entrepreneurial persistence in isolation. Rather, it depends on the
strategic integration of digital marketing innovation and entrepreneurial resilience as
complementary capabilities that enable firms to adapt, innovate, compete, and sustain value
creation in increasingly dynamic and uncertain business environments. The proposed conceptual
framework therefore provides a valuable reference point for future empirical research,
entrepreneurship education, policy formulation, and managerial practice.
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