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Abstract
In 2020, we performed a multiple case research study involving five female owners of retail small- and medium-sized enterprise (SME) companies in Lagos State, Nigeria. We employed multiple data collection methods, including semistructured interviews, direct observations, review of company documents, and keeping a reflective journal. We established reliability, validity, and data saturation through triangulation. One major finding was that, by deploying innovative ideas, business owners were able to overcome challenges and grow sales. We identified implications for positive social change as the potential to provide both existing and emerging women-owned SMEs with the strategies to increase patronage and grow their businesses, thereby contributing to the economic growth of their businesses, employees, local communities, and the Nigerian national economy.
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Introduction 
Our purpose in this study was to ascertain the strategies that women retail business owners used to improve sales. We reviewed related literature, included our methodology and conceptual framework, and provided our main findings. Our findings indicated significant business success for entrepreneurs who (1) manage their businesses through clearly established policies that benefit from competitive advantage; (2) develop effective distribution channels and product range, and develop sustainable business structures to promote the success of their businesses by leveraging networks; (3) apply effective human capital leads to business success; (4) manage to use innovative ideas and overcome business challenges; (5) create product awareness to the public to get a large share of the market; (6) manage to use effective data analysis, leading to better decision making.
Women entrepreneurs in developing countries face several constraints including social, cultural, decision making, and access to financial resources; being able to overcome these constraints, therefore, presents an opportunity for them to be empowered and to build their entrepreneurial capability (Berge & Pires, 2020; Digan et al., 2019). Popović-Pantić et al. (2020) emphasized that women entrepreneurs face additional barriers in using digital technologies despite the opportunity to enhance their financial performance and innovation capacity from integrating technology solutions into their daily operations. The knowledge garnered from our study might help SMEs gain additional insights into strategies that they can use to grow their businesses and, thus, entrepreneurial capacity and, by extension, economic development. The related qualitative empirical research question that is the subject of our study was “What strategies do retail SME owners implement to improve sales?”
Literature Review
SMEs are the bedrock of both developing and developed countries and make the largest percentage contribution to employment, gross domestic product, and value-added services. More specifically, women entrepreneurs not only contribute to increased employment but also bring diversification to the workplace, including introduction of innovation practices as well as management and marketing practices (Popović-Pantić et al., 2020). Popović-Pantić et al. (2020) also noted that women-owned companies seem to lack access and use of digital technology; this might account for the development gap between companies owned by women and those owned by men. Ismail and Alam (2019) cited literature regarding limitations that SMEs in emerging markets face, including technological disadvantages as well as insufficiently developed innovative systems and products. By employing open innovation knowledge flows, be it inbound, outbound, and/or coupled, the managers of women-owned SMEs can bridge some of the perceived digital technology gaps that limit innovation ability (Sims et al., 2018). However, women-owned SMEs often grapple with the inability to grow sales and experience low patronage because they lack strategies to be competitive (Ndiaye et al., 2018; Osakwe et al., 2016). Ipinnaiye et al. (2017) concluded that SME performance is driven by a combination of strategy, internal resources, and the external environment. Similarly, Porter (1991) provided a link among environmental factors, firm behavior, and eventual market outcomes. A firm’s ability to grow is dependent on the combination of the industry attractiveness, the firm’s relative position within the industry, and the choices the firm makes in response to or to preempt attacks from its competitors (Porter, 1991).
SME contribution to the total number of businesses can range from 90% to 99% in developed and emerging economies, respectively (Okundaye et al., 2019). SME contribution is largely fueled by developing new products that offer the opportunity to innovate quickly and in a cost-effective manner (Del Giudice et al., 2019). By using digital technology, the managers or owners of SMEs can reduce the disparity between their businesses and the larger firms as its use helps reduce cost and reach larger markets. Although the nature of competition is industry specific, SMEs face some limitations based on size that larger firms do not, such as demand-side benefits of scale and the resulting network effects (Porter, 2008). By adopting a niche strategy, SMEs can overcome some of the challenges that they might face. SMEs, by their activities, develop creative products and services that add value to customers and for which customers are willing to pay (Hsieh & Wu, 2019; Niazi, 2017). 
The value outcome of entrepreneurial activities is what results in profit for the business and owner, whether the firm is a new or an existing one. For entrepreneurs to remain in business, they must follow policies that enable their businesses to grow and be profitable. These include learning continuously, having a sound strategy, communicating effectively, and being able to apply an innovative attitude to take advantage of emerging opportunities to grow market share.
The challenges that SMEs face include ability to achieve scale, adopt managerial practices, over-reliance on key promoters, and other family relationships (Nouicer et al., 2017). Entrepreneurs are more likely to be innovative because the process of setting up and managing a new business requires that the entrepreneurs seek a competitive advantage by outperforming their peers to gain market share. Gielnik et al. (2015) found a positive correlation between entrepreneurial effort and passion. Consequently, actions reflect the underlying frame of mind of the entrepreneur. This includes the process for ensuring that the business is organized in a manner that should yield value to the level of time and engagement of the business owner. Ncube and Zondo (2018) linked small business success to how intrinsically motivated the owner is, the small business owner’s drive, risk-taking behavior, and willingness to “go the extra mile,” especially in the face of challenges. In addition, creativity thrives when the owner wants to succeed and reflects in the quality of decision making that ultimately leads to business growth and profitability (Ncube & Zondo, 2018). SMEs have increased opportunities to reach wider markets and benefit from partnerships and collaborations. The role of entrepreneurs in local and global business development is based on their contribution to innovative ideas and global business management (Hsieh & Wu, 2019). 
Conceptual Framework
We employed Porter’s (1991) dynamic theory of strategy as the lens through which we sought to explore the study. Porter emphasized that gaining and maintaining competitive advantage should be framed from a longitudinal perspective and, as such, requires a dynamic theory of strategy. Dynamism is relevant to sustaining superior financial performance because both the environment and the industry in which businesses operate are constantly changing. Consequent upon the changing nature of the environment and the industry, therefore, organizations need to be both adaptive and flexible to make needed changes in response to and pre-emptive of the external environment (Porter, 1991). As a result of the changing nature of the environment, Porter noted that firms must develop the ability to create and sustain competitive advantage through innovation relative to their peers. Porter presented four attributes in the shape of a diamond that work in a mutually reinforcing manner to influence a firm’s ability to recognize and deploy resources to bring about superior financial performance. These attributes are (1) firm strategy, structure, and rivalry; (2) demand conditions; (3) related and supporting industries; and (4) factor conditions. Sheehan and Foss (2017) argued that organizational capabilities are made up of resources and activities. They pointed out that activities essentially explore how a firm takes concrete action to derive competitive advantage in line with Porter’s (1991) writing on the activity-based view. SMEs must be adept at maximizing organizational resources and deploying innovation capabilities in a dynamic manner as a result of their limited resources to be able to compete with larger firms. Competitive advantage is a necessary part of an organization’s profitability and longevity (McLarney & Hales, 2017). Porter (1985) introduced the three likely strategies of cost leadership, differentiation, or focus as the routes to gaining and sustaining competitive advantage. However, subsequent literature extended Porter’s initial strategic options by introducing hybrid strategies involving a combination of any two or all three strategies as a means of deriving superior performance instead of an either-or strategy (McLarney & Hales, 2017). Teece and Pisano (1994) opined that the source of competitive advantage lies in a firm’s ability to deploy dynamic capabilities. Organizations must be dynamic in the need to adapt to the fluctuations and shifts in the external environment; their capabilities involve management decisions to position and adapt both internal and external organizational skills and resources toward the changing environment (Teece & Pisano, 1994).
Methodology
Our research question for this study was to explore the strategies that retail SME owners use to improve sales. In choosing a qualitative research methodology, we were guided by one of the essential conditions of research studies, that is, a research approach that enables the researcher to study social conditions from the point of view of the participants in their natural settings. Qualitative research relies on the noncomparable insights that research participants bring to the study of a phenomenon; as such, participant selection is specific to how the target population can bring individual and varied perspectives to the research subject (Gerring, 2017). Morse and McEvoy (2014) affirmed that choosing a qualitative research methodology based on the rich and in-depth insights into a phenomenon helps answer how and why questions. Morse and McEvoy argued that the case study as a research design is most appropriate when the study involves a contemporary issue and the researcher has no control over the outcomes. We collected data from semistructured interviews, direct observation, review of company documents, and a reflective journal. Morgan et al. (2017) emphasized that using observation as a data collection method helps elicit information that participants might not even be aware of, be unwilling to share, or feel is not relevant to the research. We further used member checking to validate our interpretation of the data that the participants shared to achieve reliability. To ensure trustworthiness, we maintained an audit trail, reflexivity, thick and rich descriptions, triangulation, and member checking (Carlson, 2010). Adopting reflectivity and using multiple sources of data allowed us to explain the subject from the participants’ perspective to reduce or mitigate personal bias that might interfere with the collection and interpretation of data (Clark & Vealé, 2018; Fusch et al., 2018). By employing multiple data collection methods, we ensured that we achieved findings that other researchers and users of our study can use as a foundation for a similar study. 
Key Findings
The overarching research question of this study was “What strategies do retail SME owners implement to improve sales?” We used Porter’s (1991) dynamic theory of strategy as the conceptual lens to conduct the research and were able to answer the research question. As a result of the COVID-19 pandemic, we conducted both virtual and physical meetings and observation; this did not, however, limit the research in any way. Data analysis included semistructured interviews, follow-up member checking to ensure that the findings reflected the participants’ views, direct observation, document review, and reflective journaling. Six key themes emerged from the data analysis: (1) enhancing competitive advantage through the business structure; (2) developing distribution channels and product range, and by leveraging networks;, (3) developing human capital; (4) turning challenges into innovation opportunities and enhancing business performance; (5) creating product awareness; and (6) using data analysis to improve decision making.
Theme 1: Enhancing competitive advantage through the business structure
All five participants identified that their chosen business structure defined their ability to compete effectively and to make a profit. All participants deployed a hybrid strategy; this they noted as enhancing their performance. According to e Meirelles (2019), the most appropriate model to a business is the one that addresses what value to deliver and how to do so in a profitable manner. Additionally, McLarney and Hales (2017) found that a hybrid strategy provided opportunity for better performance and gaining competitive advantage than either a single strategy or cost leadership, product differentiation, or niche strategy.
Theme 2: Distribution channels, product range, and leveraging networks
By offering diversity and accessibility of products, participants were able to extend selling opportunities. Not only did participants offer related and complementary products, but they also extended their reach by leveraging their networks through partnerships and collaborations. In a quantitative study of 188 manufacturing SMEs, Kim et al., (2020) found that cocreation and collaboration not only have a positive impact on financial performance, but they also fostered a win-win relationship with their network partners. The participants used a combination of physical and digital channels. Particularly, digital channels provided the participants with the opportunity to scale, reach beyond their geographical boundaries, and to gain insights about customers as well as to deepen existing relationships. Likewise, Cenamor et al. (2019) found a positive indirect effect between digital platform capability and financial performance.
Theme 3: Human capital development
Dimov (2017) defined human capital as the knowledge and skills that individuals bring to executing their tasks. The participants motivated their staff and provided leadership support as well as invested in employee development. All five participants stated that their staff had brought many of the innovative ideas that they implemented. By engaging in open communication and building an atmosphere of mutual trust and respect, the participants were able to get their staff to be more involved and invested in the success of their organizations. Human resource practices that encourage employee involvement, creativity, skills, and morale foster strategic sustainability of the firm (Chakraborty & Biswas, 2020). In a qualitative study of SME managers, Haddad et al. (2019) opined that organizational leadership is responsible for entrenching a culture of innovation while identification of ideas and recognition of customers are useful resources to grow the business.
Theme 4: Turning challenges into innovation opportunities and enhancing business performance
Abrell et al. (2016) concluded that technology enhances productivity, including the ability it provides to drive better relationships with both existing and potential customers. They noted further that both existing and potential customers bring insights that can enhance business performance. A survey of 1,072 companies in the industrial manufacturing, commerce, and service sectors was conducted by de Guimarães et al. (2020), and they found that companies that use market information effectively show better financial performance. Our study participants shared how they had successfully turned challenges into innovation opportunities. Organizations that respond quickly to the changing environment, including competitors, by optimizing available resources and managerial capability deliver superior financial performance relative to their peers (Khan et al. 2018). What works well in one competitive context may not work in another; as a result, each firm must review environmental impact and make decisions suited to the firm’s business operations because environmental factors have a significant effect on business strategy (Cheng, 2019; Ibrahim & Harrison, 2020). Technology use is one of the ways that SMEs can reduce their cost, be more efficient, and foster innovation. The right technology systems support business development. In our study, all participants confirmed how technology has enhanced their operations and improved business performance. Ruel et al. (2021) observed that leadership attitude toward technology determines the level of adoption.
Theme 5: Creating product awareness
Thomas-Francois et al. (2021) conducted a qualitative study of the hospitality industry; the findings revealed that a customer- centric approach in the service-value chain that involved both the customer and the supplier resulted in better customer engagement. A company should deploy the right strategy to create product awareness because having the right product does not necessarily mean that customers know about that product and its benefits. Marketing communications should focus on informing customers about why they should buy a particular product. According to de Guimarães et al. (2020), the relationship between companies and customers affects long-term profitability; understanding what customers want and meeting their needs helps to foster good relationships. Consequently, adopting a two-way communication between companies and customers that allows customers to both receive and give feedback will likely result in better customer engagement and improved profitability.
Theme 6: Using data analysis to improve decision making
Effective deployment of data analytics can yield insights about customer needs and opportunities and, thus, help SMEs overcome resource constraints (Wang & Wang, 2020). Business models and gaining competitive advantage, opined de Medeiros et al. (2020), are dependent on the organization’s data strategy. Benefits from collecting data are derived when organizations use the insights from data to make better decisions. All five participants stated that they used data they had gathered to gain insights about customers and to analyze business performance, thus making better strategic decisions. Organizations should deploy an offensive data strategy;, this involves agility in data management that sees them optimize data analysis, modeling, and improved competitive strategy all through the organization (de Medeiros et al., 2020). Ferraris et al. (2019) conducted a quantitative study of 88 Italian SMEs and found that analyzing big data offers opportunities to spot patterns and to validate or repudiate conclusions that had relied on nonempirical indices. The knowledge gained leads to more effective decision making and improved financial performance. Shabbir and Gardezi (2020) found that big data analytics improves an organization’s knowledge management practices; this can improve performance and result in gaining sustained competitive advantage. Del Vecchio et al. (2017) opined that leveraging big data can help organizations bring about innovative solutions and identify business opportunities.
Conclusions
Our findings from this study may be a useful resource for both emerging and existing SMEs that wish to develop strategies to grow sales. Key findings from this study reveal that SMEs can overcome resource constraints by being innovative and maximizing their resources as well as by deploying a strategy that helps to position them to gain and sustain competitive advantage relative to their peers. Block et al. (2017) established a positive relationship among innovation, business performance, and firm growth. By understanding how internal and external conditions, strategy, and firm responses to opportunities and threats as well as the industry drivers work together to enable business success, business owners might develop sound business practices to ensure continuous sales growth. Yasmin et al. (2020) concluded that data-driven organizations are more profitable and productive than their competitors; additionally, the ability to merge infrastructure, human resources, and management capabilities results in superior financial and operational performance. Digitalization presents increased opportunities for entrepreneurial SMEs to achieve scale at a lower cost, reach wider markets, engage with customers, analyze competitors, and enter strategic partnerships (Cenamor et al., 2019)
Recommendations for Further Research
All of our research participants are based in Lagos, which is the commercial capital of Nigeria, and accounts for the largest number of SMEs. A study in a less economically active geographic area might reveal insights that are more relevant to that location. Furthermore, our study focused on only retail SME owners; a focus on different industry segments within the SME target market might yield further insights.


References
Abrell, T., Pihlajamaa, M., Kanto, L., Vom Brocke, J., & Uebernickel, F. (2016). The role of users and customers in digital innovation: Insights from B2B manufacturing firms. Information & Management, 53(3), 324–335. http://dx.doi.org/10.1016/j.im.2015.12.005
Berge, L. I. O., & Pires, A. J. G. (2020). Gender, formality, and entrepreneurial success. Small Business Economics, 55, 881–900. https://doi.org/10.1007/s11187-019-00163-8
Block, J. H., Fisch, C. O., & Van Praag, M. (2017). The Schumpeterian entrepreneur: A review of the empirical evidence on the antecedents, behaviour and consequences of innovation entrepreneurship. Industry and Innovation, 24(1), 61–95. https://doi.org/10.1080/13662716.2016.1216397
Carlson, J. A. (2010). Avoiding traps in member checking. The Qualitative Report, 15(5), 1102–1113. https://nsuworks.nova.edu/tqr
Cenamor, J., Parida, V., & Wincent, J. (2019). How entrepreneurial SMEs compete through digital platforms: The roles of digital platform capability, network capability and ambidexterity. Journal of Business Research, 100, 196–206. https://doi.org/10.1016/j.jbusres.2019.03.035
Chakraborty, D., & Biswas, W. (2020). Articulating the value of human resource planning (HRP) activities in augmenting organizational performance toward a sustained competitive firm. Journal of Asia Business Studies, 14(1), 62–90. https://doi.org/10.1108/JABS-01-2019-0025
Cheng, T.-S. (2019). The study of relationship for personality traits, perception risk, motivation, business strategies environment factors and business performance to entrepreneurs. International Journal of Organizational Innovation, 12(2), 360–371. 
Clark, K. R., & Vealé, B. L. (2018). Strategies to enhance data collection and analysis in qualitative research. Radiologic Technology, 89(5), 482–485. 
de Guimarães, J. C. F., Severo, E. A., Campos, D. F., El-Aouar, W. A., & de Azevedo, F. L. B. (2020). Strategic drivers for product and process innovation: A survey in industrial manufacturing, commerce and services. Benchmarking: An International Journal, 27(3), 1159–1187. https://doi.org/10.1108/BIJ-12-2018-0403
Del Giudice, M., Scuotto, V., Garcia-Perez, A., & Messeni Petruzzelli, A. (2019). Shifting wealth II in Chinese economy. The effect of the horizontal technology spillover for SMEs for international growth. Technological Forecasting & Social Change, 145, 307–316. https://doi.org/10.1016/j.techfore.2018.03.013
Del Vecchio, P., Di Minin, A., Petruzzelli, A. M., Panniello, U., & Pirri, S. (2017). Big data for open innovation in SMEs and large corporations: Trends, opportunities, and challenges. Creativity & Innovation Management, 27(1), 6–22. https://doi.org/10.1111/caim.12224
de Medeiros, M. M., Maçada, A. C. G., & Freitas, J. C. D., Jr. (2020). The effect of data strategy on competitive advantage. The Bottom Line, 33(2), 201–216. https://doi.org/10.1108/BL-12-2019-0131
Digan, S. P., Sahi, G. K., Mantok, S., & Patel, P. C. (2019). Women’s perceived empowerment in entrepreneurial efforts: The role of bricolage and psychological capital. Journal of Small Business Management, 57(1), 206–229. http://doi.org/10.1111/jsbm.12402
Dimov, D. (2017). Towards a qualitative understanding of human capital in entrepreneurship research. International Journal of Entrepreneurship Behavior & Research, 23(2), 210–227. https://doi.org/10.1108/IJEBR-01-2016-0016


e Meirelles, D. S. (2019). Business model and strategy: In search of dialog through value perspective. RAC–Revista de Administração Contemporânea, 23(6), 786–806. https://doi.org/10.1590/1982-7849rac2019180314
Ferraris, A., Mazzoleni, A., Devalle, A., & Couturier, J. (2019). Big data analytics capabilities and knowledge management: Impact on firm performance. Management Decision, 57(8), 1923–1936. https://doi.org/10.1108/MD-07-2018-0825
Fusch, P., Fusch, G. E., & Ness, L. R. (2018). Denzin’s paradigm shift: Revisiting triangulation in qualitative research. Journal of Social Change, 10(1), 19–32. https://doi.org/10.5590/JOSC.2018.10.1.02
Gerring, J. (2017). Qualitative methods. Annual Review of Political Science, 20, 15–36. https://doi.org/10.1146/annurev-polisci-092415-024158
Gielnik, M. M., Spitzmuller, M., Schmitt, A., Klemann, D. K., & Frese, M. (2015). “I put in effort; therefore, I am passionate”: Investigating the path from effort to passion in entrepreneurship. Academy of Management Journal, 58(4), 1012–1031. https://doi.org/10.5465/amj.2011.0727
Haddad, M. I., Williams, I. A., Hammoud, M. S., & Dwyer, R. J. (2019). Strategies for implementing innovation in small and medium-sized enterprises. World Journal of Entrepreneurship, Management and Sustainable Development, 16(1), 12–29. https://doi.org/10.1108/WJEMSD-05-2019-0032
Hsieh, Y.-J., & Wu, Y. J. (2019). Entrepreneurship through the platform strategy in the digital era: Insights and research opportunities. Computers in Human Behavior, 95, 315–323. https://doi.org/10.1016/j.chb.2018.03.033
Ibrahim, E. B., & Harrison, T. (2020). The impact of internal, external, and competitor factors on marketing strategy performance. Journal of Strategic Marketing, 28(7), 639–658. https://doi.org/10.1080/0965254X.2019.1609571
Ipinnaiye, O., Dineen, D., & Lenihan, H. (2017). Drivers of SME performance: A holistic and multivariate approach. Small Business Economics, 48, 883–911. https://doi.org/10.1007/s11187-016-9819-5
Ismail, M. D., & Alam, S. S. (2019). Innovativeness and competitive advantage among small and medium enterprise exporters: Evidence from emerging markets in Southeast Asia. The South East Asian Journal of Management, 13(1), 74–91. https://doi/org/10.21002/seam.v13i1.9872
Khan, K. U., Xuehe, Z., Atlas, F., & Khan, F. (2018). The impact of dominant logic and competitive intensity on SMEs performance: A case from China. Journal of Innovation & Knowledge, 4(1), 1–11. https://doi.org/10.1016/j.jik.2018.10.001
Kim, D. W., Trimi, S., Hong, S. G., & Lim, S. (2020). Effects of co-creation on organizational performance of small and medium manufacturers. Journal of Business Research, 109, 574–584. https://doi.org/10.1016/j.jbusres.2019.03.055
McLarney, C., & Hales, G. (2017). Uber’s competitive advantage vis-à-vis Porter’s generic strategies. The IUP Journal of Management Research, 16(4), 7–22.
Morgan, S. J., Pullon, S. R. H., Macdonald, L. M., McKinlay, E. M., & Gray, B. V. (2017). Case study observational research: A framework for conducting case study research where observation data are the focus. Qualitative Health Research, 27(7), 1060–1068. https://doi.org/10.1177/1049732316649160
Morse, A., & McEvoy, C. D. (2014). Qualitative research in sport management: Case study as a methodological approach. The Qualitative Report, 19(31), 1–13. https://doi.org/10.46743/2160-3715/2014.1032 
Ncube, T. R., & Zondo, R. W. D. (2018). Influence of self-motivation and intrinsic motivational factors for small and medium business growth: A South African case study. South African Journal of Economic and Management Sciences, 21(1), 1–7. https://doi.org/10.4102/sajems.v21i1.1994
Ndiaye, N., Abdul Razak, L., Nagayev, R., & Ng, A. (2018). Demystifying small and medium enterprises’ (SMEs) performance in emerging and developing economies. Borsa Istanbul Review, 18(4), 269–281. https://doi.org/10.1016/j.bir.2018.04.003
Niazi, A. (2017). The role of entrepreneurship, innovation and marketing capability in small and medium-sized enterprises (SMEs). International Journal of Economic Perspectives, 11, 1748–1759. 
Nouicer, H., Zaim, I., & Abdallah, L. B. (2017). Explaining the impact of a customer-oriented strategy on the small and medium-sized enterprises (SMEs) global performance: Lessons from the balanced scorecard and the CUSTOR scale model. International Journal of Technology Management & Sustainable Development, 16(3), 249–270. https://doi.org/10.1386/tmsd.16.3.249_1
Okundaye, K., Fan, S. K., & Dwyer, R. J. (2019). Impact of information and communication technology in Nigerian small-to medium-sized enterprises. Journal of Economics, Finance and Administrative Science, 24(47), 29–46. https://doi.org/10.1108/JEFAS-08-2018-0086
Osakwe, C., Chovancova, M., & Ogbonna, B. U. (2016). Linking SMEs profitability to brand orientation and market-sensing capability: A service sector evidence. Periodica Polytechnica Social & Management Sciences, 24(1), 34–40. https://doi.org/10.3311/PPSO.8069
Popović-Pantić, S., Semenčenko, D., & Vasilić, N. (2020). Digital technologies and the financial performance of female SMEs in Serbia: The mediating role of innovation. Economic Analysis, 65 (224), 53–80. https://doi.org/10.2298/EKA2024053P 
Porter, M. E. (1985). Competitive advantage: Creating and sustaining superior performance. The Free Press.
Porter, M. E. (2008). The five competitive forces that shape strategy. Harvard Business Review, 1(1), 27–41.
Porter, M. E. (1991). Towards a dynamic theory of strategy. Strategic Management Journal, 12(S2), 95–117. https://doi.org/10.1002/smj.4250121008 
Ruel, H., Rowlands, H., & Njoku, E. (2021). Digital business strategizing: The role of leadership and organizational learning. Competitiveness Review, 31(1), 145–161. https://doi.org/10.1108/CR-11-2019-0109
Shabbir, M. Q., & Gardezi, S. B. W. (2020). Application of big data analytics and organizational performance: The mediating role of knowledge management practices. Journal of Big Data, 7(1), 1–17. https://doi.org/10.1186/s40537-020-00317-6
Sheehan, N. T., & Foss, N. J. (2017). Using Porterian activity analysis to understand organizational capabilities. Journal of General Management, 42(3), 41–51. https://doi.org/10.1177/0306307017690518
Sims, J., Gichoya, J., Bhardwaj, G., & Bogers, M. (2018). Write code, save lives: How a community uses open innovation to address a societal challenge. R&D Management, 49(3), 369–382. https://doi.org/10.1111/radm.12338
Teece, D., & Pisano, G. (1994). The dynamic capabilities of firms: An introduction. Industrial and Corporate Change, 3(3), 537–556. https://doi.org/10.1093/icc/3.3.537-a
Thomas-Francois, K., Joppe, M., & von Massow, M. (2021). The impact of customer engagement and service leadership on the local food value chain of hotels. Journal of Hospitality and Tourism Insights, 4(1), 35–58. https://doi.org/10.1108/JHTI-03-2020-0031
Wang, S., & Wang, H. (2020). Big data for small and medium-sized enterprises (SME): A knowledge management model. Journal of Knowledge Management, 24(4), 881–897. https://doi.org/10.1108/JKM-02-2020-0081
Yasmin, M., Tatoglu, E., Kilic, H. S., Zaim, S., & Delen, D. (2020). Big data analytics capabilities and firm performance: An integrated MCDM approach. Journal of Business Research, 114, 1–15. https://doi.org/10.1016/j.jbusres.2020.03.028

































[image: ]
The Journal of Social Change, sponsored by Walden University, welcomes manuscripts focusing on interdisciplinary research in social change that improves the human condition and moves people, groups, organizations, cultures, and society toward a more positive future.


Journal of Social Change			4
image2.jpeg




image1.png




image3.jpeg
J | SOCIAI CHANGE




image4.emf
‘WALDEN UNIVERSITY










