
A Literature Review on the Impact of Social Media Platforms on 
Small and Medium Enterprise (SMEs) Development 

John Amoah 
Tomas Bata University, Zlin, Czech Republic 
amoah@utb.cz 
DOI: 10.34190/EIE.20.226 
 
Abstract: The paper accesses the impact of social media platforms (networks) on Small and Medium Enterprises (SMEs). The 
contribution of SMEs to the development of many developed and developing countries cannot be overemphasized in job 
creation and its significance to the contribution to their Gross Domestic Products (GDPs). Social media has taken dominance 
in the world and has subsequently introduced a new paradigm in the operations of businesses. The introduction of 
Smartphone has significantly informed the decisions by SMEs to deploy social media platforms (networks) for their 
operations. Despite growing interest in this area of research, knowledge gaps still exist, providing opportunities for further 
research to be conducted. A qualitative approach has been adopted in this research as a methodology, specifically, document 
analysis. The database of SCOPUS, WoS, and Google Scholar was the source of generating   scientific papers via keywords 
search. The theoretical implication of this paper would add to the existing body of knowledge and contribute to filling the 
existing research gap in this research area. The results provided by this paper would help SME practitioners to obtain 
adequate information on the various social media platforms available for them to adopt, and how those platforms can 
contribute to their success. The study provides the basis for further research since it is purely a literature review.  
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1. Introduction 

Social media has taken dominance in the world and has subsequently introduced a new paradigm in the 
operations of businesses of Small and Medium Enterprises (SMEs). The contribution of SMEs to the development 
of many developed and developing countries cannot be overemphasized in job creation and significant 
contribution to Gross Domestic Products (GDPs)(Kwaku Amoah, 2018; Kumar, 2017).In addition, Kaplan & 
Haenlein, (2010)has defined social media as a group of internet-based applications that builds on the ideological 
and technological foundations of Web 2.0 which allows the creation and exchange of user-generated content. 
For customers or consumers who are on the lookout to obtain product or service information, social media 
platforms have become a significant source. Most Small and Medium Enterprise now have social media 
platforms that enable their customers to have access to most of the information they need about their products 
and services. A study by Darban and Li (2012) where they evaluated the impact of online social networks on the 
buying behavior of consumers, revealed that social media makes it possible to compare promotions, offers, and 
services from several businesses to find the best offer.  
 
However, there are several social media outlets that Small and Medium Enterprises have to choose from to 
enjoy the benefits that social media brings to businesses. Most of the social media platforms used by SMEs 
include Facebook, LinkedIn, Instagram, and Twitter. Most SMEs at every point in time run promotions on at 
least, one of these platforms. These social media sites are amongst the popular sites in recent times. 
Nonetheless, the choice of the type of social media to be adopted by the SME is dependent on the number of 
individuals who patronize the social media platform, and how accessible the social media platform is 
(Greenwood, Perrin, &Duggan, 2016). Moreover, Kaplan & Haenlein, (2010) have indicated that social media has 
the advantage of delivering businesses to end-consumers directly, at a low price and on time. Similarly, social 
media facilitates two-way communication between individuals and business entities. This provides the 
opportunity to associate with other people, looping feedback effectively. Also, Georgi & Mink, (2013) disclosed 
that consumers and customers can interact with one another and retailers on social networking sites. Thus 
individuals can express freely their concerns and can receive an immediate reply from SMEs. Brand awareness, 
acquisition of information, purchase behavior, and post-purchase communication and evaluation are stages of 
consumer decision making processes that are considerably influenced by social media (Mangold and Faulds, 
2009). Lee, (2013) conducted a study to describe why, when, and how social media had impacted the buying 
behavior of consumers. The study employed a quantitative research approach of which empirical data was 
collected by sending out questionnaires to individuals. Findings from the research revealed that before buying 
a product, consumers were extremely selective in processing, attending, and selecting information. Further 
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findings indicated that collective feedbacks, particularly, access to word of mouth and customer experiences on 
social media affected the buying behavior of consumers. 
 
Baruah, (2012) conducted a study on the usefulness of social media as a communication tool and its technology-
enabled connections probability. Residents of Guwahati city in the urban areas of North-East India formed the 
respondents of the study. A sample of 200 respondents consisting of teachers, students, marketing 
professionals, engineers, and businessmen was included in the study. It was reported that social media 
technology is a very effective promotional tool since it has the capability of reaching audiences all over the world. 
Despite growing interest in this area of research, knowledge gaps still exist, providing opportunities for further 
research to be conducted.  
 
The theoretical implication of this paper would add to the existing body of knowledge and contribute to filling 
the existing research gap in this research area. The results provided by this paper would help SMEs practitioners 
to obtain adequate information on the various social media platforms available for them to adopt, and how 
those platforms can contribute to their success. This paper is structured as follows; the key literature on social 
media on SMEs is reviewed.  Section 3 is followed by the methodology and sources of data for the empirical 
analysis of social media on SMEs. The limitation and theory of practice are discussed in Section 4 and 5 
respectively. The final part gives up with recommendations and suggestions for further research. 

2. Literature review 

2.1 Profitability/revenue generation 

Social media platforms have impacted positively on the financial performance of SMEs and their business and 
organizational performance(Seiler, Papanagnou, and Scarf, 2020). A study on social media networks or platforms 
by Apenteng et al., (2020) revealed that there is a positive relationship in terms of profitability or revenue 
generation through the engagement of Facebook. The publication concluded that revenue generation has been 
increased by SMEs through this construct. Similarly, Gligor & Bozkurt, (2020) positively expressed that the 
widespread adoption of social media platforms has consequently increased customer engagement with the 
firms, leading to improved performance, and affecting the bottom-line through increased revenue generation 
by the SMEs. The introduction of social media platforms has solved the financial health of Small and Medium 
enterprises through the maintenance of customer relationship management(Nasir, 2015). Thus, social media is 
deemed as a key competitive advantage for businesses that seek growth and advancement(Bianchi & Andrews, 
2015;)Kuchciak, 2013). For instance, Kuchciak (2013) highlighted that Twitter was used by the Bank of America 
to provide real-time solutions to customer’s problems which resulted in significant improvement in their 
financial performance. Similar research by Street (2014) also provided that the retail giant, Amazon, through the 
adoption of Twitter in 2011 supported their business strategy in enhancing interactions between customers and 
the company. These changes saw significant changes in their financial position. 
 
It thus supposes that these platforms or networks have altered the dynamism of the markets in terms of 
customer purchase and post-purchase. Extensive research by Odupitan (2017), highlighted that social media 
platforms such as Facebook, Instagram and Twitter have enhanced many fast-moving consumable goods of the 
food industry to improve upon their sales targets leading to increased profits. Similarly, Fuentes also agreed that 
social media platforms like WhatsApp and Facebook have increased the sales margins of most hotels in the 
hospitality industry of Small and Medium Enterprises after its adoption as a marketing tool. Because of this, we 
proposed that: 

Proposition 1: Social media platforms relate positively to SME’s profitability or revenue generation. 

2.2 Communication and marketing enhancement 

Social media platforms in postmodernism have made consumer and producer relationships very communicative. 
This factor has caused SMEs to frequently market and communicates with each other without any 
impediments(Poell, 2017; Ainin et al., 2015)Extensive studies by Kaplan, (2012) about social media outlined that 
firms now used social media platforms for marketing research to improve upon customer communication, sales 
promotions or discounts and above all maintain a proper customer relationship with their customers. It was 
finalized that these social media networks have improved the communication channels of firms. Thus, there is 
efficiency in solving challenges as compared to the traditional ways of communication by television and radio. 
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Likewise, Lim et al., (2012) suggested that social media networks have made two- way conversation possible and 
easier for consumers and SMEs. However, the key functions of marketing departments such as promotion, 
product distribution, communication, management, and research have become easy to be carried out. 
 
Social media networks have improved marketing strategies for SMEs. Thus, the promotion of products and 
services online has proven to be efficient and effective(Sokolova& Kefi, 2020). Also, Hwang & Zhang, 
(2018)outlined that the issue of parasocial relationship which existed between customers and product providers 
has been eliminated as a result of social media platforms. In this regard, both the customer and provider knows 
what exists and proceed to establish a more informative and trustworthy relationship than the traditional way 
of communication. Algharabat et al., (2020) in their publication of investigating the antecedents of customer 
brand engagement and consumer-based brand equity in social media finalized that three key factors are always 
factored by firms in marketing and communication enhancement that is consumer involvement, consumer 
participation, and self-expressive brand. A similar publication by Bianchi & Andrews, (2015)on marketing 
managers' perspectives on social media also concluded that social media platforms have impacted positively on 
the marketing practices of SMEs. Further, customer engagement, brand image enhancement, return on 
investment, and meeting consumer needs through time and place increase with the use of social media. Based 
on we propose that: 

Proposition 2: Social media relates positively to communication and marketing enhancement in 
SMEs 

2.3 Market expansion 

Social Media platforms have become the modus operandi that Small and Medium Enterprise are using to expand 
their marketing accessibility in the 21st century that has influenced the buying behavior of consumers(Fortis et 
al., 2012). Also, Shao et al., (2016) pointed out that platforms such as Facebook have changed the consumer 
pattern of consumption hence affecting SMEs positively. Research by Groeger and Buttle, (2016)revealed that 
social media networks like Facebook, YouTube, and Twitter have impacted positively on the lives of consumers’ 
communication habits of consumption. It is considered that consumers are always in close contact with brands 
and products by reading, watching, commenting, liking, and sharing causing SMEs to expand their markets to 
meet the demands of the market. Ainin et al., (2015) also investigated the factors influencing social media by 
SMEs and concluded that a social media platform like Facebook has impacted positively on the market expansion 
activities of SMEs because Facebook has now become a popular choice of promoting business. This platform 
allows communications to go beyond private and evolves into a conversation that is easily followed by many 
users. Therefore, business owners now fully use Facebook for selling, advertising, and marketing at a relatively 
cheaper cost. SMEs thus do this promotion by sharing, tagging, messaging, commenting, and notifying. 
 
Small and Medium Enterprises have expanded their market base through the creation of value for the customer, 
identifying the value stream, creating flow, producing only what is pulled by the customer, and continuous 
improvement by continuously identifying and eliminating waste (Ghezzi and Cavallo, 2020). In the study of 
Acquisti and Fong(2020), it is established social networks have created channels for  SMEs to facilitate and 
improve the firm's and consumers' markets. Keegan and Rowley(2017), adds that social networks improve the 
market linkage of SMEs and their consumers than the traditional marketing channels, centering on the two-way 
communication or exchange. This has improved their engagement in existing social media conservations to 
protect their corporate and brand reputation. In response to this, we propose: 

Proposition 3: Social media positively influences Market Expansion in SMEs 

2.4 Growth and developments 

Small and Medium Enterprises have seen tremendous changes in their growth and developments as a result of 
social media platforms or networks. The growth and development of SMEs have peaked in recent times since 
these platforms have birthed innovation among firms. Further, it has enabled these firms to modify and adapt 
their products and services and enhanced new product development(Ghezzi and Cavallo, 2020). In similar 
literature by Scott and Orlikowski(2012), it was established that social media networks have brought about fair 
growth and development through online accountability which has been a key part of the processes of Small and 
Medium enterprises. Thus, social media platforms provide a system for growth and development data 
generation, which has become a very powerful tool for today’s SMEs in its developments by serving its 
consumers right and at the right time. Therefore we propose that:  
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Proposition 4: Social media networks or platforms associate positively with growth and 
development in SMEs 

Following the literature review and the corresponding proposition, we conceptualized a framework in figure 1 
below: 

 

Figure 1: Conceptual model of the study. Source: Author’s own 

3. Methodology 

This paper adopted the qualitative method as the main approach for the work. Document analysis was used as 
the key technique for this study. Bowen, (2009)defines document analysis by using both printed and electronic 
materials for reviewing and evaluating documents to arrive at a meaningful conclusion. The adoption of 
document analysis provided enough grounds for relevant information and contents for this study which also 
proved positive for this study (Keles, Mccrae and Grealish, 2020; Maharani and Gozali, 2015). Scopus, WoS, and 
Google Scholar databases were used for searching for information via keywords search using the titles, 
keywords, and abstracts ranging from 2008 to 2020. Because of the objective in mind, forty one papers were 
reviewed for the study out of the numerous publications downloaded. All the publications downloaded were 
published in English. 
 
Also, some information from secondary sources related to the topic was reviewed as part of the method for the 
research. Other readers and researchers are encouraged to find interest in the research works of ((Tajudeen, 
Jaafar, and Ainin, 2018; Wardati & Er, 2019; Ainin, Parveen, and Moghavvemi, 2015; Owen, 2014) by conducting 
a qualitative survey.  

4. Limitations of the paper 

This study could have been strengthened by including several other popular electronic databases that publish 
on SMEs to provide a larger base and a holistic view of the dominant issues identified and discussed in this 
review. Furthermore, articles that we did not have full access to in some databases could not be reviewed as 
part of this study.  

5. Theoretical and practical implications 

The topic under discussion has both theoretical and practical implications for research and industry. A significant 
outcome of this research is to offer knowledge to Small and Medium Enterprises and other industry players on 
the various social media platforms or networks that are available for their consideration and subsequent 
adoption which can positively contribute to their success. Secondly, this research establishes that these social 
media platforms and tools would benefit SMEs in terms of creating meaningful relationships with customers, 
learning about the audience, improving market intelligence, and discovering new customers. Further, its 
adoption is likely to ensure instant customer feedback, increase brand awareness, and increase the firms’ scope 
and reach. For SMEs, this research also establishes that social media provides benefits such as increasing sales 
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volume and profitability, improving sourcing for financial assistance, and the maintenance of a solid financial 
position.  
 
On the other hand, the theoretical implication of this paper would add to the existing body of knowledge and 
contribute to filling the existing research gap in this research area, and provide insights into the various social 
media platforms that Small and Medium Enterprise can leverage on for their operations.  

6. Suggestions for future research and conclusions  

In conclusion, the work established a link between social media platforms and their impacts on Small and 
Medium enterprises. The researcher has shown that Small and Medium Enterprises can reliably use social media 
platforms to improve their profitability or revenue generation, communication, and marketing enhancement, 
market expansion and growth and developments since the use of the traditional way of communication of 
products and services to customers is becoming obsolete. 
 
Again, there are various reasons why going forward, SMEs must adopt the use of social media platforms 
especially in developing countries where this phenomenon is emerging, as it can strengthen their base for 
operations, satisfying customers, and above all improving the financial status or performance. 
 
Because qualitative methodology was used for the study, it therefore, gives room for future suggestions and 
research. The researcher has proposed a conceptual framework model (Figure 1)showing the relationship 
between profitability or revenue generation, communication and marketing enhancement, market expansion, 
and growth and development on SME's platforms or networks. Some literature on media and modernity theory 
and resource mobilization theory was also reviewed since the entire work is yet to be tested empirically. 
Moreover, other different approaches can be used for detailed future research on the said topic. 

Acknowledgements 

This work is supported by Tomas Bata University in Zlin through; IGA/FaME/2019/002. The role of the 
institutional environment in fostering entrepreneurship. 

References  

Acquisti, A. and Fong, C. (2020) ‘An experiment in hiring discrimination via online social networks’, Management Science, 
66(3), pp. 1005–1024. DOI: 10.1287/mnsc.2018.3269. 

Ahmed, I. et al. (2013) ‘Employee performance evaluation: A fuzzy approach’, International Journal of Productivity and 
Performance Management, 62(7), pp. 718–734. DOI: 10.1108/IJPPM-01-2013-0013. 

Ainin, S. et al. (2015) ‘Factors influencing the use of social media by SMEs and its performance outcomes’, Industrial 
Management and Data Systems, 115(3), pp. 570–588. DOI: 10.1108/IMDS-07-2014-0205. 

Ainin, S., Parveen, F. and Moghavvemi, S. (2015) 'Factors influencing the use of social media by SMEs and its performance 
outcomes'. DOI: 10.1108/IMDS-07-2014-0205. 

Algharabat, R. et al. (2020) ‘Investigating the antecedents of customer brand engagement and consumer-based brand 
equity in social media’, Journal of Retailing and Consumer Services. Elsevier Ltd, 53(October 2018), p. 101767. DOI: 
10.1016/j.jretconser.2019.01.016. 

Apenteng, B. A. et al. (2020) ‘Examining the relationship between social media engagement and hospital revenue’, Health 
Marketing Quarterly. Routledge, 37(1), pp. 10–21. DOI: 10.1080/07359683.2020.1713575. 

Baruah, T. D. (2012) 'Effectiveness of Social Media as a tool of communication and its potential for technology-enabled 
connections: A micro-level study', International Journal of Scientific and Research Publications, 2(5), pp. 1–10. DOI: 
ISSN 2250-3153. 

Bianchi, C. and Andrews, L. (2015) ‘Investigating marketing managers’ perspectives on social media in Chile’, Journal of 
Business Research. Elsevier Inc., 68(12), pp. 2552–2559. DOI: 10.1016/j.jbusres.2015.06.026. 

Bowen, G. A. (2009) ‘Document analysis as a qualitative research method’, Qualitative Research Journal, 9(2), pp. 27–40. 
DOI: 10.3316/QRJ0902027. 

Darban, A., and Li, W. 2012. The impact of online social networks on consumers' purchasing decision: The study of food 
retailers'. Master, Jonkoping University. 

Fotis, J., Buhalis, D. and Rossides, N. (2012) ‘Social Media Use and Impact during the Holiday Travel Planning Process’, 
Information and Communication Technologies in Tourism 2012, pp. 13–24. DOI: 10.1007/978-3-7091-1142-02. 

Fuentes, I. C. O. (2017) ‘Master in hospitality management business plan of repositioning ñaupa house hostel (December). 
Greenwood, S., Perrin, A., and Duggan, M., 2016. Social media update 2016. Pew Research Center, 11(2). 
Georgi, D. and Mink, M. (2013) ‘Journal of Retailing and Consumer Services eCCIq : The quality of electronic customer-to-

customer interaction’, Journal of Retailing and Consumer Services. Elsevier, 20(1), pp. 11–19. DOI: 
10.1016/j.jretconser.2012.08.002. 

73



 
John Amoah 

Ghezzi, A. and Cavallo, A. (2020) ‘Agile Business Model Innovation in Digital Entrepreneurship: Lean Startup Approaches’, 
Journal of Business Research. Elsevier, 110(February 2017), pp. 519–537. DOI: 10.1016/j.jbusres.2018.06.013. 

Gligor, D. and Bozkurt, S. (2020) ‘FsQCA versus regression: The context of customer engagement’, Journal of Retailing and 
Consumer Services. Elsevier Ltd, 52(March 2019), p. 101929. DOI: 10.1016/j.jretconser.2019.101929. 

Groeger, L. and Buttle, F. (2016) 'preprint - ze złym opisem Deciphering Word-of-Mouth Marketing Campaign Reach.', 
Journal of Advertising Research, 56(4), pp. 368–384. DOI: 10.2501/JAR-2016-000. 

Hwang, K. and Zhang, Q. (2018) ‘Influence of parasocial relationship between digital celebrities and their followers on 
followers’ purchase and electronic word-of-mouth intentions, and persuasion knowledge’, Computers in Human 
Behavior. Elsevier B.V., 87, pp. 155–173. DOI: 10.1016/j.chb.2018.05.029. 

Kaplan, A. M. (2012) ‘If you love something, let it go mobile: Mobile marketing and mobile social media 4x4’, Business 
Horizons. 'Kelley School of Business, Indiana University', 55(2), pp. 129–139. DOI: 10.1016/j.bushor.2011.10.009. 

Kaplan, A. M., and Haenlein, M. (2010) 'Users of the world, unite! The challenges and opportunities of Social Media', 
Business Horizons. DOI: 10.1016/j.bushor.2009.09.003. 

Keegan, B. J. and Rowley, J. (2017) ‘Management Decision Evaluation and decision making in social media marketing’, 
Management Decision Journal of Research in Interactive Marketing Journal of Small Business and Enterprise 
Development, 55(4), pp. 15–31. Available at: https://www.emeraldinsight.com/doi/abs/10.1108/MD-10-2015- 

Keles, B., Mccrae, N. and Grealish, A. (2020) 'A systematic review : the influence of social media on depression, anxiety and 
psychological distress in adolescents', International Journal of Adolescence and Youth. Routledge, 25(1), pp. 79–93. 
DOI: 10.1080/02673843.2019.1590851. 

Kuchciak, I. (2013) ‘How Social Media will Change the Future of Banking Services’, pp. 1–5. DOI: 10.7763/IPEDR. 
Kumar, R. (2017) ‘Targeted SME Financing and Employment Effects’, Targeted SME Financing and Employment Effects, (3). 

DOI: 10.1596/27477. 
Kwaku Amoah, S. (2018) ‘The Role of Small and Medium Enterprises (SMEs) to Employment in Ghana’, International Journal 

of Business and Economics Research, 7(5), p. 151. DOI: 10.11648/j.ijber.20180705.14. 
Lee, E. (2013) ‘Impacts of Social Media on Consumer Behavior– Decision Making Process’, Bachelor’s thesis, pp. 1–77. 
Lim, Y., Chung, Y. and Weaver, P. A. (2012) ‘The impact of social media on destination branding: Consumer-generated 

videos versus destination marketer-generated videos’, Journal of Vacation Marketing, 18(3), pp. 197–206. DOI: 
10.1177/1356766712449366. 

Maharani, W., and Gozali, A. A. (2015) 'Collaborative Social Network Analysis and Content-based Approach to Improve the 
Marketing Strategy of SMEs in Indonesia', Procedia Computer Science. Elsevier Masson SAS, 59(Iccsci), pp. 373–381. 
DOI: 10.1016/j.procs.2015.07.540. 

Mangold, W. G. and Faulds, D. J. (2009) 'Social media : The new hybrid element of the promotion mix'. DOI: 
10.1016/j.bushor.2009.03.002. 

Nasir, S. (2015) Customer relationship management strategies in the digital era, Customer Relationship Management 
Strategies in the Digital Era. DOI: 10.4018/978-1-4666-8231-3. 

Odupitan, A. T. (2017) ‘Understanding the distribution channels of fast-moving consumable goods ( FMCG ) of the food 
industry in Nigeria’. 

Owen, G. T. (2014) ‘Qualitative methods in higher education policy analysis: Using interviews and document analysis’, 
Qualitative Report, 19(26), pp. 1–19. 

Öztamur, D., and Karakadılar, İ. S. (2014) 'Exploring the Role of Social Media for SMEs: As a New Marketing Strategy Tool 
for the Firm Performance Perspective', Procedia - Social and Behavioral Sciences, 150, pp. 511–520. DOI: 
10.1016/j.sbspro.2014.09.067. 

Poell, T. (2017) ‘UvA-DARE ( Digital Academic Repository ) The Affordances of Social Media Platforms’, pp. 223–253. 
Scott, S. V., and Orlikowski, W. J. (2012) 'Reconfiguring relations of accountability: Materialization of social media in the 

travel sector', Accounting, Organizations, and Society. Elsevier Ltd, 37(1), pp. 26–40. DOI: 10.1016/j.aos.2011.11.005. 
Seiler, A., Papanagnou, C. and Scarf, P. (2020) ‘On the relationship between financial performance and position of 

businesses in supply chain networks’, International Journal of Production Economics. Elsevier B.V., 227, p. 107690. 
DOI: 10.1016/j.ijpe.2020.107690. 

Shao, C. et al. (2016) 'Hoaxy: A Platform for Tracking Online Misinformation', pp. 745–750. DOI: 
10.1145/2872518.2890098.  

Sokolova, K. and Kefi, H. (2020) ‘Instagram and YouTube bloggers promote it, why should I buy? How credibility and 
parasocial interaction influence purchase intentions’, Journal of Retailing and Consumer Services. Elsevier Ltd, 
53(January), p. 101742. DOI: 10.1016/j.jretconser.2019.01.011. 

Street, B. (2014) ‘Institute of Transport and Logistics Studies Unit of Study Outline’, pp. 1–11. 
Tajudeen, F. P., Jaafar, N. I. and Ainin, S. (2018) ‘Understanding the impact of social media usage among organizations’, 

Information and Management. Elsevier B.V., 55(3), pp. 308–321. DOI: 10.1016/j.im.2017.08.004. 
Wardati, N. K. and Er, M. (2019) ‘The impact of social media usage on the sales process in small and medium enterprises 

(SMEs): A systematic literature review’, Procedia Computer Science. Elsevier B.V., 161, pp. 976–983. DOI: 
10.1016/j.procs.2019.11.207. 

74



xiii 

Ruslan Pavlov is a senior researcher at the Central  Economics and Mathematics Institute of the 
Russian Academy of Sciences, and post graduated from the same institution. His research interests 
include the diversification of business and big cycles, as well as the social responsibility of business 
and social entrepreneurship 

Doan Winkel, PhD, is the John J. Kahl, Sr. Chair in Entrepreneurship and the Director of the Edward 
M. Muldoon Center for Entrepreneurship at John Carroll University. He is the President-Elect of 
the United States Association for Small Business and Entrepreneurship (USASBE), and a 
contributing editor for Entrepreneurship Education & Pedagogy. He holds a PhD in Organizational 
Behavior from the University of Wisconsin – Milwaukee. Doan co-founded the Experiential 

Entrepreneurship Curriculum, which is being used at more than 70 universities to engage students in practicing 
entrepreneurial skills. His focus is on experiential learning, especially regarding equipping young people with the 
mindset to think and act entrepreneurially in whatever career path they choose. 

Biographies of Contributing Authors 

Elisabeth Lise Agerbaek MA is associate Professor in digital development at UCL University College, Odense, 
Denmark. Current research interests are in the field of university/industry collaboration in relation to robotics, 
AI and tourism. Other research areas are graphic design and information graphics, because of an entrepreneurial 
background in design.   
 
Daniel Agyapong is an Associate Professor of Finance and Entrepreneurship at the University of Cape Coast 
(Ghana). He has 55+ research articles on SME financing and sustainable business. He is involved in African 
Institute of Transformational Entrepreneurship, Switch Africa Green, Building Bridges Across Continents, and 
German-African University Partnership Platform for the Development of Entrepreneurs project.  
 
Ali Ahmad is a Senior Fellow of the Higher Education Academy UK, Fellow of Enterprise Educators UK and module 
leader for Innovation at WMG, University of Warwick. He has a decade of experience in teaching and scholarship 
in the areas of entrepreneurship and innovation. His works are regularly published in reputable international 
journals. 
 
Sawsan Al-Husseini is an Assistant Professor and a dean of Institute of Administration - Rusafa at Middle 
Technical University, Baghdad, Iraq. She received her PhD in management information systems from Plymouth 
University, UK, in 2014.Her main research areas are innovation, management information systems and 
education. She has many papers published at national and international journals and conferences. 
 
Wassim J. Aloulou is a professor (Ass.) at the CEAS at IMSIU. He received his PhD. in Management Sciences from 
the UPMF Grenoble 2, France, and from the FEMS of Sfax, Tunisia in 2008. He is an article editor of Sage Open 
and has published in journals including EJIM, IJGE, JSBED, JEC, JEEE, JIBED, and MEJM among others.  
 
Dalal Alrubaishi is an Assistant Professor in Entrepreneurship and Family Businesses at the College of Business 
Administration in Princess Nourah bint Abdulrahman University (PNU), Riyadh, Saudi Arabia. She holds an MBA 
from Prince Sultan University in Riyadh and a PhD from Royal Holloway, University of London, UK.  
 
Maher Alzyadat is a PhD student in Engineering Management, Department of electronic engineering at the 
University of York, UK. He holds an MSC in Engineering management, His main research areas are 
Intrapreneurship and innovation in technology SMEs." 
 
John Amoah is a PhD student at the Tomas Bata University, Zlin Czech Republic at the faculty of Management 
and Economic Department. He holds a masters degree in Marketing from the Pentecost University of Ghana. His 
main research area is on SMEs development in developing countries. 
 
Thomas Arctaedius is affiliated professor in entrepreneurship at Royal College of Music in Stockholm, Sweden. 
He received his PhD in nuclear physics at Stockholm University 1989. His main research areas are early stage 
start-ups, musical entrepreneurship and entrepreneurship education. He is also an experienced entrepreneur 
and has started several high-tech companies. 

https://teachingentrepreneurship.org/exec/
https://teachingentrepreneurship.org/exec/


Reproduced with permission of copyright owner. Further reproduction
prohibited without permission.


