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RESILIENCE STRATEGIES FOR
SMALL BUSINESS IN INDUSTRY 5.0



As Industry 5.0 redefines the relationship between humans and machines, mov-
ing beyond automation to embrace personalisation, sustainability, and collabora-
tion, this book — Resilience Strategies for Small Business in Industry 5.0 — offers a
clear, actionable roadmap for small businesses seeking not only to survive but to
thrive in Industry 5.0. It is a timely and insightful contribution to the evolving dis-
course on the future of entrepreneurship in an age of intelligent industry trans-
formation. The authors deftly explore how small enterprises can build adaptive
capacity, leverage digital-human synergies, and integrate ethical and sustainable
practices into their business models. Drawing from interdisciplinary research and
practical case studies, this book equips business leaders, policymakers, and schol-
ars with tools to navigate disruption and foster long-term resilience. I therefore
endorse this book for anyone invested in the future of small business whether as
a practitioner, academic, or policymaker. Resilience Strategies for Small Business
in Industry 5.0 is not just a manual for survival; it is a manifesto for inclusive and
intelligent growth in the next industrial age.

—Dr Vijay Prakash Gupta, Associate Professor and PhD Coordinator,
Institute of Business Management-GLA University Mathura, India

Resilience Strategies for Small Business in Industry 5.0 is a timely and insightful
contribution to the evolving landscape of business innovation and sustainability.
This book skilfully addresses the pressing need for small enterprises to adapt,
thrive, and lead in an era defined by human-centric technology and intelligent
collaboration. The editorial team has demonstrated remarkable dedication and
vision in curating a volume that is both academically rigorous and practically
relevant. Their collective expertise, drawn from diverse professional and cultural
backgrounds, has enriched the content, making it globally relevant and locally
impactful. Equally commendable is the diversity of the chapter contributors,
each bringing unique perspectives, experiences, and solutions that reflect the real-
world challenges faced by small businesses today. Their contributions ensure that
the strategies presented are not only theoretically sound but also grounded in
practice. This book is more than a scholarly resource; it is a strategic guide that
will empower small business owners, policymakers, and industry leaders to build
resilient systems capable of withstanding and growing through the disruptions
of the Industry 5.0 era. I wholeheartedly endorse Resilience Strategies for Small
Business in Industry 5.0 as a valuable and necessary addition to the library of any-
one invested in the future of small enterprise resilience and innovation.

Professor Popoola and Sunday Olanrewaju, Department of Library, Archival
and Information Studies, University of Ibadan, Ibadan, Nigeria



This page intentionally left blank



CONTEMPORARY ISSUES IN
ENTREPRENEURSHIP RESEARCH

Series Editor, Volumes 1-6: Gerard McElwee
Volume 7 onward: Paul Jones

Volume 11:

Volume 12:

Volume 13:

Volume 14:

Volume 15:

Volume 16:

Volume 17:

Volume 18A:

Volume 18B:

Volume 19:

Volume 20:

Forthcoming:

Volume 22:

Universities and Entrepreneurship: Meeting the Educational and
Social Challenges

Edited by Paul Jones, Nikolaos Apostolopoulos, Alexandros Kakouris,
Christopher Moon, Vanessa Ratten and Andreas Walmsley
Entrepreneurship in Policing and Criminal Contexts

Edited by Robert Smith

Global Migration, Entrepreneurship and Society

Edited by Natalia Vershinina, Peter Rodgers, Mirela Xheneti, Jan
Brzozowski and Paul Lassalle

Disadvantaged Entrepreneurship and the Entrepreneurial Ecosystem
Edited by David Grant Pickernell, Martina Battisti, Zoe Dann and
Carol Ekinsmyth

Entreprencurial Place Leadership: Negotiating the Entrepreneurial
Landscape

Edited by Robert Newbery, Yevhen Baranchenko and Colin Bell
Bleeding-Edge Entrepreneurship: Digitalization, Blockchains, Space,
the Ocean, and Artificial Intelligence

Edited by Jodo J. Ferreira and Patrick J. Murphy

Nurturing Modalities of Inquiry in Entrepreneurship Research: Seeing
the World Through the Eyes of Those Who Research

Edited by David Higgins, Catherine Brentnall, Paul Jones and Pauric
McGown

Creative (and Cultural) Industry Entrepreneurship in the 21st Century
Edited by Inge Hill, Sara R. S. T. A. Elias, Stephen Dobson and Paul
Jones

Creative (and Cultural) Industry Entrepreneurship in the 21st Century
Edited by Inge Hill, Stephen Dobson, Sara Elias and Paul Jones
Extracurricular Enterprise and Entrepreneurship Activity: A Global
and Holistic Perspective

Edited by Sarah Preedy and Emily Beaumont

Rural Entrepreneurship: Harvesting Ideas and Sowing New Seeds
Edited by Gary Bosworth, Polly Chapman, Robert Newbery, Artur
Steiner and Don J Webber

Creative Places: Creating Space for Creative Enterprise
Edited by Stephen Dobson



CONTEMPORARY ISSUES IN ENTREPRENEURSHIP
RESEARCH VOLUME 21

RESILIENCE STRATEGIES
FOR SMALL BUSINESS
IN INDUSTRY 5.0

EDITED BY

TIMILEHIN OLASOJI OLUBIYI
West Midlands Open University, Nigeria

OLUMIDE BABATOPE LONGE
West Midlands Open University, Nigeria

K. SUPPIAH SUSELA DEVI

Sunway University, Malaysia
AND

MUDITA SINHA

Christ University, India

CEMEE

United Kingdom — North America — Japan
India — Malaysia — China



Emerald Publishing Limited
Emerald Publishing, Floor 5, Northspring, 21-23 Wellington Street, Leeds LS1 4DL.

First edition 2026

Editorial matter and selection © 2026 Timilehin Olasoji Olubiyi, Olumide Babatope Longe,
K. Suppiah Susela Devi, and Mudita Sinha.

Individual chapters © 2026 The authors.

Published under exclusive licence by Emerald Publishing Limited.

Reprints and permissions service
Contact: www.copyright.com

No part of this book may be reproduced, stored in a retrieval system, transmitted in

any form or by any means electronic, mechanical, photocopying, recording or otherwise
without either the prior written permission of the publisher or a licence permitting
restricted copying issued in the UK by The Copyright Licensing Agency and in the USA
by The Copyright Clearance Center. Any opinions expressed in the chapters are those

of the authors. Whilst Emerald makes every effort to ensure the quality and accuracy of
its content, Emerald makes no representation implied or otherwise, as to the chapters’
suitability and application and disclaims any warranties, express or implied, to their use.

British Library Cataloguing in Publication Data
A catalogue record for this book is available from the British Library

ISBN: 978-1-83662-407-3 (Print)
ISBN: 978-1-83662-406-6 (Online)
ISBN: 978-1-83662-408-0 (Epub)

ISSN: 2040-7246 (Series)

£ ™Y
¢ Y
v v
¥ ¥
A} N ,.ft

INVESTOR IN PEOPLE


https://www.copyright.com

CONTENTS

About the Editors ix
About the Contributors xi
Foreword Xix

Chapter 1 Fostering Artificial Intelligence in Small Businesses
in Sub-Saharan Africa
Timilehin Olasoji Olubiyi 1

Chapter 2 Sustainability Through Green Entrepreneurial
Orientation (GEQO)
Indranil Mutsuddi and Sulagna Das 17

Chapter 3 Resilience Strategies and Sustainability in Business
Godwin Ayodeji Nwogu 37

Chapter 4 Quantum-inspired Strategies and Business
Resilience in Industry 5.0: A Study of Small Businesses
Saladi Jaswanth Seshasai, R. Vijay Raja and G. Kumar 53

Chapter 5 The Effect of Digital Transformation

Capability on Business Model Innovation in Industry 5.0:

Evidence from Vietnamese Small and Medium Enterprises

Tang My Sang 69

Chapter 6 Digital Marketing Strategy for SMEs in

India and South East Asian countries in Industry 5.0:

A Literature Review

Sabita Bhagabati 89

Chapter 7 Cyberloafing and the Future of Business
Productivity in Developing Economies: Insights From India
Divya, Timilehin Olasoji Olubiyi and Mahabir Narwal 105

vii



viil CONTENTS

Chapter 8 Sustainable Growth in SMEs With Generative Al:
Reaping Rewards, Tackling Challenges, With Human Insights
Umme Ara and Shivani Pandey

Chapter 9 Resilience: Future Trends and Challenges in
Small and Medium Enterprises

Mohit Sharma, Rishi Chaudhry, Raj Kumar,

Nitika Malik and Kuldeep Chaudhary

Chapter 10 Impact of Information and Communication
Technology on E-business of Small- and Medium-Scale
Enterprises in Nigeria

Mary Agamalafiya, Kelvin Inobemhe and Tsegyu Santas

Chapter 11 Prioritisation of Human Resource
Strategies in the Digital Transformation Process
of SMEs

Tugce Simsek and Ahmet Bahadir Simsek

Chapter 12 Disruptive Technology and Performance of
Manufacturing SMEs as Moderated by Technological
Innovation in South-West Nigeria

Olamide Titilayo Ayodeji, Timilehin Olasoji Olubiyi,
Titilayo Doris Ibikunle, Israel Olabode Aroge and
Abiodun Richard Obisanya

Chapter 13 Strengthening Legal Frameworks for Small
Businesses Integrating Artificial Intelligence in Consumer
Products: Navigating Nigerian Regulations in the Era of
Industry 5.0

Rosetta Okiemute Isiavwe, Mary-Ann Onoshioke Ajayi,
Folajimi Olayiwola Jejelola and Olayiwola Owoade Oladele

Chapter 14 E-commerce in Industry 5.0: Insights Into
Consumer Purchasing Preferences and Behavior
Richard Fedorko and Stefan Kral

Chapter 15 Talent Management Practices and Product
Differentiation as Resilience Strategies in Africa
Solomon Olusegun Adeoye and Johnson Ashiemamho Egwakhe

125

147

165

181

203

223

241

257



ABOUT THE EDITORS

Timilehin Olasoji Olubiyi is a renowned author, columnist, adviser, researcher,
and specialist in business. Dr Timi Olubiyi, as he is affectionately known, is a
highly experienced and esteemed expert. He is the Dean of the Faculty of
Management and Social Sciences and also a Senior Lecturer at West Midlands
Open University in Lagos State, Nigeria. Dr Timi Olubiyi has provided supervi-
sion for the academic theses of many students pursuing Master’s degrees (PhD,
MSc, MBA), as well as those pursuing Postgraduate Diplomas and Bachelor
of Science degrees. His research interests span a wide range of topics includ-
ing small business, sustainability, entrepreneurship, innovation, green orienta-
tion and practices, knowledge management, enterprise continuity, succession,
strategy, and leadership. Dr Timi Olubiyi is an individual with a strong academic
background, serving as editor-in-chief and member of the editorial board for
several high-impact publications, such as those indexed in Scopus and DOAJ.
ORCID: 0000-0003-0690-7722.

Olumide Babatope Longe, Professor, is the Vice Chancellor of West Midlands
Open University in Lagos State, Nigeria. He is the first known Nigerian aca-
demic to focus doctoral research on cyber security within the Nigerian societal,
and institutional context. He was a lead researcher on the New Partnership for
Africa’s Development (NE PAD) Council’s Cyber Security Program for Africa.
He has won several competitive grants including the highly competitive Google
CS4HS grant and the US Government Fulbright Alumni Innovation Engagement
Fund and contributed to several successful grant proposals in collaboration with
US and other scholars globally at the ICITD, Southern University, Baton Rouge,
LA, USA. He was on invitation and visited as a scholar at the Computer Security
Laboratory, Cambridge University, United Kingdom, Ryerson University,
Toronto, Canada, University of British Columbia, Vancouver Canada, Imperial
College, London and several other institutions in Africa. His works have been
cited on Google Scholar over 2,000 times.

K. Suppiah Susela Devi is a Professor of Accounting at the Department of
Accounting, Sunway Business School. Before joining SUNWAY, she was the
Dean of the Faculty of Business Technology and Accounting, at UNITAR
International University. Before joining UNITAR, she served for 27 years at the
University of Malaya. She obtained her PhD from the University of Waikato,
New Zealand. She has graduated over 20 PhD students since 2006. Served as
the Chief Editor of the Asian Journal of Business and Accounting, published by
the Faculty of Business and Accountancy, University of Malaya, from 2010 to
2014. Currently, she serves as Associate Editor of the Journal of Accounting in



X ABOUT THE EDITORS

Emerging Economies. In 2009, she served as Executive Director of the Malaysian
Accounting Standards Board. She was a council member of MIA from 2000 to
2002 and 2006 to 2008. She has been appointed as a Research and Publication
Pathway Consultant to Emerald Publishing UK.

Mudita Sinha is an experienced researcher, faculty, and associate professor with
proven abilities having over 12 years of experience as a research scholar, associ-
ate professor, and international salesperson with practical knowledge of market
research, customer satisfaction, industrial and research and development in the
pharma industry.



ABOUT THE CONTRIBUTORS

Solomon Olusegun Adeoye is a Lecturer in the Department of Business
Administration and Marketing in Babcock University, Nigeria. He holds National
and Higher National Diploma in Secretarial Administration and possesses higher
degrees in Master’s of Business Administration (MBA), Master’s of Philosophy,
and Doctor of Philosophy in Business Administration with option in Human
Resource Management. He has over 15 years’ experience in Office Administration
and People Management with an excellent track record working with top-level
professionals and faculties. He is a Fellow Member of the Chartered Institute
of Human Resources Management of Nigeria. He is also a Member of Nigeria
Institute of Management, Chartered. He published a book and several articles in
local and international journals of repute with numerous reading audiences. His
professional achievements, teaching experience, and interest in research and writ-
ing make him a valued scholar in business, management, and entrepreneurship.

Mary Agamalafiya is a student of Bingham University, Karu, Nigeria. She is an
economist with several years of experience in the financial sector of Nigeria.

Mary-Ann Onoshioke Ajayi is the Head of Law Programme in Bowen University,
Nigeria. She is the recipient of two doctorates from the University of Ibadan: one
from the African Law Unit, Institute of African Studies, and one from the Faculty
of Law. She started working at Lead City University in 2008 and was Sub-Dean
for five years. Her areas of competence in study are Human Rights, Comparative
African Customary Law, and Gender Justice. She has authored more than 60
peer-reviewed publications in prestigious national and international journals,
most recently concentrating on the intersection of traditional legal frameworks
with technology governance and Al policy in developing nations.

Umme Ara holds a Master of Commerce (MCom) degree from the University of
Allahabad and is currently engaged in research. Her research interests lie in the
areas of diversity, equity, and inclusion (DEI), sustainability, and entrepreneur-
ship resilience. Her work seeks to explore how these critical elements contribute
to organisational success and resilience in dynamic environments, focusing on
promoting inclusive and sustainable business practices.

Israel Olabode Aroge is a distinguished scholar in Project Management
Technology, known for his impactful research on sustainable project manage-
ment practices. He holds a Bachelor of Engineering in Mechanical Engineering
and advanced degrees in Project Management Technology. Currently, he serves as
the Acting Head of the Department of Project Management at Olusegun Agagu

X1



Xii ABOUT THE CONTRIBUTORS

University of Science and Technology. Aroge is a registered member of COREN
and NSE, emphasising professional ethics. His research focuses on integrating sus-
tainability into project management, and he actively mentors students while con-
tributing to academic forums, enhancing both theoretical and practical aspects of
the field. ORCID: 0000-0003-0729-0920.

Olamide Titilayo Ayodeji is a Senior Lecturer in the General Studies Department
at D. S. Adegbenro ICT Polytechnic, Itori — Ewekoro, Ogun State. She has exten-
sive leadership experience having served as the Head of Department of two
departments (Business Administration and General Studies) and lectured for over
17 years. Her academic qualifications include Bachelor’s degree in Agricultural
Economics from Olabisi Onabanjo University and Master’s in Agricultural
Economics from the University of Ibadan, with MPhil and a PhD in Business
Administration specialising in Entrepreneurship and Small Business Management
from Babcock University. Ayodeji is a registered member of the Nigerian
Institute of Management (MNIM) and also International Professional Managers
Association (IPMA). Additionally, she has journal articles, textbook, and chapter
contributions in textbooks to her credit. ORCID: 0009-0001-0299-7444.

Sabita Bhagabati is currently working as an Assistant Professor at Bhattadev
University, Bajali, Assam, India. Previously, she served as Assistant Professor
in West Guwahati Commerce College, Pandu College, and University of Science
and Technology Meghalaya, respectively, around eight years, located in Assam,
India. She has two Scopus publications, four UGC care-listed publications, along
with more than seven publications in ISSN chapter books and journals. She has
co-authored seven text books of Accounting and Finance. In addition, she pre-
sented her papers in several national and international seminars and conferences.

Kuldeep Chaudhary is a Distinguished Faculty Member at the Institute of
Management Studies and Research, Maharshi Dayanand University, Rohtak,
India. With a strong foundation in both the academic and practical aspects of
management, Professor Chaudhary actively contributes to various initiatives
aimed at promoting research and development in the field.

Rishi Chaudhry is a Prominent Faculty Member at the Institute of Management
Studies and Research, Maharshi Dayanand University, Rohtak, India. With
extensive experience in teaching and research, he specialises in various aspects of
management, including financial and cost management. Professor Chaudhry is
well respected in academic circles for his contributions to management education
and research, having published numerous articles in leading journals.

Sulagna Das is an Associate Professor at JIS University Kolkata with over
17 years of experience in Corporate and Academics. Her research areas cover
Management and Social Science. She has papers on banking, microfinance, digi-
tal finance and marketing, blockchain and finance, cybersecurity aspects of the



About the Contributors xiil

finance sector, women empowerment, etc. She has done her MBA and PhD from
KIIT School of Management, KIIT University, Bhubaneswar. Dr Das has her
articles published in national and international, peer-reviewed/Scopus-indexed
journals and conferences organised by IIMs and IITs. She has achieved Best
Paper Awards in conferences of national and international repute and received
Innovation Award in 2020-2021 and 2021-2022 from her university, for her
contribution towards research. She is a reviewer for Scopus-indexed, ABDC-A-
ranked journals of Springer, Emerald, and IGI Global. She is also an external
thesis evaluator for Foreign and Central Universities of India.

Divya is a Research Scholar from the Department of Commerce, Kurukshetra
University, Kurukshetra, India. Her area of research is cyberloafing, human
behaviour, human, and computer interaction. She has publications in Scopus-
indexed journals. She has presented papers in various national and international
conferences during her PhD period.

Johnson Ashiemamho Egwakhe is a Professor of Business Administration and
Marketing in the Department of Business Administration and Marketing, School
of Management Sciences, Babcock University. He is a selfless teacher, researcher,
and mentor. His interests are in institutional economics, international trade,
international economics, and international development.

Richard Fedorko is an Associate Professor; he is currently working at the Faculty
of Management and Business of the University of Presov as Vice Dean for
Science, Research, and Marketing. He is a long-term member of the Department
of Marketing and International Trade, where he is engaged in research activi-
ties focused on digital marketing and e-commerce, especially on the issue of con-
sumer behaviour in the online environment. He is currently involved in several
domestic and foreign research grant tasks. He has more than 10 completed grant
tasks where he acted as a chief researcher or deputy chief researcher.

Titilayo Doris Ibikunle holds a BSc in Management and an MSc in Business
Administration from Kogi State University and Obafemi Awolowo University,
respectively. She earned her PhD in Business Administration from Babcock
University, Ilisan — Remo, Ogun State. A Fellow Member of the Nigerian Institute
of Certified Business Consultants and a member of the Nigerian Institute of
Management (NIM), she lectures in the Department of Business Administration
and Entrepreneurship at OAUSTECH. With over 13 years of administrative
experience, she has numerous publications and has collaborated with other schol-
ars in her field. ORCID: 0009-0003-1700-5908.

Kelvin Inobemhe is a doctoral candidate. He holds a Master of Science (MSc)
degree from Nasarawa State University, Keffi in 2021. He currently lectures in
the Department of Mass Communication, Lagos Campus of Glorious Vision
University, Ogwa, Edo State in Nigeria.



Xiv ABOUT THE CONTRIBUTORS

Rosetta Okiemute Isiavwe is a lecturer and legal scholar in the College of Law
at Bowen University. She has an LL. B and an LL. M from the University of
Ibadan, with a focus on business management, consumer protection, and com-
petition law. Her study focuses on consumer protection frameworks and artifi-
cial intelligence regulation in Nigeria’s digital economy, and she is now working
toward a PhD. Her study on AI’s potential to strengthen consumer protection
legislation and the regulatory obstacles small firms face has been substantial.
She is a member of both the Chartered Institute of Arbitrators (UK) and the
Nigerian Bar Association.

Folajimi Olayiwola Jejelola is a legal expert with over 14 years of experi-
ence, specialising in criminal law, alternative dispute resolution, and cyber
tech law. Currently an Assistant Chief State Counsel at the Public Complaints
Commission, he is also an Adjunct Lecturer at the Atiba University, Oyo State,
Nigeria, an Associate of the Nigerian Institute of Chartered Arbitrators, and a
Fellow of the Institute of Corporate Administration of Nigeria. A PhD candi-
date at the University of Ibadan, he has authored publications on artificial intel-
ligence, transnational crime, and alternative dispute resolution. In his academic
and career pursuit, he has enjoyed sponsorship by United Nations Office on Drug
and Crime, and Erasmus. Passionate about integrating law with business and
technology, he balances his professional life with family and personal interests in
music and online exploration.

Stefan Kral’ completed his Doctoral studies at the Faculty of Management and
Business of the University of PreSov in the study programme management.
During his postgraduate studies, he was awarded the PU Rector’s Prize. Currently,
he is an Assistant Professor at the Department of Marketing and International
Trade. In the pedagogical activities, he participates in the teaching of market-
ing, e-commerce, digital strategies, marketing of intangible products and service
enterprises, and project management.

G. Kumar holds a BE in Electronics and Communication (SRM Engineering
College, 2001), an MBA (Bharathidasan University, 2007), and a PhD in
Management (SRM Institute of Science and Technology, 2009). His doctoral
research focused on mobile banking adoption in Chennai. With 144 years
of teaching experience at SRM’s Faculty of Management, he has published
70+ articles in reputable journals. Additionally, he served as a programmer
(2003-2009) with system administration and documentation responsibilities. His
areas of expertise include business analysis, analytics, programming (Python, R),
data structures, storytelling, statistics, big data, SQL, and machine learning. He
has held the role of Domain Coordinator-Systems (2022-2023) and currently
mentors and leads classes for management students.

Raj Kumar is a Distinguished Academic at the Institute of Management
Studies and Research, Maharshi Dayanand University, Rohtak, India. His
expertise lies in research methodology, finance, where he combines theoretical



About the Contributors XV

frameworks with empirical research to develop actionable insights for busi-
nesses. Professor Kumar has a wealth of experience in mentoring students and
guiding research projects that focus on contemporary issues in the business
world. His commitment to advancing management education is reflected in his
active participation in various academic conferences and his contributions to
scholarly publications.

Nitika Malik is a promising Research Scholar at the Institute of Management
Studies and Research, Maharshi Dayanand University, Rohtak, India. She is
currently engaged in research examining the relationship between social media
advertising, brand image, and consumer purchase intentions. Her academic
background in management studies has equipped her with strong research and
analytical skills, and she is passionate about understanding how businesses can
effectively connect with consumers through innovative advertising strategies.

Indranil Mutsuddi, a PhD in Management Studies from Amity University Uttar
Pradesh, is currently the Head of Department of Management Studies at JIS
University, Kolkata. With over 20 years of teaching experience, he has worked
with prestigious institutions in India, including Amity Global Business School
Noida, Delhi School of Professional Studies and Research, DSMS Business
School, Acharya Institute of Management and Sciences, Bangalore, and IBMR
Bangalore. Dr Mutsuddi has authored three textbooks, published over 60
research papers, and presented 46 research papers in national and international
conferences in management. He has also authored 10 book chapters in edited
books. His research interests include employee retention, emerging employee
behavioural trends, and skills sets. Dr Mutsuddi has chaired technical sessions
in management conferences and organised faculty development programmes.
He has received numerous awards, including the Gold Medal Award from All
India Management Association and the Prof Narendra Mohan Basu Award
from Presidency College, Kolkata. He is a Life Member of the National HRD
Network Kolkata Chapter, Indian Commerce Association India, and Presidency
University Kolkata Alumni Association.

Mahabir Narwal is working as a Professor at the Department of Commerce,
Kurukshetra University. His research interests are corporate social responsibility
and marketing. He has published several research papers in leading national and
international journals. His contributions have been showcased at various national
and international seminars, reflecting his academic excellence in the field of com-
merce and management.

Godwin Ayodeji Nwogu is a Lecturer in the Department of Adult Education at
the Federal University Oye-Ekiti in Nigeria. He holds a Degree in Community
Development and Industrial Education and has contributed significantly to
academic journals and industry forums. His research is lauded for its practi-
cal insights, blending theoretical rigour with actionable solutions for businesses
facing contemporary challenges. Beyond his academic achievements, Nwogu is



Xvi ABOUT THE CONTRIBUTORS

an active participant in global discussions on sustainability, resilience, and cor-
porate responsibility. He is committed to equipping organisations with tools to
thrive in uncertain environments while maintaining ethical and sustainable prac-
tices. In his article ‘Resilience Strategies and Sustainability in Business’, Nwogu
underscores the importance of adaptive capabilities, innovation, and stakeholder
engagement as key elements for achieving sustainable growth. His work continues
to inspire business leaders, scholars, and policymakers to prioritise sustainability
and resilience as core components of their strategic objectives. ORCID: 0000-
0002-3858-8183.

Abiodun Richard Obisanya is a Senior Lecturer in the Department of Public
Administration at D. S. Adegbenro ICT Polytechnicin Itori— Ewekoro, Ogun State.
Since 2022, he has served as the Head of Department. He holds a BSc in Public
Administration, an MSc in Political Science focused on Public Administration,
and a PhD in Public Administration with a specialisation in Public Financial
Management. Dr Obisanya is a member of the Chartered Institute of Local
Government and Public Administration and has actively collaborated with fellow
scholars through conferences, articles, and textbook chapter contributions.

Olayiwola Owoade Oladele is an expert in securities regulation, corporate man-
agement, and finance law. His work focuses on legal frameworks that promote
small and medium-sized businesses (SMEs), corporate governance, and business
ethics. He has made important contributions to the field of capital market regula-
tion research, promoting effective regulatory frameworks that safeguard investors
and make it easier for SMEs to obtain finance. In Nigeria’s Industry 5.0 transi-
tion, his knowledge of corporate law and business ethics offers vital insights into
Al regulation for consumer goods and long-term company success. He is also the
Provost of Law at Bowen University.

Shivani Pandey holds a Master of Commerce (MCom) degree from the University
of Allahabad and is currently pursuing research. Her academic focus centres
around key areas such as employee engagement, sustainability, employee reten-
tion, and employee well-being. Her research aims to contribute valuable insights
to these domains, emphasising strategies for enhancing organisational sustain-
ability while fostering a supportive work environment for employees.

R. Vijay Raja is an Assistant Professor in the College of Management at SRM
Institute of Science and Technology. He has more than 12 years of academic
experience and has 3.5 years of industry experience. He completed his Doctor
of Philosophy (PhD) in the area of ‘Electronic Recruitment’ in Human Resource
Management in the Department of Management Studies, University of Madras.
He completed his Master of Business Administration (MBA) in the year 2010
from London Metropolitan University, United Kingdom, and had an oppor-
tunity of working as a Lecturer in Business Studies, London Victoria College,
United Kingdom. He holds an Undergraduate degree in BE (Electronics and



About the Contributors XVii

Communication). As an academician, he had expertise in Human Resources
and Marketing and taught various subjects like Organisational Behaviour,
Human Resource Management, Manpower Planning and Selection, Marketing
Management, Consumer Behaviour, etc. At present, he is the programme coor-
dinator for MBA in Hospital Management. He has published various research
articles in Scopus-indexed and other peer-reviewed journals.

Tang My Sang is currently a Lecturer and Researcher at Ho Chi Minh City
University of Economics and Finance (UEF), Vietnam. She has held several
leadership roles in this university. She has practical as well as theoretical expertise
in the field of Education and Finance. Her research interests include sustainable
development, business management, finance, and banking.

Tsegyu Santas, PhD, is a Research Fellow with the Department of Media
Management, University of Religions and Denominations, Pardisan, Qom,
Iran. He is also a Faculty Member in the Department of Journalisms and Media
Studies, Nasarawa State University Keffi, Nigeria.

Saladi Jaswanth Seshasai is currently a Research Scholar in Faculty of
Management, SRM Institute of Science and Technology, specialised in domain
of Human Resource (HR) Management and Management Information Systems
(MIS) with area of focus in E-career Management and has published various
articles and book chapters in Scopus-indexed journals and participated in mul-
tiple forums on HR and MIS and presented academic as well as research-based
papers in high-profile conferences. In addition to academic career, Seshasai held
various managerial positions for event management handling, which on account
of all been as a contribution to the developmental alternative that could play
an advancing role for the well-being of research in various studies accounting
multiple aspects.

Mohit Sharma is a dedicated Research Scholar at the Institute of Management
Studies and Research (IMSAR), Maharshi Dayanand University, Rohtak, India.
He is currently pursuing research in the field of marketing, focusing on the impact
of a parent brand’s image on brand extensions. He is an active research scholar
and has various research publications and book chapters in national as well as
international journals/books. ORCID: 0009-0007-2280-8077.

Ahmet Bahadir Simsek received his PhD in 2019 from the Hacettepe University
Department of Business Administration. He has been working as a Researcher at
the Faculty of Health Sciences at Glimiishane University since 2019. He gives lec-
tures within the scope of operations research and conducts thesis consultancy in
various undergraduate and graduate programmes such as Health Management,
Disaster Management, and Business Administration. His research interest
focuses on mathematical modelling applications in managerial decision-making
and includes interdisciplinary collaboration.



xviii ABOUT THE CONTRIBUTORS

Tugce Simsek works as a Professor in the Human Resources Management
Department at Giimiishane University. Dr Simsek finished her PhD research
in Management and Organisation and proved her dedication to academia. Her
studies cover multiple fields such as management and organisation and human
resources. Dr Simsek conducted research that looked into strategies for hiring
staff while viewing them from an organisational viewpoint. In her research stud-
ies, she reveals her deep understanding of different management and human
resource aspects. Dr Simsek conducts research to advance our grasp of manage-
ment methods and how they impact organisations.



FOREWORD

In a period characterised by swift technology progress, societal transformations,
and environmental issues, small businesses encounter distinct opportunities and
significant problems. Industry 5.0, defined by the amalgamation of human intel-
lect with sophisticated technology like artificial intelligence, robotics, and the
Internet of Things, is revolutionising the domains of business, production, and
service provision. This transition, although it offers enhanced efficiency and crea-
tivity, also poses issues such as disruption, unpredictability, and the necessity for
swift reaction. In this situation, resilience is essential for the survival and growth of
small businesses. The book Resilience Strategies for Small Business in Industry 5.0
serves as a pertinent and essential resource for entrepreneurs, business executives,
scholars, and regulators. This book offers a comprehensive analysis of how small
businesses may not only endure but also prosper under disruptive challenges. By
meticulously examining modern scholarly contributions, it provides readers with
the skills, frameworks, and insights essential for cultivating resilience in a progres-
sively intricate and rapid business landscape. The editors of this collection have
utilised a multidisciplinary approach to create a comprehensive perspective on resil-
ience. The book transcends academic principles, providing practical techniques that
small businesses may use to enhance their operational and strategic frameworks.
This includes adjusting to technological progress, nurturing a culture of innova-
tion, constructing flexible organisational frameworks, and promoting sustainable
practices capable of enduring external disruptions.

The book’s primary contribution is its emphasis on the human aspect of
resilience. In Industry 5.0, the integration of human qualities with technology is
essential for sustaining a competitive advantage. Resilient businesses will be those
that empower their personnel, cultivate skills, and uphold a flexible and adap-
tive organisational mentality. The amalgamation of human-centred techniques
with advanced technical innovations creates a dynamic foundation for enduring
success in an increasingly automated environment. Furthermore, this book rec-
ognises the essential function of leadership in fostering resilience. Leaders in the
Industry 5.0 era must adeptly manage technological transformation while moti-
vating their people to adopt innovation, oversee change, and cooperate across
several fields. The authors provide pragmatic advice on cultivating resilient lead-
ership that promotes a growth-oriented, future-ready mentality in small busi-
nesses. This book is a crucial read for anybody seeking to comprehend how tiny
businesses might utilise resilience techniques to navigate the changing obstacles
and prospects of Industry 5.0. This guide is essential for entrepreneurs seeking
to establish their firms for sustained success in a progressively digital and linked
environment. As we enter this new industrial revolution, the ideas inside these
pages will assist small companies in not only surviving but flourishing among
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the significant transformations influencing our global economy. I thank the con-
tributors for their insightful contribution to this significant issue and for offering
a thorough and practical resource for small business executives addressing the
intricacies of Industry 5.0.

Timilehin Olasoji Olubiyi, PhD
Dean, Faculty of Management and Social Sciences
West Midlands Open University, Lagos State, Nigeria
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ABSTRACT

In the present era, there are numerous consumer data sources, particularly
through web services and terminals such as point of sales to better understand
customers. More so, it has become challenging to gather and evaluate this vast
amount of data manually. This chapter highlights the role of artificial intel-
ligence (AI) in improving relationships with customers and explores the tech-
niques used to analyze customers’ data in order to predict their demands and
reach their satisfaction. The objective of this study was to empirically test the
effect of Al on customer satisfaction of selected family-owned businesses listed
in Nigeria, the most populous and one of the biggest economies in Africa. This
implies that Al is a significant predictor of customer satisfaction. The study
suggests that companies should employ AI solutions to improve operational
efficiency. Through the implementation of Al, companies can optimize their
operations, decrease expenses, and enhance their ability to adapt to market
Sfluctuations and client needs.
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INTRODUCTION

Al has become an increasingly important tool for businesses of all sizes in
today’s rapidly evolving business landscape. Al technologies have the potential to
improve efficiency, accuracy, and innovation in a variety of industries, including
healthcare (e.g., Rajpurkar et al., 2022), automotive (e.g., Grigorescu et al., 2020),
and small business (e.g., Bunte et al., 2021; Schonberger, 2023). Al is becoming
increasingly important for small businesses as it offers numerous benefits that can
help them to compete with larger organizations (Olubiyi, 2022a; Sinha & Sathiya
Narayanan, 2024). The term “artificial intelligence” is not generally defined
due to its various manifestations and applications (Bunte et al., 2021; Meub &
Proeger, 2022). Despite the wide availability of Al technologies and their impres-
sive performance potential, small- and medium-sized enterprises (SMEs) often
struggle to take full advantage of them (Brodny & Tutak, 2022). Hence, the neces-
sity for Al systems emerges to facilitate the comprehension of the corporate data
(Ibrahim & Handayani, 2022; Schonberger, 2023). Compared to large companies,
small businesses have numerous advantages. Numerous benefits were highlighted
by Schumacher (1973), including their competitive structure, increased efficiency,
ease of adapting to new needs and technologies, less repetitive work positions,
and more resilience to economic downturns. Additionally, Sentiirk and Keskin
(2010) noted their increased decision-making agility. Because of this, small busi-
ness owners that rely on a team of specialists may not be able to hire workers with
the same degree of expertise or productivity as they could if they used the new
Al tools. Al can open up new opportunities for small businesses to develop smart
and creative goods and services, as well as new organizational structures and eco-
nomic models (Gu et al., 2019). These small businesses’ ability to use technology,
particularly Al, to effectively and efficiently adapt to the complicated dynamics
of the global market will determine whether they succeed or survive.

While big businesses across a range of industries have already made great
strides in deploying Al applications, SMEs confront special difficulties that fre-
quently impede their adoption of Al solutions, particularly limited financial and
human resources. SMEs sometimes have tight operating margins and restricted
access to funding, which makes it challenging for them to purchase the pricey
technologies needed for digital transformation (Alwaely et al., 2024; Schonberger,
2023). These data are then analyzed and converted into valuable insights, which
assist managers and owners in making informed decisions to enhance business
performance and achieve the necessary goals for business success. The demand
for Al arose throughout the later years of the 20th century, and it has since
become a crucial component of decision-making procedures (Triono & Jaya,
2021). Organizations are increasingly adopting Al to attract consumers and
achieve a competitive advantage but less is seen in Africa particularly in Nigeria
the largest consumer country on the continent. It becomes even more important
for family-owned businesses which are continually faced with immense pressure
to retain existing customers and attract more customers for survival. Al can
enhance the company’s comprehension of its customers, leading to improved cus-
tomer relationships. This includes expediting the conversion of potential clients
into actual clients, decreasing customer attrition, and increasing sales to existing
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customers. Consequently, these efforts will boost sales and revenue for the company
(Habul & Pilav-Velic, 2010). This chapter will explore the methodologies
employed by Al in enhancing customer relationships. However, before delving
into these strategies, it will provide an explanation of the Al system idea and the
specific functions of each component. Considering the use of Al as a research
context, several researchers (Alwaely et al., 2024; Bach et al., 2018; Bunte et al.,
2021; Chen & Lin, 2021; Chen & Prentice, 2024; Chen et al., 2022; Olubiyi, 2022a;
Schonberger, 2023; Yang, 2023; Yiu et al., 2021). Adejoh and Hadiza (2015),
Nebo et al. (2015), Ghasemaghaei and Calic (2020), Hadhoud and Salameh
(2020), Marchalina and Ahmad (2017), and Olubiyi (2022a) have investigated
the impact of technology on performance and have concluded that it enhances
customer satisfaction in organizations. However, these studies were undertaken
in industries other than the small business industry in developing economies.
Therefore, the researcher is compelled to take a fresh look at the issues in the
context of emerging economies, specifically Nigeria. SMEs play a crucial role in
the global economy, yet they often face significant challenges in implementing
cutting-edge technologies such as Al due to limited resources and expertise. As a
result, the goal of this chapter is to fill the gap in Nigeria, the most populous and
the largest economy in Africa. This study aims to analyze the function of Al in
customer satisfaction and emphasize the need of utilizing intelligent technologies
in the rapidly expanding small businesses that are family owned. Therefore, the
objective of this study is to identify the impact of Al on customer satisfaction of
selected family-owned businesses in Nigeria.

LITERATURE REVIEW
Artificial Intelligence

Al is defined as the application of advanced analytics and logic-based techniques,
including machine learning, to interpret events, support and automate decisions,
and perform actions (Schonberger, 2023; Ukhalkar et al., 2020). Al involves the
collection of data from many sources in the business environment and within the
business itself. There is also a wide range of anticipated advantages to Al integra-
tion. The main advantages were determined to be cost savings, enhanced decision-
making, automation of company processes, higher productivity and efficiency,
and personalized offerings and services (Williady & Ban, 2023). This includes
accelerating the conversion of potential clients into actual customers, reduc-
ing customer attrition, and increasing sales to existing customers. Ultimately,
these efforts will result in increased sales and revenue for the company (Habul &
Pilav-Velic, 2010).

The objective is to facilitate the process of making improved decisions by
enhancing both their ease and speed (Triono & Jaya, 2021). The volume of busi-
ness data is growing at an exponential rate. In the era of intense information
competition, it is imperative for individuals to possess the ability to make more
efficient and effective decisions. Al involves acquiring accurate and relevant data,
harnessing its potential, and effectively communicating its worth (Hadhoud &
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Salameh, 2020). Al refers to the process of acquiring accurate information and
providing it to the appropriate user in a timely manner, in order to enhance the
decision-making process (Ibrahim & Handayani, 2022). AT encompasses the vari-
ous processes, operations, strategies, technologies, and tools required to trans-
form data into information, information into knowledge, and knowledge into
plans that facilitate productive business actions (Sinha & Sathiya Narayanan,
2024). The AI umbrella encompasses data warehousing, business analytics, and
knowledge management (Triono & Jaya, 2021).

Customer Satisfaction

Customer satisfaction is considered a crucial factor in customer retention, loy-
alty, and positive word of mouth (Al-Balushi et al., 2020; Oliver, 1980). In the
consumer goods industry, customers who are very satisfied with the retail prod-
ucts and services are likely to remain with the family-owned businesses, recom-
mend it to others, or make future purchases (Al-Mawali et al., 2021; Al-Rousan &
Al-Shishani, 2021). Implementing Al tools, data analysis and reporting, busi-
ness process integration, and continuous improvement and innovation are cru-
cial for achieving long-term business success and also prevent environmental
issues in the consumer goods industry. These factors serve as catalysts that can
propel the organization toward its desired position (Al-Rousan & Al-Shishani,
2021). By utilizing these business intelligence skills, firms may obtain significant
insights into consumer preferences, habits, and changing demands. This informa-
tion can lead to opportunities such as personalized product offerings, improved
operational efficiency, and, most importantly, enhanced customer satisfaction.
Developing a highly effective Al implementation can enhance customer satis-
faction by enabling retailers to consistently deliver superior services and surpass
customer expectations through personalized service offerings, prompt issue reso-
lution, and effective collaboration among various departments (Al-Balushi et al.,
2020; Al-Mawali et al., 2021). Conversely, customers who are extremely satisfied
will dedicate more time to a company, enhance their loyalty, and generate new
customers through repeat purchases. As a result, they will endorse the startup’s
products and services through positive word of mouth, ultimately leading to
improved marketing effectiveness, customer acquisition, and retention.

Theoretical Review

The Resource-Based View (RBYV)

The RBV theory, which was formulated in the strategic management litera-
ture, posits that a firm’s unique combination of internal resources, including its
advantages, is the main determinant of the firm’s profitability and competitive
advantage. In addition to the RBYV, physical assets encompass other resources,
including technology, infrastructure, intangible assets such as brand recognition
and intellectual property, and organizational capabilities consisting of knowl-
edge and skills (Asiaei et al., 2021). Based on the resource-based concept, this
hypothesis suggests that companies with valuable, rare, inimitable, and non-
substitutable (VRIN) resources are more likely to outperform their competitors
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(Bhandari & Alonge, 2020). Considering the field of study, the application of
business intelligence may be seen as a tool for enterprises to effectively utilize
their internal resources. Marketers can use this tool to enhance their marketing
efficiency (Yiu et al., 2020). Without utilizing tools and processes to enhance
customer data and track market trends and consumer behavior, enterprises will
experience the negative impact of inefficient marketing, resulting in enhanced
marketing effectiveness. Adopting Al also enhances organizational competencies
such as experience in data analysis and agility in decision-making. It enables the
company to promptly respond to external situations and intensify competition
with other entities (Medeiros & Magada, 2022). RBV theory asserts that a firm’s
sustained competitive advantage should be based on its possession and effective
exploitation of resources that are highly valued, rare, difficult to imitate, and not
easily replaceable (Gupta et al., 2020). Upon closer examination of the consumer
goods industry, it becomes evident that Al has emerged as the primary factor that
sets organizations apart. By utilizing state-of-the-art analytical tools, businesses
are able to make astute marketing decisions, hence enhancing their ability to com-
pete with their competitors (Al-Rousan & Al-Shishani, 2021; Rasheed & Rashid,
2023). Within the Nigerian consumer goods industry, the use of Al applications
can significantly enhance marketing effectiveness. Companies can leverage these
applications to gain a deeper understanding of their customer base, identify
emerging trends, and tailor their offerings and marketing campaigns accordingly
to meet customer requirements (Bharadiya, 2023).

Empirical Review

Relationship Between AI and Customer Satisfaction

A vast array of theoretical and technological advancements serves as the founda-
tion for the study of Al in SMEs. The different aspects of Al, current trends in
the area, and its growing importance in the business sector, especially in SMEs,
are first explored in order to better comprehend the strategy, methodology, and
findings of this research. Al has the potential to fundamentally alter the market-
place and transform how companies engage with their customers (Bock et al.,
2020; McLean & Osei-Frimpong, 2019). Researchers in the scientific field have
explored various topics related to Al (Schonberger, 2023). Some of these include
the critical success factors for implementing Al, the impact of Al on decision-
making processes, the role of Al in enhancing organizational agility and com-
petitiveness, and the challenges associated with implementing Al (Paradza &
Daramola, 2021). The study conducted by Al-Rousan and Al-Shishani (2021)
provides a comprehensive insight into the historical progression of Al and its
extensive effects on enterprises. In contrast, other studies (Kumar et al., 2023)
provide insights into the key aspects that lead to the success of Al through Al pro-
grams. Tseng et al. (2020) provide a comprehensive and specialized resource on
Al that is specifically designed for both academics and professionals. Bharadiya
(2023) argued that it is crucial to build complete models for Al and analytics.
These models should encompass the link between the aforementioned activities
and the overall objectives of the company. These studies together contribute to
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the exploration of how Al is utilized to enhance decision-making and customer
satisfaction through data analysis, to improve organizational performance, and
provide a competitive advantage. The research on consumer satisfaction has been
a subject of study in academia and industry for many years. Scientists have mostly
concentrated on identifying the immediate factors and results of consumer sat-
isfaction (Massaro & Secinaro, 2021). Also, researchers have examined Al and
customer satisfaction from various perspectives, including the evaluation and
categorization of metrics (Pandey et al., 2020), the influence of Al on customer
satisfaction and company performance, but not on consumer goods industry in
developing economies (Tarsakoo & Charoensukmongkol, 2020). Consequently,
this study sought to bridge the gap and hypothesized thus:

H,: There is no significant effect of Al on customer satisfaction of selected
family-owned businesses in Nigeria.

Conceptual Model

The model (Fig. 1.1) sheds light on AI measured by usage of data quality, interac-
tivity, and security on customer satisfaction which is the research framework. The
independent and dependent variables for this research are Al (X) on customer
satisfaction (Y), respectively.

Model Specification

The model sheds light on the effect of Al on customer satisfaction which is the
research framework. Given, the mathematical derivative function which gives the
value of the slope at any value (x—x, ) since intuition explains that as Ax—0, then
Ay—0. This can be deduced mathematically since a firm’s customer satisfaction
is a function of Al

y: f(x] _xn)'
Hypothesis:
Y=F+ Bx + Px,+ Px,+ Px, Regression equation (1)
Conceptual Model
Artificial Intelligence Customer Satisfaction
(X) Y)

Fig 1.1. Author’s Conceptual Model (2024).



Al in Small Businesses in Sub-Saharan Africa 7

METHODOLOGY

The research context of this study is the small business sector and the present
investigation is limited to family-owned businesses in Lagos State, Nigeria. For
this quantitative study, a cross-sectional survey research design was adopted
and the justification for adopting the survey is due to its usefulness in assess-
ing the thoughts, opinions, and feelings of different groups of individuals and
allowing them to give more valid and honest feedback on the area of study. This
chapter relied on the prior study methodology of Arokodare and Olubiyi (2023),
Makinde et al. (2023), Olowoporoku and Olubiyi (2023), Olubiyi (2019, 2022a,
2022b, 2023a, 2023b), Adeoye et al. (2023), Olubiyi et al. (2023), Olubiyi and
Akpa (2023), Adeyemi and Olubiyi (2024), Olubiyi, Lawal, et al. (2022), and
Omoyele et al. (2023) with cross-sectional survey and a population of family busi-
nesses consisting of owners/managers of selected businesses SMEs in Lagos State,
Nigeria. The companies are registered with the Small and Medium Enterprises
Development Agency of Nigeria (SMEDAN) in Lagos State, Nigeria, in order to
determine whether there is a correlation between knowledge management tech-
niques and sustainable business success.

This study focuses on family enterprises and family-owned SMEs where a
single family holds more than 50% of the shares. The research population con-
sisted of SMEs owned and operated by families in selected local government
areas of Lagos State. This study evaluated five local government areas: Oshodi
Apapa, Ibeju-Lekki, Ikeja, Lagos Island, and Lagos Mainland. Members of the
SMEDAN are highly concentrated in these regions, hence the choice to focus
on them. Lagos State is selected due to its reputation as Nigeria’s commercial
hub. As of 2020, 11,663 SMEs were registered with SMEDAN in Lagos State,
including 11,044 small businesses and 619 medium-sized businesses. According to
Olubiyi (2019), the following criteria must be met for a business to be included in
the study: (a) a family must own it; (b) it must be owned by a family and operated
by a family member; (c) it must be legally registered with the Corporate Affair
Commission (CAC); (d) it must employ between 10 and 50 workers; and (e) it
must have existed for more than 10 years. Table 1.1 provides an overview of how
the sample size is distributed across the selected strata using a simple random
sampling technique.

According to a SMEDAN report, 11,663 family-owned SMEs are in opera-
tion, which may have decreased or increased due to the recent economic recession
and pandemic outbreak. Due to time and cost constraints, it would be practi-
cally impossible to study all 11,663 populations. Therefore, a sample is analyzed.

Table 1.1. List of Family Businesses By Divisions in Lagos States, Nigeria.

Small Business Sector Ikorodu  Badagry Ikeja Lagos Island Epe Total
Manufacturing 5 2 50 40 4 101
Real estate 20 12 30 60 10 132
Agriculture 8 5 - - 10 23
Service 17 10 110 100 10 247
Total 50 29 190 200 34 503

Source: Researcher’s computation (2024).
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The sample size for this study was calculated using Yamane’s (1967) formula for
sample determination from a finite population. Utilizing Yamane’s (1967) sam-
pling formula, a representative sample from the general population was deter-
mined. This formula selects a sample n from a population N, assuming a sampling
error of 5%. The researcher used a 5% level of significance to determine the sam-
ple size; the sample size was calculated using the following formula:

N

n=———
1 +N (e)

where
n = desired sample size
N = population of the study
e = level of significance/tolerable error margin at 5%
1 = constant

. 11,663
1 + 11,663 (0.05)’

11,663
n=
1 + 11,663 (0.0025)

11,663
1 + 29.1575

= 1083 3e673
30.1575

n=2387

According to Israel and Glenn (1992), for the probability of non-response,
30% of the sample should be added to the original sample size to account for
the non-response rate. In light of this, a 30% non-response rate allowance (116)
was added, bringing the total sample size for the study to 503 SMEs operating in
Lagos State. A stratified sampling technique was used to provide a representative
sample of the identifiable groups, namely the local government areas in Lagos
State and the responding small- and medium-sized businesses. The justification
for using stratified sampling in this research is that it makes the sample from the
population more manageable and inexpensive by grouping it into strata. It typi-
cally improves the accuracy of estimates for the entire population.

Data Analysis

The researcher provided respondents with 503 copies of the questionnaire; 469
copies of the questionnaire were deemed useful for the study after data coding
and verification. This represented a response rate of 93.2%, and 34 copies of the
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