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Abstract
The study examined how SME’s particularly in emerging economies should choose 
and implement marketing innovation strategies based on external factors, internal 
advantages, and their own characteristics, enriching crisis management literature 
and providing new scenarios for research on marketing innovations, consumer be-
havior and patterns during and after the global crises. The survey included 217 
SME’s in Nigeria. The ‘A’ priori sample size calculator for structural equation mod-
els determines the sample size. Data was analyzed using PLS-SEM to appropriately 
estimate study latent construct relationships. The findings of the study indicated that 
the global health crisis has affected organizational innovation, consumption, and be-
havior. Due to technological adoption and complexity, market innovation methods 
have not been severely impacted by the epidemic. This study also examines how 
organizations might develop and execute pandemic strategies and concludes with 
a discussion of the theoretical and practical consequences that may guide future 
research. Using the global health crisis to understand shifts in the culture of innova-
tion, consumer behaviors, and market innovation strategies in an organization to im-
prove performance and ensure firm continuity, this study identified several business 
performance options, a suitable path to explore, and the impact of using it to retain 
market space in line with consumption patterns. This research examines how the 
global health crisis affects organizational cultures of innovation and performance. 
This is accomplished in light of the significance of SMEs’ creative efforts in Nigeria 
in achieving the goals of idea-driven enterprises. Finally, the study recommended 
four marketing innovation strategies for SME’s and organizations to choose from 
for crisis management and control in the pandemic and post pandemic crisis.
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Introduction

The global economy has slowed dramatically owing to the health crisis. Globally, this 
obstacle has slowed SME growth and commercial strategies (Rowan & Galanakis, 
2020). The global health crisis caused by the COVID-19 pandemic has had a signifi-
cant impact on businesses worldwide, including in Nigeria. The pandemic has dis-
rupted supply chains, decreased consumer spending, and forced businesses to adapt 
to new ways of operating. One area that has been affected is organizational culture 
of innovation and marketing (Blaique et al., 2023). Organizational culture is a term 
used to describe a set of values that an organization has created and communicated 
through conventions and observed social behaviours. However, there are different 
definitions of what culture means due to a differences in perspective and researcher 
viewpoints (Kim & Chang, 2019). While culture of innovation is the organization’s 
cultural framework that is compatible with cooperation and knowledge exchange as 
well as the creation of new thoughts (Aboramadan et al., 2020). Jogaratnam (2017) 
finds that supportive and innovative cultural types are significantly related to firm 
performance. As shown in the organisational literature, higher company performance 
is a result of having a “strong” corporate culture (Aboramadan et al., 2020; Schuldt 
& Gomes, 2020).

With consumer behavior changes, businesses have had to adjust their marketing 
strategies to meet changing needs. This has had an impact on the culture of innova-
tion within organizations, as businesses seek to adapt to new challenges. Thus, recent 
occurrences should prompt SMEs and organizations in emerging economies and 
other countries to prepare for crises and pandemics. Nevertheless, insights from the 
experiences of various developed nations demonstrate their adeptness at managing 
challenges through proactive approaches. This research endeavors to fill the existing 
gap by concentrating on small and medium-sized enterprises (SMEs) and similar 
entities in emerging economies like Nigeria. The aim is to identify suitable mar-
keting innovation strategies, determine their selection criteria, and outline methods 
for implementation. These efforts are geared towards enabling these organizations 
to effectively adapt to shifting customer consumption trends, ensuring their resil-
ience and recovery in the face of the sudden onset of the COVID-19 pandemic. It is 
imperative to underline that the global health crisis has not only triggered immediate 
upheaval across numerous countries, providing the impetus for investigating survival 
strategies, but also underscores the need to prepare for unforeseeable, abrupt, and 
uncontrollable external factors, such as pandemics, that may arise in the future.

While some scholars perceive market innovation, or open innovation, as a proac-
tive approach to crisis mitigation within firms and organizations (Wang et al., 2020; 
Naidoo, 2010), the attention directed towards research on organizational crisis man-
agement has been notable. However, the concept of market or open innovation has 
received less scrutiny as a potent avenue for crisis management, with the exception 
of Naidoo (2010) and Wang et al.‘s (2020) work. Yet, these studies have not suf-
ficiently elucidated the specific marketing innovation strategies and methodologies 
relevant during global crises, whether economic and financial in nature or health-
related like the Covid-19 pandemic. Particularly during the Covid-19 pandemic and 
its aftermath, when there has been a discernible shift in consumer preferences and 
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purchasing behaviors (Hartwig & Dempsey, 2022), businesses have found it impera-
tive to innovate their marketing approaches to navigate the pandemic’s impact on the 
market landscape.

Moreover, these studies have not offered insights into how organizations or cor-
porate entities can develop, select, and execute well-structured marketing innovation 
plans and protocols that are tailored to address the unique challenges posed by the 
Covid-19 pandemic—a crisis distinct from other health-related issues or pandemics. 
The worldwide effort to manage the virus’s transmission has predominantly concen-
trated on implementing public health tactics aimed at constraining and minimizing 
the spread. These strategies encompass guidelines like the stay-at-home mandate, 
practicing hand hygiene, maintaining social distance, imposing lockdowns, and 
advocating for community-wide use of protective masks, measures that are now 
being adopted across almost every country (Rowan & Galanakis, 2020). However, 
these interventions have had adverse effects on economic progress, particularly in 
less developed nations, rendering various sectors susceptible to the repercussions of 
sudden unemployment stemming from the COVID-19 crisis, and leaving numerous 
individuals reliant on government assistance.

Blaique et al. (2023) highlighted that the pandemic’s impact on both health and 
the environment, along with the recommended steps for monitoring and alleviation, 
have compelled numerous enterprises, institutions (both governmental and non-
governmental), and even educational establishments to reassess their operational 
frameworks. Hence, numerous researchers in the field of marketing innovation 
have regarded this concept as an integral aspect of a company’s strategic orienta-
tion and dedication. This involves a distinctive approach that brings about significant 
enhancements in marketing techniques. This approach enables businesses to utilize 
their resources effectively and efficiently to generate exceptional value and establish 
a unique position in the market. In accordance with the work of Wang et al. (2020), 
who proposed a dual-dimensional framework for marketing innovation strategies – 
one related to the impetus behind innovations and the other concerning the extent of 
collaborative innovations in response to the COVID-19 crisis, based on successful 
Chinese enterprises – this investigation delved into the influence of the global pan-
demic or health crises on both market innovation and the culture of innovation within 
most companies. To commence, we analyzed the impact of the COVID-19 pandemic 
on the innovation cultures of small and medium-sized enterprises (SMEs) in Nigeria.

Our second analysis examined how the COVID-19 pandemic or global health cri-
sis affected Nigerian SME’s market innovation strategies. Finally, we revealed the 
relevance technology adoption for Nigerian SME’s, which enriches crisis manage-
ment literature and providing new marketing innovation research scenarios. Although 
internet penetration and connectivity have increased globally, small enterprises 
(SMEs) in Africa and low-income countries have not fully embraced the benefits of 
ICT, due to an ineffective digital technology framework (Syahmardi et al., 2021). 
Studying digital marketing adoption among SME’s, particularly during pandemics, 
can provide valuable data for stakeholders and policymakers to develop mitigation 
plans, and particularly for SME’s that are most affected by shocks and pandemics. 
As a specific contribution to literature and practice, the study developed and recom-
mended four marketing innovation strategies for SME’s and organizations to choose 
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from and develop pandemic, post pandemic crisis management strategies. Lastly, our 
study concluded with a discussion of the theoretical and practical consequences that 
may guide future research.

Theoretical Framework and Hypothesis Development

The Disruptive Innovation Perspective

The research embraces the disruptive innovation theory proposed by Christensen et 
al. (2018). This theory has gained traction across various industries, significantly 
shaping perspectives and investigations in fields such as innovation management, 
strategy, and organizational studies. Disruptive innovations are recognized by schol-
ars as potent tools for forging novel markets, especially in times marked by finan-
cial, logistic, or broader economic and security crises. However, recent examinations 
haven’t yet applied this theory to elucidate its impact on innovation culture and mar-
ket innovation, particularly within emerging and potentially more vulnerable econo-
mies during global pandemics or health crises. This study stands as a pioneering 
effort in this direction.

The theory underscores that culture serves as an enduring competitive advantage. 
This advantage emerges not only due to its value and rarity but also due to the chal-
lenge competitors face in replicating it, given that many of its critical elements are 
implicit. In light of open innovation’s pertinence and its influence on innovative 
endeavors by SMEs and organizations in Nigeria, as well as its role in propelling 
idea-centric companies and research and development units, the study introduces a 
conceptual framework to illustrate these dynamics.

The study’s hypotheses are formulated based on the disruptive innovation theory 
and informed by previous works (Ajide et al., 2020; Charoensukmongkol, 2022). 
However, there is a scarcity of empirical investigations on this subject, especially 
in the context of developing countries like Nigeria, and a lack of extension on the 
disruptive innovation theory. Hence, this study significantly contributes empirically 
to address these gaps.

The Impact of the Global Health Crisis on Culture of Innovation

A number of studies have examined the impact of the COVID-19 pandemic on 
organizational marketing and culture of innovation. A study of exploring how entre-
preneurs’ improvisational behavior affected Thai SMEs’ performance amid the eco-
nomic crisis during the COVID-19 epidemic (Charoensukmongkol, 2022) reveals 
external elements (competitive intensity) and internal ones (financial and human 
resources) that might improve the influence of improvisational behavior on business 
performance. The investigation indicates a favorable correlation between entrepre-
neur improvisation and business performance. The moderating effect research also 
demonstrated that improvisational conduct improves business performance more for 
enterprises with greater competitive intensity and financial and human resources.
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This has led to an increased use of social media, email marketing, and other digi-
tal and technological platforms as confirmed by the studies of Blaique et al. (2023) 
which further examined the human motivation during COVID-19: the role of orga-
nizational learning, resilience, and psychological empowerment. The study found 
that businesses that were able to adapt quickly to the changing environment were 
more likely to be innovative. This was because these businesses were able to identify 
new opportunities and adapt their strategies to take advantage of them. In Nigeria, 
the impact of the pandemic on consumer behavior was found to have become more 
price-sensitive, with many looking for bargains and discounts (Olatunji et al., 2020) 
examined. This has led businesses to adjust their marketing strategies to focus more 
on value propositions and discounts. More recently, impact of the pandemic on con-
sumer trust in brands found that consumers had become more skeptical of marketing 
claims, and were more likely to trust brands that were transparent and honest about 
their operations (Ozili, 2021). Thus, we hypothesize:

H1. There is a positive impact of the COVID-19 pandemic or the global health 
crisis on the culture of innovation of organizations in Nigeria.

Also, the COVID-19 pandemic has had a significant impact on businesses worldwide, 
including their marketing strategies and culture of innovation. The global health crisis 
has caused many companies to reassess their marketing tactics, adopt new technolo-
gies, and adjust to new consumer behavior (Charoensukmongkol, 2022; Charoen-
sukmongkol & Pandey, 2023). In a study by Nguyen et al. (2020), they found that 
the pandemic has caused many businesses to shift their marketing strategies towards 
digital channels, such as social media, email marketing, and online advertising. Stud-
ies also noted that companies are focusing more on customer retention and loyalty 
programs to maintain their customer base during the pandemic the pandemic and has 
also led to changes in the culture of innovation within organizations (Blaique et al., 
2023). The authors noted that companies are now more willing to experiment with 
new ideas and technologies, and are adopting a more agile approach to innovation.

Similarly, Olufunke et al. (2023) found that the pandemic has led to a greater 
emphasis on innovation within companies, particularly in the areas of digitalization 
and sustainability. The authors noted that businesses are now more willing to invest 
in new technologies and processes to adapt to the changing business environment. 
The study serves as the basis for the current study’s hypothesis.

H1b. There is a negative impact of the COVID-19 pandemic or the global 
health crisis on the culture of innovation of organizations in Nigeria.

The Impact of the Global Health Crisis on Market Innovation Strategies

The influence of the COVID-19 pandemic on the global economy has been undeni-
able since early 2020. However, its impact has been particularly adverse in develop-
ing nations, leading to shifts in consumer buying behaviors and preferences due to 
safety and health concerns (Wang et al., 2020). A notable example is Nigeria, where 
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lockdowns and social distancing measures have detrimentally affected businesses. 
This is compounded by the fact that many organizations in Nigeria have not embraced 
artificial intelligence systems for marketing, leading to decreased investments and 
capabilities in this area (Ajide et al., 2020). Consequently, these factors have severely 
impacted operational revenues. Research reveals a lack of proactive strategies among 
Nigerian organizations to manage declines in cash flow during unforeseen crises like 
the ongoing COVID-19 pandemic. This deficiency is exacerbated by a weak regula-
tory framework and government policies that fail to provide adequate safeguards 
against such profound global crises (Ozili, 2021).

Furthermore, the pandemic’s repercussions have been felt by global corpora-
tions, resulting in substantial declines in orders, heightened cost pressures related 
to rent, wages, and taxes, elevated raw material prices, reduced demand, logistical 
challenges, and difficulties in locating alternative suppliers (Ozili, 2021). Hence, we 
hypothesized.

H2. There is a positive impact of the COVID-19 pandemic or the global health 
crisis on market innovation strategies of organizations in Nigeria.

Additionally, the lockdown measures have caused a shift in consumer purchasing 
patterns and attitudes towards more cautious spending, following the emergence of 
COVID-19. Many consumers now prefer a more moderate lifestyle by cutting down 
on the purchase of unnecessary goods to avoid wasteful expenses (Ozili, 2021). Con-
sequently, this led to a significant drop in the revenue of companies during the initial 
quarter of 2020 (Wang et al., 2020). In Nigeria, the absence of sufficient welfare-
focused support from the government could be a contributing factor to the decrease 
in consumer spending during the pandemic (Blaique et al., 2023). In this challenging 
period, most businesses faced obstacles such as insufficient governmental aid, lack 
of incentives, and unreliable power supply. These factors hindered their productiv-
ity and ability to fulfill consumer demands during the crisis (Ozili, 2021). This is 
because the prevailing choice for businesses both in Nigeria and globally is to navi-
gate challenges and turn crises into opportunities.

Notably, research on globalization and entrepreneurial strategies emphasized the 
potential of investing in technological innovations, including advanced information 
systems and artificial intelligence (Kiyabo & Isaga, 2020; Vaitoonkiat & Charoen-
sukmongkol, 2020). This drive prompted numerous Nigerian companies to main-
tain productivity during the crisis, thereby mitigating the severity of the pandemic’s 
impact, contrary to initial expectations (Ajide et al., 2020). As a result, technology 
played a role in influencing market innovation and overall performance during the 
health crisis (Farrugia & Plutowski, 2020). However, studies predominantly indi-
cated that firms and organizations should proactively devise survival strategies in 
the face of pandemics and health crises (Wang et al., 2020). In this regard, market-
ing innovation has emerged as a proactive solution for managing pandemics, natural 
disasters, and environmental crises, as demonstrated by the research of Ozili (2021). 
Unlike technological innovations that usually require extensive research and devel-
opment cycles, marketing innovations tend to be more adaptable to swiftly changing 
customer demands (Wang et al., 2020). Therefore, we hypothesized.
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H2b. There is a negative impact of the COVID-19 pandemic or the global 
health crisis on market innovation strategies of organizations in Nigeria.

Digitalization of Marketing Activities and Technology Adoption of SME’s in the 
Global Health Crisis

Digital marketing refers to the specific field of marketing that utilizes the Internet and 
other digital technologies. The use of various digital platforms such as application 
software, mobile phones, websites, and social media platforms, together with digital 
tools like search engine optimization, e-mail, mobile marketing, and influencer mar-
keting, is employed by organizations and businesses to advertise and sell their goods 
and services (Chinakidzwa & Phiri, 2020). Social media marketing is a component of 
digital marketing that primarily focuses on using social media platforms as a means 
to promote and advertise goods and services. In addition, it is worth noting that social 
media marketing is mostly confined to online platforms, while digital marketing 
encompasses both online and offline realms. Since the onset of the pandemic, studies 
have conducted studies to investigate the effects of the epidemic on enterprises (Chi-
nakidzwa & Phiri, 2020; Bartik et al., 2020; Otache, 2020; Ozili, 2021).

According to Paniagua and Sapena (2014), digital marketing has been dem-
onstrated to facilitate the commercial activities of medium firms due to its cheap 
adoption cost. This is achieved by eliminating geographical obstacles in business 
operations, as highlighted by Alarcón et al. (2018). Previous studies (Ahmad et al., 
2019; Ainin et al., 2015; Eze et al., 2020) have all shown evidence supporting a favor-
able correlation between the adoption of digital marketing strategies and the overall 
success of businesses. Nevertheless, despite the increasing prevalence of internet 
access and connectivity on a global scale, numerous enterprises, particularly SME’s 
situated in Africa and other economically disadvantaged nations have yet to fully 
exploit the substantial advantages offered by information and communication tech-
nologies (Syahmardi et al., 2021).

The aforementioned studies have shed light on the adverse consequences of the 
COVID-19 pandemic on various businesses, with a particular emphasis on small 
and medium-sized enterprises (SMEs). These repercussions encompass a decrease 
in operational activities, disruptions in the supply chain, a surge in unemployment 
leading to worker layoffs, business closures, challenges in the agricultural and food 
sectors, closure of educational institutions, and a decline in oil revenue, primarily 
affecting Nigeria. The use of digital and social media marketing channels has been 
introduced as a means to mitigate the adverse effects of the COVID-19 pandemic. 
Moreover, there is a need for further investigation into the impact of COVID-19 on 
the utilization of digital marketing in SME’s. Although limited in number, existing 
studies have yielded valuable insights that can serve as a catalyst for future research. 
For instance, Patma et al. (2020) conducted an online survey and discovered that the 
perceived benefits and external pressure significantly influenced the digitalization of 
small and medium enterprises (SMEs) in Indonesia.

Similarly, (Donthu & Gustafsson, 2020; Zamani, 2022) have documented an 
increase in the use of digital and social media marketing, particularly during the 

1 3



Journal of the Knowledge Economy

period of lockdown. Nevertheless, despite the increasing prevalence of internet 
access and connectivity on a global scale, numerous businesses, particularly small 
and medium enterprises (SMEs) in Nigeria and other low-income nations, have yet 
to fully exploit the substantial advantages offered by information and communication 
technologies (Syahmardi et al., 2021). During the pandemic, small and medium firms 
were the worst impacted because of their vulnerability and insufficient resources 
(Otache, 2020). Additionally, SMEs rely on daily revenue from their commercial 
operations. Several preventative and control measures were undertaken, including 
mandatory mask usage, social separation, and lockdowns. Despite the government 
lifting the prohibition on transportation, several SMEs remained closed owing to 
poor economic activity and perhaps an ineffective government digital technology 
supportive framework (Otache, 2020; Ozili, 2021).

Thus, highlighting the relevance of digital technology and digital marketing in 
order to mitigate the effect of the global health crisis and hence SME’s should under-
stand market dynamics via governmental support and digital technology framework 
in order to have a successful transition into the digital space that will enhance proac-
tive marketing and wider consumer reach.

Based on the above mentioned theorized relationship, we thus, depicted our con-
ceptual model (see Figure I).

Methods

Research Design and Data Collection

This research conducted a preliminary investigation involving a group of 100 ran-
domly chosen participants from various small and medium-sized enterprises (SMEs) 
located in three different industrial zones in Nigeria: South Western, North Western, 
and South Eastern regions. Many SMEs rely on global supply chains to source mate-

Fig. I  The conceptual framework
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rials, components, and products. A health crisis can disrupt these supply chains, caus-
ing delays, shortages, and increased costs, which can adversely affect SMEs’ ability 
to produce and deliver their goods and services. We selected SMEs as participants 
which can influence our core constructs. However, the participant pool included ser-
vice-oriented businesses like financial technology (fintech) SME’s, banks, insurance 
firms, hospitals, and other service providers. Additionally, manufacturing enterprises 
engaged in producing consumer goods and vital items like plastics, along with recy-
cling companies, were also provided with the survey forms. The goal was to ensure 
the accuracy and effectiveness of the questionnaires. To identify suitable respondents 
and guarantee the quality of the questionnaires, a snowballing technique (Miles et al., 
2014) was utilized. Initially, a core group of contacts was approached, and they were 
then asked to suggest individuals with significant seniority and experience in other 
SMEs. These identified individuals were then contacted to participate and complete 
the survey. To formulate the survey questionnaires, an extensive review of existing 
studies on the subject was conducted, along with input from scholars, researchers, 
and experts in management. Developing the research constructs as a result. Cron-
bach’s alpha of 0.7 and above was used to determine the survey’s content validity and 
reliability. More specifically, the results of pilot study confirmed the face and content 
validity of measures.

Before collecting our data, we engaged in communication with the managers 
of each Small and Medium Enterprises (SMEs) via email correspondence. They 
expressed their willingness to collaborate in our study. We communicated to them 
the significance of the global health crisis in relation to the innovation within their 
respective organizations. The list of SMEs was obtained from the corporate affairs 
commission (CAC) of Nigeria online site, and we employed a stratified sampling 
approach to select those SMEs that best represented the entire SMEs population. We 
arrived at a sample size of 285 responses, determined by focusing on SMEs with 
notable performance in their specific industries and markets within designated indus-
trial regions of Nigerian factors, such as the number of operational branches across 
regions, market presence, advertising capacity, and staff strength were taken into 
consideration. For instance, SMEs and startups like Kuda and Prospa (specializing 
in financial technology and digital banking) were chosen due to their strong promo-
tional and online advertising capabilities, particularly important during the pandemic 
when their clientele was predominantly composed of online users. Furthermore, the 
constraints and protocols imposed by the pandemic justified this selection.

We introduced our research process and eligibility criteria to potential participants. 
Firstly, participants needed to be permanent employees. Secondly, they were required 
to hold middle-level positions within their organizations. Thirdly, a minimum of 
two years of experience within the same organization was mandatory. We conveyed 
the nature of our study as an academic research project, emphasizing the voluntary 
nature of participation. During the survey phase, participants were presented with an 
informed consent form, assuring them of their right to withdraw from the study at any 
point. We explicitly assured them that all information would remain confidential and 
that data would only be presented in an aggregated manner. Additionally, it was com-
municated that respondents who completed all three questionnaires would be entered 
into a lottery for a chance to receive a special gift, such as a smartphone.
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A total of 285 sample survey questionnaires were distributed to 290 businesses 
operating in a variety of sectors, including services, manufacturing and others. The 
sample size was determined with the ‘A’ priori sample size calculator for structural 
equation models (Soper, 2017). A total of 232 of these questionnaires were returned 
for additional analysis, and only 217 were returned and found suitable for use in our 
study. The respondent were marketing and operational heads and their profile was 
analyzed in the current research using SPSS 22, and a preliminary analysis was run 
using PLS-SEM using Smart-PLS 3.2.8 to evaluate the study’s theorized hypotheses. 
The optimal level of factor loadings for indicators was equal to 0.5 or higher (Hul-
land, 1999) and any factor loading that was lower from threshold were deleted.

Measures

The demographic information of the respondents is included in the first portion of the 
questionnaires; while the measurement variables for the research that helped build 
the study constructs are included in the second section. The research variables are 
broken down into 3 constructs in the second part, each of which has 16 items. As a 
result, the build six elements used to assess the global health crisis (GHS) are adapted 
from the works of Wang et al. (2020). & Charoensukmongkol (2022). We examined 
the intensity of the pandemic in order to truly measure the constructions observed 
variables, even if the phrase “global health crisis” cannot really be assessed even with 
accepted research. Factors include the negative effect on logistics, the raw material 
supply, the impact of the mandatory lockdown, a shift in consumer buying patterns 
and purchasing power, etc. market innovation, which included six items and was 
measured based in factors such as product innovation, process innovation, market 
share and penetration, customer-centric innovation, collaboration and partnerships 
and technology adoption. We modified from the works of Li et al. (2022) & Blaique 
et al. (2023), while the culture of innovation included four items (Ajide et al., 2020; 
Corsaro & D’Amico, 2022). Items such as risk tolerance, leadership support, open 
communication and the cross functional collaboration capability of teams on busi-
ness tasks were measured to define culture of innovation. The scores for each ques-
tion ranged from 1 (strongly disagree) to 6 (strongly agreed) on a six-point Likert 
scale. The reliability coefficient for the reported items was above 0.70. We measured 
construct connections using a 6-item scale (see appendix).

Results

Descriptive Statistics

According to previous studies’ findings (Ozili, 2021; Zhang et al., 2022), managerial, 
technological, and innovation culture can estimate capabilities. Thus, we employed 
demographic characteristics, such as gender, age, education, work experience, and 
number of employees per SMEs. Although, elderly and seasoned workers can handle 
larger task in market innovation and strategies better than younger and less experi-
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enced ones, regardless of degree. We utilized these characteristics to predict current 
scenarios associated study data.

A description of the study’s findings and a demographic analysis of the sample 
respondents are provided in this section. Figures II and III show how Smart PLS 
3.2.8 was used to test the study model. In order to calculate the t-values and assess the 
significance of the relation, the current study used samples from 217 cases. Henseler 
et al. (2015) assert that through controlling for the error that reduces correlations and 

Fig. III  The structural model

 

Fig. II  The measurement model
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increases the theory’s validity, PLS predicts moderator effects more accurately. From 
the outcomes in Table I that 98 respondents (26.9%) are female and 119 respondents 
(73.1%) are male. This suggests that male managers outweigh female owners. Also, 
only 9% of the workforce was within the age of 20–29, while 17% were within the 
age of 30–39, 27% were within the age of 40–49, 40% were within the age of 50–59 
and only 14% were within 60 years and above.

Table I shows the nature of the businesses, which indicated that 91 (42%) of the 
respondents are into services, 58 (27%) into custom services while 39 (18%) are into 
industrial services, 20 (9%) are into manufacturing while others 9 (4%) respondents 
are among other specifications. This shows that majority of the respondents consti-
tuting are either into services or IT. The findings in Table I indicated that 85 (39%) 
respondents hold a bachelors’ degree, 119 (55%) hold a masters’ degree, 13 (6%) 
hold above master degree. This implies that most of the respondents operating either 
a micro or small enterprises. The average number of employees was 6 per SMEs. 
Table I gives a complete summary of the demography.

Common Method Variance

Because of the potential effects for CMV, we split our data collection over two distinct 
windows. We employed confirmatory factor analysis (CFA) and Harman’s one-factor 
test to alleviate CMV (Podsakoff et al., 2003). Thus, we first conducted Harman’s 

Demographics Categories Frequen-
cies and 
Percentage

Gender Male 119 (54.8%)
Female 98 (45.2%)

Age 20–29 20 (9%)
30–39 37 (17%)
40–49 59(27%)
50–59 87 (40%)
60 and above 14 (7%)

Industry Services 91 (42%)
Custom services 58 (27%)
Industrial services 39 (18%)
Manufacturing 20 (9%)
Others 9 (4%)

Education Lower than Higher 
Secondary

None

Bachelor 85 (39%)
Masters 119 (55%)
PhD and others 13 (6%)

Experience Less than 5 9 (4%)
5–10 76 (35%)
11–15 58 (27%)
16–20 44 (20%)
More than 20 30 (14%)

Table I  Demographic 
characteristics

Note. N = 217
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one-factor test on all first-order components. Seven factors with eigenvalues greater 
than one was found using EFA, and these factors explained 73.7% of the total vari-
ance. In addition, the first component only explains 26.3% of the total variation; this 
is considerably below the minimum acceptable 50%. The results from using CFA 
single-factor measurement model are less than ideal as well as CFA with a χ2 (1697) 
value of 26457.32, RMSEA of 0.17, CFI of 0.14, NNFI of 0.098, and SRMR of 0.17. 
Our findings confirm the lack of severity of CMV.

Effect Size for Direct Relationship (f2)

The impact magnitude of Market Innovation was assessed using the external factors 
outlined in the model. The outcomes are displayed in Table 4, illustrating the mag-
nitude of influence for the study’s components. In light of these findings, it becomes 
evident that the magnitudes of influence for all four components are minor. Adhering 
to the criteria established by Cohen’s (1998) metrics, the effect size (0.02 indicating 
small, 0.15 indicating medium, 0.35 indicating substantial) is supported. The compu-
tation of the effect size followed the subsequent formula.

	
Effect Size

(
f 2) =

R2Included − xR2Excluded

1 − R2Included

Where, f ² = effect sizes.

R² included = R² with a particular construct included in the model.
R² excluded = R² with a particular construct excluded from the model.
1 = is constant.

The suitability of the effect size is gauged based on its numerical range, spanning 
from 0.35 to 0.02, which corresponds to high, moderate, and low significance levels, 
respectively, as outlined by Dijkstra and Henseler (2015). Nonetheless, even the most 
minimal value associated with a construct should not be disregarded, given its poten-
tial to impact or introduce variations in the endogenous variables. Consequently, this 
designated value or categorization serves as a determinant in assessing the appro-
priateness of integrating a specific construct into the model. As illustrated in Table 
V, the effect size is 0.598 for the Culture of Innovation construct, while for Market 
Innovation, it stands at 0.020. Consequently, the calculated effect size is provided by 
Smart PLS 3.2.8, as indicated in Table V.

Hypothesis Testing

The outcomes displayed in Table VI depict the anticipated pathways within the 
study’s model. These outcomes unveil the direct influences of the constructs under 
investigation. To assess the postulated relationships, t-statistics, and path estimations 
were computed through a bootstrapping method employing 5,000 resampling itera-
tions. The model’s structural pathways were analyzed as presented in Table VI. The 
analysis unveiled that the global health crisis holds substantial and statistically sig-

1 3



Journal of the Knowledge Economy

nificant sway over the culture of innovation, as evidenced by the noteworthy beta 
estimate (β = 0.612, t-value = 12.845, p < 0.001). This finding aligns with the initial 
hypothesis of the study, corroborating analogous research that arrived at congruent 
findings. Conversely, the results also disclosed that the global health crisis has either 
minimal or negligible influence on market innovation, indicated by the study’s esti-
mations (β = 0.140, t-value = 1.597, p > 0.001). Given that many organizations have 
sizeable investments in artificial intelligence and technology adoption, the pandem-
ic’s impact on market innovation appears to have been less detrimental, in accor-
dance with insights from earlier studies.

Discussion

Hypothesis 1  (H1) posited a positive correlation between the global health crisis and 
the fostering of an innovative culture. This conjecture finds validation in the out-
comes illustrated in Figure II, III, as well as Table VI. The study’s results substantiate 
the argument outlined in the second part of H1. The findings elucidate that the evolv-
ing external landscape, marked by occurrences like global pandemics and health 
crises, not only introduces opportunities but also challenges to the operations of 
small and medium-sized enterprises (SMEs). Consequently, this leads to heightened 
uncertainty in terms of survival and advancement. Nonetheless, it’s worth noting that, 
contrary to common belief, the primary driver behind the losses and insolvencies of 
numerous SMEs is not the lack of innovation capability, but rather the deficiency 
in organizational flexibility. This lack of adaptability inhibits swift responses and 
adjustments to shifts in the external milieu (Li et al., 2022).
For instance, the scenario in Nigeria demonstrates the adverse repercussions of lock-
downs and social distancing measures on numerous enterprises (Ajide et al., 2020). 
These actions have had a profound negative impact on revenue streams. Studies have 
indicated that the majority of Nigerian organizations have yet to establish proac-
tive measures to manage cash flow decline during unforeseen contingencies like the 
ongoing COVID-19 pandemic. The resultant strain on cash flow is exacerbated by 
the absence of a robust framework or government policies that would offer safe-
guards against such profound global crises (Ajide et al., 2020). Consequently, this 
predicament has adversely affected the innovation capacity and the broader culture of 
innovation in these organizations. This erosion in innovation capability can be attrib-
uted, in part, to the shift towards remote work, which has impeded effective moni-
toring and evaluation of employee alignment with corporate culture due to reduced 
face-to-face interactions.

Hypotheses 2 (H2) and 2b (H2b) were also subjected to scrutiny through the PLS 
algorithm. The results indicate that the global health crisis referred to in this study 
as the COVID-19 pandemic—did not yield a significant impact on market innova-
tion. In other words, the pandemic resulted in a stagnation of market dynamics and 
operations. The consequences of the COVID-19 outbreak were harsh, causing sub-
stantial setbacks for global firms. These included plummeting orders, cost pressures 
encompassing rent, wages, and taxes, heightened raw material prices, inadequate 
demand, logistical challenges, and struggles to secure alternative suppliers (Wang 
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et al., 2020). The lockdowns also induced a shift in consumer purchasing behaviors 
towards more conservative patterns. Consumers preferred maintaining a moderate 
lifestyle by curtailing purchases of non-essential goods that might lead to wasteful 
spending. This shift contributed to a sharp decline in firms’ revenues during the initial 
quarter of 2020 (Wang et al., 2020). However, despite these upheavals, the impact on 
market innovation appears to have been relatively limited, as indicated by the study’s 
findings.

Empirical Findings

This section provides an overview of the research findings. The assessment of the 
research model by Smart PLS 3.2.8 is depicted in Figures II and III. To determine 
the significance of relationships, assess the standard error of estimates, and com-
pute t-values, a bootstrapping procedure involving 5,000 samples and 217 cases 
was carried out. The analysis commenced with a convergent validity assessment, 
gauging the extent to which diverse items capture the same underlying concept. 
Subsequently, the discriminant validity assessment was conducted to ensure that 
the measurement truly represents the intended variables, which was indicated by 
low correlations between the focal measurement and other constructs. Discrimi-
nant validity was also evaluated by comparing squared correlations between con-
structs and extracted variances, following the methods outlined by Dijkstra and 
Henseler (2015) and Hair et al. (2014).

Lastly, both Figure II and Table II were employed to evaluate the inter-item 
consistency of the measurement items, utilizing Cronbach’s alpha coefficient.

Table II illustrates that all items surpassed the 0.4 threshold, displaying sub-
stantial loadings onto their respective core constructs, which serves as evidence of 
discriminant validity. In Table III, a comparison is made between this research’s 
discriminant validity, assessed using the Average Variance Extracted (AVE), and 
the correlation matrix of each variable. Notably, all highlighted values meet the 

Constructs Items Loading α CR AVE
Global 
Health Crisis

GHC1 0.819 0.935 0.949 0.757
GHC2 0.826
GHC3 0.920
GHC4 0.923
GHC5 0.907
GHC6 0.816

Culture of 
Innovation

CI1 0.884 0.889 0.923 .750
CI2 0.895
CI3 0.865
CI4 0.818

Market 
Innovation

MI1 0.898 0.923 0.942 0.765
MI2 0.881
MI3 0.901
MI4 0.796
MI5 0.893

Table II  Items loading, com-
posite reliability and average 
variance extracted

Note. GHC = global health 
crisis, CI = cultural innovation, 
MI = market innovation. 
α = Cronbach’s alpha, 
CR = composite reliability, 
AVE = average variance 
extracted
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criterion outlined by Fornell and Larcker (1981). While the Fornell and Larcker 
(1981) criterion and cross-loading techniques have faced criticism from Henseler 
et al. (2015) for their leniency in validating validity, the recommendation to adopt 
the Heterotrait-Monotrait Ratio of Correlations (HTMT) based on a multitrait-
multimethod matrix by Henseler (2017) was noted. This is displayed in Table IV 
through the HTMT values employed in this study.

Furthermore, the examination of discriminant validity is also presented in 
Table III, denoting the Fornell-Larcker Criterion. Meanwhile, Table VI expounds 
on the outcomes of the direct effects within the structural path model, and Table 
V divulges the effect size pertaining to the relationships among the study’s con-

Constructs Culture of 
Innovation

Global 
Health 
Crisis

Market 
Inno-
vation

Culture of Innovation
Global Health Crisis 0.669
Market Innovation 0.066 0.144

Table IV  Heterotrait-monotrait 
ratio (HTMT)
 

Constructs Culture of Innovation Market 
Innovation

Culture of Innovation - -
Global Health Crisis 0.598 0.020
Market Innovation - .

Table V  The effect size of the 
relationships between the stud-
ies constructs

 

Hypoth-
esized paths

Path 
coefficient

Stan-
dard 
error

T- value P-value Deci-
sions

H1: Global 
Health 
Crisis -> 
Culture of 
Innovation

0.612 0.048 12.845 0.000 Sup-
port-
ed

H2: Global 
Health 
Crisis -> 
Market 
Innovation

0.140 0.088 1.597 0.111 Not 
Sup-
port-
ed

Table VI  Results for the struc-
tural path model of direct effects

Note. GHS = global health 
crisis, CI = culture of 
innovation, MI = marketing 
innovation. p < **p < 0.01; *** 
p < 0.001

 

Constructs Culture of 
Innovation

Global 
Health 
Crisis

Mar-
ket 
Inno-
vation

Culture of Innovation 0.866
Global Health Crisis 0.612 0.870
Market Innovation 0.000 0.140 0.875

Table III  Fornell-larcker 
criterion

Note. The square root of the 
average variance extracted 
represents the value that is 
highlighted in bold
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structs. In both Tables III and IV, it is evident that the measurement model attains 
commendable convergent and discriminant validity.

The findings underscore that, despite the far-reaching impact of the global 
pandemic, market innovation flourished by adapting novel dimensions through 
the integration of artificial intelligence and technology. This transformation sig-
nificantly influenced the notions of competitive advantage, core competencies, 
consumer and service delivery, as well as market structure and retention strate-
gies. The results indicate that many organizations leveraged artificial intelligence 
systems and the opportunities brought about by lockdown measures to establish 
distinctive virtual platforms. This was achieved through systematic analysis of 
their current target markets, allowing for an enhanced understanding of effective 
and efficient methods to cater to these markets, facilitated by artificial intelli-
gence systems. The pronounced impact of the global health crisis, spurred by the 
COVID-19 pandemic, is undeniable, particularly in the realms of organizational 
marketing and the cultivation of an innovative culture.

First, a move to digital marketing: As a result of the lockdowns and social 
seclusion measures, companies have been forced to switch their marketing meth-
ods to digital channels, such social media, email marketing, and online advertis-
ing. This has led to an increased reliance on digital tools and technologies to reach 
and engage with customers. Secondly, an increased focus on customer needs: The 
pandemic has highlighted the importance of understanding customer needs and 
preferences. Companies have had to adapt their products and services to meet 
the changing needs and demands of their customers. This has led to a greater 
emphasis on customer research and feedback, as well as a more customer-centric 
approach to marketing. Thirdly, an emphasis on innovation: The pandemic has 
also accelerated the pace of innovation as companies have had to adapt quickly to 
the changing business environment. This has led to an increased focus on innova-
tion and the adoption of new technologies and business models.

Companies that are able to innovate and adapt quickly are more likely to sur-
vive and thrive in the post-pandemic world. Fourth, an increased remote work: 
Many companies have shifted to remote work during the pandemic, which has 
had an impact on organizational culture. Remote work has made it more chal-
lenging to maintain a strong organizational culture, but it has also led to greater 
flexibility and the adoption of new ways of working. Finally, a greater focus on 
employee well-being: The pandemic has highlighted the importance of employee 
well-being. Companies have had to take steps to ensure the health and safety of 
their employees, as well as to support their mental health and well-being. This 
has led to a greater emphasis on employee wellness programs and flexible work 
arrangements.

Overall, the global health crisis has had a profound impact on organizational 
marketing and culture of innovation, accelerating the adoption of digital tech-
nologies, customer-centricity, and innovation, while also highlighting the impor-
tance of employee well-being and the need for organizational resilience. The 
global pandemic has inevitably caused a massive disruption in the global busi-
ness environment. Among the major evidences are the disruptions in the global 
supply chain which were observed via a decline in raw material supply, human 
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capital and logistics due to the advent of the lockdown measures in order to 
curb the spread of the virus (Wang et al., 2020). Although, most technologically 
advanced and AI induced nations and corporations were able to avert such global 
society shock (Rowan & Galanakis, 2020). Nigeria, being a developing country 
and with a lesser investment in human capital and AI was inevitably affected by 
the impact of the pandemic as most business was closed and had no other alterna-
tive to operate despite the compulsory lockdown (Ozili, 2021).

Practical Implications

Numerous research endeavors have delved into assessing how health crises influ-
ence both economic landscapes and the innovative capacities of businesses. How-
ever, the literature significantly lacks a comprehensive exploration of the precise 
repercussions of the ongoing global health crisis, specifically the COVID-19 
pandemic, and the subsequent implications of its protocols on both the culture 
of innovation and market innovation in developing nations, where the pandem-
ic’s impact can be particularly burdensome. In this context, the current study 
assumes significance as it fills this void by conducting empirical investigations 
that shed light on these dynamics. Furthermore, an extensive analysis of prior 
research exposes the absence of substantial insight into effectively managing 
future pandemics and mitigating their dimensions and severity. This study under-
scores the potential of addressing these challenges through strategic investments 
in advanced artificial intelligence systems. Additionally, it emphasizes the crucial 
role that well-structured governmental frameworks play in offering organizations 
a conducive environment for consistent innovation.

In Nigeria, consumer behavior has become more price-sensitive, and busi-
nesses have had to adjust their marketing strategies to focus more on value propo-
sitions and discounts. The pandemic has also led to a shift in consumer trust, 
with customers becoming more skeptical of marketing claims and looking for 
transparency and honesty from brands.

Limitations

Like any scholarly endeavor, this study is not exempt from its inherent limita-
tions. One of the foremost constraints pertains to the composition of the study’s 
sample. Consequently, we recommend that our findings be subjected to replica-
tion across a more diverse range of organizations. This study’s scope was con-
fined to Nigerian firms, with a predominant emphasis on the northern region of 
the country. Therefore, it is imperative that subsequent investigations encompass 
a broader and more comprehensive spectrum of empirical evidence, utilizing 
primary data collection methods. The empirical examination encountered con-
straints primarily stemming from the ramifications of the COVID-19 pandemic. 
Lockdowns and mandatory stay-at-home measures, implemented to curb virus 
propagation, significantly constrained the extent of data collection. Furthermore, 
the study did not ascertain which particular facets of the culture of innovation 
were most severely impacted by the global health crisis posed by COVID-19. 
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Lastly, it’s essential to acknowledge that this study derives its insights from the 
subjective perceptions of personnel within Nigerian organizations. These limita-
tions provide a foundation for further in-depth research inquiries.

Conclusion

In conclusion, this study examined how the COVID-19 pandemic affected Nige-
ria’s organizational innovation culture and marketing innovation tactics, as well 
as how customer behavior influenced these outcomes. The study concluded 
that although the pandemic had a substantial impact on consumer behavior and 
organizational innovation culture, marketing innovation tactics had not been 
adversely impacted by technological uptake and complexity. The study also cre-
ated a number of methods for businesses to select marketing innovation strate-
gies, enhancing the literature on crisis management and supplying fresh contexts 
for marketing innovation studies.

For academics and practitioners alike, the study has significant theoretical and 
practical ramifications. First, it emphasizes the significance of organizational 
innovation cultures in fostering company performance and guaranteeing Due to 
the COVID-19 pandemic, organizations in Nigeria, like their counterparts glob-
ally, have had to adopt new strategies to navigate the crisis. Secondly, the pan-
demic has caused significant disruptions in business operations, supply chains, 
and consumer behavior. As a result, organizations have had to re-evaluate their 
marketing strategies and culture of innovation to remain competitive and adapt 
to the changing business environment. Third, the literature review suggests that 
the pandemic has led to a shift towards digital marketing channels, such as social 
media and online advertising, and a focus on customer retention and loyalty 
programs to maintain customer engagement. Finally, the pandemic has led to 
changes in the culture of innovation, with organizations becoming more willing 
to experiment with new ideas and technologies.

Given Nigeria’s distinct socioeconomic and infrastructural limitations, orga-
nizations have encountered pronounced challenges in adapting to the pandemic’s 
impact on marketing and innovation. The nation’s various regions exhibit lim-
ited technology adoption and restricted access to reliable internet connections, 
thereby complicating the transition to digital marketing platforms. This scenario 
underscores the necessity for tailored strategies that account for Nigeria’s spe-
cific attributes. In the realm of market innovation, further investigation is impera-
tive due to its pivotal role in modern management, particularly within the context 
of today’s technologically advanced and fiercely competitive economy. Nonethe-
less, the findings of this study illuminate that a combination of proactive mea-
sures to navigate cash flow decline during unanticipated contingencies—such as 
the ongoing COVID-19 health crisis—alongside the establishment of a robust 
framework or governmental policies to shield against inevitable global crises, 
and augmented investment in artificial intelligence systems and technology, can 
serve as shields for organizations. By adopting these measures, the detrimen-
tal repercussions of the pandemic on companies can be mitigated. These conse-
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quences encompass abrupt declines in orders, pressures stemming from expenses 
like rent, labor, and taxes, an overarching surge in raw material costs, insufficient 
demand, logistical insufficiencies, and the complication of sourcing alternative 
suppliers.

Despite the fact that the lockdown prompted consumers’ views and purchasing 
habits to adapt to a more cautious one after the COVID-19 breakout. A decrease 
in consumption levels during the epidemic in Nigeria may be due to a lack of suf-
ficient welfare-oriented government assistance. Organizations were less produc-
tive and unable to meet consumer demands during the crisis, however, due to a 
lack of government incentives and support as well as an adequate power supply. 
This is because all businesses in Nigeria, and perhaps the world, make the deci-
sion to overcome challenges during a crisis and turn it into an opportunity. The 
COVID-19 epidemic has also affected Nigeria’s corporate marketing and innova-
tion culture. However, the crisis also offers businesses the chance to innovate and 
change course in order to pursue fresh approaches that may enhance their long-
term competitiveness and resilience. Therefore, in order to be relevant and viable 
in the post-pandemic period, firms in Nigeria must constantly evaluate how the 
pandemic has affected their operations and develop creative tactics.

Recommendations and Future Research Directions

During the COVID-19 crisis, marketing innovation has emerged as a crucial strat-
egy for the survival of most organizations. Thus, this study delves into potential 
marketing innovation approaches adopted by Nigerian SMEs to retain customers, 
expand their market presence, and enhance consumer awareness regarding the 
impact of the COVID-19 pandemic. Additionally, the study offers recommenda-
tions for both survival and recovery strategies in the aftermath of the pandemic, 
while also suggesting directions for future research. To begin, we propose the 
“response strategy.“ This strategy relies on a company’s internal resources and 
capabilities and is suited for organizations with minimal reliance on external 
resources (Gandia & Gardet, 2019). This approach involves the reconfigura-
tion and optimization of existing business operations, such as shifting offline 
resources to online channels. This allows businesses to adapt to evolving cus-
tomer purchasing patterns during the COVID-19 crisis and maintain normal 
operations. Notably, numerous SMEs swiftly reorganized inventories from offline 
stores, leveraging astute insights into marketing demands, thereby responding 
effectively to the altered consumer landscape caused by the crisis.

The “strong unified crisis-response approach” is suggested as a second strategy, 
primarily for heavily impacted companies during the pandemic. Here, firms must 
consider two critical aspects. Firstly, for businesses heavily reliant on external 
resources, a collective strategy that involves partnerships with other firms to gen-
erate added value becomes advantageous (Lusch et al., 2010; Gandia & Gardet, 
2019). Secondly, firms must ensure the integration of their existing capabilities 
and resources with this approach (Makkonen et al., 2014). Companies that find 
it challenging to sell core products online can opt for group-based approaches to 
innovate new products and services, aligning with a collective strategy (Wang et 
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al., 2020). The “Proactive strategic approach” serves as the third strategy, suit-
able for online and tech-driven businesses that are less vulnerable to COVID-
19-related shocks. Niche markets and microenterprises fall within the purview of 
this strategy (Gandia & Gardet, 2019). These firms have the freedom to cater to 
the needs of their loyal customers while venturing into new avenues as deemed 
appropriate. Implementing this approach requires strong reconfiguration capa-
bilities to effectively design and launch novel business initiatives (Bowman & 
Ambrosini, 2003; Ozili, 2021).

Lastly, the “Partnership-based problem-solving approach” offers a distinct 
path for SMEs less susceptible to COVID-19-related disruptions. This approach 
thrives on partnership and strategic marketing models, primarily fitting for online 
consumption models. Firms considering this strategy must evaluate their internal 
capabilities. Partnerships work for companies that lack the capacity to develop 
new businesses independently. By teaming up with partners who possess com-
plementary resources, organizations can expand their customer base and create 
new offerings. It’s crucial that firms leverage their existing strengths to drive the 
development of new ventures (Makkonen et al., 2014). In summary, SMEs should 
collaborate to create innovative offerings by capitalizing on complementary capa-
bilities. Collaborative innovation benefits all stakeholders collectively (Huang 
& Yu, 2011). This approach finds real-world success stories, such as TikTok, 
which transformed marketing resources into opportunities by integrating them 
into online services. This collaboration aided firms in sustaining performance 
levels despite the COVID-19 crisis (Sohu, 2020). The study concludes that the 
four outlined marketing strategies largely represent Nigerian SMEs’ endeavors to 
refine their innovation practices in response to the pandemic. Organizations can 
simultaneously operate in different ways, utilizing their available resources. In 
the face of the COVID-19 crisis, organizations can opt for any of the four specific 
marketing strategies, each presenting its unique advantages and drawbacks.

The study has several shortcomings, though, which present possibilities for 
further investigation. First off, to increase generalizability, future research may 
include larger companies or other countries in addition to Nigeria, where the 
study solely questioned SMEs. In addition, while the study concentrated on 
the pandemic’s implications on marketing innovation tactics, other crisis situa-
tions might have distinct impacts on corporate innovation cultures and customer 
behavior. Future studies might look into how different crisis situations affect 
these results. Last but not least, the study did not examine the moderating effects 
of other factors, such as firm size or industry type, on the correlations between 
the study variables. To better comprehend the intricate interactions between the 
study variables, future research might examine these moderating effects. Finally, 
The COVID-19 pandemic has had a significant impact on organizational market-
ing and culture of innovation. Businesses have had to adapt quickly to changing 
consumer behavior, with many turning to digital channels to reach customers. 
This has had an impact on the culture of innovation within organizations, as 
businesses seek to identify new opportunities and adapt their strategies to meet 
changing needs.
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Appendix A: Core Constructs Items

S/N Constructs Measurement Items Source
1 Global health 

crisis
1. Negative effect on logistics.
2. Shortage of raw material supply.
3. The impact of the mandatory lockdown on mental health.
4. Shift in consumer buying patterns.
5. Purchasing power decline.
6. Lingering and slowed operations.

Wang et 
al. (2020);
Cha-
roensuk-
mongkol 
(2022)

2 Market 
innovation

1. Product innovation.
2. Process innovation.
3. Market share and penetration.
4. Customer-centricinnovation.
5. Collaboration and partnerships.
6. Technology adoption.

Li et al. 
(2022); 
Blaique et 
al. (2023)

3 Culture of 
Innovation

1. Tolerance of business environment and employee diversity.
2. Leadership support.
3. Open communication.
4. The cross functional collaboration capability of teams on busi-
ness tasks.

Ajide et 
al. (2020); 
Corsaro & 
D’Amico. 
(2022).
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