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ABSTRACT 
The rapid rise of digital entrepreneurship is intensely reshaping the performance of small and medium enterprises (SMEs) and the broader Nigerian economy, yet its specific impact on SMEs in Kwara State remains largely underexplored. In this preliminary descriptive study, the authors highlight a problem occurring in Nigeria. The study made use of correlational research design which examines causal effects between variables. The method of data collection employed by the study is the use of survey questionnaires as a form of collecting data. The study population consists of 5,690 registered SMEs in Kwara State, Nigeria. With a sample size of 374 SMEs in Kwara State. The sampling techniques employed for this study is the random sampling, stratified random sampling, and cluster sampling. The method of data analysis used by the study is the quantitative data analysis. The study made use of the SPSS software for its analysis. Findings from the study revealed that digital entrepreneurship has a significant effect on the performance of SMEs in Kwara State, Nigeria. Furthermore, this study recommends that the owners/managers of small and medium enterprises (SMEs) should adopt the following measures, in order to adequately sustain the desired level of performance among the enterprises, this includes the adoption of digital literacy as a mechanism for improving the knowledge and skills of employees, and achieving a better performance, increase the speed of internet usage in daily business operations as a basis for achieving outstanding performance, to ensure proper integration of digital technologies in daily business routines, as a solution for declining performance among SMEs, and the adoption of opportunities available in the digital business environment as a mechanism for improving the performance of SMEs. 
Keywords: Digital Entrepreneurship, Digital Knowledge and Skills, Internet Usage, Digital Technology Integration, Digital Business Environment, and SMEs Performance. 
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CHAPTER ONE 
Introduction 
1.1 		Background to the Study 
	Research on firms’ performance, particularly centered on small and medium-sized enterprises (SMEs), is extensively conducted transversely different regions, given the significant role SMEs play in contributing to the economy. Their innate capacity to continuously invent new goods and methods allows them to play a crucial role (Su, Khan, Lew, Park, & Choksy, 2020). Nonetheless, they frequently encounter difficulties adjusting to the quickly changing digital environment. The adoption and application of digital technology and methods, or "digital entrepreneurship," have come to light as a possible means of improving the performance of SMEs. The study looks into how different digital entrepreneurship strategies affect SMEs performance in diverse industry contexts. The swift progression of digital technology has brought about a transformation in the business landscape, offering a plethora of chances for small and medium-sized firms (SMEs) and entrepreneurs to harness these game-changing instruments for expansion and prosperity (Su et al., 2020). 
	The rise of digital entrepreneurship is acknowledged worldwide as a key factor influencing numerous economic development results, such as poverty alleviation, innovation, job creation, economic recovery, and growth (Su et al., 2020). While most SMEs, including very small enterprises, have access to basic broadband services, they often do not adopt the latest technologies. As a result, they tend to lag behind larger firms in terms of advanced technological adoption. This suggests that SMEs that have fallen behind in the digital transition are likely to face greater challenges in engaging in future digital advancements, which could negatively impact their performance. For example, cloud computing gives small and medium-sized enterprise (SMEs) access to digital services via the Internet and can help them advance to new and more sophisticated digital solutions by allowing them to take advantage of on-demand offers that suit their needs (flexibility and scalability) without having to pay upfront for hardware and software or associated maintenance costs (OECD, 2021).  
SMEs often struggle to implement and integrate digital technologies into their operations, hindering their capacity to fully capitalize on the digital economy. A frequent obstacle encountered by SMEs worldwide is the inconsistency among business operators, making it difficult to enhance their performance. This indicates that inexperienced entrepreneurs in SMEs typically have a limited understanding of business management. Such a situation may arise from insufficient entrepreneurial literacy among business operators. 
	A 2023 report from the World Bank indicated that small and medium-sized enterprises (SMEs) in underdeveloped nations had a 20% drop in revenue on average during the epidemic. According to data from the International Labour Organization (ILO), 17% of formal micro and small firms globally closed their doors permanently between 2020 and 2023. Furthermore, according to ILO estimations, the pandemic led to the loss of 7 million jobs in SMEs across the globe. Following the COVID-19 pandemic, a critical challenge for SMEs is adopting digital business models, as lockdowns and economic disruptions have forced many to transition to digital operations (Globaldata, 2020; OECD, 2020). The primary challenge impacting entrepreneurs and small to mediumsized enterprises in Malaysia could be their failure to adopt technology, which consequently affects their performance (MOHE Guide to Entrepreneurship Integrated Education (EIE), 2021). 
	In Nigeria, SMEs are vital for economic growth but face significant challenges that hinder their development. Key issues include inadequate digital skills, limited internet access, and poor integration of digital technologies. These obstacles create an unfriendly business environment, despite government efforts to support growth. This study aims to investigate how Nigerian small and medium-sized companies (SMEs) fare in relation to digital entrepreneurship. Highlighting potential strategies to improve their contribution to the economy. 
1.2		Statement of the Problem 
	It has been claimed that SMEs significantly contribute to growth and development in various economies worldwide. However, despite their crucial role in economic performance, the challenges they encounter in their operations are substantial, negatively affecting their development and restricting their ability to stimulate the national economy as anticipated. This situation is concerning for a developing economy that lacks the necessary infrastructure and technology to attract a substantial number of large businesses. There are still considerable gaps in understanding how specific digital factors impact key performance indicators. 
	Previous studies reveal significant limitations regarding digital knowledge and skills in relation to SME performance. For instance, Rogers (2016) emphasizes that digital transformation is more about strategy than technology. However, many SMEs lack a digital transformation mindset and face weak digital foundations, which hinder their adoption of digital practices (Zhang, 2020). Additionally, research shows that major obstacles include both the inadequate digital technologies available to them and the insufficient digital skills possessed by employees (Liu, 2021). This oversight in addressing the critical role of digital skills limits the understanding of how they directly affect SME performance. 
	Previous studies (Sadowski et al., 2002; Dholakia & Kshetri, 2004) have largely ignored Internet-based SMEs, focusing instead on traditional businesses. This oversight limits our understanding of the challenges faced by SMEs that rely on advanced Internet technologies. While many traditional SMEs struggle due to a lack of experience, their Internet-based counterparts thrive, highlighting a critical gap in research on the impact of Internet usage on SME performance. 
	Previous studies highlight that the digital transformations may have adverse effects firms’ performance because of individual and collective factors. Nonetheless, they frequently neglect to consider the influence of socio-demographic factors, including age, gender, and experience. affect employees' capacity to adopt technologies (Ameen et al., 2021; Venkatesh et al., 2003). Additionally, psychological traits such as innovativeness and motivation significantly impact the adoption of digital technologies (Park et al., 2022). This gap limits our understanding of the challenges SMEs face in effectively integrating digital tools. 
Previous B2B e-commerce adoption research has examined factors within the technology, organization, and environment (TOE) framework. Some studies have shown that digital transformation can reshape an entire business model (Ranger, 2019). However, adopting digital transformation requires resources, structures, and skills that SMEs often lack, and there is limited knowledge on this issue. 
1.3 	Research Questions 
	Is there significant effect between Internet Usage and SMEs performance? 
i. Is there significant effect between Digital Technology Integration and SMEs performance?
ii. Is there significant effect between Digital Business Environment and SMEs performance? 
1.4 	Objectives of the Study
		To investigate the effect of Digital Knowledge and Skills on SME Performance.
i. To assess the effect of Internet Usage on SME Performance.
ii. To examine the effect of Digital Technology Integration on SME Performance.
iii. To evaluate the effect of Digital Business Environment on SME Performance. 
1.5 		Research Hypotheses  
H1: 	Digital Knowledge and Skills have a significant effect on the performance of SMEs. 
H2: 	Internet Usage has a significant effect on the performance of SMEs. 
H3: Digital Technology Integration has a significant effect on the performance of SMEs. 
H4: 	Digital Business Environment has a significant effect on the performance of SMEs.  
1.6		Significance of the Study 
	This research will highly be of valuable for managers and owners of SMEs, as it will provide insights into the importance of improving their skills and knowledge in areas, they believe they excel. This enhancement will help optimize their experience and boost the productivity of their organizations. This research is significant in various dimensions, contributing practically, methodologically, and theoretically to the field of digital entrepreneurship and SME performance. 
	The results of this research will provide actionable insights to SME managers and owners on how to leverage digital entrepreneurship for enhanced business performance. By highlighting the significance of digital skills, technology integration, and internet usage, it will enable business leaders to identify skill gaps and adopt best practices that enhance productivity. Policymakers and business consultants can also use these insights to create supportive environments that foster digital entrepreneurship and drive SME growth in Kwara State and beyond.  This study contributes methodologically by offering a framework to measure the relationship between digital entrepreneurship and SME performance. It employs a quantitative approach, using reliable data collection tools to gather insights from SMEs in Kwara State, ensuring robust and credible results. The study's methodology can serve as a model for similar research in other regions or industries, helping future researchers replicate or adapt the approach to different contexts. 
1.7 		Scope of the Study 
	This research is centered on SMEs within Kwara State, Nigeria. This study investigates the effect of digital entrepreneurship regarding SMEs' performance in this area. With an emphasis on specific factors or dimensions such as digital knowledge and skills, using the internet, integrating digital technology, within SME operations, and the overall digital business environment. By analyzing these factors, the research aims to uncover their influence on enhancing SMEs’ competitiveness and sustainability in the digital age. 
The content scope of this study includes a comprehensive analysis of digital entrepreneurship practices and their effect on the performance of SMEs in Kwara State, Nigeria. Specifically, this research will examine the dimensions of digital knowledge and skills among SME owners, patterns of internet usage, integration of digital technologies within SME operations, and the influence of the digital business environment at large. These aspects will be examined to understand their collective influence on various performance of SMEs, such as revenue growth, profitability, and as well as market expansion. 
The unit of analysis for this research comprises of SMEs operating within Kwara State, Nigeria. This study investigates how digital entrepreneurship practices affects various performance indicators among these SMEs. 
The reason why Kwara State is used for this study is due to its significance as Nigerian’s capital and major economic hub, offering a diverse and dynamic business environment. Kwara State’s advanced digital infrastructure and proximity to policy makers provide a unique context for studying the effect of digital entrepreneurship on SMEs. Additionally, its demographic diversity and ease of access for data collection make it a practical and relevant choice for this study. 
1.8 		Definition of Terms 
Digital Entrepreneurship: This involves using digital technologies to create value for customers. By leveraging tools like social media, apps, and the internet, businesses can operate with less physical infrastructure and reach a larger audience. 
Digital Knowledge and Skills: This refers to the abilities to effectively use digital tools, including finding, evaluating, and creating content, as well as communicating. These skills enhance internet access and enable swift decision-making based on information. 
Internet Usage: This refers to the global network that connects computers via satellites and cables, serving as a vast information library. It enables activities like shopping, reading news, and streaming, making it a powerful tool for business transactions. 
Digital Technology Integration: This refers to organizational changes driven by digital technologies in Industry 4.0, focusing on digitizing business processes and enhancing global collaboration through advanced techniques and disruptive technologies. 
Digital Business Environment: This refers to online landscape shaped by rapid technology, globalization, and various external factors boosting competitiveness, such as new technologies and price-sensitive consumers, driving e-commerce and e-marketing growth. 
SMEs Performance: This measures a company’s ability to enter new markets and sell new products, assessed through sales growth and market share, reflecting its industry standing and effectiveness in meeting customers’ needs and performance goals. 

CHAPTER TWO 
LITERATURE REVIEW 
2.1		Introduction 
	The academic research on how digital entrepreneurship affects SMEs' performance is examined in this chapter. This offers valuable insights and serves as a research guide. Additionally, it will assist other researchers interested in deepening their understanding of digital entrepreneurship practices and extending beyond the scope of this work. 
2.2		Conceptual Review 
2.2.1 	Digital Entrepreneurship 
	This kind of digital entrepreneurship is on the rise, incorporating various multidimensional mixes of technology and entrepreneurship. Digital entrepreneurship is a phenomenon that is made possible by technological resources like the internet and information and communication technology, as noted by Le Dinh et al. (2018). Generally, digital entrepreneurship can be described as any entrepreneurial activity that moves a significant portion of a company's functions, resources, or offerings on the internet (Kraus, Palmer, Kailer, Kallinger, & Spitzer, 2018). Characteristics of digital entrepreneurship include agility, accessibility, innovation, and creativity, and it has been defined in multiple ways by different authors. Some definitions of digital entrepreneurship include the following (Kraus, Palmer, Kailer, Kallinger, & Spitzer, 2018). 
	In the view of Bogdanowicz (2015), digital entrepreneurship encompasses the establishment new enterprises and the conversion of established industries that generate social and/or economic worth through the development in addition to the application of innovative technology in digital form. Timmers (1998) describes digital entrepreneurship as the process of leveraging digital technologies to create and also deliver new value to customers. By utilizing digital resources like social media, smartphone applications, and the internet, businesses can operate with reduced physical infrastructure and expand their reach to a broader audience. 
	Hull et al. (2007) define digital entrepreneurship as 'a fusion of traditional entrepreneurial practices merged with novel methods of business creation and management in the digital age" (Le Dinh et al., 2018). It is a subset of entrepreneurship where all or part of what was traditionally physical in organizations has been transitioned to digital formats. According to Davidson and Vaast (2010), digital entrepreneurship involves the pursuit of new business prospects can result from using new media technologies and the internet. Guthrie (2014) defines it as the establishment of businesses aimed at generating profit from the sale of digital products through electronic networks. Sussan and Acs (2017) further state that digital entrepreneurship includes all participants involved in any form of business, whether commercial, social, governmental, or those that leverage digital technology. 
	There is a notable absence of conceptual discourse and development regarding the idea of digital entrepreneurship, as much of the existing study on the application of digital technologies in entrepreneurship has focused on isolated phenomena. Consequently, several fundamental questions remain largely unaddressed in the current literature. For instance, how do digital technologies reshape entrepreneurship? In what ways does digital entrepreneurship differ from traditional entrepreneurship? How might digital entrepreneurship influence performance outcomes? Various review articles on entrepreneurship have identified additional gaps in understanding how entrepreneurs utilize digital technologies (Kiss et al., 2012; Mainela et al., 2014).  
2.2.2 Digital Knowledge and Skills 
	A range of terms describes the human traits related towards the application of technology for information and communication (ICT). With the proliferation of digital technologies, terms such as IT, ICT, and computer literacy have become increasingly prevalent (Bawden, 2008). The technology available to us at any particular moment often shapes the value of particular talents. These notions usually consist of two parts: a particular perspective on knowledge (competence, literacy, and skills) combined with a domain element (computers, ICT, the internet, and multimedia) (Hatlevik et al., 2015). 
	The application of technology in the workshop environment is growing, and the companies with the most people who are proficient in using it are becoming the top ones in the modern period. For all entrepreneurs hoping to see growth in their businesses, digital literacy is essential. Although educating staff members to be digitally literate can seem like a huge task, development, productivity, and innovation all depend on it. Most companies concur; according to a survey, 95% of firms stated that having a digital workforce strategy is crucial in the current era (Dimitropoulou, 2021). 
	Therefore, digital literacy refers to the capability to utilize technology to find, assess, and create content as well as communicate with people in an effective manner. Internet connectivity can be improved with digital literacy to enable prompt decision-making based on available information. Colleagues with digital literacy tend to be more productive as they can swiftly identify and leverage critical data, information, and trends. This skill is essential in a rapidly changing environment where new information is continuously produced and utilized. Employees with strong digital literacy can communicate and collaborate more efficiently. In a multigenerational workforce that includes up to five different age groups, these skills can also aid in bridging generational divides (Drew, 2022). 
	My view on Digital literacy, encompassing utilization of technologies for information and communication (ICT) effectively is vital for business development and competitiveness in today's workplace. As digital technologies become pervasive, proficiency in these skills enables employees to find, assess, create content, and communicate effectively, enhancing productivity and collaboration. A survey indicates that 95% of firms recognize the importance of a digital workforce strategy, highlighting the need for digital literacy in decision-making and bridging generational gaps within diverse workforces. Prioritizing digital literacy fosters organizational development, innovation, and effective communication in today’s fast-paced information landscape. 
2.2.3 Internet Usage 
	The internet is a global system of interconnected computers connected through satellites, cables, and telephone lines. It operates like an extensive information library, enabling users to shop, access news, send emails, pay bills, watch television, and participate in various other online activities. The extensive virtual environment provided by the internet enhances the performance of SMEs. The World Wide Web, which is part of the internet, provides an interactive and intuitive method for organizing and retrieving information. Its nonlinear, multimedia capabilities, available 24/7, make it a powerful tool for conducting business transactions. 
	Small and medium-sized enterprises (SMEs) are increasingly shifting toward technology driven management and integrating information and communication technologies (ICTs), such as social media (de Mattos et al., 2023). However, they are adopting disruptive technologies linked to Industry 4.0 at a slower pace compared to other technological advancements. For instance, they are utilizing social media platforms to advance their business objectives (Ghobakhloo et al., 2022). Among various social media networks, Facebook stands out as the most widely used globally and has a considerable user base in Zimbabwe. With a population exceeding 15 million and an internet penetration rate of 55.7% (Internet World Stats, 2023), Zimbabwe presents SMEs with an opportunity to leverage social media as a tool for operational, tactical, and strategic branding efforts, thereby enhancing their market share both locally and internationally. This trend highlights the potential advantages SMEs could gain. Digital and technological innovations are currently transforming the business landscape. 3D printing, artificial intelligence, sophisticated robots, Internet of Things (IoT), and Son et al. (2020), Syariati et al. (2019), and other advanced technologies are facilitating the shift from traditional work methods to automated and digitally integrated processes. As a result, activities linked to the product supply chain are being carried out more efficiently and effectively. 
	Social media has become an essential tool for SMEs to communicate and compete effectively in the market, despite their limited resources and budget constraints. Nonetheless, there is a dearth of study on how social media affects SMEs and how well they perform (Chudu et al., 2022; Klein & Todesco, 2021; Cardoni et al., 2020; Jere & Ngidi, 2020). Access to social media platforms and the capability to disseminate information can significantly impact the success of SMEs by offering real-time data for insights into competition and consumer behavior. The challenge is to determine how social media can enhance the core competencies of SMEs to improve their competitiveness (Qalati et al., 2021; Effendi et al., 2020; Ur Rahman et al., 2020). 
	Moreover, several challenges prevent SMEs in evolving nations from effectively making use of social media resources. According to several studies (Mukherjee et al., 2023; Ghobakhloo et al., 2022; Effendi et al., 2020; Ali Qalati et al., 2020; Karedza & Govender, 2020; Moodley, 2019; Clohessy & Acton, 2019), these issues include poor levels of digital literacy, high access costs, and a reliance on antiquated technologies. 
	My view on the internet, a vast network linking computers, enhances SME performance by facilitating online activities like shopping and communication. The user-friendly World Wide Web supports business transactions, but while SMEs increasingly adopt ICTs like social media, their integration of Industry 4.0 technologies is slower. In Zimbabwe, with a 55.7% internet penetration rate, SMEs can leverage social media for brand growth and market expansion, although research on its effectiveness is limited. Advanced technologies like IoT and artificial intelligence are transforming businesses, yet challenges such as high access costs and low digital literacy impede SMEs in developing countries from fully utilizing these tools. Understanding how social media can improve core competencies is essential for enhancing SME competitiveness in the digital landscape.  
2.2.4 Digital Technology Integration 
	Entrepreneurs now have enormous prospects as a result of the revolutions and growth of digital platforms (Nambisan, Wright & Feldman, 2019; Sturgeon, 2021; Bouncken & Barwinski, 2021). According to Dethine et al. (2020), "an essential concept for illustrating organizational adjustments brought about by digital technologies" is digital transformation, which is recognized in both the academic and real-world contexts. The fourth industrial revolution, or Industry 4.0, includes digital transformation (Alcacer & Cruz-Machado, 2019; Weking et al., 2020). 
	This study indicates that 14.0 technology knowledge flows influence competition based on the industry context, as noted by Corradini, Santini, and Vecciolini (2021), while the industry's dynamism affects the effectiveness of digital technologies (Li, Dai, Cui, Sony & Naik, 2020). Numerous theoretical and empirical investigations have examined the relationship between market structure and innovation via the prism of Schumpeterian endogenous growth models since Aghion and Howitt (1992) (Griffith & Van Reenen, 2021). If innovation is spurred by the quest of better profits, then any increase in competition that results in lower earnings will impede innovation. The ABBGH model, which shows an inverted U-shaped link between innovation and competition, was first presented by Aghion et al. (2005). This model shows how the strategy for technology diffusion affects how competition affects innovation (Montani, Vandenberghe, Khedhaouria, & Courcy, 2020). 
	In the production of goods and services as well as company administration and governance, Industry 4.0's digitalization of company tactics and procedures integrates innovative techniques and disruptive technology. Global industry collaboration and communication are enhanced by this connection. New products and services that may quickly cross international borders are developed as a result of digital tactics and technologies (Kohtamaki et al., 2019, 2021). These products and services have a substantial impact on the institutional frameworks and economic activities of both the originating and host nations. Along with improving access to local market resources and capabilities, these innovations can also have an impact on the internationalization timing, pace, location, entry tactics, and the ability to adapt to foreign markets (Vadana et al., 2021). (Coviello et al., 2017). 
	Moreover, regardless of whether a company operates on a domestic or international scale, knowledge-intensive services and processes are expected to thrive due to 'digitization, advanced business intelligence techniques, and data science (Lederer & Riedl, 2020). Digital transformation facilitates the integration of emerging 'technologies, reshaping lifestyles, and encouraging innovative business models and production techniques,' thereby revitalizing the industry (Alcácer & Cruz-Machado, 2019). The shift towards digital transformation has a profound impact on business models by altering the relationships among suppliers, companies, and customers. 
	I believe the rise of digital platforms has transformed businesses, offering substantial prospects for business owners (Sturgeon, 2021; Bouncken & Barwinski, 2021; Nambisan et al., 2019). Digital transformation, described by Dethine et al. (2020) as shifts driven by technological advancements, is integral to Sector 4.0 (Weking et al., 2020; Alcácer & Cruz-Machado, 2019). This shift fosters international cooperation and communication by integrating state-of-the-art technologies and digital strategies with the production and management of goods and services. It fosters the formation of fresh goods and services that transcend borders, affecting economic activities, institutional structures, market entry methods, and resource access in both domestic and international markets (Vadana et al., 2021; Coviello et al., 2017). Knowledge-intensive services will thrive due to digitization and data science, as businesses adopt emerging technologies to create innovative models and manufacturing processes (Lederer & Riedl, 2020; Alcacer & Cruz-Machado, 2019). Overall, digital transformation significantly reshapes business models and interactions among suppliers, businesses, and customers. 
2.2.5 Digital Business Environment 
	Fast-paced advancements in technology, economic globalization, and various external factors boost a company's competitive edge. Similar to traditional markets, the electronic marketplace is influenced by several elements that affect entrepreneurship, including globalization, the rise of new technologies, cost-conscious consumers, the internet, and emerging distribution and communication channels. The evolution of the e-environment contributes to the expansion of e-commerce and e-marketing. Younger individuals are the leading participants in the electronic marketplace, which spans a broad spectrum of consumer age groups, from the Net Generation, Generation X, and pre-boomers to baby boomers and the Next Generation (Tapscott, 2008). Each generation interacts with the e-market differently and has distinct preferences. Understanding these generational traits and behaviors is crucial for entrepreneurs to succeed in the digital marketplace, as it helps them anticipate future shifts and challenges in e-commerce. 
	Scientific research has demonstrated that effective and efficient usage of contemporary technologies can significantly advance a company's development. Technologies are developing at a quick pace, and the electronic world is evolving and getting better all the time. Globally, there is a general "e-zation" that is encouraging a paradigm shift and a reorganization of business models. The electronic environment fulfills numerous functions, such as commerce, marketing, advertising, research, education, training, and communication. Simultaneously, it is anticipated that most transactions will take place in the electronic marketplace, further highlighting the essential role of the digital environment in boosting entrepreneurial competitiveness. 
	While the electronic environment currently equips businesses with nearly all the marketing and communication tools necessary for growth and the establishment of competitive advantages, not every business is able to leverage these opportunities to enhance productivity and competitiveness. Utilizing the Internet and the electronic environment for entrepreneurial endeavors has become a significant trend in modern business. Recent studies indicate that the e-environment provides various options and opportunities, particularly for small, medium, and micro-sized enterprises with limited resources. The adoption of e-tools enhances an organization's competitiveness, profitability, and efficiency (Sceulovs & Gaile-Sarkane, 2013). 
	My view on the rapid technological advancements and globalization enhances competitiveness in both traditional and electronic markets through factors like new technologies and consumer behavior. The e-environment fosters e-commerce and marketing, with younger generations playing a significant role (Tapscott, 2008). Understanding these generational differences is vital for entrepreneurship. Research shows that effectively leveraging modern technologies drives business growth and innovation. The e-environment supports various functions, including commerce and communication, and is expected to dominate future transactions. However, not all businesses fully exploit these opportunities to boost productivity and competitiveness. For small and medium enterprises, using the Internet and e-tools can significantly enhance competitiveness and efficiency (Sceulovs & Gaile-Sarkane, 2013).  
2.2.6 	SMEs Performance 
	Evaluating the performance of a SMEs encompasses multiple aspects, including financial health, operational effectiveness, market position, innovation potential, and social influence. The expected benefits of integrating environmental management into business practices act as a strong indicator of a company’s overall success (Psomas, Fotopoulos, & Kafetzopoulos, 2011). Performance can be a way to assess a quality or both individual and collective efforts. Meanwhile, in management science, performance can be defined as an achievement towards the purpose of organizational unity that is communicated to the stakeholders (March & Sutton, 1997; Javed et al., 2021). The foundational concept for business performance theory stems from the theory of firm growth (Penrose & Pitelis, 2009), which suggests that companies are formed with unique resources intended to drive growth through dynamic processes. However, in practice, while some businesses achieve growth, others do not. To explain this, the resource-based view, or RBV, is centered on an organization's internal resources, both material and immaterial, and how well these resources are deployed in ways that make it hard for rivals to imitate. 
	Performance refers to a company's capacity to effectively penetrate new markets with innovative products, with sales growth and market share serving as metrics for this performance (Wilujeng and Mustikowati, 2016). Because a company's past business performance can provide insights into its current capabilities, business performance is an essential element of overall company performance. A notion called "business performance" is used to gauge a company's marketing effectiveness. Every firm wants to know about its accomplishments because they show how successful it is in the marketplace compared to its competitors. A notion known as “organizational performance” measures a company's position within its industry and its capacity to fulfil the demands of its concerned parties (Gryphon, 2003; Lo, Mohamad, Ramayah, & Wang, 2015). It is often referred to as the extent to which the operation satisfies customer needs (secondary measures) and performance objectives (primary measurements) (Slack, Chambers, & Johnston, 2010). 
	I believe the assessment of SMEs performance involves multiple factors, including financial stability, operational efficiency, market share, innovation capacity, and social impact. Integrating environmental management into business operations can positively influence overall performance (Psomas, Fotopoulos, & Kafetzopoulos, 2011). Additionally, performance is characterized by a company's capability to enter new markets with innovative products, using sales growth and market share as primary indicators (Wilujeng & Mustikowati, 2016). Understanding business performance is crucial for evaluating marketing effectiveness and overall success in the competitive landscape. Additionally, "organizational performance" reflects company's position within its industry and its capacity to fulfill stakeholder expectations, typically assessed through customer satisfaction and the attainment of performance goals (Gryphon, 2003; Lo, Mohamad, Ramayah, & Wang, 2015; Slack, Chambers, & Johnston, 2010).   
2.3 		Theoretical Review 
2.3.1 	Social Network Perspective Theory 
	In social science, social network perspective theory (SNP) focuses on the collaboration and ongoing communication among members of the social system, the factors influencing the expansion of e-commerce businesses were investigated by Singh and Kundu (2002), and the aspects that facilitate network development within these businesses. Likewise, Chen et al. (2019) indicated that while 'I businesses may encounter disadvantages due to their outsider status,' these difficulties can be mitigated by 'initially launching the platform in more influential countries.' Furthermore, the concept of network externalities was presented by Stallkamp and Schotter (2019) and their influence on global industry disruption, highlighting the crucial importance of social networks for entrepreneurs. Utilizing their networks, entrepreneurs can gain access to resources, knowledge, and assistance that can be vital for launching and expanding a business.  
2.3.2 	Resource-based Theory 
	Ten studies examining the connection between digital transformation and global business have used the resource-based theory (RBT) because it 'offers chances to study the link between the transfer of worldwide knowledge and creative performance' (Kotabe et al., 2007). To understand "economic organization and governance" and create a "sustainable competitive advantage," RBT advises businesses to focus on their core strengths and efficient management (King et al., 2010). The emergence of information technology gives many businesses a competitive edge and serves as a first phase towards digital transformation. Jean et al. (2010) conducted an empirical investigation to investigate the extent to which information technologies facilitate the ability of suppliers to tailor their governance structures, thereby improving outcomes in international collaborations. 
	Additionally, Chang et al. (2015) offered empirical support showing that investments in information technology improve collaborative performance among partners within a relational framework by merging resource-based theory with dynamic capabilities. Similarly, Kim et al. (2018) showed how virtual integration between companies can give them a competitive advantage and serve as a substitute supplier governance mechanism. On the other hand, because it is so easy for rival companies to copy or acquire such technology, Jean and Kim (2019) hypothesized and empirically supported the premise that information technology by itself cannot provide a company with a lasting competitive edge. Referencing resource-based theory, Kotha et al. (2001) argued that, in the context of digital platforms, a firm's competitiveness is positively correlated with its level of internationalization, and that this correlation is controlled by two categories of intangible assets: website traffic and brand reputation. 
	Likewise, According to Parente et al. (2018), competitive advantages in a sharing economy stem from elements such as market dominance, broad acceptance, and trust, instead of the scarcity of resources or the challenges associated with imitation. Additionally, Yordanova (2019) suggested that digital technologies improve internationalization of SMEs by improving their access to knowledge about international markets, thereby building on the original Petrosian framework of resource-based theory. Ultimately, Singh and Kundu (2002) argued that resource-based theory (RBT) accounts for some of the growth observed in e-commerce companies. According to this theory, businesses can use their special and priceless resources to gain a long-term competitive advantage. Within the domain of entrepreneurship, Resource-Based Viewing (RBT) can elucidate the methods by which entrepreneurs locate, obtain, and cultivate resources that facilitate the generation and seizing of fresh company prospects.  
2.3.3 	Knowledge-based Theory 
	Forliano et al. (2021) assert that knowledge-based theory (KBT) offers a valuable framework that helps comprehend how universities might furnish 'information and leadership to foster entrepreneurial thinking, activities, and institutions'. Parente et al. (2018) discovered that intangible resources are just as important as tangible ones for enterprises operating in a sharing economy. Moreover, digital platforms 'improve learning among members distributed around the globe,' according to Nambisan, Zahra, et al. (2019). All participants do not, however, have equal access to these educational opportunities' benefits. In the end, KBT uses a centralized method to offer multinational corporations (MNEs) as knowledge carriers (Nambisan, Zahra, et al., 2019). This theory underscores the importance of information as a key organizational resource, suggesting that businesses can attain a competitive edge by effectively acquiring, creating, sharing, and utilizing knowledge. 
2.3.4 	Innovation Diffusion Theory 
	In his 1962 study, Everett Rogers provided a more specific definition of diffusion, defining it as the method by which an invention gradually spreads through certain channels among members of a social system. Four essential components, as identified by Rogers (2003), influence the spread of new concepts: Initially, innovation is characterized as a notion, conduct, or object that a person or embracing group regards as novel; second, communication channels, which are the methods through which messages are conveyed between individuals; third, time, which pertains to the progression of a person’s awareness of the innovation, their attitude toward it, the decision to embrace or reject it, the application and utilization of the novel concept, and ultimately the validation of their choice; and fourth, the social structure, which consists of interrelated units cooperating to resolve issues and accomplish a common goal. 
	Rogers (2003) stated further that the spread of an idea goes through five phases or steps, which are as follows: knowledge, wherein a person initially encounters an innovation but does not know anything about it and is not motivated to learn more about it; persuasion, the person is eager to learn more about the innovation and actively looks for information about it; decision, the person considers the idea of change, assesses the benefits and drawbacks of implementing the innovation, and determines whether to accept or reject it; implementation, in which the person applies the innovation to a variable extent based on the circumstances, evaluates the innovation's application and may seek additional information about it; subsequently, the individual makes the final decision to continue using the innovation and might even utilize it to its fullest potential. 
	Furthermore, Rogers (1962) distinguished five categories of adopters: innovators, early adopters, early majority, late majority, and laggards, establishing a standardized framework for research on diffusion. He was the first to introduce the term 'early adopters.' Rogers (1962) suggests these five groups based on evidence indicating that individuals do not exert equal influence over one another throughout the diffusion process. He argues that opinion leaders play a crucial role in spreading information about innovations, influencing others both positively and negatively. Additionally, Rogers (1962) notes that opinion leaders possess distinct characteristics that set them apart from their followers. These characteristics include greater exposure to media, a more cosmopolitan outlook, increased interaction with change agents, richer social experiences, higher socioeconomic status, and enhanced innovativeness. 
2.4 		Empirical Review 
	Sariwulan, Disman, Ahman, and Suwatno (2020) conducted research examining the impact of literacy and skills on entrepreneurial performance. Their goal was to assess both the direct as well as indirect influences of entrepreneurial skills, economic literacy, and digital literacy on the performance of SMEs in the apparel industry of the Bulak tourism sector in Depok. Utilizing a measurable approach, they gathered data through questionnaires distributed to 90 respondents chosen through saturation sampling. Utilizing path analysis to assess the correlations between the variables, the analysis was carried out using the software version of SPSS 25.0. The findings revealed that digital literacy and skills significantly improve SME performance, with digital literacy exerting the greatest influence, both in a direct and indirect manner. The aforementioned findings offer significant perspectives on tactics for augmenting the performance of small and medium-sized enterprises (SMEs) via better digital literacy. These tactics encompass cultivating digital business connections, improving online competencies, and broadening the network. The study's overall findings emphasize how crucial digital literacy is to helping SME owners build their business and marketing networks in the modern digital world. 
H1: Digital Knowledge and Skills have a significant effect on the performance of SMEs. 
	Bharadwaj, Sawy, and Pavlou (2020) conducted a study examining the influence of digital entrepreneurship on textile companies in Bangladesh from 2014 to 2018. The researchers employed multiple regression analysis, surveying 478 employees from six prominent textile firms. The findings indicated that during the study period, textile companies that effectively implemented robotic automation and cybersecurity systems achieved an average production volume that was 31% higher than their competitors. To enhance efficiency, the researchers recommended that textile companies invest in cybersecurity and robotic automation. This research illustrated how the adoption of robotic automation and cybersecurity can significantly enhance productivity in the textile sector. Imran, Hameed, and Haque's (2018) study concentrated on digital marketing and cloud computing, both of which have been shown to favorably impact textile companies' sales volume and profitability. In their research, Chen et al. (2020) discovered that highspeed internet notably enhances a company's productivity and increases employee wages, with these effects being particularly strong in industries that demand higher skill levels and among more educated workers. Lobo et al. (2020), on the other hand, looked into the connection among broadband speed and redundancy rates in Tennessee and discovered that counties with high-speed internet had unemployment rates 0.26 percentage points lower than those in areas with poorer internet connections. Better broadband quality also has a big influence, especially in rural areas, the study found. 
H2: Internet Usage has a significant effect on the performance of SMEs.  
	An empirical study investigated the impact of International Open Innovation (IOI) on SMEs in developing nations' success in international markets. The findings suggest that IOI positively influences international market success from a resource-based perspective. The association between IOI and success in foreign markets was also examined by the researchers in connection to cross-cultural competency and digital alliance capabilities (Zahoor et al., 2022). Prior research highlights that social media usage significantly supports the growth of SMEs (Auker, 2011; Corral de Zubielqui & Jones, 2022). Likewise, Yasa et al. (2020) provided evidence of the substantial influence of social media adoption on the growth of SMEs. Additionally, Samsudeen et al. (2021) found a positive link between social media use and SME performance in Sri Lanka. Floris and Dettori (2020) contended that social media adoption greatly enhances the financial and economic outcomes of SMEs. Wulandari et al. (2020) noted that social media use positively impacts SMEs’ performance in areas such as internal operations, marketing, and sales. The literature clearly indicates that adopting social media is vital for the growth and sustainability of SMEs. Furthermore, Sedalo et al. (2022) demonstrated that leveraging social media technologies has a positive effect on the performance of SMEs. Additional research has pointed out that the availability of resources, including technical and human resources, influences technological adoption (Fan et al., 2021; Kateri, 2021). As a result, the financial resources available to SMEs can significantly affect their adoption of new technologies (Ali Abbasi et al., 2022). 
H3: Digital Technology Integration has a significant effect on the performance of SMEs. 
	Recently, Inf. Manag. (2020) emphasized that the Technology-Organization-Environment (TOE) framework is well-supported by empirical evidence and has a strong theoretical basis, having been extensively utilized to examine technology adoption and innovation, including the adoption of social media technologies. This study aims to deepens the understanding of effectuation and causation by exploring their effectiveness for SMEs within evolving marketplaces, especially during challenging economic conditions. The results indicate that such market conditions introduce significant contingencies in the relationships between effectuation, causation, and firm performance, impacting their effectiveness substantially. Specifically, the findings show that, for firms impacted by adverse conditions, causation results in marginal performance improvements but is also highly variable and unreliable. In contrast, effectuation enhances performance with greater reliability. 
H4: Digital Business Environment have a significant effect on the performance of SMEs.  
2.5		Gaps of the Study 
	Although there is a growing global interest in digital entrepreneurship, research on its effects on the performance of SMEs in Kwara State is still scarce. Most current studies concentrate on developed economies or larger urban areas, highlighting the necessity to examine the distinct features of digital entrepreneurship in Nigeria and its ability to improve SME performance. Consequently, there is a significant gap in the literature concerning the influence of digital entrepreneurship on SME performance in Kwara State. 
	Additionally, there is a lack of understanding regarding the functioning in the Nigerian context of digital entrepreneurship, as most research focusses on established economies in large cities, that have different infrastructures, economic frameworks, and levels of digital dissemination. It's important to understand specific attributes of SMEs in Kwara State, encompassing their usage of the internet, digital technology integration, digital business environment, and digital knowledge and skills. As a result, a large portion of the current research offers a limited viewpoint on how different SMEs in Kwara State are impacted by digital entrepreneurship. Thus, the purpose of this study is to investigate, particularly in the context of Kwara State, how digital entrepreneurship affects SME performance. 


















CHAPTER THREE 
Methodology  
3.0 		Introduction 
	The research approach used to examine how digital entrepreneurship affects SMEs' performance in Kwara State is described in depth in this chapter. It describes the different phases of the research process, including the research design, data sources, data collection techniques, study population, sample size, sampling strategies, data analysis methods, study variables and their measurement, and the validity and reliability of the research instruments. This chapter also covers the study's shortcomings. The methodology's purpose is to make it easier to explore the study subject in-depth and methodically. 
3.1 		Research Design 
	This refers to the comprehensive plan or context that guides how a research study is carried out. It serves as a structure for gathering, measuring, and analyzing data to respond to the research enquiries or test hypotheses. This research utilizes a quantitative approach for data collection and analysis, with the goal of testing the hypotheses related to SMEs in Kwara State. The method focuses on the use of surveys, questionnaires, and SPSS software for data analysis. The measurement tools incorporate a Likert scale with five points: with 1 representing “strongly agree” and 5 representing “strongly disagree.”   
3.2		Population of the Study 
	The population, as defined by Lubis (2021), is the whole group of study participants who have specific traits and characteristics identified by the researcher, which serve as the data source for drawing conclusions. In this study, our target population comprises SMEs operating within the digital entrepreneurship in Kwara State. According to the National MSME Survey Report (2023), there are a total of 5,690 small and medium-sized enterprises in Kwara State.  
3.3 		Sample Size 
	In statistics, the number of observations or subjects involved in a study or experiment is referred to as the sample size, representing a subset chosen from a larger population that researchers aim to analyze. To establish the appropriate sample size for the population in Kwara State, we noted that the total population comprises 5,690 SMEs, which is significant.  Therefore, we utilized the sample size determination formula developed by Yamane (1967) to calculate sample size for the study. Yamane’s formula was employed to determine the number of respondents, using a 95 percent confidence level and a precision level (e) of 5. 
n = N (1 + N(e)2 where: 
n = signifies the sample size 
N = signifies the population under study 
e = signifies the margin error/ allowable error (%) (it could be 0.10, 0.05 or 0.01) 
Substitute numbers in the formula: n= N/ (1+N (e) 2) n= 5,690/ (1+5,690(0.05)2 n= 5,690/ (1+ 5,690(0.0025) n= 5,690/ (1+14.225) n= 5,690/15.225 n= 374 
3.4 		Sampling Techniques 
	This is the process by which a researcher chooses a more manageable set of people (a sample) to examine from a broader population. By using the selected sample as a representative of the full population, you may analyze and make conclusions about the group as a whole without having to look at each and every individual. Utilizing the probability sampling method ensures that each person in the population is equally and definitely likely to be selected for the sample. Additionally, it guarantees objectivity and permits researchers to confidently estimate population parameters: Random sampling involves giving each participant an equal chance of selection, often achieved through the use of random numbers. In cases where the population is stratified, a random sample is drawn from each subgroup (or stratum) created based on shared characteristics. Cluster: After dividing the population into groups, or clusters, some or all of the clusters are chosen at random. Random, stratified, and cluster sampling are a few instances of probability sampling. This study employed the stratified random sampling technique. 
3.5 		Sources of Data 
	The primary source of data for this research will be exclusively firsthand data. A quantitative approach has been selected to gather, analyze, and survey the data to test the hypotheses concerning SMEs in Kwara State and assess their performance. The method relies on surveys, questionnaires, and SPSS software for analysis. The primary data will be collected through structured questionnaires completed by respondents involved in the digital entrepreneurship ecosystem, particularly within Kwara State.   
3.6 		Methods of Data Collection 
	In this research, data will be collected via a survey that involves distributing questionnaires. The questions will address areas such as digital entrepreneurship, internet usage, digital technology integration, digital business environment, digital knowledge and skills, and performance of SMEs. The surveys are going to be distributed to different stakeholders within the digital entrepreneurship ecosystem in Kwara State, including managers and owners of SMEs, to gather quantitative data. 
This research will collect data using a survey method, where questionnaires will be distributed. The survey will include questions related to digital entrepreneurship, digital skills and knowledge, internet use, digital technology integration, the digital business environment, and SME performance. The survey will target key stakeholders within Kwara State's digital entrepreneurship ecosystem, including SME owners and managers, to obtain quantitative insights.  
3.7		Methods of Data Analysis 
	The process of examining, honing, manipulating, and modelling data in order to draw conclusions, help decision-making, and extract valuable insights is known as data analysis. There are various methods for analyzing data, typically divided into qualitative and quantitative methods. Qualitative analysis focuses on non-numerical data, such as text, images, or audio, aiming to comprehend the meaning and importance of the data rather than quantify it. Common methods of qualitative data analysis include: 
i. Content analysis is a technique that involves recognizing, coding, and categorizing the content of qualitative data. 
ii. Discourse analysis. This method examines the way that language is used in qualitative data to create meaning. 
Narrative analysis. This method focuses on the stories and experiences that are shared in qualitative data. In contrast, quantitative analysis focuses on numerical data, including figures, percentages, or ratings. The aim of quantitative data analysis is to summarize, describe, and interpret the data through statistical techniques. Common methods of quantitative data analysis include: 
i. Descriptive statistics: It entail computing summary measures of the data, including the mean, median, mode, and standard deviation. 
ii. Inferential statistics: This allow conclusions to be drawn about a population by analyzing a sampling of the data. Among the fundamental methods in inferential statistics are hypothesis testing, confidence intervals, and correlation analysis. 
iii. Regression analysis: This model is used to model the relationship between two variables. 
	A branch of artificial intelligence called machine learning allows computers to learn from data on their own without explicit programming. It can be utilized for various data analysis tasks such as classification, prediction, and clustering. 
	The study made use of Quantitative Data Analysis owning to a number of factors such as: Measurable variables meaning that digital entrepreneurship and SME performance are both quantifiable concepts. This means they can be measured and represented numerically. Regression analysis and correlation analysis are two powerful tools that quantitative data analysis offers for testing hypotheses and assessing the direction and strength of correlations between variables. Additionally, by analyzing numerical data, you can extend your findings to a larger population of SMEs, enabling broader conclusions about the impact of digital entrepreneurship on SME performance beyond your specific sample. Comparing and Contrasting, the quantitative data enables you to compare and contrast the performance of SMEs across different levels of digital entrepreneurship adoption. This can help identify trends, patterns, and potential differences in how digitalization affects various aspects of SME performance. Statistical Significance, the quantitative data analysis makes it possible to assess the findings' statistical significance. This allows you to evaluate the probability that the observed correlations between the variables are real and may be linked to the impact of digital entrepreneurship on SME performance rather than random variation. 
3.8 		Validity and Reliability of Instruments 
	This research's validity guarantees that the tool accurately portrays the information being assessed and successfully addresses the research issue. This guarantees that the needed information can be extracted from the analyzed data by the instrument being utilized. The researcher will also be helped in evaluating and validating the study hypotheses by the research instrument's dependability, which is based on the data collected. 
Table 3.1 Reliability of Instrument 
	Variables  
	Items 
	Cronbach’s Alpha 

	Performance 
	5 
	0.85 

	Digital Knowledge and Skills 
	7 
	0.61 

	Internet Usage 
	9 
	0.83 

	Digital Technology Integration 
	8 
	0.79 

	Digital Business Environment 
	8 
	0.86 


 
	In this study, the validity and reliability of the research tool created to analyze the concepts of digital entrepreneurship and SMEs' performance were evaluated through a pilot study. The instrument's reliability was assessed using Cronbach's Alpha, a widely recognized method for measuring internal consistency. The result of the pilot test yields the following Cronbach’s Alpha values for the various items: This includes Item One (0.85), Item Two (0.61), Item Three (0.83), Item Four (0.79), and Item Five (0.86). 
	However, Item Two has a Cronbach's Alpha value of 0.61 which falls below the recommended acceptable threshold. This result suggests that while this item may still provide some value, it requires further examination to enhance its clarity and alignment with the construct being measured. Potential revisions may include reviewing the item wording or considering its removal if it does not contribute significantly to the overall measurement. 
Overall, the pilot test results support the instrument's validity and reliability, providing a solid foundation for the main study. The insights gained from this pilot phase will help refine the research instrument, ensuring it accurately captures the constructs of interest.  
3.9		Limitation of the Study 
	The study acknowledges some limitations. One limitation is that there may be response bias in the surveys, meaning that the answers given by participants might not fully reflect their true opinions or experiences. Additionally, the research only focused on SMEs located in Kwara State, Nigeria. Therefore, the results may not be relevant or applicable to other areas outside of Kwara State. The study specifically aimed to examine SMEs in that region at the time of the research. 

CHAPTER FOUR 
DATA ANALYSIS, FINDINGS AND DISCUSSION 
4.0 		Introduction 
	This chapter addresses the interpretation of outcomes from hypothesis testing, data analysis, and response rate.  
4.1 	Response Rate 
	374 questionnaires in all were given out by the study to the managers and owners of SMEs in Kwara State. However, the study was able to retrieved 293 questionnaires from the respondents, because 81 questionnaires were not returned. Similarly, 8 questionnaires were detected as outliers and removed from the analysis. Thus, accounting for 285 valid questionnaires. 
Table 4.1 Questionnaire Administration 
	Distributed Questionnaire 
	Retrieved Questionnaire 
	Unreturned Questionnaire 
	Valid Questionnaire 

	374 
	293 
78.34% 
	81 21.66% 
	285 
76.02% 


Source Field Survey, 2025
4.2 Data Analysis
Demographic Data of the Respondents 
The purpose of the study was to gather demographic data from the participants, which included information about their age, gender, marital status, educational background, industry, and job experience.  
Table 4.2 Demographic of Respondents 
	Variables 
	Frequency 
	Percent 

	Gender 
	Male 
	200 
	70.2 

	
	Female 
	85 
	29.8 

	Age  
	18-24years 
	32 
	11.2 

	
	25-30years 
	66 
	23.2 

	
	31-40years 
	45 
	15.8 

	
	41-50years 
	89 
	31.2 

	
	51years and above 
	53 
	18.6 

	Marital Status 
	Single 
	94 
	33.0 

	
	Married 
	115 
	40.4 

	
	Divorce 
	36 
	12.6 

	
	Widow 
	40 
	14.0 

	Academic Qualification 
	SSCE 
	30 
	10.5 

	
	ND/NCE 
	67 
	23.5 

	
	Bachelor Degree 
	52 
	18.2 

	
	Masters 
	70 
	24.6 

	
	Others 
	66 
	23.2 

	Work Experience 
	1-5years 
	60 
	21.1 

	
	6-10years 
	80 
	28.1 

	
	11years and above 
	145 
	50.9 

	Industry  
	Agriculture 
	63 
	22.1 

	
	Trade 
	58 
	20.4 

	
	Manufacturing 
	43 
	15.1 

	
	Construction 
	47 
	16.5 

	
	Services 
	61 
	21.4 

	
	Others 
	13 
	4.6 


Source Field Survey, 2025
Gender of the Respondents 
Figure 4.1 displays the gender distribution within the dataset, comprising a total of 285 respondents. It reveals that 70.2% of the participants are male, whereas 29.8% are female. This gender disparity is significant and could influence the results, especially if gender is a relevant factor in the research. Understanding this distribution is essential for ensuring accurate analysis and interpretation, as it may impact the generalizability of findings to both genders. Researchers should take this into account when drawing conclusions and making recommendations based on the dataset. 
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Age Bracket of the Respondents 
	Figure 4.2 of the survey dataset provides the age distribution of the 285 respondents, divided into five age groups. The data shows that 11.2% of respondents are aged 18-24 years, 23.2% are aged 25-30 years, 15.8% are 31-40 years, 31.2% are 41-50 years, and 18.6% are 51 years and above. These age categories represent different segments of the population, providing a diverse age distribution that can be useful in understanding the perspectives of various age groups in the study. 
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 Figure 4.3 Age Bracket of the Respondents  
Marital Status of the Respondents 
	Figure 4.3 provides a distribution of marital status among the 285 respondents in the survey. The data shows that 33.0% of the respondents are single, 40.4% are married, 12.6% are divorced, and 14.0% are widowed. This breakdown provides crucial context for understanding the participants' demographic profile and may influence the analysis and interpretations of the study. 
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Figure 4.4 Marital Status of the Respondents 
Academic Qualification of the Respondents 
	Figure 4.4 displays the academic qualifications of the 285 participants in the study. The findings indicate that 10.5% possess an SSCE, 23.5% have an ND/NCE, 18.2% hold a Bachelor's degree, 24.6% possess a Master's degree, and 23.2% have other qualifications. This variety of educational backgrounds offers important insights into the respondents' academic credentials, which may be pertinent to the analysis of the study. 
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	Figure 4.5 Academic Qualification of the Respondents  
Work Experience of the Respondents 
	Figure 4.5 illustrates the work experience of the 285 survey participants. The findings reveal that 21.0% have between 1 to 5 years of work experience, 28.1% have 6 to 10 years of work experience, while the largest group, 50.9%, has 11 years or more of work experience. This distribution highlights the varied levels of professional experience among respondents, which could influence their perspectives and responses in the study. 
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 Figure 4.6 Work Experience of the Respondents 
Industry of the Respondents 
Figure 4.6 displays the distribution of respondents by industry in the survey. Out of the 285 participants, 22.0% are involved in agriculture, 20.4% in trade, 15.1% in manufacturing, 16.5% in construction, 21.4% in the service sector, and 4.6% are classified under other industries. This breakdown provides insight into the diverse industrial backgrounds of the respondents, which may be relevant for the analysis and interpretation of the research findings. 
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Figure 4.7 Industry of the Respondents 
4.2.2.2 Mean and Standard Deviation  
	In contrast to the standard deviation, which is regarded as a measure of dispersion, the mean is known as a central tendency measure. The objective is to ascertain the mean scores within a dataset while simultaneously emphasizing the data variability index. According to Table 4.3's results, the study's variables all had average scores between 2.3840 and 3.7180, with standard deviations ranging from 0.40850 to 0.69662, each. 
Table 4.3 Mean and Standard Deviation 
	Variables  
	Mean 
	Std. Deviation 

	Performance 
	3.4189 
	.59035 

	Digital Knowledge and Skills 
	2.3840 
	.69662 

	Internet Usage 
	3.5520 
	.40850 

	Digital Technology Integration 
	3.3127 
	.57662 

	Digital Business Environment 
	3.7180 
	.41895 


Source Field Survey, 2025
4.2.3 Instrumentation  
4.2.3.1 Reliability of Instrument 
	The Cronbach's Alpha was utilized in this investigation to evaluate the instruments' internal consistency reliability. Hence, it is a good measure of reliability testing (Pallant, 2011). According to findings in table 4.4 showed that SMEs performance has reliability coefficient of 0.85, Digital Knowledge and Skills has reliability coefficient of 0.61, Internet Usage has reliability coefficient of 0.83, Digital Technology Integration has reliability coefficient of 0.79 and lastly, Digital Business Environment has reliability coefficient of 0.86. Therefore, instruments for this study are reliable. 
Table 4.4 Reliability of Instrument 
	Variables  
	Items 
	Cronbach’s Alpha 

	Performance 
	5 
	0.85 

	Digital Knowledge and Skills 
	7 
	0.61 

	Internet Usage 
	9 
	0.83 

	Digital Technology Integration 
	8 
	0.79 

	Digital Business Environment 
	8 
	0.86 


Source Field Survey, 2025 
4.2.3.2 Validity of Instrument 
	A factor analysis utilizing principal component analysis with varimax rotation was performed to evaluate the item loadings associated with the variables of the study in order to determine the validity of the instrument. As seen by Table 4.5's results, which indicate a significance level of less than 0.01 and KMO values of 0.635, 10, and 73.091% of variance explained, the items evaluating the performance of SMEs have loadings greater than 0.4. 





Table 4.5 Factor Analysis for SMEs Performance 
	 
	Components 

	PF1 
	-.837 

	PF2 
	.880 

	PF3 
	.849 

	PF4 
	.815 

	PF5 
	.809 

	Total Variance Explained 
	73.091 

	KMO 
	.635 

	Bartlett's Test of Sphericity 
	10 

	Sig. 
	.000 


Source Field Survey, 2025
	A significance level of less than 0.01 is indicated by the results shown in Table 4.6, which also demonstrate that the items measuring Digital Knowledge and Skills have loadings exceeding 0.4 and have values for KMO, Bartlett's Test of Sphericity, and percentage of variance explained of 0.649, 21, and 63.795, respectively. 
Table 4.6 Factor Analysis for Digital Knowledge and Skills 
	 
	Components 

	DKS1 
	.885 

	DKS2 
	.882 

	DKS3 
	.485 

	DKS4 
	.572 

	DKS5 
	.825 

	DKS6 
	.797 

	DKS7 
	.757 

	Total Variance Explained 
	63.795 

	KMO 
	.649 

	Bartlett's Test of Sphericity 
	21 

	Sig. 
	.000 


Source Field Survey, 2025
	The data presented in Table 4.7 also show that, except for IU7, which was eliminated from the analysis, every item measuring Internet usage has factor loadings greater than 0.4. KMO, the percentage of variation explained, and Bartlett's Test of Sphericity were all less than 0.01 and had values of 0.644, 36, and 57.968, respectively. 
Table 4.7 Factor Analysis for Internet Usage 
	 
	Components 

	IU1 
	-.666 

	IU2 
	-.819 

	IU3 
	.892 

	IU4 
	.787 

	IU5 
	.635 

	IU6 
	.682 

	IU8 
	.745 

	IU9 
	.757 

	Total Variance Explained 
	57.968 

	KMO 
	.644 

	Bartlett's Test of Sphericity 
	36 

	Sig. 
	.000 


Source Field Survey, 2025
 
	Correspondingly, results in Table 4.8 indicate that the items measuring Digital Technology Integration have factor loadings greater than 0.4. The KMO value, Bartlett's Test of Sphericity and that of the percentage of variance explained were 0.815, 28, and 80.750, respectively, with a significance level below 0.01. 
Table 4.8 Factor Analysis for Digital Technology Integration 
	 
	Components 

	DTI1 
	.865 

	DTI2 
	.926 

	DTI3 
	.931 

	DTI4 
	.895 

	DTI5 
	.903 

	DTI6 
	.868 

	DTI7 
	.857 

	DTI8 
	.493 

	Total Variance Explained 
	80.750 

	KMO 
	.815 

	Bartlett's Test of Sphericity 
	28 

	Sig. 
	.000 


Source Field Survey, 2025
	Finally, the factor analysis results in Table 4.9 indicate that the items measuring Digital Business Environment have factor loadings greater than 0.4. The KMO value, Bartlett's Test of Sphericity and that of the percentage of variance explained were 0.488, 28, and 72.165, respectively, with a significance level below 0.01. 
Table 4.9 Factor Analysis for Digital Business Environment 
	 
	Components 

	DBE1 
	.727 

	DBE2 
	.859 

	DBE3 
	.870 

	DBE4 
	.900 

	DBE5 
	.791 

	DBE6 
	.824 

	DBE7 
	.831 

	DBE8 
	.803 

	Total Variance Explained 
	72.165 

	KMO 
	.488 

	Bartlett's Test of Sphericity 
	28 

	Sig. 
	.000 


Source Field Survey, 2025
4.2.4 Assumption of Multiple Regression 
4.2.4.1 Normality Test 
	Normality is typically assessed by examining the skewness and kurtosis values to assess whether the data follows a normal distribution, the results in Table 4.10 show that the data is not significantly skewed in either direction and is normally distributed, as the skewness and kurtosis values fall within the acceptable range. 
Table 4.10 Skewness and Kurtosis 
	Variables 
	Skewness 
	K
	urtosis 

	
	Statistic 
	Std. Error 
	Statistic 
	Std. Error 

	Performance  
	-.684 
	.144 
	.349 
	.288 

	Digital Knowledge and Skills 
	.349 
	.144 
	-.764 
	.288 
.288 
.288 
.288 

	Internet Usage 
	-.282 
	.144 
	.452 
	

	Digital Technology Integration 
	.992 
	.144 
	.745 
	

	Digital Business Environment 
	-.047 
	.144 
	-.460 
	


Source Field Survey, 2025  
4.2.4.2 Multicollinearity 
	To assess potential multicollinearity issues, in this research, tolerance and the variance inflation factor (VIF) were examined. Values in accordance with the guidelines provided by Pallant (2011). The results presented in Table 4.11 show no signs of multicollinearity, as the VIF values are below 10 and the tolerance values are less than 1, all within acceptable limits. As a result, multicollinearity is not an issue in this study. 
Table 4.11 Tolerance and VIF 
	Variables 
	Tolerance 
	VIF 

	Digital Knowledge and Skills 
	.749 
	1.336 

	Internet Usage 
	.927 
	1.079 

	Digital Technology Integration 
	.738 
	1.354 

	Digital Business Environment 
	.761 
	1.313 


Source Field Survey, 2025
 
4.2.5 Correlation Analysis 
	In this research, the Pearson Product Moment Correlation (PPMC) method was utilized to evaluate the correlation that exists between the independent and dependent variables. Table 4.12's results show that, at a significance level of less than 0.01, there is a substantial link between Internet Usage, Digital Technology Integration, Digital Business Environment, Digital Knowledge and Skills, and SMEs Performance. 
	Similarly, the outcome reveals that Internet Usage has a strong correlation with SMEs Performance (r =.350), which is highly significant at 0.000 1-tailed. Again, the outcome reveals further that Digital Knowledge and Skills has a significant correlation with SMEs Performance (r =.143), which is significant at 0.000 1-tailed. Correspondingly, the result in table 4.12 shows that Digital Technology Integration has a negative correlation with SMEs Performance (r = -.278) which is highly significant at 0.00 1-tailed. Additionally, the result indicated that Digital Business Environment has a negative correlation with SMEs Performance (r = -.144) which is significant at 0.00 1- tailed. 
Table 4.12 Pearson Correlation Matrix 
	 
	Performance 
	Digital 
Knowledge and 
Skills 
	Internet Usage 
	Digital Technology Integration 
	Digital Business Environment 

	Performance 
	1 
.143 
.350 
-.278 
-.144 
	 
	 
	 
	 

	Digital Knowledge and Skills 
	
	1 
	 
	 
	 

	Internet Usage 
	
	.226 
	1 
	 
	 

	Digital Technology Integration 
	
	-.315 
	.008 
	1 
	 

	Digital 	Business Environment 
	
	.238 
	.196 
	.316 
	1 


Sig. at less than 0.01 (1-tailed) 
4.2.6 	Regression Analysis 
	We used multiple regression analysis to examine the hypotheses. As indicated by Table 4.13's results, 46.9% of the variance in SMEs' performance can be explained by the independent variables of digital knowledge and skills, internet usage, digital technology integration, and digital business environment. This shows that these elements have a substantial bearing on how well SMEs perform in Kwara State. 
Table 4.13 Model Summary 
	Model 
	R 
	R Square 
	Adjusted R Square 
	Std. Error of the 
Estimate 
	
	Change Statistics 
	
	Durbin-
Watson 

	
	
	
	
	
	R Square Change 
	F Change 
	df1 
	df2 
	Sig. F 
Change 
	

	1 
	.469a 
	.220 
	.209 
	.52509 
	.220 
	19.744 
	4 
	280 
	.000 
	1.507 


a. Predictors: (Constant), Digital Business Environment, Internet Usage, Digital Knowledge and Skills, Digital 
Technology Integration 
b. Dependent Variable: Performance 
	The following are the research hypotheses purposed by the study: H1: Digital Knowledge and Skills; H2: Internet Usage; H3: Digital Technology Integration; and H4: Digital Business Environment. These effects are all highly significant to the effect on SMEs performance in Kwara State, Nigeria. 
	Internet usage significantly affects the performance of SMEs in Kwara State, as shown by the regression results in Table 4.14. (B = .496, t-value = 6.869, p-value = .000). Likewise, the finding provides support on the significant effect of Digital Technology Integration on SMEs Performance in Kwara State (B = -.232, t-value = -3.683, p-value = .000). Additionally, the outcome provides support on the significant effect of Digital Business Environment on SMEs Performance in Kwara State (B = -.214, t-value = -2.510, p-value = .013). However, the outcome provides no support on the significant effect of Digital Knowledge and Skills on SMEs Performance in Kwara State (B = .020, t-value = .377, p-value = .706). 
	Based on these findings, the second hypothesis, asserting that Internet Usage significantly affects SMEs Performance in Kwara State, is accepted. Similarly, the third hypothesis, which posits that Digital Technology Integration has a significant impact on SMEs Performance in Kwara State, is also accepted. However, the fourth hypothesis, claiming that Digital Business Environment significantly affects SMEs Performance in Kwara State, is rejected. 
	Nevertheless, based on these findings, the first hypothesis, which claimed that Digital Knowledge and Skills significantly impact SMEs Performance in Kwara State, is rejected, as there is no significant effect observed. 
Table 4.14 Regression Analysis 
	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	(Constant) 
Digital Knowledge and Skills 
1 	Internet Usage 
Digital Technology Integration 
Digital Business Environment 
	3.214 
	.359 
	 
	8.959 
	.000 

	
	.020 
	.052 
	.023 
	.377 
	.706 

	
	.496 
	.072 
	.377 
	6.869 
	.000 

	
	-.232 
	.063 
	-.226 
	-3.683 
	.000 

	
	-.214 
	.085 
	-.152 
	-2.510 
	.013 


a. Dependent Variable: Performance 
4.3 Summary of Findings 
The following are summary of findings from the data analysis. 
1. That Digital Knowledge and Skills do not have significant effect on SMEs Performance in Kwara State. 
2. That Internet Usage does have a significant effect on SMEs Performance in Kwara State.  
3. That Digital Technology Integration does have a significant effect on SMEs Performance in Kwara State. 
4. That Digital Business Environment does have a significant effect on SMEs Performance in Kwara State.     
Table 4.15 Decision Table  
	S/N 
	Hypotheses 
	Statement of Hypothesis 
	Decision 

	1 
	Ho1 
	Digital Knowledge and Skills have no significant effect on SMEs Performance in Kwara State. 
	Rejected 

	2 
	Ho2 
	Internet Usage has a significant effect on SMEs performance in Kwara State. 
	Accepted 

	3 
	Ho3 
	Digital Technology Integration has a significant effect on SMEs Performance in Kwara State. 
	Accepted 

	4 
	Ho4 
	Digital Business Environment has a significant effect on SMEs performance in Kwara State. 
	Accepted 


 
4.4 	Discussion of Findings 
	To address the first research question, the study set out to determine how digital knowledge and skills affected SMEs' performance. The analysis reveals that SME owners' and managers' digital skills and knowledge are insufficient to positively influence their success. This suggests that a sizable portion of SME owners and managers lack basic digital literacy. As a result, they need to become more knowledgeable, skilled, and competent in order to help their SMEs operate better. 
	The purpose of this study was to ascertain how Internet usage affected the performance of SMEs in response to the second research question. From the data analysis result, it has been seen that the owners and managers of SMEs are using internet in the day to day running of the SMEs and subsequently, were able to improve the performance level of the SMEs. The implication of this is that greater usage or application of internet by managers of SMEs enhances both productivity and performance level. Therefore, SMEs’ owners and managers can use internet enabled platforms to leverage the performance of their enterprises. 
	The purpose of this study was to ascertain the impact of digital technology integration on the performance of SMEs in order to address the third research question. The results of the data analysis showed that SMEs' performance levels tend to increase when their owners and managers are able to incorporate digital technology or contemporary equipment into their day-to-day operations. This implies that managers of SMEs may be able to reach optimal performance levels and increase production efficiency through a stronger integration of digital technologies. As a result, owners and managers of SMEs should priorities integrating digital technologies to improve SMEs' performance. 
 
	This study aimed to ascertain how the Digital Business Environment affected SMEs' performance in order to answer the fourth research question. Based on the results of the data analysis, it was found that the Digital Business Environment offers the owners and managers of SMEs an enabling platform within which to improve the performance of their SMEs. The implication of this is that the performance of SMEs is contingent upon the happenings of the surroundings within which they operate. Therefore, SMEs’ owners and managers can harness various opportunities available in the business environment to leverage the performance level of their enterprises. 
 




























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.0 		Introduction 
	This study's final report, as presented in this chapter, is divided into three sections: recommendations, conclusion, and summary.  
5.1	Summary 
	This study's first chapter established a solid foundation for the research by highlighting the importance of examining Digital Entrepreneurship and its impact on SMEs Performance. The key variables explored in this study include Internet usage, digital technology integration, digital business environment, digital knowledge and skills, and performance of SMEs. These variables served as proxies for measuring the independent variables, while SMEs Performance was identified as the dependent variable. 
	From this foundation, the research questions, objectives, and hypotheses were developed and articulated. The research questions aim to evaluate the following: whether Digital Knowledge and Skills significantly impact SMEs Performance; whether Internet Usage has a significant effect on SMEs Performance; whether Digital Technology Integration influences SMEs Performance; and whether the Digital Business Environment affects SMEs Performance. 
	This study's main goal is to investigate how digital entrepreneurship affects small and medium-sized enterprises. Further specific goals are to look into how Internet usage affects SMEs' performance, how digital knowledge and skills affect SMEs' performance, how digital technology integration affects SMEs' performance, and how the digital business environment affects SMEs' performance. 
The following are the research hypotheses that guide this study: There are four main effects on the performance of SMEs 
H1: Digital Knowledge and Skills; 
H2: Internet Usage; 
H3: Digital Technology Integration; and 
H4: Digital Business Environment. 
These effects are all highly significant. 
	The literature review, which is broken down into conceptual, theoretical, and empirical portions, is presented in Chapter 2 of the study. Important subjects including Internet usage, digital technology integration, digital business environment, digital entrepreneurship, digital knowledge and skills, and SMEs' performance are included in the conceptual review. Furthermore, pertinent theoretical frameworks such as the Resource-Based View (RBV) and Innovation Diffusion Theory are scrutinized. An examination of earlier research examining the connection between SMEs' performance and digital entrepreneurship—which encompasses internet usage, digital technology integration, digital business environments, and digital knowledge and skills—is included in the empirical review. The examination of the literature finds a gap, meaning that no previous study has explicitly looked into how digital entrepreneurship affects the performance of SMEs using the aforementioned proxies. 
	In chapter three of the study, the methodology is outlined, starting with the research design, which adopts a correlational approach to explore causal relationships between variables. The source of data is identified as primary data, collected through questionnaires distributed to owners and managers of SMEs in Kwara State. The chapter also details the population and sample size, along with the data analysis techniques employed, which include descriptive statistics and regression analysis.  
	Finally, chapter four addresses the data analysis, revealing that Digital Knowledge and Skills do not have a significant impact on SMEs Performance in Kwara State. In contrast, the findings indicate that Internet Usage, Digital Technology Integration, and Digital Business Environment all significantly affect SMEs Performance in Kwara State  
5.2 	Conclusion  
	Our analysis of the literature and the outcomes of the hypothesis testing show that the performance of SMEs in Kwara State is greatly improved by elements of digital entrepreneurship, such as internet usage, digital technology integration, digital business environments, and digital knowledge and skills. However, when compared to digital knowledge and skills, the data analysis result demonstrated that aspects of digital entrepreneurship including Internet usage, digital technology integration, and the digital business environment had a remarkable impact on SMEs' performance. As a result, these factors require further thought. 
5.3 	Recommendation 
	In light of the results, this research suggests that SME owners and managers implement the following measures to effectively maintain the desired level of performance within their enterprises. 
i. Adopt digital literacy as mechanisms of improving the knowledge and skills of employees, and achieving a better performance. 
ii. Increase the speed of internet usage in daily business operations, as a basis for achieving outstanding performance. 
iii. Ensure proper integration of digital technologies in daily business routines, as panacea for decline performance among SMEs. 
iv. Leverage opportunities present in the digital business environment as means to enhance the performance of SMEs. 
5.4 	Contribution to Knowledge 
	The result of this study shows how to apply selected Digital Entrepreneurship for improving the performance of SME operating in various sectors.  
		Additionally, contributions to policymakers and business leaders should emphasize collaboration to create optimal conditions for enhancing the Internet ecosystem. Evidence suggests that internet initiatives yield the best results when coordinated at a national level (Broadband Commission, 2014). This is exemplified by the Nigeria MDG Information System (NMIS), a platform launched in August 2014 that features a comprehensive data management system mapping over 250,000 facilities in health, water, and education sectors.  
5.5 	Suggestion for Further Studies 
	The effect for which digital entrepreneurship has on the performance of SMEs in Kwara State was empirically investigated in this study. Subsequent studies on this subject may be conducted in the public sector or in various parts of the nation. 
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APPENDIX A SURVEY QUESTIONNAIRE 
Department of Business and Management
Kwara State Polytechnic, Kwara State, 
April, 2025. 
 

 
RESEARCH QUESTIONNAIRE ON EFFECT OF DIGITAL 
ENTREPRENEURSHIP ON SMEs PERFORMANCE 
Please kindly spare some of your time to fill the questionnaire. Information given will be treated with utmost confidentiality. Please tick the appropriate response (  ) as applicable. 
Section A: Demographic Information of Respondent. 
1. Gender: Male (  )  Female (  ) 
2. Age: 18-24 years (  ) 	25-30 years (  ) 31-40 years (  ) 41-50 years (   ) 51 years & above (  ) 
3. Marital Status: Single (  ) 	Married (  ) 	Divorce (  ) 	Widow (  ) 
4. Academic Qualification: SSCE (  ) 	ND/NCE (  ) Bachelor degree (   )
	 	Masters ( )  	Others ………………… 
5. Work Experience: 1-5 years (  ) 6-10 years (  )  11 years & above (  ) 6. Industry: Agriculture (  )  Trade(  ) Manufacturing (  ) Construction ( 	) Services (  ) 	Others …………………. 
Section B: Digital Entrepreneurship. 
SA= Strongly Agree, A= Agree, UD= Undecided, D= Disagree and SD=Strongly Disagree 
	Item 
	Perception on Digital Knowledge and Skills 
	SA 
	A 
	UD 
	D 
	SD 

	1. 
	SMEs are affected upon with digital literacy. 
	 
	 
	 
	 
	 

	2. 
	There is reduction of businesses missing out with the help of digital literacy. 
	 
	 
	 
	 
	 

	3. 
	Digital literacy spot opportunities to take advantage when adding new level of creative expression. 
	 
	 
	 
	 
	 

	4. 
	The use of digital literacy attracts new customers. 
	 
	 
	 
	 
	 

	5. 
	The operational costs are reduced with digital literacy. 
	 
	 
	 
	 
	 

	6. 
	Better growth opportunities are enhanced with the aid of Digital literacy. 
	 
	 
	 
	 
	 

	7. 
	Business to consumer transactions is promoted with the help of digital literacy. 
	 
	 
	 
	 
	 


 
	Item 
	Perception on Internet Usage 
	SA 
	A 
	U 
	D 
	SD 

	1. 
	The Internet has no relevance to our business. 
	 
	 
	 
	 
	 

	2. 
	The benefits of the Internet tend to outweigh its cost. 
	 
	 
	 
	 
	 

	3. 
	The Internet poses security threats to a business. 
	 
	 
	 
	 
	 

	4. 
	There is an element of fear surrounding businesses using the internet. 
	 
	 
	 
	 
	 

	5. 
	The Internet is mainly for young businesses. 
	 
	 
	 
	 
	 

	6. 
	Our employees will waste time using the Internet. 
	 
	 
	 
	 
	 

	7. 
	The Internet is a valuable business tool. 
	 
	 
	 
	 
	 

	8. 
	The government should give more incentives to help firms get on the Internet. 
	 
	 
	 
	 
	 

	9. 
	Small companies stand to gain more from using the Internet than their larger competitors. 
	 
	 
	 
	 
	 




	Item 
	Perception on Digital Technology Integration 
	SA 
	A 
	U 
	D 
	SD 

	1. 
	I believe product development cost can be significantly reduced if SMEs adopt appropriate technologies. 
	 
	 
	 
	 
	 

	2. 
	I believe that SME leadership should focus more on adopting cutting-edge technologies. 
	 
	 
	 
	 
	 

	3. 
	Adoption of different technologies can provide economic value to the SMEs. 
	 
	 
	 
	 
	 

	4. 
	I believe that performance of the SMEs can be improved by appropriately adopting modern technologies. 
	 
	 
	 
	 
	 

	5. 
	I believe blockchain technology can save operational cost of SMEs. 
	 
	 
	 
	 
	 

	6. 
	Applications of Internet of Things (IoT) help SMEs to sense, seize, and reconfigure external opportunities. 
	 
	 
	 
	 
	 

	7. 
	I think SMEs should adopt big data analytics technology to gain competitive advantage. 
	 
	 
	 
	 
	 

	8. 
	Applications of Artificial Intelligence (AI) can reduce the operational cost of SMEs. 
	 
	 
	 
	 
	 


 
	Item 
	Perception on Digital Business Environment 
	SA 
	A 
	U 
	D 
	SD 

	1. 
	Adopting internet marketing allows firms to increase their sales volumes and profitability. 
	 
	 
	 
	 
	 

	2. 
	Use of internet marketing strategies enhances a firm’s competitive advantage. 
	 
	 
	 
	 
	 

	3. 
	Marketing through the internet greatly promotes the ability of business firms to attract and retain customers. 
	 
	 
	 
	 
	 

	4. 
	Mobile phones are key in promoting market penetration. 
	 
	 
	 
	 
	 

	5. 
	Many businesses have been able to increase their profitability through by marketing using the mobile phone. 
	 
	 
	 
	 
	 

	6. 
	It is possible to attract and retain customers by effectively utilizing the social media platforms. 
	 
	 
	 
	 
	 

	7. 
	Those firm that leverages the social media platforms such as Facebook and WhatsApp as marketing tools are more likely to achieve higher sales volumes 
	 
	 
	 
	 
	 

	8. 
	Social media is an effective way for business firms to grow their profitability. 
	 
	 
	 
	 
	 


Section C: SMEs Performance. 
	Item 
	Perception on SMEs Performance 
	SA 
	A 
	U 
	D 
	SD 

	1. 
	When 	sales 	increase 	my 	business 	improved substantially. 
	 
	 
	 
	 
	 

	2. 
	When sales increase business profits improve to a great extent. 
	 
	 
	 
	 
	 

	3. 
	When sales increase the business recover all initial costs of investment. 
	 
	 
	 
	 
	 

	4. 
	When sales increase the number of products to the market improve. 
	 
	 
	 
	 
	 

	5. 
	When sales increase my business attract large number of customers. 
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