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Abstract 

The intricate relationships between entrepreneurship, marketing and innovation have received scant 

attention. Three distinct conventional silos within this nexus have been the foundation for the use and 

development of concepts and theories, as well as for generating empirical understanding. These include the 

entrepreneurship-marketing nexus, the entrepreneurship- innovation nexus, and the marketing-innovation 

nexus. Hence, the aim of this introductory paper and SI is to provide theoretical insights and future research 

directions, which can help advance interdisciplinary research at the intersection of entrepreneurship, 

marketing, and innovation. The 18 papers in this special issue attest to the way the relationships between 

these fields have become more visible and understandable. Insights reveal counterintuitive insight in diverse 

contexts that advance our knowledge and bridge these fields of study. Drawing on the papers of this SI, we 

identify ‘bridging themes’ for future research and provide helpful recommendations and research questions 

under each theme to stimulate further interdisciplinary studies at the intersection of entrepreneurship, 

marketing, and innovation. 
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1. Introduction  

The way we understand and explore the association between entrepreneurship, marketing and 

innovation is changing. The past four decades have witnessed a significant scholarly activity at the 

interface between these fields of study. In particular, the domain of entrepreneurial marketing 

research emerged and evolved intensively since 1982 (Sadiku-Dushi et al. 2019) for several 

reasons. First, the marketing discipline, which is attuned to markets and customer needs, is a 

significant resource for new venture creation and business growth (Guido et al. 2011; Hisrich, 



1992; Thomas et al. 2013). Second, the marketing discipline has served over the years as a source 

of new concepts to study entrepreneurial phenomena and establish entrepreneurship theories 

(Alareeni et al., 2022; O’Cass and Sok, 2014; Stokes, 2000). Third, there is a large body of 

marketing literature that focuses on marketing research methodologies for new businesses and new 

product ideas (Hills and LaForge, 1992; Meinel et al., 2020).   

Despite substantial development in our understanding of the relationship between 

marketing and entrepreneurship, little research has been done on the role of innovation in this 

nexus. Innovation has been linked with both entrepreneurship and marketing, however in separate 

research fields. Innovation has been associated with entrepreneurship, as they are both regarded as 

continuous, complementary, and tightly interlinked phenomena (Landström, Aström, & Harirchi, 

2015; Schmitz et al. 2017). Innovation can be seen as the source of entrepreneurship, whereas the 

latter provides innovation the ground to flourish and to realize its social and economic value 

(Schmitz et al. 2017; Zhao 2005). Entrepreneurship and innovation are viewed as the core 

components for generating innovative new ventures and in facilitating corporate renewal and 

industrial growth (Braunerhjelm et al. 2009). Simultaneously, a great deal of research has 

examined the intersection of innovation and marketing (Purchase & Volery, 2020), given the 

widely held belief that these functions are central for a business to function properly (Drucker and 

Maciariello, 2008; Maciariello, 2009). In the marketing field, innovation is seen as a fundamental 

process that draws on marketing research to create new products or services that address unmet 

customer needs (Lauga & Ofek, 2009; Rosenberg, 1988). Innovation is also viewed as a practice 

that relies on marketing to create a compelling customer value proposition and suitable marketing 

mix to reach the targeted markets (Payne, Frow, & Eggert, 2017). Moreover, a substantial body of 

work focuses on marketing innovation, which involves the creation and use of creative or novel 



marketing methods, content, and material to enhance the promotion and sale of goods and services 

(Aksoy, 2017; Purchase & Volery, 2020).  

However, there are currently gaps in our understanding of the relationship between 

entrepreneurship, marketing, and innovation despite the established bodies of literature linking 

marketing with entrepreneurship, marketing with innovation, and innovation with 

entrepreneurship. Although innovation and entrepreneurship are often perceived as being similar, 

they have important differences that make them worthy of being studied as separate concepts in 

any research (Landström et al., 2015; Landström & Harirchi, 2018; Schmitz et al. 2017). Since not 

every new venture is innovative, entrepreneurship and innovation are not mutually exclusive 

(Landström et al., 2015). Furthermore, while entrepreneurship is theoretically rooted in the 

discipline of management, innovation is grounded theoretically in the economics and sociology 

disciplines (Landström & Harirchi, 2018; Schmitz et al. 2017). Hence, we contend that there are 

significant theoretical ramifications to understanding both entrepreneurship and innovation in 

relation to marketing that have not yet received enough attention. Research at the nexus between 

entrepreneurship, marketing, and innovation can help combine concepts and generate powerful 

insights that can enable the development of more comprehensive theoretical frameworks that can 

aid in explaining how new and existing businesses can navigate the complexities of ever-more 

competitive landscapes.     

This paper aims to provide theoretical insights and future research directions, which can 

help advance interdisciplinary research at the intersection of entrepreneurship, marketing, and 

innovation. It also serves as an introductory paper of the special issue on ‘Entrepreneurship, 

Marketing and Innovation: An interdisciplinary approach’, which aimed to generate integrative 

knowledge and transfer of theories to enhance the explanatory power for concepts, problems and 



issues related to the entrepreneurship, marketing, and innovation disciplines. This paper is 

organized as follows. First, we review the conventional literature silos that are present at the nexus 

of entrepreneurship, marketing, and innovation. Next, we present and discuss the 18 articles 

published in this special issue. We then outline potential avenues for future research at the nexus 

of entrepreneurship, marketing, and innovation centered around five bridging themes: customer-

centric innovation, innovative marketing strategies, digital entrepreneurship, collaborative and 

sustainable innovation, and resources and dynamic capabilities. We conclude with the 

contributions and ways forward.  

 

 

2. The intersection of entrepreneurship, marketing, and innovation: a fragmented 

understanding 

Despite the potential for synergies in the intersection of entrepreneurship, marketing, and 

innovation, there is a notable gap in the literature on the intricacies involved in the integration of 

these domains. Entrepreneurship has long been conceptualized as the act of identifying and 

pursuing business opportunities to create wealth (George & Zahra, 2002). However, more recently 

there has been a processual turn in entrepreneurship (Audretsch, & Keilbach, 2004; Pryor et al., 

2016), involving an integrated set of functions, activities, and actions that are essential in sensing 

opportunities for the creation of new ventures and/or the renewal of existing firms (Bygrave, 2004; 

Shane, 2012; Venkataraman et al., 2012). Such turn calls for further attention into what 

entrepreneurs do (Champenois et al., 2020) and in such perspective entrepreneurship becomes an 

ongoing process involving remaining innovative and being effective in marketing diverse and 

novel products and services. Simultaneously, entrepreneurship involves the behaviors of 



individuals and teams that are central to the entrepreneurial process (Baert et al., 2016; Ben-

Hafaïedh & Cooney, 2017). Entrepreneurial behavior is distinct from other types of economic 

behaviors, since it involves risk-taking, effectual logic (Sarasvathy, 2001), abilities in sensing 

opportunities (Baron & Ensley, 2006; Ucbasaran et al., 2009), doing things differently 

(Schumpeter, 1939), capitalizing on uncertainty (McGrath and MacMillan (2000), and 

orchestrating resources to exploit opportunities (Xavier et al., 2024).  

Similar to entrepreneurship, innovation is mostly conceived as a process, involving the 

development and commercialization of novel ideas (Crawford & Di Benedetto, 2006; Hauser, 

Tellis, and Griffin, 2006; Van de Ven, 1986) through a knowledge recombination process (Arora, 

Athreye, & Huang, 2016), centered on iterative search and problem solving and characterized by 

high uncertainty (Katila and Chen, 2008). A widely accepted typology of innovations comes from 

the Oslo manual (OECD, 2005), where innovations are distinguished into product, process, 

marketing, and organizational innovations. Product innovation relates to the creation of new or 

improved end products or services (Damanpour & Gopalakrishnan, 2001; Piening & Salge, 2015), 

while process innovation centers on the introduction of new features into an organization’s core 

processes, leading to new and/or more efficient ways of executing activities (Khodadad-Saryazdi, 

2021; Damanpour and Gopalakrishnan, 2001). Marketing innovation relates to the implementation 

of new methods for promoting or selling products or services (Medrano & Olarte-Pascual, 2016), 

while organizational innovation involves business model innovation (Christofi, Zahoor, Hadjielias, 

& Adomako, 2024) and, hence, significant changes on the way firms create, deliver and capture 

value (Lakshman and Gonzalez, 2023; Sorescu, 2017).  

Marketing focuses on generating and sustaining favorable customer perceptions and 

attitudes, with the goal of increasing customer demand (Hanssens & Pauwels, 2016). It is a 



multidimensional construct. It refers to a management philosophy or orientation (i.e. customer 

centrality), which places the customer at the core of value creation (Louro & Cunha, 2001). It also 

serves as an organizational function (i.e. the marketing department), which is responsible for 

activities, research, and processes that create, communicate, and deliver value to customers (Laing 

& McKee, 2000; Moorman & Rust, 1999). Furthermore, marketing is seen as a strategy, involving 

strategic decisions (e.g., which market segments to target and what value proposition needs to be 

to be achieved) and integrated tactical marketing actions (e.g. product development, pricing 

strategy, channels selection, communication media selection) to achieve specific marketing goals 

set by the organization (Morgan et al., 2019). Recent studies highlight that entrepreneurs need to 

be constantly generating a connection and relationship to consumers through their organizations 

based on diverse factors (Spielmann et al., 2022). 

In essence, entrepreneurship, marketing, and innovation all interact to some extent. 

Nevertheless, past work has mostly focused on specific ‘silos’ within this intersection and mostly 

treated diverse concepts in isolation. We review next these literature silos, which involve a) the 

entrepreneurship-marketing nexus, b) the entrepreneurship-innovation nexus, and c) the 

marketing-innovation nexus. 

 

The entrepreneurship-marketing nexus:  

Over the past 40 years, the field of entrepreneurial marketing has developed and been the subject 

of much research (Morrish et al., 2020; Sadiku-Dushi et al. 2019). This is because marketing is an 

important resource for both entrepreneurship research and practice (Thomas et al. 2013; Guido et 

al. 2011; Hills & Hultman, 2013; Hills and LaForge, 1992). In particular, the marketing discipline 

focuses on identifying and satisfying markets and customer needs (Hanssens & Pauwels, 2016; 



Hunt, 2018). This is directly related to entrepreneurship as it is considered one of the most 

important elements for new enterprise creation, as well as for the identification and evaluation of 

opportunities for business renewal (Resnick et al. 2016).  

According to Hisrich (1992), “marketing is one business function that must be used 

appropriately by the entrepreneur to launch and develop the new venture successfully” (p. 44). 

Marketing sets the foundations for understanding market gaps, consumer needs, and how to 

develop and communicate value propositions to customers (Kowalkowski et al., 2012; Payne & 

Frow, 2014). Entrepreneurs rely on this information to carry out market research, segment and 

target their customers, and formulate competitive strategies that effectively position their products 

within their chosen markets (Hidayatullah et al., 2019; Weerawardena, 2003). Recent studies 

suggest that entrepreneurship even in remote areas showcases an orientation to cater for diverse 

markets and customers (Cortez Arias and Discua Cruz, 2018). This orientation is of upmost 

significance to new enterprise development and to searching and evaluating opportunities (Resnick 

et al. 2016).  

Linked to the above, a large body of marketing research is applied, focusing on the 

development of marketing research methodologies and marketing planning tools to aid the creation 

of new businesses and the growth of existing organizations (Hills and LaForge, 1992; Malhotra, 

Nunan, & Birks, 2020). Several scholars have focused over the years on the development and 

optimization of strategic marketing planning tools for new ventures (Cooper, 2000; Greenley & 

Oktemgil, 1996) and on how management can effectively support marketing plans (Greenley, 

Hooley, & Saunders, 2004). Others have investigated the way the classical marketing planning 

principles can be adapted to suit the growth needs of smaller businesses (Carson & Cromie, 1989), 

while also considering the organizational context in which plans are developed and implemented 



(Greenley & Oktemgil, 1996). Similarly, a lot of attention was placed on the advancement of 

marketing research techniques to allow entrepreneurs to discover and seize opportunities more 

effectively (Malhotra, 1992; Siegel & Renko, 2012).  

When it comes to entrepreneurship theory, the field of marketing has long been a source of 

theories and concepts for researching entrepreneurial phenomena and developing entrepreneurship 

theories (O’Cass and Sok, 2014; Stokes, 2000). For instance, value co-creation which is a central 

entrepreneurial concept attuned to open innovation (Chesbrough, 2006), draws on conceptual work 

from the marketing discipline which highlights the importance for firms to work together with 

customers to generate more satisfying value for both sides (Prahalad and Ramaswamy, 

2000, Prahalad and Ramaswamy, 2002). Moreover, within the entrepreneurship and marketing 

interface, research has also paid attention to the role of the entrepreneur in marketing efforts carried 

out by businesses (i.e., Bettiol et al. 2012; Schindehutte   et   al.   2008), including the marketing 

function for the purpose of creating customer value (Bettiol et al. 2012; Laing & McKee, 2000). 

The entrepreneur is often the main decision-maker and has the responsibility for several of the 

business functions which are managed by specialists in large companies, including marketing 

strategies for the purpose of creating value for the customer (Bettiol et al. 2012). Recent studies 

suggest that entrepreneurs do not act in a vacuum and instead rely on a vast network of actors and 

create value for consumers relies by leveraging social, cultural, economic and physical resources 

(Discua Cruz & Halliday, 2023). 

 

The entrepreneurship-innovation nexus:  

Since the establishment of the field of entrepreneurship, the concepts of innovation and 

entrepreneurship have been tightly interwoven (Schmitz et al. 2017; Sahut, & Peris-Ortiz, 2014). 



According to Schumpeter (1934), entrepreneurs’ engagement in new combinations (i.e. 

innovation) is crucial both in creating new ventures as well as in growing existing organizations. 

Regarding the entrepreneur, this has been conceived over the years as an inventor, innovator, or 

creative thinker (Hébert & Link, 2006; Kuratko, Fisher, & Audretsch, 2021), capable of re-

orchestrating and re-combining resources to create new products and services (Xavier et al., 2024).   

Furthermore, entrepreneurial opportunities, which are the foundation of entrepreneurship, 

have been largely conceived to involve situations in which “innovative goods, services, raw 

materials, and organizing methods can be introduced and sold at greater than their cost of 

production” (Shane and Venkataraman 2000: p. 220). At the same time, concepts such as 

entrepreneurial orientation and entrepreneurial mindset that have been developed to characterize 

entrepreneurs or entrepreneurial organizations, incorporate innovation as a basic characteristic. For 

instance, Lumpkin and Dess (1996) point out that entrepreneurial orientation involves 

entrepreneurs or organizations who are characterized by the co-presence of innovativeness, 

autonomy, risk taking, proactiveness, and competitive aggressiveness. Kuratko, Fisher, and 

Audretsch (2021), in turn, argue that an entrepreneurial mindset entails innovative behaviors and 

a desire “to make tomorrow better through innovation” (p. 1685). Hence, in broad sense, 

innovation appears as an inherent characteristic of entrepreneurship and the entrepreneur (Kuratko 

et al., 2021). The practice of entrepreneurship is largely understood to embody innovation, 

conceived as a process that facilitates the creation of new products, processes or ways of organizing 

creative recombination to exploit new opportunities (Avlonitis, & Salavou, 2007; Covin & Wales, 

2012; Wales, 2016). Recent conceptualisations suggest that opportunities unfold in a complex 

process where individuals have diverse perceptions of success (Ramoglou & McMullen, 2024). 



Different nuances of the links between entrepreneurship and innovation have been 

examined over the years. Innovation has been researched in the context of new venture creation, 

with evidence highlighting that newly established firms should develop and launch novel products 

or services at their entry face (Fox, Simsek, & Heavey, 2023; McKelvie, Wiklund, & Brattström, 

2018). New venture innovation differs from organizational innovation, which is innovation that 

takes place within established organizations and allows companies to boost their profitability and 

efficiency through the development of new or improved products, services, or processes 

(Gumusluoğlu & Ilsev, 2009; Woodman, Sawyer, & Griffin, 1993).  

Furthermore, entrepreneurship has also been looked in relation to radical and incremental 

innovation. Radical innovations are revolutionary in nature (Kamuriwo, Baden‐Fuller, & Zhang, 

2017), involving high uncertainty and usually relying on new technologies (Christensen, 1997; 

Sood & Tellis, 2005), the creation of new facilities and equipment (Song & Thieme, 2009), and 

the re-combination of distant and diverse knowledge bases (Kaplan and Vakili, 2015). One 

research strand has looked entrepreneurship in Schumpeterian terms (Schumpeter 1942), 

examining the way radical innovations can power the creation of successful new ventures 

(Stringer, 2000; Ritala & Hurmelinna-Laukkanen, 2013) and the growth of existing corporations 

(O'Connor & DeMartino, 2006; Lassen et al., 2006). However, innovation behind new or existing 

organizations can be incremental, geared towards the improvement or refinement of existing 

offerings (e.g. products) by reinforcing existing resources and capabilities (Subramaniam & 

Youndt, 2005; Obal, Kannan‐Narasimhan, & Ko, 2016). Entrepreneurship an innovation should 

be therefore regarded as an interwoven, ongoing everyday practice in organisations (Zhao, 2005) 

 

The marketing-innovation nexus:  



At marketing-innovation nexus, the concept of marketing innovation has been central (e.g., Aksoy, 

2017; Purchase & Volery, 2020), which involves “the processes carried out by the firm to adapt 

the product to customers’ specific needs, improve its functionalities and innovate in customer 

management” (Sánchez-Gutiérrez et al., 2019: p. 619). According to Purchase & Volery (2020), 

marketing innovation can take a variety of forms: significant changes in product design or 

packaging, incorporation of new technologies such as QR codes on products, recyclable or 

biodegradable packaging, new media or technologies for product promotion, creative marketing 

communication, new ways of distributing products to customers, and creative pricing strategies. 

The efforts and resources that businesses devote to introducing marketing innovations have been 

identified as equally important as other types of organizational innovation when it comes to 

enhancing firm performance or competitiveness (Grimpe et al., 2017; Medrano & Olarte-Pascual, 

2016). User-based innovation has provided consumers with the opportunity to co-create value for 

organisations as they become involved in the development of their brands (Halliday, 2016).  

In recent years, with the emergence of new technologies such as artificial intelligence, 

virtual and augmented reality, the Internet of Things, and social media, the marketing discipline 

has been in a process of transformation (Fredström et al., 2022; Grimpe et al., 2017; Wu & 

Monfort, 2023). These developments are increasingly converging marketing with new 

technologies, enabling marketing to be rediscovered and, hence, to be practiced in different and 

more creative ways (Behl et al., 2023; Kshetri et al., 2023). Studies revel that new technologies 

are driving marketing innovation (Grimpe et al., 2017; Wu & Monfort, 2023). For example, the 

use of social media and internet platforms in the retail sector is allowing firms to sell goods directly 

(Grimpe et al., 2017) and communicate more effectively with their client base (Farmaki et al., 

2022). Studies on marketing communication, reveal that emerging technologies such as generative 



artificial intelligence are changing the way marketing content is established and communicated 

and help create marketing communication campaigns that appeal more effectively to their target 

audiences (Kshetri et al., 2023; Ooi et al., 2023).  

Core dimensions of business model innovation, such as value ‘value proposition 

innovation’, ‘value creation innovation’, and ‘value capture innovation’ are additional 

contemporaneous constructs that fall under the umbrella of marketing. Value proposition 

innovation involves the deconstruction of a company’s value proposition, with the view to 

substantially reduce costs and improve differentiation (Payne & Frow, 2014). It entails providing 

customers with an enticing presentation of new products or services, effectively explaining them 

why they should choose the firm’s offerings above those of competitors (Guo, Yang, & Han, 2019). 

Value creation innovation involves a firm creating new customer value, by mobilizing internal and 

external resources (Guo et al., 2019; Hadjielias, Christofi, Christou, & Drotarova, 2022) and 

capitalizing on new technological advancements (Mancuso, Petruzzelli, & Panniello, 2023). 

Servitization, which involves the integration of services into the core offerings of the business to 

expand beyond product-centric models, is an example of how businesses can innovate at the level 

of value creation (Cenamor, Sjödin, & Parida, 2017; Xing, Liu, & Davies, 2023). Servitization also 

facilitates value proposition innovation as it helps develop new and unique service offerings that 

complement or augment the value of existing products to address more holistically the needs of 

consumers (Rondi, De Massis, & Kraus, 2021; Xing et al., 2023). Value capture innovation 

involves the adoption of new sales and profit models in order to capture value more effectively 

(Guo et al., 2019). With the use of digital technologies companies are innovating the mechanisms 

of value creation and value capture (Guo et al., 2019; Mancuso et al., 2023). Leveraging 

advancements in digital technologies such as internet-based platforms, AI, ML, and big data 



companies can offer more innovative digital-based products and more personalized customer 

experience that enhance value creation (Hadjielias et al., 2022).  

Summing up the above, when we think of the connections between entrepreneurship, 

marketing, and innovation several overlaps appear to exist. Nevertheless, past work has not 

adequately integrated these domains. Consequently, this creates opportunities for multidisciplinary 

research aimed at producing integrative knowledge and theory transfer to enhance the explanatory 

power for concepts, problems and issues associated with the fields of entrepreneurship, marketing 

and innovation and, collectively, to advance the business and management field. 

 

3. Articles featured in this SI 

The collection of papers in this special issue brings together multidisciplinary knowledge on the 

intersection between entrepreneurship, marketing, and innovation, from a wide range of business 

disciplines. They draw upon theories and concepts from a variety of disciplines, as well as explore 

contextual factors and conditions surrounding the special issue topic. These studies showcase that 

diverse pressures are mounting, coming from international competition for lower prices, 

government changing support and regulations and an expectation for products of higher quality. 

To such pressures, the emergence of new but also maturing markets in some regions around the 

world amplifies the need to better understand the relationships between entrepreneurship, 

marketing, and innovation. Drawing on diverse perspectives, methods, relationships and contexts, 

the articles in this special issue uncover that such relationships are more intricate that what we 

originally believed and underscore that entrepreneurship, marketing, and innovation are deeply 

intertwined.  



Adjimah et al. argue that the role of governments may be more important than previously 

presented in developing economies. Their study, conducted in Ghana, focused on commercializing 

indigenous innovation in the context of low-income economies. By exploring the effect of demand 

and supply-side government incentives on indigenous innovation they find that whilst the value of 

the supply side of a supply chain is important, we cannot overlook the demand factor in developing 

economies. Additionally, Audretsch et al. in a study about how to secure an innovation grant in 

new industries in the UK, reveal that gender bias does not apply in fundraising for innovation. 

They demonstrate how various sources of financing and gender change the likelihood of grant 

funding in both the short and long run.  

In a different study, Chaudhuri et al. makes us reconsider the value of a car sharing scheme 

in the light of sustainability. Their study, based in India, has uncovered that car sharing has an 

overall positive net impact, with certain potential negative dimensions. Willingness, financial 

affordability, location, and experience were identified as the key factors of consumers opting for 

car subscriptions. Moreover, Chen et al. call us to ponder about the unique relationships between 

entrepreneurial passion, well-being, and success. Based on a study in China, they found four 

entrepreneurial passion profiles —fully passionate, action-driven, interest-driven and 

dispassionate. Whilst some profiles showed the highest level of entrepreneurial success, other 

profiles call for attention to the variety of psychological well-being and attitudes to entrepreneurial 

success. 

Clemente-Almendros et al. provide novel evidence about the effect of COVID-19 in SMEs. 

Their study in Spain suggests that the COVID-19 pandemic has triggered the redefinition of supply 

chains at the organizational level. They show that the impact of COVID-19 related to primary 

activities has a positive influence on innovation outcomes in SMEs. The results highlight the 



performance of female managers involved. In another study focusing on wineries in Italy, Crick et 

al. unpack the relationship between an export entrepreneurial marketing orientation (EMO) and 

export performance. Their study reveals that by cooperating with appropriate industry rivals, small 

wineries can acquire new resources, capabilities, and opportunities to help them to boost their 

export performance. Their findings suggest that by being strategically flexible and able to 

collaborate with apt stakeholders, entrepreneurs leading those firms may enhance their export 

performance.  

Further, Evansluong et al. take us into the approach immigrant entrepreneurs take to 

overcome the liability of newness and foreignness through the use of digital opportunities. Based 

on a study of Vietnamese businesses in Sweden, they uncover how ethnicity can be used as a 

resource in immigrant entrepreneurship, specifically using digital artifacts and digital platforms. 

They find that rather than being constrained and their status as an asset in business. Giakoumelou 

et al., in turn, remind us that access to financing is one of the most important aspects for marketing. 

Their study, based in Italy, indicates that a start-up’ access to financing is significantly impacted 

by marketing constructs adopted. The valuation of a business may be more contingent on the 

promotion of its product, brand equity and marketing competence than previously believed.  

Golgeci et al., take a closer look into the role that marketing agility and risk propensity 

have in the resilience and survival of eastern European immigrant entrepreneurs in Denmark. By 

understanding the approach and rationale of 12 entrepreneurs from Hungary, Slovakia, Latvia, 

Lithuania, and Romania in Denmark, they find a counterintuitive finding to prior studies that 

highlighted a reliance on ethnic networks as a dominant target market. A focus on understanding 

the importance of context that facilitates entrepreneurship and how that influences risk provide us 

with rich accounts about how immigrant entrepreneurship approach diverse markets. In a different 



study, Ismail and Mohamad found that the connection between an entrepreneurial, marketing and 

brand orientation is key to understanding a firm’s financial performance. Their study shows that a 

connection between brand orientation and profitability implies that firms receive the greatest 

benefits in terms of profits when they are genuinely brand oriented. Their results also reveal that 

investment in a marketing orientation would boost the financial performance of a firm. 

Karadag et al, (2023) focused on discussions around intellectual, human, and social capital, 

uncovering a moderating role of social capital and IO on the positive association between human 

capital resources and innovation capability. Their study, based in Turkey, highlights the importance 

of networks, alliances, and social relationships, mixed with strategic thinking, organizational 

learning and a culture of innovation. Kariv et al. (2023), in turn, provide a clearer perspective about 

feasibility and desirability in marketing. They find, based on a study in Quebec (Canada), that an 

entrepreneur’s perceived marketing capabilities and perceptions of support in the immediate 

entrepreneurial ecosystem affects aspects of marketing feasibility and desirability. Their results 

suggest that perceived market feasibility and desirability are prominent factors in differentiating 

between entrepreneurial and non-entrepreneurial action. 

Moreover, Khan et al. expand our understanding, based on a study in Pakistan, about the 

importance of resources on product development and marketing capabilities on firm performance 

in an emerging market. Their study provides a nuanced understanding of marketing agility as a 

boundary spanning factor for entrepreneurial marketing capabilities. Khelladi et al. based on a 

single case study about a game used within healthcare facilities, showcase how social intrapreneurs 

generate social innovation. Their study suggests that the positive outcome of social innovation, 

driven by intrapreneurs, benefits diverse stakeholders, including hospital patients who participate 

in the coproduction of their own care. 



Mallodia et al., based on a study of European and USA firms, offer a broader understanding 

of open innovation. Based on a collection of data from diverse firms, they bring forward a 

conceptualization of open innovation and present a framework that elucidates its antecedents and 

outcomes. Their work offers researchers the opportunity to pursue diverse paths in the study of 

this open innovation. In another study, Moztafiz et al. explore how firms build strong dynamic 

marketing capability (DMC) from open innovation (OI) to enhance their performance. Their 

quantitative study, based in Malaysia, reveals a positive interplay between knowledge acquisition 

(Inbound OI) and a dynamic marketing capability. Knowledge exploitation (outbound OI) is found 

to mediate the relationship between inbound OI and firm performance. 

Further, Su et al. delve into the role of corporate vision. Their study showcases the 

pathways and mechanisms by which corporate visions operate to assist businesses in achieving 

high performance. They find, based on a study in China, that the mechanisms by which corporate 

visions can be articulated, accepted and transformed within the organization are also the means by 

which corporate visions can improve corporate performance. Their study provides new insights 

into the conditions of corporate vision acceptance. In turn, Sun and Lee provide a more nuanced 

understanding of the process by which entrepreneurial marketing of small and medium sized 

businesses enhance their technological capability. Based on a study in South Korea, they uncover 

that proactive market orientation and subsequent exploratory market behavior enhance 

technological capability. They identify factors that stimulate firms to implement entrepreneurial 

marketing. Last, Zheng and colleagues, investigate crowdfunding platforms to find out whether 

incorporating technology orientation influences crowdfunding success. Their results, considering 

crowdfunding platform types, project locations, minimum fundraising goals, and articulation 

suggest that technology-orientated projects are more likely to achieve better fundraising outcomes. 



4. Navigating the intersection of Entrepreneurship, Marketing, and Innovation: Charting 

Future Research Avenues  

The future looks promising in the relationships that scholars in this special issue have identified in 

the nexus between entrepreneurship, innovation, and marketing. In terms of entrepreneurship, 

papers in this special issue have underscored the importance of integrating marketing and 

innovation resources and strategies within entrepreneurship to facilitate new venture establishment 

and company growth (Crick et al.; Evansluong et al., this issue). In terms of innovation, several 

papers in this special issue have highlighted that innovation at its core relates to entrepreneurship 

and marketing through novel products and services that create a greater connection with consumers 

locally and globally (Adjimah et al.; Crick et al., this issue). Concerning marketing, studies in the 

special issue illustrate that marketing capabilities and marketing orientations can help firms 

innovate, which can further enhance their market position and financial growth (Golgeci et al.; 

Ismail and Mohamad, this issue).  

We argue that a more holistic perspective of the intricate relationship of the fields of 

entrepreneurship, marketing, and innovation can be provided through understanding of 

contemporaneous phenomena such as digital transformation, consumer behavior shifts, and 

sustainable business practices. In this section we navigate the intersection between 

entrepreneurship, marketing, and innovation to establish common theoretical threads that can bring 

these research domains together. Using an inductive analysis of the papers included in this special 

issue, we identify five major ‘bridging themes’ that can serve this purpose: customer-centric 

innovation, innovative marketing strategies, digital entrepreneurship, collaborative and 

sustainable innovation, and resources and dynamic capabilities (see Figure 1).   

[Insert Figure 1, here] 



Customer-centric innovation:  

Customer-centric innovation gravitates around the guidance and participation of customers in the 

development of new products and services. As products and services offering differs around the 

world, we find that prior products have become extremely sophisticated due to the changing tastes 

and preferences of consumers (Discua Cruz et al., 2020). As customers can be involved in 

evaluating the design, production and performance of a product or service (Khelladi et al., this 

issue), they engage in a process of co-creation, which may allow the development of new offerings 

(Mumford & Zettinig, 2022) but also the appreciation of how marketing and branding can be 

designed around the expectations and responses from the end consumers (Halliday, 2016). 

Customer centric innovation therefore calls for further attention to relational and interactive 

theoretical perspectives (Vaux Halliday & Trott, 2010). Such approach calls to understand 

processes of integrating customer knowledge into the organisation, communications to leverage 

the relationship with customers to develop new innovative offerings based on customers changing 

demands and co-creating meaning in branding. Customer centric innovation, therefore, can entice 

and foster further entrepreneurial action and marketing strategies that revolve around end users 

and consumers. This will allow entrepreneurs to adapt quickly to expectations and demands and 

encourage innovative products and services as well as appropriate marketing approaches. The 

study by Karadag et al. (this issue) reveals that a customer-centric approach that maintains firms 

close to customers through strong social ties can lead to stronger innovation capabilities in new 

ventures. Further, according to Khelladi et al. (this issue) companies that consider customers as 

internal stakeholders participate in coproduction, in which the customer serves as a primary 

catalyst for the creation of new social enterprises and social innovation.   



Based on the above, we propose the following questions for further research on the area of 

customer-centric innovation: RQ1: What factors influence a customer-centric innovation in 

diverse industries?; RQ2: Is there a relationship between customer-centric innovation and 

marketing practices?, and RQ3: How are entrepreneurs leveraging diverse resources to engage in 

customer-centric innovation? 

 

Innovative marketing strategies:  

As marketing relates to understanding and addressing consumer needs, it involves developing 

strategies to reach them relying on an ongoing entrepreneurially driven innovative process. We 

know that entrepreneurs may rely on their ingenuity within the places where they are embedded to 

market their products to customers in novel ways (Arias and Discua Cruz, 2018). However, there 

is a growing need for innovative marketing strategies to connect business offerings to markets. By 

making these connections, a firm can generate new impetus for innovation, which can develop into 

an ongoing force that promotes business growth and profitability (Comstock, 2014). The articles 

by Kariv et al.; Khan et al, Crick et al, and Golgeci et al (this issue) hint that such approach is 

possible. Innovative marketing strategies can result in improved products, diversified offerings, 

new markets and an enhance quality of management within organisations.  

Scholars could consider diverse forms of organisations, such as large, medium, small, and 

micro enterprises. As many of these forms are family owned and controlled, comparisons in the 

way innovative marketing strategies are addressed may be explored. While the foundations of 

where strategies come from when considering entrepreneurship has been long established 

(Mintzberg, 1973) further empirical studies as to how and why this occurs, and the factors involved 

is needed. We then propose the following questions for further research: RQ1: How do innovative 



marketing strategies emerge in micro, small, medium, and larger enterprises? RQ2: What factors 

influence the development of innovative marketing strategies?, RQ3: Which sectors are more likely 

to develop innovative marketing strategies?, and RQ4: Are there differences between family and 

non-family firms in their approach to innovative marketing strategies? 

 

Digital entrepreneurship:  

Studies in this SI have highlighted that we are on the brink of a new entrepreneurial revolution 

through digitalization, supporting recent IJBR conversations (Troise et al., 2022). The last ten 

years have seen a sharp rise in the adoption of digital technologies (Anderton et al., 2021), which 

has altered the the way entrepreneurship is done (Khelladi ete al; Zheng et al., this issue).  In our 

era, entrepreneurs, entrepreneurial teams, and businesses cannot operate effectively without digital 

tools in their approach to marketing and innovation. In the past, marketing practices have 

traditionally spoken to consumers through radio, television, newspapers ads, direct mail, and 

magazines. Consumers seek information to help their purchasing decisions in a variety of venues, 

relying more on and more on the digital economy.  The digital economy, that is the worldwide web 

of economic activities and processes that connect individuals, business, devices, and operations 

through digital tools is expected to be worth around US$ 20.8 trillion by 2025 (World Economic 

Forum, 2023).  

From its inception to our time, the digital economy has represented a plethora of 

opportunities for digital or cyber entrepreneurship (Carrier et al., 2004; Kraus et al., 2018). As 

digital transformation, that is, the ability of an organisation to “adapt, respond, and position itself 

for success in the face of rapid technology evolution” (Guinan et al., 2019, p. 717) is transforming 

the way businesses operate around the world, then entrepreneurs and organisations supported by 



digital and technology infrastructure could have a significant advantage in digital 

entrepreneurship. The study by Evansluong and colleagues (this issue) suggest that digital tools 

are already transforming the way entrepreneurs do entrepreneurship, innovate and market their 

products/services based on digital tools. Further questions that address such relationships may 

reveal novel ways of marketing through digital ways and tools. Moreover, comparative studies 

between several countries could and should expand our knowledge on and understanding of how 

digitalization and the use of digital tools influences entrepreneurship (Santoro et al., 2018; Scuotto 

et al., 2017). We then propose the following questions for further research: RQ1: How does 

digitalization in entrepreneurial firms bridge entrepreneurship, marketing, and innovation 

activities?, RQ2: How do emerging technologies influence the marketing and innovation 

capabilities of new ventures?, and RQ3: How do entrepreneurs in diverse contexts (e.g. 

developing, transitioning economies) approach digital entrepreneurship?. 

 

Collaborative innovation and sustainability:  

The papers in this special issue have highlighted the individual and organizational analysis level 

in innovation, providing a significant advance in the way we understand how entrepreneurs 

innovate (Clemente-Almendros et al; Chaudhuri et al., this issue). These advances suggest that 

collaboration, drawing in diverse networks, will often enhance the ability of entrepreneurs to be 

innovative. The context in which such processes happen has been long associated to industrial 

districts (Johannisson et al., 2007) and more recently to entrepreneurial ecosystems (Lux et al., 

2020). These contexts call for greater attention to perspectives such as social capital, networks, 

embeddedness and for theories that can elucidate the action that comes from how entrepreneurs 

think (Fisher, 2012) and act on their own or in the company of others (Al-Dajani et al., 2023). 



Moreover, this approach calls to go beyond individual organizations and consider the fascinating 

world of Cooperatives. Recent studies suggest that collaborative innovation within Cooperatives 

provide an ideal and unique context to explore further the connection between entrepreneurship, 

innovation and marketing (Hadjielias, Discua-Cruz, and Howorth, 2023). Collective approaches 

to entrepreneurship, marketing, and innovation may be easier to explore in contexts where 

entrepreneurs deal with issues in the same industry (e.g. wineries, Crick et al., this issue) and where 

there may obtain greater support to create collaborative arrangements or where networks and 

alliances may make such connections more likely (Karadag et al., this issue). 

Further, this special issue also suggests that we need a more nuanced understanding of 

open, collaborative, and multi-stakeholder innovation (Crick et al.; Mallodia et al., this issue) and 

their consequences for sustainability within industries, regions, and nations (Adjimah et al; 

Clemente-Almendros et al., this issue). There are increasing concerns as to the offer of products 

and services that may have harmful effects in our immediate and global environment. The 

relationship between entrepreneurship and marketing suggests that further attention can be given 

to existing and developing models (e.g. car sharing, Chaudhuri et al., this issue) in the way they 

can be adapted around the world in innovative and sustainable ways. Novel ideas, when viewed as 

a process, may aim at constantly revising a product/service offering based on creating sustainable 

solutions for businesses and communities (Baù et al., 2021) which can help us better understand 

why corporate visions may be accepted (Su et al., this issue).  

Based on the above, we propose the following questions for further research: RQ1: How 

does collaborative innovation emerge in the context of cooperatives?; RQ2: What factors influence 

collaborative innovation in diverse geographical contexts?, RQ3: Why would entrepreneurs in the 

same industry engage in collaborative innovation?, RQ4: How can existing business models be 



improved to enhance their social and environmental impact?, RQ5: How can collaborative 

innovation processes be suitably leveraged to promote sustainability in industries and/or regions, 

and RQ6: What role can entrepreneurship, marketing, and innovation play at the intersection 

between collaborative innovation and sustainability?   

 

Resources and dynamic capabilities:  

In terms of resources, this SI has highlighted that whilst financial resources are relevant in the 

relationship between marketing, entrepreneurship and innovation (Giakoumelou et al; Ismail and 

Mohamad, this issue), intangible resources such as knowledge merit further attention. Knowledge, 

as a resource, can facilitate entrepreneurial action and influence the way entrepreneurs perceive 

the feasibility of their approach to marketing and innovation (Kariv et al., this issue). According 

to Khan et al. (this issue), knowledge can help firms become more agile and encourage a shift in 

how they approach marketing or innovation. Other resources such as ethnicity, have been 

highlighted by papers in the SI as critical to make sense of how to leverage a resource previously 

believed to only operate within inclusive networks (Evansluong et al.; Golgeci et al., this issue). 

Ethnicity can allow entrepreneurs to create novel marketing strategies and influence the way 

technology is used.  

Papers in this special issue also emphasize the role of individual and organizational-level 

dynamic capabilities at the intersection of entrepreneurship, marketing, and innovation. Examples 

of these capabilities are marketing agility (Golgeci et al.; Khan et al., this issue), dynamic 

marketing capabilities (Moztafiz et al, this issue), entrepreneurial marketing orientation (Crick et 

al., this issue), and entrepreneurial passion (Chen et al., this issue). These dynamic capabilities 

play a crucial role in enabling both new and established organizations to survive exogenous shocks 



such as economic downturns and pandemics (Clemente-Almendros et al.; Golgeci et al., this issue). 

Other dynamic capabilities linked to bricolage and effectuation can become relevant to the way 

entrepreneurs draw on marketing and innovation to facilitate new venture creation and company 

growth. While studies highlight that entrepreneurs often do with what they have at hand, this has 

been revealed to be far more sophisticated and resourceful than previously understood (Ghezzi, 

2019). Hence, future work could look into how bricolage and effectuation approaches can take 

place at the nexus of entrepreneurship, marketing, and innovation and what drives their 

effectiveness within particular contexts. Studies taking a processual view could suggest dynamic 

and dialectic models of bricolage and effectuation at this intersection.  

Given the above discussion, we propose the following questions for further scrutiny: RQ1: 

What resources become relevant at the intersection between marketing, entrepreneurship and 

innovation?, RQ2: What dynamic capabilities at the intersection of entrepreneurship, marketing, 

and innovation can be relevant to entrepreneurs and entrepreneurial firms? RQ3: How can such 

dynamic capabilities shape resilience and survival in the midst of exogenous shocks?, and  RQ4: 

Why and how can bricolage and effectuation approaches take place at the nexus of 

entrepreneurship, marketing, and innovation?.  

 

5. Implications and Conclusions 

This introductory paper and SI aimed to contribute to the advancement of interdisciplinary research 

at the nexus of entrepreneurship, marketing, and innovation. We essentially provide three 

important theoretical contributions to the fields of entrepreneurship, marketing, and innovation. 

First, in order to address the fragmented understanding of the intersection between 

entrepreneurship, marketing, and innovation that has been provided thus far, we map the area 



holistically and talk about the three conventional (literature) pairs inside it. These include the 

entrepreneurship and marketing nexus, the entrepreneurship and innovation nexus, and the 

marketing and innovation nexus. We review and discuss literature in these conventional silos, 

which taken as a whole provide a disjointed picture of the connections among entrepreneurship, 

marketing, and innovation.  Second, we identify ‘bridging themes’ for future research that can help 

integrate entrepreneurship, marketing, and innovation in future studies. Using an inductive 

approach based on the studies published in this special issue, we identify five ‘bridging themes’:  

customer-centric innovation, innovative marketing strategies, digital entrepreneurship, 

collaborative and sustainable innovation, and resources and dynamic capabilities. We provide 

helpful recommendations and research questions under each theme in an effort to stimulate further 

interdisciplinary studies at the intersection of entrepreneurship, marketing, and innovation. Third, 

this special issue provided a platform of focused exploration and knowledge integration at the 

intersection of entrepreneurship, marketing, an innovation. The papers published in this SI 

collectively advance interdisciplinary research in the fields of fields of entrepreneurship, 

marketing, and innovation by combining theories and concepts, elucidating theoretical 

relationships, and by producing and integrating empirical knowledge. This can aid in a deeper 

understanding of complex phenomena related to the disciplines of entrepreneurship, marketing and 

innovation, as well as help in the improvement of existing theories and concepts at this intersection.  

For practitioners, this special issue offers a broader understanding of the relevance of 

knowledge and other resources that may allow their companies to remain agile, create a compelling 

vision, and keep innovating. Organizations can leverage innovative marketing strategies to 

differentiate themselves in competitive markets through improved products and diversified 

offerings. Insight brought forward by the diverse papers of this SI underscore that cooperation and 



engagement with diverse actors is an ongoing endeavour which may be supported by new 

information technology advances. Organizations must also take a collaborative approach to 

innovation to stay close to the customer while fostering sustainability within industries and 

regions. The bridging themes suggested in this special issue (Figure 1) provide a starting point for 

practitioners to evaluate their approach to entrepreneurship, marketing and innovation.  
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