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ABSTRACT
The study examined the relationship between marketing innovation, entrepreneur
resilience and business success among traders in Kampala after the lockdown. The
objectives of the study were; establish the relationship between marketing
innovation and success of businesses; assess relationship between entrepreneur
resilience and success of businesses; and examine the joint effect of marketing
innovation and entrepreneur resilience on the success of businesses. The study was
a cross sectional research design along with a quantitative research approach. A
sample of 97 traders was used in the study, selected from traders located in down-
town Kampala along streets of Nakivubo, William, Luwum, Ben Kiwanuka. Data was
obtained from either a business owner or manager using structured questionnaire.
SPSS v. 25 was used to analyze data. The study used frequency tables, correlation
and regression analysis to interpret results. This study found a positive association
between marketing innovation and business success. The study also found a positive
association between entrepreneur resilience and business success. Furthermore,
this study established that marketing innovation and entrepreneur resilience are
significant predictors of business success, with entrepreneur resilience turning out
as the better predictor. The study concludes that both marketing innovation and
entrepreneur resilience are exceptional factors that lead to business success. The
study recommends traders in Kampala to exhibit more resilience, and enhance
marketing innovation in order to succeed. Moreover, this research suggests future
researcher to investigate the relationship between marketing innovation,
entrepreneur resilience and business success from a broader perspective of

Kampala; and conduct longitudinal research examining the relationship between
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Background to the Study

The manifestation of COVID-19 pandemic has exponentially affected businesses
worldwide (Donthu & Gustafsson, 2020). Businesses around the world are finding
difficulty to remain successful as it was the case before the pandemic first struck
in December 2019 in Wuhan city, Hubei province of China in December 2019. They
are experiencing high risk exposure to low or stunted growth, low sales and
uncertain future than ever before (Wang, Hong, Li & Gao, 2020). Indeed, United
Nations Economic Commission for Africa (UNECA, 2020) indicate four in every five
business in Africa are uncertain about their future following the invention of COVID-
19.

As it is the case in the rest of Africa, so is in Uganda where Lakuma, Sunday,
Sserunjogi, Kahunde and Munyambonera (2020) indicate severe decline in business
activity index by 76% within a space of just two months into the total lockdown.
Indeed, the global spread of the COVID-19 pandemic greatly disrupted investment
with an 8% decline in business set up and investment in the second quasi of the year
(Brighton et al., 2023). This greatly resulted into high levels loss of businesses loss
and a decrease in general aggregate demand. With the pandemic and government
containment measures still in place, it is inevitable that businesses cope with the
new change or the “new-normal” as it has commonly been referred if they are to
be successful (Maritz, Perenyi, de Waal & Buck, 2020). In Uganda, COVID-19
pandemic business environment has propelled many traders in Kampala to advance
numerous marketing innovations and resilience (United Nations Conference on
Trade and Development (Oromo et al., 2023). Many have resorted to lining up their

vehicles on the streets and trading from the car bonnets and boots, a new tactic
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intended to bring products from stores directly to the final customer (Ssejjoba,
2020). E-commerce platforms such as Safe Boda and Xente and Mobile Money have
also intensified as new mechanisms for doing business.

While these affirm that these strategies are crucial in revamping businesses, it
remain unclear if these findings apply to Uganda’s context. Accordingly, the
researcher finds to examine the relationship between marketing innovation,

entrepreneur resilience and business success of traders in Kampala.

Statement of Opportunity

Following the government of Uganda COVID- 19 containment measures which started
in March 2020, many traders in Kampala under the KACITA Uganda umbrella have
had to change the way they do business to keep afloat (Lakuma, Sunday, Sserunjogi,
Kahunde & Munyambonera, 2020). An influx in the number of car sales and use of
social media platforms such as Facebook and WhatsApp have increased as the new
marketing innovations (Syaifullah, Syaifudin, Sukendar & Junaedi, 2021). Traders
have gone ahead to exercise entrepreneurial resilience by making deliveries to
customers using Safeboda, and encouraging e-commerce transactions to effectively
adapt. These initiatives have resulted in exponential success of businesses within
Kampala area (KACITA Uganda, 2020). It is probable that traders who have exercised
marketing innovations and entrepreneur resilience are ones that have been able to

succeed.
Research Objectives

1. To establish the relationship between marketing innovation and success of
businesses for traders in Kampala after the lockdown

2. To assess the relationship between entrepreneur resilience and success of
businesses for traders in Kampala after the lockdown

3. To examine the joint effect of marketing innovation and entrepreneur
resilience on the success of businesses for traders in Kampala after the

lockdown
]
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Research Questions

1. What is the relationship between marketing innovation and success of
businesses for traders in Kampala after the lockdown?

2. What is the relationship between entrepreneurial resilience and success of
businesses for traders in Kampala after the lockdown?

3. What is the joint effect of marketing innovation and entrepreneur resilience

on the success of businesses for traders in Kampala after the lockdown?

Methodology
Research Design

This study was a cross-sectional research design along with a quantitative research
approach. This research design was selected because it facilitates quick data
collection and it is suitable for studies with a short time-horizon as it is the case
with this study (Creswell, 2014). On the other hand, the quantitative research
approach was adopted because it provides statistical results, which clearly indicates
the nature of the relationship between variables and their predictability (Rahman,
2016).

Study Population

The study population constituted 137 KACITA traders located in down-town Kampala
along streets of Nakivubo, William, Luwum, Ben Kiwanuka (KACITA, 2020). The
study confined to these traders because they are the ones who were commonly
selling along streets, in car bonnets while others have decided to sleep on the job
as they exhibit resilience during the COVID-19 (KACITA, 2020). These traders served

as the unit of analysis.

Sample size and Selection technique
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A sample of 97 traders was used in the study, determined based on Krejcie and
Morgan (1970). The researcher applied simple random sampling technique to select
the sample. Each business was written on a separate piece of paper before they
were pooled together to form the sampling frame. After a thorough mix of the
sampling frame, the researcher picked one business at a time until the sample total
is obtained. This technique was selected because it is free from bias in the sense
that every item in the sampling frame stands equal chance of being selected
(Creswell, 2014). These were be selected using purposive sampling technique since
it guarantees that the respondents being selected are resourceful in regards to the

subject matter.
Data Analysis

Data obtained was edited, cleaned, classified and coded, after which it will be
captured in SPSS (v.25) for analysis (Nelson et al., 2022). The researcher then
obtained a frequency table, correlation and regression analysis to interpret results.
The frequency table presented results in relation to demographic characteristics,
and interpreted based on the percentages. Correlation analysis was applied to
address objectives of the study, particularly, one and two. This model examined
the nature of the relationship between studied variables. Regression analysis was
used to address objective three of this study. This model facilitated the study with
findings to examine the predictability of the studied variables on the dependent

variable.
RESULTS

Table 1: Pearson Correlation Analysis

Variables/Construct 1 2 3 4 5 6 7 8 9
Marketing Innovation 1
(1)
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Distribution Innovation .463 1

(2)

Promotion Innovation ~ .545 .459" 1

(3)

Pricing Innovation (4) .383 .353" .362 1

Entrepreneur .40 .476° .19 .35 1
Resilience (5) 1™ * 5 9™
Proactiveness (6) .360 .337° 0.07 .324 .296 1
" 5 " "
Competitive .391 .258" .355 .399 .205 .309 1
aggressiveness (7) - - - -
Innovation (8) .481 .280° .393 .489 .286 0.07 .267 1
Risk Taking (9) 576 0.188 .275 .345 .201 .295 .352 .399 1

Business Success (10) .61 418" .34 .38 .67 .47 .40 .42 .487
2** * 0** 1 *% 7** 6** 6** 4** *
Notes: n=79, * p<.05 level (2-tailed), * * p<.01 level (2-tailed

Source; Primary Data

Marketing Innovation and Business success

Table 1 indicated a significant and positive association between marketing
innovation and business success (r=.612, p<.01). Hence, the results implied that
improving marketing innovation would lead to increased business success. To
further comprehend the association, the study examined how each construct for
marketing innovation associates with business success. The results revealed a
significant and positive relationship between distribution innovation and business
success (r=.418, p<.01), promotion innovation and business success (r=.340, p<.01);
pricing innovation and business success (r=.381, p<.01). This implies that enhancing
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distribution innovation, promotion distribution as well as pricing distribution are
associated with a likely increase in business success among traders in Kampala.
Entrepreneur Resilience and Business success

Correlation results in Table 1 indicated significant and positive relationship
between entrepreneur resilience and business success (r=.677, p<.01). The results
meant that stimulating entrepreneur resilience would increase business success.
Moreover, the results indicated that there exists a significant and positive
relationship between proactiveness and business success (r=.476, p<.01), a
significant and positive relationship between competitive advantage and business
success (r=.406, p<.01), a significant and positive relationship between innovation
and business success (r=.424, p<.01) as well as a significant and positive relationship
between risk taking and business success (r=.487, p<.01). From these results, it is
implied that proactiveness, competitive advantage, innovation and risk-taking
actions are more likely to improve business success among KACITA traders in

Kampala.

Regression Analysis

The study used multiple regression analysis to examine the predictability of the
independent variables towards the dependent variable. These results are presented
in Table 4.4.

Table 2: Multiple Regression Analysis

Unstandardized Standardized
Coefficients Coefficients T Sig.

Std.
Model B Error Beta
(Constant) 1.109  0.240 4.620 0.000
Marketing Innovation 0.265 0.052 0.406 5.101 0.000
Entrepreneur Resilience 0.411 0.064 0.515 6.472 0.000
R R? Adj. R? F Sig.
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77349 0.597 0.586 56.238 .000°
a. Dependent Variable:
Business Success

b. Predictors: (Constant), Marketing Innovation, Entrepreneur Resilience

Source; Primary Data

Overall, regression results in Table 2 revealed F=56.238, Sig.=.000 in relation to the
predicting variables of marketing innovation and entrepreneur resilience. These
results meant that there was a statistically significant predictability between the
studied predictors and the dependent variable (business success). Therefore, the
results implied that the statistics reflected in this model were good enough to

relied upon for making necessary conclusions and recommendations.

Results revealed that jointly marketing innovation and entrepreneur resilience
predicted up to 58.6% of the variance in the dependent variable (Adj r?=.586). This
meant that marketing innovation and entrepreneur resilience are able to
significantly predict business success to a magnitude of up to 58.6%. Furthermore,
the results indicate standardized coefficients (B=.406, t=5.101, p<.05) in relation
to marketing innovation, (B=.515, t=6.472, p<.05) in relation to entrepreneur
resilience. Based on the p-values, the results signify that marketing innovation and
entrepreneur resilience are both significant predictors of business success among
traders in Kampala. That said, the comparative analysis of the Beta-values (8=.406
and B=.515) reveal that entrepreneur resilience is the best predictor of business

success among KACITA traders in Kampala

Conclusion

It is affirmed that one of the reasons why businesses succeed is because of
marketing innovation. When instituted, businesses will be able to come up with
efficient ways of distributing, pricing and promoting products in a manner that is
unique and novel, encouraging many customers to buy from the business. As

managers, it is clear that we understand customer demands, tastes and preferences
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keep changing, to support marketing innovation. It is further clear that as
entrepreneurs who are resilient will succeed. Resilience will stimulate one’s drive
to work hard, commit, and dedicate towards the business to facilitate business
success. Therefore, as managers, it is important to bear in mind that what drives

business success mostly is the intrinsic status

Recommendations

Traders in Kampala must become more resilient if their businesses are to succeed.
They need to exercise high degree of proactiveness, competitive aggressiveness,
innovativeness, and readiness to take risks as they the business. Traders should
therefore learn from experience, remain hopeful even when they face difficulty.
Traders in Kampala must boost marketing innovation in order to improve business
success. To achieve this, they intensify research and development, seek guidance
from innovation hubs, and involve in innovation trainings. This will guide traders in
changing tactics of distribution, promotion and pricing of products and services in
a manner that is unique and novel in order to gain competitive advantage over other
competitors.

References

Abet, T. (2020, July 9). Covid-19: Workers, traders want govt to lift lockdown. Daily
Monitor, retrieved from:
https://www.monitor.co.ug/News/National/Covid19-Workers-traders-
government-lift-lockdown/688334-5590616-ijm27m/index.html (Accessed:
2020, July 24).

Aksoy, H. (2017). How do innovation culture, marketing innovation and product

innovation affect the market performance of small and medium-sized
enterprises (SMEs)? Technology in Society, 51(4), 133-141.

Anning-Dorson, T. (2018). Innovation and competitive advantage creation: The role
of organisational leadership in service firms from emerging markets.
International Marketing Review. 35(4), 580-600.

I ———
research.miu.ac.ug/publications 677


https://www.monitor.co.ug/News/National/Covid19-Workers-traders-government-lift-lockdown/688334-5590616-ijm27m/index.html
https://www.monitor.co.ug/News/National/Covid19-Workers-traders-government-lift-lockdown/688334-5590616-ijm27m/index.html

METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

Awotoye, Y., & Singh, R. P. (2017). Entrepreneurial resilience, high impact
challenges, and firm performance. Journal of Management Policy and
Practice, 18(2), 28-37.

Ayala, J. C., & Manzano, G. (2014). The resilience of the entrepreneur. Influence
on the success of the business. A longitudinal analysis. Journal of Economic
Psychology, 42, 126-135.

Ayala, J. C., & Manzano, G. (2014). The resilience of the entrepreneur. Influence
on the success of the business. A longitudinal analysis. Journal of Economic
Psychology, 42, 126-135.

Barbera, C., Jones, M., Korac, S., Saliterer, I., & Steccolini, I. (2017). Governmental
financial resilience under austerity in Austria, England and Italy: how do
local governments cope with financial shocks? Public Administration, 95(3),
670-697.

Bartik, A. W., Bertrand, M., Cullen, Z. B., Glaeser, E. L., Luca, M., & Stanton, C.
T. (2020). How are small businesses adjusting to covid-19? early evidence
from a survey (No. w26989). National Bureau of Economic Research.

Bernard, M. J., & Barbosa, S. D. (2016). Resilience and entrepreneurship: A dynamic
and biographical approach to the entrepreneurial act. M@ n@ gement, 19(2),
89-123.

Buang, N. A. (2012). Entrepreneurs’ resilience measurement. Edited by Thierry
Burger-Helmchen, 317.

Cingdz, A., & Akdodan, A. A. (2013). Strategic flexibility, environmental dynamism,
and innovation performance: An empirical study. Procedia-Social and
Behavioral Sciences, 99, 582-589.

Creswell, J.W. (2014). Educational Research: Planning, Conducting and Evaluating
Quantitative and Qualitative Research, (4" Ed), Pearson Merrill Prentice
Hall.

Donthu, N., & Gustafsson, A. (2020). Effects of COVID-19 on business and research.
Journal of Business Research, 117, 284-289.

I ———
research.miu.ac.ug/publications 678



METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

Ehl, D. (2020, September 6). Coronavirus pandemic boosts online trade in Africa,
DW News. Retrieved from: https://www.dw.com/en/coronavirus-pandemic-
boosts-online-trade-in-africa/a-53752808 (Accessed: 2020, November 13).

Fatoki, O. (2018). The impact of entrepreneurial resilience on the success of small
and medium enterprises in South Africa. Sustainability, 10(7), 2-12.

Fatoki, O. (2018). The impact of entrepreneurial resilience on the success of small
and medium enterprises in South Africa. Sustainability, 10(7), 2527.

Fisher, R., Maritz, A., & Lobo, A. (2016). Does individual resilience influence
entrepreneurial success. Academy of Entrepreneurship Journal, 22(2), 39-53.

Giones, F., Brem, A., Pollack, J. M., Michaelis, T. L., Klyver, K., & Brinckmann, J.
(2020). Revising entrepreneurial action in response to exogenous shocks:
Considering the COVID-19 pandemic. Journal of Business Venturing Insights,
14, e00186.

Grimpe, C., Sofka, W., Bhargava, M., & Chatterjee, R. (2017). R&D, marketing
innovation, and new product performance: a mixed methods study. Journal
of Product Innovation Management, 34(3), 360-383.

Gupta, S., Malhotra, N. K., Czinkota, M., & Foroudi, P. (2016). Marketing
innovation: A consequence of competitiveness. Journal of Business
Research, 69(12), 5671-5681.

Gupta, S., Malhotra, N. K., Czinkota, M., & Foroudi, P. (2016). Marketing
innovation: A consequence of competitiveness. Journal of business research,
69(12), 5671-5681.

Gustavsson, S., & Larsson, S. (2020). Marketing Innovation for SMEs during COVID-
19 Pandemic: A case study of the hospitality industry in Norrbotten
(Bachelor’s Thesis, Lulea University of Technology).

Gustavsson, S., & Larsson, S. (2020). Marketing Innovation for SMEs during COVID-
19 Pandemic: A case study of the hospitality industry in Norrbotten
(Bachelor’s Thesis, Lulea University of Technology).

Herzog, C., Richter, A., Steinhiiser, M., Hoppe, U., & Koch, M. (2013). Methods and

metrics for measuring the success of enterprise social software-what we can
I ———

research.miu.ac.ug/publications 679


https://www.dw.com/en/coronavirus-pandemic-boosts-online-trade-in-africa/a-53752808
https://www.dw.com/en/coronavirus-pandemic-boosts-online-trade-in-africa/a-53752808

METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

learn from practice and vice versa. Journal of the Association for Information
Systems, 8 (4), 244-254.

Hussain, 1., Mu, S., Mohiuddin, M., Danish, R. Q., & Sair, S. A. (2020). Effects of
sustainable brand equity and marketing innovation on market performance
in hospitality industry: mediating effects of sustainable competitive
advantage. Sustainability, 12(7), 2939.

Ilic, D., Ostoji¢, S., & Damnjanovi¢, N. (2014). The importance of marketing
innovation in new economy. The European Journal of Applied
Economics, 11(1), 34-42.

Ivanov, D. (2020). Viable supply chain model: integrating agility, resilience and
sustainability perspectives—lessons from and thinking beyond the COVID-19
pandemic. Annals of Operations Research, 1.

Joueid, A., & Coenders, G. (2018). Marketing innovation and new product
portfolios. A compositional approach. Journal of Open Innovation:
Technology, Market, and Complexity, 4(2), 19-36.

Karabulut, A. T. (2015). Effects of innovation types on performance of
manufacturing firms in Turkey. Procedia-Social and Behavioral Sciences, 195,
1355-1364.

Karlsson, C., & Tavassoli, S. (2016). Innovation strategies of firms: What strategies
and why? The Journal of Technology Transfer, 41(6), 1483-1506.

Kim, C. K. (2018). A Study on Priority of Innovation Activity, Business Performance
and Maximization Factors of SMEs. Journal of the Korea Academia-Industrial
Co-operation Society, 19(2), 436-446.

Krejcie, R.V. & Morgan, D.W. (1970). Determining sample size for research
activities, Educational and Psychological Measurement, 30, 607-610.

Lekovic, B. & Maric, S. (2015). Measures of small business success/performance:
Importance, reliability and usability. Industrial. 43. 7-26.

Line, N. D., & Runyan, R. C. (2012). Hospitality marketing research: Recent trends
and future directions. International Journal of Hospitality Management,

31(2), 477-488.
|

research.miu.ac.ug/publications 680



METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

Maritz, A., Perenyi, A., de Waal, G., & Buck, C. (2020). Entrepreneurship as the
Unsung Hero during the Current COVID-19 Economic Crisis: Australian
Perspectives. Sustainability, 12(11), 4612.

Medrano, N. & Olarte-Pascual, C. (2016), "The effects of the crisis on marketing
innovation: an application for Spain”, Journal of Business & Industrial
Marketing, 31(3), 404-417.

Medrano, N., & Olarte-Pascual, C. (2016). An empirical approach to marketing
innovation in small and medium retailers: an application to the Spanish
sector. Contemporary economics, 10(3), 205-216.

Medrano-Sdez, N., & Olarte-Pascual, M. C. (2012). Marketing innovation as an
opportunity in a situation of uncertainty: The Spanish case. In Soft computing
in management and business economics (pp. 327-341). Springer, Berlin,
Heidelbersg.

Nakku, V. B., Agbola, F. W., Miles, M. P., & Mahmood, A. (2020). The
interrelationship  between  SME  government  support  programs,
entrepreneurial orientation, and performance: A developing economy
perspective. Journal of Small Business Management, 58(1), 2-31.

Owenvbiugie, R. O. (2020). Influence of Resilience on Survival of Small and Medium
Enterprises. International Business Education Journal, 13(1), 127-132.

Reguia, C. (2014). Product innovation and the competitive advantage. European
Scientific Journal, 1(1), 140-157.

Santoro, G., Bertoldi, B., Giachino, C., & Candelo, E. (2018). Exploring the
relationship between entrepreneurial resilience and success: The moderating
role of stakeholders' engagement. Journal of Business Research.

Santoro, G., Bertoldi, B., Giachino, C., & Candelo, E. (2020). Exploring the
relationship between entrepreneurial resilience and success: The moderating
role of stakeholders' engagement. Journal of Business Research, 119, 142-
150.

I ———
research.miu.ac.ug/publications 681



METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

Soltani, S., Azadi, H., Hosseini, S. J. F., Witlox, F., & Passel, S. V. (2015). Marketing
innovation in rural small food industries in Iran. Journal of food products
marketing, 21(5), 533-551.

Ssejjoba, E. (2020, June 25). Police, KCCA battle traders selling goods on streets,
New Vision. Retrieved: https://www.newvision.co.ug/news/ 1521545/ police-
kcca-battle-traders-selling-streets (Accessed: 2020, November 13)

Syaifullah, J., Syaifudin, M., Sukendar, M. U., & Junaedi, J. (2021). Social Media
Marketing and Business Performance of MSMEs During the COVID-19
Pandemic. The Journal of Asian Finance, Economics, and Business, 8(2), 523-
531.

Tavassoli, S., & Karlsson, C. (2015). Persistence of various types of innovation
analyzed and explained. Research Policy, 44(10), 1887-1901.

Tedeschi, R. G., & Calhoun, L. G. (2004). " Posttraumatic growth: conceptual
foundations and empirical evidence". Psychological inquiry, 15(1), 1-18.

Teece, D. & Pisano, G. (1994). The dynamic capabilities of firms: An Introduction.
Industrial and Corporate Change, 3(3), 537-556

Tuan, N., Nhan, N., Giang, P., & Ngoc, N. (2016). The effects of innovation on firm
performance of supporting industries in Hanoi, Vietnam. Journal of
Industrial Engineering and Management, 9(2), 413-431.

UIA ANUAL-REPORT (2019/2020). Profitable for Investment, Business and Innovative
Retrieved from: https://www.ugandainvest.go.ug/wp-
content/uploads/2021/05/2019-2020 (Accessed: 2021, August 31).

UNCTAD (2020, July 28). Ugandan e-commerce platforms power recovery from
COVID-19 crisis. Retrieved from: https://unctad.org/news/ugandan-e-
commerce-platforms-power-recovery-covid-19-crisis (Accessed: 2020,
November 13).

Ungerman, O., Dedkova, J., & Gurinova, K. (2018). The impact of marketing
innovation on the competitiveness of enterprises in the context of industry
4.0. Journal of Competitiveness, 10(2), 132-148.

I ———
research.miu.ac.ug/publications 682


https://www.newvision.co.ug/news/1521545/police-kcca-battle-traders-selling-streets
https://www.newvision.co.ug/news/1521545/police-kcca-battle-traders-selling-streets
https://www.ugandainvest.go.ug/wp-content/uploads/2021/05/2019-2020
https://www.ugandainvest.go.ug/wp-content/uploads/2021/05/2019-2020
https://unctad.org/
https://unctad.org/news/ugandan-e-commerce-platforms-power-recovery-covid-19-crisis
https://unctad.org/news/ugandan-e-commerce-platforms-power-recovery-covid-19-crisis

METROPOLITAN JOURNAL OF BUSINESS & ECONOMICS (MJBE)
ISSN: 1813-4238
Vol. 2 Issue 4, July - 2023, Pages: 669-683

United Nations Economic Commission for Africa (UNECA, 2020). Insights on African
businesses’ reactions and outlook to COVID-19. Retrieved from:
https://www.uneca.org/sites/default/files/PublicationFiles/eca-
iec_survey_covid 19_africa_english_final.pdf. Accessed 2020 November 12.

Varadarajan, R. (2018). Innovation, innovation strategy, and strategic innovation.
In Innovation and Strategy. Emerald Publishing Limited, Bingley, pp. 143-166.

Wang, Y., Hong, A., Li, X., & Gao, J. (2020). Marketing innovations during a global
crisis: A study of China firms’ response to COVID-19. Journal of Business
Research. 116, 214-220.

Widjojo, H., Fontana, A., Gayatri, G., & Soehadi, A. W. (2020). Value co-creation
for marketing innovation: comparative study in the Sme community.
International Journal of Innovation Management, 24(03), 2050030.Brighton,
B., Deus, T., Kazaara, A. G., Nelson, K., Catherine, M., Christopher, F., &
Benefansi, |. (2023). The Effect of Covid-19 Pandemic on the Education
System and Institutions in Wakiso District . A Case Study of Gombe Sub County
. 7(2), 30-36.

Nelson, K., Christopher, F., & Milton, N. (2022). Teach Yourself Spss and Stata.
6(7), 84-122.

Oromo, O. D., Julius, A., & Nelson, K. (2023). Effect of Covid-19 Lockdown on
Household Income in Uganda A Case Study of Kitoro Parish , Entebbe
Municipality. 7(4), 107-117.

I ———
research.miu.ac.ug/publications 683



