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ABSTRACT

Digital leadership has become increasingly important in Small and Medium-sized Enterprises (SMEs) as
firms face growing pressure to adapt to digital transformation, innovation demands, and changing
competitive conditions. However, the literature on digital leadership in SMEs remains fragmented across
related themes such as technology adoption, innovation capability, and business performance. This study
aims to map the development of research on digital leadership in SMEs through a bibliometric analysis of
Scopus-indexed journal articles published between 2021 and 2026. The dataset consisted of 453 English-
language journal articles within the Business, Management and Accounting subject area. Descriptive
analysis was conducted using Scopus Analyze Search Results, while thematic mapping was performed
using VOSviewer through keyword co-occurrence analysis. The findings show that research on digital
leadership in SMEs has grown rapidly, particularly after 2023, and has developed as an interdisciplinary
and internationally distributed field. The thematic structure remains strongly anchored in digital
transformation and digital technologies, while digital leadership appears as an emerging but increasingly
strategic theme linked to innovation capability, competitive advantage, and organizational performance.
The study suggests that the field is shifting from a focus on operational digital adoption toward a stronger
concern with leadership capability and long-term competitiveness. These findings contribute to a clearer
understanding of the intellectual structure of the field and provide directions for future research and
practice.
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INTRODUCTION

Small and Medium-sized Enterprises (SMEs) play a central role in economic development
because they contribute substantially to employment, entrepreneurship, and local resilience
(Baloyi & Khanyile, 2022). At the same time, SMEs now operate in a business environment
increasingly shaped by digital platforms, data-driven competition, and rapid technological change
(Benzakour, Daoud, Jabri, & Bensouda, 2026; Karaboga & Karaboga, 2025). In this context,
digital transformation is no longer understood only as a technical upgrade, but as a strategic
requirement for maintaining competitiveness, adaptability, and long-term survival.
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Although digital tools have become more accessible, successful digital transformation in
SMEs remains uneven. The main challenge is often not the availability of technology itself, but
the ability of organizational leaders to interpret digital opportunities, align them with business
objectives, and guide employees through change (Destrian, 2024; Khalayleh, Rohaida, & Al-
Khazaleh, 2024). This has increased scholarly attention to digital leadership, which refers broadly
to a leader's capacity to use digital technologies strategically, foster innovation, support
organizational adaptation, and create value in changing environments (de Marcellis-Warin &
Warin, 2025; Kamal et al., 2025).

The SME context makes this issue particularly important. On the one hand, SMEs are often
flexible and less bureaucratic, which may support faster decision-making and more agile
responses to market change. On the other hand, they frequently face limited financial resources,
shortages of digital talent, and a strong dependence on a small number of key decision makers
(Baporikar & Fotolela, 2021; Vitor et al., 2018). As a result, leadership in SMEs can have a
particularly direct influence on whether digital initiatives remain operational experiments or
develop into meaningful organizational transformation.

Despite the growing relevance of this topic, the existing literature remains fragmented.
Research on digital leadership in SMEs is spread across related themes such as digital
transformation, technology adoption, innovation capability, entrepreneurial orientation, and
business performance (Bux, Zhu, & Devi, 2025; Ramos-Vecino, Calzado-Barbero, Almoddvar-
Gonzalez, & Ramos-Marifio, 2026). The field also uses a range of overlapping terms, including
digital leadership, e-leadership, and virtual leadership, which complicates conceptual clarity.
Consequently, there is still limited integrative understanding of how digital leadership in SMEs
is conceptualized, what themes dominate the field, and how the research has evolved over time
(Deeb & Aldehayyat, 2025; Karakose et al., 2022; Lin, 2025).

To address this gap, this study employs a bibliometric analysis of Scopus-indexed journal
articles on digital leadership in SMEs. Specifically, the study aims to map publication trends,
identify the main contributors and publication characteristics of the field, and examine its
conceptual structure through keyword co-occurrence analysis. By doing so, the study seeks to
provide a clearer overview of how research on digital leadership in SMEs has developed and to
indicate promising directions for future scholarship and practice.

METHOD

This study adopts a bibliometric approach to map the development of research on digital
leadership in Small and Medium-sized Enterprises (SMEs). Rather than conducting a full
systematic literature review with detailed manual coding of each article, the study focuses on
quantitatively and visually examining patterns in the published literature using the Scopus
database, Scopus Analyze Search Results, and VOSviewer. This approach is appropriate for
identifying publication trends, leading contributors, and the conceptual structure of a growing
research field.

The data source for this study was the Scopus database. The search strategy was designed to
capture the intersection between leadership-related concepts and the SME context by combining
terms such as "digital leadership," "e-leadership," "virtual leadership," and related digital terms
with organizational identifiers including "SMEs," "MSMEs," and "small business." The initial
search returned 1,587 documents. To improve relevance and consistency, the dataset was then
limited to journal articles published in English between 2021 and 2026 and indexed in the
Business, Management and Accounting subject area.

After the filtering process, the final dataset comprised 453 documents. A basic screening of
titles and abstracts was then conducted to ensure that the retrieved documents were substantively
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related to digital leadership and the SME context, rather than addressing digitalization in a very
general sense. This step was intended to improve the relevance of the dataset while maintaining
transparency in the document selection process.

The analysis was conducted in two stages. First, descriptive insights were generated using
Scopus Analyze Search Results to examine publication year, source title, author, affiliation,
country, subject area, and funding sponsor. Second, the bibliographic data were exported to
VOSviewer to perform a keyword co-occurrence analysis based on all keywords. Full counting
was applied, the minimum number of occurrences was set at five, and 101 keywords met the
threshold for inclusion in the final map. Together, these procedures enabled the study to identify
the main publication patterns and thematic concentrations within the literature on digital
leadership in SMEs.

RESULT AND DISCUSSION

Result

A total of 453 documents were retrieved from Scopus for the period 2021-2026. The dataset
was limited to English-language journal articles within the Business, Management and
Accounting subject area. Overall, the results indicate a rapidly expanding body of research on
digital leadership and SMEs, characterized by rising publication output, interdisciplinary breadth,
international participation, and a thematic structure strongly anchored in digital transformation.

1. Publication trend

The annual distribution of publications shows a substantial increase over time. The number of
documents rose from 23 in 2021 to 52 in 2022 and 70 in 2023, before increasing more sharply to
121 in 2024 and peaking at 159 in 2025. The count for 2026 was 28 documents, which should be
interpreted with caution because it likely reflects an incomplete publication year. Taken together,
these figures indicate that scholarly interest in digital leadership and SMEs has accelerated
considerably, especially from 2023 onward.
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2. Subject area distribution

Although the search was restricted to Business, Management and Accounting, the dataset
shows a clearly interdisciplinary profile. Business, Management and Accounting remained the
dominant category with 453 documents (48.9%), followed by Economics, Econometrics and
Finance (107; 11.6%), Social Sciences (92; 9.9%), and Decision Sciences (88; 9.5%). Other
relevant areas included Computer Science (57; 6.2%), Engineering (55; 5.9%), and Psychology
(28; 3.0%). This pattern suggests that research on digital leadership in SMEs extends beyond
management scholarship and increasingly draws from technological, economic, organizational,
and behavioral perspectives.
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Figure 2
Subject area distribution

3. Geographic distribution

The country analysis demonstrates broad international participation. Indonesia recorded the
highest number of publications (58), followed by Italy (53), China (52), and the United Kingdom
(44). Other notable contributors were India (39), Malaysia (36), the United States (24), France
(21), Spain (20), and Viet Nam (17). The prominence of both developed and emerging economies
indicates that digital leadership in SMEs has become a globally relevant research topic,
particularly in contexts where SMEs are central to national competitiveness and digital
transformation agendas.
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4. Leading affiliations and authors

At the institutional level, Vaasan Yliopisto was the most productive affiliation with 10
documents, followed by Universita Ca’ Foscari Venezia (8) and Universita degli Studi di Torino
(7). Several institutions contributed 6 documents each, including Universita degli Studi di Padova,
University of Johannesburg, University of Reading, Bina Nusantara University, and Henley
Business School. This distribution suggests that the field is supported by a dispersed and
international network of research institutions.

Author productivity was similarly distributed. Zahoor, N. emerged as the most productive
author with 5 documents, followed by Bettiol, M., Capestro, M., Di Maria, E., and Micelli, S.,
each with 4 documents. The absence of a single dominant author indicates that the field remains
relatively open and is still developing through contributions from multiple scholars across
different regions.
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Figure 4
Top Productive Affiliations and Authors in Digital Leadership Research

5. Keyword co-occurrence structure

To examine the thematic structure of the field, a co-occurrence analysis of all keywords was
conducted using VOSviewer. The analysis applied full counting with a minimum occurrence
threshold of five, resulting in 101 keywords included in the final map. The network visualization
shows that the literature is strongly centered on digital transformation and digital technologies,
which appear as the largest and most centrally connected nodes. Their prominence indicates that
the field is still primarily organized around the broader discourse of digital change in SMEs.
Closely connected terms include digital technology, innovation, technology adoption, industry
4.0, and sustainable development, suggesting that the literature develops at the intersection of
technological implementation, innovation processes, and strategic adaptation.

Within this structure, digital leadership appears as an important but not yet singularly dominant
theme. It is closely connected to innovation, innovation capability, entrepreneurship, digitization,
and business performance, indicating that studies tend to position digital leadership within broader
discussions of innovation, competitiveness, and organizational outcomes rather than as a fully
independent domain.

The network also suggests several thematic concentrations. One cluster revolves around digital
transformation, digital technologies, digital technology, and technology adoption, reflecting the
transformation and implementation stream. Another connects digital leadership, innovation,
innovation capability, entreprencurship, and business performance, pointing to a strategic and
performance-oriented stream. A further concentration includes competitive advantage,
entrepreneurial orientation, digital literacy, and big data analytics, highlighting SME capability
development and strategic positioning. Finally, a more application-oriented stream is visible
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around electronic commerce, digital marketing, business model innovation, manufacturing, and
digital entrepreneurship.
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Figure 5
Keyword Co-Occurrence Network of Digital Leadership in SMEs

6. Density and temporal evolution of keywords

The density visualization reinforces the centrality of digital transformation and digital
technologies, followed by digital technology, innovation, technology adoption, industry 4.0, and
sustainable development. This confirms that the most frequent and strongly connected themes are
still concentrated on the broader digital transformation agenda. In comparison, digital leadership
appears as a relevant but still emerging theme embedded within this wider intellectual structure.

The overlay visualization shows a temporal shift in research emphasis. Earlier attention
appears to cluster around terms such as covid-19, small business, small businesses, business
development, social media, and productivity, suggesting an initial focus on adaptation, continuity,
and operational survival. More recent attention is associated with digital leadership, innovation
capability, performance assessment, competitive advantage, digital literacy, big data analytics,
and technological innovation. This shift suggests that the field is gradually moving from reactive
concerns with digitalization toward a more strategic focus on leadership capability, innovation
outcomes, and long-term competitiveness.
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Figure 6
Density Visualization and Temporal Evolution of Keywords

Overall, the results show that the literature on digital leadership and SMEs has grown rapidly
and developed as an interdisciplinary, internationally distributed field. At the same time, the
thematic structure indicates that digital leadership is emerging within, rather than fully separate
from, the broader literature on digital transformation in SMEs. The increasing visibility of
leadership, innovation capability, and competitive advantage suggests a gradual movement from
operational digital adoption toward more capability-based and strategic interpretations of SME
transformation.

Discussion

The findings of this study show that research on digital leadership in SMEs has expanded
rapidly in recent years, particularly after 2023. This growth indicates that the topic is receiving
increasing scholarly attention as SMEs face mounting pressure to respond to digital disruption,
technological change, and shifting competitive conditions. However, the bibliometric results also
suggest that digital leadership has not yet fully consolidated as a stand-alone research domain.
Rather, it is still strongly embedded within the broader literature on digital transformation, digital
technologies, and innovation in SMEs (Held et al., 2025).

One of the most important findings of this study is the central position of digital transformation
and digital technologies within the keyword network. These two themes dominate the conceptual
structure of the field and serve as the main hubs connecting other topics. This pattern suggests
that the current literature tends to approach digital leadership not as an isolated leadership
phenomenon, but as part of a wider organizational transformation process. In other words,
leadership is discussed primarily in relation to how SMEs adopt, manage, and leverage digital
technologies, rather than as an independently theorized construct. This helps explain why digital
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leadership appears as a visible and strategically important node, but not yet as the dominant center
of the field (Tagscherer & Carbon, 2023).

This result has an important conceptual implication. It indicates that the literature is still in a
phase of integration rather than consolidation. Digital leadership in SMEs is being shaped at the
intersection of several research streams, particularly digital transformation, innovation,
entrepreneurship, and business performance. Such a pattern suggests that the concept is still
evolving and is often interpreted through adjacent constructs rather than through a stable and
unified theoretical foundation. As a consequence, the field may still face challenges in conceptual
clarity, especially in distinguishing digital leadership from closely related terms such as digital
management, entrepreneurial leadership in digital contexts, or general digital transformation
capability (Kim & Jin, 2024).

Another important pattern emerging from the results is the close association between digital
leadership, innovation, innovation capability, entrepreneurship, digitization, and business
performance. This suggests that the literature increasingly positions digital leadership as a
strategic capability linked to organizational renewal and competitiveness. Rather than focusing
only on the adoption of digital tools, recent studies appear to emphasize how leadership
contributes to innovation processes, capability development, and performance outcomes in SMEs.
This is particularly significant because SMEs often operate under resource constraints, meaning
that leadership may play a more direct role in prioritizing technology investments, guiding
organizational adaptation, and aligning digital initiatives with business strategy.

The overlay visualization further strengthens this interpretation by showing a temporal shift in
the focus of the literature. Earlier themes such as covid-19, small business, business development,
social media, and productivity indicate that initial research attention was more reactive in nature.
At that stage, the literature appears to have been more concerned with how SMEs could survive,
maintain continuity, and adapt operationally in disrupted environments. In contrast, more recent
themes such as digital leadership, innovation capability, competitive advantage, performance
assessment, digital literacy, and big data analytics reflect a more strategic orientation. This
suggests that the field is gradually moving from a short-term adaptation logic toward a longer-
term capability-building perspective (Tagscherer & Carbon, 2023).

This temporal shift is theoretically meaningful. It implies that research on SMEs has begun to
move beyond the question of whether firms should digitalize and toward the more complex
question of how they should build the organizational and leadership capabilities needed to benefit
from digital transformation. In this sense, digital leadership appears to be emerging not merely as
a response to technological change, but as a mechanism through which SMEs can transform
digital adoption into innovation, competitiveness, and sustained performance. This interpretation
is consistent with the increasing prominence of keywords related to competitive advantage, digital
literacy, and innovation capability, all of which suggest a stronger concern with capability
development rather than simple technology usage (Held et al., 2025; Imran, Hamid, & Haque,
2025).

The subject area distribution also provides a valuable insight into the nature of the field.
Although the literature is anchored in Business, Management and Accounting, it also spans
Economics, Social Sciences, Decision Sciences, Computer Science, Engineering, and
Psychology. This interdisciplinary profile indicates that digital leadership in SMEs is being
studied not only as a managerial issue, but also as a technological, organizational, and behavioral
phenomenon. Such a pattern reflects the inherently socio-technical character of digital
transformation in SMEs. Leadership in digital environments is not only about strategic direction,
but also about how firms organize work, absorb new knowledge, adapt routines, and respond to
emerging technological opportunities and pressures (Tagscherer & Carbon, 2023).
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The geographic distribution of publications provides an additional point of discussion. The
strong contribution from countries such as Indonesia, Italy, China, the United Kingdom, India,
and Malaysia suggests that the topic is not confined to one particular economic region. Instead,
digital leadership in SMEs appears to be a globally relevant issue, especially in economies where
SMEs are central to employment, innovation, and development. The prominence of both
developed and emerging economies may indicate that digital leadership is being recognized as
important across diverse institutional settings, although the specific drivers and constraints may
differ substantially between contexts. This creates a promising opportunity for future comparative
studies that examine how digital leadership is shaped by national digital infrastructure, policy
support, industry structure, and organizational maturity.

At the same time, the findings also suggest that some areas remain less central within the
existing literature. Compared with themes such as digital transformation, innovation,
performance, and technology adoption, human-centered themes appear less dominant in the
network. This does not mean they are absent, but rather that they are not yet at the core of the
field. As a result, there is still room for future research to examine more explicitly how digital
leadership in SMEs relates to employee adaptation, work experience, learning, resistance to
change, and well-being. Such questions are especially relevant because SMEs often have fewer
formal systems and support mechanisms than larger firms, making leadership potentially more
influential in shaping how digital change is experienced internally.

Taken together, the findings suggest that the literature on digital leadership in SMEs is entering
a more mature phase, but has not yet reached full conceptual stabilization. The field is no longer
limited to discussions of digital adoption or crisis-driven adaptation. Instead, it is increasingly
oriented toward strategic capability, innovation, and competitive positioning. Nevertheless,
digital leadership still appears to function more as an emerging node within the broader SME
digital transformation literature than as a fully independent theoretical domain. This means that
future scholarship must do more than document digital change; it must also clarify what is
distinctive about digital leadership, how it operates in resource-constrained firms, and under what
conditions it contributes to meaningful organizational outcomes.

This study offers several theoretical implications for the growing literature on digital
leadership in SMEs. First, the findings indicate that digital leadership has not yet fully developed
as an independent and conceptually stable research domain. Instead, it remains strongly embedded
within broader discussions of digital transformation, digital technologies, innovation, and
technology adoption. This suggests that the concept of digital leadership is still being constructed
through adjacent streams of research rather than through a unified theoretical foundation. As a
result, future scholarship needs to work toward greater conceptual clarification by distinguishing
digital leadership from related constructs such as digital capability, digital management,
entrepreneurial leadership, and digital transformation readiness.

Second, the bibliometric results suggest that digital leadership in SMEs is increasingly
positioned as a strategic capability rather than a purely technical or operational issue. Its close
association with innovation, business performance, entrepreneurship, and competitive advantage
indicates that the literature is moving toward a more capability-based interpretation of leadership
in digitally intensive environments. This implies that digital leadership should be understood not
only as the ability to promote technology use, but also as the capacity to align technology with
organizational goals, support innovation processes, and enable strategic renewal in resource-
constrained firms.

Third, the results highlight the interdisciplinary nature of the field. The presence of subject
areas such as Economics, Social Sciences, Computer Science, Engineering, and Psychology
suggests that digital leadership in SMEs is inherently socio-technical. This has important
implications for theory development. Future research should avoid treating digital leadership
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solely as a managerial phenomenon and instead recognize that it is shaped by the interaction of
technological systems, organizational structures, human capabilities, and environmental
demands. A more integrative theoretical approach would therefore help explain why digital
leadership may operate differently across sectors, countries, and levels of organizational maturity.

Finally, the temporal evolution of keywords suggests that the field is moving from an early
focus on survival, continuity, and operational adaptation toward a more strategic concern with
innovation capability, digital literacy, performance assessment, and long-term competitiveness.
This shift implies that future theories of digital leadership in SMEs should pay greater attention
to dynamic and developmental processes. Rather than asking only whether digital leadership
matters, researchers should increasingly examine how it emerges, under what conditions it
becomes effective, and how it contributes to organizational outcomes over time.

The findings also offer practical implications for SME owners, managers, and policymakers.
For SME leaders, the results suggest that digital transformation should not be treated merely as a
matter of technology acquisition. The prominence of keywords related to innovation, business
performance, competitive advantage, and digital literacy indicates that the value of digitalization
depends heavily on leadership capability. SME leaders therefore need to move beyond a narrow
focus on adopting digital tools and place greater emphasis on building strategic direction, digital
awareness, and organizational readiness.

The findings also imply that digital leadership should be developed as a capability that
supports innovation and adaptability. Since SMEs often operate with limited financial and human
resources, leadership becomes especially important in prioritizing digital investments,
coordinating change, encouraging experimentation, and connecting technology initiatives to
broader business objectives. In this context, leaders who are able to foster digital literacy, guide
employees through change, and create a supportive innovation climate may be better positioned
to strengthen firm competitiveness.

For policymakers and support institutions, the results indicate that digital transformation
programs for SMEs should not focus only on infrastructure and technology access. While access
remains important, the bibliometric patterns suggest that leadership capability, innovation
readiness, and strategic use of digital tools are equally critical. This means that public
interventions may be more effective when they combine digital adoption support with leadership
development, managerial training, and capability-building initiatives tailored to SME conditions.

More broadly, the findings suggest that support for SME digitalization should be designed
with a long-term perspective. The shift from reactive themes such as covid-19 and operational
survival toward strategic themes such as innovation capability and competitive advantage
indicates that SMEs require more than temporary digital solutions. They need sustained support
that helps them transform digitalization into lasting organizational value.

This study has several limitations that should be acknowledged. First, the analysis was based
solely on the Scopus database. Although Scopus is one of the largest and most widely used sources
of peer-reviewed literature, relying on a single database may have excluded relevant studies
indexed elsewhere. Second, the study focused only on English-language journal articles within
the Business, Management and Accounting subject area. This decision improved consistency, but
it may also have reduced the visibility of relevant contributions published in other languages,
document types, or disciplinary categories.

Third, the bibliometric analysis was conducted using Scopus Analyze Search Results and
VOSviewer, with a co-occurrence analysis based on all keywords. While this approach is
appropriate for mapping the structure and evolution of a research field, it does not provide the
same depth of interpretive insight as a full systematic review with detailed manual coding of
article content. As a result, the study is better suited to identifying patterns, themes, and research
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directions than to drawing strong conclusions about causal relationships or detailed theoretical
mechanisms.

Future research could address these limitations in several ways. Subsequent studies may
combine bibliometric mapping with systematic content analysis to examine how digital leadership
is conceptualized and operationalized in SME research more deeply. Comparative studies across
countries, sectors, or stages of digital maturity would also be valuable in clarifying how contextual
conditions shape digital leadership. In addition, future research should give more attention to
underdeveloped human-centered themes, including employee adaptation, resistance to change,
learning processes, and well-being in digitally transforming SMEs. Such work would help enrich
the field and move it toward a more balanced understanding of both strategic and human
implications.

CONCLUSION

This study mapped the development of research on digital leadership in SMEs using
bibliometric analysis based on Scopus data and VOSviewer visualization. The results show that
the field has grown rapidly in recent years, particularly after 2023, and has developed as an
interdisciplinary and internationally distributed body of knowledge. The findings further reveal
that the literature is strongly centered on digital transformation and digital technologies, indicating
that digital leadership is still embedded within the broader SME digitalization discourse rather
than fully established as an autonomous domain.

At the same time, the increasing prominence of keywords such as digital leadership,
innovation capability, competitive advantage, digital literacy, and technological innovation
suggests that the field is evolving in an important direction. Research attention is gradually
moving away from a reactive focus on digital survival and operational adaptation toward a more
strategic concern with leadership capability, organizational renewal, and long-term
competitiveness. This indicates that digital leadership is becoming more visible as a strategic
element in how SMEs navigate digital transformation.

Overall, this study contributes by showing that digital leadership in SMEs should be
understood not simply as a matter of technology use, but as an emerging capability linked to
innovation, performance, and organizational adaptability. The field is still developing
conceptually, but its growing visibility suggests strong potential for future research. Accordingly,
further studies are needed to refine the conceptual boundaries of digital leadership, clarify its
distinctive role in SMEs, and examine the conditions under which it can generate meaningful
organizational and human outcomes.

REFERENCES

Albannai, N. A. A., Raziq, M. M., Malik, M., & Abrar, A. (2024). Digital leadership and its impact on
agility, innovation and resilience: a qualitative study of the UAE media industry. Benchmarking.
https://doi.org/10.1108/B1J-06-2024-0492

Asfahani, A. M. (2025). Navigating Digital Leadership: Unraveling the Dynamics of Remote Work
Environments. TEM Journal, 14(1), 823—835. https://doi.org/10.18421/TEM141-73

Baloyi, F., & Khanyile, M. B. (2022). Innovative mechanisms to improve access to funding for the black-
owned small and medium enterprises in South Africa. Southern African Journal of Entrepreneurship
and Small Business Management, 14(1). https://doi.org/10.4102/sajesbm.v14i1.578

Baporikar, N., & Fotolela, R. (2021). E-marketing for SMEs. In Research Anthology on Small Business
Strategies for Success and Survival (pp. 867-886). Namibia University of Science and Technology,



Darwish Tahiry; Digital Leadership in SMEs:...|75

Windhoek, Namibia: IGI Global. https://doi.org/10.4018/978-1-7998-9155-0.ch043

Benzakour, 1., Daoud, M., Jabri, N., & Bensouda, M. (2026). Digital Transformation Driving SME
Performance Through Innovation: A Literature Review of Key Influences and Interactions. In M. S., B.
B., & G. JM. (Eds.), Lecture Notes in Networks and Systems (Vol. 1640 LNNS, pp. 241-250).
Laboratory of Research and Studies in Management, Entrepreneurship and Finance, National School of
Commerce and Management of Fez, Sidi Mohamed Ben Abdellah University, Fes, Morocco: Springer
Science and Business Media Deutschland GmbH. https://doi.org/10.1007/978-3-032-07785-1 21

Butt, A., & Imran, F. (2025). Sociotechnical Leadership for the Digital Transformation of Global
Corporations. In Applied Human Factors and Ergonomics International (Vol. 176, pp. 242-249).
School of Technology and Innovations, University of Vaasa, Vaasa, 65101, Finland: AHFE
International. https://doi.org/10.54941/ahfe1006321

Bux, A., Zhu, Y., & Devi, S. (2025). Enhancing Organizational Agility Through Knowledge Sharing and
Open Innovation: The Role of Transformational Leadership in Digital Transformation. Sustainability
(Switzerland), 17(15). https://doi.org/10.3390/sul7156765

de Marcellis-Warin, N., & Warin, T. (2025). Digital leadership in the future: implications on strategies,
support and training. In Digital Leadership: Concepts and Cases (pp. 197-208). Department of
Mathematics and Industrial Engineering, Polytechnique Montréal, Canada: Edward Elgar Publishing
Ltd. https://doi.org/10.4337/9781035321247.00022

Deeb, H., & Aldehayyat, J. (2025). The effect of digital leadership on SMEs’ digital transformation: the
roles of digital culture and innovation. Journal of Economic and Administrative Sciences, 1-20.
https://doi.org/10.1108/JEAS-11-2024-0462

Destrian, O. (2024). The influence of leaders’ digital literacy on SMEs’ digital transformation in Indonesia.
International Journal of Intelligent Enterprise, 11(4), 396-419.
https://doi.org/10.1504/1J1E.2024.141878

Farmanesh, P. (2025). Uprooting Technostress : Digital Leadership Empowering Employee Well-Being in
the Era of Industry 4 . 0.

Ghosh, U. K., & Taylor, W. (2025). Visionary leadership in the age of AIl: Harnessing emerging
technologies to drive organizational excellence and innovation. In The Value of Vision in Leadership
(pp. 217-252). Lincoln University, United States: IGI Global. https://doi.org/10.4018/979-8-3373-
2392-3.ch008

Held, P., Heubeck, T., & Meckl, R. (2025). Boosting SMEs ’ digital transformation : the role of dynamic
capabilities in cultivating digital leadership and digital culture.

Imran, M., Hamid, R. A., & Haque, A. (2025). Driving SME Growth Through Digital Leadership :
Exploring Tenure and Transformation Dynamics, 1-17.

Kamal, M. B., Hossain, M. B., Islam, J., Alam, I. K., Sayed, N. 1., & Mia, R. (2025). The Dynamics of
Digital Leadership: Key Concepts and Principles. In Digital Leadership: Integrating Technology for
Organizational Success (pp. 12-32). Taylor and Francis. https://doi.org/10.4324/9781003602293-2

Karaboga, E. N. C., & Karaboga, K. (2025). Big Data in SMEs and Its Impact on Digital Marketing
Strategies. In Entrepreneurship and Innovation Management in the Context of the Knowledge Economy
and Digitalization (pp. 117-126). Department of Management Information Systems, Necmettin
Erbakan University, Faculty of Applied Sciences, Konya, Turkey: Nova Science Publishers, Inc.
Retrieved from https://www.scopus.com/inward/record.uri?eid=2-s2.0-
105021203592 &partnerID=40&md5=b48d71ac3c43dde9da39d42658al3fcb

Karakose, T., Kocabas, 1., Yirci, R., Papadakis, S., Ozdemir, T. Y., & Demirkol, M. (2022). The
Development and Evolution of Digital Leadership: A Bibliometric Mapping Approach-Based Study.
Sustainability (Switzerland), 14(23). https://doi.org/10.3390/su142316171

Kargas, A., Drosos, D., Komisopoulos, F., Katsianis, D., Chaniotaki, E., Rokkas, T, ... Alvertos, K. (2026).
Reviewing and Mapping the Digital Transformation Process of SMEs. Applied Sciences (Switzerland),
16(2). https://doi.org/10.3390/app16020833

Kempner, F. (2024). Digital media and organisational environment as main influence factors for e-
leadership.  International Journal of Learning and Change, 16(2-3), 191 — 205.
https://doi.org/10.1504/1JLC.2024.137492

Khalayleh, W., Rohaida, S., & Al-Khazaleh, S. M. (2024). The Impact of Leadership Practices on the
Adoption of Digital Transformation: The Moderating Role of Organizational Culture in Jordanian



76 International Journal of Educational Administration, Management, and Leadership
Volume 6, Number 1, May 2025, Page 63-76

Manufacturing Sector. International Review of Management and Marketing , 14(6), 178-185.
https://doi.org/10.32479/irmm.17079

Khan, A. N., Khan, N. A., & Mehmood, K. (2025). Management of green innovation: the influence of
digital leadership on employee behavior in an empirical investigation. Baltic Journal of Management.
https://doi.org/10.1108/BJM-08-2024-0495

Kim, J., & Jin, W. (2024). Impact of digital capabilities on entrepreneurial performance in SMEs. Journal
of Innovation & Knowledge, 9(4), 100609. https://doi.org/10.1016/j.jik.2024.100609

Lin, Q. (2025). Digital leadership: a systematic literature review and future research agenda. European
Journal of Innovation Management, 28(6), 2469-2488. https://doi.org/10.1108/EJIM-07-2023-0522

Marturano, A. (2018). Transactions with a transforming heart: E-leadership, Virtual enterprises and social
media. Notizie Di Politeia, 34(130), 131-140. Retrieved from
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85049849382 &partnerlD=40&md5=b52415b138e6c87e4eb5a09d9e¢5¢976a

Merin-rodrig, J., Alegre, J., & Hughes, M. (2025). Dynamic managerial capabilities for digital
transformation in innovative SMEs : What are the effects on new product development performance ?,
201(September). https://doi.org/10.1016/j.jbusres.2025.115709

Mladenova, 1. (2024). SMEs in a Digital Era: The Role of Management. Administrative Sciences, 14(11).
https://doi.org/10.3390/admscil4110296

Napoleone, A., Brunoe, T. D., Andersen, A.-L., & Nielsen, K. (2022). Improving responsiveness in SMEs
through changeable and reconfigurable manufacturing. In The Future of Smart Production for SMEs: A
Methodological and Practical Approach Towards Digitalization in SMEs (pp. 181-191). Department
of Materials and Production, Aalborg University, Fibigerstraede 16, Aalborg East, 9220, Denmark:
Springer International Publishing. https://doi.org/10.1007/978-3-031-15428-7 15

Ramos-Vecino, N., Calzado-Barbero, M., Almodoévar-Gonzalez, M., & Ramos-Marifio, A. (2026).
Sustainable technology adoption in SMEs: Economic policies and managerial drivers for digitalization
performance. Sustainable Technology and Entrepreneurship, 502).
https://doi.org/10.1016/j.stae.2026.100136

Tagscherer, F., & Carbon, C. (2023). Sustainable Technology and Entrepreneurship. Sustainable
Technology and Entrepreneurship, 2(2), 100039. https://doi.org/10.1016/].stae.2023.100039

Vitor, J. A., Guarda, T., Augusto, M. F., Leon, M., Villao, D., Mazon, L., & Estrada, Y. S. (2018).
Inexpensive marketing tools for SMEs. In R. A. & G. T. (Eds.), Advances in Intelligent Systems and
Computing (Vol. 721, pp. 129-137). Instituto Universitario da Maia, Maia, Portugal: Springer Verlag.
https://doi.org/10.1007/978-3-319-73450-7 13



