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Emerging issues on business innovation ecosystems: the role of information
and communication technologies (ICTs) for knowledge management (KM) and
innovation within and among enterprises
Introduction to the special issue: ICTs in KM and innovation
Nowadays, ICTs operate as a large network infrastructure system or digital platform, where
distinct business agents exchange information and knowledge. This “innovation
ecosystem” (Adner and Kapoor, 2010; Nambisan and Sawhney, 2011) or “ecology of
complex innovation” (Dougherty and Dunne, 2011) has been defined as the innovation
context where employees, customers, suppliers and business partners play an active role in
supporting innovation.

There are both direct and indirect network externalities between and among the different
business agents and partners, which enable the creation of an innovation ecosystem.
For instance, an interaction occurs when a web “surfer” joins a page or a profile created by
an enterprise and shows an interest in the firm by expressing his/her idea on the digital
platform. This interaction calls for a knowledge exchange process from which more
innovations are generated (Scuotto, Del Giudice, Della Peruta and Tarba, 2017; Soto-Acosta
et al., 2010). Likewise, digital platforms involve users from both the outside and inside of the
organizational environment. For instance, the wide spread of the intranet among all
different forms of business ( from small- and medium-sized enterprises (SMEs) to corporate
companies) is supporting the knowledge exchange process and, in turn, the improvement of
KM systems (Scuotto and Mueller, 2017; Soto-Acosta et al., 2014, 2017). Alongside,
innovation ecosystems and their associated ICTs enable employees to feel more committed
to the organizational environment and, therefore, digital platforms are prone to deliver
innovative ideas. This has resulted in overcoming companies’ boundaries and bringing a
heterogeneous set of knowledge in the process of idea generation (Scuotto, Del Giudice,
Bresciani and Meissner, 2017). In a nutshell, ICTs facilitate interaction between employees to
execute the innovation process with users and business partners from remote places. Thus,
ICTs enhance knowledge creation and sharing by bringing together partners and/or
employees with diverse expertise and experience and, in turn, enabling open and closed
innovation (Martinez-Conesa et al., 2017; Vrontis et al., 2017). Furthermore, ICTs enhance
companies’ innovation ambidexterity as the capability of simultaneously pursing
incremental and radical innovation with equal dexterity (Scuotto, Santoro, Bresciani and
Del Giudice, 2017; Soto-Acosta et al., 2018).

Although there is research analyzing the network effects and their impact on platform
adoption and use (e.g. Gallaugher and Wang, 2002; Katona et al., 2011; Nair et al., 2004;
Clements and Ohashi, 2005; Lee and Mendelson, 2008), this special issue advances existing
theoretical and practical research by examining the impact of the use of digital platforms on
business performance, innovation as well as KM. The papers of this special issue offer
worldwide empirical studies on the role of ICTs for KM and innovation, using different
methodologies—from a quantitative (e.g. structural equation modeling) to a qualitative
approach (e.g. case study).

Overview of the special edition papers
Crammond, Omeihe, Murray and Ledger conduct a research on Scottish SMEs entitled
“Managing knowledge through social media: modeling an entrepreneurial approach for
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Scottish SMEs and beyond.”The paper conceptualizes Social Media Use as a contributory KM
tool toward entrepreneurial behavior amongst SMEs. The authors propose a process model
toward entrepreneurial exploitation by acknowledging systematic phases of research,
concept, institutionalize, develop, target and assess, referred to as the RCIDTA model. This
model can be useful in enhancing the knowledge ecosystem of SMEs by using social media.

By analyzing a different country, with a research entitled “Social media as tool for
facilitating knowledge creation and innovation in small and medium enterprises” Papa,
Santoro, Tirabeni andMonge study 96 SMEs operating in food and beverage, fashion and ICT
sectors, randomly selected from the Italian database AIDA-Bureau van Dijk via ordinary least
squares regression models. Italy is recognized to be a suitable territory to analyze this
phenomenon due to the increasing use of social media in all forms of business, mainly SMEs
which are more predominant in Italy. As emerged, social media positively influence three out
of four knowledge creation steps: socialization, externalization and combination in fostering
SMEs’ innovation process. The fourth step, that is the internalization, is non-significant. These
results are in line with some previous studies (Davenport and Prusak, 1998; Lopez-Nicolas and
Soto-Acosta, 2010), confirming the relevance of using social media for SMEs.

Again, considering another European country Garcia-Morales, Martín-Rojas and
Lardón-López investigate 201 technological firms located in Spain. Their article entitled
“Influence of social media technologies on organizational performance through knowledge
and Innovation” demonstrates how social media technologies (SMTs make the firm proficient
to act on business opportunities and reconfigure business resources by encouraging networks
to routinize the firm’s knowledge and innovation competencies. The findings highlight the
significance of the use of SMTs within an organizational environment. In fact, these tools spur
innovation through a dynamic knowledge flow, which, in turn, generates value for enterprises.
On this basis, the authors propose a conceptual framework to describe how social media
create value for businesses, leveraging on network effects and knowledge flow. This, in turn,
has changed the way to run a business, generating more interactions with the ecosystem
(Aral et al., 2013). The present research enlarges the current literature emphasizing the
significance of knowledge-based technological competencies (technological knowledge
competencies) in the process of learning by doing for innovation.

Moving from Europe to Asia, Wang and Xu examine 165 modern service enterprises
located in the Yangtze River Delta region, a Chinese economic region which surrounds
Shanghai municipality. The scope of this research entitled “Examining the linkage among
open innovation, customer KM and radical innovation: the multiple mediating effects of
organizational learning ability” are to propose a research model exploring the link between
open innovation and customer KM to radical innovation. Especially, they noticed that
inbound open innovation activities have a direct impact on a radical innovation. Whereas
the nexus of outbound open innovation activities and organizational exploitative learning
have an indirect effect. Additionally, customer KM has also an indirect effect, although it
was initially assumed to have a direct impact on the development of a radical innovation.
A twofold contribution to the literature has been offered. First of all, in line with Hult (2004)
and Ahn (2015), the study shows the relevance of customers in the early stage of an
innovation process, although an innovation spurred from the external environment can
generate more uncertainty. Second, as also suggested by Del Giudice and Maggioni (2014),
knowledge circulation plays a key role within the innovation process.

Finally, Kim offers a research entitled “Market entry strategy for a digital platform
provider which considers the virtual market.” In particular, the author wonders how a digital
platform provider can successfully secure users in its early stage to build an ecosystem. And
therefore to answer this question the author explores the information diffusion procedure
based on diffusion simulations using the susceptible-infectious-recovery model of network
services (Newman, 2002; Goldenberg et al., 2001; Granovetter, 1978). By employing a case
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study methodology on the digital platform service RecordFarm, the study identifies two
important early stage characteristics for a business platform to be successful: the core users’
activities on the platform are a critical element for the network’s expansion and usage, and
user relationships are more important than user contents on the digital platform. This
research brings up insightful thoughts on the relevance on the way to extend enterprises’
networks by using the online system. In fact, an enterprise assumes the form of an open
system where different nodes interact with each other, intertwining the internal and external
organizational environment.

Generally, this special issue enlarges the current literature focused on KM and
innovation, demonstrating the greater relevance of the use of social media in the ICT
industry. Especially, it provides new insights on the use of social media in SMEs, enforcing
the significance of the multidirectional collaboration with the ecosystem (Kietzmann et al.,
2011) and, thus, the new network-centric organization approach (Nambisan and Sawhney,
2008; Adler and Heckscher, 2006).

Hence, new theoretical and practical approaches are developed and shown on the topic of:

• social media, KM and entrepreneurship;

• SMTs for KM and innovation;

• knowledge-based technological competencies in the process of learning by doing for
innovation;

• open innovation, customer KM and radical innovation; and

• the role of digital platforms for developing an ecosystem.

Directions for future research
The present special issue offers a clear overview on the digital technologies with a particular
focus on social media networks for SMEs. Although a case study of a corporate company is
also offered, we believe that further research on the use of social media networks for
corporations is needed. For instance, scholars can critically investigate if there are any best
practices of large rims to be embedded within SMEs. Additionally, the special issue provides a
wide range of analysis on a different set of sectors and therefore in the future each sector can
be examined singularly, investigating differences and similarities. Furthermore, other studies
on emerging countries can offer a worldwide knowledge on the social media phenomenon in
relation to KM activities for enterprises. Hence, as knowledge has been firmly confirmed that
generates value for enterprises either if it emerges from the internal or the external
organizational environment, the digital technologies can be a perfect complementary tool to
improve the management of knowledge as well as enhance the knowledge-intensive network.

Concluding, the guest editors desire to kindly thank all peer-to-peer reviewers for their
great insights and effort in examining assigned papers in time. We believe that without
them the special issue could not be as good as it is. Indeed, thanks to them, the authors were
able to improve their work and offer a thoughtful contribution.
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