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ABSTRACT

In creating new entities and more effective use of innovative capabilities, expertise, and skills, digital
technology in human life is a hallmark of modern society. Some people feel dependent on the
internet, including the entrepreneurial activities of Small and Medium Enterprises (SMEs) in utilizing
digital information technology innovations to run their businesses, especially in the current era of
distribution. Therefore, it needs to develop the policy of the digital innovation to maximize the
capability of a company. The aim of this research is to understand the process of developing digital
innovation to improve the entrepreneurial capabilities of SMEs in the distribution era. This study
uses a literature study approach by observing and analyzing all information on the research topic
such as literature, books, notes, magazines, and other references. The research results show that
the development of digital innovation has a very close relationship with entrepreneurship, where
both of these items have the same target, namely to make a profit. Furthermore, the marketing
method for SME entrepreneurship products is used by utilizing digital innovation, namely online
marketing through social media, digital platforms, or other marketplaces. This activity has a massive
opportunity in the business world because it has entered the industrial era 4.0 and is heading
towards society 5.0. Therefore, the SMEs need to apply the policy that is proven to be effective in
developing digital innovation.
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1. INTRODUCTION

Entrepreneurial capabilities and intensity, and
intentions do not manifest in space. Socio-
cultural, institutional aspects, and variables of the
economic  environment, market structure,
technology, and industrial dynamics are the
driving factors that provide the power for the
growth  of entrepreneurial activity. The
entrepreneurial perspective maps out three
critical arguments in it, namely: first focusing on
the individual, or in other words, it is stated that
entrepreneurial action is understood as a
"human" attribute, with individual characteristics
that distinguish entrepreneurs from other
members of society. The second idea
emphasizes other economic and environmental
factors that encourage and enable
entrepreneurial  activity, such as market
dimensions and the dynamics of technological
change. The third idea relates to the functioning
of institutions, culture, and social values. It is
stated that this approach is not exclusive,
because the entrepreneurial activity is a "human"
activity and does not just happen because of
changes in the economic or technological
environment or due to normative or demographic
changes [1]. Observing the idea of developing
digital innovation to increase SME
entrepreneurship in the distribution era as a
fundamental principle.

Managerically, the entire SME management
system must adapt to digital technology that
allows them to continue to live. This managerial
aspect includes the direction of developing SMEs
that can equip all their tools with technology-
based marketing. Of course, this must be
accompanied by capacity building in other fields,
namely human resources, finance, and of course
the production process. Therefore, managerially,
the development of digitalization is an
opportunity for SMEs to change the orientation of
business management and marketing from
conventional to digital. The convenience of
conventional marketing in normal times turns out
to be bad when a crisis arises. Apart from
changing the marketing orientation, a strong
foundation of managerial aspects in the fields of
production, human resources, and finance is
inevitable. The main priority that needs to be
done is to move all managerial aspects to enter
the digital world.

Currently, many SMEs are affected by the Covid-
19 pandemic crisis. Therefore, the creation of
digitalization of economic activities in the form of

compiling and strengthening marketing and
distribution technology is absolutely necessary to
mobilize SMEs that have fallen due to the Covid-
19 pandemic crisis. SMEs will be digitally literate
from a series of digital literacy that will be carried
out. Marketing technology using online has
become a necessity to adapt to digital technology
by using marketing applications in the network
(online). The problem that occurs is actually
convenience with conventional marketing without
glancing at digital marketing. The Covid-19
pandemic crisis has made SME players decline.

The Ministry of Cooperatives and Small and
Medium Enterprises (UKM) survey on June 10,
2020 showed 40% of MSMEs will stop operating
as long as the Covid-19 pandemic is still
ongoing. This was due to a decrease in trading
activity  (23.10%),  distribution  (19.50%),
distribution (19.45%). The survey was conducted
on 195,009 MSME entrepreneurs. Online sales
are able to turn losses due to store closures into
profits. The digital ecosystem is also used to
increase promotions, sales distribution, and
payments. The advantage of using the digital
ecosystem is that sales are still positive because
there is digital connectivity that has been built
before. The pandemic has made small
entrepreneurs adapt to new consumption
patterns, fear of leaving the house, to fear of
using cash. This condition requires SMEs to
promote more aggressively online, sell their
products quickly through the goods delivery
system and prioritize health protocols. Since May
2020, an additional 300,000 SME players have
ventured into digital. This number adds to the list
of around 8.3 million business units (13% of the
total 64.19 million SME units) that have been
digitally connected, which has proven to help
them amidst social restrictions.

In general, entrepreneurial digital innovation is
defined as a global entrepreneurial activity, in the
form of open access to goods and services,
where information and knowledge networks are
the main production factors, through the use of
digital technology. “Digital technology which
practically manifests in the growth of the function
and role of information and communication
technology is a driver of business growth and
allows the development of start-up businesses.
Entrepreneurial  digital innovation basically
depends on the use of digital technology by
individuals, companies, and governments. For
hardware, software and connectivity to play a
role in value creation and increased productivity,
digital technologies must be used effectively”
[2,3].
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When the business is running, it needs a way to
improve and develop the business. To improve
and develop a business, one of the factors
needed is reliable marketing, because
entrepreneurship  requires  creativity and
innovation when marketing a product or service
from a business. Without mature and reliable
marketing, businesses can experience setbacks
or failures, especially in the current distribution
era which is included in the industrial era 4.0 and
towards the era of society 5.0, all lines have
begun to transform from conventional to digital
and internet of things [4]. According to Internet
World Stats (2021) that internet use in the world
has reached 58.78% of the world's population,
which is 4,536,248,808 people as of June 2021.
50.7% of the world's internet users come from
the Asian continent, which is 2,300,469,859
people. This shows that the community is open
to the digital world and the internet at the same
time this is a challenge for entrepreneurs to
market their business so that they can transform
to digital [5,6].

This research will further elaborate on digital
innovation to improve entrepreneurial capabilities
in the distribution era. Research conducted by
Ghobakhloo & Fathi focused on the use of
increasingly modern technological developments
in the sale of a product, so that SMEs can
minimize costs and save more time, besides that
the process is also very simple without having to
go here and there because it only requires a
mobile phone or computer device and the like
coupled with an internet network [7]. Also in
several previous studies, it was reviewed that
SME actors turned to the use of digital
technology including social media for the
development of SMEs in Indonesia; [8,9]. Further
research by Adam et al. the focus of his research
is on digital marketing which is closely related to
entrepreneurial activities that have entered the
industrial era 4.0 and towards society 5.0 and the
target market has been transformed to a digital
platform [10]. Meanwhile, this research is more
about an effort to emphasize the digital-based
SME development model during the Covid-19
pandemic. This development also includes
utilization, market place, social media, and
various other supporting applications.

In the end, through the use of digital innovation in
increasing entrepreneurial capabilities, it can
save the fate of SMEs in Indonesia which then
leads to the goal of understanding the process of
developing digital innovation to improve the
entrepreneurial capabilities of SMEs in the

distribution era. So it is hoped that this research
can be the basis for SME actors who have not
made digital marketing innovations so that they
can realize it so that there is an increase in the
entrepreneurial capability of SMEs in this
distribution era.

2. LITERATURE REVIEW
2.1 Innovation

“In general, innovation is a process and/or result
of developing the use of a product or resource
that has existed before, so that it has more
meaningful value. Innovation is defined as a
process from the discovery of ideas and ideas,
the production process to the marketing process”
[11,12]. There are also those who say that the
meaning of innovation is a renewal of various
resources so as to provide more benefits/value
added for humans. A very important factor in
determining the innovation process is the
advancement of technology and science.
Advances in science and technology are an
important  factor in  determining quality,
positioning, company performance, and profits
while winning the competition in the industrial
revolution 4.0. Initially, the concept of innovation
was used in a macro context that innovation was
an important driving force (critical driving force) in
economic growth. However, currently the
concept of innovation has shifted into a micro
context, which is related to the innovation
process that occurs within the company [13].
Innovation is defined as the transformation or
implementation of ideas or ideas based on the
power of creativity to produce processes and
products that have higher added value.

Innovation is understood as "as the introduction
of something new and useful in products,
processes, or services" [14]. Innovation is
producing something new and valuable, either in
the form of products, processes, or services.
Companies that have succeeded in creating
competitive advantage are companies that can
create innovation and creativity through a
practical and planned innovation process. To
support these changes, effective strategies are
needed to create new products and product
development by increasing the creative abilities
of employees or members of a company.

Then, there was a shift in the concept of
innovation with the introduction ten types of
innovation from [15], which stated that there were
ten innovations that could be used in business
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development. This innovation is a breakthrough
for companies that sometimes only focus on
product and service innovation. If the company
innovates in several fields, it will be difficult for
competitors to be able to compete with the
company. The ten types of innovation are divided
into three broad categories: configuration,
offering, and experience. The three groups
represent the company's innovation strategy
used in order to improve the company's internal
aspects as a means to promote better external
results.

2.2 Entrepreneurship
Spigel & Harrison views entrepreneurship as an

attitude towards management, more precisely as
an attitude towards life, it is used to start and run

a company [16]. Rae stated that
entrepreneurship is a fundamental part of
modern economic and social life, and

entrepreneurs have an important role in society
[17]. Then Michaelis et al. state that there are
several aspects contained in entrepreneurship,
namely: the environment in which
entrepreneurship occurs, people are involved in
entrepreneurship, entrepreneurial behavior
displayed by entrepreneurs, innovation, risk
assumptions at the personal, organizational, and
even society and add value to entrepreneurs and
society [18].

Parker argues that entrepreneurship is the
business world or the business world which is
related to the use of opportunities, the
management of resources for profit [19].
Woronkowicz stated that entrepreneurship is the
creation and discovery of business opportunities,
followed by the courage to take risks, and
requires calculated actions to execute these
opportunities to overcome the obstacles that
exist to success [20]. Olanrewaju et al. argue
that, in general, entrepreneurship is a process of
doing something new (creative) and different
(innovative) that is useful in providing added
value; specifically, entrepreneurship is the ability
of risk managers to optimize all existing
resources, be it material, intellectual, time, and
creative ability to produce a product or business
that is useful for himself and others [21].

The factors that cause entrepreneurial success
are ability and willingness, strong determination
and hard work, recognizing existing
opportunities, and trying to seize them at the
right time. At the same time, according to
Zimmer, “the factors causing entrepreneurial

failure are managerial incompetence, lack of
experience, lack of financial management, failure
in planning, inadequate location, lack of
equipment supervision, lack of seriousness in
entrepreneurship, and inabilty to make
entrepreneurial transitions” [22].

3. RESEARCH METHODS

This study uses a literature study approach by
observing and analyzing all information on the
research topic. Library research is a type of
research that is used to collect in-depth
information and data through various literature,
books, notes, magazines, and other references,
as well as relevant previous research results, to
obtain answers and theoretical foundations
regarding the problems to be studied [23]. In this
study, the main topic that will be elaborated on is
the development of digital innovations to improve
the entrepreneurial capabilities of SMEs in the
distribution era. That way, it will be known that
the development of digital innovation is one of
the alternative developments while saving SMEs
in the distribution era.

Several steps will be taken in research that put
forward a literature study model. First,
researchers observe and analyze based on
phenomena that occur related to the research
topic. Second, determine the research focus
based on the information that has been obtained
and obtained from the literature review. Third, the
source of the data collected is in the form of
information or empirical data sourced from
books, journals, research reports, and other
literature that can provide a new scope of
research. That way, researchers can help identify
various variables related to the research topic.
Fourth, reviewing various literature sources to
obtain maximum results so that they will find new
ideas related to the research topic. Finally,
analyzing research notes from various works of
literature to get a conclusion compiled in the form
of a research report with the applicable writing
systematics. Thus the literature study method
can combine the findings of the same theme as
preliminary studies with contemporary studies
(Zed, in Izaak et al., 2022) [24]. Thus, verification
of previous studies can find elements of novelty
in further research.

4. RESULTS AND DISCUSSION
4.1 Digital Entrepreneurship

“Digital entrepreneurship is a subcategory of
entrepreneurship where ftraditional organizations
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that are physically active are digitized. Traditional
entrepreneurs change into new forms of
business in the digital era in terms of product,
distribution, and location” [4]. “Digital
entrepreneurship is also an effort to achieve new
business opportunities through new media and
internet technology” [25]. More specific Elia et al.
(2020) stated that “digital entrepreneurship is an
effort to gain market share, business
opportunities that make money and strive to be
innovative, radical and risk takers” [2].

These things show that business people in the
distribution era have all the characteristics
mentioned. They are encouraged to develop
innovative digital businesses in products,
distribution, and internet-based workplaces to
seek specific shares and market opportunities.
Digital business development activities are
carried out by the government, universities, and
industry through business development centers
or called business incubators.

Among the advantages of digital
entrepreneurship is that digital businesses tend
to be new, so they are not considered in
business competition. Digital businesses can
access and analyze several competitive and
potential customer information. Digital
businesses are also obsessed with acquiring,
disseminating, and analyzing actions through
knowledge because they are market-oriented [4].
“The development of digital entrepreneurship
requires the collaboration of three parties,
namely the government, universities, and
industry. The Ministry of Communication and
Information has launched a policy of 1000 digital
startups” [26]. The role of the Indonesian
government in making regulations is very
important to encourage the development of new
digital entrepreneurs.

Digitalpreneurs are  entrepreneurs  whose
businesses are digital-based or ICT-based
(Information and Communication Technology).
“Digital entrepreneurship is a phenomenon that
emerged through the development of information
and communication technology. Guthrie [27]
states that digital business is selling products or
services through electronic networks. Digital
entrepreneurship has also attracted the business
interests of millennial businessmen” [28].
However, the potential for digital entrepreneurs
from business people certainly needs to be
developed by various parties. The parties that
play a major role are the government,
universities, and industry. These three parties

are the most conducive organizations to
developing innovation. The roles of the three
parties that have been moving each other can
cooperate, or it is called the triple helix [29].

To produce digital entrepreneurs, digital-based
entrepreneurship education and training are
needed. [28] stated that digital entrepreneurship
initially ~ started in  developing  business
digitization. The scope of business digitization
comes from digital services, which are relatively
fast and satisfying, so it was chosen to make
almost all services digital. The potential for goods
and services is broader with digital distribution
channels, the potential for digital interaction with
stakeholders, and the digital potential from
internal activities related to the company's
operations. The digital business describes new
value creation, which involves new business
modes based on digital goods and services,
digital distribution, digital workplaces, and digital
markets. Digital entrepreneurship is very different
from traditional entrepreneurship. The difference
lies in the business conditions in capital, place,
and product. There is a difference in the capital
aspect between the type of physical business
and the online business, which requires many
calculations regarding a fairly large need
because it considers various things for business
licensing and raw materials/main products
traded. If strict rules regarding capital do not bind
online businesses because the majority of
actors/prospective digital business actors do not
require  much capital like conventional
businesses [4].

The uniqueness of digital entrepreneurship lies in
the fact that ICTs provide the infrastructure that
supports most, if not all, value chain activities
and on which they depend. Two types of
business fit the definition: (a) Businesses that
use ICT to reduce costs and improve internal
operations and customer service through the
adoption of digital platforms; and (b) Businesses
that develop hardware, software, and network
technologies and wuse digital platforms to
commercialize them. These include businesses
providing online accounting, Wi-Fi hotspots,
phone backup, smartphones, social computing
and digital platforms for music consumption,
cellular and internet cataloging, search engines,
buying and selling marketplaces, and multimedia
businesses selling digital products and services
[30]. In addition, startups whose business models
are market-oriented or consumer-oriented must
take full advantage of the technological
resources available in an open technology
environment [31].
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The development of digital-based SMEs is one of
the alternatives to save the SME sector in the
current era, especially during the Covid-19
pandemic. However, the government and
Ministry of Cooperatives and SMEs have been
trying to encourage digital transformation so far.
In this context, digital entrepreneurship is a form
of business that utilizes the sophistication of
digital technology, from processes to marketing
products and services. In other words, all types
of businesses that sell their products online,
whether using websites or applications, are
included in digital entrepreneurship. The use of
e-commerce applications and social media in
digital marketing includes the realm of digital
entrepreneurship. Thus, the future of digital
entrepreneurship can be one of the sectors that
will positively contribute to strengthening the
Indonesian economy. This can be traced to the
strengthening role of information technology in
the business world. Digital technology has
changed all the character and nature of a more
digital-based entrepreneurial model [32].

Social media in the economic context is
increasingly opening up new business
opportunities for the community in developing
digital entrepreneurship models. If examined,
digital entrepreneurship comes from the word
"technopreneur," which means "digital
entrepreneur" from a combination of "technology"”
and "entrepreneur." In general, "technology"
refers to the practical application of knowledge
used to run an industry, including the creation of
tools, skill development, problem-solving, and so
on. At the same time, the word "entrepreneur"”
refers to a person or group who creates a
business with the courage to take risks and
uncertainties to achieve profit by identifying
existing opportunities [33].

This identification confirms that the digital
entrepreneurship phenomenon will give the many
public opportunities to start entrepreneurship,
especially at the SME level. This can be traced
because the digital entrepreneurship model
offers many solutions in the form of convenience
and comfort at lower prices and rates. However,
it is not enough for a digital entrepreneur to only
have one or two skills in the field of technology,
but also to care about the technological
innovation that is supported by the discovery of
creative ideas. This means that business
development in the technology field must still
involve many actors, such as creative idea
owners (digital entrepreneurs), research centers,
capital providers, and the government [34].

Djafarova & Rushworth [35] mentions that there
are several factors that influence a person's
decision to shop online, namely [36]:

1. Convenience. This factor is important
considering that most people start trying to
avoid crowds to jostle when shopping in
several shopping centers. Thus the choice
to shop online shopping becomes a new
alternative that can make it more effective.

2. Complete information. The presence of
information technology makes access to
information so fast and easy. This is
coupled with the many platforms that have
provided a variety of information, rating,
and review features to provide reviews
about the quality and information of a
product.

3. Availability of products and services. Only
by accessing the website can people
quickly find out the availability of goods
without visiting the store. This can also
help potential buyers who are located far
from the store by not needing to visit but
still being able to buy goods online.

4. Cost and time efficiency. Some websites
often offer potential buyers the best prices
by comparing prices in several stores at
once. This price comparison becomes
meaningful for potential buyers. Moreover,
the online shopping model can be done
anywhere and anytime.

In other words, the digital entrepreneurship
model will encourage the creation of innovations
to create a new ecosystem for SMEs that can
increase the productivity of the welfare of the
Indonesian people [3]. In addition, with this
technique, SMEs will continue to be motivated to
use technology in the network to market their
products. The excess is that SMEs will be able to
quickly adapt to the digital world, which can
compete on the international stage. Digital-based
entrepreneurship has a high opportunity to run its
business. Digitalization in entrepreneurship can
increase competitive opportunities and reach a
wider area [37].

4.2 Digital Marketing Characteristics

The characteristics of digital marketing need to
be owned by entrepreneurs. A strong
entrepreneur, on the other hand, has
characteristics, the entrepreneur can compete
and stay in the competition because of the
following characteristics [38]:
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Be careful in planning:

Foresight and preparation cannot be
overlooked. It is essential to stay focused
on the main goal, build a clear strategy
and plan, then stay on the right path. No
company has achieved that by trying to
do it all at once. Building a stable base
requires careful preparation, vision, and
strategy.

Effective Communicating:

Accurately organizing and articulating
ideas and opinions. Thus it will be easier
to be successful as a digital
entrepreneur. It is not enough to have a
brilliant idea but still have to be able to
communicate it to others. This is
especially relevant when engaging with
corporate leaders  and potential
investors. This is also important when
working with colleagues and business
partners [39].

Adaptability:

Things do not always go according to
plan. Digital entrepreneurs must be able
to adapt to new situations and problems
that will inevitably arise. It is useless to
be hard on concentration if someone
knows that something is not quite right.
Understanding each specific situation
and making the necessary changes to
the strategy as needed [40].

Ability to Learn:

Entrepreneurs are still learning new
things. This attitude of wanting to learn
drives them to expand and develop their
company. A good understanding of a
domain or business can help gain insight
into customers and how they act. An
entrepreneur can create an effective
marketing campaign for a company if do
not understand how customers think.
Following the learning curve is not
always easy. This is especially true for
digital engines like SEO, constantly
evolving. This is where finding a reliable
partner with the necessary industry
expertise comes in handy. SEO services
are the perfect way for digital marketing
companies to expand their SEO services
quickly [41].

Looking for New Opportunities:

As an entrepreneur, must always look for
new opportunities and innovations.
Entrepreneurs will be able to prepare
themselves to recognize and capture
new business opportunities that will

broaden their horizons while learning
and growing [42].

6. Technology Literacy:
Digital entrepreneurship requires a
thorough understanding of the technical
world in which you operate.
Understanding how each technology
interacts with other technologies will help
you to consider your business [43].

7. Learn from experience:
It's important to look back and learn from
your mistakes when you first started out.
Remembering things that have been
learned. Uses what has been learned to
show others how to solve problems more
efficiently. There is no substitute for
experience as a teacher [44].

8. Persistence:
It's only a matter of time before things
get tough. That's when you have to take
charge and act. Persistence and pure
dedication will help conquer challenges,
stay ahead of the game, and accept
defeat gracefully.

Using dynamic capability theory which refers to
“the ability to integrate, build, and reconfigure
internal and external competencies to cope with
a rapidly changing environment” [45]. The
dynamic capabilities approach emphasizes
organizational and strategic capabilities to
achieve competitive advantage and consists of
three main components of capabilities consisting
of:

1. Sensing and shaping opportunities and
threats (sensing),

2. Seizing opportunities (seizing), and

3. To maintain competitiveness through
upgrading, merging, protecting, and where
necessary, reconfiguring the organization's
intangible and tangible assets
(transformation or shifting).

4.3 Building Synergy between Digital
SMEs and Netizens

The distribution era, which includes the
development of digital innovation and has
entered the industrial revolution 4.0 by prioritizing
technological advances, is very influential on all
human activities globally, specifically in
Indonesia. Digitization cannot be separated from
the role of the internet community (netizens),
especially in social media. Because it is these
netizens who will determine a product's and
service's success, it will become public attention.
In this case, the citizen is the community's
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identity on social media. A digital
society or netizens consists of several
classifications.

Netizens are users of various social media

platforms who actively interact with each other
digitally in cyberspace. Furthermore, netizens are
differentiated based on the classification of their
activity level on social media. The classification
forms several terms based on their role in
amplifying and disseminating digital messages or
content. The roles in digital society are buzzers,
influencers, and followers. In social media,
a buzzer is defined as an account that acts at
any time to disseminate, campaign, and
broadcast messages or digital content to other
netizens to influence or strengthen the message
or content.

Meanwhile, influencers are social media
accounts that have a powerful influence on their
followers, so these accounts can encourage and
influence followers to act as they wish. According
to its character, followers are social media
accounts that follow the behavior of influencer
and buzzer accounts. Furthermore, followers are
citizens who submit to the wishes of the
influencers and buzzers they follow [46]. These
three netizen actors must also be understood by
SME business actors in utilizing digital innovation
development on social media.

Furthermore, in developing digital innovation to
improve the entrepreneurial capabilities of SMEs,
SME actors must synergize with citizens by
displaying creative content. Through presenting
creative content, it can automatically attract the
attention of netizens to be able to disseminate
their products. Thus, this synergy will enable the
citizen actors to know the products and services
offered by SMEs widely. In addition, the synergy
developed is by using reseller techniques. This
technique is to invite netizens who come from
generation Z to be able to participate in reselling
products produced by SMEs [47]. With the
reseller technique by the millennial generation, it
will be a perfect marketing channel. This is
because the millennial generation has a wide
range of friendship nodes. With this synergy, it is
hoped that the marketing of SME products
utilizing digital innovation will increase. This
reseller technique must also involve markets
such as Lazada, Tokopedia, Shopee, and other
marketplaces. So, marketing media utilizing
digital innovation will increasingly open up
opportunities for SME products to be widely
known by the public [48].
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The last technique is to work with netizens,
especially Generation Z, to participate in
promoting SME products and services. This
technique enables millennial netizens to give
testimonials to SME products through their
respective social media. With this testimonial
technique, which is then spread on every
citizen's social media, it can at least be one of
the promotional media. This means that by
involving more netizens to provide testimonials,
consumers will have a greater chance of
accepting the products from SMEs in Indonesia.
Because without synergy between SMEs and
citizens, it will be difficult for SME entrepreneurs
to be able to offer their products quickly on social
media. Therefore, knowledge in getting to know
netizen actors to techniques to go viral must be
known by SME entrepreneurs who take
advantage of digital innovation to compete. This
kind of knowledge needs to be obtained by
SMEs through mentoring and various training by
third parties as well as independently.

4.4 Digital Entrepreneurship Challenge

Today, companies are more likely to prioritize
their online projects. Retail companies are
booming thanks to digital innovations in product
marketing, and entire businesses are founded
solely on websites and apps. While these two
things support our economy, there are some
downsides. There is also a lack of appropriate
laws and regulations governing online business
today [49].

They operate independently and without
supervision, making any action against them
challenging and ultimately putting the customer
at risk. They often engage in illegal activities but
are never prosecuted. As a result, effective e-
commerce must be enforced. Otherwise, the
company will suffer in the long run due to a lack
of accountability and transparency. It has been a
long time since the government stepped in and
supported the online marketplace. Entrepreneurs
should be given the ability to obtain bank loans in
addition to answering questions about trust.

5. CONCLUSION

The development of digital innovation has a very
close relationship with entrepreneurship, where
both of these items have the same target,
namely to make a profit. Furthermore, the
marketing method for SME entrepreneurship
products is used by utilizing digital innovation,
namely online marketing through social media,
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digital platforms, or other marketplaces. This
activity has a huge opportunity in the business
world because it has entered the industrial era
4.0 and is heading towards society 5.0. The
target market has transformed into a digital
platform. Naturally, more people are turning to
the digital environment for income and job
opportunities, especially as more conventional
industries are heavily affected by the changing
times of the distribution era. The world of
entrepreneurship is fascinating because it allows
working from home and has more flexibility.
Entrepreneurs need to take advantage of the
development of digital innovation with various
characteristics that must be possessed in facing
the challenges of the distribution era or the era of
digitalization in various aspects of life and the
increasingly rapid development of information
technology. The existence of digitalization should
be an opportunity for entrepreneurs to increase
sales results for their business and creativity that
supports success in the present and future.

COMPETING INTERESTS

Authors have declared that

interests exist.

no competing

REFERENCES

1. Urbano D, Audretsch D, Aparicio S,
Noguera M. Does entrepreneurial activity
matter for economic growth in developing
countries? The role of the institutional
environment. Int. Entrep. Manag. J.
2020;16(3):1065-1099.

2. Elia G, Margherita A, Passiante G. Digital
entrepreneurship ecosystem: How digital
technologies and collective intelligence are
reshaping the entrepreneurial process.
Technol. Forecast. Soc. Change; 2020.
DOI: 10.1016/j.techfore.2019.119791.

3. Song AK. The digital entrepreneurial
ecosystem—a critique and reconfiguration.
Small Bus. Econ; 2019.

DOI: 10.1007/s11187-019-00232-y.

4. Kraus S, Palmer C, Kailer N, Kallinger FL,
Spitzer J. Digital entrepreneurship: A
research agenda on new business models
for the twenty-first century. International
Journal of Entrepreneurial Behaviour and
Research; 2019.

DOI: 10.1108/IJEBR-06-2018-0425.

5. Le Dinh T, Vu MC, Ayayi A. Towards a
living lab for promoting the digital
entrepreneurship process. Int. J. Entrep.;
2018.

152

10.

11.

12.

13.

14.

15.

16.

Ansong E, Boateng R. Surviving in the
digital era — business models of digital
enterprises in a developing economy. Digit.
Policy, Regul. Gov.; 2019.

DOI: 10.1108/DPRG-08-2018-0046.
Ghobakhloo M, Fathi M. Corporate survival
in Industry 4.0 era: the enabling role of
lean-digitized manufacturing. J. Manuf.
Technol. Manag; 2020.

DOI: 10.1108/JMTM-11-2018-0417.
Setyanto AR, Samudro BR, Pratama YP.
Study of the pattern of development of
MSMEs in Kampung Batik Laweyan
through social capital in facing free trade in
the ASEAN region. J. Econ Science and
Pembang. 2015;15(2).

Trinugroho |, Pamungkas P, Wiwoho J,
Damayanti SM, Pramono T. Adoption of
digital technologies for micro and small
business in Indonesia. Financ. Res. Lett.;
2022.

DOI: 10.1016/j.fr1.2021.102156.

Adam M, Ibrahim M, Ilkramuddin,
Syahputra H. The role of digital marketing
platforms on supply chain management for
customer satisfaction and loyalty in small
and medium enterprises (SMEs) at
Indonesia. Int. J. Supply Chain Manag.;
2020.

Kahn KB. Understanding innovation. Bus.
Horiz.; 2018.

DOI: 10.1016/j.bushor.2018.01.011.
Kogabayev T, Maziliauskas A. The
definition and classification of innovation.
HOLISTICA — J. Bus. Public Adm.; 2017.
DOI: 10.1515/hjbpa-2017-0005.

Malerba F, McKelvey M. Knowledge-
intensive  innovative  entrepreneurship
integrating  Schumpeter, evolutionary
economics, and innovation systems. Small
Bus. Econ.; 2020.

DOI: 10.1007/s11187-018-0060-2.
Alvarado Valenzuela JF. Something new,
something used, something borrowed:
Innovation of migrant entrepreneurs in the
service sector; 2019.

Brandsen T, Johnston K. Collaborative

governance and the third sector:
Something old, something new. The
Palgrave Handbook of Public

Administration and
Europe; 2017.

DOI: 10.1057/978-1-137-55269-3_16.
Spigel B, Harrison R. Toward a process
theory of entrepreneurial ecosystems.
Strateg. Entrep. J.; 2018.

DOI: 10.1002/sej.1268.

Management in



17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

Wirata et al.; AJEBA, 22(23): 144-154, 2022; Article no.AJEBA.91520

Rae D. Entrepreneurial learning:
peripherality and connectedness. Int. J.
Entrep. Behav. Res.; 2017.

DOI: 10.1108/IJEBR-05-2016-0132.
Michaelis TL, Carr JC, Scheaf DJ, Pollack
JM. The frugal entrepreneur: A self-
regulatory perspective of resourceful
entrepreneurial behavior. J. Bus. Ventur.
2020;35(4):105969.
Parker  SC. The
Entrepreneurship; 2018.
DOI: 10.1017/9781316756706.
Woronkowicz J. Arts, entrepreneurship,
and innovation. Journal of Cultural
Economics; 2021.

DOI: 10.1007/s10824-021-09432-5.
Olanrewaju AST, Hossain MA, Whiteside
N, Mercieca P. Social media and
entrepreneurship research: A literature
review. International Journal of Information
Management; 2020.

DOI: 10.1016/j.ijinfomgt.2019.05.011.
Venkataraman S. The distinctive domain of
entrepreneurship research. In Advances in
Entrepreneurship, Firm Emergence and
Growth; 2019.

DOI:
754020190000021009.
Yusuf M. Metode penelitian kuantitatif,
kualitatif and penelitian gabungan. In
Metode Penelitian Kuantitatif, Kualitatif and
Penelitian Gabungan; 2017.

Izaak WC, Khristi TC, Kusumawardhani NI.
Social media marketing and TOE
framework exploration in digital micro or
small and medium enterprises. J. Econ.
Business, Gov. Challenges. 2022;5(1):20—
26.

Vadana Il, Torkkeli L, Kuivalainen O,
Saarenketo S. Digitalization of companies
in international entrepreneurship and
marketing. Int. Mark. Rev.; 2020.

DOI: 10.1108/IMR-04-2018-0129.

Lanzolla G, Markides C. A business model
view of strategy. J. Manag. Stud.; 2021.
DOI: 10.1111/joms.12580.

Guthrie C. The digital factory: A hands-on
learning project in digital entrepreneurship.
J. Entrep. Educ.; 2014.

Hoque A. Awang Z, Baharu S, Siddiqui BA.
Upshot of generation ‘Z’ entrepreneurs’ E-
lifestyle on Bangladeshi SME performance
in the digital Era. Int. J. Entrep. Small
Mediu. Enterp.; 2018.

Lerman LV, Gerstlberger W, Lima MF,
Frank AG. How governments, universities,
and companies contribute to renewable

Economics of

10.1108/S1074-

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

153

energy  development? A municipal
innovation policy perspective of the triple
helix. Energy Res. Soc. Sci.
2021;71:101854.

Boojihawon DK, Ngoasong ZM. Emerging
digital business models in developing
economies: The case of Cameroon.
Strateg. Chang; 2018.

DOI: 10.1002/jsc.2188.

Guo H, Wang C, Su Z, Wang D.
Technology push or market pull? Strategic
orientation in business model design and
digital start-up performance. J. Prod.
Innov. Manag.; 2020.

DOI: 10.1111/jpim.12526.

Nambisan S. Digital entrepreneurship:
Toward a digital technology perspective of
entrepreneurship. Entrep. Theory Pract;
2017.

DOI: 10.1111/etap.12254.

Beliaeva T, Ferasso M, Kraus S, Damke
EJ. Dynamics of digital entrepreneurship
and the innovation ecosystem: A multilevel
perspective. Int. J. Entrep. Behav. Res;
2019.

Chalmers D, Matthews R, Hyslop A.
Blockchain as an external enabler of new
venture ideas: Digital entrepreneurs
and the disintermediation of the global
music industry. J. Bus. Res. 2021;125:
577-591.

Djafarova E, Rushworth C. Exploring the
credibility of online celebrities’ Instagram
profiles in influencing the purchase
decisions of young female users. Comput.
Human Behav.; 2017.

DOI: 10.1016/j.chb.2016.11.009.

Djafarova E, Rushworth C. Exploring
the credibility of online celebrities’
Instagram profiles in influencing the
purchase decisions of young female
users. Comput. Human Behav. 2017;68:
1-7.

Estrin S, Khavul S, Wright M. Soft and
hard information in equity crowdfunding:
network effects in the digitalization of
entrepreneurial finance. Small Bus. Econ.
2022;58(4):1761-1781.

Saura JR. Using data sciences in digital

marketing: Framework, methods, and
performance metrics. J. Innov. Knowl,;
2021.

DOI: 10.1016/}.jik.2020.08.001.

Couzin ID. Synchronization: the key to
effective =~ communication in  animal
collectives. Trends Cogn. Sci. 2018;22(10):
844-846.



40.

41.

42.

43.

44,

Wirata et al.; AJEBA, 22(23): 144-154, 2022; Article no.AJEBA.91520

Nasiopoulos DK, Sakas DP, Trivellas P.
The role of digital marketing in the
development of a distribution and logistics
network of information  technology
companies. Int. Conf. Bus. Intell. Model.
2019;267-276.

Olson EM, Olson KM, Czaplewski AJ, Key
TM. Business  strategy and the
management of digital marketing. Bus.
Horiz. 2021;64(2):285-293.

Snyder T, Schaffer M. Attracting
tomorrow’s talent today: Digital marketing
strategies to recruit the workforce of the
future. J. Digit. Soc. Media Mark.
2019;6(4):323-331.

Sujarwo S, Tristanti T, Kusumawardani E.
Digital literacy model to empower women
using community-based education
approach. World J. Educ. Technol. Curr.
Issues. 2022;14(1):175-188.

Colleoni E, Corsaro D. Critical issues in
artificial intelligence algorithms and their
implications for digital marketing.

45.

46.

47.

48.

49.

Routledge  Handb. Consum.
2022;166-177.

Teece DJ. Business models and dynamic
capabilities. Long Range Plann.; 2018.
DOI: 10.1016/j.Irp.2017.06.007.

Suseno Y, Laurell C, Sick N. Assessing
value creation in digital innovation
ecosystems: A social media analytics
approach. J. Strateg. Inf. Syst.; 2018.

DOI: 10.1016/}.jsis.2018.09.004.

Ulas D. Digital transformation process and
SMEs. Procedia Comput. Sci. 2019;
158:662—-671.

Febriyantoro MT, Arisandi D. The role of
digital marketing in improving sales to
SMEs in dealing with ASEAN Economic
Community. 2018 Int. Conf. Islam. Econ.
Bus. (ICONIES 2018). 2019;350-355.
Soluk J, Kammerlander N, Darwin S.
Digital entrepreneurship in developing
countries: The role of institutional voids.
Technol. Forecast. Soc. Change. 2021;
170:120876.

Digit.

© 2022 Wirata et al.; This is an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original work is properly cited.

Peer-review history:
The peer review history for this paper can be accessed here:
https://www.sdiarticle5.com/review-history/91520

154



