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Abstract 

The creative industries should be able to keep up with competitors' strategies to survive in the 

contemporary business environment. The depth of the digital touch in every company operation 

encourages business people to adapt it while developing new products. The purpose of this study was to 

present an overview of the digital-based innovation strategies employed by the leading creative 

industries in Bandung. Using a descriptive analysis strategy, the research method employed was 

qualitative. Techniques for data collection included literature reviews, field investigations, 

questionnaires, and in-depth interviews. The study's findings demonstrated that strategies for digital-

based innovation were not conducted to their full potential. In this particular industry, there was 

insufficient growth of digitally based products and services, limited responsiveness to digital solutions 

provided by competitors, a lack of differentiation from competitors, relatively few platforms for digitally 

based products that were different from competitors, and poor product development. There were no 

newly developed digital products on the market. In addition, only the process innovation strategy 

received a positive response regarding the dimensions of a digital-based innovation strategy, even 

though most were still far from the digitalization process. However, digital implementation was absent 

from the organization's marketing and product innovation strategies, making them appear inefficient. 
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INTRODUCTION 

Business continuity is currently deteriorating in the creative sector, with 60% of enterprises 

reporting severe impacts and 40% reporting moderate impacts, according to the Ministry of Industry 

(2020). This situation encourages sensible innovation for growing companies in the creative industry. 

Business digitalization has become a prevalent phenomenon, and creative sectors with their 

advantages of innovative products should undoubtedly adapt. Businesses that fail to successfully adopt 

transformation through digital technologies to enable significant business enhancements, such as 

improving customer experience and engagement, streamlining operations, and developing new business 

models, will eventually succumb to their competitors who succeed in doing so (Fitzgerald et al., 2014). 

Businesses should incorporate new digital solutions for identifying target client trends to digitize their 

services, products, or company operations. This allows businesses to better target their product offers. 

Given the advantages of digitization, innovative digital solutions are viewed as crucial advocates for 

modernizing businesses across industries in areas including marketing, customer service, human 

resource management, logistics, and production. Because information technology companies are key 

stakeholders in the digital ecosystem, businesses find it difficult to achieve digital transformation 

without utilizing the innovative digital support they provide. Digital innovation in this context, 

according to Lyytinen et al. (2016), can be defined as innovative information technology solutions that 

include the latest digital technologies to support business operations. 

Creative SMEs have a higher chance of using digital innovation successfully than big businesses 

(Chae et al., 2014). However, due to the resource constraints they frequently encounter (Street, Gallupe, 

& Baker, 2017) and the fact that many changes in the business environment are dynamic, innovative 

SMEs are more susceptible to failure. 

Digital innovations can be created by combining certain digital technologies (Fichman & 

Melville, 2014). According to a recent study, some of these organizational key capabilities include the 

capacity to imagine how emerging digital technologies may affect existing business models or processes 

in addition to the willingness to experiment and take calculated risks. Resources such as a supportive 

organizational culture and the presence of digital talent within the company enable this organizational 

capability. By prioritizing organizational capabilities over environmental factors in the transformation 

of digital technology into digital innovation, it may also help to explain why digital technology 

businesses operating in similar environmental settings may produce noticeably different results (Kane 

et al., 2015). 

According to Scuotto (2017) and Kortmann (2015), the competitiveness that creative SMEs 

should contend with is outpacing the advances in current business models. Despite the constraints of 

technical resources, creative SMEs are distinguished by their ownership of creative human resources. 

Innovative SMEs face a disadvantage in the market as a result of this problem. Additionally, the success 

of this creative industry depends on its ability to build networks of cooperation and product 

differentiation (Scuotto et al., 2017). Utilizing digital technology to promote business activity in the 

creation of products and organizations can boost a company's strategic flexibility to respond to 

environmental changes at the level of competition (Kindermann, 2014). 

The development of the creative economy is concentrated on the leading sub-sectors, such as the 

craft, culinary, and fashion industries, which contribute the most to the national GDP. (Jakarta: Ministry 

of Tourism and Creative Economy, Strategic Plan 2020-2024.). The three creative industry sub-sectors 

contributed the most to the creative economy in 2017. The creative industries that deal with culinary 

provided 41.69%, crafts contributed 15.70%, and fashion contributed 18.15%. The creative industries 

of fashion, crafts, and culinary collectively brought in 282 trillion dollars, 166 trillion dollars, and 142 

trillion dollars respectively (Opus Creative Economy Outlook 2020). 

According to Indonesia's Creative Economy Development Blueprint 2025, Bandung is one of the 

major areas for future economic development in Indonesia based on creative industries. Given that it 

was chosen as one of the top five creative cities in Asia in 2017, this city has a lot of potential for the 

development of the creative economy. In addition, Bandung contributes more economically to West 

Java than any other city or region, with its share of the region's creative industries reaching 24.67%. 

Innovation, adaptation, and cooperation can be used to revive the tourism and creative economies 

(Strategic Plan 2020-2024, Jakarta: Ministry of Tourism and Creative Economy). One of the measures 

that organizations in the creative industries have to undertake is to create a sustainable digital innovation 
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plan. To revitalize their industry, they have to determine what innovation tactics and teamwork concepts 

need to be developed. For creative industries to succeed, strategic parties' participation is crucial. 

To effectively compete in the market and better position itself to handle future developments, the 

creative industry needs a digital-based innovation strategy (Povolna, 2019). This innovation strategy is 

crucial, particularly for small businesses that want to compete and acquire additional resources. This is 

because many enterprises in the creative industry are still MSME-scale and demand high levels of digital 

innovation capabilities (Saunila, 2020). Innovation in products, processes, organization, and marketing 

leads to operational success and corporate profits, and various types of innovation capabilities are also 

associated with export performance (Kafetzopoulos & Psomas, 2015). 

To meet the requirements of an effective strategy, efforts to redefine and/or revitalize strategies 

in a sustainable manner are very relevant in managing threats to the sustainability of leading creative 

industries in Bandung City. This paper seeks to develop a framework for mapping digital innovation 

strategies in the leading creative industries of Bandung City. 

Creative Industries 

The creative economy has the potential to emerge as a powerful new force in the national economy 

that can consistently contribute significantly. The creative economy, which includes the creative 

industry, significantly relies on ideas, creativity, and innovation from renewable resources to be able to 

produce value- added products sustainably (Rofaida, 2019). Innovation that adds value is crucial in 

today's increasingly competitive business environment. Additionally, this creative industry adds value 

through its inventive and creative products. The creative industry should undoubtedly develop its 

business in the current climate of digital competition if it wants to succeed. Entrepreneurs in the creative 

industries should have a digital-based strategy. 

Due to the characteristics of the globalized market, which include a setting that is more 

competitive than ever, rapid technological development, and shorter product and technology life cycles 

(Dadfar et al., 2013), many businesses, especially SMEs, should emphasize making innovation the 

primary driver for sustainable excellence. 

A key factor in being able to adapt to the business environment is creativity and innovation due 

to changes in the business competitive environment resulting in digitalization. Adequate human, 

financial, or technological resources are needed for the process of producing sustainable innovation 

(Povolna, 2019). Resources have a significant impact on organizational capabilities across all industries, 

especially creative industries (Jardon & Martos, 2013). Players in the creative industries should be 

competent to overcome challenges and devise competitive strategies to achieve their business objectives 

(Halim et al., 2011). Innovation is typically the foundation of the competitive strategy in the creative 

sector, making consumer-focused innovation a potential solution to endure and be prepared to compete 

in the global business challenges. Innovation awareness among business leaders can fuel sustainable 

growth. 

According to Kemenpararekraf (2020), The creation of added value based on ideas derived from 

creative human resources (creative people) and knowledge-based resources, such as cultural and 

technological heritage, is referred to as the creative economy. Ideas are both the input and the output of 

the creative economy (Howkins, 2013). The ability to provide added value based on ideas and creativity 

can be realized by utilizing the creative industries. 

The creative industry uses individual creativity, skill, and talent to exploit individual 

inventiveness and innovation to create income and employment. The creative industry is characterized 

by the strategic role that individuals play through their creativity, skills, and talents. It is an economic 

endeavor that involves the production or use of knowledge and information. 

Digital Innovation Strategy 

According to Yoo et al. (2012), digital-based innovation refers to new or significantly different 

business models, processes, or products that were made possible by IT. A sustainable economic 

digitization process is supported by continuous digital innovation. Concerning digital innovation, cost-

effectiveness and technological aspects that appeal to customers are frequently emphasized. All 

stakeholders involved in the production and distribution process are expected to benefit from continuous 

digital innovation (Maciejewski & Glodowska, 2020; Rymarczyk, 2020). 
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Digital-based innovation is described as a product, method, or business model that is regarded as 

innovative, demands some significant changes on the part of the adopter, and is achieved or made 

possible by IT' (Fichman et al., 2014; Jeyaraj et al., 2006; Kohli & Melville, 2019). 

When it comes to digital innovation, digital competence is required to combine digital technology 

with the digital skills of entrepreneurial creative individuals. This pertains to businesspeople's capacity 

to seize market share (Teece et al., 2016). Along with the involvement of person, organizational, and 

business environment features, the use of digital technology is the main focus of digital innovation 

carried out in innovative SMEs. (Chan, 2013) 

 

 

Numerous studies reveal that big businesses lag behind creative SMEs, particularly when it comes 

to embracing digital technologies (Cataldo et al., 2020). Additionally, although having immense 

potential, rural creative SMEs have not yet adopted digital technology (AlBar & Hoque, 2019). 

Figure 1. 

Digital Innovation in SMEs Framework 

According to Nambisan et al. (2017) and Zairis (2000), digital innovation is the successful fusion 

of digital technology and digital management expertise to innovate in corporate processes and to arrive 

at creative solutions. In the digital economy, the majority of SMEs operate through implementing new 

hardware, software, or digital platforms that facilitate transformation. At the same time, IoT and digital 

orientation support the prospects of a continual digital innovation process. Future economic and 

environmental concerns cannot be resolved sustainably without digital business transformation (Bican, 

2020). According to research, digital innovation has a significant impact on attaining long-term 

economic growth, lowering unemployment, enhancing the quality of life, expanding access to public 

services, and reducing costs in various economic sectors (Khan, Aftab, 2015). Digital technology, digital 

business models, and sustainable digital innovation are all associated with digital transformation as well 

(Bican, 2020). 

Digitally oriented businesses can benefit from value creation and persuade companies to 

participate effectively in the digital economy (Kane et al., 2015). Businesses in this constantly changing 

environment benefit from a digital orientation, which assures that they can only survive by implementing 

the most up-to-date and innovative methods (Cenamor, 2019). Businesses are concentrating on 

managing digital innovation with a digital orientation to set themselves apart from competitors and get 

a competitive advantage (Kane, 2016). To accomplish sustainable digital innovation targets and promote 

the transformation of conventional innovation processes into digital innovation, digitally oriented 

businesses are prepared to face the associated expenses and risks (Al-Emran et al., 2018). 

Nambisan et al. (2017) defined digital innovation as the development of market offers, business 

processes, or business models as a result of the application of digital technology. As long as these 

outcomes are made feasible by the use of digital technology and digital processes, their definition 

encompasses a variety of innovation outcomes, including new products, platforms, and services as well 
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as new customer experiences and other value lines. This study contextualizes digital innovation as 

innovative digital solutions that change the products, services, and businesses of other companies. 

Therefore, according to Ordieres-Mere et al. (2020), digital innovation refers to the creation of new 

products, services, or solutions utilizing digital technology. 

Digital innovation encompasses procedures, organizational techniques, and marketing strategies 

in addition to product development. Digital innovation is a process that includes several steps, from 

initial ideas and basic research to technology development and market experimentation through 

commercialization (Osterrieder, 2020). It does not exclusively rely on collaborative and knowledge-

intensive activities. 

METHOD 

A qualitative technique with descriptive analysis was employed for the investigation. In-depth 

questionnaires and interviews with company leaders in the leading creative industries (fashion, food, 

and crafts) in Bandung City were used to collect primary data directly from research participants. 

Secondary data sources, however, were discovered through literature study. To achieve the goals of the 

study, a descriptive analysis method was employed with the following stages: data collection, data 

tabulation, and resource-based viewpoints to suggest an innovation-based strategy for the excellence of 

the creative industries. 

100 prominent representatives of Bandung's leading creative industries who had a thorough 

understanding of the study's main variable-digital-based innovation strategies in leading creative 

industries-were selected purposively as thereserach sample. 

RESULTS AND DISCUSSION 

The role of digital technology in enabling the creative industry to access new opportunities such 

as improved access to talent and skills, expanded access to markets, increased access to financing, 

improved communication and collaboration, and expanded access to a wider range of technologies and 

product applications and development are all integral to the digital innovation strategy (OECD, 2017). 

Digital technology enables SMEs to compete more effectively with other companies as a result. 

The digital innovation strategy approach offers advantages such as cost reduction (Tan, 2010), 

profitability (Bala & Feng, 2019), globalization (Pergeloya, et.al, 2019), access to product processes 

(Peón, et.al, 2020), and business model innovation (Bouwman, et al., 2018). 

According to Mbuyisa and Leonard (2017), digital technology is viewed as an option that enables 

SMEs in the creative industries to proceed through the development stage. This technology can aid 

SMEs in boosting their competitiveness and productivity (Hanclova et al., 2015; Abebe, 2014). 

The results of field research based on dimensions according to Paladino (2007) show that: 

Table 1.  

Research based on dimensions according 
The development of new products, services or solutions  

by using digital technology 

80 of creative SMEs have not yet created products 

and  services  based  on digital technology. 

The quality of our digital solution is superior compared 

to our competitors 

15% of innovative SMEs were concerned about the 

digital solutions provided by competitors. 

The features of our digital solutions are different from   

our competitors 

5% of innovative SMEs differentiated from the 

competitors. 

The digital solutions are different from our competitors 

in terms of product platform 

5% of innovative SMEs had a digital product 

platform that sets them apart from competitors. 

Our new digital solutions are minor improvements to 

existing products 

90% of innovative SMEs worked on product 

development. 

Some of our digital solutions are new to the 
market at the time of launching 

There were no innovative digital products on the 

market. 
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The Application of Digital-Based Product Innovation Strategies 

Research Findings 

84% of the respondents developed innovative ideas for products. Only 16% of businesspeople took into 

account digitalization's foundation when creating innovative products such as using digital platforms for 

benchmarking, considering digital technology for product development ideas, imitating or modifying 

the strategies of competitors by obtaining digital information, and collecting information on consumer 

desire to add products or improve products. This situation runs the risk of not being competitive in the 

digital market; 

New product development lagged behind demand in the fiercely competitive digital sector. Tailored 

customized packaging for client requests via e- commerce (75%) is one example of how creative 

business players modify existing products; and 

Creative businesspeople (76%) consistently raised the price of their products. It is well known that 

business executives take open price competition on digital platforms into account when deciding on 

prices and preferred product variety. 

Strategy Steps Recommendation 

When developing innovative product concepts, manufacturers' and customers' perspectives should be 

taken into consideration. The objective is for innovative products to succeed in the marketplace. For 

their products to succeed in the digital market, businesspeople need to adapt to the innovations of their 

competitors who are already situated in the world of digital products. For customers to access products 

both offline and online, it needs a distinguishing differentiator; and 

To maintain innovation in the inventive products being marketed, the product diversification process 

needs to be carried out regularly by continuing to develop potential products to be introduced on the 

market. Product diversification should be implemented while taking consumer behaviour into account. 

The Application of Digital-Based Process Innovation Strategies 

Research Findings 

Innovative business actors enhanced the production process (80%). Digital technology, however, had not 

been utilized to improve the industrial process, making it less useful and ineffective; 

Although creative business actors (98%) aimed to use developments in digital technology to streamline 

the production process, in reality, they lacked adequate knowledge of the digital world; and 

Quality was upheld by creative entrepreneurs (98%) when creating business procedures. Businesspeople 

should be able to take advantage of opportunities presented by improvements in digitization to improve 

the quality of business processes and make them more effective and practical. 

Strategy Steps Recommendation 

Given that creative products require ongoing upgrading, process enhancements for both manufacturing 

and service operations should be carried out regularly. Additionally, because consumer behaviour and 

digital services are both evolving rapidly, services should keep up; and 

Process improvements should refer to the findings of routine evaluations because they are typically 

dependent on those evaluations. Even though digital facilities can be used to make the evaluation process 

more feasible, this process continues to be performed manually. 

The Application of Digital-Based Marketing Innovation Strategies 

Research Findings 

Innovative business actors had improved product costs and packaging designs, but not advertising 

strategies. The rapid expansion of digital markets necessitates the use of e-commerce promotion 

strategies in tandem (62%);  

Innovative business actors had struggled to produce and market products and product videos in an 

appealing manner. Digital-based marketing, on the other hand, needs this skill to compete in the digital 

market (59%); and 

Product leaders had not been produced by creative entrepreneurs (55%). Creative industry players were 

still concentrating on the offline market even though the digital market offers the greatest opportunity. 

Strategy Steps Recommendation 

Consumer- and digital-based marketing strategies should be implemented by innovative business 

players to survive the market competition. A variety of marketing strategies are feasible because each 

creative product has its own market share; 
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Consumer behaviour is currently evolving toward digital marketing media content, necessitating the 

ability of creative businesses to keep up with these developments. For instance, by developing engaging 

product information to promote purchasing interest; and 

To develop products that are market leaders and become  superior  creative  products,  creative 

entrepreneurs should consider how to become product leaders in the digital market. 

The Application of Digital-Based Organizational Innovation Strategies 

Research Findings 

Although creative business actors analyzed the rules and SOPs to be followed, they didn't analyze the 

established business goals (71%). With the aid of modern technology, this is very much combustible. It 

is possible to prevent procedural errors because all SOPs and guidelines are readily accessible to 

organizational HR digitally; and 

52% of creative entrepreneurs did not yet have a defined organizational structure, task allocation, or 

roles and duties. Digital applications that can be accessible by anyone, anytime, can make it simpler to 

divide jobs and responsibilities, ensuring that no steps are missed and that operations can be effectively 

managed. 

Strategy Steps Recommendation 

The ownership of transparent work processes will affect  the  standard  of  creative  output. Before 

aligning them with procedures and rules, creative entrepreneurs should first determine their business 

goals. For HR to efficiently complete workflows, business actors should enable access via digital 

platforms; and 

Complex creative business processes should be matched with the creation of a clear organizational 

structure and work allocation. This will guarantee the high standards that consumers have for creative 

products and services. Documents related to the organizational structure, work procedures, and 

standards are all stored on a single internal company digital medium. 

The creative industry has several challenges to overcome. As innovative concepts are the primary 

source of creative products, creative industries have to initially be able to develop creative products that 

can be renewed. Second, creative business actors should provide products and services that can be used 

as input for other business actors' inventive endeavours, within and outside the creative industries. The 

creative industry uses technology extensively, which makes this section a dynamic and innovative 

business (Rofaida, et al. 2019). 

In conclusion, digital innovation in SMEs is motivated by the configuration of four sets of 

antecedents 

(individual, technology, organization, and environment), progresses through a four-stage process 

(intention, adoption, implementation, and usage), and produces results in terms of organizational and 

business process performance. The outcomes of digital innovation are directly impacted by a number of 

its antecedents. The relationship between the digital innovation process and the outcome can also be 

mediated and/or moderated by these antecedents in addition to other variables (such as size, industry, 

and infrastructure) (Kim, 2017; Jeyaraj et al., 2006; Melville et al., 2004). It combines the key aspects 

and relationships of digital innovation in SMEs. Digital innovation in creative SMEs has several 

benefits, including profitability, competitiveness, and globalization. 

Organizations are capable of managing rapid continuous digital innovation by effectively 

integrating and utilizing digital platforms and technologies, developing dynamic digital capabilities, and 

adopting a holistic digital orientation (Karunagaran et al., 2019). 

Digital innovation has grown significantly among organizations that have used digital platforms. 

Digital platforms have altered the general economic structure and modified business and organizational 

frameworks (Parker et al. 2016). One of the main effects of digital technologies (digital orientation and 

IoT), as represented by digital platforms, is changing how SMEs can acquire an advantage over their 

competitors. Several studies have been conducted regarding digital platforms and how they relate to 

ecosystems (Hein, et al., 2020), dynamic and integrative capabilities, performance, platform strategy 

adoption, the impact of digital platforms on customer behaviour, and online transactions (Hegiu, 2015; 

Demirkan, 2016). However, there is relatively limited information available about how digital platforms 

might lead to sustainable digital innovation (Yablonsky, 2018). The function of digital platforms in 

sustainable digital innovation is shifting from traditional product and service innovation to innovation 

across business models. 
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Some researchers have previously demonstrated the significance of adopting digital technology 

in opening up SME business processes to opportunities that are crucial to value creation or to achieving 

digital innovation for SMEs (Garzoni, 2020; Rachinger, 2019). 

Adopting digitalization trends requires resources, structure, and skill. A more thorough investigation is 

required to determine the ideal configuration of resources and business models that SMEs need to 

capitalize on their technology advancements and the required innovative skills to achieve sustainable 

digital innovation. It is crucial to comprehend how SMEs operate strategically (Yousaf et al. 2018, 

Hoogendoorn 2017). 

CONCLUSION 

The findings of the study revealed that initiatives for digital-based innovation were not fully 

implemented. In this particular industry, there was insufficient development of digitally based products 

and services, a lack of responsiveness to digital solutions offered by competitors, a lack of differentiation 

from competitors, an absence of platforms for digitally based products that were different from 

competitors, and inadequate products development. There were no newly developed digital products 

available. Furthermore, even though most were still far from the digitization process, only the process 

innovation strategy obtained a favourable response regarding the components of a digital-based 

innovation strategy. However, the company's marketing and product innovation initiatives did not 

incorporate digital technology, making them appear ineffective. 

REFERENCES 

Abebe, M. (2014). Electronic commerce adoption, entrepreneurial orientation and small- and medium- 

sized enterprise (SME) performance. Journal of Small Business and Enterprise Development, 

21(1), 100–116. https://doi.org/10.1108/ JSBED-10-2013-0145 AlBar, A. M., & Hoque, M. R. 

(2019). Factors affecting the adoption of information and communication technology in small and 

medium enterprises: A perspective from rural Saudi Arabia. Information Technology for 

Development, 25 (4), 715–738. https://doi.org/10.1080/02681102.2017.1390437 

Arendt, L. (2008). Barriers to ICT adoption in SMEs: How to bridge the digital divide? Journal of 

Systems and Information Technology, 10, 93–108. 

Al-Emran, M.; Mezhuyev, V.; Kamaludin, A. (2018). Technology Acceptance Model in M-learning 

context: A systematic review. Comput. Educ., 125, 389–412. 

Badan Ekonomi Kreatif Indonesia. (2019). Opus Creative Economy Outlook 2020. Jakarta : Badan 

Ekonomi Kreatif Indonesia. 

Bala, H., & Feng, X. (2019). Success of small and medium enterprises in Myanmar: Role of 

technological, organizational, and environmental factors. Journal of Global Information 

Technology Management, 22(2), 100–119. https://doi.org/10.1080/1097198X.2019.1603511 

Bican, P.M.; Brem, A. (2020). Digital Business Model, Digital Transformation, Digital 

Entrepreneurship: Is There A Sustainable “Digital”? Sustainability, 12, 5239 

Bouwman, H., Nikou, S., Molina-Castillo, F. J., & de Reuver, M. (2018). The impact of digitalization 

on business models. Digital Policy, Regulation and Governance, 20(2), 105–124. 

https://doi.org/10.1108/DPRG-07-2017-0039 

Cataldo, A., Pino, G., & McQueen, R. J. (2020). Size matters: The impact of combinations of ICT assets 

on the performance of Chilean micro, small and medium enterprises. Information Technology for 

Development, 26(2), 292–315. https://doi.org/10.1080/02681102.2019.1684870 

Cenamor, J.; Parida, V.; Wincent, J. (2019)When plentiful platforms payoff: Assessment orientation 

moderates the effect of assortment size on choice engagement and product valuation. J. Retail. 

93, 212–227. 

Chae, H.C., Kohl, C.E. and Prybutok, V.R. (2014), “Information technology capability and firm 

performance: contradictory findings and their possible causes”, MIS Quarterly,38(1), pp. 305-

326. 



Digital innovation strategy for creative industries: responding to competition challenges in the digital age 

Asti Nur Aryanti, Suryana, Heny Hendrayati, Palupi Permata Rahmi, Fanji Wijaya, Listri Herlina 

 

INOVASI: Jurnal Ekonomi, Keuangan dan Manajemen  412 

 

Chan, C.M.L. (2013) From open data to open innovation strategies: Creating e-services using open 

government data. Forty-Sixth Hawaii International Conference on System Sciences. 

Demirkan, H.; Spohrer, J.C.; Welser, J.J. (2016). Digital innovation and strategic transformation. IT 

Prof., 18, 14–18. 

Fichman, R. G., & Melville, N. P. (2014). How posture‐ profile misalignment in IT innovation 

diminishes returns: Conceptual development and empirical demonstration. Journal of 

Management Information Systems, 31, 203–239 

Fitzgerald, M., Kruschwitz, N., Bonnet, D. and Welch, M. (2014), “Embracing digital technology: a 

new strategic imperative”, MIT Sloan Management Review, Vol. 55 No. 2, pp. 1-12 

Garzoni, A.; De Turi, I.; Secundo, G.; Del Vecchio, P. (2020). Fostering digital transformation of SMEs: 

A four levels approach. Manag. Decis., 58, 1543–1562.  

Ghazali,N.and Yasuoka,T.(2018), Awareness and Perception Analysis of Small Medium Enterprise 

and Start-up Towards   FinTech   Instruments: Crowdfunding and Peer-to-Peer Lending in 

Malaysia. International Journal of Finance and Banking Research 4(1),13-24. 

Hagiu, A.; Wright, J. Marketplace or Reseller? Manag. Sci. 2015, 61, 184–203 

Hanclova, J., Rozehnal, P., Ministr, J., & Tvrdikova, M. (2015). The determinants of IT adoption in 

SMEs in the Czech-Polish border areas. Information Technology for Development, 21(3), 426–

444. https://doi.org/10.1080/02681102.2014. 916249 Hein, A.; Schreieck, M.; Riasanow, T.; 

Setzke, D.S.; 

Wiesche, M.; Böhm, M.; Krcmar, H. Digital platform ecosystems. Electron. Mark. 2020, 30, 87-98 

Hoogendoorn, B.; van der Zwan, P.; Thurik, R. (2017). Sustainable entrepreneurship: The role of 

perceived barriers and risk. J. Bus. Ethics, 175, 1133–1154. 

Jeyaraj, A., Rottman, J. W., & Lacity, M. C. (2006). A review of the predictors, linkages, and biases in 

IT innovation adoption research. Journal of Information Technology, 21(1), 1–23. 

https://doi.org/10.1057/palgrave.jit.2000056 

Kafetzopoulos, D., & Psomas, E. (2015). The impact of innovation capability on the performance of 

manufacturing companies: The Greek case. Journal of Manufacturing Technology Management, 

26(1), 104–130. https://doi.org/10.1108/JMTM-12-2012-0117 

Kane, G. C., Palmer, D., Phillips, A. N., & Kiron, D. (2015). Is your business ready for a digital future? 

Sloan Management Review, 56, 37–44 

Kane, G.C.; Palmer, D.; Phillips, A.N.; Kiron, D.; Buckley, N. (2016) Aligning the organization for its 

digital future. MIT Sloan Manag.Rev., 57, 1–25. 

Karunagaran, S., Mathew, S. K., & Lehner, F. (2019). Differential cloud adoption: A comparative case 

study of large enterprises and SMEs in Germany. Information Systems Frontiers, 21(4), 861–875. 

https://doi.org/10.1007/s10796-017-9781-z 

Khan, S.; Khan, S.; Aftab, M. Digitalization and its impact on the economy. Int. J. Digit. Libr. Serv. 

2015, 5, 138–149. 

Kim, S. H., Jang, S. Y., & Yang, K. H. (2017). Analysis of the determinants of software-as-a-service 

adoption in small businesses: Risks, benefits, and organizational and environmental factors. 

Journal of Small Business Management,55(2), 303–325. https://doi.org/10.1111/jsbm.12304 

Kindermann, B., Beutel, S., Garcia de Lomana, G., Strese, S., Bendig, D., & Brettel, M. (2020). Digital 

orientation: Conceptualization and operationalization of a new strategic orientation. European 

Management Journal. doi:10.1016/j.emj.2020.10.009 

Kohli, R., & Melville, N. P. (2019). Digital innovation: A review and synthesis. Information Systems 

Journal, 29(1), 200–223. https://doi.org/10.1111/isj.12193 



Digital innovation strategy for creative industries: responding to competition challenges in the digital age 

Asti Nur Aryanti, Suryana, Heny Hendrayati, Palupi Permata Rahmi, Fanji Wijaya, Listri Herlina 

 

INOVASI: Jurnal Ekonomi, Keuangan dan Manajemen  413 

 

Kortmann, S. (2014). The Mediating Role of Strategic Orientations on the Relationship between 

Ambidexterity-Oriented Decisions and Innovative Ambidexterity. Journal of Product Innovation 

Management, 32(5), 666-684. doi:10.1111/jpim.12151 

Lyytinen, K., Yoo, Y.R. and Boland, J.B. Jr, (2016), “Digital product innovation within four classes of 

innovation networks”, Information Systems Journal, Vol. 26 No. 1, pp. 47-75 

Mbuyisa, B., & Leonard, A. (2017). The role of ICT use in SMEs towards poverty reduction: A 

systematic literature review. Journal of International Development, 29(2), 159–197. 

https://doi.org/10.1002/jid.3258 

Meister, D.B. (2017). Entrepreneurial firms and information systems capabilities. Twenty‐Third 

Americas Conference on Information Systems 

Nambisan, S.; Lyytinen, K.; Majchrzak, A.; Song, M. (2017). Digital Innovation Management: 

Reinventing innovation management research in a digital world. MIS Q., 41, 223–228. 

Ordieres-Meré, J.; Prieto Remón, T.; Rubio, J. (2020). Digitalization: An Opportunity for Contributing 

to Sustainability from Knowledge Creation. Sustainability, 12, 1460 Osterrieder, P.; Budde, L.; 

Friedli, T. The smart factory as a key construct of industry 4.0: A systematic literature review. 

Int. J. Prod. Econ. 2020, 221, 107476 

Paladino, A. (2007), “Investigating the drivers of innovation and new product success: a comparison of 

strategic orientations”, Product Innovation Management, 24 (6), 534-553. 

Parker, G.G.; Van Alstyne, M.W.; Choudary, S.P. (2016). Platform Revolution: How Networked 

Markets are Transforming the Economy and How to Make Them Work for You; WW Norton & 

Co: New York, NY, USA, 

Peón, D., & Martínez-Filgueira, X. (2020). Determinants of investing in innovative activities by agri-

food and KIBS firms in rural areas: An exploratory analysis. Journal of Small Business 

Management, 58(6), 1155– 1186. https://doi.org/10.1111/ jsbm.12513 

Pergelova, A., Manolova, T., Simeonova-Ganeva, R., & Yordanova, D. (2019). Democratizing 

entrepreneurship? Digital technologies and the internationalization of female-led SMEs. Journal 

of Small Business Management, 57(1), 14–39. https://doi.org/10.1111/jsbm.12494 

Povolna, Lucie. (2019). Innovation Strategy in Small and Medium Sized Enterprises (SMEs) in the 

Context of Growth and Recession Indicators. Journal of Open Innovation Technology Market and 

Complexity 5(2), 32. https://doi.org/10.3390/joitmc5020032 

Rachinger, M.; Rauter, R.; Müller, C.; Vorraber, W.; Schirgi, E. (2019). Digitalization and its influence 

on business model innovation. J. Manuf. Technol. Manag., 30, 1143–1160 

Rofaida, R., Suryana, Aryanti, A.N., Perdana, Y. (2019). Strategi Inovasi pada Industri Kreatif Digital: 

Upaya Memperoleh Keunggulan Bersaing pada Era Revolusi Industri 4.0. Jurnal Manajemen dan 

Keuangan, 8 (3), 402-414. https://doi.org/10.33059/jmk.v8i3.1909 

Saunila, M. (2019). Innovation capability in SMEs: A systematic review of the literature. Journal of 

Innovation & Knowledge. doi:10.1016/j.jik.2019.11.002 

Scuotto, V.; Santoro, G.; Bresciani, S.; Del Giudice, M.(2017) Shifting intra-and inter-organizational 

innovation processes towards digital business: An empirical analysis of SMEs. Creat. Innov. 

Manag., 26, 247–255 

Street, C. T., Gallupe, B., & Baker, J. (2017). Strategic alignment in SMEs: Strengthening theoretical 

foundations. Communications of the Association for Information Systems, 40, 20 

Teece, D., Peteraf, M., & Leih, S. (2016). Dynamic capabilities and organizational agility: Risk, 

uncertainty, and strategy in the innovation economy. California Management Review, 58, 13-35. 

Yablonsky, S. (2018). A multidimensional framework for digital platform innovation and management: 

From business to technological platforms. Syst. Res. Behav. Sci. 2018, 35, 485–501 



Digital innovation strategy for creative industries: responding to competition challenges in the digital age 

Asti Nur Aryanti, Suryana, Heny Hendrayati, Palupi Permata Rahmi, Fanji Wijaya, Listri Herlina 

 

INOVASI: Jurnal Ekonomi, Keuangan dan Manajemen  414 

 

Yousaf, Z.; Sahar, N.; Majid, A.; Rafiq, A. (2018). The effects of e-marketing orientation on strategic 

business performance: Mediating role of e-trust. World J. Entrep. Manag. Sustain. Dev., 14, 309–

320 Zairis, A.G. The Effective Use of Digital Technology by SMEs. (2020). In Entrepreneurial 

Development and Innovation in Family Businesses and SMEs; Masouras, A., Maris, G., Kavoura, 

A., Eds.; IGI 

Global: Hershey, PA, USA, 244–255 Rencana Strategis 2020-2024. Jakarta: Kementerian Pariwisata 

dan Ekonomi Kreatif). 

 


