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Abstract:

The adequacy of digital literacy (DL) among entrepreneurs can trigger the birth of readiness and ability to
carry out digital transformation (DT) in relevant business processes and models in the digital economy era
to improve entrepreneurial performance with better competitiveness. Also the existence of an
entrepreneurial commitment to market orientation (MO) will facilitate business success. This research
identifies and explores entrepreneurial performance (EP) models in the digital economy era in terms of
DT, DL and MO mediation. The path analysis model was used to test the combined interaction of DT and
DL with EP, and the MO relationship that mediates all three. The findings, DT and DL had a significant
positive effect on MO both individually and jointly. DT directly has a significant positive effect on EP,
also DL directly has a significant positive effect on EP. Sobel test results, it is known that DT has an
insignificant positive effect on EP through MO, while DL has a significant positive effect on EP through
MO. MO has the mediating effect of DT and DL relationships in influencing EP, consequently MO has a
positive impact on EP. This research offers a framework for the performance model of entrepreneurship in
a business perspective in the era of the digital economy. The adoption and modification of marketing mix
factors into new marketing mix models is necessary to support the implementation of strategies and
practices. An exploration of the influence of innovative new marketing mix models on DT practices, DL
readiness and MO clarity in the context of entrepreneurship, as well as their implications for business
performance, can be considered as future research directions.

Keywords: Digital Transformation, Digital Literation, Marketing Orientation, Entrepreneurial
Performance

1. Introduction

In the disruptive era in Industry 4.0, the issue of the digital economy continues to grow and is
now underway. The development of technology has expanded multiliteration and a variety of
skills that challenge anyone to have readiness to face it (Firmansyah, Rifa’i, et al., 2022). The
ability to navigate and trace economic issues digitally that may be able to provide profitable
opportunities from an economic aspect is no longer enough just to have an understanding of the
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economy, but obviously in this era requires digital readiness, namely digital knowledge or
literacy to be able to access it wisely so that it can make decisions from an economic information
obtained is said to be profitable or not, both for personal/family economic interests, groups and
in the context of business development (Firmansyah, 2022a). Digital literacy is closely related to
new literacy, media literacy, and even multiliteration (Pangrazio et al., 2020), this is important to
complement the existence of economic understanding, where digital literacy has a broader
meaning that can involve critical literacy or performative and instrumental literacy.

Oluwakemi (2019), mentioned that digital literacy fundamentally changes business models, how
work is performed and managed, and the variety of types of skills needed in the workplace, while
also changing the expectations that are shared about the traditional skills and leadership models
of business owners that are no longer enough to drive market-leading innovation and
entrepreneurial returns. The adequacy of digital literacy (DL) among entrepreneurs can trigger
the birth of readiness and ability to carry out digital transformation (DT) in business processes
and models, as well as a form of relevant business innovation practices needed in this era to
improve entrepreneurial performance with better competitiveness (Firmansyah & Saepuloh,
2022). In addition, the commitment of business actors to market orientation (MO) will facilitate
business success (Oplatka & Hemsley - Brown, 2007; Aghazadeh, 2015), with all the marketing
strategies it develops and implements (Helfert et al., 2002; Oplatka & Hemsley-Brown, 2007;
Firmansyah et al., 2020). The adoption of the traditional marketing mix and the new marketing
mix developed into a new marketing model needs to be considered to develop a viral marketing
strategy (Jackson & Ahuja, 2016). Such a marketing strategy is very possible with the digital
readiness and digital transformation ability of entrepreneurship to survive and develop with
sustainable resilient performance in a turbulent and increasingly competitive environment
(Narver & Slater, 1990; Helfert et al., 2002), MO that goes beyond customer orientation as a
commitment that can underlie and facilitate entrepreneurial success in an effort to achieve its
best performance in the era of the digital economy.

This research identifies and explores models of entrepreneurial performance in the era of the
digital economy. The practice of digital transformation and digital literacy is considered, as well
as the role of market orientation in mediating the relationship between the three in predicting and
influencing entrepreneurial performance, where new relevant marketing mix models may later be
adopted and developed to complement the successful practice of the business model being
carried out. The research was conducted on a group of young farmers in South Sukabumi, West
Java, who are considered to have a vulnerable and weak performance in line with global
economic issues that continue to disrupt business processes that are usually carried out in line
with the development of the digital economy. This condition is an important issue considering
that digital literacy can fundamentally encourage the transformation of business models as
flexibility and adaptation in responding to changes in the business environment in the digital
economy era in order to change and be able to create new ones, on the other hand, market
orientation with all selected marketing strategies can facilitate the success of adaptive and
innovative business process practices and models so that entrepreneurship has strong endurance,
rise and continue to grow with better performance and competitiveness in a sustainable manner
in a business perspective in the era of the digital economy.
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2. Literature Review
2.1 Entrepreneurial Performance

According to Ireland et al., (2009:1), states that entrepreneurship can be defined as the process
by which an individual or a group of individuals, in association with an existing organization,
create a new organization or trigger an update or innovation within that organization (Theriou &
Chatzoudes, 2015; Firmansyah, 2022).

Entrepreneurial performance is the ability to run a business to continue operating or stop
operating (Gill & Biger, 2012). Indikator yang digunakan mengukur kinerja kewirausahaan
disesuaikan dengan konteks penelitian. The indicators used to measure entrepreneurial
performance are adjusted to the research context. The entrepreneurial indicators used are
management and knowledge, products and services, customers and markets, quality, ways of
business and cooperation, financial resources, marketing strategy and external environment (Gill
& Biger, 2012; Zulkiftli, 2014). Factors that affect entrepreneurial performance in the digital era
are economic literacy, digital literacy and digital transformation (Firmansyah, 2022a). While
Oplatka & Hemsley - Brown (2007), mention market orientation as a factor that supports the
successful development and implementation of marketing strategies that have implications for
the performance of institutions/organizations, even market orientation can facilitate other aspects
of meeting the needs and satisfaction of intended customers.

Firmansyah research results (2022); Wahdiniwaty et al., (2022), found that it is important to
master digital literacy and digital transformation practices to improve entrepreneurial
performance today. Hidayati dkk., (2019), the results of their research show that organizational
support, digital literacy, and the external environment simultaneously affect the improvement of
SMEs performance through the adoption of e-Commerce. While Oplatka & Hemsley-Brown
(2007); Oplatka & Hemsley-Brown (2012); Jogaratnam (2017), mentions the importance of
improving organizational design and marketing options available to businesses and offers
guidance to management who seek to shape organizational culture and behavior related to the
implementation of market orientation, transformation and digitization to improve organizational
performance.

2.2 Digital Transformation

Digital business transformation is an objective process that responds to changes in the business
environment (Firmansyah, 2022a). Digital transformation is the use of digital technology
(Negroponte, 1995; Morze & Strutynska, 2021), to fundamentally increase the productivity and
value of the company (Westerman et al., 2014). Digital Transformation requires organizations
and actors involved to have digital literacy readiness and develop various capabilities according
to the business context and needs (Reis et al., 2018). In today's renewable economy era, the focus
of businesses and their personnel from actively competing industries around the world (Morze &
Strutynska, 2021), puts pressure on going digital before others do, striving to survive, strengthen
business performance and achieve competitive advantage (A. S. Bharadwaj, 2000; Reis et al.,
2018). Digital transformation is closely related to: (1) the use and alignment of digital
technologies in a company, (2) making organizational changes, (3) enabling activities, (4)
creating and capturing new opportunities and values (Jeansson & Bredmar, 2019).

Published by: <y Page 127

Tremining

& Rescarch y
drmtitorte i
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

(/«*J B M E Jurnal Bisnis, Manajemen dan Ekonomi

2.3 Digital Literacy

Digital literacy touches and includes many unclaimed things, this includes the presentation of
information, without including creative writing and visualization (Firmansyah & Saepuloh,
2022). It includes the evaluation of information, without claiming systematic review and
metaanalysis as its own, covering the organization of information but does not claim the
construction and operation of terminology, taxonomy, and thesauri (Koltay, 2011). Digital
literacy is a skill needed to navigate information critically in an increasingly digital age (Gilster,
1997; Davydov et al., 2020; Pangrazio et al., 2020). Iordache et al., (2017); Rozak et al., 2021;
Firmansyah & Susetyo (2022), grouping digital literacy indicators, including operational and
technical, digital information and communication, digital and strategic content creation, ICT
literacy, media literacy and habits using digital platforms. Digital skills can improve ICT use,
social media transformation and engagement, organizational competitiveness and performance in
SMEs.

2.4 Market Orientation

Market orientation (MO) has been developed not only reflected in tangible products, but the
evolution of market orientation in the service sector is also considered (Esteban et al., 2002). MO
is associated with an improvement in a broad set of results in a broad set of settings and MO is
widely and well accepted in many businesses and organizations (Liao et al., 2011). MO is the
degree to which an organization generates and uses intelligence about current and future
customer needs, develops strategies to meet those needs, and applies those strategies to meet
those needs and wants (Oplatka & Hemsley-Brown, 2007). MO takes into account the influence
of competitors and incorporates coordination between functions. As the business grows, MO can
now be used as an element of organizational culture beyond customer orientation.
Liyanaarachchi et al., (2021), found that the digitization of market-oriented companies and
positioning vulnerable customers as key stakeholders is influenced by the success of the strategy
and the positive effects of digital transformation practices, as well as integrating digital readiness
and corporate digital responsibility as important elements of the market and customer focus
organizational strategy. The three components of MO are customer orientation, competitor
orientation and coordination between functions (Oplatka & Hemsley-Brown, 2007), where MO
can facilitate other factors in meeting the needs and satisfaction of the intended customer so that
it will affect marketing relationships, the success of marketing communications and
organizational performance.
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Model Mix
Digital Marketing Strategy
Transformation
Y
Market s Entrepreneurial
Orientation Performance
Digital /

Literacy

Figure 1. Framework Model

Source: Developed from various theories and relevant research studies (Authors, 2023)
Hy; H, : Digital transformation and digital literacy affect market orientation

e Hy Digital transformation, digital literacy and market orientation have a direct
3> 704+ effect on entrepreneurial performance

I . Digital transformation and digital literacy have an indirect effect on
> " entrepreneurial performance through market orientation

3. Research Method
3.1 Reasearch Design

This research is a survey research with a quantitative approach. Survey research seeks to
quantitatively expose the tendencies, attitudes, or opinions of a particular population by
examining a sample of that population (Creswell, 2014). Quantitative research is an approach to
test objective theory by testing the relationship between variables (Creswell, 2014). Research
using a quantitative approach emphasizes its analysis on numerical data (numbers) processed by
statistical methods and supported by qualitative data.

3.2 Reasearch Respondents

The purposive sampling technique was used by researchers in selecting a sample of 40
respondents. Respondent nominations are specifically based on selected criteria to meet certain
goals (Firmansyah, 2022b). Sampling criteria (1) carrying out agricultural business activities; (2)
age between 20-40 years; (3) have attended training and empowerment of young farmers; (4)
clarity of the cultivated field grown; and (5) have clarity of financial information, capital and
market access. In addition, understanding and habits of using digital technology are considered
(Firmansyah, 2022b). To reach samples located in the sample selector area, it was developed by
choosing an innovative sampling strategy, namely a survey study of a farmer group of an area,
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which connects the subsamples of the intended farmers (Hibberts et al., 2012).
3.3 Data Collection

The data used is primary data, cross section based on time dimensions. Data collection tools use
instruments, namely digital transformation instruments (DT = 14dt), digital literacy (DL = 12dl),
market orientation (MO = 10mo), and entrepreneurial performance (EP = 14ep), using a likert
scale, all used as data collection instruments.

3.4 Data Analysis

This study uses a path analysis approach to test the combined interaction of digital
transformation and digital literacy with entrepreneurial performance, and the market orientation
relationship that mediates the three.

The collected data were analyzed using descriptive analysis and statistical analysis to test
hypotheses using a spreadsheet computer program (MS. Excel) and the help of SPSS v25. SPSS
is still effectively used to verify the relationship between latent constructions and observed
variables for simple path analysis models, this is also based on the number of samples studied
(3n <100 < 200 of the minimum recommended sample count). The accuracy of measuring the
variance of latent variables allows it to still be met. The model adopts the process SPSS macro
usage model developed by Hayes (2018), to test mediation, using the bias correction method and
the percentile method to test the mediation effect, and the confidence level for the confidence
interval is 95%. Five important research questions (RQs) to answer in this study.

3.5 Conversion and Measurement Models

In this study, SPSS test/ouptut data were taken from variable path coefficients (regression
coefficients of all variables) that had been transformed into standardized coefficients (Beta).

Simple path diagram conversion for endogenous latent variables:
I]; = Market Orientation =Y
I]> = Entrepreneurial Performance =Y,

Measurement Model conversion for each of the latent variables:

Digital Transformation =A&E =DT (14dt)
Digital Literacy =L& =DL (12dl)
Market Orientation =A1I]; =MO (10mo)

Entrepreneurial Performance =A 1], = EP (14ep)

Published by: <y Page 130

Trmining

& Rescarch 7
Syt torte -l
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

(r"J B M E Jurnal Bisnis, Manajemen dan Ekonomi

(E)(";) \\ @

_,GY: Xj_ ]
_,U}rle ]
\ v
L Y>
Tx1.x2 Y; (MO) BY,Y, —>
/‘ (EP)
A
|
P :
/ Yo X,

(DL)

Figure 2. Simple Path Analysis Model
Source: Developed by Author (2023)
Structural Equation I

Yj_ = _,GYj_Xi + _,UYj_X: + =1 e (1}

Structural Equation 11

Y, = pVolXy + pboX; + BV, 1 + 22 e (2)
Sobel Test
ab
t=\/
(b? SE2\ + (a® SE2) )

4. Findings and Discussions

The quality of the analyzed data is indispensable to avoid finding biased results from the
variance of predicted factors. Instrument tests are used to ensure the stage of fit data analysis.
From the results of the instrument test showed that DT = composite of 12 DT items is valid and
reliable (from 14dt), with C, = 0,838 (C, > 0,70). DL = composite of § valid and reliable DL
items (from 12dl), with C, = 0,722 (C, > 0,70). MO = 9 valid and reliable EP items (from
10mo), with C,= 0,793 (C,> 0,70). Also EP = composite 12 EP items are valid and reliable (out
of 14ep), with C,= 0,746 (C,> 0,70).

Meanwhile, for classical assumption tests (structural paths I and II), normality tests are used
(One-Sample K-S NPar Tests; Asymp. Sig > a = 0,05), heteroskedasticity test (Sig > a = 0,05),
and multicholinearity test (7Torelance value > 0,10 and VIF < 10).

Test Results of Classical Assumptions of Structural Line I
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It is known that the value of Asymp. Sig (2-tailed) of 0.200 > 0.05 (Asym. Sig > «), so the data
used in this study is normally distributed. While the hail heteroskedasticity test was performed
using the Glejser test, the Sig. DT = 0.772 and DL = 0.067 were obtained, all Sig values. DT,
DL > « (0.772 > 0.05; 0.067 > 0.05), so that heteroskedasticity does not occur in the model.
These results also show that there is no multicholinearity problem among independent variables
in structural path I (tolerance value pr xi1, pL_x2 = 0,975 > 0,10; VIFpr x1, pr. x2 = 1,026 <0,10).

Structural Line II Data Normality Test Results
Table 1. Path Structural II Normality Test Results

Unstandardized

Residual
N 40
Normal Parameters*® Mean .0000000
Std. Deviation 2.78230979
Most Extreme Absolute .086
Differences Positive .086
Negative -.067
Test Statistic .086
Asymp. Sig. (2-tailed) .200°¢

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. This is a lower bound of the true significance.

Source: Author’s Calculation Results (2023)

Table 1 shows the Asymp values. A sig (2-tailed) of 0.200 is greater than 0.05 (Asymp. Sig > «),
so that the data used in structural path II is normally distributed.

Table 2. Path Structural 11 Heteroscedasticity & Multicollinearity Test Results

Unstandardized Standardized

Coefficients  Coefficients Collinearity Statistics
Std.
Model B Error Beta t Sig.  Tolerance VIF
1  (Constant) 6.481 3.795 1.708 .096
DT_X1 .029 .078 .093 374 711 425 2.353
DL_X2 -.040 129 -062  -.308 .760 634 1.577
MO Y1 -.125 .138 -260  -.906 371 318 3.149

a. Dependent Variable: ABS_RES2
Source: Author’s Calculation Results (2023)

From the results of the heteroskedasticity and multicholinearity structural pathway II tests, Sig
values were obtained. DT = 0.711, DL = 0.760, and MO = 0.371, all third Sig values of
exogenous variables are more than 0.05 (0.711 > 0.05; 0.760 > 0.05; 0.371 > 0.05), so that
heteroskedasticity does not occur in the model. This result also shows that there is no
multicholinearity problem among exogenous variables in structural II pathways, where it is
known that the tolerance value DL x, = 0,634 > 0,10; and tolerance value MO_y; = 0,318 > 0,10,
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as well as VIF values pr x1 = 2,353 < 0,10; VIFvalue pr x» = 1,557 < 0,10; and the VIF value
mo_y1= 2,149 <0,10).

Based on the results of the instrument test, it is known that the data is fit, as well as from the
results of the data prerequisite test (classical assumption test) it is concluded that the data is
normally distributed, free from heteroskedasticity problems and there are no symptoms of
multicholinearity, so that the data feasibility test for both structural pathways is met.

4.1 Findings

(/«*J B M E Jurnal Bisnis, Manajemen dan Ekonomi

Descriptive Analysis

Table 3. Descriptive Analysis Statistics Results

Minimu . Std.
N m Maximum Mean Deviation
DT X1 40 33 55 46.68 5.210
DL X2 40 26 37 31.85 2.587
MO_Y1 40 29 42 34.83 3.404
EP Y2 40 37 55 46.65 4,538

Valid N (listwise) 40
Source: Author’s Calculation Results (2023)

Descriptive analysis of statistics above (table 3), it can be explained that the data of this study as
much as N which describes the amount of data analyzed as many as 40 data for each of the
variables studied is measured based on the empirical concepts mentioned in the previous section,
it also shows information about the minimum value, maximum value, average and standard as
well as deviations from each variable studied.

Structural Path Analysis [
Correlation Test

Table 4. Pearson Correlation Test Results

Market Digital Digital
Orientation  Transformation Literacy
Pearson - -
Market Correlation ! 715 521
Orientation Sig. (2-tailed) .000 001
N 40 40 40

Source: Author’s Calculation Results (2023)

Based on the results of the correlation test above, it can be seen that digital transformation has a
correlation (r) = 0.715, significant at o = 0 0.000 < 0.05. Digital literacy with a value of r =
0.521, significant at & = .001 < 0.05. This means that digital transformation and digital literacy
have a correlation with market orientation, where the level of correlation between the two is
interpreted to be in a strong category, and the correlation of digital literacy with market
orientation is at a moderate level of closeness. The relationship between each of the variables is
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positive and significant.
In structural equation I, there are two independent variables and one dependent variable.

Table 5. Coefficients? Structural Path Test Results I

Unstandardized  Standardized Collinearity
Coefficients Coefficients Statistics
Toleranc
Model B Std. Error Beta t-stat Sig. e VIF
1 §C°”Sta”t 2502 4.492 557 581
DT X1 424 .061 .649 6.920 .000 975 1.026
DL_X2 .550 123 418 4.461 .000 .975 1.026

a. Dependent Variable: MO_Y1
Source: Author’s Calculation Results (2023)

Structural equation I:

Y1=0,649 DT + 0,418 DL + g1
The Effect of Digital Transformation and Digital Literacy on Market Orientation
t test

Digital transformation (DT _XT1) has a positive effect on market orientation (MO Y1), significant
on tya; p < & (tse = 6.310; 0,000 < 0,05), with n = 40, k = 3. Digital literacy (DL_X2) has a
positive effect on market orientation (MO_Y1), and is significant on tga; p < @ (tstar = 3.763;
0,001 <0,05), with n =40, k= 3.

Table 6. Individual Influence Significance Test Results (Structural I)

. Stdz. Coeff. .
Hypothesis Beta _Stat Sig.  Results
Digital transformation has a significant 715 6.310 .000 Accepted
positive effect on market orientation
H,
Digital literacy has a significant positive 521 3.763  .001 Accepted
effect on market orientation
F test

The significance of simultaneous influence is seen from the results of ANOVA (Structural I)
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Table 7. Analysis of Variance (ANOVA?)

Sum of
Model Squares df Mean Square F-Stat Sig.
1 Regression 308.312 2 154.156 39.758  .000°
Residual 143.463 37 3.877
Total 451.775 39

a. Dependent Variable: MO_Y1
b. Predictors: (Constant), DL_X1, DT_X2

Source: Author’s Calculation Results (2023)

Digital transformation (DT X1) and digital literacy (DL X2) have a positive effect on market
orientation (MO _Y'1), and are significant on Fgy; p < o (Fgae = 39.758; O,OOOb <0,05), with n =
40, k=3 (vl; v2).

Table 8. Simultaneous Influence Significance Test Results (Structural I)

Hypothesis Fswe Sig.  Results
Digital transformation and digital literacy have a 39.758 .000° Accepted
H,  significant positive effect on market orientation

Coefficient of Determination

To find out the magnitude of the ability to explain independent variables to dependent variables

seen from the value of Adj. R*.

Table 9. Model Summary®-Coefficient of Determination (Structural I)

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson

1 .826° .682 .665 1.969 2.335

a. Predictors: (Constant), DL_X2, DT_X1
b. Dependent Variable: MO_Y1

Source: Author’s Calculation Results (2023)

Adj. R? value of 0.665 = 66,5%, The magnitude of the joint contribution of digital transformation
and digital literacy in influencing market orientation by 66.5% of the total market orientation
variance R’ = 68,2%; Adj. R = 66,5%. The implication of 33.5% is the rest of the market
orientation variance, influenced by other variables that are not included in the model.

Structural Path Analysis 11
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Correlation Test

Table 10. Pearson Correlation Test Results

Entrepreneurial Digital Digital Market
Performance  Transformation Literacy Orientation
Pearson - - -
Entrepreneurial Correlation ! 502 76 761
Performance Sig. (2-tailed) .001 .000 .000
N 40 40 40 40

Author’s Calculation Results (2023)

From the results of the correlation test, it can be seen that digital transformation (DT X1) has a
correlation (r) = 0.502, significant at & =0.001 < 0.05. Digital literacy (DL_X2) with a value of r
= 0.576, significant at & = 0.000 < 0.05, and market orientation (MO_Y1) has a value of r = 761,
significant at o = 0.000 < 0.05. These results can be explained that digital transformation and
digital literacy have a moderate level of correlation with entrepreneurial performance (EP_Y?2),
while the correlation of market orientation with entrepreneurial performance is at a strong level
of closeness. The relationship between each of the variables is positive and significant.

In structural equation II consists of three latent exogenous variables (DT X1, DL X2, and
MO Y1), and one latent endogenous variable (EP)

Table 11. Coefficients® Structural Path Test Results (Structural IT)

Unstandardized  Standardized Collinearity
Coefficients Coefficients Statistics
Toleran
Model B Std. Error Beta tstat Sig. ce VIF
! §C°”Sta”t 3103  6.634 468 643
DT X1 .020 137 .023 149 .883 425 2.353
DL_X2 445 .225 .253 1.995 .049 .634 1.577
MO Y1 .817 242 .613 3.378 .002 .318 3.149

a. Dependent Variable: EP_Y?2
Source: Author’s Calculation Results (2023)

Structural equation I1:
Y,=0,023 DT + 0,253 DL + 0,613 MO + ¢,

The Effect of Digital Transformation and Digital Literacy on Entrepreneurial Performance
Through Market Orientation

1. Direct Effect

T test
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Digital transformation (DL X1) directly positively affects entrepreneurial performance (EP_Y?2),
significant on ty; p < & (tsar = 3.573; 0,001 < 0,05), with n = 40, k = 4. Digital literacy (DL _X2)
directly affects entrepreneurial performance (EP_Y2), and significantly on te.; p < o (tsat =
4,347; 0,000 < 0,05), with n = 40, £k = 4. As well as market orientation (MO Y1) positively

affects entrepreneurial performance (EP_Y?2), and significantly on ty.; p < o (tse = 7.237; 0,000
<0,05), with n =40, k= 4.

Table 12. Individual Influence Significance Test Results (Structural 1)

Stdz. Coeff.
Beta
Digital transformation directly positively 502 3.573  .001 Accepted

affects entrepreneurial performance

Hypothesis stat Sig.  Results

H, Digital literacy directly has a significant 576 4347 .000 Accepted
positive effect on entrepreneurial performance
Market orientation directly has a significant 761 7.237  .000 Accepted

positive effect on entrepreneurial performance

F Test
The significance of simultaneous influence is seen from the results of ANOVA (Structural II)

Table 13. Analysis of Variance (ANOVA?)

Sum of
Model Squares df Mean Square F Sig.
1 Regression 501.191 3 167.064 19.921 .000°
Residual 301.909 36 8.386
Total 803.100 39

a. Dependent Variable: EP_Y?2
b. Predictors: (Constant), MO_Y1, DL_X2, DT _X1

Source: Author’s Calculation Results (2023)

Digital transformation (DT _XT1), digital literacy (DL X2), and market orientation (MO_Y1)

have a positive effect on entrepreneurial performance (EP_Y?2), and are significant on Fy.; p < &
(Fstat = 19.921; O,OOOb <0,05), withn =40, k=4 (v1; v2).

Table 14. Simultaneous Influence Significance Test Results (Structural IT)

Hypothesis F st Sig.  Results

Digital transformation, digital literacy and market 19.921 .000° Accepted
H, orientation directly have a significant positive

effect on market orientation

Coefficient of Determination

The magnitude of the contribution of the joint influence of digital transformation, digital literacy
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and market orientation in influencing entrepreneurial performance is seen from the Adj.R* model
summary on the calculation of structural path II.

Table 15. Model Summaryb-Coefﬁcient of Determination (Structural II)

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 790° 624 593 2.896 2.057

a. Predictors: (Constant), MO_Y1, DL X2, DT_X1
b. Dependent Variable: EP_Y?2

Source: Author’s Calculation Results (2023)

Adj. R* value of 0.593 = 59,3%, The magnitude of the contribution of the joint influence of
digital transformation (DT XI1), digital literacy (DL X2) and market orientation (MO Y1) in
influencing entrepreneurial performance (EP_Y2) of 59.3% of the total variance of
entrepreneurial performance R* = 79,0%; Adj. R* = 59,3%. The implication of 40.7% is the rest
of the variance in entrepreneurial performance, influenced by other variables that are not
included in the model.

2. Indirect Effect Through Market Orientation

Whether or not there is a market orientation effect in mediating the influence of digital
transformation and digital literacy on entrepreneurial performance is used by the Sobel Test.

X
(DT) N 3,573

0,418 0,023 ;
t=6,310 X
SE=0.061 |
\ 4
\ F=19921 Y,
0,358 F=39,758 Y1 (MO) — 0.613 —>
t=7,237 (EP)
SE=0.242 X
(=3763 SE=0123 |
|
4 |
0,649 0,253
» // t=4347 ey
(DL) = 0.638

Figure 3. Test Results of the Structural Path Model I and II
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The Effect of Digital Transformation on Entrepreneurial Performance Through Market
Orientation

DT_X1 to MO_Y1 . Y] = pY1X1
DT X to EP_Y,through MO Y, : Y= pY. X\ AT,

The results of the Sobel test calculation DT X; to EP_Y, through MO_Y, (substitution of the
value of each equation)

n=40; a=0,05; k= 3; tiape = 2,026
tsat = 2,464 (sobel test results)

Based on the calculation results on the Sobel test, it can be seen that the calculated value (tgw) is
2,464181 (2,464). So the tya > tube (2,464 > 2,026), so that digital transformation (DT X;)
indirectly positively affects entrepreneurial performance (EP_Y;) through market orientation
(MO _Y)). Early results can be explained that there is a mediating effect of market orientation on
the influence of digital transformation on entrepreneurial performance.

The Effect of Digital Literacy on Entrepreneurial Performance Through Market Orientation
DL X;to MO_Y, (Y =pYiX,

DL X;to EP_Y; through MO Y, :Y,=pYX;.pY,Y,

The results of the Sobel test calculation DL_X; through EP_Y;, melalui MO_Y;

n=40; a=0,05; k= 3; tpe = 2,026

tstat = 2,031 (sobel test results)

Based on the calculation results in the Sobel test, it can be seen that the calculated value (tga) is
2,030948 (2,031). So the tea > twne (2,031 > 2,026), so that digital digital literacy (DL_X3)
indirectly positively affects entrepreneurial performance (EP_Y;) through market orientation
(MO _Y)), and significantly on the p < a = 0,05. It means that market orientation mediates the
influence of digital literacy on entrepreneurial performance.

Table 16. Results of the Indirect Effect Significance Test (Structural IT)

Hypothesis t-Stat t-wber  Sig. Results
Digital transformation has an insignificant 2.464 2.026 .883  Accepted
positive effect on the performance of enterprises

through market orientation

s Digital literacy has a positive effect on the 2.031 2.026 .049  Accepted
performance of entrepreneurship through market
orientation
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0,418 0,023 .
Bope =2.026 |
t=6310 |
SE=0,061 U
\ F=19,921 Y
’ 2
0,358 F=39,758 Y1 (MO) — 0,613 —>
Vs (EP)
SE=0.242 -
(=376 SES0123 |
fabel = 2,026 |
4 1
0,649 0,253 i
Stat — 2,031
X // t=4347 642
(DL) = 0,638

Figure 4. Mediation of the Effect of Market Orientation on the Effect of Digital Transformation
and Digital Literacy on Entrepreneurial Performance, As well as the Prediction of the Value of
the Error Path Analysis Model

4.2 Discussions

Digital transformation and digital literacy have a direct correlation with market orientation, as
well as influencing the commitment to market orientation in corporate practice (path structural I).
Causality of digital transformation and literacy towards market orientation: Y; = 0,649DT +
0,418DL + ¢,;. Where the magnitude of the error term value g,; = 0,579, 1s influenced by other
factors outside the model. Statistically, the findings suggest that digital transformation and digital
literacy individually have a positive effect on market orientation, both of which are significant on
p<a = 0,05 (H, is proven and accepted). The findings also show that digital transformation and
digital literacy have a shared contribution in influencing orientation, positively and significantly
at F'= 39,758, Sig = p<0,05), H, proven and accepted. The magnitude of the contribution of the
common influence of digital transformation and digital literacy amounted to 66.5% of the total
market orientation variance; R*; Adj. R*. The implication of 33.5% is the rest of the market
orientation variance, influenced by other variables that are not included in the model. These
findings are in line with the results of research by Liyanaarachchi et al., (2021), which found that
digital transformation has a positive impact on the company's market-oriented strategy and
positions vulnerable customers as key stakeholders, integrating digital readiness and corporate
digital responsibility as important elements of a market-focused organizational strategy. The
adequacy of digital literacy and the ability to carry out digital transformation of business in the
current era are increasingly important to expand networks and real time in disseminating product
and service information in the intended market (Wahdiniwaty et al., 2022; Firmansyah, Suryana,
et al., 2022).
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Business actors/entrepreneurs are certainly no longer just fixated on conventional business
processes although they remain important, but more than that, now operating in a very complex
and dynamic environment with so massive changes occurring and unpredictable. As a result, it
must be able to move towards more agility, activity and dynamism, and become more aware of
the importance of movement in this direction and align themselves with change as their most
important competitive advantage. Where in a competitive world, the reputation and permanence
of the business position are very important for organizations with the products / services they
offer. It largely depends on how well they are accepted and supported by the consumers, because
of trust. This shows the importance of an entrepreneurial commitment to market orientation that
needs to be realized to have consequences to meet market needs and customers exceed their
expectations. Digital readiness and digital transformation practices in business processes are
demands that are at the same time innovative business practices and relevant to disruptive
technology in Industry 4.0.

The implication is that the importance of market orientation and customer emphasizes an
understanding of customer needs, desires and expectations to be the main focus of business
actors, who move and operate using intelligence about current and future customer needs. It is
necessary to adopt and adapt new business models and processes in the era of the digital
economy. Therefore, digital transformation practices supported by adequate digital literacy as
part of the process, allowing the implementation of strategies in adaptive business models in line
with customer needs are found, and can even be developed by taking into account the influence
of competitors and coordination between existing functions internally. Digital literacy is closely
related to the ability to carry out digital transformation in business practices so that business
actors are better prepared to explore the expansion of cyberspace with various digital platforms
that cover everything that is unstoppable, as well as those that have changed every dimension of
the lifestyle of target customers as the main market orientation.

Hasil analisis pada persamaan struktural II, menunjukkan bahwa transformasi digital, literasi
digital dan orientasi pasar memiliki korelasi dengan kinerja kewirausahaan, juga ketiganya
mampu memprediksi dan mempengaruhi kinerja kewirausahaan para petani muda. Temuan
menunjukkan bahwa transformasi digital secara langsung berpengaruh positif signifikan terhadap
kinerja kewriausahaan, literasi digital secara langsung berpengaruh positif tidak signifikan
terhadap kinerja kewriausahaan, dan orientasi pasar berpengaruh positif signifikan terhadap
kinerja kewriausahaan, dimana pengaruh ketiganya signifikan pada p < o = 0,05 (H; terbukti dan
diterima). Selain itu, diketahui bahwa secara langsung transformasi digital, literasi digital dan
orientasi pasar secara bersama-sama berpengaruh positif signifikan terhadap kinerja
kewriausahaan (F' = 19,921, Sig = p<0,05), H, terbukti dan diterima. Temuan menunjukkan
bahwa besarnya kontribusi pengaruh bersama transformasi digital, literasi digital dan orientasi
pasar dalam mempengaruhi kinerja kewriausahaan sebesar 59,3% dari total varians kinerja
kewirausahaan; R”; Adj. R*. Implikasinya sebesar 40,7% adalah sisanya dari varians kinerja
kewirausahaan, dipengaruhi variabel-variabel lain yang tidak termasuk dalam model. Temuan ini
diperkuat hasil penelitian Bouwman et al., (2019), menemukan bahwa UKM akan berkinerja
lebih baik ketika transformasi digital mampu mengubah model bisnis (BM) mereka, transformasi
digital mempengaruhi kinerja UKM keseluruhan. Sementara Rozak et al., (2021), hasil
penelitiannya menunjukkan bahwa literasi digital dapat meningkatkan kinerja organisasi di
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UKM. Firmansyah (2022a), juga menemukan bahwa penciptaan dan eksploitasi pengetahuan
termasuk pengetahuan/literasi ekonomi, literasi digital dan kemampuan melakukan transformasi
digital bsinis, memiliki komitmen kuat pada orientasi pasar dan pelanggan memainkan peran
penting dalam penentuan posisi perusahaan yang lebih baik di pasar global sehingga mampu
memperkuat kinerja usaha ditengah ketatnya persaingan.

The indirect influence of digital transformation and digital literacy on entrepreneurial
performance through market orientation. Statistically, the results of the Sobel test show that
digital transformation indirectly has a significant positive effect on entrepreneurial performance
through market orientation (tsar > twper = 2,464 > 2,026). These findings mean that there is a
mediating effect of market orientation on the effect of digital transformation on entrepreneurial
performance. It was also found that digital literacy indirectly had a significant positive effect on
the performance of the company through market orientation (tsar > twpe = 2,031 > 2,026; Sig =
p<0,05), so it can be known that there is a mediating effect of market orientation on the influence
of digital literacy on entrepreneurial performance. These findings have answered questions and at
the same time prove the hypothesis proposed, that there is an indirect influence of market
orientation mediating digital transformation and digital literacy on entrepreneurial performance.
The findings of this study are also reinforced by the results of research by Oplatka & Hemsley-
Brown (2007), that MO can facilitate other factors in meeting the needs and satisfaction of
intended customers so that it will affect marketing relationships, the success of marketing
communications and organizational performance. While Oplatka & Hemsley-Brown (2012);
Jogaratnam (2017), mentions the importance of improving organizational design and marketing
options available to businesses and offers guidance to management who seek to shape
organizational culture and behavior related to the implementation of market orientation,
transformation and digitization to improve organizational performance.

The implications of the findings of this study reinforce that today's digital knowledge and skills
are also so necessary to support business models and processes that are increasingly disrupting
traditional ways, critical thinking in accordance with economic goals, have increased awareness
of the importance of digital literacy to be able to access various information, issues and
challenges and problems of the economy digitally even to identify and know opportunities for
market expansion Digital can encourage the courage of digital adoption in business processes.
This allows the emergence of the ability to carry out digital transformation of businesses as a
form of business model innovation in order to find and create new ones with a commitment to
market orientation, both business processes and products or services that meet expectations and
even exceed customer orientation as the target market that is the most important stakeholder, as
well as the practice of relevant business models and processes in line with the development of
the renewable economy in the current digital economy era, So that directly or indirectly it will
strengthen competitiveness and improve entrepreneurial performance in a sustainable manner. To
be able to comprehensively improve business performance in the era of the digital economy,
even from time to time it is necessary to have continuous innovative cooperation among
interested actors in order to improve digital readiness and the success of business digital
transformation (go digial) in realizing the fulfillment of customer needs and satisfaction as the
main market orientation, where the environment and information on competitors' behavior also
need to get attention and become one of the considerations important in every decision making
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regarding the plan and strategy to be carried out. The existence of adaptive cooperation with
interested actors through the circulation of innovative collaborations well established in healthy
sustainable business practices can create resilience, development and increase business
competitiveness with better economic performance (Firmansyah, Suherman, et al., 2022;
Wahdiniwaty et al., 2022).

Technological disruption along with the development of the digital economy era, has an
intervention on the importance of an organization's agility in its business practices.
Organizational agility indicates the ability to anticipate or respond quickly to external changes, it
is essential to survive and compete in today's turbulent landscape, which is characterized by
technological advances and digitalization (Troise et al., 2022). Digital transformation and digital
literacy as part of the entrepreneurial response to technological advances and digitalization that
have changed the wajab of old business practices, while market orientation as a commitment and
consequence of digital transformation practices in business that clarifies the needs and desires of
the current real market and potential customers in the future so that the survival of
entrepreneurship is maintained sustainably by having entrepreneurial performance that good and
more competitive.

Causality of digital transformation and literacy towards entrepreneurial performance through
market orientation: Y, = 0,023DT + 0,253DL + 0,613MO+ ¢,,. Where the magnitude of the error
term value ¢,» = 0,638, is influenced by other factors outside the model. There are many factors
that can be considered as an entrepreneurial model framework, a theoretical framework and
future research directions. In the case of this research, other factors that are considered relevant
both in terms of theoretical concepts and empirical concepts at the practical level, one of which
is the mix of marketing models to meet and complement digital transformation practices
supported by adequate digital literacy and a clear market orientation in an effort to improve
entrepreneurial performance so that it can be used as a framework for entrepreneurial
performance models that are relevant in a business perspective in the digital economy era.
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Figure 5. Entrepreneurial Performance Model
Source: Author’s Synthesis Results (2023)

The antecedent of digital transformation is seen from organizational change, use and alignment
of digital technology, create new value, create and seize opportunity can influence digital
transformation in predicting and explaining the market orientation of entrepreneurial
performance. Digital literacy as an antched variable affects market orientation and
entrepreneurial performance, where the antecedent of digital literacy considers operational
techniques, ICT literacy, media literacy, get to kown digital platforms, content creation and
digital strategy, and digital collaboration. Market orientation facilitates the practice of digital
transformation and digital literacy in an effort to improve entrepreneurial performance in a
business perspective in the era of the digital economy. Market orientation as a commitment to
market orientation and customers, competitor competition, and considering the importance of
collaboration between functions internally. The consequence is that with a clear market
orientation commitment, it is possible to make a positive contribution to entrepreneurial
performance with all sub-scales that can be used as a measure such as management and
knowledge, product and service, financial resources, business model and collaboration, also
focus customer and market.
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Finally, the adoption and adaptation of several factors of the relevant marketing mix can be
considered in the face of environmental changes, technological developments, competitor
behavior and changes in customer behavior. The adoption and modification of marketing mix
factors is necessary to support the implementation of digital transformation strategies and
practices supported by digital readiness and market orientation implementation that considers
customer orientation, competitor orientation and coordination between functions in an
entrepreneurial environment. A more comprehensive marketing mix pays attention to a variety of
factors; 4Ps, 5Ps or 7Ps is even more to be able to increase trust, customer satisfaction, society
and other stakeholders.

Modification and development of the marketing mix model can be carried out, due to seven
fundamental factors that are quite different in marketing activities in the digital age. For example
combining 4Ps of traditional marketing mix, such as people, promotions, and prices, combined
with four different elements: program, excellence, prospectus, and premium (Ivy, 2008), or 3Ps
such as price, promotion, and product combined with marketing communications with a new
model (Alipour et al.,, 2012). Even 7Ps or more to improve the development of marketing
communications according to the context in which they are marketed (Jain, 2013). It is also
possible to use the 4Ps model, namely products, prices, places, and promotions (Indriani &
Firmansyah, 2020), by preparing understandings to be combined and refined by adopting the
SAVE (solutions, access, value and education) mix model, because the SAVE model is actually
widely studied to be relevant for B to B businesses (Wani, 2013). Also, the concept of integrated
marketing communication (IMC) which includes media advertising, sales promotion, public
relations, package design, personal sales and direct marketing (Dewitt, 1974; Schultz, 1993;
Jackson & Ahuja, 2016), perhaps it can be used to be applied in marketing in the age of the
digital economy. Goals and objectives, constraints and results of needs evaluation, the flow of
changes in consumer/user styles, clarity of market orientation commitments, technological
developments and cyber expansion, as well as efforts to optimize the marketing mix underlie the
birth of a new marketing mix model (Jackson & Ahuja, 2016; Rynca & Ziaeian, 2021), to
achieve better entrepreneurial performance and strengthen sustainable competitive advantage.

5. Conclusions

Digital transformation, digital literacy and market orientation have a correlation with
entrepreneurial performance. Digital transformation and digital literacy can predict and influence
the market orientation and entrepreneurial performance of young farmers in a business
perspective in the era of the digital economy, as well as the consequences of market orientation
contribute positively to improving entrepreneurial performance. Research findings from the
results of structural analysis I, it is known that digital transformation and digital literacy have a
significant positive effect on market orientation both individually and together. The results of
structural analysis 11, the findings show that digital transformation directly has a significant
positive effect on entrepreneurial performance, as well as digital literacy directly has a
significant positive effect on entrepreneurial performance. The results of the Sobel test, it is
known that digital transformation has an insignificant positive effect on entrepreneurial
performance through market orientation, while digital literacy has a significant positive effect on
entrepreneurial performance through market orientation. Market orientation has a mediating
effect on the relationship between digital transformation and digital literacy in influencing
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entrepreneurial performance, the consequence is that market orientation has a positive impact on
entrepreneurial performance with all sub-scales that can be used as a measure. The adoption and
modification of marketing mix factors into a new marketing mix model is needed to support the
implementation of digital transformation strategies and practices supported by digital readiness
and market orientation implementation that considers customer orientation, competitor
orientation and coordination between functions in the entrepreneurial environment, in order to
ensure the achievement of better entrepreneurial performance with strong competitiveness in a
sustainable manner.

Digital readiness and practical digital transformation support the development of
entrepreneurship in the era of the digial economy in implementing business relationships,
products or services offered with the business environment and target markets towards better
competitiveness and entrepreneurial performance, becoming the originality of this research. Also
this research offers a framework for the performance model of entrepreneurship in a business
perspective in the era of the digital economy as a practical and relevant strategy by viewing the
importance of adoption and developing the application of mix marketing models as new and
innovative marketing strategies. The exploration of the influence of innovative new marketing
mix models in line with economic developments in the digital era on digital transformation
practices supported by digital literacy and clarity of market orientation in the context of
entrepreneurship and MSMEs, as well as their implications for business performance, can be
considered as a future research direction.

Acknowledgments

The parties involved in this research, we would like to express our gratitude for their
participation and cooperation. Research partners and partners who participated in the research
until this research can be completed. We hope that the results of this research can provide useful
results and outputs for interested parties.

References

Aghazadeh, H. (2015). Strategic Marketing Management: Achieving Superior Business
Performance through Intelligent Marketing Strategy. Procedia - Social and Behavioral
Sciences, 207, 125—134. https://doi.org/10.1016/j.sbspro.2015.10.161

Alipour, M., Aghamohammadi, A., Ahmadi, R., & Hoseini, S. H. (2012). A new educational
marketing mix: The 6ps for private school marketing in Iran. Research Journal of
Applied Sciences, Engineering and Technology, 4(21), 4314-4319.

Bharadwaj, A. S. (2000). A resource-based perspective on information technology capability and
firm performance: an empirical investigation. MIS Quarterly, 169—196.

Bouwman, H., Nikou, S., & de Reuver, M. (2019). Digitalization, business models, and SMEs:
How do business model innovation practices improve performance of digitalizing
SMEs? Telecommunications Policy, 43(9), 101828.
https://doi.org/10.1016/j.telpol.2019.101828

Davydov, S., Logunova, O., Maltseva, D., Sharikov, A., & Zadorin, 1. (2020). Digital Literacy
Concepts and Measurement BT - Internet in Russia: A Study of the Runet and Its

Published by: <y Page 146

Tremining

& Rescarch y
drmtitorte i
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

(/«*J B M E Jurnal Bisnis, Manajemen dan Ekonomi

Impact on Social Life (S. Davydov (ed.); pp. 103-120). Springer International
Publishing. https://doi.org/10.1007/978-3-030-33016-3 6

Dewitt, G. (1974). Winning a place in the marketing mix. Public Relations Journal, 30(August),
20-21.

Esteban, A., Millan, A., Molina, A., & Martin-Consuegra, D. (2002). Market orientation in
service. European Journal of  Marketing, 36(9/10), 1003-1021.
https://doi.org/10.1108/03090560210437307

Firmansyah, D. (2022a). Kinerja Kewirausahaan: Literasi Ekonomi, Literasi Digital dan Peran
Mediasi Inovasi. Formosa Journal of Applied Sciences, 1(5), 745-762.
https://doi.org/10.55927/fjas.v1i5.1288

Firmansyah, D. (2022b). Teknik Pengambilan Sampel Umum dalam Metodologi Penelitian:
Literature Review. Jurnal I[lmiah Pendidikan Holistik (JIPH), 1(2), 85-114.
https://doi.org/10.55927/jiph.v112.937

Firmansyah, D., Rifa’i, A. A., & Suryana, A. (2022). Human Resources: Skills and
Entrepreneurship in Industry 4.0. Formosa Journal of Applied Sciences, 1(6), 1221—
1240. https://doi.org/10.55927/fjas.v116.1899

Firmansyah, D., & Saepuloh, D. (2022). Daya Saing: Literasi Digital dan Transformasi Digital.
Journal of Finance and Business Digital, 1(3), 237-250.
https://doi.org/10.55927/jtbd.v1i3.1348

Firmansyah, D., Suryana, A., Rifa’i, A. A., Suherman, A., & Susetyo, D. P. (2022). HEXA
HELIX: KOLABORASI QUADRUPLE HELIX DAN QUINTUPLE HELIX
INNOVATION SEBAGAI SOLUSI UNTUK PEMULIHAN EKONOMI PASCA
COVID-19. EKUITAS (Jurnal Ekonomi Dan Keuangan), 6(4), 476-499.
https://doi.org/10.24034/j25485024.y2022.v6.14.4602

Firmansyah, D., Suryana, A., Rifa’i, A. A., & Susetyo, D. P. (2022). DMT-CE (Digital Media
Training-Capability Enhancement) Culinary Business Sector Sop Asep Amih Sukabumi
to Improve Online-Based Adaptive Marketing Capabilities. Asian Journal of
Community Services, 1(5), 217-230. https://doi.org/10.55927/ajcs.v115.1826

Firmansyah, D., & Susetyo, D. P. (2022). Financial Behavior in the Digital Economy Era:
Financial Literacy and Digital Literacy. Jurnal Ekonomi Dan Bisnis Digital, 1(4), 367—
390. https://doi.org/10.55927/ministal.v1i4.2368

Firmansyah, D., Susetyo, D. P., Suryana, A., & Rifai, A. A. (2020). Analisis Pengaruh Kualitas
Produk Dan Harga Terhadap Loyalitas Pelanggan Di Usaha Minuman Ringan
Bubble’ku Bubble Drink Dan Ice Blend Di Ramayana Dept. Store Kota Sukabumi.
Jurnal Mirai Management, STIE AMKOP. Makasar., 293-303.
https://doi.org/10.1234/mirai.v512.619

Gill, A., & Biger, N. (2012). Factors that affect small business performance in Canada.
International Journal of Entrepreneurial Venturing, 4(2), 1742-5360.

Gilster, P. (1997). Digital Literacy. In Wiley&Sons. Inc. New York: Wiley&Sons. Inc.

Published by: <y Page 147

Trmining

& Rescarch y
Syt torte -l
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

(/«*J B M E Jurnal Bisnis, Manajemen dan Ekonomi

Hayes, A. F. (2018). Introduction To Mediation, Moderation, and Conditional Process Analysis :
A Regression-Based Approach. The Guilford Press: New York & London.

Helfert, G., Ritter, T., & Walter, A. (2002). Redefining market orientation from a relationship
perspective.  European  Journal — of  Marketing,  36(9/10), 1119-1139.
https://doi.org/10.1108/03090560210437361

Hidayati, R., Permatasari, R. K., & Fajry, A. N. (2019). Factors Affecting E-Commerce Adoption
and Their Impact on SMEs’ Performance: A Case Study of Jabodetabek Region BT -
Proceedings of the International Conference on Trade 2019 (ICOT 2019). 19-23.
https://doi.org/10.2991/icot-19.2019.5

Indriani, M., & Firmansyah, D. (2020). PENGARUH STRATEGI PEMASARAN TERHADAP
MINAT BELI KONSUMEN PADA CALYSTA SKIN CARE CLINIC KOTA
SUKABUMLI. E-Journal Directory Universitas Islam Syekh-Yusuf, 87-97.

Iordache, C., Marién, 1., & Baelden, D. (2017). Developing digital skills and competences: A
quick-scan analysis of 13 digital literacy models. [talian Journal of Sociology of
Education, 9(1), 6-30. https://doi.org/10.14658/pupj-ijse-2017-1-2

Ireland, R. D., Covin, J. G., & Kuratko, D. F. (2009). Conceptualizing corporate entrepreneurship
strategy. Entrepreneurship Theory and Practice, 33(1), 19-46.
https://doi.org/10.1111/j.1540-6520.2008.0027

Ivy, J. (2008). A new higher education marketing mix: the 7Ps for MBA marketing. International
Journal of Educational Management, 22(4), 288-299.
https://doi.org/10.1108/09513540810875635

Jackson, G., & Ahuja, V. (2016). Dawn of the digital age and the evolution of the marketing mix.
Journal of Direct, Data and Digital Marketing Practice, 17(3), 170-186.
https://doi.org/10.1057/dddmp.2016.3

Jain, M. K. (2013). An analysis of marketing mix: 7Ps or more. Asian Journal of
Multidisciplinary Studies, 1(4), 23-28.

Jeansson, J., & Bredmar, K. (2019). Digital transformation of SMEs: Capturing complexity. 32nd
Bled EConference: Humanizing Technology for a Sustainable Society, Bled, Slovenia,
June 16-19, 2019, 523-541. https://www.diva-
portal.org/smash/record.jsf?pid=diva2%3A1337185&dswid=8368

Jogaratnam, G. (2017). How organizational culture influences market orientation and business
performance in the restaurant industry. Journal of Hospitality and Tourism
Management, 31,211-219. https://doi.org/10.1016/j.jhtm.2017.03.002

Koltay, T. (2011). The media and the literacies: media literacy, information literacy, digital
literacy. Media, Culture & Society, 33(2), 211-221.
https://doi.org/10.1177/0163443710393382

Liao, S.-H., Chang, W.-J., Wu, C.-C., & Katrichis, J. M. (2011). A survey of market orientation
research  (1995-2008). Industrial Marketing Management, 40(2), 301-310.
https://doi.org/10.1016/j.indmarman.2010.09.003

Published by: <y Page 148

Trmining

& Rescarch y
Syt torte -l
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

(/«*J B M E Jurnal Bisnis, Manajemen dan Ekonomi

Liyanaarachchi, G., Deshpande, S., & Weaven, S. (2021). Market-oriented corporate digital
responsibility to manage data vulnerability in online banking. International Journal of
Bank Marketing, 39(4), 571-591.

Morze, N. V, & Strutynska, O. V. (2021). Digital transformation in society: key aspects for model
development. Journal of Physics: Conference Series, 1946(1), 12021.
https://doi.org/10.1088/1742-6596/1946/1/012021

Narver, J. C., & Slater, S. F. (1990). The effect of a market orientation on business profitability.
Journal of Marketing, 54(4), 20-35. https://doi.org/10.1177/002224299005400403

Negroponte, N. (1995). Being Digital ¢, Vintage Books. New York. /65.

Oluwakemi, O. T. (2019). Digital literacy and entrepreneurial returns among small business
owners in Lagos State, Nigeria. Education & Science Journal of Policy Review and
Curriculum Development, 9(2), 1-11.

Oplatka, 1., & Hemsley-Brown, J. (2012). Forms of Market Orientation Among Primary and
Secondary School Teachers in Israel. In 1. Oplatka & J. Hemsley-Brown (Eds.), The
Management and Leadership of Educational Marketing: Research, Practice and
Applications (Vol. 15, pp. 207-223). Emerald Group Publishing Limited.
https://doi.org/10.1108/S1479-3660(2012)0000015011

Oplatka, 1., & Hemsley-Brown, J. (2007). The incorporation of market orientation in the school
culture. [International Journal of FEducational Management, 21(4), 292-305.
https://doi.org/10.1108/09513540710749519

Pangrazio, L., Godhe, A.-L., & Ledesma, A. G. L. (2020). What is digital literacy? A
comparative review of publications across three language contexts. E-Learning and
Digital Media, 17(6), 442—-459. https://doi.org/10.1177/2042753020946291

Reis, J., Amorim, M., Meldo, N., & Matos, P. (2018). Digital Transformation: A Literature
Review and Guidelines for Future Research BT - Trends and Advances in Information
Systems and Technologies (A. Rocha, H. Adeli, L. P. Reis, & S. Costanzo (eds.); pp.
411-421). Springer International Publishing.

Rozak, H. A., Adhiatma, A., Fachrunnisa, O., & Rahayu, T. (2021). Social media engagement,
organizational agility and digitalization strategic plan to improve SMEs’ performance.
IEEE Transactions on Engineering Management.

Rynca, R., & Ziaeian, Y. (2021). Applying the goal programming in the management of the 7P
marketing mix model at universities-case study. PloS One, 16(11), e0260067.
https://doi.org/10.1371/journal.pone.0260067

Schultz, D. E. (1993). The new marketing paradigm: Integrated marketing communications.

Troise, C., Corvello, V., Ghobadian, A., & O’Regan, N. (2022). How can SMEs successfully
navigate VUCA environment: The role of agility in the digital transformation era.
Technological Forecasting and Social Change, 174, 121227.
https://doi.org/https://doi.org/10.1016/j.techfore.2021.121227

Wahdiniwaty, R., Firmansyah, D., Dede, Suryana, A., & Rifa’i, A. A. (2022). The Concept of

Published by: <y Page 149

Trmining

& Rescarch y
Syt torte -l
KRAMDA LML LI AT



e-ISSN 2745-7281
Vol. 4, No.2, April 2023

/«J B M E Jurnal Bisnis, Manajemen dan Ekonomi

Quadruple Helix Collaboration and Quintuple Helix Innovation as Solutions for Post
Covid 19 Economic Recovery. MIX JURNAL ILMIAH MANAJEMEN, 12(3), 418—442.
https://doi.org/10.22441/jurnal mix.2022.v1213.005

Wahdiniwaty, R., Firmansyah, D., Suryana, A., Dede, D., & Rifa’i, A. A. (2022). Mystery in
Marketing Management Products Post COVID-19 as a Model of Survival Strategy
Towards the Awakening of Micro Small and Medium Enterprises (MSMESs) in the
Digital Economy Era. Khazanah Sosial, 4(1), 187-210.
https://doi.org/10.15575/ks.v4i1.17397

Wani, T. (2013). From 4Ps to SAVE: A theoritical analysis of various marketing mix models.
Business Sciences International Research Journal, 1(1), 1-9.
https://doi.org/dx.doi.org/10.2139/ssrn.2288578

Westerman, G., Bonnet, D., & McAfee, A. (2014). The nine elements of digital transformation.
MIT Sloan Management Review, 55(3), 1-6.

Zulkiffli, S. N. (2014). Business performance for SMEs: Subjective or objective measures?
Review of Integrative Business and Economics Research, 3(1), 371.

Copyrights

Copyright for this article is retained by the author(s), with first publication rights granted to the
journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/)

Published by: Page 150



http://creativecommons.org/licenses/by/4.0/

	7df693daedd587bc8bba3aa60c9df55d6b10f0d4aa9e116c405a9443fe26562b.pdf
	a9a16ec31d1952087b2d8a03484ffed1d7260c1965389e5aeb5ad29be5087f46.pdf
	709f41cfb9472d1369004908ba233b25bf6ed87e288d0b33a4f2d3a275ca58bf.pdf
	7df693daedd587bc8bba3aa60c9df55d6b10f0d4aa9e116c405a9443fe26562b.pdf

