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ABSTRACT
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practical strategies for stakeholders to increase the utilization of digital applications in this sector.
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1. Introduction

The digitization of MSMEs is essential for enhancing competitiveness in the contemporary landscape, with social capital
playing a crucial role in facilitating the adoption of digital applications. The transition to online sales through digital platforms
represents a significant step in the digital transformation of MSMEs (Hoang et al., 2023; Meilariza et al., 2024; Suharyati et
al., 2023; Zheng et al., 2023). Efforts to promote digitalization are largely driven by MSME actors' adaptation to social media
and marketplace platforms as part of their digital marketing strategies (Komala & Firdaus, 2023; Rahayu et al., 2023; Supari
& Anton, 2022). However, MSMEs often encounter obstacles such as a culture that avoids risk and a dependence on outdated
systems, which can impede the digital adoption process (Kallmuenzer et al., 2024). Furthermore, misconceptions regarding
the complexity and costs associated with digitalization continue to obstruct its effective implementation (Kallmuenzer et al.,
2024). Addressing these challenges is vital for ensuring a smoother transition to digital platforms and enhancing overall
business performance.

Social capital, encompassing community networks and the relationships among business actors, plays a pivotal role in
enabling the exchange of knowledge and experiences related to digital technology usage (Kallmuenzer et al., 2024). This
collaborative environment fosters innovation and encourages MSMEs to adopt digital solutions more effectively, ultimately
enhancing their operational efficiency and market competitiveness. The strength and frequency of interactions between
business people have a significant effect on network effectiveness. Strong and frequent interactions increase the benefits of
having more partners as well as solid relationships, although they can reduce the influence of indirect connections (Aagaard,
2018; Casais, 2023; Shrestha, 2018; Ziakis & Vlachopoulou, 2023). Modern information and communication technologies
have allowed companies to establish more relationships at lower costs, making business networks more dynamic. This
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flexibility allows companies to respond to diverse customer needs more effectively and share core advantages (Nurfarida et
al., 2023). Support from local communities and business associations significantly boosts MSMEs' confidence in adopting
digital applications, leading to enhanced operational efficiency. For instance, effective support systems like those seen in
China highlight the critical role of entrepreneurial networks and relationships, facilitated by local business associations
(Seyed-Mohamed & Bolte, 2014). By leveraging cultural heritage and promoting social collaboration, these initiatives can
transform environments into vibrant economic hubs, as evidenced by the Barrio de las Letras in Madrid, which ultimately
benefits MSMEs (Henche et al., 2020; Seyed-Mohamed & Bolte, 2014). Such transformations not only foster economic
growth but also create a supportive ecosystem that encourages innovation and resilience among local businesses. Training
programs that promote social interaction and collaboration among MSMEs can significantly enhance mutual trust and drive
innovation in technology adoption. A recent review emphasizes the concept of ambidextrous search, revealing that while prior
research often explored technology search and market search in isolation, there is a notable gap in understanding their
combined effect on innovation performance within the manufacturing sector (Adomako et al., 2023; Bo et al., 2024; Dwumah
et al.,, 2024). According to Heatherton & Walcott (2009), social interaction is a crucial aspect of human existence,
fundamentally shaping relationships and social groups. This dynamic process of social engagement involves individuals
adjusting their behaviors based on their interactions, where synchronous interactions—characterized by coordinated
movement patterns—are closely linked to relationship quality, resulting in more effective collaborations. Such
synchronization serves as a tangible indicator of the overall health of interpersonal relationships (Depaoli et al., 2020;
Meilariza et al., 2024). By fostering these interactions, MSMEs can create a more innovative and cooperative environment,
ultimately enhancing their competitiveness in the market.

By leveraging social capital, Micro, Small, and Medium Enterprises (MSMESs) can not only gain access to digital technologies
but also foster an ecosystem that promotes business sustainability and growth. Social capital, particularly those connections
enriched with resources, plays a critical role in bridging the digital divide by enhancing access to and utilization of the Internet.
This is essential for MSME:s to effectively harness digital technologies (Chen, 2013). Furthermore, social capital manifested
through relationships with individuals possessing extensive knowledge can significantly enhance a firm's performance,
particularly for small startups (Steinfield et al., 2010). Such relationships provide improved access to information and
opportunities, which are vital for the successful adoption of digital technologies (Zhao et al., 2022). MSMEs strategically
utilize social capital to navigate economic and digital disruptions. Additionally, cooperatives and MSME centers serve as
intervening variables that positively influence the sustainability of MSMEs, underscoring the significance of social capital in
adapting to digital transformations. Moreover, social capital is instrumental in driving innovation performance; companies
with higher levels of social capital are more adept at conducting cross-border knowledge searches and developing their
absorptive capacities, thereby enhancing their overall innovation outcomes (Lyu et al., 2022).

Many Micro, Small, and Medium Enterprises (MSMEs) lack a comprehensive understanding of the concept of social capital
and its influence on their capacity to adopt digital applications. Scholars define social capital in various ways; for instance,
James Coleman characterizes it as diverse entities within social structures that enable action (Bebbington & Foo, 2024),
whereas Pierre Bourdieu views it as a resource linked to a durable network of mutual recognition (Bebbington & Foo, 2024;
Whiteley, 2015). The concept spans multiple disciplines, including sociology, economics, education, and health sciences,
resulting in a wide array of applications and interpretations (Bhandari & Yasunobu, 2009; Mikiewicz, 2021). This diversity
often leads to inconsistent and occasionally contradictory findings (Mikiewicz, 2021). The lack of a consensus on how to
measure social capital complicates the assessment of its social impact, rendering interpretations ambiguous and diminishing
its perceived value (Bhandari & Yasunobu, 2009). Social capital consists of various components, such as social networks,
shared beliefs, reciprocal norms, and community involvement, making it challenging to synthesize these elements into a
coherent framework (Bhandari & Yasunobu, 2009; Field, 2008).

The gap in access to training and resources related to digitalization makes it difficult for MSME:s to utilize digital applications
effectively. There is a significant skills gap in digital literacy and non-technical skills among MSME workers. Current training
mechanisms frequently prove to be insufficient and lack broad accessibility, particularly for women and young entrepreneurs
(Amaya et al., 2024; Haylemariam et al., 2024; Hoang et al., 2023). Continuous and continuous training programs are needed
to address this gap (Aagaard, 2018; Prayoga et al., 2024). Not all MSMEs have the same access to a supportive community
network, so they miss out on the opportunity to learn from the experience and best practices of using digital marketing
applications. Among MSME workers, there is a real gap in digital literacy and non-technical skills. The training programs
available are often inadequate and difficult to reach, especially for women and young entrepreneurs (Asare et al., 2015; Yadav
et al., 2024). Consequently, it is essential to establish a sustainable and continuous training program to bridge this skills gap
(Anggadini et al., 2023). Many Micro, Small, and Medium Enterprises (MSMEs) face challenges in adopting digital
technology due to insufficient resources and support. This includes inadequate access to digital marketing tools, e-commerce
platforms, and financial technology (Ausat & Peirisal, 2021; Gupta et al., 2022; Umami et al., 2023). The digital divide is still
a significant obstacle that hinders overall digital transformation (Jamil, 2024). It is essential for MSMEs, government agencies,
financial institutions, and educational institutions to work well together. Often, however, these relationships do not develop
well, which limits MSMEs' ability to thrive and innovate (Umami et al., 2023)(Tereshchenko et al., 2024). Government
politics and industrial cooperation are essential to address this (Mohammed Shebeen et al., 2024).
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Some Micro, Small, and Medium Enterprises (MSMEs) exhibit uncertainty and resistance to the changes introduced by
digitalization, which can be mitigated through social support and motivation. These enterprises frequently encounter
challenges related to limited financial resources and legal issues that hinder their effective adoption of digital technologies
(Bhandari & Yasunobu, 2009). Furthermore, a significant barrier to digital innovation is the inadequate availability of
resources and organizational support (Field, 2008). The success of digitalization initiatives in MSMEs is closely linked to
managerial competencies and technological preparedness, which encompass the ability to design and implement digital
strategies. However, many MSMEs lack the necessary digital skills and managerial knowledge to facilitate this transformation
(Yadav et al., 2024). Additionally, digital skills training and dissemination are often inconsistent or unsustainable, contributing
to a gap in digital literacy among MSMESs (Anggadini et al., 2023; Asare et al., 2015).

The inadequacies of policies designed to foster social capital and collaboration among Micro, Small, and Medium Enterprises
(MSMEs) can obstruct initiatives aimed at enhancing the adoption of digital applications within these businesses. Currently,
there is no standardized method for assessing the effectiveness of policies intended to strengthen social capital within technical
groups applicable to SMEs. The development of social capital and cooperative efforts is constrained by a limited policy
framework, a lack of systematic exploration, and challenges in integrating social capital into institutional structures,
highlighting the necessity for a comprehensive policy approach to facilitate effective policy development (Barbera, 2017,
Gayathri, 2023; Halstead et al., 2022; Linares et al., 2011; Tresiana & Duadji, 2023). According to Social Capital Theory,
social capital encompasses networks, norms, and beliefs that enable collaboration and interaction among individuals. In the
context of MSMEs, insufficient understanding of social capital may impede their ability to establish networks that are vital
for supporting technology adoption. Social capital encompasses the relationships and networks that individuals or groups
possess, which can facilitate access to resources, information, and support. In the context of Micro, Small, and Medium
Enterprises (MSMESs), social capital is crucial for fostering collaboration and innovation (Maurer et al., 2011; Setini et al.,
2020). A robust network can offer both moral and practical support in the implementation of technology; however, if MSMEs
do not fully comprehend how to leverage social capital, they may miss out on assistance from partners or community members
during their transition to new technologies (Berkman & Wilson, 2021; Maurer et al., 2011). Diffission of Innovation Theory
explain how innovations, including digital technologies, are adopted in a group. Important insights into how digital
technologies can be embraced in a group (El-Gohary & Eid, 2012; Rodriguez-Pena, 2021). Understanding these dynamics
can help stakeholders in planning strategies to increase innovation adoption among MSMEs and society in general (Kim &
Kang, 2023; Odeibat, 2023). By understanding these dynamics, stakeholders can design effective strategies to drive innovation
adoption among MSME:s and society at large.

Trust and Collaboration Theory, this theory highlights the importance of trust in building collaboration between business
actors. Without a good understanding of social capital, MSMEs may struggle to build trust in their networks, which in turn
influences their decision to adopt technology. Trust is the key foundation in effective collaboration. When business people
trust each other, they are more likely to share information, resources, and experiences (Odeibat, 2023). Strong social capital
allows MSME:s to build mutually beneficial relationships (Babolian Hendijani & Jaszus, 2024; Desai, 2023). Without a good
understanding of how to build social capital, MSMEs may not be able to establish good relationships with partners or
customers (Shahzad et al., 2023). Low trust can make MSMEs hesitant to adopt new technologies, as they may be worried
about risks or lack of support from their network (Ali et al., 2022; Gao, 2023). This uncertainty can hinder innovation and
growth(Shahzad et al., 2023). A network of mutual trust can speed up the process of technology adoption, as businesses feel
safer to experiment and invest in new technologies that can improve efficiency and competitiveness (Boukr et al., 2021; Leite,
2023; Sastararuji et al., 2022). The Theory of Planned Behavior, developed by Ajzen, posits that an individual's intention to
engage in a particular behavior is shaped by their attitudes, subjective norms, and perceived behavioral control. In this context,
comprehending the concept of social capital can significantly influence Micro, Small, and Medium Enterprises (MSMEs)
attitudes toward adopting digital applications (Aboalganam et al., 2024; Zaheer et al., 2024).

In the context of MSMESs, strong relationships in social networks can help understand and adopt digital applications more
effectively. In the context of MSMEs, building strong relationships in social networks can be strengthened through various
approaches. One of them is by organizing training and workshops that focus on the use of digital applications, involving
experienced practitioners to share knowledge (Tariq et al., 2024). In addition, creating a community or discussion forum on
social media can facilitate the exchange of experiences and challenges between MSMEs (Vu et al., 2023). Mentoring programs
can also be an effective solution, where more experienced MSMESs guide others in the process of technology adoption (Lee
& Hallak, 2020). Providing access to resources such as practical tools and guides is also important, so MSMEs feel better
prepared to adapt (Key, 2017). Partnerships with technology providers can help offer discounts or free trials, encouraging
more MSMEs to try digital applications. Ultimately, conducting regular evaluations and soliciting feedback will enhance the
understanding of the progress and needs of Micro, Small, and Medium Enterprises (MSMEs), enabling the implementation
of more targeted and effective strategies to support them (Ghazwani & Alzahrani, 2024; Hoang et al., 2023; Liu et al., 2023).
This study introduces a dynamic environment as a moderating factor and the use of digital marketing applications as a
mediating factor. A dynamic environment encompasses rapid changes in market conditions, technology, consumer behavior,
and other external influences that can impact the operations and business strategies of Micro, Small, and Medium Enterprises
(MSMESs). Digital marketing applications refer to a range of tools and platforms utilized for online promotion of products and
services, including social media, search engine optimization (SEO), email marketing, and digital advertising. This research
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aims to elucidate how social capital can influence the adoption of digital technologies among MSMEs, a topic often
underexplored in previous studies, while also identifying strategies that government and related institutions can employ to
enhance the utilization of digital applications in MSMEs through the leveraging of social networks and community
engagement. Additionally, it is anticipated that this research will serve as a foundation for future investigations into the
interplay between social and technological factors in the context of MSMEs, as well as their broader implications for economic
development. Thus, the primary objective is to identify and analyze the impact of social capital on the utilization of digital
applications by MSME:s.

2. Research Method

This study employs quantitative methods to examine the factors influencing technology adoption among Micro, Small, and
Medium Enterprises (MSMEs). Conducted over a one-year period, the research targeted MSMEs in the food, fashion, and
technology sectors within Bali Province. A total of 200 MSMEs that have either utilized or intend to utilize digital applications
in their operations participated in the study.

Data collection involved administering questionnaires to MSME respondents in Bali, which were specifically designed to
gather insights regarding technology adoption and the understanding of social capital. The responses were categorized based
on the following criteria: (1) MSMEs with a workforce of 1 to 10 employees, (2) MSMEs that have been operational for at
least one year, and (3) MSMEs demonstrating a commitment to adopting digital technologies.

Social Capital Environmental Dynamism

!

SMEs Performance

Digital Marketing Application

Fig. 1. Research Concept Framework

The categorized data is subsequently analysed using Path Analysis, incorporating both descriptive and inferential statistics.
This analytical process is conducted with the assistance of AMOS software to uncover patterns and relationships among the
studied variables. The findings are presented in the form of tables and descriptive summaries to offer a comprehensive
overview of the research outcomes. Below is the conceptual framework for the study.

3. Results and Discussion
3.1 Characteristics Respondent

The sample comprised a higher number of female respondents than male, totalling 120 women and 40 men. Respondents'
ages varied from 25 to 45 years, with the following distribution: 16 individuals under 25 years, 60 individuals aged 30 to 35,
and 60 individuals aged 36 to 45. Additionally, 24 respondents were over the age of 45. All participants were business owners,
with 96 individuals (60%) employing between 1 to 3 staff members, while 64 individuals (40%) had more than 5 employees.

3.2 Findings from the analysis using PLS-SEM

This study employs a two-stage approach to assess the model prior to hypothesis testing, aiming to ensure the validity and
reliability of the research framework. The initial stage consists of a convergent validity analysis, which is subsequently
followed by a discriminant validity analysis.

Uji Outer Model

Convergent Validity

The outer model test is conducted to verify that the research indicators are effectively utilized in measuring the studied
variables. For a model to be deemed valid for research purposes, it must satisfy three criteria: (1) all loading indicators should

exceed 0.65, (2) the Composite Reliability (C.R.) value must be greater than 0.8, and (3) the Average Variance Extracted
(AVE) for each construct should surpass 0.5.



M. Setini et al. /International Journal of Data and Network Science 9 (2025) 51

Table 1
Path Analis Result
Indicator Outer Composite Average Variance Extracted
Loading Reliability (AVE)

Environmental Dynamism ml 0.914 0.946 0.784
m2 0.834
m3 0.890
m4 0.875

Social Capital x1 -0.189 0.832 0.527
x2 0.754
x3 0.696
x4 0.804
x5 0.853
x6 0.838

Digital Marketing Application yl 0.951 0.921 0.689
y2 0.941
y3 0.773
v4 0.895

SMEs Performance y5 0.853 0.810 0.666
y6 0.854
y7 0.853
y8 0.736

As presented in Table 1, certain outer loading indicators exhibit values below the acceptable threshold of 0.65, which should
ideally range from 0.65 to 0.95. Consequently, some indicators do not meet the recommended standard. The Composite
Reliability (CR) values, however, range from 0.80 to 0.946, all exceeding the benchmark of 0.8, thereby indicating strong
consistency within the constructs as a research model. Furthermore, the Average Variance Extracted (AVE) values are all
above 0.5, ranging from 0.527 to 0.784. Therefore, it can be concluded that the research model employed in this study
demonstrates good validity.

x13 x4
x12 x15

X b\ x j‘ / x16
, 0.696.0.804 ¥

0.85:
\ 0838 e

22
— ngsa—¥ P

—0822—p
0.736,

Social Capital 0.226°

1)

y23

SMES Perfomance 24
v2)

0.866 -0.135

Environment

Digital Marketing Dynamism (Y1)

Application (M)

N |
7 PN ,.,‘// J i N

m2 md ¥12 y13 14

Fig 1. Output Pls Algorithm

Table 2
Results of Path Analysis
Effect Original Sample Sample Mean (M) Standard Deviation (STDEV) T Statistics (IT/STDEV) P Values

M— Y2 | 0.866 0.890 0.092 9.447 0.000
X1 — M | 0.256 0.024 0.034 34.554 0.000
X1 — Y2 | 0949 0.979 0.079 12.066 0.000
Yl - Y2 | -0.135 -0.151 0.081 1.681 0.140
Effect Original Sample  Sample Mean  Standard Deviation T Statistics P

(0) M) (STDEY) (T/STDEYV) Values
Xi—>HI->Y2 0.723 0.744 0.075 9.652 0.000

Hypothesis testing was performed utilizing t-statistics and p-values, where a hypothesis is accepted if the p-value is less than
0.05. The analysis results indicate that social capital significantly influences the performance of Micro, Small, and Medium
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Enterprises (MSMEs), evidenced by a t-statistic of 12.066 and a p-value of 0.000. This leads to the acceptance of H1,
suggesting that higher levels of social capital correspond to improved MSME performance. Additionally, the effect of social
capital on digital marketing applications is reinforced by a t-statistic of 34.554 and a p-value of 0.000, thereby supporting the
acceptance of H2. This implies that increases in social capital are positively correlated with advancements in digital marketing
applications among MSMEs. Furthermore, digital marketing applications are shown to positively impact MSME performance,
as indicated by a t-statistic of 9.447 and a p-value of 0.000, resulting in the acceptance of H3. This finding demonstrates that
enhanced usage of digital marketing contributes to the growth of MSMEs. Conversely, the dynamic environment does not
significantly affect MSME performance, with a t-statistic of 1.681 and a p-value of 0.140, leading to the rejection of H4. This
indicates a lack of relationship between dynamic environmental factors and improvements in MSME performance.

3.3 Dynamic Environment Moderation

The relationship between digital marketing applications and MSME performance in dynamic environment moderation, the
analysis shows that the total influence is -0.124, meaning that digital marketing applications may not contribute positively to
the performance of MSMEs in dynamic environmental conditions. On the other hand, there could be other factors that hinder
this performance. The changing environment can affect the effectiveness of digital marketing strategies. For example, if the
market is highly competitive or fast-changing, the digital marketing application used may not be adaptive enough to deliver
good results. MSMEs may need to evaluate and adjust their digital marketing strategies to better suit current market conditions.
This could include increased innovation, a better understanding of customer needs, or more effective use of digital tools.

3.4 Mediation of Marketing Digital Applications

The analysis of the relationship between social capital and Micro, Small, and Medium Enterprises (MSME) performance,
mediated by digital marketing applications, reveals a total influence of 0.723. This indicates that digital marketing applications
serve as a mediating factor that enhances the improvement of MSME performance.

4. Discussion

4.1 Social Capital and SMEs Performance

Many Micro, Small, and Medium Enterprises (MSMEs) lack a comprehensive understanding of the concept of social capital
and its impact on their capacity to adopt digital applications. Therefore, organizing educational events focused on social capital
is essential to elucidate its definition, benefits, and the ways in which social relationships can enhance marketing performance.
Provide continuous assistance for MSME:s to help them apply the concept of social capital in their daily practices. Encourage
MSMEs to collaborate on marketing projects that use digital applications. This cooperation can increase trust and strengthen
social networks. Establish partnerships with institutions focused on MSME development to get additional support and
resources. Create a digital platform that allows MSMEs to interact, share information, and learn from each other. Introduce
an application that facilitates collaboration and communication between MSMEs to facilitate the exchange of ideas and
practices. Conduct a survey to evaluate MSMEs' understanding of social capital and its impact on digital marketing. Gather
feedback from participants to improve existing programs and adapt them to their needs.

4.2 Social Capital and Digital Marketing Applications

Not all MSMESs have the same access to a network of supportive communities, so they miss out on the opportunity to learn
from the experience and best practices of using digital marketing apps Host workshops on digital marketing, where MSMEs
can learn about the tools and techniques available. Collaborate with government agencies, universities, or NGOs that have
support programs for MSMEs. Encourage collaborative projects involving multiple MSMEs to learn from each other. Help
MSME:s gain access to a stable internet and the necessary tools for digital marketing.

4.3 Digital Marketing Applications and SMEs Performance

The gap in access to training and resources related to digitalization makes it difficult for MSME:s to utilize digital applications
effectively. Host affordable and accessible training, both offline and online, to teach basic digital skills and the use of digital
applications. Develop a training curriculum that suits the needs of MSMEs, including digital marketing, social media
management, and the use of other digital tools. Create a mentoring program that connects MSMEs with experienced mentors
in the field of digitalization. Offer recommendations for digital applications that are affordable and in accordance with the
scale of MSME businesses.
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4.4 Environmental Dynamism dan SMEs Performance

There is uncertainty and resistance among some MSMEs to the changes brought about by digitalization, which can be
overcome through social support and motivation Building local communities or networks of entrepreneurs that encourage
collaboration and experience sharing among MSMEs. This community can include business people who have successfully
implemented digitalization and are willing to share best practices, where by organizing regular events such as seminars,
workshops, or discussion forums that allow community members to share challenges and solutions related to digitalization.
Create a mentoring program where more experienced business actors help the less experienced, thereby creating an
environment that supports and motivates each other. It is imperative to provide training tailored to the specific needs of Micro,
Small, and Medium Enterprises (MSMEs), equipping them with access to the digital resources essential for adapting to
change. Additionally, initiatives should be established to facilitate access to the necessary technology and software, along
with technical support, thereby enhancing MSMESs' confidence in their transition to digitalization.

4.5 Dynamism Environmental Mediator to drive Digital Marketing Applications and SMEs Performance

The limitations of policies aimed at fostering social capital and collaboration among Micro, Small, and Medium Enterprises
(MSMEs) can impede efforts to enhance the adoption of digital applications within these businesses. To address this challenge,
it is essential to build an innovation ecosystem that connects MSMEs with various stakeholders, including government
agencies, educational institutions, and non-governmental organizations, to facilitate collaboration and the adoption of digital
technologies. Key steps in this process include organizing discussion forums, developing joint training programs, creating
digital collaboration platforms, providing incentives for collaboration, and implementing periodic monitoring and evaluation.

5. Conclusion

This study demonstrates that social capital plays a crucial role in promoting the use of digital applications among Micro,
Small, and Medium Enterprises (MSMEs). Social capital, encompassing relationships, networks, and trust among business
actors, is significant in facilitating access to and the adoption of digital technologies. MSMEs with robust social networks
tend to adopt technology more swiftly, innovate effectively, and enhance their business performance. The analysis indicates
that developing programs to encourage collaboration and strengthen social networks among MSMEs is highly recommended
to support the digitalization process. Furthermore, there is a pressing need for ongoing training and improved access to digital
resources to address existing skills gaps. The active involvement of local communities and business associations can provide
substantial support for MSMEs in their adoption of digital technologies, thereby enhancing their competitiveness in the
market. The study concludes that a deeper understanding of social capital and its practical application is essential for MSMEs
to succeed in the digital transformation journey. Thus, prioritizing the development of social capital emerges as a key strategy
for growth.

References

Aagaard, A. (2018). Digital business models: Driving transformation and innovation. In Digital Business Models: Driving
Transformation and Innovation. https://doi.org/10.1007/978-3-319-96902-2

Aboalganam, K., Alhanatleh, H., Al-Okaily, M., Alghizzawi, M., Khaddam, A., & Almajali, D. (2024). Examining
antecedents’ factors influencing the customer co-creation value using open-sooq app in Jordan. Uncertain Supply Chain
Management, 12(3), 2005-2022. https://doi.org/10.5267/j.uscm.2024.2.005

Adomako, S., Mole, K. F., Franklin, R. J., & Murnieks, C. Y. (2023). Entrepreneurial passion and venture profit: Examining
the moderating effects of political connections and environmental dynamism in an emerging market. International Small
Business Journal: Researching Entrepreneurship, 41(2), 204-232. https://doi.org/10.1177/02662426221085182

Ali, O., Shrestha, A., Jaradat, A., & Al-Ahmad, A. (2022). An Evaluation of Key Adoption Factors towards Using the Fog
Technology. Big Data and Cognitive Computing, 6(3). https://doi.org/10.3390/bdcc603008 1

Amaya, A., Campoverde, J., & Granda, M. L. (2024). The effect of dynamic capabilities on msmes digitalization: Exploring
the moderating role of firm age. Journal of Technology Management and Innovation, 19(1), 40-51.
https://doi.org/10.4067/S0718-27242024000100040

Anggadini, S. D., Wahab, D. A., Soegoto, D. S., & Yunanto, R. (2023). Digital Transformation Approaches for Enhancing
the Success of MSMEs. INCITEST 2023 - Proceedings of the 2023 International Conference on Informatics Engineering,
Science and Technology. https://doi.org/10.1109/INCITEST59455.2023.10396914

Asare, R., Akuffobea, M., Quaye, W., & Atta-Antwi, K. (2015). Characteristics of micro, small and medium enterprises in
Ghana: Gender and implications for economic growth. African Journal of Science, Technology, Innovation and
Development, 7(1), 26-35. https://doi.org/10.1080/20421338.2014.979651

Ausat, A. M. A., & Peirisal, T. (2021). Determinants of E-commerce Adoption on Business Performance: A Study of MSMEs
in Malang City, Indonesia. Jurnal Optimasi Sistem Industri, 20(2), 104—114. https://doi.org/10.25077/josi.v20.n2.p104-
114.2021

Babolian Hendijani, R., & Jaszus, K. (2024). the Rise of Virtual Food Tourism Experiences: Integrating Diffusion of



54

Innovation Theory and Self-Determination Theory. Tourism and Hospitality Management, 30(2), 249-258.
https://doi.org/10.20867/thm.30.2.8

Barbera, F. (2017). Social networks, collective action and public policy: The embeddedness idea reconsidered. In Networks,
Trust and Social Capital: Theoretical and Empirical Investigations from Europe (pp. 119—141). Taylor and Francis.
https://doi.org/10.4324/9781315248158-15

Bebbington, A., & Foo, K. (2024). Social capital and development. In The Companion to Development Studies (pp. 186—190).
Taylor and Francis. https://doi.org/10.4324/9780429282348-38

Berkman, E. T., & Wilson, S. M. (2021). So useful as a good theory? The practicality crisis in (social) psychological theory.
Perspectives on Psychological Science, 16(4), 864—874.

Bhandari, H., & Yasunobu, K. (2009). What is social capital? A comprehensive review of the concept. Asian Journal of Social
Science, 37(3), 480-510+323+327. https://doi.org/10.1163/156853109X436847

Bo, Q., Cao, M., Wang, Y., Xia, Y., & Liu, W. (2024). Organizational slack, ambidextrous search and high-tech SMEs’
performance: do strategic orientations matter? Humanities and Social Sciences Communications, 11(1), 1-11.
https://doi.org/10.1057/s41599-024-03588-z

Boukr, A., Yazdifar, H., & Askarany, D. (2021). Contextual Factors and the Diffusion of MAIs in Manufacturing and Non-
Manufacturing Sectors in Libya. Journal of Risk and Financial Management, 14(9). https://doi.org/10.3390/jrfm14090415

Casais, B. (2023). Conceptualizing an Omnichannel Approach for Social Marketing Under the Assumptions of the
Transtheoretical Model of Change. Social Marketing Quarterly, 29(3), 208-224.
https://doi.org/10.1177/15245004231186903

Chen, W. (2013). The Implications of Social Capital for the Digital Divides in America. Information Society, 29(1), 13-25.
https://doi.org/10.1080/01972243.2012.739265

Depaoli, P., Za, S., & Scornavacca, E. (2020). A model for digital development of SMEs: an interaction-based approach.
Journal of Small Business and Enterprise Development, 27(7), 1049—1068. https://doi.org/10.1108/JSBED-06-2020-0219

Desai, H. (2023). Infusing Blockchain in accounting curricula and practice: expectations, challenges, and strategies.
International Journal of Digital Accounting Research, 23(August), 97—135. https://doi.org/10.4192/1577-8517-v23 5

Dwumah, P., Amaniampong, E. M., Animwah Kissiedu, J., & Adu Boahen, E. (2024). Association between entrepreneurial
orientation and the performance of small and medium enterprises in Ghana: the role of network ties. Cogent Business and
Management, 11(1). https://doi.org/10.1080/23311975.2024.2302192

El-Gohary, H., & Eid, R. (2012). DMA Model: Understanding digital marketing adoption and implementation by Islamic
Tourism Organizations. Tourism Analysis, 17(4), 523-532. https://doi.org/10.3727/108354212X13473157390885

Field, J. (2008). Social capital: Second edition. In Social Capital: Second Edition (Vol. 9780203930519). Routledge.
https://doi.org/10.4324/9780203930519

Gao, B. (2023). A uses and gratifications approach to examining users’ continuance intention towards smart mobile learning.
Humanities and Social Sciences Communications, 10(1), 1-13. https://doi.org/10.1057/s41599-023-02239-z

Gayathri, R. (2023). Sustainability in the age of networking and virtual social capital: Neoteric approach. In Social Capital in
the Age of Online Networking: Genesis, Manifestations, and Implications (pp. 73-90). IGI Global.
https://doi.org/10.4018/978-1-6684-8953-6.ch006

Ghazwani, S. S., & Alzahrani, S. (2024). The Use of Social Media Platforms for Competitive Information and Knowledge
Sharing and Its Effect on SMEs’ Profitability and Growth through Innovation. Sustainability (Switzerland), 16(1).
https://doi.org/10.3390/sul16010106

Gupta, U., Agarwal, B., & Nautiyal, N. (2022). Financial Technology Adoption — A Case of Indian MSMEs. Finance:
Theory and Practice, 26(6), 192-211. https://doi.org/10.26794/2587-5671-2022-26-6-192-211

Halstead, J. M., Deller, S. C., & Leyden, K. M. (2022). Social capital and community development: Where do we go from
here? Community Development, 53(1), 92—108. https://doi.org/10.1080/15575330.2021.1943696

Haylemariam, L. G., Oduro, S., & Tegegne, Z. L. (2024). Entrepreneurial agility and organizational performance of IT firms:
A mediated moderation model. Journal of Entrepreneurship, Management and Innovation, 20(2), 75-92.
https://doi.org/10.7341/20242024

Heatherton, A. T., & Walcott, V. A. (2009). Handbook of social interactions in the 21st century. In Handbook of Social
Interactions in the 21st Century. Nova Science Publishers, Inc. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
84896559291 &partnerID=40&md5=bbe7b65a3013e2e46a0cea7af135335f

Henche, B. G., Salvaj, E., & Cuesta-Valifio, P. (2020). A sustainable management model for cultural creative tourism
ecosystems. Sustainability, 12(22), 9554.

Hoang, D. C,, Duc, P. M., & Anh, D. N. (2023). Fostering Digital Development of Small and Medium Enterprises: A
Comparison between E-Governments of India and Vietnam. Journal of Logistics, Informatics and Service Science, 10(2),
262-280. https://doi.org/10.33168/JL1SS.2023.0218

Jamil, M. I. M. (2024). A discourse of the underlying concepts of digital transformation for MSMEs. In Digital Technologies
in Modeling and Management: Insights in Education and Industry (pp. 1-20). IGI Global. https://doi.org/10.4018/978-1-
6684-9576-6.ch001

Kallmuenzer, A., Mikhaylov, A., Chelaru, M., & Czakon, W. (2024). Adoption and performance outcome of digitalization in
small and medium-sized enterprises. Review of Managerial Science. https://doi.org/10.1007/s11846-024-00744-2

Key, T. M. (2017). Domains of Digital Marketing Channels in the Sharing Economy. Journal of Marketing Channels, 24(1—
2), 27-38. https://doi.org/10.1080/1046669X.2017.1346977



M. Setini et al. /International Journal of Data and Network Science 9 (2025) 55

Kim, J. H., & Kang, E. (2023). An Empirical Research: Incorporation of User Innovativeness into TAM and UTAUT in
Adopting a Golf App. Sustainability (Switzerland), 15(10). https://doi.org/10.3390/sul15108309

Komala, A. R., & Firdaus, D. W. (2023). Improving the Quality of Financial Statements and the Survival of Msmes Through
Digital Economy: the Case of Indonesia and Malaysia. Journal of Eastern European and Central Asian Research, 10(5),
752-763. https://doi.org/10.15549/jeecar.v10i5.1435

Lee, C., & Hallak, R. (2020). Investigating the effects of offline and online social capital on tourism SME performance: A
mixed-methods study of New Zealand entreprencurs. Tourism  Management, 80(April), 104128.
https://doi.org/10.1016/j.tourman.2020.104128

Leite, J. (2023). administrative sciences Towards the Voluntary Adoption of Integrated Reporting :

Linares, Y., Colmenares, L., & Espinoza, N. (2011). Social capital: A fundamental tool in public policies for community
development. Revista de Ciencias Sociales, 17(1), 59-69. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
80053472840&partnerID=40&md5=d22403b112eecc9eed91b098485fcf20

Liu, R., Gupta, S., & Patel, P. (2023). The Application of the Principles of Responsible Al on Social Media Marketing for
Digital Health. Information Systems Frontiers, 25(6), 2275-2299. https://doi.org/10.1007/s10796-021-10191-z

Lyu, C., Peng, C., Yang, H., Li, H., & Gu, X. (2022). Social capital and innovation performance of digital firms: Serial
mediation effect of cross-border knowledge search and absorptive capacity. Journal of Innovation and Knowledge, 7(2).
https://doi.org/10.1016/].jik.2022.100187

Maurer, 1., Bartsch, V., & Ebers, M. (2011). The value of intra-organizational social capital: How it fosters knowledge transfer,
innovation performance, and growth. Organization Studies, 32(2), 157-185.

Meilariza, R., Mirah Delima, Z., & . Z. (2024). Digitalization of Micro, Small, and Medium Enterprises (MSMEs) in
Indonesia. KnE Social Sciences, 2024, 245-257. https://doi.org/10.18502/kss.v9i117.16334

Mikiewicz, P. (2021). Social capital and education—An attempt to synthesize conceptualization arising from various
theoretical origins. Cogent Education, 8(1). https://doi.org/10.1080/2331186X.2021.1907956

Mohammed Shebeen, T., Shanthi, R., & Mathiyarasan, M. (2024). Navigating Industry 4.0: Skill Development Strategies for
Empowering MSMEs in the Digital Age. In Studies in Systems, Decision and Control (Vol. 536, pp. 453—462). Springer
Science and Business Media Deutschland GmbH. https://doi.org/10.1007/978-3-031-63402-4 38

Nurfarida, I. N., Sudarmiatin, Hermawan, A., & Restuningdiah, N. (2023). Social customer relationship management and
business performance: Evidence from small and medium enterprises. Quality - Access to Success, 24(197), 141-147.
https://doi.org/10.47750/QAS/24.197.16

Odeibat, A. S. (2023). Exploring the Impact of Managerial Capabilities on the Innovation Potential of Artificial Intelligence
and Organizational Capabilities: A Literature Review. Review of Applied Socio-Economic Research, 26(2), 94-108.
https://doi.org/10.54609/reaser.v26i2.420

Prayoga, R. A., Wijaya, G., Fitriyah, N., Wicaksono, A., & Wahyono, E. (2024). Strengthening digital capital on social media
for collective social action in micro, small, and medium enterprises (MSMEs). Bricolage : Jurnal Magister Ilmu
Komunikasi, 10(1), 001. https://doi.org/10.30813/bricolage.v10i1.5133

Rahayu, S. K., Budiarti, 1., Firdaus, D. W., & Onegina, V. (2023). Digitalization and Informal Msme: Digital Financial
Inclusion for Msme Development in the Formal Economy. Journal of Eastern European and Central Asian Research,
10(1), 9-19. https://doi.org/10.15549/jeecar.v10i1.1056

Rodriguez-Pefia, A. (2021). Assessing the impact of corporate entrepreneurship in the financial performance of subsidiaries
of Colombian business groups: under environmental dynamism moderation. Journal of Innovation and Entrepreneurship,
10(1). https://doi.org/10.1186/s13731-021-00152-w

Sastararuji, D., Hoonsopon, D., Pitchayadol, P., & Chiwamit, P. (2022). Cloud accounting adoption in Thai SMEs amid the
COVID-19 pandemic: an explanatory case study. Journal of Innovation and Entrepreneurship, 11(1).
https://doi.org/10.1186/s13731-022-00234-3

Setini, M., Yasa, N. N. K., Supartha, . W. G., Giantari, I. G. A. K., & Rajiani, I. (2020). The passway of women
entrepreneurship: Starting from social capital with open innovation, through to knowledge sharing and innovative
performance. Journal of Open Innovation: Technology, Market, and Complexity, 6(2), 25.

Seyed-Mohamed, N., & Bolte, M. (2014). Taking a position in a structured business network. In Managing Networks in
International Business (pp. 215-231). Taylor and Francis. https://doi.org/10.4324/9781315800417

Shahzad, A., bin Zakaria, M. S. A., Kotzab, H., Makki, M. A. M., Hussain, A., & Fischer, J. (2023). Adoption of fourth
industrial revolution 4.0 among Malaysian small and medium enterprises (SMEs). Humanities and Social Sciences
Communications, 10(1), 1-14. https://doi.org/10.1057/s41599-023-02076-0

Shrestha, M. K. (2018). Network Structure, Strength of Relationships, and Communities’ Success in Project Implementation.
Public Administration Review, 78(2), 284-294. https://doi.org/10.1111/puar.12787

Steinfield, C., Scupola, A., & Lopez-Nicolas, C. (2010). Social capital, ICT use and company performance: Findings from
the Medicon Valley Biotech Cluster. Technological Forecasting and Social Change, 77(7), 1156-1166.
https://doi.org/10.1016/j.techfore.2010.03.004

Suharyati, Utami, K., & Supriadi, Y. N. (2023). Customer Satisfaction Analysis of Service Quality Bank, Fintech, Cooperative
with CSI and IPA Methods. Quality - Access to Success, 24(193), 140—153. https://doi.org/10.47750/QAS/24.193.16

Supari, S., & Anton, H. (2022). The Impact of the National Economic Recovery Program and Digitalization on MSME
Resilience during the COVID-19 Pandemic: A Case Study of Bank Rakyat Indonesia. Economies, 10(7).
https://doi.org/10.3390/economies 10070160



56

Tariq, A., Sumbal, M. S. U. K., Dabi¢, M., Raziq, M. M., & Torkkeli, M. (2024). Interlinking networking capabilities,
knowledge worker productivity, and digital innovation: a critical nexus for sustainable performance in small and medium
enterprises. Journal of Knowledge Management, 28(11), 179-198. https://doi.org/10.1108/JKM-09-2023-0788

Tereshchenko, E., Salmela, E., Melkko, E., Phang, S. K., & Happonen, A. (2024). Emerging best strategies and capabilities
for university—industry cooperation: opportunities for MSMEs and universities to improve collaboration. A literature
review 2000-2023. Journal of Innovation and Entrepreneurship, 13(1). https://doi.org/10.1186/s13731-024-00386-4

Tresiana, N., & Duadji, N. (2023). CAN THE POLICY ENVIRONMENT IMPROVE THE POLICY IMPLEMENTATION
PRACTICE? Public Administration Issues, 5, 69—90. https://doi.org/10.17323/1999-5431-2023-0-5-69-90

Umami, [., Che Pee, A. N. B., Bin Sulaiman, H. A., & Mar’ati, F. S. (2023). A literature review of MSME success: Acceptance
and use of technology, financial access, and strategic cooperation. Multidisciplinary Reviews, 6.
https://doi.org/10.31893/MULTIREV.2023SS086

Vu, P. M., Van Binh, T., & Duong, L. N. K. (2023). How social capital affects innovation, marketing and entrepreneurial
orientation: the case of SMEs in Ho Chi Minh (Vietnam). Journal of Innovation and Entrepreneurship, 12(1).
https://doi.org/10.1186/s13731-023-00350-8

Whiteley, P. F. (2015). Social Capital. In International Encyclopedia of the Social & Behavioral Sciences: Second Edition
(pp- 174-180). Elsevier Inc. https://doi.org/10.1016/B978-0-08-097086-8.93127-1

Yadav, U. S., Aggarwal, R., Tripathi, R., & Kumar, A. (2024). BRIDGING THE SKILL GAP OF INDIAN HANDICRAFT
INDUSTRY WORKERS: AN ANALYSIS OF THE PROBLEMS AND REMEDIES FOR HANDICRAFT ARTISANS.
In Contemporary Studies in Economic and Financial Analysis (Vol. 112A, pp. 183-202). Emerald Publishing.
https://doi.org/10.1108/S1569-37592024000112A024

Zaheer, M. A., Anjum, T., Diaz Tautiva, J. A., & Heidler, P. (2024). Digital Transformation of Enterprises to Enhance
Sustainability: How Does the Reputation of Digital Applications Influence the Attributes of E-Commerce. Sustainability,
16(17), 7365. https://doi.org/10.3390/sul6177365

Zhao, F., Barratt-Pugh, L., Standen, P., Redmond, J., & Suseno, Y. (2022). An exploratory study of entrepreneurial social
networks in the digital age. Journal of Small Business and Enterprise Development, 29(1), 147-173.
https://doi.org/10.1108/JSBED-10-2020-0359

Zheng, B, Yuan, Y., Li, H., & Jiang, Y. (2023). A study of digital transformation and MSMEs performance from a spatial
perspective: Evidence from China. Journal of Economics and Management (Poland), 45(1), 319-343.
https://doi.org/10.22367/jem.2023.45.13

Ziakis, C., & Vlachopoulou, M. (2023). Artificial Intelligence in Digital Marketing: Insights from a Comprehensive Review.
Information (Switzerland), 14(12), 1-30. https://doi.org/10.3390/info14120664

© 2025 by the authors; licensee Growing Science, Canada. This is an open access article
@ distributed under the terms and conditions of the Creative Commons Attribution (CC-BY)

license (http://creativecommons.org/licenses/by/4.0/).



