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Abstract: This study aims to investigate the determining factors to improve 
women’s micro small enterprises (MSEs) business performance in Indonesia. 
An explanatory sequential design from mixed research methods was applied to 
analyse the quantitative data of questionnaires and qualitative data from field 
observation and focus group discussion to help explain or contextualise the 
quantitative findings. By applying partial least squares-structural equation 
modelling (PLS-SEM), we found that only access to finance, social networks,  
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and product innovation have direct and significant effects on the business 
performance of women’s MSEs. Furthermore, family support and the adoption 
of digitalisation have direct effects on product innovation. These two variables 
also indirectly affected women’s MSEs business performance if mediated by 
product innovation. This study relied on the model constructed and was based 
on a cross-sectional design where all variables were subjective self-report 
variables obtained from a single source. Thus, caveats apply. 

Keywords: business performance; family support; access to finance; digital 
adoption; product innovation; women’s MSEs; Indonesia. 
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1 Introduction 

Micro, small, and medium enterprises (MSMEs) play a significant role in the economies 
of many developing countries (World Bank, 2016). In Indonesia, in particular, the Central 
Bureau of Statistics (2024) reported that the number of MSMEs in 2023 exceeded 65 
million establishments. These MSMEs are spread across various sectors, including 
culinary, fashion, handicrafts, and digital technology. This sector contributed 
approximately 60.5% of the national gross domestic product (GDP) and employed 97% 
of the total workforce. Of the total number of MSMEs, about 70.3% were micro small 
enterprises (MSEs), which are predominantly operated by women (Central Bureau of 
Statistics, 2022a). These women’s MSEs create not only jobs (Weldeslassie et al., 2019)  
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but also support economic growth (Fiseha and Oyelana, 2015) and contribute to poverty 
alleviation (Nursini, 2020). 

Previous studies in the literature confirmed that women engaged in MSEs not only in 
Indonesia but also in many developing countries face many problems (World Bank, 
2016; Tundui and Tundui, 2021). These problems include limited financial access and 
market, raw materials, tight competition, and access to fuel/energy (Panda, 2018; Prijadi 
et al., 2020; Atmadja et al., 2018). Also, there are problems related to the lack of product 
innovation, the adoption of digitalisation, social networking, insufficient family support, 
entrepreneurial skills, market orientation, managerial ability, product strategy, process 
and service improvement, resource capability, innovation culture, and organisational 
climate (Basu and Chaudhuri, 2023; Goldooz and Zakery, 2024; Kafetzopoulos, 2022; 
Matekenya and Moyo, 2022; Dabić et al., 2019). These problems make the business 
performance of women’s micro and small businesses poor (Safitri et al., 2019; 
Tambunan, 2021). 

However, the findings of the above studies differ between one study and another. 
Harini et al. (2023), for example, found that the problem of product innovation does not 
affect micro-small business performance. Neneh and Welsh (2022) and Kar and Ahmed 
(2022) confirmed that family support has a positive effect on micro-small business 
performance, while Tundui and Tundui (2021) and Dyer et al. (2012) indicated that 
business performance encounters obstacles with family support. In terms of digitalisation 
adoption and business performance, Jones et al. (2014), Azam (2015), and Yasa et al. 
(2020) showed positive effects, in contrast with the work by Sanchez-Riofrio et al. (2022) 
in Latin America, where digitalisation adoption has failed to enhance MSEs’ business 
performance. Basu and Chaudhuri (2023) from their study in India also confirmed that 
the effect of digitisation has not yet been reflected in the sales growth of SMEs. 

As the previous empirical findings showed different results concerning factors 
influencing the business performance of women’s MSEs, this study aims to fill the 
research gap specifically to examine:  

1 the direct effects of family support, financial access, social networks, the adoption of 
digitalisation, and product innovation on the business performance of women’s 
MSEs 

2 the direct effects of family support, access to finance, social networks, and the 
adoption of digitalisation on product innovation of women’s MSEs 

3 the effects of family support, financial access, social networks, the adoption of 
digitalisation on the business performance of women’s MSEs mediated by product 
innovation. 

The urgency and the uniqueness of examining the business performance of women’s 
MSEs is because the MSEs sector in Indonesia is dominated by women. This indicates 
that not only can men do this MSEs business activity, but also MSEs business activity 
can be a safety valve for women to get family income and to avoid difficulties in getting 
formal employment (Hamdani et al., 2023). Also, compared to businesses owned by men, 
women-owned MSEs are imposed by women`s dual responsibility for the business on the 
one hand, and family and household on the other. Women’s MSEs lack ownership of  
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property, minimal prior business experience, limitations in mobility, and huge  
dependence on husbands and family. Additionally, women’s MSEs face constraints 
related to regulation, access, and use of finance that are more severe than for men (World 
Bank, 2016). Thus, improving those shortcomings needs a specific approach that cannot 
be the same for women’s and men’s MSEs. 

Of the regencies in Indonesia, the Belitung Regency of the Bangka-Belitung province 
was justified as the survey location. This is because MSEs in this regency were engaged 
by women (CBS, 2022a). The Small-Medium Enterprises, Trade, and Labour 
Cooperative Service office in Belitung Regency (2023) recorded that the proportion of 
women’s MSEs in this regency was about 63.6%. Also, women’s MSEs in Belitung 
Regency have already used digital technology to market their products. The type of 
business characteristics of women’s MSEs in this location are not only limited to 
food, beverage, apparel, pharmaceutical, and handicraft, but also leather goods and 
footwear business activities. These business characteristics relatively differ compared 
with other regencies in Indonesia (CBS, 2022). 

Therefore, this study can contribute to widening the knowledge of factors influencing 
the business performance of women’s MSEs. Also, it can sharpen policy efforts and well-
designed support programs to improve the business performance of women’s MSEs at 
least in the Belitung regency. However, before we detail and discuss the results of the 
study, we first highlight the theory underlying this research, the definition of variables, 
their relationship, the hypotheses, and the research model proposed in this study in 
Section 2. Section 3 describes the data and methods of data analysis. Section 4 shows and 
discusses the results of the study. Finally, Section 5 draws conclusions, implications, and 
limitations of the study. 

2 Literature review 

2.1 Underlying theory 
The theory underlying this research is the theory of resource-based view (RBV).  
The rationale for applying the RBV in this study is as follows. First, this theory highlights 
the importance of firm resources (physical capital resources, human capital resources, 
and organisational capital resources) to be able to compete against competitors. Second, 
this theory emphasises strategic choices, optimising human resources, managing, 
identifying, developing, and using key resources to maximise firm value (Barney, 1991; 
Barney et al., 2001; Dasuki, 2021). Companies that can select specific capabilities and 
unique resources not owned by competitors can achieve long-term, sustained competitive 
advantages (SCA) and subsequently create business opportunities (Wernerfelt, 1984). 

Third, the application of this theory is not limited to large companies, but can also be 
applied to small and medium-sized companies to achieve SCA by improving their 
capabilities (Rangone, 1999). Fourth, the RBV suggests that firms differ in their resource 
endowments and that this resource heterogeneity matters, resulting in differential 
performance (Barney, 1991; Tokarczyk et al., 2007). Finally, the application of RBV 
theory in examining business performance has been widely used in previous research on  
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several factors including family support (Hatak et al., 2016; Martinez-Alonso et al., 
2022), social network (Muafi, 2020), social network and innovation (Suardhika et al., 
2018), innovation (Hillebrand et al., 2020), adoption of digitalisation (Bhatta et al., 2023; 
Lee and Falahat, 2019; Lestari et al., 2020; Ardito et al., 2021; Vrontis et al., 2022), 
financial access (Pergelova and Angulo-Ruiz, 2014), financial access and innovation 
(Thai and Mai, 2023). 

Based on the above rationale, this study builds on the RBV view perspective in that 
five variables, consisting of family support, financial access, social networks, the 
adoption of digitalisation, and product innovation, were hypothesised to directly affect 
the business performance of women’s MSEs. Also, we hypothesised the direct effects of 
family support, financial access, social networks, and the adoption of digitalisation on 
product innovation. Finally, product innovation is assumed to mediate the effects of 
family support, financial access, social networks, and the adoption of digitalisation on 
women’s MSEs business performance. The following briefly defines the variables under 
study, their relationship, and their hypothesis. 

2.2 Definition of variables, their relationship, and hypothesis 

2.2.1 Business performance 
Business performance is an inevitable result obtained in management, economics, 
and marketing that characterises the organisation’s competitiveness, efficiency, 
effectiveness, and structural and procedural components (Taouab and Issor, 2019). 
Meanwhile, Kotane and Kuzmina-Merlino (2017) and Wahyuni and Sara (2020) 
define business performance as the result of the company’s business activities. In this 
study, we define business performance as the result of the company’s business 
activities, which, in this case, is focused on the business operations of women’s 
MSEs. 

2.2.2 Family support and business performance 
Family support is defined as the perception of individuals having family emotional, 
intellectual, and economic support related to starting a new business (Osorio et al., 
2017). Neneh and Welsh (2022) explain that family support is a support system from 
the family consisting of emotional support, instrumental support for business, and 
instrumental support at home. 

Several studies of the effect of family support on business performance revealed 
positive and significant results (Martinez-Alonso, 2022; Neneh, 2017; Tundui and 
Tundui, 2021; Neneh and Welsh, 2022). However, Welsh et al. (2018) found that 
family support had a positive but did not have a significant effect on women’s business 
performance, with 117 respondents in Egypt. Hamdani et al. (2023) explain that family 
support is the main source for female entrepreneurs to start a business because it plays an 
important role in increasing self-efficacy and business success. The importance of family 
support is in line with the RBV theory. This is because family support can produce firm-
specific capabilities and resources that lead to superior performance and help family 
firms thrive. However, as the previous studies showed different results on the effect of  
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family support on business performance, we considered it relevant to test the following 
hypothesis. 

H1 Family support has a positive effect on the business performance of women’s 
MSEs. 

2.2.3 Access to finance and business performance 
Chowdhury and Alam (2017) define access to finance as the extent to which 
entrepreneurs have access to formal lenders willing to offer affordable and appropriate 
financing. Aminu and Shariff (2015) define access to finance as the absence of financial 
and non-financial barriers to accessing financial resources and services, as measured by 
the extent to which financial resources and services are available to users at a 
reasonable cost of capital. 

There have already been many studies that have tested the influence of financial 
access on business performance in Indonesia (Priyadi et al., 2020; Safitri et al., 2019; 
Tambunan, 2021), in Ethiopia (Meressa, 2020), in India (Jha and Alam, 2022), in South 
Africa (Matekenya and Moyo, 2022), and in Vietnam (Thai and Mai, 2023). Most of 
these studies found that access to finance is still a barrier for MSEs to improve their 
business performance. While the RBV theory suggests that access to finance is needed to 
support competitive advantage and higher business performance of any firm, including 
MSEs. This financial access can be a resource for firms to invest in unique assets, 
develop innovative technologies, and cultivate strong stakeholder relationships, all of 
which are foundational to achieving sustainable long-term success and improved 
performance. To further justify the importance of the effect of access to finance on 
business performance, we test the following hypothesis. 

H2 Access to finance has a positive effect on the business performance of 
women’s MSEs. 

2.2.4 Social network and business performance 
Fink et al. (2020) define a social network as something that allows access to resources 
provided through social network membership, and the perceived value of social 
networking technology leads to satisfaction with its use and increases the intention to 
recommend social networks to business partners. Meanwhile, Pratono (2018) defines a 
social network as a network that refers to a form of internet-based application that allows 
individuals to build personal profiles to develop social relationships with whom to 
interact. The ability to build relationships with clients is one form of female 
entrepreneurial competence to reach success in business activity (Ramadani et al., 2013). 
While Anggadwita et al. (2017) suggest to maintain the business, including the possibility 
of expanding the business, female entrepreneurs must find and build extensive 
relationships. 

Previous studies on the effect of social networks on business performance showed 
positive and significant results. Pratono (2018), for instance, in his research on 380 
Indonesian SMEs, found that social networks had a positive but not significant effect. A 
similar finding was also estimated by Franco et al. (2016) in their research on 86 SMEs in 
Portugal. Meanwhile, other studies conducted by Xie and Lv (2016), Prijadi et al. (2020),  
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Fatima and Bilal (2020), Nu’man et al. (2020), and Ismail (2022) reported that social 
networks have a positive and significant influence on women’s business performance in 
several countries, including Indonesia. While there are different findings concerning the 
significant influence of social networks on business performance, RBV theory highlights 
that a network is an important organisational capability that leads toward including 
market opportunities, competitive advantage, and the firm’s success. As there are 
different empirical findings on this issue, and the digital technology usage by MSEs is 
rapidly growing, the following hypothesis is proposed. 

H3 Social network has a positive effect on the business performance of women’s 
MSEs. 

2.2.5 Adoption of digitalisation and business performance 
Digitalisation is defined as the use of digital technology to transform business models 
and provide new revenue and value-generating opportunities (Bloomberg, 2018). 
While Sklyar et al. (2019) define digitalisation as the extent to which companies can 
combine physical and digital materiality for goal value creation. The adoption of 
digitalisation is a form of using technology by applying the internet, information and 
communication technology skills, and investment in technology. Thus, the adoption 
of digitalisation provides opportunities to obtain a lot of information and ease of 
establishing relationships to improve business performance. 

Several studies of the adoption of digitalisation on business performance 
confirmed that the adoption of digitalisation has a positive effect on business 
performance (Faroque et al., 2017; Curraj, 2018; Falentina et al., 2021; Azam, 2015). 
Azam (2015), for example, based on 282 SMEs in Bangladesh, found that the adoption 
of digitalisation has a positive and significant effect on business performance. 
Similarly, Curraj (2018) in his research in Albania obtained the same results in that 
the adoption of digitalisation has a positive and significant effect on business 
performance. This finding was also supported by Falentina et al. (2021), who found 
that the adoption of digitalisation has a positive and significant effect on business 
performance. 

These findings were in contrast to studies conducted by Sanchez-Riofrio et al. 
(2022), who found that the impact of the adoption of digitalisation on business 
performance in Latin America, has a negative and insignificant effect on business 
performance. Basu and Chaudhuri (2023) also found that the effect of digitisation has 
not yet been reflected in the sales growth of SMEs in India. These suggest that the 
positive and significant effect of the adoption of digitalisation on business performance 
depends on other factors, including the benefits, risks, ease of use, and usefulness of 
digitisation usage (Akturan and Tezcan, 2012; Gao and Bai, 2014; Hu et al., 2022; Ming 
and Jais, 2022). 

While the previous empirical finding revealed different results, the RBV theory 
suggests that the adoption of digitalisation is a valuable resource that can contribute to a 
firm’s competitive edge. This factor provides unique ways to create value, deliver 
products/services, and respond to market changes more quickly. Also, it enables firms to 
build new capabilities, such as enhanced data analytics, improved supply chain visibility,  
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and faster innovation. These further lead to higher profits, a stronger market position, and 
improved business performance. Therefore, the following hypothesis is worth testing. 

H4 The adoption of digitalisation has a positive effect on the business 
performance of women’s MSEs. 

2.2.6 Product innovation and business performance 
The OECD (2005) defines product innovation as the introduction of new goods or 
services that are new or significantly improved in terms of characteristics or uses as 
intended. Whereas Parida et al. (2012) define innovation as the inclusion of spin-offs 
from new ventures based on previous product or technology development and 
external involvement in product development and technology licensing to other 
organisations. 

Previous research on the effect of product innovation on business performance 
obtained positive and significant results. The positive and significant influence of 
innovation on MSEs business performance was found by Anggadwita and Dhewanto 
(2016) in Indonesia, Suardhika et al. (2015) and Wahyuni and Sara (2020) in Bali-
Indonesia, Karabulut (2015) in Turkey, Agyapong et al. (2018) in Ghana, Restrepo-
Morales et al. (2019) in Colombia, Matekenya and Moyo (2022) in South Africa, Tran et 
al. (2023) in Vietnam, Bhatta et al. (2023) in China and Suder et al. (2024) in Poland. 
Anggadwita and Dhewanto (2016), for instance, highlighted that creativity and 
innovation are important parts of entrepreneurs. They investigated the types of SMEs 
in Indonesia, mostly in the form of imitation, innovation, and repetition. They found 
that creativity and innovation are the keys to success for entrepreneurs. This suggests 
that product innovation that is attractive to the community has an impact on 
performance, profit, and business growth. Conversely, the insignificant effect of 
innovation on business performance was found in Italy (Cucculelli, 2013), in Portugal 
(Franco et al., 2016), and in Ghana (Issau et al., 2021). 

The insignificant effect of product innovation on business performance does not mean 
that it contradicts the RBV theory. The reason is that the RBV theory suggests that 
product innovation enables a company to differentiate itself, enter new markets, and 
adapt to changing demands. All these lead any firm to have a sustainable competitive 
advantage, better strategic positioning, superior business performance over time, gain an 
advantage in the market, and allow them to explore new markets by reinforcing the value 
of its resources. Therefore, the following hypothesis is justified and still relevant to be 
tested. 

H5 Product innovation has a positive effect on the business performance of 
women’s MSEs. 

2.2.7 Family support and product innovation 
The study on the effect of family support on product innovation has been conducted 
by Comin et al. (2022). The results of this study confirmed that family support 
encourages innovation, and family involvement affects the tendency to innovate in 
products, services, or new business models. This suggests that intellectual and  
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economic support in the family has the potential to encourage product innovation, 
and vice versa. The findings are in line with the RBV theory, since this theory 
considers that family involvement promotes knowledge sharing (e.g., trust, cohesion, 
transfer of ideas and expertise across generations) within the family, encourages a 
risk-taking culture (e.g., financial support), and reinforces a long-term commitment. 
These factors enhance a firm’s capability to achieve product innovation, thereby 
sustaining competitive advantage. Therefore, we proposed this hypothesis. 

H6 Family support has a positive effect on the product innovation of women’s 
MSEs. 

2.2.8 Access to finance and product innovation 
The effect of access to finance on product innovation has been addressed in the literature. 
Jabeen et al. (2019) in their study in the Emirate Arab and Fombang and Adjasi (2018) in 
several developing countries, such as Cameroon, Kenya, Morocco, Nigeria, and South 
Africa, found that access to finance for companies that have good access to loans has 
better product innovation initiatives. Similarly, research by Girma et al. (2008) on 
innovation activities in China showed that access to finance (loans) provides better 
innovation results. These findings support the RBV theory in that access to finance 
provides firms to have the ability to invest in Research and Development (R&D), 
technology acquisition, and skilled human resources. These will help improve firms’ 
business performance. However, as previous empirical studies indicate, financial 
resources and services available to MSEs in many developing countries (including in 
Indonesia) are not common, or they have a cost of capital, making them a rare advantage. 
The following hypothesis was relevant to be tested. 

H7 Access to finance has a positive effect on product innovation of women’s 
MSEs. 

2.2.9 Social network and product innovation 
Social networks relate to customers, suppliers, distributors, competitors, investors, 
communities, or other organisations. The RBV justifies the relationship between social 
networks and product innovation. The relationship can be in the forms of knowledge 
flow, collaboration and co-creation, risk sharing, and market responsiveness. Concerning 
knowledge flow, for instance, networks act as a channel for exchanging ideas, 
technologies, and practices, giving firms access to insights they can transform into new 
products. Also, close ties with customers provide early feedback, helping firms align 
product innovation with market needs. 

Previous studies have confirmed the importance of social networks in influencing 
product innovation. Jabeen et al. (2019), for instance, showed that social networks have 
positive effects on innovation. Also, Faroque et al. (2017) specifically showed that 
networking personally and between companies plays a positive role in product 
innovation. This indicates that social relationships with customers, distributors, and other 
organisations expand the MSEs to innovate their products. As there are advancements in 
social media used as an instrument for social networks, we consider it relevant to propose 
the following hypothesis. 
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H8 Social networks have a positive effect on the product innovation of women’s 
MSEs. 

2.2.10 Adoption of digitalisation and product innovation 
The effect of digitalisation on product innovation has been investigated by Chen and Kim 
(2023) and Blichfeldt and Faullant (2021). Blichfeldt and Faullant (2021), by using the 
sample of 747 manufacturing companies in Europe, and by applying multiple regression 
analysis, indicated that the adoption of digitalisation has a positive and significant effect 
on product innovation and service innovation. This finding was supported by Shen et 
al. (2021) from their work on manufacturing companies in China. Rajala and 
Hautala-Kankaanpää (2023) also supported this result that the adoption of 
digitalisation has a positive and significant effect on product innovation. This 
relationship highlights the importance of digital adoption in inspiring product 
innovation. 

The RBV theory supports the findings above. This theory indicates that the 
relationship of these two factors can be in the forms of knowledge integration, agility 
and flexibility, collaboration, customisation, and path dependency. In terms of 
knowledge integration, for example, digitalisation enhances data-driven decision 
making, enabling businesses to identify unmet needs and design innovative products. 
Also, digital adoption supports mass customisation, making product innovation more 
aligned with customers’ preferences. However, as women’s MSEs faced problems, 
including the adoption of digitalisation, we, therefore, hypothesise as follows. 

H9 Adoption of digitalisation has a positive effect on the product innovation of 
women’s MSEs. 

2.2.11 Relationship of family support, access to finance, social networks, and 
the adoption of digitalisation on the women’s MSEs business 
performance: the mediating role of product innovation 

Little is known about previous studies that advanced in reputable journals specifically 
analysing the effects of family support, access to finance, social networks, and the 
adoption of digitalisation on women’s MSEs business performance mediated by product 
innovation. The available study that developed an unexplored intervening mechanism 
related to innovation was the study by Martinez-Alonso et al. (2022). However, the 
estimated mediating variable influencing the relationship between family involvement in 
management and firm performance was technology innovation (TI) efficiency, but not 
product innovation. In this study, TI efficiency is defined as a firm’s capability to 
maximise innovation outputs given a certain quantity of innovation inputs (Cruz-Cázares 
et al., 2013). They applied random-effects regression analysis to a longitudinal sample of 
1118 Spanish private firms from 2010 to 2016 to test the suggested relationships. The 
result supported the indirect effect of TI efficiency on the relationship between family 
involvement in management and firm performance. They suggest that TI efficiency leads 
to richer firm performance in family firms with active family involvement in 
management. 

Other prior studies, however, estimated innovation as the moderating variable in the 
relationship between efficiency and business performance. Matekenya and Moyo (2022), 
by applying a two-stage empirical analysis using a sample of Spanish manufacturing 
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firms for the period 1992–2005, supported the arguments that the best measurement of 
outcomes of technological innovations is through the efficiency with which they are 
developed. While Diéguez-Soto et al. (2018) empirically explored the moderating role of 
family management on the relationship between input mix and the occurrence of process 
innovation. The results show that family management increases the conversion rate of 
innovation inputs into process innovation outcomes. The study also finds evidence for the 
existence of a non-linear relationship between innovation input mix and process 
innovation, indicating that there is both a minimum level and a maximum level in the 
efficient use of resources in process innovation. The findings indicate that family-
managed firms are more efficient in their use of innovation input resources from a certain 
reference point. 

The findings related to the significance of the indirect effect of product innovation in 
mediating the relationship between family support and business performance align with 
the RBV theory. The reason behind this is that family support enables businesses to gain 
the confidence and stability needed to take risks and invest in product innovation. In 
other words, family support enhances the internal resource base that boosts the firm’s 
product innovation. This innovation further acts as the conversion mechanism that 
translates family support into a competitive advantage and improved performance. 

The RBV theory also highlights the importance of product innovation in mediating 
the indirect effect of access to finance on business performance. This is because product 
innovation acts as the mechanism that transforms financial resources into sustainable 
performance outcomes. Firms with access to finance can scale up production of 
innovative products and develop new product designs and features. These conditions 
have the potential to drive higher profitability, growth, and market share. Similarly, the 
product innovation can mediate the effects of social networks on business performance. 
This occurs as social networks gain knowledge, market information, funding 
opportunities, and partnerships. These resources can be transformed into new products, 
features, or services, which then translate into improved business performance. In the 
same way, the product innovation can mediate the effect of the adoption of digitalisation 
on the business performance. This happens because the adoption of digitalisation gives 
firms better access to information, efficiency, connectivity, and new processes. These 
resources can act as an enabler of innovation capacity, which then potentially drives 
firms’ business performance. Based on the background rationale of the RBV theory 
above, we thus postulate the following four hypotheses. 

H10 Product innovation positively mediates the effect of family support on the 
business performance of women’s MSEs. 

H11 Product innovation positively mediates the effect of access to finance on the 
business performance of women’s MSEs. 

H12 Product innovation positively mediates the effect of social networks on the 
business performance of women’s MSEs. 

H13 Product innovation positively mediates the effect of the adoption of digitalisation 
on the business performance of women’s MSEs. 

 
 
 
 



338 I. Puspitowati et al.

2.3 Research framework

Based on several studies that have been advanced in the literature, the research 
framework or model of this study and the hypothesis of this study are shown in 
Figure 1. The rationale of the research model is justified based on the RBV theory 
and confirmed by the empirical studies advanced in the literature as addressed 
previously. Thus, the proposed research model addressed three research issues. First, 
the issue related to the direct effects of family support, financial access, social 
networks, the adoption of digitalisation, and product innovation on women’s MSEs 
business performance. Second, the issue addresses the direct effect of family support, 
financial access, social networks, and the adoption of digitalisation on product 
innovation. Third, the issue associated with the indirect effects of family support, 
financial access, social networks, and the adoption of digitalisation on MSEs’ business 
performance mediated by product innovation.

Figure 1 Proposed research model (see online version for colours)

3 Data and methods

The study began by identifying the research problems of women’s MSEs business 
performance in Indonesia, as advanced in the literature, and followed by seeking and 
reviewing relevant previous studies to determine the underlying theory and methods of 
analysis to justify the proposed three research questions. After completing this stage, we 
examined the data availability and determined the relevant research location to carry out 
the study. We were informed by an official of the Central Board of Statistics in Jakarta 
and the local government office of Small-Medium Enterprises Trade and Labour in the 
province of Bangka Belitung that the Belitung Regency was the appropriate research 
locus where women’s MSEs in this location already used digital technology to market 
their products. Further, we discussed the research method and instruments to collect the 
data.
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A mixed research method was employed, in that we collected data from both 
qualitative and quantitative sources at the same time. By applying an explanatory 
sequential design, we first analysed the quantitative data collected, followed by 
qualitative data to help explain or contextualise the quantitative findings. The qualitative 
data were obtained from field observation and a focus group discussion (FGD) with 10 
women’s MSE business owners. The quantitative data were collected from the 
questionnaire instrument. In determining the number of sample observations of women’s 
MSE respondents, we discussed with the official of the local government office of Small-
Medium Enterprises Trade and Labour in the Belitung Regency. From the discussion, we 
agreed to distribute the questionnaire to 150 women’s MSEs respondents. Our 
justification for having 150 sample respondents was based on Wolf et al. (2013), who 
argue that a range of sample size requirements (i.e., from 30 to 460 cases) reveals 
meaningful patterns of association between parameters and sample size. Solihin (2021) 
suggested that the PLS-SEM model with a small sample size range (35–50) can still be 
estimated and can achieve quite high statistical power, while large sample sizes (>250) 
can improve precision and consistency. 

To select respondents as the sample, we employed the non-probability sampling 
method with a purposive technique. The reason for using this sampling method was that 
the number of the population in the Belitung Regency of women’s MSEs who used 
digitalisation, as recorded by the local government office of Small-Medium Enterprises 
Trade and Labour, was not available. The criteria of women’s MSEs sampled are that 
they have family support, access to finance, adopt digital technology, have social 
networks, and product innovation. Another criterion was that the business activity they 
operated should be more than one and a half years old. By applying these criteria, the 
type of business activity of women’s MSEs who met the criteria was those who 
engaged in the food, beverage, apparel, pharmaceutical, handicraft, leather goods, 
and footwear business activities. 

Note that the non-probability sampling method that we used to sample the 
respondents has drawbacks. The drawback of this method was that respondents were 
sampled based on convenience or ease of access. This means there’s a high chance they 
may not be representative of the greater population. Also, this method was unable to 
calculate the margin of error, which refers to how much one can expect survey results to 
reflect the views of the total population. In addition, sample sizes may be unclear because 
there is no way to measure the boundaries of the relevant population in the study, and 
there is the potential for strategic sampling bias. Because sample selection is deliberate, 
there is a big risk that a researcher’s personal views and opinions could easily influence 
the sample (Sugiyono, 2020). To address the drawbacks of the non-probability sampling 
method, we visited the survey location and organised a FGD with 10 women’s MSEs. 
While the caveats still apply, field observations and FGD may reduce the strategic bias of 
the respondents to respond questions given in the questionnaires. 

Concerning the questions asked in the questionnaire, we organised the questions 
based on the indicators of each variable. References to variable indicators used for 
questionnaire materials were taken from several previous studies. Eight indicators of 
the business performance variable were adopted from Azam (2015), Lu and Zhang 
(2016), and Agyapong et al. (2018). Eight indicators of family support were adopted  
from Neneh and Welsh (2022). Seven indicators of financial access were taken from 
Prijadi et al. (2020). Six indicators of social networks were adopted from Pratono (2018) 
and Ismail (2022). Five indicators of product innovation variables were adopted from 
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Karabulut (2015) and Issau et al. (2021). Fourteen indicators of digitalisation adoption 
were taken from Azam (2015). Thus, the total indicators 48, and statements of six 
variables were questioned in the questionnaire. To measure the indicators of each 
variable, a Likert scale with a score ranging from 1 to 6, from one (strongly disagree) 
to six (strongly agree) was employed. The choice of the 1 to 6 Likert scale diverged 
from more common scales aimed at hindering ambiguous answers given by the 
respondents (Sugiyono, 2020). 

However, before undertaking the main survey, we carried out a pilot survey. The 
objective of this pilot survey was to seek the views of respondents on whether or not the 
indicator statement of each variable given in the questionnaire was important. Also, they 
were asked whether or not the material questions in the questionnaire were easy to 
understand and clear. In addition, they were asked to give inputs, suggestions, or 
modifications to improve the pilot questionnaire for the main survey. A total of 30 
women MSE respondents were conveniently selected in the Belitung Regency. The result 
of the pilot survey questionnaire was used to finalise the main survey questionnaire. 

After finalising the main survey questionnaire, we then distributed the main 
questionnaire to women’s MSEs with the help of the officials of the local government 
office of Small-Medium Enterprises Trade and Labour in the Belitung Regency. Of the 
150 respondents previously determined, only 135 women’s MSEs respondents completed 
the questionnaires and met the requirement criteria, so the response rate was 90.0%. Data 
collection was carried out in the field from 1st July 2023 to 31 August 2023. Note that the 
completion of data was done by the officials of the local government office of Small-
Medium Enterprises Trade and Labour in the Belitung Regency, as we had limited 
resources to stay for that long period. 

The questionnaire data were then analysed by applying the partial least squares-
structural equation modelling (PLS-SEM). These data were processed using the Smart 
PLS version 4.0 software tool (Hair et al., 2010). The PLS-SEM was preferred over other 
statistical tools for this study’s analytical needs. This is because PLS-SEM effectively 
tests theoretical frameworks predictively and handles complex structural models with 
multiple constructs and relationships. SEM estimates complex cause-and-effect 
relationships with latent and observed variables, making it useful for analysing theoretical 
frameworks. PLS-SEM effectively balances explanation and prediction, aligning with 
current research needs and making it a suitable choice for drawing significant empirical 
conclusions (Asra et al., 2022; Hair et al., 2022). 

The stages in applying the PLS-SEM were as follows. First, before assessing the 
structural model by measuring R2, the path coefficient, and effect size f2 criteria, we 
examined the measurement model by assessing validity and reliability. Convergent 
validity was measured through indicators with outer loadings > 0.5, and for average 
variance extracted (AVE) above 0.5, so that a variable is declared convergently valid 
(Vinzi et al., 2010; Sekaran and Bougie, 2016; Hair and Alamer, 2022). 

In addition, we also assessed discriminant validity by applying the Heterotrait-
Monotrait Ratio (HTMT) approach, comparing with the threshold of either 0.85 or 0.9 
(Henseler et al., 2015; Garson, 2016). Further, we test reliability to show the extent to 
which the measurement is without bias (error-free). Also, this test aims to ensure that 
measurements are consistent over time and across various items in the instrument 
(Sekaran and Bougie, 2016). The variable is declared very good and reliable if the value 
reaches 0.8-0.9. In the second step, we tested the inner model. In this testing phase, we 
assessed the significance of the impact of exogenous variables on endogenous variables. 
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Additional analyses included the variance inflation factor (VIF) to address collinearity 
issues, hypothesis testing, and variance accounted for testing mediating variables. The 
analysis was conducted using Smart PLS 4.0, with one-tailed testing of the hypothesis at 
a significance level of 0.05. The coefficient of determination (R2) and path coefficients 
were also estimated in the analysis of the inner model (Hair et al., 2021). 

4 Results and discussion 

4.1 Results 
4.1.1 Validity and reliability tests 
The results of validity testing can be seen in Table 1. As shown in Table 1, the values of 
the outer loading for all indicators of the six variables examined were greater than 0.5. 
The values of the outer loading for all indicators of the adoption of digitalisation, for 
instance, are between 0.821 and 0.907. For indicators of access to finance, the values of 
the outer loading range from 0.621 to 0.891. Similarly, for all indicators of family 
support, product innovation, social networks, and MSEs performance variables, no 
indicators of these four variables have values of the outer loading less than 0.649. This 
suggests that all indicators in each variable of family support, financial access, social 
network, digitalisation adoption, product innovation, and MSEs performance are valid. 

Table 1 Results of outer loadings value 

Indicators 
Adoption of 

digitalisation

Access 
to 

finance 
Family 
support

Product 
innovation 

MSEs 
performance 

Social 
network 

Information technology is 
useful for business 

0.876      

Communication 
technology makes 
interaction easier 

0.907      

Ease of use of information 
technology 

0.821      

Ease of use of 
communication 
technology 

0.860      

Get information 
technology that is easy to 
use 

0.822      

Get communication 
technology that is easy to 
use 

0.840      

Communication 
technology is useful for 
business 

0.872      

Completion of tasks faster 
with information 
technology 

0.889      
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Table 1 Results of outer loadings value (continued) 

Indicators 
Adoption of 

digitalisation

Access 
to 

finance 
Family 
support

Product 
innovation 

MSEs 
performance 

Social 
network 

Faster task completion 
with communication 
technology 

0.904      

Information technology 
increases productivity 

0.873      

Communication 
technology increases 
productivity 

0.884      

Increasing organisational 
development with 
information technology 

0.884      

Increasing organisational 
development with 
communication 
technology 

0.873      

Information technology 
makes interaction easier 

0.903      

Ease of financing business 
development 

 0.781     

Ease of access to banking 
services 

 0.821     

Easy access to non-bank 
financing services 

 0.744     

Stable financing from 
banking institutions 

 0.882     

Sustainable financing of 
banking institutions 

 0.891     

Stable financing from a 
non-bank institutions 

 0.803     

Sustainable financing of 
non-bank institutions 

 0.824     

Access to financing 
supports business 

 0.621     

Willingness to understand 
related to business 

  0.784    

Empathy towards business 
problems that occur 

  0.753    

Interest in business   0.728    
Emotional support   0.869    
Willingness to provide 
feedback on business 
ideas 

  0.833    

Willingness to help in 
business activities 

  0.836    
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Table 1 Results of outer loadings value (continued) 

Indicators 
Adoption of 

digitalisation

Access 
to 

finance 
Family 
support

Product 
innovation 

MSEs 
performance 

Social 
network 

Willingness to help with 
routine household tasks 

  0.660    

Willingness to do part of 
the housework 

  0.649    

Has one innovative product    0.806   
Emphasis on new product 
development 

   0.803   

Try new ideas    0.864   
Produce new products to 
remain competitive 

   0.849   

Improvement of existing 
products for customers 
needs 

   0.883   

Expansion of sales area     0.801  
Increased interaction with 
customers 

    0.865  

Consistency in meeting 
customer needs 

    0.835  

Offering product diversity 
to customers 

    0.796  

Growth in business sales 
results 

    0.871  

Increased business profits     0.872  
The goal of increasing 
income 

    0.848  

Satisfaction with 
performance 

    0.786  

The network facilitates 
information about the input 
supplies 

     0.757 

The network provides 
market price information 

     0.755 

Strong ties with 
distributors 

     0.817 

Networking with 
distributors helps 
promotion 

     0.756 

Relationships with 
corporate partners via 
social media 

     0.853 

Maintain relationships with 
partners 

     0.845 

Source: Data processing results from Smart PLS 4.0 
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Further, the findings of the AVE within the outer model are shown in Table 2. As can be 
seen in this table, the adoption of digitalisation has the highest AVE value at 0.761, 
followed by product innovation (0.708), business performance (0.697), access to finance 
(0.640), and social networks (0.637). Family support has an AVE value of 0.589. As the 
AVE value for each construct exceeds 0.5. These results indicate that all indicators of 
each variable under analysis are valid. 

Table 2 Results of the average variance extracted (AVE) value 

Variable AVE value 
Adoption of digitalisation 0.761 
Access to finance 0.640 
Family support 0.589 
Product innovation 0.708 
MSEs performance 0.697 
Social network 0.637 

Source: Data processing results from Smart PLS 4.0 

The results of the Heterotrait-Monotrait (HTMT) ratio are shown in Table 3. As can be 
seen in Table 3, the HTMT value for each variable under study is less than 0.9. The 
discriminant validity of access to finance against the adoption of digitalisation is 0.401, 
family support against the adoption of digitalisation is 0.608, social networks against the 
adoption of digitalisation is 0.700, product innovation against the adoption of 
digitalisation is 0.769, and the discriminant validity of business performance against the 
adoption of digitalisation is 0.673. This means that each indicator is valid as a good 
measure for its construct. This demonstrates the discriminant validity of each construct 
within the scope of this study. In other words, there is a significant level of 
difference between the constructs being studied. 

Table 3 Results of Heterotrait-Monotrait ratio (HTMT) value 

 
Adoption of 

digitalisation 
Access to 
finance 

Family 
support

Product 
innovation

Women’s MSEs 
business 

performance 
Social 

networks 
Adoption of 
digitalisation 

      

Access to finance 0.401      
Family support 0.608 0.343     
Product 
innovation 

0.769 0.360 0.676    

Women’s MSEs 
business 
performance 

0.673 0.590 0.576 0.711   

Social networks 0.700 0.540 0.536 0.606 0.726  

Source: Data processing results from Smart PLS 4.0 
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Moreover, the results of reliability testing are shown in Table 4. It can be seen in this 
table that all variables in this study are reliable. This is indicated by the value of 
composite reliability and Cronbach’s alpha value of all variables that are greater than 
0.70 (Sekaran and Bougie, 2016; Hair et al., 2021). So, they can be continued for the next 
test, namely, R2, f 2, and path coefficient estimations. 

Table 4 Results of composite reliability and Cronbach’s alpha value 

Variables 
Cronbach’s 

Alpha 
Composite reliability 

(rho_a) 
Composite reliability 

(rho_c) 
Adoption of digitalisation 0.976 0.977 0.978 
Access to finance 0.918 0.934 0.934 
Family support 0.899 0.908 0.919 
Product innovation 0.897 0.901 0.924 
MSEs performance 0.938 0.940 0.948 
Social networks 0.887 0.894 0.913 

Source: Data processing results from Smart PLS 4.0 

The estimated results of the R2-adjusted values for business performance and product 
innovation are shown in Table 5. As can be seen in Table 5, the adjusted R2 value of 
women’s MSEs business performance is 0.617. This suggests 61.7% of the variation in 
business performance can be explained by the adoption of digitalisation, family support, 
financial access, social networks, and product innovation. While the R2 adjusted value of 
product innovation is 0.576. This indicates 57.6% of the variation in product innovation 
can be explained by the adoption of digitalisation, family support, financial access, and 
social networks. The rest of 42.4% of the variation in product innovation is explained by 
other variables outside the model. 

Table 5 Results of the coefficient of determination 

Variable Adjusted R-Square value 
Product innovation 0.576 
Women’s MSEs business performance 0.617 

Source: Data Processing Results from Smart PLS 4.0 

Further, the estimated results of effect size (f 2) can be seen in Table 6. As known that the 
effect size indicates the practical significance of the research results. A large effect size 
means that the research findings have practical significance, whereas a small effect size 
indicates limited practical application (Sullivan and Feinn, 2012). As can be seen in 
Table 6, there are four relationships between variables that have no effect size. The 
relationship between the adoption of digitalisation and women’s MSEs business 
performance, for instance, has an effect size of 0.015. This indicates that there is no 
meaningful relationship between the two variables. This is also the case for the effect size 
of the relationship between access to finance and product innovation, the relationship 
between family support and women’s MSEs business performance, and the relationship 
between social network and product innovation. However, the relationship between 
access to finance and women’s MSEs business performance, family support, and product 
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innovation, product innovation and women’s MSEs business performance, and social 
network and women’s MSEs business performance has a small effect size. Only the 
relationship between the adoption of digitalisation and product innovation shows a 
medium effect size of 0.300. 

Table 6 Results of effect size (f2) value (see online version for colours) 

 f-square Results 
Adoption of digitalisation → Product innovation 0.300 Medium effect 

size 
Adoption of digitalisation → Women’s MSEs business 
performance 

0.015 No effect size 

Access to finance → Product innovation 0.001 No effect size 
Access to  finance → Women’s MSEs business performance 0.126 Small effect size 
Family support → Product innovation 0.119 Small effect size 
Family support  → Women’s MSEs business performance 0.008 No effect size 
Product innovation → Women’s MSEs business performance  0.090 Small effect size 
Social network → Product innovation 0.006 No effect size 
Social network  → Women’s MSEs business performance 0.091 Small effect size 

Source: Data processing results from Smart PLS 4.0 

4.1.2 Results of hypotheses testing 
The results of the path coefficient analysis and hypothesis testing are exhibited in  
Table 7. In terms of the path coefficients, product innovation has a stronger effect on 
women’s MSEs business performance than the effects of social networks and access to 
finance on the business performance of women’s MSEs. These are shown from the 
magnitude of the path coefficient of the relationship between product innovation and 
business performance at 0.284 compared to the path coefficient magnitudes of the 
relationship between social network and women’s MSEs business performance (0.269), 
and the relationship between access to finance and women’s MSEs business performance 
(0.253). While the adoption of digitalisation has a stronger effect on product innovation 
(0.510) than family support (0.277). 

Concerning hypothesis testing, the results show seven hypotheses (H2, H3, H5, H6, 
H9, H10, and H13) were found to be positively significant as the p-values were less than 
5%. The direct and significant variables that influence the business performance of 
women’s MSEs are access to finance (p-value 0.000), product innovation (0.001), and 
social networks (p-value 0.007). The direct and significant variables affecting product 
innovation are the adoption of digitalisation (p-value 0.000) and family support (p-value 
0.001). Also, product innovation can mediate the influence of the adoption of 
digitalisation and family support on the business performance of women-owned MSEs. 
The significant p-values of the effects of the adoption of digitalisation and family support 
on the business performance of women’s MSEs mediated by product innovation are 
0.007 and 0.037. These suggest that product innovation has an indirect effect on the  
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relationship between the adoption of digitalisation and women’s MSEs business 
performance. Also, it has an indirect effect on the relationship between family support 
and women’s MSEs business performance. 

Conversely, the rest of the 6 hypotheses (H1, H4, H7, H8, H11, and H12) were found 
to be insignificant as the p-values are greater than 0.05. The effect of family support on 
women’s MSEs business performance (H1), for example, has a p-value of 0.480. The 
effect of the adoption of digitalisation on the business performance of women’s MSEs 
has a p-value of 0.240. Similarly, the influences of access to finance and social networks 
on product innovation have p-values of 0.405 and 0.691, respectively. The other two 
variables of access to finance and social network mediated by product innovation have no 
significant influence on women’s MSEs business performance. This indicates that 
product innovation has no indirect effects on the relationship between access to finance 
and women’s MSEs business performance, as well as the relationship between social 
networks and women’s MSEs business performance (Table 7). 

Table 7 Path coefficients and hypothesis testing 

 Hypothesis 
Path 

coefficients
t-

statistics 
p-

values Conclusions 
H1 Family support → Women’s MSEs 

business performance 
0.070 0.706 0.480 Insignificant 

H2 Access to finance → Women’s MSEs 
business performance 

0.253 4.314 0.000 Significant 

H3 Social networks → Women’s MSEs 
business performance 

0.269 2.719 0.007 Significant 

H4 Adoption of digitalisation → Women’s 
MSEs business performance 

0.125 1.174 0.240 Insignificant 

H5 Product innovation → Women’s MSEs 
business performance 

0.284 3.402 0.001 Significant 

H6 Family support → Product innovation 0.277 3.179 0.001 Significant 
H7 Access to finance → Product innovation 0.024 0.398 0.691 Insignificant 
H8 Social network → Product innovation 0.071 0.832 0.405 Insignificant 
H9 Adoption of digitalisation → Product 

innovation 
0.510 4.790 0.000 Significant 

H10 Family support → Product innovation → 
Women’s MSEs business performance 

0.079 2.089 0.037 Significant 

H11 Access to finance → Product innovation 
→ Women’s MSEs business performance

0.007 0.375 0.707 Insignificant 

H12 Social network → Product innovation → 
Women’s MSEs business Performance 

0.020 0.799 0.424 Insignificant 

H13 Adoption of digitalisation → Product 
innovation→ Women’s MSEs business 
performance 

0.145 2.706 0.007 Significant 

Source: Data processing results from Smart PLS 4.0 
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4.2 Discussion 

4.2.1 Factors affecting the business performance 
As exhibited in Table 7, factors or variables that directly and significantly affect the 
business performance of women’s MSEs are access to finance, social networks, and 
product innovation. The significant influence of these three variables on business 
performance was supported by the results of the FGD with women’s MSEs in the 
Belitung regency. The FGD confirms that the direct effect of financial access on 
women’s MSEs business performance is because the local government in this regency 
has given financial assistance programs to support the business performance of women’s 
MSEs. These programs include business development programs from Bank Indonesia 
and/or institutional programs, such as Angkasa Pura and PT Timah. 

The importance of financial access to support women’s MSEs business performance 
is also supported by previous studies, including those conducted by Prijadi et al. (2020), 
Reçica et al. (2019), Matekenya and Moyo (2022), Trandayen-Ragoobur and Kasseeah 
(2017), and Thai and Mai (2023). Thai and Mai (2023) even found that access to finance 
not only significantly affects women’s MSEs business performance but also affects 
significantly business innovation and competitive advantage. However, if there is an 
obstacle to financial access for women’s MSEs, this obstacle hinders the performance of 
these small firms (Trandayen-Ragoobur and Kasseeah, 2017). Thus, easy access to 
obtaining sources of funding is one of the requirements for improving the business 
performance of women’s MSEs in the Belitung regency. 

The social network also has a significant influence on the business performance of 
women’s MSEs in the survey location. This finding is in line with several previous 
studies (e.g., Xie and Lv, 2016; Reçica et al., 2019; Prijadi et al., 2020; Ismail, 2022). 
This confirms that social networks are very instrumental for women’s MSEs in Belitung 
Regency. The explanation for this finding is also confirmed by the group discussion with 
10 women’s MSEs business owners. They pointed out the significant effect of social 
networks related to the wide use of social media such as WhatsApp, TikTok, Instagram, 
and Facebook by women’s MSEs. These social media were applied by women’s MSEs to 
obtain information related to business activities and input sources, services to consumer 
users, and to promote their business activities. That is why social networks are viewed by 
women’s MSEs as significant to optimise their business performance. 

Product innovation also shows a positive and significant effect on the women’s MSEs 
business performance. The direct and significant influences of the relationship between 
these two variables were also found in the previous studies conducted by Karabulut 
(2015), Agyapong et al. (2018), Restrepo-Morales et al. (2019), Suardhika et al. (2015), 
Wahyuni and Sara (2020), Matekenya and Moyo (2022), Tran et al. (2023), Bhatta et al. 
(2023), and Suder et al. (2022), as discussed previously in Section 2. The FGD with 10 
women’s MSEs business owners revealed reasons why they innovate their products, 
because they avoid producing the same product sold by other MSEs. In other words, 
women MSEs in this location viewed product innovation as an important method to 
manage tight competition with other similar products produced by other MSEs. By 
innovating their products, women’s MSEs expect that they can improve their business 
performance. However, this finding is different from the case studies of women’s  
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MSEs in Italy, Ghana, and Portugal, where the effect of innovation on women’s MSEs 
business performance was found to be insignificant (Cucculelli, 2013; Issau et al., 2021; 
Franco et al., 2016). 

However, family support and the adoption of digitalisation were found to be 
insignificant in influencing the women’s MSEs business performance in the Belitung 
regency. The explanation of the insignificant effect of family support on business 
performance may be because family support was applied only for starting a new business, 
emotional support, or providing a feeling of physical and psychological comfort in 
dealing with stress. In other words, family support was not used to manage the operation 
of women’s MSEs business performance. This finding is in line with the empirical 
studies by Welsh et al. (2018), Tandrayen-Ragoobur and Kasseeah (2017), and Dryer et 
al. (2012). However, it differs from the results of studies conducted by Neneh (2017), 
Tundui and Tundui (2021), and Neneh and Welsh (2022) as they estimated that the effect 
of family support on women’s MSEs business performance is positive and significant. 

Similarly, the adoption of digitalisation has no significant effect on the business 
performance of women’s MSEs in the survey location. This result supports previous 
studies by Faroque et al. (2017), Curraj (2018), Falentina et al. (2021), Vrontis et al. 
(2022), but not in line with the study by Azam (2015), who found that the adoption of 
digitalisation has a positive and significant effect on business performance. Based on the 
FGD, the insignificant effect of the adoption of digitalisation on women’s MSEs business 
performance in the Belitung Regency is partly because they still have limited experience 
in using information and communication technology in their business activities, and/or it 
is because of tight business competition. 

4.2.2 Factors affecting product innovation 
As addressed previously in the results section, factors that significantly affect product 
innovation are family support and the adoption of digitalisation. Whilst access to finance 
and social networks are insignificant in influencing product innovation. The finding 
related to the significant effect of family support on the product innovation of women 
engaged in MSEs aligns with the conclusions drawn by Comin et al. (2022) and 
Hillebrand et al. (2020). This highlights that greater family support encourages the family 
members to be more innovative. Also, it may be because there are individuals in the 
family who have an intellectual background to support product innovation in their 
women’s MSEs business operation. 

Further, the direct effect of the adoption of digitalisation on product innovation 
indicates that the adoption of the internet, and information and communication 
technology, defined as the adoption of digitalisation (Sklyar et al., 2019) assists women’s 
MSEs to innovate their products sold to the markets. Also, it is because of the facts of the 
bulk of women in MSEs have adopted digitalisation in the form of a smartphone, so they 
are well informed about any product innovation related to their business activities. The 
previous studies that supported this finding include Blichfeldt and Faullant (2021), Shen 
et al. (2021), and Sanzo-Perez et al. (2015). 

However, access to finance has an insignificant effect on the product innovation of 
women’s MSEs. The reason for this, as explained from the FGD, is partly because 
funding required for product innovation is difficult to obtain by women. Apart from the 
lack of financial literacy to take advantage of the available finance programs provided by 
the government, women’s MSEs need to fulfil detailed financial requirements to have 
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financial access from formal financial institutions. This finding does not support previous 
studies conducted by Fombang and Adjasi (2018), Pergelova and Angulo-Ruiz (2014), 
and Girma et al. (2008), who found that access to finance, in the form of access to 
finance, trade credit, access to domestic bank funding encourages innovation in several 
countries such as Kenya, Morocco, Nigeria, Cameroon, and China. 

Similarly, social networks have an insignificant influence on product innovation. This 
finding differs from previous studies by Ortiz-Ospina (2019), Faroque et al. (2017), 
Muafi (2020), and Jabeen et al. (2019), who estimated that social networks have a 
positive and significant impact on innovation through interaction in professional 
relationships, close relationships through social networks, which can generate 
development ideas in the form of innovation. This suggests that social networks have not 
yet shown a tangible impact on the product innovation of women’s MSEs in the survey 
location. This is partly because social networks among women’s MSEs in the survey 
location are primarily used for building relationships rather than for input providers and 
customer relationships. 

4.2.3 Effects of family support, access to finance, social networks, and the 
adoption of digitalisation on the business performance mediated by 
product innovation 

The results of the study confirm that family support mediated by product innovation 
significantly influences women’s MSEs business performance. This suggests that family 
support plays a significant role in improving the women’s MSEs business performance if 
and only if it is mediated by product innovation. Without a product innovation mediator, 
family support cannot improve directly women’s MSEs business performance. This 
suggests that family support is needed as a support system for starting a new business 
(Osorio et al., 2017), emotional support, intellectual, and instrumental support for 
business (Neneh and Welsh, 2022), and/or well-managed business operation of the 
women MSEs (Maharajh et al., 2024) to improve business performance if it is mediated 
by product innovation. 

The same implication is also for the adoption of digitalisation, as this variable affects 
indirectly women’s MSEs business performance if it is mediated by the product 
innovation. In other words, the adoption of digitalisation affects the women’s MSEs 
business performance if and only if it is mediated by product innovation. Therefore, 
based on the model constructed, product innovation as the mediator of both family 
support and the adoption of digitalisation affects indirectly women’s MSEs business 
performance in the survey location. 

The implications are different, however, in relation to financial access and social 
networks, as these two variables are insignificantly affecting the women’s MSEs business 
performance mediated by product innovation. However, these two variables have a direct 
effect on women’s MSEs business performance. Judging from the model constructed, this 
suggests both financial access and social networks cannot be underestimated to affect the 
women’s MSEs business performance in the Belitung regency. 

To sum up: the results and discussion of this study suggest that determining what 
factors influence women’s MSEs business performance constitutes an essential issue in 
both management and policy efforts, as well as well-designed support programs to 
improve the business performance of women’s MSEs. This is mainly because problems 
faced by women’s MSEs need a specific approach that cannot be the same for women’s 
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and men’s MSEs. The RBV theory applied in this study confirmed that resources are 
crucial in improving women’s MSEs business performance. However, for a business to 
achieve and maintain competitive advantages, it needs resources that are valuable, rare, 
inimitable, and non-substitutable-VRIN (Barney, 1991). In the case of this study, firm 
resources, specifically financial access, social networks, and product innovation, are 
crucial resources to improve women’s MSEs business performance in the Belitung 
regency. Product innovation of the women’s MSEs in this regency can be realised if the 
women’s MSEs have resources related to family support and adoption of digitalisation. 
The product innovation plays a mediating role in affecting the effects of family support 
and the adoption of digitalisation on women’s MSEs business performance. 

5 Conclusions, implications, and limitations 

This study aimed to investigate three research questions. First, what were the effects of 
family support, access to finance, social networks, the adoption of digitalisation, and 
product innovation on women’s business performance? Second, what were the effects of 
family support, access to finance, social networks, and the adoption of digitalisation on 
product innovation? Third, what were the effects of family support, access to finance, 
social networks, and the adoption of digitalisation on women’s business performance 
mediated by product innovation? 

The results of this study are as follows. First, access to finance, social networks, and 
product innovation have linear effects on the business performance of women’s MSEs, 
but not family support and the adoption of digitalisation. Second, family support and the 
adoption of digitalisation significantly affect product innovation, but not access to finance 
and social networks. Third, family support and the adoption of digitalisation significantly 
affect the women’s MSEs business performance if the product innovation mediates it, but 
not access to finance and social networks. The FGD with 10 women’s MSE business 
owners supports these findings. These findings also support the theory of the Resources-
Based View (RBV) applied in this study in that resources, specifically finance, social 
networks, and product innovation, play roles in improving the business performance of 
women’s MSEs. 

The policy implications of the study for the government, women’s MSEs business 
owners, practitioners, and other stakeholders, to improve women’s MSEs business 
performance, are as follows. First, there is a need for continuous access to finance, social 
networks, and product innovation, as they directly affect women’s MSEs business 
performance. Second, family support and the adoption of digitalisation are important to 
create product innovation for women’s MSEs business performance. Third, family 
support and the adoption of digitalisation need product innovation mediators to improve 
the business performance of women’s MSEs. Without product innovation, family 
support, and the adoption of digitalisation have no effect on improving the business 
performance of women’s MSEs. However, to optimise those policies into concrete 
programs in improving business performance and creating product innovation of 
women’s MSEs, each indicator to measure significant variables mentioned above needs 
to be addressed by the government and other stakeholders. 
 
 
 



   

 

   

   
 

   

   

 

   

   352 I. Puspitowati et al.    
 

    
 

   

   
 

   

   

 

   

       
 
 

However, caveats were applied as this study has limitations not only because of the 
limited number of samples and sampling method, but also because it relied on the model 
constructed, and it was based on a cross-sectional design where all variables were 
subjective self-report variables obtained from a single source. Therefore, it would be 
necessary in future research to reinvestigate variables that are still inconclusive affecting 
the business performance and product innovation of MSEs and/or to examine different 
constructs of the women’s MSEs business performance. Also, the cross-sectional design 
method from a single source needs to be complemented by in-depth interviews and more 
representative of the number of samples to further justify and sharpen the study’s 
findings. 

Acknowledgements 

The authors would like to thank Prof. Veland Ramadani and Associate Professor 
Massimiliano M. Pellegrini, the editors of the International Journal of Globalisation and 
Small Business, and the three blind reviewers who gave valuable comments, suggestions, 
and recommendations to improve this paper in a better shape. Thanks also go to  
Ms. Tania Puspita and Christopher Ehler, PhD, who kindly proofread this manuscript and 
improved readability, clarity, and academic tone. Thanks also go to the Faculty of 
Economics and Business, Universitas Tarumanagara, for the approval of this work. Any 
remaining errors are ours. 

Funding 

The author did not receive support from any organisation for the submitted work. 

Competing interests 

The authors declare that they have no known competing financial interests or personal 
relationships that could have appeared to influence the work reported in this paper. 

Data availability 

The data is available upon request. 

Institutional review board statement 

The Ethical Committee of the Faculty of Economics and Business, Universitas 
Tarumanagara, Indonesia has approved this study (Ref. No. 072-D/127/FE-UNTAR/ 
I/2025). 
 
 



   

 

   

   
 

   

   

 

   

    Improving the business performance of women’s micro and small enterprises 353    
 

    
 

   

   
 

   

   

 

   

       
 
 

References 
Agyapong, A., Mensah, H.K. and Ayuuni, A.M. (2018) ‘The moderating role of social network on 

the relationship between innovative capability and performance in the hotel industry’, 
International Journal of Emerging Markets, Vol. 13, No. 5, pp.801–823, https://doi.org/10. 
1108/IJoEM-11-2016-0293 

Akturan, U. and Tezcan, N. (2012) ‘Mobile banking adoption of the youth market: perceptions and 
intentions’, Marketing Intelligence and Planning, Vol. 30, No. 4, pp.444–459, https://doi.org/ 
10.1108/02634501211231928 

Aminu, I.M. and Shariff, M.N.M. (2015) ‘Influence of strategic orientation on SMEs access to 
finance in Nigeria’, Asian Social Science’, Vol. 11, No. 4, pp.298–309, http://dx.doi.org/10. 
5539/ass.v11n4p.298 

Anggadwita, G. and Dhewanto, W. (2016) ‘The influence of personal attitude and social perception 
on women entrepreneurial intentions in micro and small enterprises in Indonesia’,  
Int. J. Entrepreneurship and Small Business, Vol. 27, Nos. 2–3, pp.131–148, https://doi.org/ 
10.1504/IJESB.2016.073974 

Anggadwita, G., Luturlean, B.S., Ramadani, V. and Ratten, V. (2017) ‘Socio-cultural environments 
and emerging economy entrepreneurship Women entrepreneurs in Indonesia’, Journal of 
Entrepreneurship in Emerging Economies, Vol. 9, No. 1, pp.85–96, https://doi.org/10.1108/ 
JEEE-03-2016-0011 

Ardito, L., Raby, S., Albino, V. and Bertoldi, B. (2021) ‘The duality of digital and environmental 
orientations in the context of SMEs: implications for innovation performance’, Journal of 
Business Research, Vol. 123, pp.44–56, https://doi.org/10.1016/j.jbusres.2020.09.022 

Asra, A., Agung, P.U., Munawar, A. and Novi, H.P. (2022) Analisis Multivariable: Suatu 
Pengantar’, In Media, Jakarta. 

Atmadja, A.S., Sharma, P. and Su, J.J. (2018) ‘Microfinance and microenterprise performance in 
Indonesia: an extended and updated survey’, International Journal of Social Economics,  
Vol. 45, No. 6, pp.957–972, https://doi.org/10.1108/IJSE-02-2017-0031 

Azam, M.S. (2015) ‘Diffusion of ICT and SME performance’, E-Services Adoption: Processes by 
Firms in Developing Nations Advances in Business Marketing and Purchasing, Vol. 23A, 
pp.7–290, https://doi.org/10.1108/S1069-096420150000023005 

Barney, J. (1991) ‘Firm resources and sustained competitive advantage’, Journal of Management, 
Vol. 17, No. 1, pp.99–120. 

Barney, J., Wright, M. and Ketchen Jr., D.J. (2001) ‘The resource-based view of the firm: ten years 
after 1991’, Journal of Management, Vol. 27, No. 6, pp.625–641, https://doi.org/10.1177/ 
014920630102700601 

Basu, A. and Chaudhuri, T.D. (2023) ‘Digitisation, digitalisation, digital transformation and 
growth-a. study of small and medium enterprises in India’, International Journal of 
Globalisation and Small Business, Vol. 13, No. 4, pp.417–433, https://doi.org/10.1504/ 
IJGSB.2023.136873 

Bhatta, D.D., Sarfraz, M., Ivascu, L. and Pislaru, M. (2023) ‘The nexus of corporate affinity for 
technology and firm sustainable performance in the era of digitalisation: a mediated model’, 
Sustainability, Vol. 15, No. 12, pp.1–20, https://doi.org/10.3390/su15129765 

Blichfeldt, H. and Faullant, R. (2021) ‘Performance effects of digital technology adoption and 
product service innovation–a process-industry perspective’, Technovation, Vol. 105, pp.1–13, 
https://doi.org/10.1016/j.technovation.2021.102275 

Bloomberg, J. (2018) ‘Digitisation, digitalisation, and digital transformation: confuse them at your 
peril’, Forbes, Diakses pada December 2011, 30, Dari: https://www.forbes.com/sites/ 
jasonbloomberg/2018/04/29/digitizationdigitalisation-and-digital-transformation-confuse-
them-at-your-peril/?sh5741bb85e2f2c 

Central Bureau of Statistics (2022a) Perkembangan indeks produksi triwulan industri mikro dan 
kecil 2022, https://www.bps.go.id/id/publication/2023/06/20/ca88b15e7b7f74b78a471127/ 
perkembangan-indeks-produksi-triwulanan-industri-mikro-dan-kecil-2022.html 



   

 

   

   
 

   

   

 

   

   354 I. Puspitowati et al.    
 

    
 

   

   
 

   

   

 

   

       
 
 

Central Bureau of Statistics (2022b) Profil industri mikro dan kecil 2022, https://www.bps.go.id/ 
id/publication/2023/10/27/c1f1e0126c61890fdf03d74c/profil-industri-mikro-dan-kecil-2022. 
html 

Central Bureau of Statistics (2024) Berapa jumlah UMKM di Indonesia? ini hitungannya, 
https://www.liputan6.com/bisnis/read/4346352/berapa-jumlah-umkm-di-indonesia-ini-
hitungannya 

Central Bureau of Statistics-CBS (2022) Profil industri mikro dan kecil provinsi kepulauan bangka 
belitung 2020, https://babel.bps.go.id/publication/2022/12/29/7d480dd1dcc8b4265e67de9a/ 
profil-industri-mikro-dan-kecil-provinsi-kepulauan-bangka-belitung-2020.html 

Chen, P. and Kim, S. (2023) ‘The impact of digital transformation on innovation performance-the 
mediating role of innovation factors’, Heliyon, Vol. 9, No. 3, pp.1–11, https://doi.org/ 
10.1016/j.heliyon.2023.e13916 

Chowdhury, M. and Alam, Z. (2017) ‘Factors affecting access to finance of small and medium 
enterprises (SMEs) of Bangladesh’, USV Annals of Economics and Public Administration, 
Vol. 2, No. 26, pp.55–68, https://touroscholar.touro.edu/gsb_pubs/12 

Comin, L.C., Oro, I.M. and Carvalho, C.E. (2022) ‘Family involvement and innovation: a 
proposition for studies’, Revista Brasileira de Inovação, Vol. 21, pp.1–37, https://doi.org/ 
10.20396/rbi.v21i00.8666356 

Cruz-Cázares, C., Bayona-Sáez, C. and García-Marco, T. (2013) ‘You can’t manage right what you 
can’t measure well: technological innovation efficiency’, Research Policy, Vol. 42, Nos. 6–7, 
pp.1239–1250, https://doi.org/10.1016/j.respol.2013.03.012 

Cucculelli, M. (2013) ‘Product innovation and firm’s growth in family firms: a quantile regression 
approach’, International Journal of Entrepreneurship and Innovation Management, Vol. 17, 
Nos. 1–3, pp.124–141, https://doi.org/10.1504/IJEIM.2013.055239 

Curraj, E. (2018) Business Digitalisation of SMEs in Albania: Innovative Approaches and Their 
Impact on Performance, Disertasi, European University of Tirana Doctoral School, 
https://philpapers.org/archive/CURBDO-2.pdf 

Dabić, M., Lažnjak, J., Smallbone, D. and Švarc, J. (2019) ‘Intellectual capital, organisational 
climate, innovation culture, and SME performance: evidence from Croatia’, Journal of Small 
Business and Enterprise Development, Vol. 26, No. 4, pp.522–544, https://doi.org/10.1108/ 
JSBED-04-2018-0117 

Dasuki, R.E. (2021) ‘Manajemen strategi: kajian teori resource based view’, Coopetition: Jurnal 
Ilmiah Manajemen, Vol. 12, No. 3, pp.447–454, https://doi.org/10.32670/coopetition.v12i3. 
710 

Diéguez-Soto, J., Garrido-Moreno, A. and Manzaneque, M. (2018) ‘Unravelling the link between 
process innovation inputs and outputs: the moderating role of family management’, Journal of 
Family Business Strategy, Vol. 9, No. 2, pp.114–127, https://doi.org/10.1016/j.jfbs.2017.11. 
007 

Dyer, W.G., Dyer, W.J. and Gardner, R.G. (2012) ‘Should my spouse be my partner? preliminary 
evidence from the panel study of income dynamics’, Family Business Review, Vol. 26, No. 1, 
pp.68–80, https://doi.org/10.1177/0894486512449354 

Falentina, A.T., Resosudarmo, B.P., Darmawan, D. and Sulistyaningrum, E. (2021) ‘Digitalisation 
and the performance of micro and small enterprises in Yogyakarta, Indonesia’, Bulletin of 
Indonesian Economic Studies, Vol. 57, No. 3, pp.343–369, https://doi.org/10.1080/0007 
4918.2020.1803210 

Faroque, A.R., Morrish, S.C. and Ferdous, A.S. (2017) ‘Networking, business process 
innovativeness and export performance: the case of south Asian low-tech industry’, Journal of 
Business and Industrial Marketing, Vol. 32, No. 6, pp.864–875, https://doi.org/10.1108/JBIM-
06-2015-0113 

Fatima, T. and Bilal, A.R. (2020) ‘Achieving SME performance through individual entrepreneurial 
orientation: an active social networking perspective’, Journal of Entrepreneurship in 
Emerging Economies, Vol. 12, No. 3, pp.399–411, https://doi.org/10.1108/JEEE-03-2019-
0037 



   

 

   

   
 

   

   

 

   

    Improving the business performance of women’s micro and small enterprises 355    
 

    
 

   

   
 

   

   

 

   

       
 
 

Fink, M., Koller, M., Gartner, J., Floh, A. and Harms, R. (2020) ‘Effective entrepreneurial 
marketing on Facebook–a longitudinal study’, Journal of Business Research, Vol. 113, 
pp.149–157, https://doi.org/10.1016/j.jbusres.2018.10.005 

Fiseha, G.G. and Oyelana, A.A. (2015) ‘An assessment of the roles of small and medium 
enterprises (SMEs) in the local economic development (LED) in South Africa’, Journal of 
Economics, Vol. 6, No. 3, pp.280–290, https://www.tandfonline.com/doi/abs/10.1080/ 
09765239.2015.11917617 

Fombang, M.S. and Adjasi, C.K. (2018) ‘Access to finance and firm innovation’, Journal of 
Financial Economic Policy, Vol. 10, No. 1, pp.73–94, https://doi.org/10.1108/JFEP-10-2016-
0070 

Franco, M., Haase, H. and Pereira, A. (2016) ‘Empirical study about the role of social networks  
in SME performance’, Journal of Systems and Information Technology, Vol. 18, No. 4,  
pp.383–403, https://doi.org/10.1108/JSIT-06-2016-0036 

Gao, L. and Bai, X. (2014) ‘A unified perspective on the factors influencing consumer acceptance 
of internet of things technology’, Asia Pacific Journal of Marketing and Logistics, Vol. 26, 
No. 2, pp.211–231, https://doi.org/10.1108/APJML-06-2013-0061 

Garson, D. (2016) Partial Least Squares: Regression and Structural Equation Models, Statistical 
Associates Publishers.tam, Asheboro, North Carolina. 

Girma, S., Gong, Y. and Görg, H. (2008) ‘Foreign direct investment, access to finance, and 
innovation activity in Chinese enterprises’, The World Bank Economic Review, Vol. 22, No. 2, 
pp.367–382, https://doi.org/10.1093/wber/lhn009 

Goldooz, A. and Zakery, A. (2024) ‘Assessing the impact of digitalisation on the export 
performance of Iranian SMEs: the mediating role of export readiness’, International Journal 
of Globalisation and Small Business, Vol. 14, No. 1, pp.86–106, https://doi.org/10.1504/ 
IJGSB.2024.138681 

Hair, J. and Alamer, A. (2022) ‘Partial least squares structural equation modeling (PLS-SEM) in 
second language and education research: guidelines using an applied example’, Research 
Methods in Applied Linguistics, Vol. 1, No. 3, pp.1–18, https://doi.org/10.1016/j.rmal.2022. 
100027 

Hair, J.F., Black, W.C., Anderson, R.E. and Babin, B.J. (2010) Multivariate Data Analysis, 7th ed., 
Pearson Prentice Hall, Upper Saddle River, New Jersey. 

Hair, J.F., Hult, T.M., Ringle, C.M., Sarstedt, M., Danks, N.P. and Ray, S. (2021) Ebook: Partial 
Least Squares Structural Equation Modeling (PLS-SEM) Using R A Workbook, Springer, 
Switzerland, https://library.oapen.org/handle/20.500.12657/51463 

Hamdani, N.A., Ramadani, V., Anggadwita, G., Maulida, G.S., Zuferi, R. and Maalaoui, A. (2023) 
‘Gender stereotype perception, perceived social support and self-efficacy in increasing 
women’s entrepreneurial intentions’, International Journal of Entrepreneurial Behavior and 
Research, Vol. 29, No. 6, pp.1290–1313, https://doi.org/10.1108/IJEBR-02-2023-0157 

Harini, S., Pranitasari, D., Said, M. and Endri, E. (2023) ‘Determinants of SME performance: 
evidence from Indonesia’, Problems and Perspectives in Management, Vol. 21, No. 1, 
pp.471–481, https://doi.org/10.21511/ppm.21(1).2023.40 

Hatak, I., Kautonen, T., Fink, M. and Kansikas, J. (2016) ‘Innovativeness and family-firm 
performance: the moderating effect of family commitment’, Technological Forecasting and 
Social Change, Vol. 102, pp.120–131, https://doi.org/10.1016/j.techfore.2015.02.020 

Henseler, J., Ringle, C.M. and Sarstedt, M. (2015) ‘A new criterion for assessing discriminant 
validity in variance-based structural equation modelling’, Journal of the Academy of 
Marketing Science, Vol. 43, No. 1, pp.115–135, https://doi.org/10.1007/s11747-014-0403-8 

Hillebrand, S., Teichert, T. and Steeger, J. (2020) ‘Innovation in family firms: an agency and 
resource-based lens on contingencies of generation and management diversity’, British 
Journal of Management, Vol. 31, No. 4, pp.792–810, https://doi.org/10.1111/1467-8551. 
12375 



   

 

   

   
 

   

   

 

   

   356 I. Puspitowati et al.    
 

    
 

   

   
 

   

   

 

   

       
 
 

Hu, Q., Hughes, M. and Hughes, P. (2022) ‘Family-unique resources, marketing resources, and 
family owners’ willingness to pursue radical innovation: a model and test’, Journal of 
Business Research, Vol. 146, pp.264–276, https://doi.org/10.1016/j.jbusres.2022.03.082 

Ismail, I.J. (2022) ‘Why did I join networks? the moderating effect of risk-taking propensity on 
network linkage and the performance of women-owned businesses’, Vilakshan-XIMB Journal 
of Management, Vol. 21, No. 1, pp.33–43, http://dx.doi.org/10.1108/XJM-05-2022-0113 

Issau, K., Acquah, I.S.K., Gnankob, R.I. and Hamidu, Z. (2021) ‘Innovation orientation and 
performance of small and medium-sized enterprises (SMES) in Ghana: evidence from 
manufacturing sector’, Innovation and Management Review, Vol. 19, No. 4, pp.290–305, 
https://doi.org/10.1108/INMR-07-2020-0092 

Jabeen, F., Faisal, M.N., Al Matroushi, H. and Farouk, S. (2019) ‘Determinants of innovation 
decisions among emirati female-owned small and medium enterprises’, International Journal 
of Gender and Entrepreneurship, Vol. 11, No. 4, pp.408–434, https://doi.org/10.1108/IJGE-
02-2019-0033 

Jha, P. and Alam, M.M. (2022) ‘Antecedents of women entrepreneurs’ performance: an empirical 
perspective’, Management Decision, Vol. 60, No. 1, pp.86–122, https://doi.org/10.1108/MD-
07-2020-0849 

Jones, P., Simmons, G., Packham, G., Beynon-Davies, P. and Pickernell, D. (2014) ‘An exploration 
of the attitudes and strategic responses of sole-proprietor micro-enterprises in adopting 
information and communication technology’, International Small Business Journal, Vol. 32, 
No. 3, pp.285–306, https://doi.org/10.1177/0266242612461802 

Kafetzopoulos, D. (2022) ‘Performance management of SMEs: A systematic literature review for 
antecedents and moderators’, International Journal of Productivity and Performance 
Management, Vol. 71, No. 1, pp.289–315, https://doi.org/10.1108/IJPPM-07-2020-0349 

Kar, B. and Ahmed, Y.A. (2022) ‘Exploring kin and family support to young firms in Ethiopia’, 
African Journal of Economic and Management Studies, Vol. 13, No. 3, pp.385–401, 
https://doi.org/10.1108/AJEMS-05-2021-0199 

Karabulut, A.T. (2015) ‘Effects of innovation types on performance of manufacturing firms in 
Turkey’, Procedia-Social and Behavioral Sciences, Vol. 195, pp.1355–1364, https://doi.org/ 
10.1016/j.sbspro.2015.06.322 

Kotane, I. and Kuzmina-Merlino, I. (2017) ‘Analysis of small and medium sized enterprises’ 
business performance evaluation practice at transportation and storage services sector in 
Latvia’, Procedia Engineering, Vol. 178, pp.182–191, https://doi.org/10.1016/j.proeng.2017. 
01.093 

Lee, Y.Y. and Falahat, M. (2019) ‘The impact of digitalisation and resources on gaining 
competitive advantage in international markets: mediating role of marketing, innovation and 
learning capabilities’, Technology Innovation Management Review, Vol. 9, No. 11, pp.26–38, 
http://doi.org/10.22215/timreview/1281 

Lestari, S.D., Leon, F.M., Widyastuti, S., Brabo, N.A. and Putra, A.H.P.K. (2020) ‘Antecedents 
and consequences of innovation and business strategy on performance and competitive 
advantage of SMEs’, The Journal of Asian Finance, Economics and Business, Vol. 7, No. 6, 
pp.365–378, https://doi.org/10.13106/jafeb.2020.vol7.no6.365 

Lu, J. and Zhang, G. (2016) ‘The effect of customer orientation and entrepreneurial orientation on 
performance of SMEs: comparison between Chinese and South Korean SMEs’, Global 
Journal of Management and Business Research: Administration and Management, Vol. 16, 
No. 12, pp.1–17, https://scholar.google.com/scholar?hl=id&as_sdt=0%2C5&q=The+effect+ 
of+customer+orientation+and+entrepreneurial+orientation+on+performance+of+SMEs%3A+
Comparison+between+Chinese+and+South+Korean+SMEs%E2%80%99&btnG= 

Maharajh, R., Dhliwayo, S. and Chebo, A.K. (2024) ‘The influence of family dynamics on business 
performance: does effective leadership matter?’, Journal of Family Business Management, 
Vol. 14, No. 3, pp.515–533, https://doi.org/10.1108/JFBM-04-2023-0058 

 



   

 

   

   
 

   

   

 

   

    Improving the business performance of women’s micro and small enterprises 357    
 

    
 

   

   
 

   

   

 

   

       
 
 

Martinez-Alonso, R., Martinez-Romero, M.J. and Rojo-Ramirez, A.A. (2022) ‘Refining the 
influence of family involvement in management on firm performance: the mediating role of 
technological innovation efficiency’, BRQ Business Research Quarterly, Vol. 25, No. 4, 
pp.337–351, https://doi.org/10.1177/2340944420957330 

Matekenya, W. and Moyo, C. (2022) ‘Innovation as a driver of SMME performance in South 
Africa: a quantile regression approach’, African Journal of Economic and Management 
Studies, Vol. 13, No. 3, pp.452–467, https://doi.org/10.1108/AJEMS-06-2021-0306 

Meressa, H.A. (2020) ‘Growth of micro and small scale enterprises and its driving factors: 
empirical evidence from entrepreneurs in emerging region of Ethiopia’, Journal of Innovation 
and Entrepreneurship, Vol. 9, pp.1–22, https://doi.org/10.1186/s13731-020-00121-9 

Ming, K.L.Y. and Jais, M. (2022) ‘Factors affecting the intention to use e-wallets during the 
COVID-19 pandemic’, Gadjah Mada International Journal of Business, Vol. 24, No. 1, 
pp.82–100, https://doi.org/10.22146/gamaijb.64708 

Muafi, M. (2020) ‘A nexus among strategic orientation, social network, knowledge sharing, 
organizational innovation, and MSMEs performance’, The Journal of Asian Finance, 
Economics and Business (JAFEB), Vol. 7, No. 6, pp.327–338, https://doi.org/10.13106/ 
jafeb.2020.vol7.no6.327 

Neneh, B.N. (2017) ‘Family support and performance of women-owned enterprises: the mediating 
effect of family-to-work enrichment’, The Journal of Entrepreneurship, Vol. 26, No. 2, 
pp.196–219, https://doi.org/10.1177/0971355717716762 

Neneh, B.N. and Welsh, D.H. (2022) ‘Family support and business performance of South African 
female technology entrepreneurs’, International Journal of Entrepreneurial Behaviour and 
Research, Vol. 28, No. 6, pp.1631–1652, https://doi.org/10.1108/IJEBR-05-2021-0402 

Nu’man, A.H., Nurwandi, L., Bachtiar, I., Aspiranti, T. and Pratama, I. (2020) ‘Social networking, 
and firm performance: mediating role of comparative advantage and sustainable supply chain’, 
Int. J. Sup. Chain. Mgt, Vol. 9, No. 3, pp.664–673, http://excelingtech.co.uk/ 

Nursini, N. (2020) ‘Micro, small, and medium enterprises (MSMEs) and poverty reduction: 
empirical evidence from Indonesia’, Development Studies Research, Vol. 7, No. 1,  
pp.153–166, https://doi.org/10.1080/21665095.2020.1823238 

OECD (2005) Oslo Manual: Guidelines for Collecting and Interpreting Innovation Data,  
Manuel d’Oslo 3rd ed., Organisation for Economic Co-operation and Development Statistical 
Office of the European Communities, France, pp.1–163, https://www.oecd.org/content/ 
dam/oecd/en/publications/reports/2005/11/oslo-manual_g1gh5dba/9789264013100-en.pdf 

Ortiz-Ospina, E. (2019) The Importance of Social Networks for Innovation and Productivity, 7 
November, https://ourworldindata.org/social-networks-innovation-and-productivity 

Osorio, A.E., Settles, A. and Shen, T. (2017) ‘Does family support matter? The influence of 
support factors on entrepreneurial attitudes and intentions of college students’, Academy of 
Entrepreneurship Journal, Vol. 23, No. 1, pp.24–43, https://www.proquest.com/openview/ 
ce8e4100aac28b36c2193a66fd88be44/1?pq-origsite=gscholar & cbl=29726 

Panda, S. (2018) ‘Constraints faced by women entrepreneurs in developing countries: review and 
ranking’, Gender in Management: An International Journal, Vol. 33, No. 4, pp.315–331, 
https://doi.org/10.1108/GM-01-2017-0003 

Parida, V., Westerberg, M. and Frishammar, J. (2012) ‘Inbound open innovation activities in high-
tech SMEs: The impact on innovation performance’, Journal of Small Business Management, 
Vol. 50, No. 2, pp.283–309, https://doi.org/10.1111/j.1540-627X.2012.00354.x 

Pergelova, A. and Angulo-ruiz, F. (2014) ‘The impact of government financial support on the 
performance of new firms: the role of competitive advantage as an intermediate outcome’, 
Entrepreneurship and Regional Development, Vol. 26, Nos. 9–10, pp.663–705, https://doi.org/ 
10.1080/08985626.2014.980757 

Pratono, A.H. (2018) ‘From social network to firm performance: the mediating effect of trust, 
selling capability and pricing capability’, Management Research Review, Vol. 41, No. 6, 
pp.680–700, https://doi.org/10.1108/MRR-03-2017-0080 



   

 

   

   
 

   

   

 

   

   358 I. Puspitowati et al.    
 

    
 

   

   
 

   

   

 

   

       
 
 

Prijadi, R., Wulandari, P., Desiana, P.M., Pinagara, F.A. and Novita, M. (2020) ‘Financing needs of 
micro-enterprises along their evolution’, International Journal of Ethics and Systems, Vol. 36, 
No. 2, pp.263–284, https://doi.org/10.1108/IJOES-05-2018-0071 

Rajala, A. and Hautala-Kankaanpää, T. (2023) ‘Exploring the effects of SMEs’ platform-based 
digital connectivity on firm performance–the moderating role of environmental turbulence’, 
Journal of Business and Industrial Marketing, Vol. 38, No. 13, pp.15–30, https://doi.org/ 
10.1108/JBIM-01-2022-0024 

Ramadani, V., Gërguri, S., Dana, L.P. and Tašaminova, T. (2013) ‘Women entrepreneurs in the 
Republic of Macedonia: waiting for directions’, International Journal of Entrepreneurship 
and Small Business, Vol. 19, No. 1, pp.95–121, https://dx.doi.org/10.1504/IJESB.2013.05 
4330 

Rangone, A. (1999) ‘A resource-based approach to strategy analysis in small-medium sized 
enterprises’, Small Business Economics, Vol. 12, No. 3, pp.233–248, https://doi.org/10.1023/ 
A: 1008046917465 

Reçica, F., Hashi, I., Jackson, I. and Krasniqi, B.A. (2019) ‘Innovation and the export performance 
of firms in transition economies: the relevance of the business environment and the stage of 
transition’, International Journal of Entrepreneurship and Small Business, Vol. 38, No. 4, 
pp.476–506, https://doi.org/10.1504/IJESB.2019.104141 

Restrepo-Morales, J.A., Loaiza, O.L. and Vanegas, J.G. (2019) ‘Determinants of innovation: a 
multivariate analysis in Colombian micro, small and medium-sized enterprises’, Journal of 
Economics, Finance and Administrative Science, Vol. 24, No. 47, pp.97–112, https://doi.org/ 
10.1108/JEFAS-09-2018-0095 

Safitri, L.S., Suharno, S. and Jahroh, S. (2019) ‘Kinerja usaha wirausaha perempuan “GUREM” 
penerima kredit di desa Cihideung Ilir, kecamatan Ciampea, kabupaten Bogor’, 
Sosiohumaniora, Vol. 21, No. 2, pp.144–149, https://doi.org/10.24198/sosiohumaniora.v21i2. 
11408 

Sanchez-Riofrio, A.M., Lupton, N.C. and Rodríguez-Vásquez, J.G. (2022) ‘Does market 
digitalisation always benefit firms? The Latin American case’, Management Decision,  
Vol. 60, No. 7, pp.1905–1921, https://doi.org/10.1108/MD-01-2021-0117 

Sanzo-Perez, M.J., Álvarez-González, L.I. and Rey-García, M. (2015) ‘How to encourage social 
innovations: a resource-based approach’, The Service Industries Journal, Vol. 35, Nos. 7–8, 
pp.430–447, https://doi.org/10.1080/02642069.2015.1015517 

Sekaran, U. and Bougie, R. (2016) Research Methods for Business, 7th ed., Wiley, USA. 
Shen, L., Sun, C. and Ali, M. (2021) ‘Role of servitization, digitalisation, and innovation 

performance in manufacturing enterprises’, Sustainability, Vol. 13, No. 17, pp.1–17, 
https://doi.org/10.3390/su13179878 

Sklyar, A., Kowalkowski, C., Tronvoll, B. and Sörhammar, D. (2019) ‘Organizing for digital 
servitization: a service ecosystem perspective’, Journal of Business Research, Vol. 104, 
pp.450–460, https://doi.org/10.1016/j.jbusres.2019.02.012 

Solihin, M. (2021) Analisis SEM-PLS untuk hubungan non-linier dalam penelitian sosial dan 
bisnis, https://web.iaiglobal.or.id/assets/files/file_publikasi/Workshop%20Kuantitatif_SEM-
PLS_SNA24_Mahfud_Final.pdf 

Suardhika, I.N., Yuesti, A., Sudja, I.N. and Latupeirissa, J.J.P. (2018) ‘Innovation strategy based on 
resource-based theory perspective and its impact on small and medium business performance’, 
International Journal of Sustainability, Education, and Global Creative Economic 
(IJSEGCE), Vol. 1, No. 1, pp.44–55, https://doi.org/10.1234/ijsegce.v1i1.14 

Suder, M., Duda, J., Kusa, R. and Mora-Cruz, A. (2024) ‘At the crossroad of digital and tourism 
entrepreneurship: mediating effect of digitalisation in hospitality industry’, European Journal 
of Innovation Management, Vol. 27, No. 4, pp.1057–1081, https://doi.org/10.1108/EJIM-08-
2022-0422 

Sugiyono (2020) Metode Penelitian Kuantitatif, Kualitatif dan R and D, Alfabeta, Bandung. 
 



   

 

   

   
 

   

   

 

   

    Improving the business performance of women’s micro and small enterprises 359    
 

    
 

   

   
 

   

   

 

   

       
 
 

Sullivan, G. and Feinn (2012) ‘Using effect size–or why the P value is not enough’, Journal of 
Graduate Medical Education, Vol. 4, No. 3, pp.279–282, https://doi.org/10.4300/JGME-D-12-
00156.1 

Tambunan, T.H. (2021) UMKM Di Indonesia: Perkembangan, Kendala, Dan Tantangan’, Prenada, 
Indonesia. 

Tandrayen-Ragoobur, V. and Kasseeah, H. (2017) ‘Is gender an impediment to firm performance? 
Evidence from small firms in Mauritius’, International Journal of Entrepreneurial Behavior 
and Research, Vol. 23, No. 6, pp.952–976, https://doi.org/10.1108/IJEBR-11-2016-0385 

Taouab, O. and Issor, Z. (2019) ‘Firm performance: definition and measurement models’, 
European Scientific Journal, Vol. 15, No. 1, pp.93–106, http://dx.doi.org/10.19044/esj.2019. 
v15n1p.93 

Thai, Q.H. and Mai, K.N. (2023) ‘Does entrepreneurial financial support guarantee new ventures’ 
performance via competitive advantage and innovation? empirical answers from Ho Chi Minh 
City region, Vietnam’, Sustainability, Vol. 15, No. 21, pp.1–29, https://doi.org/10.3390/ 
su152115519 

The Small-Medium Enterprises, Trade and Labour Cooperative Service office (2023) Data jumlah 
KUKM menurut Kecamatan di Kabupaten Belitung tahun 2022, https://data.belitung.go 
.id/dataset/data-jumlah-kukm-menurut-kecamatan-di-kabupaten-belitung-tahun-2022 

Tokarczyk, J., Hansen, E., Green, M. and Down, J. (2007) ‘A resource-based view and market 
orientation theory examination of the role of “familiness” in family business success’, Family 
Business Review, Vol. 20, No. 1, pp.17–31. 

Tran, K.D.P., Thuy. Vo, T.N. and tram, T.N.B. (2023) ‘The effect of innovation on competitive 
advantage and SMEs performance in Vietnam: the moderating role of customer orientation’, 
International Journal of Innovation Science, Vol. 16, No. 6, pp.1052–1076, https://doi.org/ 
10.1108/IJIS-08-2022-0161 

Tundui, H.P. and Tundui, C.S. (2021) ‘Marriage and business performance: the case of women-
owned micro and small businesses in Tanzania’, Journal of Entrepreneurship in Emerging 
Economies, Vol. 13, No. 5, pp.1287–1308, https://doi.org/10.1108/JEEE-06-2020-0202 

Vinzi, V.E., Chin, W.W., Henseler, J. and Wang, H. (2010) Handbook of Partial Least Squares, 
Berlin, Springer. 

Vrontis, D., Chaudhuri, R. and Chatterjee, S. (2022) ‘Adoption of digital technologies by SMEs for 
sustainability and value creation: moderating role of entrepreneurial orientation’, 
Sustainability, Vol. 14, No. 13, pp.1–19, https://doi.org/10.3390/su14137949 

Wahyuni, N.M. and Sara, I.M. (2020) ‘The effect of entrepreneurial orientation variables on 
business performance in the SME industry context’, Journal of Workplace Learning, Vol. 32, 
No. 1, pp.35–62, https://doi.org/10.1108/JWL-03-2019-0033 

Weldeslassie, H.A., Vermaack, C., Gebrekirstos, K., Minwuyelet, K., Tsegay, M., Tekola, N.H. 
and Gidey, Y. (2019) ‘Contributions of micro, small and medium enterprises (MSMEs) to 
income generation, employment and GDP: case study Ethiopia’, Journal of Sustainable 
Development, Vol. 12, No. 3, pp.46–81, https://www.ccsenet.org/journal/index.php/ 
jsd/article/view/0/39602 

Welsh, D.H., Kaciak, E. and Shamah, R. (2018) ‘Determinants of women entrepreneurs’ firm 
performance in a hostile environment’, Journal of Business Research, Vol. 88, pp.481–491, 
https://doi.org/10.1016/j.jbusres.2017.12.015 

Wernerfelt, B. (1984) ‘A resource-based view of the firm’, Strategic Management Journal, Vol. 5, 
No. 2, pp.171–180, https://doi.org/10.1002/smj.4250050207 

Wolf, E.J., Harrington, K.M., Clark, S.L. and Miller, M.W. (2013) ‘Sample size requirements for 
structural equation models: an evaluation of power, bias, and solution propriety’, Educational 
and Psychological Measurement, Vol. 73, No. 6, pp.913–934, https://doi.org/10.1177/00131 
64413495237 

 
 



   

 

   

   
 

   

   

 

   

   360 I. Puspitowati et al.    
 

    
 

   

   
 

   

   

 

   

       
 
 

World Bank (2016) Women-Owned SMEs in Indonesia: A Golden Opportunity for Local Financial 
Institutions – Market Research Study, International Finance Corporation in partnership with 
USAID, https://documents1.worldbank.org/curated/en/691661477568338609/pdf/109534-
WP-ENGLISH-SME-Indonesia-Final-Eng-PUBLIC.pdf 

Xie, X. and Lv, J. (2016) ‘Social networks of female tech-entrepreneurs and new venture 
performance: the moderating effects of entrepreneurial alertness and gender discrimination’, 
International Entrepreneurship and Management Journal, Vol. 12, pp.963–983, https://doi. 
org/10.1007/s11365-016-0413-8 

Yasa, N.N.K., Adnyani, I.G.A.D. and Rahmayanti, P.L.D. (2020) ‘The influence of social media 
usage on the perceived business value and its impact on business performance of silver craft 
smes in celuk village, gianyar-bali’, Academy of Strategic Management Journal, Vol. 19,  
No. 1, pp.1–10, https://www.proquest.com/openview/6cfb625920e83500dd31ac89a5abbb5d/ 
1?pq-origsite=gscholar & cbl=38745 

 


