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Abstract. Digital communication is important in empowering small and medi-

um-sized enterprises (SMEs). This article discusses the conceptual framework 

for digital communication and other factors influencing entrepreneur empow-

erment and SME performance. A documentation technique was used to collect 

data. Relevant empirical literature published in international journals indexed 

by Scopus during 2012-2022 was selected. The search was limited to the Eng-

lish language. A total of 50 articles were evaluated. This review proves that en-

trepreneur characteristics, SME characteristics, digital communications tech-

nology adoption, human capacity, digital activities, and external factors are re-

lated to entrepreneur empowerment and SME performance. This research 

should continue with studies using quantitative and qualitative methods applied 

to different SMEs. Questionnaires, in-depth interviews, and focus group discus-

sions (FGD) can be added to the data collection technique. The selected articles 

should be collected from international journals indexed by Scopus and Clarivate 

Analytics Web of Science (WoS), Google Scholar, and other platforms. The re-

sults can be useful for researchers and practitioners in digital communication in 

SMEs. 

Keywords: Digital Communication, digital enablers, entrepreneur empower-

ment, external support, human capital, innovation activities, SME performance, 

and technology adoption. 

1 Introduction 

Digital communication plays an important role in strengthening the entrepreneurial 

capabilities and performance of SMEs. The adoption of digital communication tech-

nologies is important to promote the development of small businesses. Compared to 

large enterprises, SMEs still face a digital communication gap that affects the sustain-

ability of SMEs [1]. Barriers to adopting digital communication in SMEs include 

insufficient understanding of digital technology and a lack of required skills [2]. Lack 

of trust in service providers or platforms, technological complexity, lack of SMEs 

stakeholder and community competency in using digital communications, long im-

plementation timelines, and need for additional infrastructure or equipment [3]. SMEs 

actors have not been able to adopt digital communication media because they do not 

have an adequate security system to protect against hacking and malware [1].  
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Adopting digital communication allows businesses to reach consumers on a na-

tional and international scale, which helps them expand their markets and increase 

competitiveness. Adopting digital communication can also optimize business process-

es, enabling faster delivery and payment and reducing operational costs such as store 

rental and stock expenses. This, in turn, allows businesses to provide better services to 

consumers by offering more complete product information, attractive promos and 

discounts, and superior customer service. If businesses that own physical stores do not 

use digital communication, they could miss significant business opportunities and find 

it challenging to compete with others who have adopted digital communication. Fur-

thermore, businesses not adopting digital communication media may lose customers 

who prefer to shop online. Therefore, adopting digital communication is becoming 

increasingly critical for business actors to remain competitive and maintain their busi-

ness in this digital era. 

This literature study is crucial because, unlike previous research models that fo-

cused on either internal or external factors that affect the empowerment of business 

actors, this research refines the previous model by combining internal and external 

factors and includes the level of adoption of digital communication to encourage the 

empowerment of business actors and the performance of MSMEs. The factors in-

volved in this model are entrepreneur characteristics, SMEs characteristics, human 

capital, digital communication adoption, environmental factors, digital enablers, and 

innovation activities. This model can provide recommendations for business actors, 

the government, and other stakeholders by applying these factors to improve the em-

powerment of business actors and the performance of SMEs in the digital era. 

2 Methods 

This article discusses the conceptual framework of digital communication and other 

factors that influence entrepreneurial empowerment and small and medium-sized 

enterprises (SMEs) performance. Data collection was conducted using a documenta-

tion technique. Relevant empirical literature published in international journals in-

dexed by Scopus during 2012-2022 was selected. The search was limited to the Eng-

lish language. A total of 50 articles were reviewed. 

3 Results and Discussion  

3.1 Characteristics of The SME Actors 

Individual characteristics are special qualities of a person. Demographic variables 

describe a person's characteristics, e.g., gender education; physical health variables, 

e.g., subjective health and the number of health conditions; and psychological factors, 

e.g., motivation and locus of control [4]. 

 Demography comes from two Greek words, namely Demo, which means peo-

ple, and Graphos, which means writing. This term was first used by a Belgian statisti-

cian, Achille Guillard, in 1855 in the title of his book Elements de statistique hu-

maine: Ou demographie compare. Demography is the study of human populations, 

especially regarding the size, structure, and development of humans. One focus of 

human demography is population composition, defined in terms of individual charac-

teristics. Individual characteristics consist of two kinds, namely characteristics that 
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are brought from birth because they never change during a person's life, such as place 

of birth, gender, and age, while individual characteristics that are not brought from 

birth, such as place of residence, work, marital status, and educational attainment. [5].  

 Abotsi et al. examined the relationship between SME actors' characteristics and 

SME actors' decisions to manage risk. The demographic factors characteristic of SME 

actors and associated with the ability to manage risk to improve SME performance, 

profitability, and sustainability are age, education, gender, marital status, number of 

family members of the business actors, experience, and knowledge. The results of the 

study show that education and gender influence SME actors' decisions to manage risk 

[6].  

 Burke and El-Kot analyze the relationship between the characteristics of SME 

actors and the effectiveness of using human resource management practices, which 

also affect MSME performance. The demographic factors of SME actors consist of 

age (25-35, 36-45, 46-55, > 55), the number of years they have been entrepreneurs 

(<5, 6-10, > 11), gender (male or female), education level (high school, college grad-

uate, college graduate, post-graduate), and the number of years they have been entre-

preneurs in the current MSME (< 5, 6-10, > 11). The level of education of business 

actors, gender, and experience as a business actor is not significantly related to the 

effectiveness of human resource management practices on SME performance [7]. 

 Chaowai et al. analyzed the relationship between SME owner characteristics and 

transformational leadership. The demographic characteristics of MSME stakeholders 

consist of gender (male and female), age (< 40, 41–50, 51–60, > 60), education, dura-

tion of business (1–5, 6–10, 11–15, > 15), number of employees (0–50, 51-100, 101–

150), business category of medical devices (medical materials, medical products, 

other medical, services and software, reagents and diagnostic equipment). The study 

results show that most 65.5% of entrepreneurs are men; 83% are between 41-50 years 

old. In terms of education level, 45.5% have a master's degree. The duration of busi-

ness activity was 6-10 years, representing 47.2% of the sample. 57.4% work in com-

panies with 51-100 employees. For the medical equipment business category, medical 

materials account for 39%. Age, education level, and duration of business can explain 

the variation of transformational leadership with 49% percent significance at the 0.05 

level. This has the strongest relationship with transformational leadership [8].  

 Cocker et al. examine the incidence and consequences of psychological pressure 

on SME owners. The demographic factors of SME actors studied consisted of age, 

gender (male or female), education, type of industry (service, health, construction, 

retail, innovation, science, technology, finance, manufacturing, transportation, agri-

culture, tourism, wholesale, mining, and others) [9].  

 Eze et al. examined the demographic factors for SME adoption of mobile mar-

keting technology. The demographic factors of SME actors consist of experience, age, 

education, gender, and location of SMEs. The results show that the experience, age, 

and education level of SME leaders are statistically significant, and the location of the 

enterprise significantly moderates the adoption of mobile marketing technology. Gen-

der also influences the adoption of mobile marketing technologies in SMEs [11]. 
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Based on this description, the indicators to be studied for characteristics of The 

SME actors are gender, age, marital status, formal education, residence, monthly in-

come, and length of business experience. 

3.2 SME Characteristics 

Abotsi et al., in their study, investigated the characteristics of enterprises to reduce 

risk and improve the performance, profitability, and sustainability of MSMEs, namely 

the type of enterprise, the skills of employees, the number of business owners, and the 

location of the enterprise. The study results show that all business characteristics of 

MSMEs influence the decision to manage risk [6]. 

 Burke and El-Kot analyze the relationship between the characteristics of SMEs 

and the effectiveness of using human resource management practices, which also 

affect the performance of SMEs. The characteristics of the enterprises in this study 

were the age of SMEs (< 5, up to 10, 11-15, > 15), the presence of a department HR 

(yes or no), ownership (family-owned businesses, non-family-owned businesses), the 

number of employees (< 100, 100- 500, 501-1000, > 1000), the presence of profes-

sional staff (yes or no), the industry sector (manufacturing, retail, service, wholesale, 

distribution). The age of SMEs and the industrial sector are not significantly related to 

the effectiveness of human resource management practices on SME performance [7]. 

 Vasan analyzes the characteristics of the enterprise, namely the age of the enter-

prise, the location of the enterprise, and the type of the enterprise. Enterprise charac-

teristics such as the age of the enterprise, the location of the enterprise, and the type of 

the enterprise affect enterprise performance. The study concludes that enterprise char-

acteristics are significantly related to SME performance [12]. 

From the description, the indicators of SME characteristics to be studied are the 

type of business, the duration of the business, the number of employees, and the loca-

tion of the business. 

3.3  Digital Communication 

Prompt, timely, relevant, and effective communication with customers and suppliers 

is the backbone of business and marketing. When customers and other stakeholders 

can chat live and discuss issues, complaints, questions, and other matters with compa-

ny representatives, it builds trust and acceptance of the company's quality of service. 

This type of activity is now possible through digital communication media. Custom-

ers can interact directly with company representatives via the Internet until they are 

completely satisfied and receive complete answers to their questions and complaints. 

A well-designed and informative complete web portal or e-commerce website of the 

company that explains and presents all relevant and possible details about products 

and services. Live chat has no better competition. It is an innovative tool in the mod-

ern era to reach customers on a large scale with all the attributes they want to com-

municate and share. Tweeting and live chat can be very useful for SMEs. SMEs can 

benefit through better and faster communication, increased revenue, and significant 

expense savings. Emails, ads, blogs, and landing pages can be effective communica-
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tion tools to reach customers about a business. SMEs can inform their customers 

about the arrival of new goods, new products/services, and the launch of offers and 

campaigns. Corporate communication through digital media is immediate and effec-

tive, leading to more extended contacts. Long-term continuity of contacts is ensured. 

Customers are always within reach and can communicate with companies when need-

ed [13]. 

3.4  Digital Enablers 

Digital enablers play an important role in transforming knowledge through digitiza-

tion for technopreneurs [14]–[16]. It enables new business ideas by developing inno-

vations and enhancing existing capabilities for better outcomes [14], [17], [18]. In this 

way, it strengthens digital transformation by providing a single point of knowledge 

that can be leveraged to develop new value outcomes for successful technopreneurs. 

Moreover, entrepreneurial skills also play an important role in continuous learning 

associated with entrepreneurial skills and a sense of results [14], [19], [20]. Moreover, 

it is a way for successful entrepreneurs to focus on innovative thinking and foster 

organizational capacity to learn the necessary skills and understand future business 

outcomes [14], [18], [21]. Four indicators can measure the digital enablers of entre-

preneurs. They are digital communication, digital commerce, digital literacy, and 

digital access [14]. 

From this description, the digital enabler indicators to be studied are digital com-

munication, digital commerce, digital literacy, and digital access. 

3.5  Digital Communication Technology Adoption 

The degree of ICT integration and use has a significant impact on SME performance. 

ICT adoption can improve SME performance if the technology is properly integrated 

and used [22].  

Perceived Usefulness and Perceived Ease of Use 

There is a positive and significant relationship between perceived ease of use and 

perceived usefulness of digital media [23] 

Intensity of Technology Use 

The intensity of ICT use has a positive and statistically significant impact on the labor 

productivity of MSMEs [24].  

Based on this description, the indicators of the level of adoption of digital commu-

nication technology that will be studied are the perception of ease of use, perceived 

ease of use, and intensity of technology use. 
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3.6  Innovation Activities  

Shah et al. studied four innovation activities to improve MSME performance, namely 

product innovation, process innovation, marketing innovation, and organizational 

innovation. Product innovation is the development of novelties for current products or 

services that result in increased ease of use for customers and increased customer 

satisfaction; process innovation is the improvement of the quality of output in pro-

cesses, equipment, techniques, and software created; marketing innovation is the up-

dating of distribution channels without changing the logistics processes associated 

with the delivery of products or services; and organizational innovation is the updat-

ing of the human resource management system [25]. 

From this description, the indicators of innovation activity to be studied are prod-

uct innovation, process innovation, marketing innovation, and organizational innova-

tion. 

3.7  Human Capital 

Human capital is an important influencing factor for the digitization of SMEs. The 

increase in productivity at the microeconomic level is not only the result of technolog-

ical progress but also an effect of the diffusion of ICT at the level of human resources. 

SME actors need to be able to use this technology for companies to benefit from ICT 

adoption. The adoption of ICT in SMEs is an important factor for sustainable eco-

nomic development [26]. 

Leadership 

Leadership factor refers to the innovation that transforms ideas into quality results 

through technology. An entrepreneur needs leadership factors in innovation, which is 

competitive (Alkhoori et al., 2021). Management, which drives organizational per-

formance [14], [28]. And profitability, which focuses on business value as a competi-

tive advantage. [14], [29]. Thus, business leaders must be effective and ensure sus-

tainability by focusing on aligning the structure and role of business performance. The 

leadership factor has a deep-rooted commitment to find better ways to guide and 

demonstrate business performance. Organizations need leadership and technology 

management to achieve effective results. In addition, the leadership factor provides a 

plan, direction, and motivation to develop future development ideas for business val-

ue. Entrepreneurial capabilities can be measured by five indicators, namely decision 

evolution (power sharing and promoting responsibility), collaborative performance 

(sharing knowledge and ideas), agility (learning and seeking new ideas, promoting 

innovation), and goals and direction (inspiring and socializing). Shared goals and 

vision), and authentic (acting with integrity and earning trust) [14]. Entrepreneurial 

leadership and learning orientation have positive and significant impacts on SME 

performance [30].  
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Entrepreneurship Skills 

SME entrepreneurial skills can be measured by three indicators, namely interpersonal 

skills, critical thinking skills, and practical skills [14]. Entrepreneurial skills, namely 

commitment, organization, and leadership, as well as personal, are significantly relat-

ed to the success of SMEs [31].  

Knowledge 

MSME human resources must include skills such as teamwork, knowledge of market 

trends, and ability to carry out efficient strategic processes and decisions, as well as 

language skills, sales skills, and digital communication [32]. 

Business Experience 

The results show that profitability and productivity are positively related to the 

knowledge possessed by MSME owners before starting the company and general 

business knowledge obtained after the company was up and running. Experience as a 

result of working in a company in the same industry before starting a business is re-

lated to productivity [33]. 

Self-efficacy and Resilience 

Self-efficacy is the belief in one's ability to achieve something desired because it 

promotes the pursuit of human well-being and achievement. For this reason, self-

efficacy has a critical influence on feelings, thoughts, behavior, and intrinsic motiva-

tion. It activates personal belief in one's ability to achieve and enables one to under-

stand possible failure as a limitation that can be improved. Self-efficacy is a positive 

belief that it is possible to perform new or complex tasks to achieve the desired out-

come. Resilience is the universal capacity that enables an individual, group, or com-

munity to prevent, minimize, or overcome the harmful effects of adversity; as the 

ability of a dynamic system to successfully adapt to disturbances that threaten the 

system's functioning, survival or development; as the outcome of negotiations be-

tween individuals and their environment for resources that are defined as healthy 

amid conditions that are collectively viewed as adverse; and as the ability to use 

knowledge, attitudes, and skills to prevent, minimize, or overcome the harmful effects 

of crisis and adversity. Self-efficacy and resilience are two essential skills to succeed 

in today's complex situations characterized by digital transformation and the search 

for urgent solutions to unforeseen problems in the business world. Entrepreneurial 

skills are required to succeed professionally in today's job market. Today's complexity 

and uncertainty require these skills to realize global and digital transformation, create 

valuable products, and develop innovative services as a team. In this sense, skills that 

support behavior enable people to focus and be open to new things, create value, and 

communicate effectively. The nine competencies that shape the success of business 

actors are creativity and innovation, initiative, self-efficacy and resilience, strategic 

planning and evaluation, problem-solving, transformational leadership, clear and vis-

ual communication, teamwork, and networking [34]. 
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According to this description, the human capital indicators to be studied are leader-

ship, entrepreneurial skills, knowledge, experience, self-efficacy, and resilience. 

3.8  Environmental Factor 

Infrastructure Support 

The government should provide SME-based infrastructure to reduce operating costs 

and increase profitability to support MSMEs. The dimensions of legal-regulatory 

policy, human resource development, finance, infrastructure, marketing, technology, 

research, and development contribute to the sustainability of SMEs [35]. Government 

policies should improve ICT infrastructure, promote the technological externalities of 

small and medium-sized enterprises (SMEs) in the industry, and establish ICT re-

source centers to support SME performance [36]. 

Family Support 

Founders used five strategies to keep SME enterprises alive. The strategies are family 

support, selling on credit (buy now and pay later), groundwater to produce fresh water 

at low cost, paying great attention to wholesalers and retailers and good quality prod-

ucts, technology investment to save costs, and social networks [37]. The three types 

of family support studied (i.e., emotional, instrumental, and financial family support) 

were positively related to SME performance [38]. Family support, access to external 

financing, social networks, and allocation of resources are the most important sub-

criteria influencing female SME owners' decision to innovate [39]. Factors that signif-

icantly affect business performance are family support, product cycle, and credit utili-

zation [40]. 

Government Support 

Small and medium-sized enterprises (SMEs) are an important component of the EU 

economy. They are the main driver of the EU economy, employing two out of three 

workers, creating 85% of all new jobs, and generating about three-fifths of EU value 

added. The EU is aware of their potential and seeks to provide them with financial 

support to facilitate their development and also to innovate [41]. There are three main 

ways to apply start-up technologies to SMEs: government support ("business incuba-

tor"), crowdsourcing (involving different people who use their knowledge, experi-

ence, and creative skills to solve business problems [13]. Female SME owners priori-

tize government policies, research and development, innovation strategies, and skills 

development as the most important criteria influencing their innovation decisions 

[39]. Government support has the greatest direct influence on SME owners' intention 

to use e-commerce [42]. Personal factors, environment, and government support have 

a positive and significant influence on MSME success [43]. 

Based on this description, the environmental factors indicators to be studied are in-

frastructure support, family support, and government support. 
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3.9  Empowerment for entrepreneurship.  

Empowerment is the power that results from the interaction and articulation of culture 

and human initiative to work effectively and efficiently within the corridors of norms 

(ethical, social, religious, legal, and political) on which they are [44]. Empowerment 

in the context of society is the ability of individuals to join together in society and 

build the empowerment of the community in question. A society where most of its 

members are physically and mentally healthy, educated, strong, and innovative natu-

rally has a high level of empowerment. However, in addition to the physical values 

mentioned above, there are intrinsic values in the society that are also a source of 

empowerment, such as family values, cooperation, struggle, and, unique to Indonesian 

society (and some other countries), diversity. Community empowerment is the ele-

ment that enables a society to survive, develop, and progress in a dynamic sense. At 

the same time, community empowerment is an attempt to raise the dignity of those 

segments of society that, in their current state, cannot escape the trap of poverty and 

underdevelopment. In other words, empowerment is the enabling and empowering of 

the community [45]. Community empowerment is a fundamental element that allows 

a society to survive and develop dynamically by making progress. This community 

empowerment is the source of what is referred to in policy knowledge as national 

resilience. Community empowerment is an attempt to raise the dignity of those seg-

ments of society that, in their current state, cannot escape the trap of poverty and un-

derdevelopment. In other words, empowerment means enabling and empowering the 

community to create a prosperous family [46]. 

Ability to Make Decisions 

SME actors who have leadership and decision-making skills can effectively manage 

various technical and non-technical problems they face in their daily work. With high 

leadership skills, they can encourage employees to perform at high levels to work 

together to achieve organizational goals. SME actors effectively use and leverage the 

decision-making process to influence the internal and external environment of the 

business. Modern technologies can support decision-making; this is one of the capaci-

ty-building strategies developed by SME actors [47]. Decision-making strategy is an 

important factor for SMEs. Decision-making style (i.e., intuitive and/or rational) will 

moderate the relationship between the knowledge creation process and business per-

formance [48]. 

Ability to Work in a Team 

The results show that the profile of human resources should include skills such as the 

ability to work in a team, knowledge of market trends, the ability to carry out efficient 

strategic decisions and processes, language skills, sales skills, and digital communica-

tion [32].  
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Ability to Compete  

The use of ICT by SMEs can increase their competitiveness; the Internet offers SMEs 

the opportunity to compete on a level playing field with large companies. The adop-

tion of ICT is seen as a means to enable businesses to compete globally, increase 

efficiency, and build closer relationships with customers and suppliers. Therefore, the 

adoption of ICT is recognized as an important prerequisite that enables SMEs to con-

sider information and communication technology as an important implementation in 

their business to gain a competitive advantage in the global market [49]. 

Ability to Solve Problems 

SME actors who increase their knowledge and problem-solving capabilities can im-

prove the work capability and productivity of SMEs [50].  

Based on this description, the indicators of the level of empowerment to be studied 

are the ability to make decisions, the ability to work in a team, the ability to compete, 

and the ability to solve problems. 

3.10  SME Performance  

Improvement of Product Quality 

Quality is an important component in achieving competitiveness in providing prod-

ucts and services to their consumers or customers. Improving business processes, 

product and service quality, and increasing spending are factors in developing a better 

reputation (image), higher market share, and sustainable business results [51]. Passion 

and dedication, product and service quality, customer satisfaction, and hiring employ-

ees with the right skills can create a growth strategy for their business [52]. 

Improvement of Product Quantity 

With effective SME policies, products can be significantly improved in quality and 

quantity [53]. Some forms of innovation, such as investing in technology, improving 

the quality of products or services, or being present in foreign markets, can be very 

important for the growth and success of SMEs [54]. 

Improvement of Service 

Service quality is positively related to the financial performance of SMEs [55]. 

Improvement of Income 

To support the stability of small and medium enterprises, it is very important to opti-

mize information technology for product marketing, seize business opportunities, and 

increase income [56]. 

Based on this description, the indicators to be studied for the level of SME perfor-

mance are improvement of product quality, improvement of product quantity, im-

provement of service, and improvement of income. 
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Fig. 1. Conceptual framework of digital communication and its relationship to SME empower-

ment and performance 

4 Conclusion and Suggestions  

There are internal and external factors that influence SME entrepreneur empowerment 

and SME performance. The internal factors are entrepreneur characteristics, SME 

characteristics, human capital, digital communication technology adoption, digital 

enablers, and innovation activities. The external factors are infrastructure support, 

family support, and government support. This research shows that internal factors and 

external factors are related to entrepreneurs' empowerment and SMEs' performance.   

 This research should continue with studies using quantitative and qualitative 

methods and applied to different types of SMEs. Questionnaires, in-depth interviews, 

and focus group discussions (FGD) should be used to complete the data collection. 

The selected articles are not only from international journals indexed by Scopus but 

also from Clarivate Analytics, Web of Science (WoS), Google Scholar, and other 

platforms. The results can be useful for both researchers and practitioners in the field 

of digital communication in SMEs. 

References 

1. Y. Amornkitvikai, S. Y. Tham, C. Harvie, and W. W. Buachoom, ‘Barriers and Factors 

Affecting the E-Commerce Sustainability of Thai Micro-, Small- and Medium-Sized 

Enterprises (MSMEs),' Sustainability, vol. 14, no. 14, p. 8476, 2022, doi: 

10.3390/su14148476. 

Digital Communication and Its Relationship to SME             429



2. A. Ollerenshaw, J. Corbett, and H. Thompson, 'Increasing the digital literacy skills of 

regional SMEs through high-speed broadband access,' Small Enterp. Res., vol. 28, no. 2, 

pp. 115–133, 2021, doi: 10.1080/13215906.2021.1919913. 

3. I. Gregurec, M. T. Furjan, and K. Tomičić‐pupek, ‘The impact of covid‐19 on sustainable 

business models in smes’, Sustain., vol. 13, no. 3, pp. 1–24, 2021, doi: 

10.3390/su13031098. 

4. N. Notthoff, P. Reisch, and D. Gerstorf, 'Individual Characteristics and Physical Activity 

in Older Adults: A Systematic Review,' Gerontology, vol. 63, no. 5, pp. 443–459, 2017, 

doi: 10.1159/000475558. 

5. F. Yusuf, D. A. Swanson, and J. M. Martins, Methods of demographic analysis, vol. 

9789400767. Dordrecht: Springer Netherlands, 2014. 

6. A. K. Abotsi, G. Y. Dake, and R. A. Agyepong, ‘Factors influencing risk management 

decision of small and medium scale enterprises in Ghana’, Contemp. Econ., vol. 8, no. 4, 

pp. 397–414, 2014, doi: 10.5709/ce.1897-9254.153. 

7. R. J. Burke and G. El-Kot, 'Human Resource Management Practices in Small- and 

Medium-Sized Enterprises in Egypt,' J. Transnatl. Manag., vol. 19, no. 3, pp. 211–226, 

2014, doi: 10.1080/15475778.2014.929924. 

8. S. Chaowai et al., ‘Factors affecting the transformational leadership of small and medium 

medical device enterprises in Thailand’, Syst. Rev. Pharm., vol. 11, no. 10, pp. 1143–1149, 

2020. 

9. F. Cocker, A. Martin, J. Scott, A. Venn, and K. Sanderson, ‘Psychological distress, related 

work attendance, and productivity loss in small-to-medium enterprise owner/managers’, 

Int. J. Environ. Res. Public Health, vol. 10, no. 10, pp. 5062–5082, 2013, doi: 

10.3390/ijerph10105062. 

10. S. C. Eze, H. O. Awa, V. C. A. Chinedu-Eze, and A. O. Bello, ‘Demographic determinants 

of mobile marketing technology adoption by small and medium enterprises (SMEs) in 

Ekiti State, Nigeria’, Humanit. Soc. Sci. Commun., vol. 8, no. 1, 2021, doi: 

10.1057/s41599-021-00762-5. 

11. S. C. Eze, H. O. Awa, V. C. A. Chinedu-Eze, and A. O. Bello, ‘Demographic determinants 

of mobile marketing technology adoption by small and medium enterprises (SMEs) in 

Ekiti State, Nigeria’, Humanit. Soc. Sci. Commun., vol. 8, no. 1, pp. 1–11, 2021, doi: 

10.1057/s41599-021-00762-5. 

12. M. Vasan, ‘Moderating Effect of Demographic and Business Characteristics on 

Performance of Women Owned Small Enterprises: Empirical Evidence From India’, 

Serbian J. Manag., vol. 15, no. 2, pp. 319–333, 2020, doi: 10.5937/sjm15-21922. 

13. M. T. Nuseir, 'Digital media impact on SMEs performance in the UAE,' Acad. Entrep. J., 

vol. 24, no. 2, 2018. 

14. A. A. Alkhoori, S. Sedik, and S. A. Al-Shami, 'The Measurement Items of Leadership 

Factors toward Successful Technopreneur in UAE,' Webology, vol. 18, pp. 164–181, 2021, 

doi: 10.14704/WEB/V18SI04/WEB18121. 

15. S. A. Al-Shami, F. Shahbodin, N. Rashid, Z. Jano, and C. K. N. C. K. Mohd, 

‘Entrepreneurial education on entrepreneurial intention among school teachers in 

malaysia’, Opcion, vol. 35, no. Special Issue 20, pp. 2899–2913, 2019. 

16. S. Nambisan, Digital Entrepreneurship: Toward a Digital Technology Perspective of 

Entrepreneurship, vol. 41, no. 6. 2017. 

17. I. Majid, S. S. A. Al Shami, and M. R. Muhamad, 'Women's entrepreneurs' micro and 

small business performance: insights from Malaysian microcredit', Int. J. Entrep. Small 

Bus., vol. 38, no. 3, p. 312, 2019, doi: 10.1504/ijesb.2019.10025044. 

430             M. Imran et al.



 

18. B. N. O. Irene, ‘Technopreneurship: A Discursive Analysis of the Impact of Technology 

on the Success of Women Entrepreneurs in South Africa’, pp. 147–173, 2019, doi: 

10.1007/978-3-030-04924-9_7. 

19. S. Al-Shami, A. Al Mamun, S. Sidek, and N. Rashid, 'Causes of failure among Malaysian 

female entrepreneurs: A qualitative case study of Malaysian microcredit borrowers,' Qual. 

Res. Financ. Mark., vol. 12, no. 1, pp. 43–71, 2019. 

20. U. Gunasilan, ‘Entrepreneurship As a Driver of the Digital Transformation’, Int. Rev. 

Manag. Mark., vol. 9, no. 5, pp. 23–29, 2019, doi: 10.32479/irmm.8264. 

21. Staniewski. M. W. and Awruk. K., 'Entrepreneurial success and achievement motivation–

A preliminary report on a validation study of the questionnaire of entrepreneurial success,' 

J. Bus. Res., vol. 101, no. August 2019, pp. 433–440, 2019. 

22. M. S. Azam, ‘Diffusion of ICT and SME performance’, Adv. Bus. Mark. Purch., vol. 23A, 

pp. 7–290, 2015, doi: 10.1108/S1069-096420150000023005. 

23. M. A. Camilleri, ‘The Promotion of Responsible Tourism Management Through Digital 

Media’, Tour. Plan. Dev., vol. 15, no. 6, pp. 653–671, 2018, doi: 

10.1080/21568316.2017.1393772. 

24. C. Gaglio, E. Kraemer-Mbula, and E. Lorenz, 'The effects of digital transformation on 

innovation and productivity: Firm-level evidence of South African manufacturing micro 

and small enterprises,' Technol. Forecast. Soc. Change, vol. 182, 2022, doi: 

10.1016/j.techfore.2022.121785. 

25. S. Z. A. Shah, M. Anwar, and C. M. Hussain, ‘Top managers’ attributes, innovation, and 

the participation in China–Pakistan Economic Corridor: A study of energy sector small 

and medium-sized enterprises’, Manag. Decis. Econ., vol. 42, no. 2, pp. 385–406, 2021, 

doi: 10.1002/mde.3242. 

26. F. M. Martin, L. Ciovica, and M. P. Cristescu, 'Implication of Human Capital in the 

Development of SMEs through the ICT Adoption,' Procedia Econ. Financ., vol. 6, no. 13, 

pp. 748–753, 2013, doi: 10.1016/s2212-5671(13)00198-6. 

27. S. Khin, N. Hazlina Ahmad, and T. Ramayah, ‘Product innovation among ICT 

technopreneurs in Malaysia’, Bus. Strategy. Ser., vol. 11, no. 6, pp. 397–406, 2010, doi: 

10.1108/17515631011093106. 

28. J. O. Adeoti, ‘Technopreneurship and national development: Powering Businesses and the 

Economy with New Technologies’, 2019. 

29. S. Saad, A. S. M. M. Hoque, and Z. Awang, ‘Technopreneurial Marketing (TM): A 

Construct for Integrating Emerging Technopreneurship and Marketing Perspectives’, in 

Proceeding of International Seminar of Entrepreneurship and Business 2019, 2019, no. 

November, pp. 1–9. 

30. F. A. A. Sawaean and K. A. M. Ali, ‘The impact of entrepreneurial leadership and learning 

orientation on organizational performance of SMEs: The mediating role of innovation 

capacity’, Manag. Sci. Lett., vol. 10, no. 2, pp. 369–380, 2020, doi: 

10.5267/j.msl.2019.8.033. 

31. Y. Z. M. I. Yusuff, N. Y. A. Wahab, N. A. M. Khadri, S. Sidek, and H. Hasbolah, 

‘Entrepreneurial Competencies and Women’s Business Performance in Malaysia’, in ICBT 

2021: Financial Technology (FinTech), Entrepreneurship, and Business Development, 

2022, pp. 585–595, doi: 10.1007/978-3-031-08087-6_42. 

32. V. Costa et al., ‘Profile of human resources and skills needs in the Portuguese tourism 

sector’, in Proceedings of the 15th European Conference on Management, Leadership, 

and Governance, ECMLG 2019, 2020, pp. 108–116, doi: 10.34190/MLG.19.111. 

Digital Communication and Its Relationship to SME             431



33. D. R. Soriano and G. J. Castrogiovanni, 'The impact of education, experience, and inner 

circle advisors on SME performance: Insights from a study of public development centers', 

Small Bus. Econ., vol. 38, no. 3, pp. 333–349, 2012, doi: 10.1007/s11187-010-9278-3. 

34. J. Jardim, ‘Entrepreneurial skills to be successful in the global and digital world: Proposal 

for a frame of reference for entrepreneurial education’, Educ. Sci., vol. 11, no. 7, 2021, 

doi: 10.3390/educsci11070356. 

35. S. A. Onyeje, T. O. Court, and E. K. Agbaeze, 'National Enterprise Policy Dimensions and 

Sustainability of Micro, Small and Medium Enterprises (MSMEs),' J. African Bus., vol. 

23, no. 2, pp. 435–453, 2022, doi: 10.1080/15228916.2020.1838838. 

36. S. M. Chege, D. Wang, and S. L. Suntu, ‘Impact of information technology innovation on 

firm performance in Kenya’, Inf. Technol. Dev., vol. 26, no. 2, pp. 316–345, 2020, doi: 

10.1080/02681102.2019.1573717. 

37. A. L. K. Al Baghlani, ‘An investigation into strategies used by Iraqi SMEs to survive in 

the hostile environment: The case of Al-Khaleej company’, Acad. Entrep. J., vol. 24, no. 1, 

2018. 

38. B. N. Neneh, ‘Family Support and Performance of Women-owned Enterprises: The 

Mediating Effect of Family-to-Work Enrichment’, J. Entrep., vol. 26, no. 2, pp. 196–219, 

2017, doi: 10.1177/0971355717716762. 

39. F. Jabeen, M. N. Faisal, and H. Al Matroushi, ‘Determinants of innovation decisions 

among Emirati female-owned small and medium enterprises’, Int. J. Gend. Entrep., vol. 

11, no. 4, pp. 408–434, 2019, doi: 10.1108/IJGE-02-2019-0033. 

40. C. S. Tundui and H. P. Tundui, ‘Performance drivers of women-owned microcredit funded 

enterprises in Tanzania’, Int. J. Gend. Entrep., vol. 12, no. 2, pp. 211–230, 2020, doi: 

10.1108/IJGE-06-2019-0101. 

41. G. Chmielarz, 'Knowledge management and eco-innovative service packages for SMEs,' 

Proceedings of the European Conference on Knowledge Management, ECKM. pp. 170–

178, 2021, doi: 10.34190/EKM.21.045. 

42. R. Awiagah, J. Kang, and J. I. Lim, ‘Factors affecting e-commerce adoption among SMEs 

in Ghana’, Inf. Dev., vol. 32, no. 4, pp. 815–836, 2016, doi: 10.1177/0266666915571427. 

43. N. Gupta and A. Mirchandani, ‘Investigating entrepreneurial success factors of women-

owned SMEs in UAE’, Manag. Decis., vol. 56, no. 1, pp. 219–232, 2018, doi: 

10.1108/MD-04-2017-0411. 

44. Triatmanto, Menggagas Percepatan Sustainability Development Goals (SDG's). Malang: 

Selaras Media Kreasindo, 2021. 

45. S. Handini, Sukesi, and H. K. Astuti, Pemberdayaan Masyarakat Desa Dalam 

Pengembangan UMKM di Wilayah Pesisir. Surabaya: Scopindo Media Pustaka, 2019. 

46. M. M. H. H. Suaib, Suku Moi: nilai-nilai kearifan lokal dan modal sosial dalam 

pemberdayaan masyarakat. Tangerang: An1mage, 2017. 

47. J. A. Villamin, ‘Problem-solving, decision making and managerial skills of engineer-

managers in selected small-to-large scale enterprises in Laguna’, Proc. Int. Conf. Ind. Eng. 

Oper. Manag., vol. 8-10 March, p. 2664, 2016. 

48. Abubakar Mohammed Abubakar, Hamzah Elrehail, Maher Ahmad Alatailat, and Alev Elc, 

‘Knowledge management, decision-making style and organizational performance’, J. 

Innov. Knowl., vol. 4, no. 2, doi: https://doi.org/10.1016/j.jik.2017.07.003. 

49. A. Tarutė and R. Gatautis, ‘ICT Impact on SMEs Performance’, Procedia - Soc. Behav. 

Sci., vol. 110, pp. 1218–1225, 2014, doi: 10.1016/j.sbspro.2013.12.968. 

50. A. Shokri and F. Nabhani, 'LSS, a problem solving skill for graduates and SMEs: case 

study of investigation in a UK business school curriculum,' Int. J. Lean Six Sigma, vol. 6, 

no. 2, pp. 176–202, 2015, doi: 10.1108/IJLSS-06-2014-0014. 

432             M. Imran et al.



 

51. G. Kutnjak, D. Miljenović, and A. Mirković, ‘Improving competitiveness of small and 

medium-sized enterprises with the application of quality management system’, Pomorstvo, 

vol. 33, no. 1, pp. 11–21, 2019, doi 10.31217/p.33.1.2. 

52. D. Majukwa, S. K. Fan, and R. J. Dwyer, ‘Impact of sustainability strategies on small- and 

medium-sized enterprises in Zimbabwe’, World J. Entrep. Manag. Sustain. Dev., vol. 16, 

no. 2, pp. 149–163, 2020, doi: 10.1108/WJEMSD-10-2019-0079. 

53. E. Ada, Y. Kazancoglu, and M. Sagnak, 'Improving competitiveness of small- and 

medium-sized enterprises (SMEs) in agriproduct export business through ANP: The 

Turkey case,' Agribusiness, vol. 29, no. 4, pp. 524–537, 2013, doi: 10.1002/agr.21320. 

54. M. Ehrenberger, P. Koudelková, and W. Strielkowski, 'Factors influencing innovation in 

small and medium enterprises in the Czech Republic,' Period. Polytech. Soc. Manag. Sci., 

vol. 23, no. 2, pp. 73–83, 2015, doi: 10.3311/PPso.7737. 

55. Muslimin, S. Hadi, and Ardiansyah, ‘The relationship between logistics and financial 

performance of smes in Indonesia’, Int. J. Appl. Bus. Econ. Res., vol. 13, no. 7, pp. 4805–

4814, 2015. 

56. B. Surya, F. Menne, H. Sabhan, S. Suriani, H. Abubakar, and M. Idris, ‘Economic growth, 

increasing productivity of smes, and open innovation’, J. Open Innov. Technol. Mark. 

Complex., vol. 7, no. 1, pp. 1–37, 2021, doi: 10.3390/joitmc7010020. 

 

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

Digital Communication and Its Relationship to SME             433

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

	Digital Communication and Its Relationship to SME Empowerment and Performance

