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 This study investigates the effect of youth entrepreneurship on digital 

innovation in the creative economy in Indonesia using a quantitative 

research approach. Youth entrepreneurs play a crucial role in driving 

digital transformation due to their adaptability, creativity, and strong 

engagement with digital technology. Data were collected from 155 

young entrepreneurs operating in various creative economy sectors 

through a structured questionnaire measured using a five-point Likert 

scale. The data were analyzed using descriptive statistics, validity and 

reliability tests, classical assumption tests, and simple linear regression 

with the support of SPSS version 25. The results reveal that youth 

entrepreneurship has a positive and significant effect on digital 

innovation. Entrepreneurial characteristics such as innovativeness, 

proactiveness, risk-taking, and autonomy significantly enhance the 

adoption and development of digital-based product, process, and 

marketing innovations. These findings confirm that youth 

entrepreneurs are key drivers of digital transformation in the creative 

economy. This study provides important implications for 

policymakers, educational institutions, and business development 

agencies in designing entrepreneurship and digital innovation 

programs for young entrepreneurs. The study also contributes 

empirically to the literature on entrepreneurship and digital innovation 

in developing economies. 
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1. INTRODUCTION 

In the era of rapid digital 

transformation, entrepreneurship has evolved 

into a critical driver of economic growth, 

innovation, and social development. The 

integration of digital technology into business 

activities has reshaped traditional 

entrepreneurial practices, enabling firms to 

improve efficiency, expand market reach, and 

enhance competitiveness [1], [2]. This 

transformation is particularly evident within 

the creative economy sector, where 

innovation, creativity, and digitalization 

converge to generate value-added products 

and services. In developing countries such as 

Indonesia, the creative economy has emerged 

as a strategic sector that contributes 

significantly to employment creation, 
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economic diversification, and inclusive 

growth [3], [4]. 

Youth play a central role in this 

transformation. As digital natives, young 

entrepreneurs tend to be more adaptive to 

technological change, more responsive to 

market dynamics, and more open to 

innovation compared to older generations [5]. 

Youth entrepreneurship is increasingly 

recognized as a vital force in driving digital 

innovation, especially in creative industries 

such as fashion, digital content, culinary arts, 

design, software development, and social 

media-based businesses. Through their 

entrepreneurial orientation—reflected in 

creativity, risk-taking, proactiveness, and 

opportunity recognition—young 

entrepreneurs are able to leverage digital 

platforms not only as marketing tools but also 

as engines of product and process innovation. 

The creative economy in Indonesia 

has experienced substantial growth over the 

past decade, supported by the widespread 

adoption of digital technologies, the 

expansion of internet access, and the rise of 

digital platforms such as e-commerce, social 

media, and financial technology [6]–[8]. These 

developments have lowered entry barriers for 

new entrepreneurs, particularly youth, 

enabling them to launch and scale businesses 

with relatively limited capital [8], [9]. Digital 

innovation has become a key mechanism 

through which creative entrepreneurs 

differentiate their products, improve 

customer engagement, and enhance 

operational efficiency. However, despite these 

opportunities, many young entrepreneurs 

still face challenges related to limited 

managerial skills, access to capital, digital 

literacy gaps, and business sustainability. 

Previous studies have widely 

acknowledged the positive relationship 

between entrepreneurship and innovation, as 

well as the strategic role of digitalization in 

enhancing business performance [10], [11]. 

Nevertheless, empirical studies that 

specifically examine the linkage between 

youth entrepreneurship and digital 

innovation within the context of the creative 

economy—particularly in developing 

countries—remain relatively limited. Most 

existing research tends to focus either on 

general entrepreneurship, small and medium 

enterprises (SMEs), or digital transformation 

without explicitly highlighting youth as a 

distinct and strategic entrepreneurial group. 

This creates a research gap that needs to be 

addressed through empirical investigation. 

Moreover, the success of digital 

innovation in the creative sector does not 

depend solely on access to technology but also 

on the entrepreneurial capacity of individuals 

who utilize it. Entrepreneurial orientation 

among youth—such as innovativeness, 

autonomy, competitive aggressiveness, and 

calculated risk-taking—can significantly 

influence how digital technologies are 

adopted and transformed into commercial 

value. Therefore, understanding how youth 

entrepreneurship affects digital innovation is 

essential for designing effective policies, 

entrepreneurship education programs, and 

digital ecosystem development strategies. 

From a policy perspective, the 

Indonesian government has positioned the 

creative economy and youth 

entrepreneurship as priority agendas in 

national development through the expansion 

of programs supporting startups, digital 

SMEs, and creative entrepreneurs via 

training, funding schemes, incubation, and 

digital infrastructure; however, without 

strong empirical evidence on how youth 

entrepreneurship contributes to digital 

innovation, policy interventions risk lacking 

precision and effectiveness. Therefore, this 

study aims to analyze the influence of youth 

entrepreneurship on digital innovation in the 

creative economy in Indonesia using a 

quantitative approach by surveying 155 

young entrepreneurs and applying statistical 

analysis to provide data-driven evidence on 

the role of youth entrepreneurship as a driver 

of digital innovation, with expected 

contributions both theoretically—by 

strengthening understanding of 

entrepreneurial behavior in the digital 

creative sector—and practically—by offering 

relevant implications for policymakers, 

educators, and business practitioners. 
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2. LITERATURE REVIEW 
2.1 Youth Entrepreneurship 

Entrepreneurship is 

fundamentally defined as the ability to 

identify opportunities, mobilize 

resources, and create economic value 

through innovation and risk-bearing 

activities, where classical theory 

emphasizes the entrepreneur as an agent 

of change who drives economic 

development through innovation, new 

combinations of production, and creative 

destruction; in contemporary contexts, 

this concept has expanded beyond large-

scale industrial innovation into digital-

based micro and small enterprises, 

particularly within the creative economy 

[4], [12]. Youth entrepreneurship refers to 

entrepreneurial activities undertaken by 

individuals typically aged between 18 

and 35 years, who possess unique 

characteristics such as higher 

adaptability to technological change, 

stronger digital literacy, greater 

openness to innovation, and higher 

tolerance for ambiguity and risk, 

enabling them to respond more 

dynamically to market opportunities 

shaped by digital transformation [13], 

[14]. Entrepreneurial orientation is 

commonly used to explain 

entrepreneurial behavior at both 

individual and organizational levels and 

consists of key dimensions including 

innovativeness, proactiveness, risk-

taking, autonomy, and competitive 

aggressiveness, which among youth tend 

to be amplified due to generational 

exposure to digital technology, social 

media, and global entrepreneurial role 

models. In developing economies, youth 

entrepreneurship plays a strategic socio-

economic role by reducing 

unemployment, fostering inclusive 

growth, and accelerating innovation 

diffusion, as youth-driven businesses are 

often characterized by digital-based 

operations, social media marketing, 

online distribution, and platform-based 

business models, positioning youth 

entrepreneurship not merely as an 

economic phenomenon but also as a force 

of social transformation that reshapes 

consumption patterns, labor markets, 

and innovation systems. 

2.2 Digital Innovation 

Digital innovation refers to the 

development or application of digital 

technologies to create new or 

significantly improved products, 

services, business processes, and 

business models through the utilization 

of tools such as social media, mobile 

applications, e-commerce platforms, 

cloud computing, big data analytics, and 

artificial intelligence to enhance 

organizational value creation; unlike 

traditional innovation that relies heavily 

on physical resources and infrastructure, 

digital innovation depends on 

information, networks, algorithms, and 

user participation [15], [16]. In small and 

medium enterprises (SMEs), digital 

innovation typically appears in three 

main forms—product, process, and 

marketing innovation—where product 

innovation includes digital-based or 

digitally enhanced offerings, process 

innovation involves transaction 

automation, digital payment systems, 

inventory management, and customer 

relationship management, while 

marketing innovation encompasses the 

use of social media, search engines, 

influencer marketing, and data-driven 

advertising [17], [18]. In the creative 

economy, digital innovation becomes 

even more crucial because creative 

industries rely on originality, symbolic 

value, aesthetics, and user experience, all 

of which are highly compatible with 

digital platforms that enable rapid 

prototyping, remote collaboration, 

product personalization, and access to 

global markets with minimal physical 

infrastructure, positioning digital 

innovation as a strategic capability for 

competitiveness and business 

sustainability [19], [20]. However, the 

adoption of digital innovation among 

SMEs and youth entrepreneurs is not 

automatic, as it is shaped by internal 



The Es Economics and Entrepreneurship (ESEE)             

   Vol. 4, No. 02, December 2025, pp. 282 – 290 

285 

capabilities such as digital literacy, 

entrepreneurial orientation, and learning 

capacity, as well as external support 

including infrastructure, financing, 

training, and ecosystem networks, 

meaning that without adequate 

entrepreneurial capacity, digital 

technology risks being underutilized or 

applied only for basic marketing rather 

than as a strategic driver of innovation. 

2.3 Creative Economy and Digital 

Transformation 

The creative economy is defined 

as an economic system driven by 

creativity, knowledge, culture, and 

innovation as the main production 

factors, encompassing sectors such as 

fashion, design, crafts, culinary arts, film, 

digital content, music, animation, games, 

and performing arts, where economic 

value is derived primarily from 

intellectual, cultural, and creative capital 

rather than natural resources [21], [22]. 

Digital transformation has 

fundamentally reshaped this sector 

through the diffusion of the internet, 

mobile devices, and digital platforms 

that have transformed how creative 

products are produced, distributed, and 

consumed, shifting traditional value 

chains toward platform-based 

ecosystems in which creators, 

consumers, and intermediaries interact 

in real time via digital marketplaces, 

streaming platforms, social media, and 

online communities [6], [23]. For creative 

entrepreneurs, digital transformation 

reduces entry barriers, expands market 

reach, accelerates innovation cycles, and 

enables data-driven decision-making, 

while simultaneously intensifying 

competition, increasing market volatility, 

and demanding continuous learning and 

adaptability, making digital innovation 

not optional but a necessity for survival 

and growth [7], [24]. In developing 

economies, the creative economy is 

increasingly viewed as a strategic sector 

for inclusive and sustainable 

development due to its labor-intensive, 

youth-dominated nature and its 

compatibility with local cultural assets, 

with digitalization further amplifying its 

economic impact by connecting local 

creative products to national and global 

markets, thereby forming a critical 

development triangle through the 

synergy between youth 

entrepreneurship, digital innovation, 

and the creative economy. 

2.4 Hypothesis Development 

Based on the theoretical and 

empirical discussion above, youth 

entrepreneurship is expected to play a 

significant role in driving digital 

innovation within the creative economy, 

as entrepreneurial characteristics such as 

innovativeness, proactiveness, autonomy, 

and risk-taking provide a strong 

behavioral foundation for the adoption 

and strategic exploitation of digital 

technologies, where young entrepreneurs 

who actively seek opportunities, embrace 

experimentation, and leverage digital 

platforms are more likely to generate 

digital-based product, process, and 

marketing innovations. Digital 

innovation in the creative economy thus 

depends not only on access to technology 

but also on the entrepreneurial capacity to 

utilize it creatively and strategically, 

leading to the expectation that a stronger 

youth entrepreneurship orientation will 

result in higher levels of digital 

innovation among creative economy 

actors; accordingly, the main hypothesis 

of this study is formulated as follows: 

H₁: Youth entrepreneurship has a positive 

and significant effect on digital 

innovation in the creative economy. 

This hypothesis will be empirically tested 

using quantitative data from 155 youth 

entrepreneurs and analyzed using 

statistical methods with SPSS version 25. 

3. RESEARCH METHODS 
3.1 Research Design 

This study employed a 

quantitative research approach with an 

explanatory design to examine the causal 

relationship between youth 

entrepreneurship and digital innovation 
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in the creative economy. The quantitative 

approach was selected because it enables 

statistical measurement, hypothesis 

testing, and generalization of findings 

across the research population. The 

explanatory design aims to explain the 

effect of youth entrepreneurship as an 

independent variable on digital 

innovation as the dependent variable 

through empirical data analysis. The 

study was conducted in the context of the 

creative economy sector in Indonesia, 

which has experienced rapid digital 

transformation and high participation of 

young entrepreneurs. 

3.2 Population and Sample 

The population of this study 

consists of youth entrepreneurs 

operating in the creative economy sector 

in Indonesia, including businesses in 

fashion, culinary, digital content, design, 

crafts, and creative services that actively 

utilize digital platforms, with purposive 

sampling applied based on the criteria 

that respondents are aged between 18–35 

years, own or manage a creative 

economy business, and utilize digital 

tools or platforms in their business 

operations; based on these criteria, a total 

of 155 valid respondents were selected as 

the research sample, and this sample size 

is considered adequate for regression-

based quantitative analysis as well as 

meeting the minimum requirements for 

statistical testing. 

3.3 Research Variables and Operational 

Definitions 

This study consists of two main 

variables, namely Youth 

Entrepreneurship (X) as the independent 

variable and Digital Innovation (Y) as the 

dependent variable. Youth 

entrepreneurship refers to the 

entrepreneurial orientation of young 

individuals in managing their creative 

businesses and is measured through five 

key dimensions: innovativeness, 

proactiveness, risk-taking, autonomy, 

and competitive aggressiveness. 

Meanwhile, digital innovation refers to 

the application of digital technology to 

create new or improved products, 

business processes, and marketing 

strategies, and is measured using three 

dimensions, namely digital product 

innovation, digital process innovation, 

and digital marketing innovation. Each 

variable was operationalized into 

measurable indicators and assessed 

using a Likert scale. 

Data were collected using a 

structured questionnaire distributed to 

youth entrepreneurs, with all 

questionnaire items measured using a 

five-point Likert scale ranging from 1 = 

strongly disagree, 2 = disagree, 3 = 

neutral, 4 = agree, to 5 = strongly agree. 

The questionnaire was divided into three 

main sections consisting of respondent 

demographic information, youth 

entrepreneurship indicators, and digital 

innovation indicators. This scale enables 

the quantitative measurement of 

respondents’ perceptions, attitudes, and 

behaviors. 

3.4 Data Collection Technique 

Data collection was conducted 

through the survey method using both 

online and offline questionnaires. Online 

distribution was carried out using digital 

forms to reach a wider geographic area, 

while offline distribution was conducted 

to respondents with limited internet 

access. Respondents were informed that 

their participation was voluntary and 

that the data would be kept confidential 

and used solely for academic purposes. 

3.5 Data Analysis Techniques 

Data analysis was conducted 

using SPSS version 25 through several 

stages, beginning with validity and 

reliability testing to ensure the quality of 

the measurement instrument prior to 

hypothesis testing, where item validity 

was assessed using the Pearson 

correlation coefficient with items 

declared valid if the calculated r-value 

exceeded the r-table at a 5% significance 

level, and reliability was tested using 

Cronbach’s Alpha with a threshold value 

greater than 0.70 indicating internal 

consistency. Furthermore, descriptive 
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statistical analysis was performed to 

describe respondent characteristics and 

the distribution of responses for each 

variable, followed by classical 

assumption tests consisting of normality, 

multicollinearity, and heteroscedasticity 

tests to ensure the validity of the 

regression model. Simple linear 

regression analysis was then applied to 

examine the effect of youth 

entrepreneurship (X) on digital 

innovation (Y), while hypothesis testing 

using the t-test was conducted at a 5% 

significance level (α = 0.05) to determine 

whether youth entrepreneurship has a 

significant effect on digital innovation, 

and finally, the coefficient of 

determination (R²) was calculated to 

measure the proportion of variance in 

digital innovation explained by youth 

entrepreneurship. 

4. RESULTS AND DISCUSSION 
4.1 Descriptive Analysis of Respondents 

This study involved 155 youth 

entrepreneurs operating in the creative 

economy sector in Indonesia. The 

respondents represent diverse creative 

business fields including culinary, 

fashion, digital content creation, graphic 

design, crafts, photography, and creative 

services. The majority of respondents fall 

within the age range of 20–30 years, 

indicating that the creative economy is 

predominantly driven by early-stage 

young entrepreneurs. Most respondents 

have operated their businesses for 1–5 

years, reflecting the dynamic and fast-

growing nature of youth-led creative 

enterprises. 

From the digital engagement 

perspective, almost all respondents 

reported active use of digital platforms 

such as social media, e-commerce 

marketplaces, and digital payment 

systems. This confirms that digital 

technology has become an integral 

foundation of business operations 

among youth entrepreneurs in 

Indonesia’s creative economy. The 

descriptive statistics also indicate a 

generally high level of agreement across 

indicators of youth entrepreneurship and 

digital innovation, suggesting strong 

entrepreneurial orientation and digital 

adoption behavior among respondents. 

4.2 Validity and Reliability Test Results 

The validity test was conducted 

using the Pearson Product Moment 

correlation, comparing the correlation 

coefficient (r-count) of each 

questionnaire item with the critical r-

table value at the 5% significance level. 

The results show that all indicators of 

youth entrepreneurship and digital 

innovation have r-count values greater 

than the r-table, indicating that all items 

are valid and capable of measuring the 

intended constructs accurately. 

Furthermore, reliability testing using 

Cronbach’s Alpha demonstrates that 

both variables exceeded the minimum 

threshold of 0.70. This confirms that the 

research instrument is reliable, 

consistent, and suitable for further 

statistical testing. The strong reliability 

results indicate that the constructs of 

youth entrepreneurship and digital 

innovation were measured with high 

internal consistency. 

4.3 Classical Assumption Test Results 

Before conducting the regression 

analysis, several classical assumption 

tests were performed to ensure the 

robustness of the regression model, 

including the normality test, which 

показ showed that the data are normally 

distributed as the significance value 

exceeds 0.05, confirming that the 

normality assumption required for linear 

regression is met; the multicollinearity 

test, which indicated no multicollinearity 

problem since the study employs only a 

single independent variable; and the 

heteroscedasticity test, which revealed 

no clear pattern in the scatterplot and a 

significance value above 0.05, indicating 

the absence of heteroscedasticity and 

confirming that the variance of residuals 

is constant. Overall, these results confirm 

that the data fulfill all classical 
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assumptions required for valid 

regression analysis. 

4.4 Regression Analysis Results 

The effect of youth 

entrepreneurship on digital innovation 

was examined using simple linear 

regression analysis with the support of 

SPSS version 25. The regression model is 

expressed as Y=α+βX+ε. The regression 

results indicate that youth 

entrepreneurship has a positive and 

significant effect on digital innovation in 

the creative economy, as reflected by the 

positive regression coefficient (β), which 

implies that any increase in youth 

entrepreneurship orientation leads to an 

increase in the level of digital innovation. 

Furthermore, the t-test results 

show that the calculated t-value is greater 

than the critical t-table value and the 

significance level is below 0.05, 

indicating that the research hypothesis is 

empirically supported and that youth 

entrepreneurship significantly influences 

digital innovation. The coefficient of 

determination (R²) also reveals that a 

substantial proportion of the variance in 

digital innovation can be explained by 

youth entrepreneurship, suggesting that 

entrepreneurial orientation among youth 

plays a strategic role in driving digital 

innovation in creative-based businesses. 

4.5 Discussion 

The findings of this study 

provide strong empirical evidence that 

youth entrepreneurship significantly 

drives digital innovation in the creative 

economy in Indonesia, confirming the 

theoretical premise that 

entrepreneurship is inherently 

innovation-driven, particularly when 

combined with digital technology. 

Young entrepreneurs demonstrate high 

adaptability, creativity, and 

responsiveness to technological change, 

making them natural agents of digital 

innovation. Their ability to quickly learn, 

experiment, and adjust to digital trends 

enables them to transform technological 

opportunities into innovative business 

practices within the creative sector. 

The positive influence of youth 

entrepreneurship on digital innovation 

reflects the critical role of entrepreneurial 

orientation dimensions, namely 

innovativeness, proactiveness, risk-

taking, autonomy, and competitive 

aggressiveness [25], [26]. Youth 

entrepreneurs who actively seek 

opportunities, experiment with ideas, 

and take calculated risks are more 

capable of strategically integrating 

digital tools into their business models. 

Digital platforms are not merely used for 

basic communication but are optimally 

leveraged for product development, 

customer engagement, branding, and 

market expansion, which strengthens 

their competitive positioning in dynamic 

markets. 

From the perspective of the 

creative economy, digital innovation 

enhances both artistic value and 

commercial viability. Digital product 

innovation enables creative 

entrepreneurs to digitize content, 

personalize designs, and create 

immersive virtual experiences, while 

digital process innovation improves 

business efficiency through automation, 

online transactions, and optimized 

logistics. Moreover, digital marketing 

innovation allows businesses to 

penetrate national and international 

markets through social media, influencer 

marketing, and data-driven promotions 

[27], [28]. These digital transformations 

significantly strengthen the 

competitiveness, scalability, and 

sustainability of youth-led creative 

enterprises. 

This study also reinforces the 

developmental role of youth 

entrepreneurship in emerging economies 

such as Indonesia, where youth 

constitute a large proportion of the 

productive population. Digital 

innovation driven by youth 

entrepreneurs contributes directly to job 

creation, income generation, and 

inclusive economic growth, aligning 

with national development priorities that 
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position the creative economy and digital 

entrepreneurship as key engines of 

sustainable development. From a policy 

perspective, the findings suggest that 

strengthening youth entrepreneurship 

capabilities will directly accelerate digital 

innovation through integrated support 

in entrepreneurial skills, digital literacy, 

access to finance, mentorship, and 

ecosystem development, while 

academically, this study contributes 

quantitative empirical evidence to 

strengthen the entrepreneurship–digital 

innovation linkage within the creative 

economy context of a developing 

country. 

5. CONCLUSION 

This study aims to examine the effect 

of youth entrepreneurship on digital 

innovation in the creative economy in 

Indonesia using a quantitative approach, and 

based on the results of statistical analysis, it 

can be concluded that youth entrepreneurship 

has a positive and significant influence on 

digital innovation, confirming that young 

entrepreneurs with strong entrepreneurial 

orientation—characterized by innovativeness, 

proactiveness, risk-taking, autonomy, and 

competitive aggressiveness—are more 

capable of adopting and developing digital 

technologies in their business activities. 

Digital innovation among youth 

entrepreneurs is reflected in digital-based 

product development, improved digital 

business processes, and the effective use of 

digital marketing platforms, where the 

integration of digital technology enables 

creative economy actors to expand market 

reach, increase operational efficiency, and 

enhance competitiveness in an increasingly 

dynamic business environment, 

demonstrating that digital innovation is not 

merely driven by technological access but is 

strongly shaped by entrepreneurial behavior 

and mindset. From a practical perspective, 

these findings imply that strengthening youth 

entrepreneurship capacity will directly 

accelerate the growth of digital innovation in 

the creative economy, thus government 

institutions, universities, business incubators, 

and training centers should prioritize 

integrated programs that develop both 

entrepreneurial and digital skills, supported 

by sustainable access to financing, 

mentorship, and innovation ecosystems. 

From an academic standpoint, this study 

provides empirical evidence on the 

relationship between youth entrepreneurship 

and digital innovation in the creative 

economy context of a developing country, 

although it is limited by the use of a single 

independent variable and a cross-sectional 

design, suggesting that future research should 

incorporate additional variables such as 

digital literacy, access to capital, innovation 

capability, or institutional support, as well as 

apply more advanced analytical techniques to 

enrich the understanding of digital 

entrepreneurship dynamics. 

REFERENCES 

[1] I. K. Ogamba, “Millennials empowerment: youth entrepreneurship for sustainable development,” World J. Entrep. 

Manag. Sustain. Dev., vol. 15, no. 3, pp. 267–278, 2018. 

[2] M. M. Senou and J. Manda, “Access to finance and rural youth entrepreneurship in Benin: Is there a gender gap?,” 

African Dev. Rev., vol. 34, no. 1, pp. 29–41, 2022. 

[3] D. Ong, L. Shang, Y. Chandra, M. Hamidi, and H. A. Wahab, “The role of social entrepreneurship for youth purpose 

development,” J. Asian Public Policy, vol. 14, no. 2, pp. 272–290, 2021. 

[4] W. Act, “Workforce Innovation and Opportunity Act (WIOA) Title I Youth Program│ XXXX XX, 2021,” Policy. 

content.govdelivery.com, 2021. 

[5] D. Ćoćkalo, D. Đorđević, S. Bogetić, and M. Bakator, “Youth entrepreneurship development: A review of literature 

and ten-year research results,” J. Eng. Manag. Compet., vol. 10, no. 2, pp. 151–161, 2020. 

[6] M. A. F. Habib, “Kajian Teoritis Pemberdayaan Masyarakat Dan Ekonomi Kreatif,” J. Islam. Tour. Halal Food, Islam. 

Travel. Creat. Econ., vol. 1, no. 2, pp. 106–134, 2021, doi: 10.21274/ar-rehla.v1i2.4778. 

[7] H. Kuncoroyekti, V. D. Purnomo, B. H. C. Handoyo, and S. A. Kadir, “Expanding the Potential of Tourism in 

Indonesia through the Digital and Creative Economy in Concern to Sustainable Development,” J. Sos. Polit. dan 

Budaya, vol. 2, no. 1, pp. 179–188, 2023. 

[8] F. S. Nurfitrah et al., “Relasion Capability and Product Innovation in Increasingcompetitive Advantage the Covid-

19 Pandemic (Study on the Fashion Creative Industry of Sukabumi) Kapabilitas Relasional dan Inovasi Produk 



The Es Economics and Entrepreneurship (ESEE)             

   Vol. 4, No. 02, December 2025, pp. 282 – 290 

290 

dalam Meningkatkan Keunggulan Bersaing Pada Masa Covid-19 (S,” Manag. Stud. Entrep. J., vol. 3, no. 4, pp. 1937–

1945, 2022. 

[9] F. T. I. Azhana, M. Setiawan, L. Susanti, M. R. Zakaria, R. R. A. K. Syafaat, and N. Agustiningsih, “Concept of Social 

Entrepreneurship in the Development of Creative Economy Tourism in Indonesia (Case Study: Cirendeu Village),” 

in IOP Conference Series: Earth and Environmental Science, 2024, vol. 1324, no. 1, p. 12073. 

[10] M. I. Fadilla, D. Hariyanti, and F. N. Putri, “Contribution of Creative Economy and Tourism to Inclusive Economic 

Development in Indonesia,” J. Ris. Ilmu Ekon., vol. 4, no. 3, pp. 181–198, 2024. 

[11] M. H. Afrilies, Y. T. Naili, and A. A. Lina, “Regulatory and policy analysis of employment and health protections in 

Indonesia’s creative economy,” in BIO Web of Conferences, 2025, vol. 152, p. 1018. 

[12] M. C. Nwosu, “Youth entrepreneurship among university graduates in Anambra State, Nigeria,” 2019. 

[13] J. Jakubczak, “Young people terminal and instrumental values impact on youth entrepreneurship,” in Managing 

Innovation and Diversity in Knowledge Society Through Turbulent Time: Proceedings of the MakeLearn and TIIM Joint 

International Conference 2016, 2016, p. 915. 

[14] G. Aaram and H. Shakespear, “Youth Capacity Building in Indigenisation and Economic Empowerment in 

Zimbabwe : Making a Case for Business Incubation,” vol. 2, no. 6, pp. 1–9, 2015. 

[15] Z. Hikmah, H. Wijayanto, and M. Aidi, “Selection Of The Best Sem Model To Identify Factors Affecting Marketing 

Performance In The Ict Industry,” BAREKENG J. Ilmu Mat. dan Terap., vol. 17, no. 2 SE-Articles, Jun. 2023, doi: 

10.30598/barekengvol17iss2pp1149-1162. 

[16] S. N. Et al., “Educational Administration: Concept, Theory and Management,” Psychol. Educ. J., vol. 58, no. 1, pp. 

1605–1610, 2021, doi: 10.17762/pae.v58i1.953. 

[17] M. Loock, “Unlocking the value of digitalization for the European energy transition: A typology of innovative 

business models,” Energy research &social science. Elsevier, 2020. 

[18] A. L. GHOFAR, R. N. P. PUTRA, and S. N. HAMIDAH, “Implementation Of Gateway Technology (Go-Pay) In 

Increasing Transaction Efficiency In MSMEs Dapur Restu,” J. Inf. Syst. Digit. Bus., vol. 1, no. 1, pp. 08–14, 2022, doi: 

10.38142/jisdb.v1i1.651. 

[19] J. E. Frick, V. H. J. Fremont, L. J. Åge, and ..., “Digitalization efforts in liminal space–inter-organizational challenges,” 

J. Bus. …, 2020, doi: 10.1108/JBIM-12-2018-0392. 

[20] L. Grassi, N. Figini, and L. Fedeli, “How does a data strategy enable customer value? The case of FinTechs and 

traditional banks under the open finance framework,” Financial Innovation. jfin-swufe.springeropen.com, 2022. doi: 

10.1186/s40854-022-00378-x. 

[21] M. Rosavina, R. A. Rahadi, M. L. Kitri, S. Nuraeni, and L. Mayangsari, “P2P lending adoption by SMEs in Indonesia,” 

Qual. Res. Financ. Mark., vol. 11, no. 2, pp. 260–279, Jan. 2019, doi: 10.1108/QRFM-09-2018-0103. 

[22] T. H. Fauzi, B. Harits, and ..., “Adaptive strategies of external environmental effects in digital entrepreneurship in 

the strategic management perspective,” Acad. J. …, 2022. 

[23] O. Verbytska, “The Essential Nature And Key Characteristics Of The Creative Economy,” Black Sea Econ. Stud., Jan. 

2024, doi: 10.32782/bses.86-14. 

[24] M. S. Budi, S. Ramadhani, and E. E. Barus, “Indonesian Creative Economy 2025: Creative Industries MSMEs 

Competitiveness Strategy Towards International Markets Through SOAR Analysis,” J. Indones. Appl. Econ., vol. 11, 

no. 1, pp. 13–26, 2023. 

[25] E. Lediana, T. Perdana, Y. Deliana, and T. P. Sendjaja, “Sustainable Entrepreneurial Intention of Youth for 

Agriculture Start-Up: An Integrated Model,” Sustainability, vol. 15, no. 3, p. 2326, 2023. 

[26] V. D. Rusu, A. Roman, and M. B. Tudose, “Determinants of entrepreneurial intentions of youth: the role of access to 

finance,” Eng. Econ., vol. 33, no. 1, pp. 86–102, 2022. 

[27] M. Delgado, Social youth entrepreneurship: The potential for youth and community transformation. Greenwood Publishing 

Group, 2004. 

[28] E. Dewi, H. Hendriyaldi, and F. Tialonawarmi, “Effect of financial access on msme business performance, the 

moderating role of financial literacy (study on youth entrepreneurial group in jambi city),” J. Bus. Stud. 

MANGEMENT Rev., vol. 5, no. 2, pp. 215–220, 2022. 

 


