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Abstract— This study aimd to examine the extent of internet media use and its 

impact on sales growth among MSMEs in Tanjung Balai City. This type of research 

is a descriptive qualitative study using a qualitative triangulation approach, which 

integrates observation, semi-structured interviews, questionnaires, and 

documentation to strengthen data validity without conducting statistical tests. The 

results of the study indicate that optimal use of internet media results in an average 

increase in sales of 32% compared to the period before adoption. The most widely 

used media and contributing to this increase is Facebook social media. Other 

findings in this study suggest that MSME actors still lack a strategic understanding 

of how to utilize digital platforms effectively and other obstacles related to limited 

technological infrastructure and high market competition, which hinder product 

visibility and consumer engagement. These results indicate the need for capacity 

building initiatives and digital literacy training to help MSMEs maximize the 

benefits of internet media for business growth. 
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1. INTRODUCTION 
Micro, Small, and Medium Enterprises (MSMEs) in Tanjungbalai City are facing 

serious challenges in maintaining business continuity in the post-Covid-19 era. Nationally, 

MSMEs have proven to be the backbone of the economy, contributing more than 60% to 

the Gross Domestic Product (GDP) and absorbing 96.9% of the total national workforce 

[1]. However, in reality, many MSMEs in this region have struggled to adapt to the 

drastic changes brought about by the pandemic. Data from the Central Bureau of 

Statistics (BPS) shows that out of 17 business sectors in Tanjungbalai City, only the 

information and communication sector and the health services sector were not 

significantly affected by the pandemic. The main sectors that support the livelihoods of 

MSME actors, such as trade, tourism, and manufacturing, experienced the sharpest 

slowdowns. In addition, household consumption declined due to the decreased purchasing 

power of the community, further worsening the condition of MSMEs. This decline in 

consumption is a major threat resulting from reduced household income [2]. In response 

to this pressure, digital transformation has become a crucial solution. The shift in 

consumer behavior toward digital platforms presents a new opportunity for MSMEs to 

transform through the use of internet media and digital marketing platforms. In reality, 

most MSMEs in Tanjungbalai still face limitations in terms of knowledge, skills, and 

digital infrastructure. Marketing activities are still largely conventional, with minimal 

online promotion and a lack of adaptability to digital market trends. 
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Although this digital shift opens up new opportunities through more efficient and far-

reaching online marketing strategies, the majority of MSME actors in Tanjungbalai have 

yet to possess adequate knowledge, skills, or digital infrastructure. Previous studies have 

shown that the Covid-19 pandemic caused a shift in consumer behavior, resulting in 

increased potential for digital marketing [3]. However, marketing efforts among local 

MSMEs remain traditional, poorly promoted online, and not in line with the digitalization 

trends of the market. This has become a significant barrier to sustainable recovery and 

development. 

Meanwhile, both central and local governments have promoted digital transformation 

of MSMEs through various programs such as the ―National Movement for Proudly Made 

in Indonesia‖ (Gernas BBI) and digital training initiatives by the Ministry of 

Cooperatives and SMEs. Unfortunately, the level of implementation in regions such as 

Tanjungbalai has not been optimal. Previous research has shown that the use of social 

media has a positive impact on increasing MSME sales in Lontar Village. This is due to 

the fact that online marketing systems offer easier processes for ordering and purchasing 

[4]. Internet access can facilitate business operations. However, not all MSME 

entrepreneurs have experienced the benefits of using technology—some have 

encountered difficulties in integrating the internet into their business activities [5]. To 

date, most studies have focused on major urban areas with greater digital readiness. Very 

few studies have explored the specific challenges, readiness levels, and effectiveness of 

digital technology adoption in smaller cities or rural areas. Therefore, a significant 

research gap exists, which must be addressed to develop adaptive strategies that align 

with the local context. 

 

2. LITERATURE REVIEW 
According to Law No. 20 of 2008, Micro, Small, and Medium Enterprises (MSMEs) 

are defined as productive economic activities undertaken by individuals or business 

entities that meet specific criteria, such as workforce size, turnover, assets, and business 

independence [4]. MSMEs play a significant role in supporting the national economy. 

However, in practice, MSMEs commonly face limitations in human resources, capital, 

and market access, which in turn affect the effectiveness of their marketing and sales 

activities. Product sales are a critical element in the sustainability of MSMEs. The 

products sold may include goods produced by the business itself or those purchased for 

resale [5]. In the era of information and communication technology (ICT) advancement, 

sales processes no longer rely solely on conventional methods but have begun to shift 

toward digital approaches. Social media and e-commerce have emerged as the two 

primary digital platforms currently utilized to support MSME marketing and sales 

processes.  

Social media platforms such as Facebook, Instagram, TikTok, and YouTube serve as 

interactive promotional tools that enable two-way communication between businesses 

and consumers. The advantages of social media lie in its ability to build brand awareness, 

increase product visibility, and foster customer engagement. Previous studies have shown 

that the optimal use of social media can enhance market share and sales volume [6], [7]. 

Nevertheless, limited capacity among MSME actors to professionally manage social 

media remains a considerable challenge [8]. Meanwhile, e-commerce provides a platform 

that enables online buying and selling transactions. E-commerce helps MSMEs market 

their products to a broader audience—even across regions—at relatively low cost. 

Moreover, it allows business owners to obtain valuable consumer data, which can be used 

to formulate more effective marketing strategies [9]. Prior research has found that e-

commerce adoption positively impacts MSME sales performance [10], [11], [12], [13]. 

Despite the substantial potential of these digital platforms, in reality, many MSME 

actors—particularly in Tanjungbalai City—have not yet fully embraced them. This has 

created a gap between the potential and actual utilization of digital technologies. Many 
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previous studies tend to examine the use of social media or e-commerce separately, 

without viewing them as integrated components of a unified digital marketing strategy. 

Furthermore, research on MSMEs in non-metropolitan areas such as Tanjungbalai 

remains limited, even though the conditions and challenges may differ significantly from 

those in major urban centers. This study seeks to address that gap by examining how the 

integrated use of internet-based media can form a cohesive digital marketing strategy that 

contributes to increased MSME sales. Accordingly, this research is expected to contribute 

to the development of both academic literature and business practices, while also 

providing practical insights for MSME actors and local governments in designing 

effective digitalization policies. 

 

3. RESEARCH METHODOLOGY 
3.1. Type of Research 

This type of research is a descriptive qualitative study, which aims to describe and 

explain the research object in depth by addressing the research problem through data 

collection, classification, and conclusion drawing, without applying statistical data 

testing. 
 

3.2. Population and Research Sample 

The population of this study consists of MSMEs in Tanjungbalai City that utilize 

internet media, including social media platforms such as Facebook, Instagram, and 

TikTok, messaging platforms, and e-commerce or marketplace platforms. This study 

employs primary data collected through structured interviews, in-depth interviews, and 

observation, as well as secondary data obtained from the Department of Cooperatives, 

Small and Medium Enterprises of Tanjungbalai City. The sampling technique used in this 

study is purposive sampling. Purposive sampling is a method of selecting samples based 

on specific criteria or considerations [14]. The purposive sampling in this study involves 

selecting elements from the population who meet the following criteria: 

a. Active MSME actors in Tanjungbalai City; 

b. Users of social media platforms such as Facebook, Instagram, TikTok, and others, 

as well as messaging platforms such as WhatsApp and Line, and users of e-

commerce or marketplace platforms; 

c. The total number of respondents is 30 MSMEs who already use social media and 

e-commerce to market their products and services and are willing to participate as 

respondents. 

Several factors determine the selection of 30 respondents in this study, including the 

homogeneity of the respondent group, the exploratory nature of the research (which does 

not aim for generalization and therefore does not require a large sample size), and 

resource limitations such as time, budget, and participant availability. 

 

3.3. Data Analysis 

The data in this study were obtained through three primary methods: observation, 

interviews, and documentation involving respondents who were designated as informants. 

Primary data were collected from respondents’ answers to structured interviews, in-depth 

interviews, and questionnaires designed by the researcher. Meanwhile, secondary data 

were utilized to complement and strengthen the research findings. These secondary data 

were obtained from various literature sources, including previous research journals (both 

national and international), academic books, official news portals, statistical data, and 

other relevant references. 

The data collection technique employed in this study applies the methodological 

triangulation model. Methodological triangulation is a research approach that combines 

two or more data collection techniques to examine the same phenomenon more 

comprehensively. The main objective of using triangulation is to enhance the validity and 

reliability of the research findings by comparing and contrasting data obtained through 
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different methods, thereby producing more comprehensive, accurate, and trustworthy 

results. 

In the context of this study, triangulation is implemented by integrating qualitative and 

quantitative approaches to analyze the phenomenon of digital media utilization by MSME 

actors in improving sales. The qualitative approach is used to explore in depth the 

perceptions, experiences, and practices of MSME actors. Meanwhile, the quantitative 

approach is applied in a limited scope through descriptive statistical analysis, which is 

processed using SPSS (Statistical Package for the Social Sciences) to support the 

interpretation of numerical data. 

 

4. RESULTS AND DISCUSSION 
4.1. RESULT 

4.1.1 Respondent Characteristics 
Based on the results of the survey in this study, the respondents who provided answers 

to the research questionnaire have the following characteristics: gender, position, business 

sector, and business category, as presented in Table 1 below. 

 

Table 1. Respondent Characteristics 

No Description Respondents' Answer Distribution 

1 Gender 
Male: 9 (30%) 

Female: 21 (70%) 

2 Respondents' Position 
Owner: 17 (56%) 

Manager: 13 (44%) 

3 Business Sector 
Trade: 19 (63%) 

Café and Restaurant: 11 (37%) 

Source: Data processed by the author (2025) 

 

Based on the data presented in Table 1, the characteristics of the respondents in this 

study can be described as follows. The majority of respondents were female, totaling 21 

individuals or 70% of the total sample. Meanwhile, male respondents accounted for 9 

individuals or 30%. This indicates that women were more dominant in participating in 

this research questionnaire. Furthermore, in terms of job position, most respondents were 

business owners, totaling 17 individuals (56%), while managers made up 13 individuals 

(44%). This suggests that business owners were more actively involved in the study, 

indicating a high level of participation from decision-makers in the enterprises. In terms 

of business sector, most respondents represented the trade sector, with 19 individuals or 

63%. The remaining 11 respondents (37%) were engaged in the café and restaurant 

sector. This shows that businesses in the trade sector were more dominantly represented 

in this survey compared to those in the food and beverage industry. 

 

4.1.2 Use Of Internet Media In Business Operations 

The survey results in this study regarding the utilization of internet devices and media 

by MSMEs are presented in Table 2 below. 

Table 2. Utilization of Internet Media 

No Description Category Frequency Percentage 

1 Type of IT Device 

Smartphone 15 50% 

Laptop 8 27% 

Personal Computer 7 23% 

2 
Duration of Internet 

Usage 

More than 12 Hours 10 33% 

6-12 Hours 12 40% 

3-5 Hours 8 27% 

3 Types of Media Used Facebook 13 43% 
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Instagram 9 30% 

WhatsApp 8 27% 

4 Marketplace Used 

Facebook 19 63% 

Shopee 7 23% 

Tokopedia 4 14% 

Source: Data processed by the author (2025) 

 

Based on Table 2, the majority of respondents use smartphones (50%) as their primary 

device to access the internet, followed by laptops (27%) and personal computers (23%), 

indicating a stronger preference for mobile devices. The respondents' daily internet usage 

duration is relatively high, with 40% using the internet for 6–12 hours, 33% for more than 

12 hours, and 27% for 3–5 hours. Facebook is the most frequently used social media 

platform (43%), followed by Instagram (30%) and WhatsApp (27%), indicating that 

Facebook remains the primary platform for social interaction. In terms of marketplaces, 

Facebook is also the most widely used (63%), surpassing Shopee (23%) and Tokopedia 

(14%), suggesting a tendency to conduct transactions on social media-integrated 

marketplaces. 

 

4.1.3 Sales Conditions of MSMEs 

The research results show that out of 30 MSMEs surveyed, 12 MSMEs (40%) 

experienced an increase in sales, while 16 MSMEs (54%) reported stable sales conditions. 

Meanwhile, 2 MSMEs (6%) experienced a decline in sales. The following table presents 

the sales conditions of MSMEs. 

 

Table 3. Sales Conditions of MSMEs 
No Sales Condition Number of MSMEs Percentage 

1 Increased 12 40% 

2 Stable 16 54% 

3 Decreased 2 6% 

Total 30 100% 

Source: Data processed by the author (2025) 

 

The high percentage of MSMEs experiencing stagnation or stable sales conditions 

reaching 54% along with 6% of MSMEs reporting a decline in sales, is a cause for 

concern. This indicates that consumers may not be purchasing the products offered by 

these MSMEs. Further investigation is needed to determine whether this is due to a lack 

of awareness about the products despite marketing efforts through internet-based media, 

or due to other contributing factors. 

 

4.2. DISCUSSION 
Micro, Small, and Medium Enterprises (MSMEs) in Indonesia, including in Tanjung 

Balai City, play a crucial role in the regional economy. The role of MSMEs in economic 

growth is increasingly significant, thus MSMEs must enhance their ability to overcome 

challenges in order to develop better, become more advanced, and independent, thereby 

strengthening their contribution to economic growth. MSMEs, which constitute 99% of 

all business units, contribute up to 60.5% of GDP and absorb 96.9% of the national 

workforce [1]. However, the majority of MSMEs still rely on traditional sales methods 

and are limited to local markets. With technological advancements, the use of internet 

media for marketing and sales has become increasingly important. Internet media such as 

social media platforms (Facebook, Instagram, WhatsApp, etc.), websites, and e-

commerce platforms offer MSMEs opportunities to expand their market reach. Based on 

research findings, the use of internet media provides several key benefits for MSMEs in 

Tanjung Balai, including, Increased Market Access: Internet media enables MSMEs to 
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reach broader markets, even international markets. Previously, small businesses could 

only sell products to local consumers, but online platforms allow them to attract 

customers from various regions. Marketing Cost Efficiency, By using internet media, 

MSMEs can reduce marketing costs typically spent on traditional advertisements such as 

banners, brochures, or TV/radio ads. For instance, marketing through social media like 

Instagram or Facebook can be done with relatively low budgets, even starting from a 

small budget. Direct Interaction with Consumers, Through social media and messaging 

apps like WhatsApp, MSME owners can interact directly with consumers. This not only 

speeds up responses to consumer inquiries or complaints but also builds closer 

relationships and customer loyalty. Previous research results also show that the 

digitalization variable has an influence on business performance, then competitive 

advantage also has a positive and significant influence on business performance. The 

results of the indirect influence test also show that competitive advantage can mediate the 

relationship between digitalization and business performance. The better the 

implementation of digitalization, the higher the competitive advantage of MSMEs, 

resulting in increased business performance [15].Consumer Trust and Convenience, 

Utilizing internet media in marketing makes consumers feel more comfortable transacting 

with MSMEs that have a good online reputation and provide transparent information 

about their products and services. Ease of Payment and Delivery, The use of internet 

media also allows MSMEs to leverage digital payment systems and online delivery 

services, speeding up transactions and enhancing consumer convenience. This is very 

relevant with the growing e-commerce trend in Indonesia. The study underscores the 

necessity of multi-stakeholder collaboration to support UMKM transformation, with 

strategic recommendations focusing on enhancing digital literacy programs, investing in 

scalable technological infrastructure, and formulating inclusive policies. These measures 

are critical to ensuring UMKM sustainability and equitable participation in the global 

digital economy [16]. The study underscores the significance of the government's role in 

establishing regulatory frameworks, offering financial incentives, and fortifying 

infrastructure to facilitate the sustainable digital transformation of MSMEs [17]. Then, 

other research results also found that multinomial and multivariate probit estimates 

showed that digital diffusion is a significant positive trigger for innovation in MSMEs 

[18]. 

Nevertheless, the research also highlights several challenges faced by MSMEs in 

Tanjungbalai in utilizing internet media. The lack of human resources proficient in 

information and communication technology (ICT) poses a challenge and obstacle for 

MSMEs in using social media. This issue needs attention from business actors so their 

products can be seen and favored by consumers worldwide [8]. Empirical findings 

confirm that the impact of digitalization on innovation activities is heterogeneous among 

SMEs. Furthermore, the innovation effects are modest and depend on the form of 

digitalization and a type of innovation [20]. Other challenges include: Limited 

Technological Knowledge: Many MSME actors in this area may not yet have adequate 

knowledge to optimally use internet media. Training related to digital marketing, content 

creation, and understanding e-commerce platforms may still be lacking. Limited 

Infrastructure: Although internet usage is increasingly widespread, some areas may still 

face technological infrastructure limitations such as unstable internet connections or 

limited access. Intense Competition: With more MSMEs shifting to internet-based 

marketing, online competition is becoming fiercer. This requires MSMEs to be more 

creative and innovative in promoting their products to continue attracting consumer 

attention. 

Referring to the research results, several steps can be taken to enhance the use of 

internet media among MSMEs in Tanjungbalai, including: Digital Training, Providing 

digital marketing, social media management, and e-commerce platform training for 

MSME actors to increase their knowledge. Improved Internet Facilities, Providing better 

internet facilities in underserved areas to ensure MSMEs can optimally utilize 

technology. Collaboration with Major E-Commerce Platforms, Collaborating with large 
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e-commerce platforms to help MSMEs more easily reach wider markets and provide 

related platform usage training. Overall, the use of internet media offers significant 

benefits for MSMEs in Tanjungbalai in marketing their products, with great potential to 

expand markets, increase efficiency, and improve customer relationships. Therefore, 

further efforts are needed to optimize the use of internet media for MSMEs in the region. 

 

5. CONCLUSION 

Micro, Small, and Medium Enterprises (MSMEs) in Tanjungbalai contribute 

significantly to regional economic development. The utilization of internet-based media 

such as social media, websites, and e-commerce platforms offers various benefits, 

including market expansion, cost efficiency, increased customer engagement, and 

improved transaction processes. However, there are still challenges, particularly in terms 

of digital literacy, infrastructure, and market competition. Strategic interventions such as 

digital training, infrastructure development, and collaboration with digital platforms are 

essential to optimize internet utilization. Strengthening digital capabilities will enhance 

the competitiveness and sustainability of MSMEs in the digital economy. This study has 

several limitations, including a very small sample size and a simple data analysis method. 

Therefore, it is highly recommended to continue this research using more innovative 

approaches and methods, as well as increasing the number of respondents. 

 

REFERENCES 
[1] Kemenko Perekonomian, ―Perkembangan UMKM sebagai Critical Engine Perekonomian 

Nasional Terus Mendapatkan Dukungan Pemerintah,‖ Kementerian Koordinator Bidang 

Perekonomian, pp. 1–2, 2022. 

[2] W. Tholib, ―Rencana Kerja Pemerintah Daerah Kota Tanjung Balai Tahun 2023,‖ 2023. 

[3] T. Krisgaharu et al., ―Tingkat Efektivitas Online Marketing Untuk UMKM Semasa 

Pandemi Covid-19 Pendahuluan Adanya pandemi COVID-19 yang tengah melanda dunia 

menyebabkan banyak terjadinya permasalahan ekonomi di dunia internasional . ( Shang et 

al ., 2021 ) menyatakan bahwa pand,‖ EXERO Journal of Research in Business and 

Economics, vol. 4, no. 2, pp. 207–227, 2021. 

[4] B. M. Wibawa, I. Baihaqi, N. Nareswari, R. R. Mardhotillah, and F. Pramesti, ―Utilization 

Of Social Media And Its Impact On Marketing Performance: A Case Study Of Smes In 

Indonesia,‖ International Journal of Business and Society, vol. 23, no. 1, pp. 19–34, 2022, 

doi: 10.33736/ijbs.4596.2022. 

[5] A. Kristanti, ―Pengaruh modal kerja dan penjualan terhadap laba bersih pada perusahaan 

otomotif yang tercatat di Bursa Efek Indonesia periode 2013-2017,‖ Jurnal mahasiswa 

akuntansi unsurya vol. 1, no. 1, januari 2021, vol. 1, no. 1, pp. 31–46, 2021. 

[6] M. Veranita, L. Almamalik, and S. Ikhsan, ―Pemanfaatan Pemasaran Melalui Media Sosial 

oleh UMKM Di Era Pandemi,‖ Coopetition : Jurnal Ilmiah Manajemen, vol. 13, no. 1, pp. 

89–96, 2022, doi: 10.32670/coopetition.v13i1.590. 

[7] D. Shanti Meyske Karim, A. Rahmad Pakaya, and D. Lesmana Radji, ―Peran Media Sosial 

Dalam Pemasaran Produk UMKM Tinelo Putri Di Desa Popalo Kabupaten Gorontalo 

Utara Kecamatan Anggrek,‖ Jambura, vol. 5, no. 2, pp. 576–582, 2022. 

[8] Z. Z. Rahmah, Y. Rahmah, C. Purnama, D. Fatmah, and M. Rahmah, ―Strategi Peningkatan 

Pemasaran Melalui Media Sosial Terhadap UMKM di Desa Kintelan (Studi Kasus UMKM 

di Desa Kintelan Kelurahan Puri Kabupaten Mojokerto),‖ Budimas : Jurnal Pengabdian 

Masyarakat, vol. 4, no. 1, pp. 1–12, 2022, doi: 10.29040/budimas.v4i1.3081. 

[9] A. Dewiyan, ―Pengaruh E-Commerce dan Promosi Terhadap Minat Beli Dengan Kepuasan 

Konsumen Sebagai Variabel Intervening Pada Pembelian Produk Salep BL,‖ Universitas 

MUhammadiyah Sumatera Utara, vol. 1, pp. 1–14, 2021. 

[10] U. A. Jaya and A. N. Raya, ―Pengaruh E-Commerce Dan Media Sosial Terhadap Penjualan 

Umkm Di Era Pandemi ( Studi Kasus Desa Cibolang )‖ vol. 2, no. 1, pp. 378–387, 2022. 



ISSN: 2686-5602 (Online) 
Journal of Management and Business Innovations                                      Volume: 07, No: 01, 2025 

Copyright © 2025, the Authors. Published by Journal of Management and Business Innovations                                               

This is an open access article under the CC BY license (https://creativecommons.org/licenses/by/4.0/).                                48 

[11] Neng Frida, ―Analisis Strategi Mempertahankan dan Mengembangkan Bisnis di Tengah 

Pandemi COVID-19 Serta Mengetahui Dampak Perkembangan dan Pertumbuhan COVID-

19 di Indonesia,‖ Jurnal Aktiva : Riset Akuntansi dan Keuangan, vol. 2, no. 2, pp. 84–94, 

2020, doi: 10.52005/aktiva.v2i3.61. 

[12] Y. T. Leni Gustina, Welia Novita, ―Pengaruh E-commerce Terhadap Peningkatan 

Pendapatan Usaha Mikro,‖ Jurnal Teknologi Dan Sistem Informasi Bisnis - JTEKSIS, vol. 

4, no. 1, pp. 152–161, 2022. 

[13] E. B. Gutiérrez Navas, J. E. Sarmiento Suarez, J. Ramírez Montañez, and Y. A. Rincón 

Quintero, ―Determining factors for the digitization of micro, small, and medium-sized 

enterprises (MSMEs) in Ibero-America,‖ Journal of Innovation and Knowledge, Jan. 2024, 

doi: 10.1016/j.jik.2024.100631. 

[14] H. Ahyar et al., Buku Metode Penelitian Kualitatif & Kuantitatif, no. March. 2020. 

[15] F. Umar, M. R. A. Septian, and D. A. A. Pertiwi, ―Effect of Digitalization on Business 

Performance in the MSME Industry Context,‖ Journal of Information System Exploration 

and Research, vol. 2, no. 1, Dec. 2023, doi: 10.52465/joiser.v2i1.199. 

[16] D. L. Rajagukguk and U. Rusadi, ―Digitalization And Globalization Of UMKM In The 

Digital Are,‖ Journal of Social Political Sciences JSPS, vol. 6, no. 1, 2025, doi: 

10.52166/jsps.v6i1.258. 

[17] L. Farida Panduwinata, W. T. Subroto, and N. C. Sakti, ―Digitalization on Micro, Small, 

and Medium Enterprises (MSMEs) : A Systematic Literature Review,‖ International 

Journal of Economics, pp. 397–409, 2025, doi: 10.62951/ijecm.v1i4.435. 

[18] S. S. Hassan, K. Meisner, K. Krause, L. Bzhalava, and P. Moog, ―Is digitalization a source 

of innovation? Exploring the role of digital diffusion in SME innovation performance,‖ 

Small Business Economics, vol. 62, no. 4, pp. 1469–1491, Apr. 2024, doi: 10.1007/s11187-

023-00826-7. 

[19] J. A. Restrepo-Morales, J. A. Ararat-Herrera, D. A. López-Cadavid, and A. Camacho-

Vargas, ―Breaking the digitalization barrier for SMEs: a fuzzy logic approach to 

overcoming challenges in business transformation,‖ J Innov Entrep, vol. 13, no. 1, Dec. 

2024, doi: 10.1186/s13731-024-00429-w. 

[20] D. Radicic and S. Petković, ―Impact of digitalization on technological innovations in small 

and medium-sized enterprises (SMEs),‖ Technol Forecast Soc Change, vol. 191, Jun. 2023, 

doi: 10.1016/j.techfore.2023.122474. 

 

 


