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In the digital transformation era, technological resilience has become essential
for Micro, Small, and Medium Enterprises (MSMEs), including Indonesia’s
Batik industry, which must integrate technology to maintain competitiveness.
However, many Batik MSMEs still face limited adoption of digital tools, re-
sulting in declining performance and market reach. This study aims to an-
alyze how entrepreneurial technology resilience mediates the relationship be-
tween entrepreneurial marketing and business performance in Batik MSMEs.
A quantitative approach was used by distributing structured questionnaires
to 383 Batik MSME owners in Indonesia. The study employed Partial Least
Squares Structural Equation Modeling (PLS-SEM) to evaluate measurement va-
lidity and test hypotheses among three constructs, entrepreneurial marketing,
entrepreneurial technology resilience, and business performance. Findings re-
veal that entrepreneurial marketing significantly influences both entrepreneurial
technology resilience and business performance. Furthermore, entrepreneurial
technology resilience also positively affects business performance and partially
mediates the relationship between entrepreneurial marketing and business per-
formance, explaining 80.2% of the variance in the model. The results con-
firm that technological resilience is a crucial mechanism that strengthens the
effectiveness of entrepreneurial marketing strategies. Strengthening digital ca-
pabilities and adaptive innovation allows Batik MSME:s to enhance operational
efficiency, market expansion, and overall performance. Therefore, improving
technological resilience should be prioritized as a strategic policy for sustaining
the Batik industry’s competitiveness.
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1. INTRODUCTION

In the digital transformation era, technological advancement has profoundly reshaped business ecosys-
tems, compelling Micro, Small, and Medium Enterprises (MSME:s) to continuously adapt in order to remain
competitive. Within Indonesia’s creative industry, Batik MSMEs play a vital role as both economic drivers and
cultural heritage preservers. However, to sustain their competitiveness in the modern marketplace, Batik en-
trepreneurs must integrate digital technology into daily operations and marketing activities [1, 2]. The adoption

Journal homepage: https://att.aptisi.or.id/index.php/att


https://doi.org/10.34306/att
https://orcid.org/0000-0003-1149-7414
https://orcid.org/0009-0000-8271-9585
https://orcid.org/0009-0006-4525-2617
mailto:rahma@email.unikom.ac.id
mailto:sudadi.75423009@mahasiswa.unikom.ac.id
mailto:nandang.75423003@mahasiswa.unikom.ac.id
https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.34306/att.v7i3.469
https://creativecommons.org/licenses/by/4.0/
https://att.aptisi.or.id/index.php/att

836 a E-ISSN: 2656-8888 | P-ISSN: 2655-8807

of technological tools enables efficiency improvement, broader market reach, and product differentiation that
directly enhance business performance and resilience in a dynamic business environment. This direction is in
line with Sustainable Development Goal (SDG) 8, which promotes inclusive and sustainable economic growth,
and SDG 9, which emphasizes innovation and technological advancement to strengthen industrial capacity.

Despite the growing awareness of digital transformation, many Batik MSMEs continue to rely on
conventional marketing methods and exhibit limited technological capability. Data indicate a 20% decline in
Batik MSME turnover during 2023 [3, 4], primarily due to inadequate adaptation to digital marketing strate-
gies and increasing market competition [5]. Previous studies also reveal inconsistent findings regarding the
impact of technology adoption on MSME performance. Some studies confirm its positive contribution, while
others report insignificant effects due to limited digital literacy and poor implementation skills. These mixed
results highlight a research gap concerning the mechanisms through which technology adoption contributes
to improved performance, especially when mediated by entrepreneurial behavior and adaptive technological
capability [6].

Addressing this gap, the present study introduces Entrepreneurial Technology Resilience as a new
construct that captures MSME:s ability to adapt, adopt, and manage technology to support sustainable market-
ing activities. Drawing upon Innovation Diffusion Theory, the study conceptualizes technological resilience
as a mediating factor that links Entrepreneurial Marketing, a proactive, innovative, and customer-focused ap-
proach, to Business Performance [7, 8]. This approach provides a deeper understanding of how Batik MSMEs
can leverage digital tools not only to survive market turbulence but also to thrive through creative value cre-
ation and adaptive learning, which contributes to the realization of SDG 9 through innovation-driven business
transformation.

The novelty of this research lies in proposing and empirically validating the mediating role of En-
trepreneurial Technology Resilience, which has not been extensively explored in the Batik MSME context
[9, 10]. By integrating entrepreneurial marketing and digital resilience under the framework of Innovation
Diffusion Theory, this study contributes both theoretically and practically to the field of digital entrepreneur-
ship [11, 12]. The findings are expected to provide actionable insights for policymakers and entrepreneurs to
develop strategies that strengthen digital capability, foster technological adaptability, and ultimately improve
Batik MSME performance and competitiveness in the global market, thereby supporting Indonesia’s progress
toward achieving SDG 8 and SDG 9.

2. LITERATURE REVIEW
2.1. Innovation Diffusion Theory

Innovation Diffusion Theory, introduced by Everett Rogers, is a framework that explains how new
innovations or technologies spread and are adopted within a society or group [12]. This theory states that the
adoption of innovation follows a process consisting of five stages: knowledge, persuasion, decision, imple-
mentation, and confirmation. At the knowledge stage, individuals or organizations acquire information about
innovation. At the persuasion stage, they begin to consider the advantages and disadvantages of adopting the
innovation, at the decision stage, they decide to adopt or reject the innovation, at the implementation stage, in-
novation is applied in practice. and at the confirmation stage, the user evaluates the results and decides whether
to continue using the innovation [13, 14].

Innovation Diffusion Theory identifies several key factors influencing the adoption of innovations, in-
cluding the characteristics of the innovation itself, the communication channels used, and the social dynamics
within the group of innovation recipients [15]. Innovation characteristics include relative advantage, compat-
ibility, complexity, trialability, and observability, all of which affect how quickly and widely an innovation is
accepted. Communication channels and social dynamics, such as the social influence of individuals or groups
that have already adopted innovations, also play an important role in the diffusion process [16, 17].

In the context of this research, Innovation Diffusion Theory is relevant because it provides a frame-
work to understand how entrepreneurial technology resilience can be adopted by Batik MSMEs and how it
affects their business performance. This study utilizes this theory to explain the process of marketing technol-
ogy adoption by Batik MSMEs, starting from knowledge of technology to implementation and evaluation of
results [18, 19]. By analyzing how Batik MSMEs go through each stage of innovation diffusion, this study
aims to provide insight into how technology resilience can function as a mediator in improving the marketing
effectiveness and business performance of Batik MSMEs.
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2.2. Entrepreneurial Marketing

Entrepreneurial marketing is a marketing approach applied by entrepreneurs to develop, market, and
sell their products or services in an innovative and creative way [20, 21]. In contrast to traditional marketing,
which often relies on conventional methods, entrepreneurial marketing prioritizes flexible and adaptive strate-
gies, and focuses on utilizing untapped market opportunities and creating new value [22, 23]. This approach
often involves utilizing digital technology, social media, and results-oriented marketing techniques to reach a
wider market and increase brand visibility [24, 25].

In entrepreneurial marketing, entrepreneurs not only focus on standard marketing techniques but also
on developing product innovation, market differentiation, and creating unique customer experiences [26]. This
approach requires the ability to quickly adapt to market changes and utilize the latest technologies to achieve a
competitive advantage. Entrepreneurial marketing often involves developing creative and integrated marketing
strategies, as well as the use of data and analytics to better understand customer needs and preferences [27, 28].

In this study, entrepreneurial marketing is linked to the resilience of entrepreneurial technology to an-
alyze how the application of digital technology in marketing strategies can affect the business performance of
Batik MSMEs [29]. This study explores how batik entrepreneurs can leverage digital technology to strengthen
their marketing strategies, improve operational efficiency, and achieve better business outcomes [30]. By un-
derstanding the relationship between entrepreneurial marketing and technological resilience, this study aims to
identify innovative ways to improve the competitiveness of Batik MSMEs through the use of more effective
technology and adaptive marketing strategies [31, 32].

Several studies have shown how entrepreneurial marketing and technology adoption can significantly
affect business performance. Research by [33] found that the use of digital technology in marketing strategies
increases the effectiveness of promotions and market reach, which contributes to increased turnover and prof-
itability of MSMEs. Furthermore, research by [34] shows that the integration of digital marketing tools, such
as social media and data analytics, can improve business performance by improving customer interaction and
satisfaction. Research by [35] identifies that technological resilience in entrepreneurial marketing allows com-
panies to be more adaptive to market changes and consumer trends, which positively impacts business growth.
A study by [36] revealed that companies that successfully adopt innovative technologies in marketing experi-
enced significant improvements in business performance, including increased sales and market share. These
studies support the importance of technology integration in marketing strategies to improve business perfor-
mance and provide a foundation for this research to explore the role of technology resilience in the context of
Batik MSMEs.

H1: Entrepreneurial marketing affects business performance

2.3. Entrepreneurial Technology Resilience

Entrepreneurial technology resilience is the ability of a business, especially MSMEs, to continue to
adapt, adopt, and implement technology in daily operations to support business growth and sustainability [37].
This resilience includes several aspects, such as understanding and knowledge of the latest technologies, the
ability to integrate those technologies into business strategies, and the flexibility to adapt to rapid technological
changes. Technology resilience also involves aspects of human resource management and finance to support
the adoption and implementation of technology in a sustainable manner [38].

In the context of entrepreneurial marketing, technological resilience plays an important role in de-
termining how effectively a business can use digital tools and platforms to reach and engage customers [39].
This resilience allows MSMEs to leverage technology in their marketing strategies, such as using social me-
dia, data analytics, and e-commerce, to increase visibility, reach a wider market, and strengthen relationships
with customers. Thus, technological resilience is one of the key factors that can increase the competitiveness
and business performance of MSMEs [40, 41]. This study aims to explore how entrepreneurial technology
resilience can mediate the relationship between entrepreneurial marketing and business performance in Batik
MSMEs [42]. In this study, technological resilience is seen as a new construct that plays an important role
in overcoming the challenges faced by Batik MSMEs in adopting and integrating digital technology into their
marketing strategies. By understanding and improving technological resilience [43]. Batik MSMEs are ex-
pected to be more effective in using technology to improve their business performance, both in terms of sales,
operational efficiency, and customer satisfaction [38, 44].

Several studies have supported the importance of technological resilience in improving business per-
formance. Research by [42] shows that the use of digital technology in marketing strategies can increase the
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effectiveness of promotions and market reach, which has a positive impact on the turnover and profitability of
MSMEs. [7] found that the integration of digital marketing tools, such as social media and data analytics, can
improve customer interaction and satisfaction, leading to improved business performance. According to [18]
identified that technological resilience allows companies to be more adaptive to market changes and consumer
trends, which has a positive impact on business growth. Finally, a study by [6] revealed that companies that
successfully adopted innovative technologies in marketing experienced significant increases in sales and market
share. These studies provide a strong foundation for this research to explore the role of technology resilience
in the context of Batik MSME:s and their relationship with business performance.

H2: Entrepreneurial marketing affects the resilience of entrepreneurial technology.

H3: Entrepreneurial technology resilience affects business performance.

H4: Resilience of entrepreneurial technology mediates entrepreneurial marketing relationships affecting
business performance.

2.4. Business Performance

Business performance is a measure of how effectively a company achieves its goals and objectives,
which includes various aspects such as profitability, revenue growth, operational efficiency, customer satis-
faction, and market share [45, 46]. Business performance is often evaluated through various financial and
non-financial indicators, such as net profit, Return on Investment (ROI), sales growth rate, productivity, and
customer retention and loyalty rates. Business performance assessment is important to understand the health
and sustainability of a company as well as its ability to compete in the market [47].

In the context of MSMESs, business performance can be influenced by various factors, including mar-
keting strategy, product innovation, resource management, and technology adoption. Improving business per-
formance is often related to a company’s ability to adapt to market changes, develop products or services that
meet customer needs, and apply technology to increase operational efficiency and effectiveness [48]. There-
fore, measuring and improving business performance is a key focus for entrepreneurs who want to ensure the
growth and sustainability of their businesses.

This research examines how entrepreneurial technology resilience can mediate the relationship be-
tween entrepreneurial marketing and business performance in Batik MSMEs. By introducing a new construct
in the form of technological resilience, this research aims to show that the ability of Batik MSMEs to adopt
and integrate technology in their marketing strategy can have a positive impact on their business performance.
Technological resilience is expected to help Batik MSMEs overcome the various challenges faced in imple-
menting digital technology, so as to increase marketing effectiveness and, ultimately, business performance
[49-51].

Entrepreneurial
Technology
Resilience

Business
Performance

Entrepreneurial
Marketing

Figure 1. Research Model

Several studies support the importance of technology adoption and entrepreneurial marketing in im-
proving business performance. Research by [52] shows that the use of digital technology in marketing strategies
can increase promotional effectiveness and market reach, which has a positive impact on the turnover and prof-
itability of MSMEs. According to [34] found that the integration of digital marketing tools, such as social
media and data analytics, can increase customer interaction and satisfaction, which leads to improved business
performance. [22] identified that technological resilience allows companies to be more adaptive to market
changes and consumer trends, which has a positive impact on business growth. Lastly, a study by [42] revealed
that companies that successfully adopted innovative technology in marketing experienced significant increases
in sales and market share. These studies provide a strong foundation for this research to explore the role of
technological resilience in the context of Batik MSMEs and its relationship with business performance [53].
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3. METHOD

The research questionnaire consists of 3 variables, namely entrepreneurial marketing as an indepen-
dent variable, business performance as a dependent variable, and entrepreneurial technology resilience as a
mediating variable. The measurement of entrepreneurial marketing uses the opinion of [12] in which there are
5 indicators, namely product innovation, use of digital technology, adaptation, value-oriented approach to cus-
tomers and creative marketing strategies. The business performance variable uses an adaptation from [7] which
contains 5 indicators, namely profitability, revenue growth, operational efficiency, customer satisfaction and
market share. Then measuring entrepreneurial technology resilience uses the opinion by taking 6 indicators,
namely technology adoption, digital competence, technology investment, technology flexibility, technology
security and technology integration.

3.1. Sampling and Data Collection

This research analyzes entrepreneurial technology resilience mediates entrepreneurial marketing on
business performance in batik MSMEs. This research is a quantitative study that distributed questionnaires
to Batik MSMEs in Indonesia with a total of 383 respondents. Respondents filled out a questionnaire with a
Likert scale measurement from point 1 which means strongly disagree to point 5 which means strongly agree.
Sampling technique means a way of selecting participants in a study with their respective objectives.

3.2. Evaluation of Data

The research in this study made use of PLS model analysis. In order to learn things like the respon-
dent’s age, gender, and degree of education, descriptive statistics are applied to the collected data. Using the
loading factor and the Average Variance Extracted (AVE) as success criteria, conduct a validity test. Reliability
tests are considered effective when their composite reliability parameters are more than 0.6. We put this theory
to the test using the PLS SEM technique. To examine the connection between latent variables, one can use
inner models, R-squared values, and path coefficients. Statistical bootstrapping tests follow. The results seem
to address all research issues after processing the data.

4. RESULT AND DISCUSSION

In order to determine the validity and reliability of the indicators, the outer model is measured first.
Indicators are eliminated if the correlation value is less than 0.7 and the loading factor value is higher than 0.7.
According to the findings, every single indicator is higher than 0.7. This indicates that the construct is highly
valid for convergent use.

ETR1 ETR2 ETR3 ETR4 ETR5 ETR6

NN A T

0.717 0818 0775 0833 0877 57,

Entrepreneurial
Technology
Resilience

EM2 BP1
Loy
EM3 0.868 0.812 BP2
- %
0.869 —0.867 ~r
EM4 1—0.823: 0.265 —0.848 —p BP3
0782~ \o.sao\’
EM5 0.727 0.780 BP4
Entrepreneurial Business
EM1 Marketing Performance BP5

Figure 2. Loading Factor

The Figure 1 illustrates the measurement model, showing the relationships between latent variables
and their respective indicators based on loading factors. Entrepreneurial Marketing, represented by EM1
through EMS5, demonstrates strong indicator reliability with loading factor values ranging from 0.727 to 0.868,
indicating the indicators significant contribution to the construct. Entrepreneurial Technology Resilience (ETR)
is measured through six indicators (ETR1 to ETR6), with loading factors ranging from 0.717 to 0.833, reflecting
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moderate to strong contributions. Lastly, Business Performance (BP), comprising BP1 through BPS5, exhibits
loading factors between 0.780 and 0.867, indicating robust construct reliability. These values collectively indi-
cate that all indicators are reliable in representing their respective latent constructs, as all exceed the common
threshold of 0.7 for validity in structural equation modeling.

Table 1. Variables, Indicators, Loading Factor, AVEs and Composite Reliability

Variables Indicators Loading Cronbach’s AVE Composite
Factors Alpha Reliability
Running
EM1 0.822
EM2 0.888
Entrepreneurial Marketing EM3 0.851 0.935 0.721 0.948
EM4 0.897
EMS5 0.808
ETR1 0.772
ETR2 0.899
Entrepreneurial - ETR3 0.830 0916 0.800 0.941
Technology Resilience ETR4 0.946
ETRS 0.885
ETR6 0.913
BP1 0.864
BP2 0.940
Business Performance BP3 0.936 0.916 0.800 0.941
BP4 0.887
BP5 0.920

Source: Processed data, 2024

The following step was to use the coefficient of correlation to assess the projected association between
hidden variables or structural models. Figure 3 depicts the structural model. The R-square value for company
success is 0.802, indicating that the entrepreneurial marketing and entrepreneurial technology resilience factors
will clarify 80.2%.

ETR1 ETR2 ETR3 ETR4 ETRS ETR6

N

21.14336.160 28.457 48.090 40,518 35 705

Entrepreneurial
Technology

34.318 Resilience

EM2 BP1
“
EM3 55.121 32.221 BP2
*67.200 > — 55,383
—
EM4 Q—20.969: 3.888 —48.618 BP3
28.183 <
« 3.~ ~42.394 -
EM5 20.777 19.065 BP4
Il Entrepreneurial Business
EM1 Marketing Performance BPS

Figure 3. Structural Equation Model

Figure 3 represents the structural model with t-statistics values indicating the significance of the re-
lationships between constructs and their indicators. For Entrepreneurial Marketing, the t-statistics of its in-
dicators (EM1 to EMS) range from 20.777 to 67.294, all exceeding the threshold of 1.96, confirming their

APTISI Transactions on Technopreneurship (ATT), Vol. 7, No. 3, November 2025, pp. 835-847



APTISI Transactions on Technopreneurship (ATT) a 841

significant contribution. Entrepreneurial Technology Resilience indicators (ETR1 to ETR6) also show signif-
icant t-statistics values, ranging from 21.143 to 48.090, indicating that these indicators reliably measure the
construct. For Business Performance (BP1 to BP5), the t-statistics range from 19.065 to 58.383, reinforcing
their strong representation of the construct. Furthermore, the t-statistics for the relationships among the latent
variables Entrepreneurial Marketing, Entrepreneurial Technology Resilience, and Business Performance are
significant (e.g., 34.318, 8.774, and 3.888), indicating meaningful and validated pathways in the model. This
supports the hypothesis that these constructs are interrelated and contribute to the overall model’s explanatory
power.

Table 2. Hypothesis Test

Hypothesis Relationships Original Sample T Statistics P-Value  Result

1 Entrepreneurial Marketing — Busi- 0.265 3.888 0.000  Accepted
ness Performance

2 Entrepreneurial ~Marketing — 0.830 34.318 0.000 Accepted
Entrepreneurial Technology Re-
silience

3 Entrepreneurial Technology Re- 0.609 8.774 0.000  Accepted
silience — Business Performance

4 Entrepreneurial ~ Marketing — 0.506 8.417 0.000  Accepted

Entrepreneurial Technology Re-
silience — Business Performance

Source: Processed data, 2024

Table 2 presents the results of hypothesis testing, showing that all proposed relationships are statisti-
cally significant with p-values below 0.05. Entrepreneurial marketing has a positive and significant effect on
business performance (8 = 0.265, t = 3.888), indicating that innovative and adaptive marketing strategies di-
rectly enhance MSME outcomes. Additionally, entrepreneurial marketing strongly influences entrepreneurial
technology resilience (5 = 0.830, t = 34.318), suggesting that proactive marketing behavior encourages dig-
ital adaptation. Entrepreneurial technology resilience also significantly improves business performance (3 =
0.609, t = 8.774), confirming its role as a key driver of operational efficiency and competitiveness. Moreover,
the mediation test reveals that entrepreneurial technology resilience partially mediates the relationship between
entrepreneurial marketing and bUtomousiness performance (5 = 0.506, t = 8.417). These findings collectively
demonstrate that Batik MSMEs achieve better performance when entrepreneurial marketing is supported by
strong technological resilience.

4.1. Discussion

The primary hypothesis, whose asserts that entrepreneurial marketing has an influence on business
performance, is supported since the significance level of 0.000 is less than the alpha value of 0.05, indicating
thus the hypothesis has been approved.

The research results show that entrepreneurial marketing has a significant influence on the business
performance of Batik MSMEs in Indonesia. Entrepreneurial marketing, which includes product innovation, use
of digital technology, flexibility, value-oriented customer approach, and creative marketing strategies, has been
proven to improve various aspects of business performance. Batik MSMEs that implement entrepreneurial
marketing strategies effectively experience increased sales, operational efficiency and customer satisfaction.
Product innovation allows Batik MSMEs to offer unique goods and meet specific market needs, while the use
of digital technology such as social media and e-commerce significantly expands their market reach.

This study also supports previous findings which show that the integration of digital technology in
marketing is very important for the success of MSMESs. Research by [52] confirms that the use of digital tech-
nology in marketing strategies can increase promotional effectiveness and market reach, which has a positive
impact on the turnover and profitability of MSMESs. Furthermore, [54] found that digital marketing tools such
as social media and data analytics can increase customer engagement and satisfaction, ultimately improving
business performance. Research by [22] identified that technological resilience allows companies to be more
adaptive to market changes and consumer trends, which has a positive impact on business growth.
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This research reveals that flexibility and adaptability in entrepreneurial marketing enable Batik MSMEs
to respond to market changes quickly and efficiently. This is in line with the findings of [54], who stated that
companies that successfully adopted innovative technology in marketing experienced significant increases in
sales and market share. Flexibility in marketing strategies also allows Batik MSMEs to adapt their products
and services to continuously evolving customer needs, increasing customer satisfaction and loyalty. A value-
oriented customer approach, which is one of the indicators of entrepreneurial marketing, helps Batik MSMEs
create a superior customer experience, which contributes to customer retention and a positive reputation in the
market.

The findings of this research indicate that entrepreneurial marketing plays an important role in im-
proving the business performance of Batik MSMEs in Indonesia. By utilizing digital technology, developing
innovative products, and implementing flexible and creative marketing strategies, Batik MSMEs can increase
their operational effectiveness, expand market reach, and increase customer satisfaction. Support from previous
research strengthens the argument that entrepreneurial marketing is the key to achieving competitive advantage
and sustainable growth for MSME:s in the batik sector.

H1: Entrepreneurial marketing affects business performance

The next hypothesis, whose asserts that entrepreneurial marketing has an influence on the robust-
ness of entrepreneurial technology, is supported since the significance level of 0.000 is less above the alpha
value of 0.05, indicating that the hypothesis has been approved. The research results show that entrepreneurial
marketing has a significant effect on the resilience of entrepreneurial technology in Batik MSME:s in Indone-
sia. Entrepreneurial marketing, which includes product innovation, utilization of digital technology, flexibility,
value-oriented customer approach, and creative marketing strategies, not only improves business performance
but also strengthens the ability of Batik MSMEs to adapt and integrate technology in their operations. The
application of entrepreneurial marketing encourages Batik MSME:s to continue to follow technological devel-
opments and utilize them in marketing strategies, thereby increasing their technological resilience.

This research is in line with previous findings showing that technology adoption in marketing is key to
building entrepreneurial technological resilience. For example, research by [54] reveals that the use of digital
technology in marketing strategies not only increases promotional effectiveness and market reach, but also
strengthens a company’s ability to manage and adapt technology. [54] found that the integration of digital
marketing tools, such as social media and data analytics, helps companies develop technological resilience by
providing better insights into customer behavior and market trends.

This research highlights the importance of flexibility and adaptability in entrepreneurial marketing to
build technological resilience. [22] identified that companies that have the ability to quickly adapt their mar-
keting strategies to technological and market changes tend to have higher technological resilience. A customer
value-oriented approach also plays an important role, because a deep understanding of customer needs can
encourage Batik MSME:s to continuously update and optimize the technology they use in marketing.

The findings of this research confirm that entrepreneurial marketing plays an important role in increas-
ing the resilience of entrepreneurial technology in Batik MSMEs in Indonesia. The use of digital technology,
product innovation, and a flexible and creative approach to marketing not only improves business performance
but also strengthens the ability of MSMEs to adapt to technological developments. Support from previous
research strengthens the argument that entrepreneurial marketing is a key factor in building the technological
resilience necessary to compete in dynamic and changing markets.

H2: Entrepreneurial marketing affects the resilience of entrepreneurial technology

The third hypothesis, whose argues that the resilience of entrepreneurial technology effects company
performance, is supported since the significance level value of 0.000 is less than the alpha value of 0.05,
indicating that the hypothesis has been approved.

The research results show that the resilience of entrepreneurial technology has a significant influence
on the business performance of Batik MSMEs in Indonesia. Entrepreneurial technological resilience, which in-
cludes technology adoption, digital competence, investment in technology, flexibility, security, and technology
integration, enables Batik MSME:s to increase operational efficiency, expand market reach, and provide bet-
ter customer service. This resilience helps Batik MSMEs face challenges that come from rapid technological
change and intense market competition, thereby contributing to improved business performance.

This research supports previous findings showing that the ability to adopt and manage technology
effectively is an important factor in improving business performance. [52] found that the use of digital tech-
nology in operations and marketing strategies can increase promotional effectiveness and market reach, which
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has a positive impact on the turnover and profitability of MSMEs. [54] show that digital marketing tools, such
as social media and data analytics, not only improve customer interactions and satisfaction but also enable
companies to be more responsive to market changes and customer needs, ultimately improving business per-
formance. This research highlights the importance of flexibility and adaptability in technological resilience
to face market dynamics. [22] identified that companies that can quickly adapt their technology strategies to
market developments and consumer trends tend to have better business performance. Technological resilience
allows Batik MSME:s to continue to update and optimize the technology they use in operations and marketing,
thereby reducing operational costs and increasing productivity.

The findings of this research indicate that the resilience of entrepreneurial technology plays an impor-
tant role in improving the business performance of Batik MSME:s in Indonesia. With the ability to adopt and
integrate technology effectively, Batik MSMEs can increase operational efficiency, expand market reach, and
increase customer satisfaction. Support from previous research strengthens the argument that technological
resilience is a key factor in achieving competitive advantage and sustainable growth for MSMEs in the batik
sector. Research by [20] reveals that companies that successfully adopt innovative technologies in marketing
experience significant increases in sales and market share, which shows how important technological resilience
is in the context of business performance.

H3: Entrepreneurial technology resilience affects business performance

The fourth hypothesis, which proposes that entrepreneurial technology resilience mediates the rela-
tionship between entrepreneurial marketing and business performance, is supported by the statistical results,
with a significance value of 0.000 being lower than the alpha level of 0.05. This indicates that entrepreneurial
technology resilience serves as a crucial intermediary that strengthens the influence of entrepreneurial market-
ing on business performance among Batik MSMEs in Indonesia. The ability to adopt, integrate, and manage
technology effectively enhances the positive effects of marketing innovation, digital engagement, and customer-
centric strategies. Entrepreneurial marketing not only increases visibility and market reach but also encourages
digital transformation, resulting in greater operational efficiency and responsiveness to dynamic market condi-
tions.

These findings align with prior studies showing that technology adoption plays a pivotal role in im-
proving business outcomes. The integration of digital marketing tools such as social media platforms and data
analytics enables firms to develop technological resilience by providing better insight into customer behavior
and market trends, leading to improved performance. The results also emphasize the need for flexibility and
adaptability in marketing strategies, as organizations that quickly adjust to technological and market shifts tend
to achieve stronger performance. For Batik MSMEs, this implies that building technological resilience through
continuous innovation and customer oriented approaches is key to sustaining competitiveness. Ultimately, the
synergy between entrepreneurial marketing and technological resilience enables Batik MSMEs to strengthen
their market position, foster innovation, and ensure long-term business sustainability in an evolving digital
economy.

H4: Resilience of entrepreneurial technology mediates entrepreneurial marketing relationships affecting
business performance

5. MANAGERIAL IMPLICATIONS

The results of this study emphasize that Batik MSME managers must strengthen their entrepreneurial
marketing strategies through innovation, creativity, and customer orientation supported by digital technology.
Managers should leverage online platforms such as social media, e-commerce, and data-driven marketing tools
to expand their market reach, increase customer engagement, and enhance brand competitiveness. Digital in-
tegration allows MSME:s to transform traditional marketing approaches into more measurable and adaptive
strategies, leading to improved performance and sustainable growth. Therefore, Batik entrepreneurs are en-
couraged to adopt proactive marketing behavior and continuously innovate in responding to evolving consumer
preferences and market trends.

In addition, the mediating role of entrepreneurial technology resilience highlights the importance of
developing digital adaptability and competence within Batik MSMEs. Managers should invest in human re-
source development through digital literacy programs, training, and collaborative learning with academic or
industry partners. Strengthening technological resilience will not only increase operational efficiency and pro-
ductivity but also help MSMEs withstand external shocks such as technological disruption and market volatil-
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ity. Policymakers and support institutions are also expected to facilitate this process by providing incentives,
mentoring, and access to digital infrastructure. Through the synergy between marketing innovation and tech-
nological resilience, Batik MSMEs can achieve sustainable business excellence while preserving Indonesia’s
cultural heritage in a modern and competitive digital landscape.

6. CONCLUSION

The goal of this investigation is to investigate the function of entrepreneurial technology resilience in
mediating the link between entrepreneurial marketing and business success in Batik MSMEs. The purpose of
this study is to determine how Batik MSMEs capacity to embrace and manage technology affects the success
of their marketing strategies and, as a result, company performance. The study confirms that entrepreneurial
marketing directly improves business performance, and entrepreneurial technology resilience both enhances
performance and mediates this relationship. Strengthening technological adaptability allows Batik MSME:s to
maximize the impact of digital marketing strategies and sustain competitive growth.

The results of this research have important implications for the development of Batik MSME busi-
ness strategies in Indonesia. By showing that entrepreneurial marketing directly positively influences business
performance and entrepreneurial technological resilience, this research emphasizes the importance of tech-
nology adoption and innovation in marketing strategy. Entrepreneurial technological resilience is proven to
mediate the relationship between entrepreneurial marketing and business performance, which means that Batik
MSMESs must focus on building technological resilience to maximize the impact of entrepreneurial marketing.
The practical implication is that Batik MSMESs need to invest more resources in digital technology and digital
competency training to improve their business performance.

Howeyver, this research has several limitations that need to be considered. First, this research is limited
to Batik MSME:s in Indonesia, so the results may not be generalizable to other sectors or regions. Second, the
data used may have limitations in terms of variability and representation that may influence the research results.
For future research, it is recommended to expand the research scope to include various industrial sectors and
different geographical regions to obtain a more comprehensive picture. The use of Partial Least Squares (PLS)
in this research, while effective for analyzing complex models and small sample sizes, has its limitations. PLS
is primarily designed for predictive rather than confirmatory analysis, which may restrict its ability to fully
validate the theoretical framework. Additionally, PLS does not provide global goodness-of-fit indices, which
can limit the comprehensive assessment of the model’s fit. Future studies could consider alternative methods,
such as Covariance-Based Structural Equation Modeling (CB-SEM), to address these limitations and provide a
more robust confirmation of the proposed model. In addition, further research could explore other factors that
may influence the relationship between entrepreneurial marketing, entrepreneurial technological resilience, and
business performance, such as organizational culture, government policy, and market dynamics.
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