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Abstract 

The fastest-growing category of entrepreneurs globally is women, who have drawn the attention of many academics, 

particularly in recent years. The goal of this research is to assess the entrepreneurial traits of women business owners in 

Bandung, Indonesia, including innovativeness, knowledge management, e-commerce adoption, risk-taking, and 

technology optimism. A structural equation model was used in this research as a quantitative methodology. By distributing 

questionnaires to the interviewees (owner-managers of SMEs), a survey was conducted. A convenient sampling method 

was used to choose 116 individuals. Six hypotheses were tested using a cross-sectional survey methodology. While it has 

been established that taking risks does not always add to innovativeness, knowledge management and the adoption of e-

commerce have both been found to have an impact on it. Risk-taking, however, has an impact on innovation through 

knowledge management. Innovativeness and e-commerce adoption are positively correlated; knowledge management and 

e-commerce adoption are positively correlated; and perhaps most significantly, knowledge management and 

innovativeness are positively correlated. 

Keywords: E-commerce Adoption; Knowledge Management; Innovation; Women Entrepreneurship. 

 

1. Introduction 

Entrepreneurial orientation is a key concept in business studies [1]. It is a strategic stance that outlines the procedures 

and actions that give businesses the framework for formulating and implementing decisions, both tactical and strategic 

[2]. Because it mostly refers to proactive, innovative, and risk-taking behaviours of businesses, entrepreneurship is 

generally regarded as a significant factor in determining how well an organisation functions [3]. Due to the fact that 

female business owners are growing the fastest globally, many academics have lately concentrated on them. The growing 

body of research indicates that women can make significant contributions to economic growth and entrepreneurial 

activity in terms of adding employment and raising the GDP, which will help decrease poverty and social exclusion [4]. 

However, as a nation's level of development rises, fewer women than men opt to seek entrepreneurial careers, and this 

disparity gets worse [5]. 

Consumer and business behaviour have altered as a result of the development of internet technology, which facilitates 

e-commerce operations [6]. Thanks to the availability of e-commerce platforms, customers can shop easily, compare 
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products and prices, and arrange for immediate delivery of their purchases [2]. It is anticipated that Indonesia's rapidly 

growing e-commerce sector, with a market worth about US$150 billion, will help drive economic development. In the 

long run, economies will benefit from nations that advance technology rapidly, and despite having a subpar ICT 

infrastructure and low internet penetration, Indonesians are among the world's most active internet users [7]. SMEs are 

crucial for social inclusion and greatly increase Indonesia's economic growth. Indonesian SMEs are capable of 

eradicating poverty because they account for nearly 56% of corporate investment and 97% of domestic jobs [8] (Ministry 

of Cooperatives and Small and Medium Enterprises – KUKM 2021). 

Indonesia is the world's fourth most populous country and has a rapidly growing economy. In recent years, the country 

has witnessed a rise in the number of women entrepreneurs [9]. Women entrepreneurship in Indonesia has been growing 

rapidly, with more and more women starting their own businesses and contributing to the country's economic 

development [10]. Despite the challenges that women entrepreneurs face in Indonesia, such as limited access to finance 

and business networks, women have been able to overcome these barriers and establish successful enterprises [11]. 

Women entrepreneurs in Indonesia have been creating innovative and impactful businesses across a range of sectors, 

including agriculture, technology, education, and fashion [12].  

The Indonesian government has recognized the important role that women entrepreneurs play in driving economic 

growth and has implemented policies and programs to support their development [9]. These initiatives include access to 

finance, business training, and mentoring [13]. In this context, it is essential to understand the challenges, opportunities, 

and success stories of women entrepreneurs in Indonesia [10]. The growth of women entrepreneurship in Indonesia is a 

promising trend that has the potential to transform the country's economy and promote gender equality [9]. 

Nowadays, there are numerous women who own or run medium- or large-scale enterprises (MLEs) in Indonesia [8]. 

The commerce and service sectors are where they typically operate or own small shops, food carts, beauty parlors, 

clothing boutiques, and caterers [9]. In traditional market places, small traders make up the majority of rural women 

entrepreneurs [13]. There are not many studies or publications on women entrepreneurs in Indonesia, despite an increase 

in the number of women-led companies or as entrepreneurs, as well as a significant increase in initiatives, policies, and 

resources intended to promote and develop women's entrepreneurship [14]. There are only a few national data on the 

total number of women entrepreneurs in Indonesia, as well as their essential characteristics [9]. 

Despite the growing interest in women's entrepreneurship and the role of knowledge management, there is a lack of 

research that investigates the relationship between knowledge management as a mediating variable of risk-taking and 

optimism in women's entrepreneurial innovativeness [15]. Although studies have shown the significant impact of risk-

taking and optimism on entrepreneurial outcomes, the extent to which knowledge management influences this 

relationship is not well understood, especially in the context of women's entrepreneurship [9]. Therefore, there is a 

research gap in understanding the role of knowledge management in women's entrepreneurial innovativeness and how 

it interacts with risk-taking and optimism [16]. Therefore, there is a gap in knowledge that limits our ability to design 

effective interventions and policies that promote women's entrepreneurship, innovation, and economic growth [17]. This 

study aims to examine empirically the relationship between knowledge management, innovativeness, risk-taking, and 

e-commerce adoption among women entrepreneurs. This article is an effort to empirically analyse these variables in the 

context of Indonesian women entrepreneurs. 

2. Literature Review 

2.1. Risk Taking 

An organisation that is willing to take risks is one that is willing to make decisions and take action even when there 

is some uncertainty about the possible return on investment. The readiness to take chances reveals how businesses 

perceive the potential for profit [5]. Risk can be described in a number of different ways, such as the possibility or 

likelihood of failure or loss, the variability of possible outcomes or the degree of uncertainty surrounding their 

achievement, the difference between expected and actual results, the likelihood of any result other than the expected 

one, the situation in which the quantitative magnitude of an event is subject to a specific probability distribution, and 

the danger of deviating negatively from the target [9]. Entrepreneurs of both genders usually have distinct motivations, 

as particularly male entrepreneurs were more likely to start businesses with the goal of making money and to believe 

that working diligently is more important than spending time with family [17]. 

Both genders, male and female entrepreneurs, had a tremendous potential to become future business owners. Female 

respondents showed stronger risk-taking behaviour than male respondents, which goes against earlier research findings 

that generally concluded that women were less risk-averse than men [18]. The estimation results showed that, instead 

of gender, the key determinants of future entrepreneurship were creativity, motivation, and awareness. Although women 

(on average) may approach business differently than men (for example, they may be more conservative with the 

resources they dedicate to their businesses and in growing them), when performance is evaluated taking into account 

risk, they are likely to be no less effective [14]. 
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2.2. Innovativeness 

Both innovativeness and invention have many different meanings. A firm's innovativeness is typically described as 

its propensity and ability to introduce innovations, whereas an innovation is the introduction of a new or substantially 

better product, process, organisational structure, or marketing strategy [19]. Innovation is the tendency to be a 

technology innovator and thought leader [9]. The degree to which a person feels technologically equipped or far ahead 

of the curve in terms of embracing new technologies is typically measured by this measurement [20]. Because of this, 

study has found that being inventive reflects a firm's propensity to engage in and support new ideas, novelty, 

experimentation, and creative processes that may result in new products, services, or technological processes [21]. 

2.3. Ecommerce Adoption 

It is generally acknowledged that e-commerce technology has a lot of possible benefits for companies. The main 

benefits of e-commerce, according to the literature that is currently available, are decreased costs, increased sales, 

productivity, decreased processing times, expanded market reach, and increased client loyalty [22]. E-commerce is a 

crucial strategy for SMEs to penetrate global markets, but only a small proportion of businesses can take advantage of 

its advantages [20, 22]. E-commerce is used to create and achieve both short- and long-term organisational goals, or, to 

put it another way, to achieve extremely competitive advantages and expansion opportunities. As SMEs flourish and 

have access to more connections than ever before, the potential for utilising them through the adoption of e-commerce 

is greatly expanded [23].  

Global Institute Report from 2018 states that 37% of all SMEs in Indonesia can use simple online computers and 

access, compared to 36% who still rely on offline transactions for their company [24]. The adoption of e-commerce is 

relevant to this knowledge. Then, while 9% of SMEs can engage in e-commerce, only 18% of them are able to use social 

media and other medium-sized online platforms. In reality, income growth will accelerate once they integrate e-

commerce into their businesses by 23 to 80% [20]. 

2.4. Knowledge Management 

It was found that knowledge management (KM), a business process linked to generating new knowledge and ensuring 

its application in the organisation whenever necessary, significantly influences Malaysian SMEs' decisions to adopt 

electronic systems [25]. Additionally, knowledge management encompasses the following three areas: information 

acquisition, knowledge sharing, and knowledge implementation [26]. Thus, knowledge management demands that a 

company be able to understand, use, and benefit from information [27]. In terms of knowledge management in SMEs, 

it has been established that knowledge retention through strategic managerial thinking is essential for SME resilience 

[28]. Numerous scholars have found a connection between the use of e-commerce platforms, knowledge sharing, and 

knowledge application and acquisition [9, 25, 28]. We will test seven hypotheses based on the variables in the conceptual 

framework (Figure 1): Risk Taking (RT), E-commerce Adoption (EA), and Knowledge Management (KM). Risk taking 

(RT) affects Innovativeness (I) through Knowledge Management (KM), and E-commerce Adoption (EA) affects 

innovativeness (I) through knowledge management (KM). 

 

Figure 1. Research Model 

3. Methodology 

This research employed a quantitative methodology and the structural equation model's (SEM) component-based 

estimate tool, known as SmartPLS [29]. Academics are increasingly using SmartPLS because it can analyse a variety of 

data kinds, is user-friendly, has cutting-edge features, and doesn't necessitate a lot of presumptions like normality and a 
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large sample size [30]. An approach based on cross-sectional surveys is used to investigate seven hypotheses. The four 

variables were selected in light of the literature study. A five-point Likert-type scale with a range of one (strongly 

disagree) to five (strongly agree) was used to assess the constructs of the variables used. In order to comprehend how 

participants (owner-managers in SMEs in Bandung, Indonesia), perceive the EA, RT, and I as they are mediated by KM, 

23 items were developed based on a comprehensive literature review. While discussing the characteristics of SMEs, the 

owner takes on the role of administration. 

Using a practical sample technique, 116 respondents provided answers to the given queries. This type of method, 

which also referred to the population study subjects that are easily accessible to the researcher, is suitable when members 

of the target population meet certain practical requirements, such as easy accessibility and availability at a specific time 

[31]. Regarding the choice of sample size, different writers have offered various recommendations. Social science 

investigation needs roughly 15 individuals per predictor for a credible equation [32]. Consequently, choosing 116 

Indonesian SMEs as the sample size would be appropriate for this research and satisfy the rule of thumb criterion (Figure 

2). 

 

Figure 2. Phases of Methodology 

Using a practical sample technique, 116 respondents provided answers to the given queries. This type of method, 

which also referred to the population study subjects that are easily accessible to the researcher, is suitable when members 

of the target population meet certain practical requirements, such as easy accessibility and availability at a specific time 

[31]. Regarding the choice of sample size, different writers have offered various recommendations. Social science 

investigation needs roughly 15 individuals per predictor for a credible equation [32]. Consequently, choosing 116 

Indonesian SMEs as the sample size would be appropriate for this research and satisfy the rule of thumb criterion (Table 

1). 

Table 1. Instruments development and justifications 

Variable Statement 
Number of 

items 

Innovativeness 

1. The business consistently releases novel goods 

4 
2. The SME is expanding its line of custom-made goods. 

3. You appreciate the task of understanding complex technology. 

4. You discover that using technology to your advantage presents you with fewer challenges than other individuals. 

Risk Taking 

1. Businesses take calculated chances. 

3 2. The company that owns the merchandise is goal-oriented. 

3. There could be significant risks associated with the existence of novel goods. 

Ecommerce 

Adoption 
1. We have an online store where we can offer goods and services. 1 

Knowledge 

Management 

1. We are aware of the job being done 

4 
2. We are very knowledgeable about the company's working procedures. 

3. We are always fully aware of the job that needs to be done. 

4. We can be inventive to come up with something fresh. 

4. Results and Discussion 

Based on the results of data collection, Table 2 shows the demographic profile of 116 respondents who have 

participated in this study. 
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Table 2. Sociodemographic Data 

Variables Description Frequencies Percentage 

Gender 
Female 116 100% 

Total 116 100% 

Age of the Business 

Less than a year 47 40.5 

1-3 years 36 31 

3-5 years 21 18.1 

5-10 years 5 4.3 

10-15 years 2 1.5 

More than 15 years 5 4.3 

Types of Business 

Culinary 50 43.1 

Handcraft 34 22.3 

Fashion 21 18.1 

Printing Services 1 0.9 

General Services 4 3.4 

Grocery Store 3 2.6 

Herbal 1 0.9 

Ornamental plants trades 1 0.9 

Others 1 0.9 

All of the responses to the survey—whose results are displayed in Table 1—were female. Owner-managers make up 

the majority of the respondents, and the fact that 89, 6% of them were established less than five years ago indicates that 

most of their businesses are still in the beginning stages. According to the introduction, female company owners are 

more likely to work in the food and beverage industry, and this study's finding that 43, 1% of female owner-managers 

work in the culinary sector supports this claim. In Bandung, handicraft is the second most common line of work for 

women, and only 18% of them are employed in the fashion sector. As evidence of how few women are engaged in the 

service industry, 4,3% of the female entrepreneurs in our sample work in printing and general services. The findings 

show that 1.8 percent of female company owners in Bandung, Indonesia, work in the trade of herbs and decorative 

plants. Additionally, 0.9% of the population is involved in unidentified other activities. 

Two phases of data analysis were carried out. The purpose of the first is to evaluate the truth and dependability of 

the variable constructs. This research evaluates factor loading, Cronbach's Alpha, and Composite Reliability to evaluate 

the construct reliability. The outer loading value must be higher than 0.7 for an indicator to be deemed valid and reliable 

which strengthens the connection between indicators and latent variables [33]. According to Pradana et al. (2013) [34] 

and Susanto et al. (2022) [35], the value of Composite Reliability (CR) is suggested as greater than 0.7, deemed valid, 

and indicators with values less than 0.7 are eliminated [34, 35]. According to Hair et al. (2016), the convergent validity 

value of each construct should exceed the minimum limit value of 0.50 to be considered valid [30]. This research 

evaluates the convergent validity test using Average Variance Extracted (AVE) (Figure 3). 

 

Figure 3. Path Result 
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Table 3. Summary of model evaluation measurement- Source: SmartPLS Output (2022) 

Variables Indicators/items 

Reliability Test Validity Test 

Indicators 

Loadings 

Cronbach’s 

Alpha 

Composite reliability 

(CR) 

Average Variance Extracted 

(AVE) 

Ecommerce 

Adoption (EA) 
EA1 1.000 1.000 1.000 1.000 

Innovativeness (I) 

I1 0.967 

0.981 0.986 0.945 
I2 0.979 

I3 0.968 

I4 0.975 

Knowledge 

Management (KM) 

KM1 0.972 

0.872 0.976 0.922 
KM2 0.951 

KM3 0.947 

KM4 0.971 

Risk Taking (RT) 

RT1 0.849 

0.826 0.881 0.711 RT2 0.852 

RT3 0.828 

The test hypothesis can be described by referring to the path coefficient, t-statistic, and p-value values. As the path 

coefficient explains the impact of the relationship between variables, it can be said that the path influences the model 

when its value is near to +1. A hypothesis is considered to have a significant effect on the model when it has a T-Statistic 

value > 1.96 and a p-value 0.05. The importance of the construct's impact on the model is shown by T-Statistics and P-

values. Here are the results of the computations. 

According to Table 4's findings of hypothesis testing, hypothesis 1, which refers to e-commerce adoption (EA) and 

innovativeness (I), has a favourable and significant impact, with path coefficient values of 0.362, T-Statistics of 2.740, 

and P-values of 0.006. In light of this, theory 1 is viable. With a path coefficient value of 0.494 and a T-statistic value 

of 5.492 and a p-value of 0.000 for hypothesis 2, the connection between Ecommerce Adoption (EA) and Knowledge 

Management (KM) in women's entrepreneurship is shown to have a positive and significant impact. This indicates that 

theory 2 is correct. With a path coefficient value of 0.526, a T-statistic of 4.243, and a p-value of 0.000, hypothesis 3—

knowledge management (KM) has a favourable and significant impact on innovation of female business owners in 

Bandung, Indonesia—is accepted. While premise 4 indicates that Risk-Taking is increased because of the poor path 

coefficient value of 0.115, T-statistic 1.67 less than 1.96, and p-value 0.095 greater than 0.05. 

Table 4. Significance of direct effects’ Test Indirect effect: SmartPLS Output (2022) 

H Relationship 
Path 

Coefficient 

Original 

Sample (O) 

Sample 

Mean (M) 

Standard Deviation 

(STDEV) 

T 

statistics 
P value Verdict 

H1 RT>I 0.115 0.115 0.113 0.069 1.671 0.095 Not Supported 

H2 RT>KM 0.457 0.457 0.458 0.088 5.184 0.000 Supported 

The test hypothesis can be described by referring to the path coefficient, t-statistic, and p-value values. As the path 

coefficient explains the impact of the relationship between variables, it can be said that the path influences the model 

when its value is near to +1. A hypothesis is considered to have a significant effect on the model when it has a T-Statistic 

value > 1.96 and a p-value 0.05. The importance of the construct's impact on the model is shown by T-Statistics and P-

values. According to table 5's findings of hypothesis testing, hypothesis 1, which refers to e-commerce adoption (EA) 

and innovativeness (I), has a favourable and significant impact, with path coefficient values of 0.362, T-Statistics of 

2.740, and P-values of 0.006. In light of this, theory 1 is viable. With a path coefficient value of 0.494 and a T-statistic 

value of 5.492 and a p-value of 0.000 for hypothesis 2, the connection between Ecommerce Adoption (EA) and 

Knowledge Management (KM) in women's entrepreneurship is shown to have a positive and significant impact. This 

indicates that theory 2 is correct. With a path coefficient value of 0.526, a T-statistic of 4.243, and a p-value of 0.000, 

hypothesis 3—knowledge management (KM) has a favourable and significant impact on innovation of female business 

owners in Bandung, Indonesia—is accepted. While premise 4 indicates that because of the poor path coefficient value 

of 0.115, T-statistic 1.67 less than 1.96, and p-value 0.095 greater than 0.05, According to the put forth theory, neither 

risk-taking (RT) nor inventiveness (I) are affected by one another. The connection between risk-taking and knowledge 

management (KM) has a positive relationship, as shown by hypothesis 5's path coefficient value of 0.457, T statistic of 

5.184, and O value of 0.000, indicating that the hypothesis is supported. 
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5. Conclusion 

This study assesses the impact of digital marketing on female entrepreneurs in Bandung, Indonesia, and suggests that 

effective tools, moral conduct, and a positive outlook aided small- and medium-sized business owners actively and 

effectively during the Covid-19 pandemic. The results of this research show a positive correlation between the adoption 

of e-commerce, knowledge management, and innovation among female entrepreneurs. However, taking risks does not 

always result in invention, suggesting that only calculated risks should be taken rather than all risks. On the other hand, 

knowledge management and taking risks have a positive connection. In conclusion, the role of knowledge management 

as a mediating variable of risk-taking and optimism in women's entrepreneurial innovativeness is crucial. The study 

highlights that women entrepreneurs who have access to knowledge and effective management of it are more likely to 

take calculated risks and remain optimistic, resulting in increased innovativeness in their entrepreneurial endeavours. 

The findings suggest that incorporating knowledge management strategies into the entrepreneurial ecosystem can 

provide a competitive advantage for women entrepreneurs and strengthen the early research on this topic. Moreover, the 

study highlights the importance of providing women entrepreneurs with equal opportunities for knowledge acquisition 

and management to enhance their entrepreneurial capabilities. It is essential to invest in knowledge management 

infrastructure, including training, networking, and technology, to support women entrepreneurs' innovation and success. 

Therefore, policymakers, industry leaders, and academia need to collaborate to create an inclusive and supportive 

environment for women entrepreneurs. By doing so, we can promote gender equality and contribute to the growth and 

development of the entrepreneurial ecosystem. 

6. Declarations  

6.1. Author Contributions 

Conceptualization, F.A.R., M.P., and D.G.U.; methodology, F.A.R.; software, M.H.E.; formal analysis, M.P.; 

investigation, M.P.; writing—review and editing, M.H.E.; visualization, F.A.R.; supervision, M.P.; project 

administration, D.G.U. All authors have read and agreed to the published version of the manuscript. 

6.2. Data Availability Statement 

The data presented in this study are available in the article. 

6.3. Funding 

The authors received no financial support for the research, authorship, and/or publication of this article. 

6.4. Acknowledgements 

We would like to thank Telkom University for the support in publishing this research. 

6.5. Institutional Review Board Statement 

Not applicable. 

6.6. Informed Consent Statement 

All the study participants signed an informed consent agreeing to provide data and availability for the survey. 

6.7. Declaration of Competing Interest 

The authors declare that there is no conflict of interests regarding the publication of this manuscript. In addition, the 

ethical issues, including plagiarism, informed consent, misconduct, data fabrication and/or falsification, double 

publication and/or submission, and redundancies have been completely observed by the authors. 

7. References  

[1] Hasbi, I., Pradana, M., & Utami, D.G. (2022). Entrepreneurial Education as Antecedent of Indonesian Private University Students’ 

Entrepreneurial Intention. Educational Administration: Theory and Practice, 28(3), 72–82. doi:10.17762/kuey.v28i03.479. 

[2] Blouch, R., Yasmeen, A., Khan, M. M., & Shakeel, W. (2021). Unleashing knowledge sharing in a developing country: a case of 

healthcare industry. Global Knowledge, Memory and Communication, 70(1–2), 60–78. doi:10.1108/GKMC-12-2019-0159. 

[3] Kartawinata, B. R., Pradana, M., Akbar, A., Trenggana, A. F. M., & Cahyaningrum, S. D. (2020). The effect of easy perception 

and risk of users of financial technology services in SMES of Bandung, Indonesia. Proceedings of the10th Annual International 

Conference on Industrial Engineering and Operations Management, 10-12 March, 2020, Dubai, United Arab Emirates. 



Journal of Human, Earth, and Future         Vol. 4, No. 1, March, 2023 

8 

[4] Ullah, S., Hussain, S., Rustandi Kartawinata, B., Muhammad, Z., & Fitriana, R. (2022). Empirical nexus between Chinese 

investment under China–Pakistan Economic Corridor and economic growth: An ARDL approach. Cogent Business &amp; 

Management, 9(1). doi:10.1080/23311975.2022.2032911. 

[5] Kuo, Y. K., Khan, T. I., Islam, S. U., Abdullah, F. Z., Pradana, M., & Kaewsaeng-on, R. (2022). Impact of Green HRM Practices 

on Environmental Performance: The Mediating Role of Green Innovation. Frontiers in Psychology, 13, 916723. 

doi:10.3389/fpsyg.2022.916723. 

[6] Kartawinata, B. R., Fakhri, M., Pradana, M., Hanifan, N. F., & Akbar, A. (2021). The role of financial self-efficacy: Mediating 

effects of financial literacy & financial inclusion of students in West Java, Indonesia. Journal of Management Information and 

Decision Sciences, 24(7), 1-9. 

[7] Pradana, M., Wardhana, A., Rubiyanti, N., Syahputra, S., & Utami, D. G. (2022). Halal food purchase intention of Muslim 

students in Spain: testing the moderating effect of need-for-cognition. Journal of Islamic Marketing, 13(2), 434–445. 

doi:10.1108/JIMA-05-2020-0122. 

[8] Saragih, R., Liu, R., Putri, C. A., Fakhri, M., & Pradana, M. (2022). The Role of Loyalty and Satisfaction in Forming Word-of-

Mouth Influence in a B2B Environment: Evidence from the Knitting Industry of Indonesia. Journal of Eastern European and 

Central Asian Research, 9(3), 543–553. doi:10.15549/jeecar.v9i3.889. 

[9] Fanaja, R. A., Saputri, M. E., & Pradana, M. (2023). Knowledge as a mediator for innovativeness and risk-taking tolerance of 

female entrepreneurs in Indonesia. Cogent Social Sciences, 9(1). doi:10.1080/23311886.2023.2185989. 

[10] Hendrayati, H., & Gaffar, V. (2016). Innovation and Marketing Performance of Womenpreneur in Fashion Industry in Indonesia. 

Procedia - Social and Behavioral Sciences, 219, 299–306. doi:10.1016/j.sbspro.2016.04.034. 

[11] Saragih, R., Kumalasari, A. D., Pradana, M., Utami, F. N., & Utami, D. G. (n.d.). Measuring Entrepreneurial Intention of Female 

Students in West Java, Indonesia. Journal of Positive Psychology and Wellbeing, 5(3), 337–344. 

[12] Anggadwita, G., Mulyaningsih, H. D., Ramadani, V., & Arwiyah, M. Y. (2015). Women entrepreneurship in Islamic perspective: 

A driver for social change. International Journal of Business and Globalisation, 15(3), 389–404. doi:10.1504/IJBG.2015.071914. 

[13] Mansoor, M., Saeed, A., Rustandi Kartawinata, B., & Naqi Khan, M. K. (2022). Derivers of green buying behavior for organic 

skincare products through an interplay of green brand evaluation and green advertisement. Journal of Global Fashion Marketing, 

13(4), 328–343. doi:10.1080/20932685.2022.2085597. 

[14] Nurafni Rubiyanti, Zurina Mohaidin, & Mohsen Ali Murshid. (2022). Purchasing Behavior: Mediating Roles of Brand 

Personality and Religiosity in the Purchase of Halal Cosmetics. Global Journal al Thaqafah, SI, 113–120. 

doi:10.7187/gjatsi022022-12. 

[15] Salsabila, A. A., Fakhri, M., Silvianita, A., Wardhana, A., & Saragih, R. (2021). The effect of organizational culture and work 

motivation on employee job satisfaction. Proceedings of the 11th International Conference on Industrial Engineering and 

Operations Management, 7-11 March, 2021, Singapore. 

[16] Salwa, M., & Susanty, A. I. (2016). Measuring employee readiness for knowledge management in PT. mineral Indonesia. 

Pertanika Journal of Social Sciences and Humanities, 24, 27–34. 

[17] Talebzadehhosseini, S., & Garibay, I. (2022). The interaction effects of technological innovation and path-dependent economic 

growth on countries overall green growth performance. Journal of Cleaner Production, 333, 130134. 

doi:10.1016/j.jclepro.2021.130134. 

[18] Khan, M. A. S., Du, J., Malik, H. A., Anuar, M. M., Pradana, M., & Yaacob, M. R. Bin. (2022). Green innovation practices and 

consumer resistance to green innovation products: Moderating role of environmental knowledge and pro-environmental 

behavior. Journal of Innovation & Knowledge, 7(4), 100280. doi:10.1016/j.jik.2022.100280. 

[19] Dewi, C. K., Pradana, M., Huertas-García, R., Rubiyanti, N., & Syarifuddin, S. (2022). Developing halal consumer behavior 

and tourism studies: Recommendations for Indonesia and Spain. Frontiers in Psychology, 13, 863130. 

doi:10.3389/fpsyg.2022.863130. 

[20] Elisa, H.P., Fakhri, M., & Pradana, M. (2022). The moderating effect of social media use in impulsive buying of personal 

protective equipments during the Covid-19 pandemic. Cogent Social Sciences, 8(1), 2062094. 

doi:10.1080/23311886.2022.2062094. 

[21] Hasbi, I., Pradana, M., Wijaksana, T. I., Reshanggono, A. S., & Arwiyah, M. Y. (2021). Digital Marketing, Functional and 

Hedonic Quality Effects on Perceived Value of Indonesian Shopping Center. Journal of Management Information and Decision 

Sciences, 24(6), 1–8. 

[22] Al-Hawari, M. A., Quratulain, S., & Melhem, S. B. (2021). How and when frontline employees’ environmental values influence 

their green creativity? Examining the role of perceived work meaningfulness and green HRM practices. Journal of Cleaner 

Production, 310, 127598. doi:10.1016/j.jclepro.2021.127598. 



Journal of Human, Earth, and Future         Vol. 4, No. 1, March, 2023 

9 

[23] Zaman, U., Florez-Perez, L., Farías, P., Abbasi, S., Khwaja, M. G., & Wijaksana, T. I. (2021). Shadow of your former self: 

Exploring project leaders’ post-failure behaviors (resilience, self-esteem and self-efficacy) in high-tech startup projects. 

Sustainability (Switzerland), 13(22), 12868. doi:10.3390/su132212868. 

[24] Fakhri, M., Silvianita, A., & Yulias, D. (2021). Assessing Quality of Work Life Toward Junior High School Teacher During 

Pandemic Covid-19. Journal of Management Information and Decision Sciences, 24(6), 1–8. 

[25] Abbasi, S. G., Abbas, M., Pradana, M., Al-Shammari, S. A. S., Zaman, U., & Nawaz, M. S. (2021). Impact of Organizational 

and Individual Factors on Knowledge Sharing Behavior: Social Capital Perspective. SAGE Open, 11(4), 21582440211054504. 

doi:10.1177/21582440211054504. 

[26] Alifianty, S., & Susanty, A. I. (2016). Influence of employee stock option program and job satisfaction on employee commitment 

(A case study of a telephone company in Indonesia). Pertanika Journal of Social Sciences and Humanities, 24, 215–226. 

[27] Fakhri, M., Syarifuddin, S., Winarno, A., Nurnida, I., & Hanum, S. (2021). Democratic Leadership Practice to Construct Clan 

Organizational Culture in Family Companies. Journal of Asian Finance, Economics and Business, 8(1), 803–811. 

doi:10.13106/jafeb.2021.vol8.no1.803. 

[28] Luturlean, B. S., Prasetio, A. P., Saragih, R., Shabrina, D. N., & Akbar, M. F. (2021). The role of knowledge management 

practices on innovation performance in a public telecommunication company. International Journal of Learning and Change, 

13(3), 322–334. doi:10.1504/IJLC.2021.115192. 

[29] Chin, W. W., Thatcher, J. B., Wright, R. T., & Steel, D. (2013). Controlling for Common Method Variance in PLS Analysis: 

The Measured Latent Marker Variable Approach. New Perspectives in Partial Least Squares and Related Methods, 231–239, 

Springer, New York, United States. doi:10.1007/978-1-4614-8283-3_16. 

[30] Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on partial least squares structural equation modeling 

(PLS-SEM). Sage Publications, London, United Kingdom. doi:10.1007/978-3-030-80519-7. 

[31] Li, J., Manafian, J., Wardhana, A., Othman, A. J., Husein, I., Al-Thamir, M., & Abotaleb, M. (2022). N-Lump to the (2+1)-

Dimensional Variable-Coefficient Caudrey–Dodd–Gibbon–Kotera–Sawada Equation. Complexity, 2022, 1–32. 

doi:10.1155/2022/4383100. 

[32] Willayat, F., Saud, N., Ijaz, M., Silvianita, A., & El-Morshedy, M. (2022). Marshall–Olkin Extended Gumbel Type-II 

Distribution: Properties and Applications. Complexity, 2022, 1–23. doi:10.1155/2022/2219570. 

[33] Rahmawaty, S., Kartawinata, B. R., Akbar, A., & Wijaksana, T. I. (2021). The effect of e-service quality and E-trust on E-

customer loyalty through E-customer satisfaction as an intervening variable (Study on Gopay users in Bandung). Proceedings 

of the 11th International Conference on Industrial Engineering and Operations Management, 7-11 March, 2021, Singapore. 

[34] Pradana, M., Rintaningrum, R., Kosov, M., Bloshenko, T., Rogova, T., & Singer, N. (2022). Increasing the effectiveness of 

educational technologies in the foreign languages learning process by linguistic students (comparative analysis of Russian, 

Indonesian and Egyptian experience). Frontiers in Education, 7, 1011842. doi:10.3389/feduc.2022.1011842. 

[35] Susanto, E., Hendrayati, H., Rahtomo, W. R., & Prawira, M. F. A. (2022). Adoption of Digital Payments for Travelers at Tourism 

Destinations. African Journal of Hospitality, Tourism and Leisure, 11(2), 741–753. doi:10.46222/ajhtl.19770720.254. 


