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Abstract

The batik industry represents an important component of Indonesia’s cultural heritage and regional economy.
However, increasing digital disruption requires batik small and medium-sized enterprises (SMEs) to
strengthen their ability to reach customers, develop products, and respond to changing market conditions.
This study examines the effect of digital marketing capabilities on business performance by investigating the
mediating roles of ambidextrous innovation and market capitalization agility. Survey data were collected
from 223 batik SMEs in Central Java and analyzed using structural equation modelling (SEM). The findings
show that digital marketing capabilities significantly enhance exploitative innovation and market
capitalization agility. These capabilities function as important mechanisms through which digital marketing
contributes to improved business performance. In contrast, digital marketing capabilities do not have a
significant direct effect on business performance, indicating that digital adoption alone is insufficient to
generate superior outcomes. Performance improvements depend on firms’ ability to translate digital
marketing capabilities into innovation activities and agile market responses. This study contributes to the
strategic fit and dynamic capabilities perspectives by integrating digital marketing capabilities, ambidextrous
innovation, and market agility within a unified framework. Practically, batik SMEs should align digital
marketing initiatives with continuous product refinement, commercialization, and rapid adaptation to market
changes. The findings provide insights for strengthening the competitiveness and sustainability of heritage-
based SMEs in the digital era.

Keywords: digital marketing capabilities, ambidextrous innovation, market capitalization agility, business
performance, small and medium enterprises

1. INTRODUCTION

The batik industry is a prominent expression of Indonesia’s cultural heritage and an important pillar of
the national economy, largely driven by small and medium-sized enterprises (SMEs) (Musallami & Balushi,
2024). Beyond preserving traditional craftsmanship, batik SMEs support community livelihoods, strengthen
social resilience, and sustain cultural identity. For these firms, achieving strong business performance is
essential because it determines their long-term sustainability and competitiveness in domestic and
international markets (Kathuria & Lucianetti, 2024; Nwokeocha, 2024). Improved performance allows batik
SMEs to enhance production efficiency, reduce operating costs, and raise product quality, while also
enabling investments in innovation, marketing capability, and talent development that underpin sector
renewal (Kathuria & Lucianetti, 2024; Musallami & Balushi, 2024; Nwokeocha, 2024).

Economically, batik contributes to Indonesia’s gross domestic product, generates export earnings, and
creates large-scale employment. Prior evidence indicates that batik accounts for about 1.5% of national GDP,
positioning it as a meaningful component of the textile and creative industries (Anis et al., 2020). The sector
is estimated to include around 47,755 batik SMEs and to support more than 200,000 jobs, highlighting its
role as a major employment generator, particularly in rural and semi-urban areas (Rahmawati & Rahadi,
2020). Batik also shows export potential, with reported exports of 2,117 tons in 2021 valued at roughly USD
35.46 million (Widiastuti & Sulistianingsih, 2023). Central Java is among the country’s key production hubs,
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with active clusters in areas such as Pekalongan, Surakarta, Yogyakarta, and Banyumas batik SMEs have
reached overseas markets such as Japan, the Netherlands, and Singapore, illustrating the global relevance of
Central Java’s creative economy and the feasibility of aligning cultural preservation with economic
sustainability.

As market dynamics become increasingly digital, the sustainability of batik SMEs depends on their
ability to adapt to the evolving digital economy. Recent work emphasizes that entrepreneurial leadership,
social capital, and digital literacy can strengthen SME sustainability through improved performance,
especially when supported by government programs and business associations (Suprayitno et al., 2025). The
revitalization of batik, once viewed as vulnerable to decline, also demonstrates the sector’s resilience when
innovation and broader social change are mobilized effectively (Famiola, 2021). Within this context, digital
transformation has become a central strategic route for enhancing SME competitiveness. Importantly, digital
transformation is not limited to adopting technologies; it requires a shift in managerial mindset and operating
logic, in which digital capabilities are integrated with entrepreneurial and social resources to expand markets,
stimulate innovation, and reinforce long-term outcomes (Putra et al., 2024; Wijaya & Suasih, 2020).

Integrated digital strategies, including e-commerce, social media marketing, and data analytics, can
help batik SMEs broaden market access, deepen customer engagement, and communicate distinctive artistic
value to wider audiences (Erkan et al., 2021; Putra et al., 2024; W. Zhang, 2023). These tools can enhance
brand visibility and loyalty while generating insights into consumer behavior that support faster, more
informed decisions and continuous marketing optimization (Cao et al., 2019; Putra et al., 2024). When
implemented strategically, digital transformation can position batik SMEs to sustain competitiveness and
innovate in a digitally mediated marketplace.

Nevertheless, evidence on whether digital marketing capabilities consistently improve SME
performance remains mixed. While some studies report positive effects (Hawaldar et al., 2022; Khalil &
Belitski, 2020; Ritz et al., 2019), others find weak, limited, or inconclusive relationships (Alanazi, 2022;
Qiao & Liu, 2024; Ranjan, 2024). This inconsistency suggests that performance outcomes may depend on
specific mechanisms and boundary conditions, particularly in heritage-based sectors such as batik. To clarify
how digital strategies produce business gains, this study incorporates two mediating mechanisms:
ambidextrous innovation and market capitalization agility.

Ambidextrous innovation includes exploitative and exploratory innovation. Exploitative innovation
focuses on refining, improving, and optimizing existing products and processes to increase efficiency and
satisfy current customer needs. Exploratory innovation, in contrast, emphasizes experimentation, new ideas,
and emerging technologies to identify novel opportunities and support longer-term growth (Jansen et al.,
2005). A balanced approach allows batik SMEs to deliver short-term performance improvements while
building future readiness. In addition, market capitalization agility refers to a firm’s capacity to respond
rapidly to changing market conditions and capture emerging opportunities, which is especially critical in
dynamic and competitive environments (Kalaignanam et al., 2021). Together, these mediators provide a
more nuanced explanation of how digital marketing capabilities can be converted into sustained performance
improvements.

Accordingly, this study aims to address the literature gap on digital marketing capabilities and batik
SME performance by explicitly modeling ambidextrous innovation and market capitalization agility as key
transmission mechanisms. The study advances theory by integrating digital marketing, innovation logics, and
agility within a single framework that enriches strategic fit and dynamic capabilities explanations in
traditional industries. Practically, the findings are expected to guide batik SMEs in optimizing digital
marketing efforts, balancing near-term exploitation with longer-term exploration, and strengthening agility to
respond to market shifts. These actions are fundamental to improving competitiveness and ensuring the
sustainability of batik SMEs in both local and global markets.

2. LITERATURE REVIEW

Building on prior work, this review explains how digital marketing capabilities, ambidextrous
innovation, and organizational agility jointly shape the performance of batik SME:s.

SME business performance
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Business performance reflects how effectively a firm achieves its objectives, commonly captured
through financial outcomes, operational efficiency, market outcomes, and customer-related indicators. Firms
rely on both quantitative measures (e.g., revenue growth, margins) and qualitative measures (e.g., customer
satisfaction, employee engagement) to evaluate progress and guide strategic decisions (Taraku & Taraku,
2024; Williams et al., 2019; Ven et al., 2023). For SMEs, performance is especially critical given resource
constraints and competitive pressure. Performance measurement helps SMEs diagnose weaknesses, adjust to
market change, and build competitive advantage (Manongsong, 2023; Rahman et al., 2022). It can also
strengthen motivation and engagement by linking individual contributions to outcomes, while improving
reputation and customer retention (Zheng et al., 2021). Strong performance enhances profitability and
liquidity, enabling SMEs to reinvest, innovate, and expand market reach, which supports firm survival and
local economic development (Orobia et al., 2020; Sampaio et al., 2019; Williams et al., 2019).

Digital marketing capabilities

Strategic Fit theory argues that superior performance emerges when strategies align with internal
capabilities and external market conditions (Maulana et al.,, 2023). In batik SMEs, digital marketing
capability can enable this alignment by improving visibility and market access through social media, e-
commerce, and search optimization, particularly as competition from mass-produced textiles intensifies
(Dhungana, 2024; Silva, 2019). When digital initiatives support business goals, SMEs can deepen customer
engagement and strengthen sustainable growth. Empirical work generally links digital marketing practices to
stronger SME outcomes through better visibility, engagement, acquisition, and retention, although the
strength of effects varies across settings (Dhungana, 2024; Khin & Ho, 2019; Yasri, 2020). Accordingly:

H1: Digital marketing capabilities positively affect batik SMEs’ business performance.

Digital marketing capability is also positioned as a catalyst for innovation because it improves market
sensing, targeting, and experimentation with digital solutions (Erhan et al., 2024; Vuttichat & Patchara,
2023). Strong digital marketing systems provide insights into customers, competitors, and trends that
stimulate exploration of new opportunities (Newman et al., 2016), while also supporting exploitation by
enabling faster refinement of existing products and offers (L. Li et al., 2018). Thus:

H?2: Digital marketing capabilities positively affect exploratory innovation.
H3: Digital marketing capabilities positively affect exploitative innovation.

In addition, digital marketing capability can enhance market capitalization agility by enabling real-
time responses to demand changes, faster decision-making, and better opportunity recognition through data-
driven actions (Berbatovci & Buja, 2024; Chinakidzwa & Phiri, 2020). Hence:

H4: Digital marketing capability positively affects market capitalization agility.

Ambidextrous innovation

Ambidextrous innovation refers to a firm’s ability to pursue exploration and exploitation
simultaneously (Paiola et al., 2024). Exploratory innovation emphasizes new knowledge, novel products, and
new markets, whereas exploitative innovation focuses on improving and extending existing offerings to meet
current needs (Guo et al., 2022; Joensuu-Salo & Viljamaa, 2024). This balance is expected to strengthen
agility because it improves responsiveness and strategic adjustment in dynamic conditions (Kristal et al.,
2010; Tsai & Wang, 2017). Therefore:

H5: Exploratory innovation positively affects market capitalization agility.
H6: Exploitative innovation positively affects market capitalization agility.

Ambidextrous innovation is also linked to business performance because it combines incremental
improvement with renewal, enhancing competitiveness and resilience (Blindenbach-Driessen et al., 2014;
McDermott & Prajogo, 2012; C. Wang et al., 2020). Exploratory innovation can improve performance by
generating new offerings aligned with shifting demand (Y. L. Li et al., 2010; Chen & Yu, 2022). Exploitative
innovation can strengthen performance by improving efficiency and leveraging existing resources, including
in export contexts and under knowledge constraints (Lisboa et al., 2011; Torugsa & O’Donohue, 2019).
Thus:

H?7: Exploratory innovation positively affects business performance.
HS: Exploitative innovation positively affects business performance.
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Because digital marketing capability often precedes innovation outcomes, ambidextrous innovation is
expected to transmit part of digital marketing’s impact on performance (Chen & Yu, 2022; Joensuu-Salo &
Viljamaa, 2024; Y. Wang et al., 2021). Hence:

H9: Exploratory innovation mediates the effect of digital marketing capabilities on business performance.
H10: Exploitative innovation mediates the effect of digital marketing capabilities on business performance.

Market capitalization agility

Market capitalization agility captures a firm’s capacity to detect market shifts, adjust positioning, and
act quickly on opportunities (Krotov et al., 2015). Agile firms tend to translate e-commerce and technology
capabilities into stronger outcomes through faster strategic decisions and adaptive responses (L. Li et al.,
2020; Xie et al., 2022). Prior studies also position agility as a performance enhancer in volatile environments
(Al-Omoush et al., 2020). Therefore:
H11: Market capitalization agility positively affects business performance.
HI12: Market capitalization agility mediates the effect of digital marketing capabilities on business
performance.

Serial mediation logic

Evidence suggests that agility improves performance and that digital marketing capability can
stimulate ambidextrous innovation, which in turn supports agility (Appelbaum et al., 2017; Sergeeva &
Tayebehsadat, 2016; Joensuu-Salo, 2021). This supports a serial mechanism in which digital marketing
capability builds innovation capability, which then enables agility, ultimately improving outcomes.
Accordingly:
H13: Exploratory innovation and market capitalization agility serially mediate the effect of digital marketing
capabilities on business performance.
H14: Exploitative innovation and market capitalization agility serially mediate the effect of digital marketing
capabilities on business performance.

Exploitative
Innovation

Market Business

Capitalzation Agility Performance

Exploratory
Innovation

H1

H9 E:Dioratory innovation mediates the effect of digital marketing ¢ onb

H10 . Exg innovation mediates the effect of digital marketing capabilities on business periolmance

H12 : Market capitalization agiity mediates the effect of digital marketing capabilities on business performance

H13 : Exploratory innovation and market capitalization agility senally mediate the effect of digital marketing capabilities on business performance
H14 : Exploitative innovation and market capitalization agility serially mediate the effect of digital marketing capabilities on business performance

Figure 1. Research Model

3. RESEARCH METHOD

This study adopts a quantitative design using a structured survey, statistical testing, and covariance-
based structural equation modeling (CB-SEM) to assess the proposed model and hypotheses (Sarstedt et al.,
2016). This approach is widely used in business and management research to validate theoretical frameworks
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and examine relationships among latent constructs (Hapsari et al., 2017; Hernandez-Rojas et al., 2021;
Hussein, 2018).

Sampling procedure

The study focuses on batik SMEs in Central Java, Indonesia, given batik’s dual role as a culturally
rooted craft and an economically significant industry. This context offers a relevant setting to examine how
digital marketing capabilities relate to ambidextrous innovation, market capitalization agility, and business
performance (Anis et al., 2020; Rahmawati & Rahadi, 2020). The target population comprised SMEs that
both produce and sell batik through retail channels in Central Java. Because many SMEs operate informally
and are not consistently registered, purposive sampling was applied. Eligible firms had operated for at least
three consecutive years and were engaged in both batik production and sales. Of 250 questionnaires
distributed, 233 usable responses were collected (93.2% response rate). The sample exceeded the minimum
requirement based on the ten-times rule for 16 indicators (n > 160) (Barclay et al., 1995). The unit of analysis
was the firm, represented by the owner or the person responsible for operations. Data were gathered offline
through trained surveyors via site visits between July and October 2024.

Instrument development

The questionnaire contained (1) respondent demographics and (2) measurement items for the study
constructs. All indicators were adapted from prior studies and measured using a seven-point Likert scale (1 =
strongly disagree; 7 = strongly agree). Business performance (5 items) was adapted from Maldonado-
Guzméan et al. (2019); market capitalization agility (3 items) from Lu and Ramamurthy (2011); exploratory
(2 items) and exploitative innovation (3 items) from Jansen et al. (2006); and digital marketing capabilities (3
items) from Chinakidzwa and Phiri (2020). Ethical clearance was obtained from the Research and
Community Service Office, Faculty of Economics and Business, Universitas Brawijaya. Respondents
received study information and provided documented verbal consent. No identifiable data were collected;
responses were anonymized, stored securely with restricted access, retained for five years, and reported only
in aggregate form.

Data analysis

CB-SEM was used because it is suitable for confirmatory testing of theory-driven models and allows
estimation of complex structural relationships based on covariance structures (Afthanorhan et al., 2019;
Sarstedt et al., 2016). Confirmatory factor analysis (CFA) was conducted prior to hypothesis testing. Model
fit was evaluated using absolute (GFI, RMSEA), incremental (NFI, CFI), and parsimonious indices (normed
chi-square, PGFI), applying common thresholds: GFI/NFI/CFI > 0.90, normed chi-square < 2.00, PGFI >
0.50, and RMSEA < 0.08 (Hair et al., 2018). Convergent validity was assessed via factor loadings (> 0.60)
and AVE (> 0.50); discriminant validity via the Fornell-Larcker criterion; and reliability via composite
reliability (> 0.70) (Sarstedt et al., 2022). Hypotheses were tested at the 5% significance level (t > 1.960).

4. RESULT AND DISCUSSION

Respondent profiles
This section reports the empirical results. It begins with respondents’ demographic characteristics,

then presents the CFA outcomes to confirm the measurement model’s validity and reliability, and finally
summarizes the structural model and hypothesis testing. As shown in Table 1, the sample is predominantly
male (54%). Most respondents are high-school graduates (47%), the largest age group is 31-40 years (44%),
and many have operated their businesses for 5—10 years (44%).

Table 1. Demographic profiles of respondents
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Variable Category n %
Gender Male 122 54.8
Female 101 452

Education High School 105 47.1
Diploma 13 5.8

Undergraduate 84 37.6

Postgraduate 18 8.1

Doctoral 3 1.3

Age 18-30 67 30.1
3140 98 439

41-50 43 19.2

51-60 11 4.9

>60 4 1.7

Business Duration <5 23 10.3
5-10 98 43.9

10-15 66 29.6

15-20 18 8.1

>20 18 8.1

Confirmatory factor analysis
A CFA was performed to verify the measurement model prior to hypothesis testing. The initial

specification showed inadequate fit, so refinement was conducted by removing DMC4 and DMCS5 and
allowing correlated error terms between BP4 and BP5. The revised model demonstrated acceptable fit (y*/df
= 1.572; GFI = 0.925; PGFI = 0.632; RMSEA = 0.051; NFI = 0.940; CFI = 0.977). Item loadings ranged
from 0.640 to 0.930 and AVE values from 0.534 to 0.783, supporting convergent validity. Discriminant
validity was confirmed using the Fornell-Larcker criterion, as the square root of AVE for each construct
exceeded its inter-construct correlations. Composite reliability values (0.841-0.927) indicated strong internal
consistency. Table 2 and Table 3 summarizes these measurement results.

Table 2. Measurement analysist

Construct Measurement items Estimate AVE CR
(loading)
Digital Marketing My business is able to develop creative marketing 0.870 0.696 0.872
Capabilities (DMC) strategies by utilizing digital media.
My business studies competitors’ strategies 0.814

through digital media to imitate or improve upon
their actions.

My business actively identifies market trends 0.818

using digital media.
Market Capitalization =~ My business views market changes as 0.856 0.640 0.841
Agility (MCA) opportunities to gain profits quickly.

My business always strives to find ways to 0.823

innovate in order to serve the market better.

In facing market changes, my batik business can 0.716

quickly implement appropriate decisions.
Business Performance  Over the past year, the profitability of my batik 0.904 0.722 0.927
(BP) business has continued to improve.
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Construct Measurement items Estimate AVE CR

(loading)

Over the past year, the number of products sold 0.871

has continued to increase.

Over the past year, sales results of my batik 0.887

business have continuously increased.

Over the past year, the number of customers of my 0.885

batik business has continuously grown.

Over the past year, the sales area of my batik 0.682

business has continued to expand.
Exploratory Innovation My business actively approaches new consumers
(EXy) in new markets.

My business often uses new distribution channels.
Exploitative Innovation My business often experiments with new products
(EXv) and services.

My batik business is always oriented toward

reducing production costs.

My batik business frequently improves existing

products and services.

0.930 0.783 0.878

0.838
0.816 0.534 0.773

0.640

0.727

Table 3. Fornell and Larcker Criterion

DMC MCA BP EXy EXv
DMC 0.8342
MCA 0.522 0.80
BP 0.500 0.361 0.849
EXy 0.455 0.260 0.268 0.884
EXv 0.437 0.276 0.290 0.405 0.730

Abbreviations: DMC = Digital Marketing Capabilities; MCA = Market Capitalization Agility; BP =

Business Performance; EXy = Exploratory Innovation; EXv = Exploitative Innovation.

Hypothesis testing

The structural model met recommended fit standards (y*/df = 1.572; GFI = 0.925; PGFI = 0.632;
RMSEA = 0.051; NFI = 0.940; CFI = 0.977), enabling hypothesis testing (Table 4). Of the fourteen
hypotheses, seven were supported and seven were not supported. The results show that market capitalization
agility and exploitative innovation have significant positive direct effects on business performance. Digital

marketing capabilities positively influence market capitalization agility and also strengthen ambidextrous

innovation, with significant effects on both exploitative and exploratory innovation. In addition, the

mediation analysis indicates a serial indirect pathway in which digital marketing

capabilities improve

business performance through exploitative innovation followed by market capitalization agility.

Table 4. Results from hypothesis testing

Hypothesis Path Coefficient t-statistic p-value Remarks
H1 DMC — BP 0.122 1.750 0.080 Not Supported
H2 DMC — EXy 0.369 6.089 0.000 Supported
H3 DMC — EXv 0.262 5.481 0.000 Supported
H4 DMC — MCA 0.152 2.417 0.016 Supported
H5 EXy — MCA 0.119 1.817 0.069 Not Supported
Ho6 EXv — MCA 0.535 4.921 0.000 Supported
H7 EXy — BP 0.010 0.136 0.892 Not Supported

305


https://ojs.unsiq.ac.id/index.php/jematech
https://doi.org/10.32500/jematech.v9i2.11040

Journal of Economic, Management, Accounting and Technology (JEMATech)
Vol. 9, No. 2, Agustus 2026
p-ISSN : 2622-8394 | e-ISSN : 2622-8122
https://ojs.unsiq.ac.id/index.php/jematech
DOI: https://doi.org/10.32500/jematech.v9i2.11040

Hypothesis Path Coefficient t-statistic p-value Remarks
HS8 EXv — BP 0.263 2.045 0.041 Supported
H9 DMC — EXy — BP 0.004 NA 0.923 Not Supported
H10 DMC — EXv — BP 0.069 NA 0.135 Not Supported
H11 MCA — BP 0.599 5.592 0.000 Supported
HI12 DMC — MCA — BP 0.091 NA 0.098 Not Supported
H13 DMC — EXy — MCA — BP 0.026 NA 0.199 Not Supported
H14 DMC — EXv — MCA — BP 0.084 NA 0.001 Supported

Several proposed links were not confirmed. Digital marketing capabilities did not significantly predict
exploratory innovation, and exploratory innovation did not significantly affect either business performance
or market capitalization agility. Some mediation paths involving ambidextrous innovation and market
capitalization agility were also not supported.

Overall, the findings suggest that, in batik SMEs, performance improvements are driven mainly by
exploitative innovation and market capitalization agility. Exploitative innovation appears to deliver more
immediate returns because it focuses on refining existing products and improving operational processes,
which is particularly relevant for resource-constrained SMEs (Ullah et al., 2023). Market capitalization
agility also emerged as a key success factor, highlighting the importance of responding quickly to market
shifts and converting opportunities into action.

The results further indicate that digital marketing capabilities function as strategic enablers rather than
direct performance drivers. Stronger digital marketing capabilities enhance market capitalization agility and
support innovation activities by improving access to customer insights, trend signals, and real-time feedback
(Herhausen et al., 2020; Ritz et al., 2019; Yasri, 2020). Importantly, the study identifies a sequential
mechanism: digital marketing capabilities strengthen exploitative innovation, which then enhances market
capitalization agility, ultimately improving business performance. This pathway clarifies why the effect of
digital capability on performance is often indirect and process-based rather than immediate.

At the same time, the non-significant role of exploratory innovation suggests that more radical
innovation may require additional organizational conditions (e.g., risk tolerance, culture, collaboration) and
may generate benefits over a longer horizon, making short-term performance effects harder to detect (Jansen
et al., 2006; Rubera & Kirca, 2012; Deng et al., 2023). These results imply that future studies should
examine boundary conditions and alternative mechanisms, potentially using longitudinal or qualitative
designs.

Theoretically, this study extends Strategic Fit Theory by showing that digital marketing capabilities
contribute to SME performance only when aligned with innovation processes and market responsiveness. It
also refines innovation arguments in SMEs by demonstrating that exploitative innovation, not exploratory
innovation, is the primary direct driver of performance in this context. In addition, introducing market
capitalization agility as a central mechanism strengthens a process-oriented view of how digital capabilities
translate into outcomes, particularly through the identified serial pathway from capability to innovation to
agility.

Practically, the results suggest three priorities for batik SME managers. First, emphasize exploitative
innovation by upgrading existing products and processes (e.g., improving best-selling motifs, production
quality, service routines) to generate near-term gains. Second, invest in digital marketing competencies such
as social media execution, analytics, CRM, and e-commerce to strengthen customer insight and
responsiveness. Third, build routines that accelerate decision-making and experimentation based on real-time
market signals. While exploratory innovation was not directly linked to performance, SMEs may still pursue
it selectively, ideally supported by external ecosystems (government programs, associations, universities) to
reduce risk and cost.
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5. CONCLUSION

This study examined whether digital marketing capabilities (DMC) improve the business performance
of batik SMEs through innovation and market capitalization agility. The results show that DMC does not
have a direct effect on performance. Instead, performance gains occur when DMC is translated into
innovative action and agile market responses, indicating that digital transformation delivers value only when
it strengthens exploration and adaptive responsiveness to market change. The findings align with Strategic
Fit Theory, highlighting that capabilities create value when they are aligned with innovation and
environmental demands. They also support the Dynamic Capabilities view, suggesting that SMEs that embed
digital tools into innovation routines are better able to sense and seize opportunities in uncertain markets.
From a practical standpoint, batik SME owners and policymakers should prioritize integrated digital
strategies that build digital literacy, strengthen data-driven marketing, and support agile business models to
sustain competitiveness.

Several limitations should be noted. The use of non-probability sampling and the focus on CEntral
Java may limit generalizability to other regions and contexts. The industry-specific setting also constrains
transferability to other sectors. Differences in firms’ digital resources may shape outcomes, particularly for
smaller enterprises with limited access to advanced tools. In addition, measuring ambidextrous innovation
and market capitalization agility remains challenging due to limited standardization. Future research should
broaden coverage to other regions and countries, apply more rigorous sampling, and use longitudinal designs
to capture changes over time. Comparative studies across traditional industries could test external validity,
while further work could examine emerging technologies (e.g., Al and machine learning), incorporate
customer perspectives, and assess how policy interventions influence digital transformation outcomes.

Bagian ini berisi kesimpulan yang mengidikasikan secara jelas hasil-hasil yang diperoleh, kelebihan
dan kekurangannya. Kesimpulan dapat berupa paragraf, dan juga bisa berbentuk poin-point dengan
menggunakan numbering. Pada bagian ini juga dapat ditambahkan mengenai kemungkinan pengembangan
selanjutnya.
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