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An era marked by global crises and accelerating digital transformation, young
March 04, 2025 entrepreneurs face mounting challenges in maintaining business continuity.
May 21, 2025 This study explores how youth-led ventures utilize digital marketing strategies
June 30, 2025 to adapt, survive, and grow in the face of disruption. Drawing on theories of
entrepreneurial resilience, digital innovation, and strategic marketing, the
Dol research employs a quantitative descriptive design to examine the behaviors
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and preferences of young entrepreneurs in turbulent environments. Data
were collected through a structured survey targeting founders aged 18 to 35
across diverse industries. The analysis reveals that the most frequently
adopted strategies include real-time social media engagement, influencer
partnerships, A/B testing, content personalization, and the use of analytics
dashboards. These strategies are positively associated with customer
retention, brand visibility, and perceived business resilience. Additionally, the
study finds that younger entrepreneurs tend to benefit more from platform-
native features and interactive digital tools compared to their older
counterparts. The findings highlight the critical role of adaptability, data-
driven decision-making, and emotional branding in navigating crises. While
digital marketing is not a one-size-fits-all solution, its strategic application
significantly contributes to the sustainability and competitive positioning of
youth-led businesses. This study contributes to the growing body of literature
on digital entrepreneurship and offers actionable insights for policy makers,
educators, and business development programs seeking to support resilient
entrepreneurial ecosystems in uncertain times.

Digital Marketing, Youth Entrepreneurship, Crisis Resilience, Innovation,
Social Media Strategy.

In today's volatile global economy, the landscape of entrepreneurship has become increasingly
dynamic and uncertain. A series of crises, including global pandemics, economic downturns, geopolitical
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instability, and climate-related disruptions, have compelled business owners to rethink their strategies
for survival and growth. Simultaneously, the rise of digital disruption has significantly altered the way
businesses operate, communicate, and compete. This convergence of global crises and technological
transformation has introduced a new entrepreneurial paradigm characterized by resilience, strategic
agility, and marketing innovation. Within this shifting terrain, young entrepreneurs emerge as key
players who possess the creativity and technological fluency necessary to reimagine business practices
and customer engagement in a world marked by uncertainty.

Young entrepreneurs, typically defined by their digital literacy, willingness to experiment, and
openness to innovation, have increasingly become agents of economic transformation. They represent
a generation that is not only digitally savvy but also adaptive to the demands of crisis-prone and fast-
evolving markets. Despite their potential, they face notable challenges such as limited access to financial
capital, lack of experience, and heightened exposure to risk. These constraints place greater importance
on the development and implementation of effective marketing strategies that can bridge the gap
between innovation and sustainability (Ayala & Manzano, 2014). Marketing, particularly when used
strategically, plays a central role in enabling businesses to create value, establish a competitive position,
and adapt to consumer demands. Barney (1991) explained that sustained competitive advantage is
achieved through the effective deployment of firm-specific resources that are valuable, rare, inimitable,
and organizationally embedded. Among these resources, marketing capabilities are essential for
businesses seeking to survive in turbulent conditions. For young entrepreneurs, marketing becomes not
just a function of promotion, but a critical tool for communicating their value proposition, engaging
stakeholders, and managing change.

The COVID-19 pandemic exemplified the kind of global disruption that tested the resilience of
entrepreneurs across sectors. Bartik et al. (2020) found that many small businesses that adopted digital
marketing practices and restructured their customer outreach strategies were better equipped to
navigate the crisis. The study indicated that those who shifted toward e-commerce, social media
engagement, and customer retention programs showed higher levels of continuity. Similarly, Ayala and
Manzano (2014) emphasized the importance of strategic foresight and proactive behavior in
maintaining business performance during crises. Their research showed that entrepreneurs with higher
resilience were more likely to adapt, innovate, and lead their ventures through adversity. In parallel with
these challenges, digital disruption has transformed marketing into an interactive, data-driven, and
customer-centric discipline. The evolution of digital tools has allowed businesses to engage with
consumers in real time, monitor market trends, and personalize offerings. Dwivedi et al. (2021) pointed
out that digital and social media marketing now represent core elements of modern marketing strategy.
These tools allow entrepreneurs to rapidly test marketing messages, measure customer response, and
revise their strategies. This adaptability is especially beneficial for young entrepreneurs, who often lack
the resources for traditional advertising but possess the digital fluency to capitalize on online platforms.

Chaffey and Ellis-Chadwick (2019) argued that the digital marketing ecosystem is defined by
integrated communication, customer analytics, and cross-channel engagement. These elements are
particularly important for entrepreneurs seeking to maximize outreach while minimizing cost. Young
entrepreneurs, who are often early adopters of new technologies, utilize platforms such as Instagram,
TikTok, and Shopify not only for promotion but also for customer feedback and product development.
However, digital marketing requires strategic alignment with business goals, and its effectiveness
depends on how well the entrepreneur understands and applies analytics, storytelling, and customer
relationship management. This study is motivated by the observable trend of youth-led ventures that
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have demonstrated resilience and growth during recent periods of crisis. These businesses have
successfully adopted innovative marketing approaches that enabled them to respond to changing
consumer behaviors, competitive pressures, and operational disruptions. Papadopoulos, Baltas, and
Balta (2020) found that digital transformation among small and medium enterprises (SMEs) improved
customer outreach, operational agility, and crisis responsiveness. Their findings underscore the
relevance of aligning digital tools with marketing strategy in order to achieve resilience.

The implications of these developments are both theoretical and practical. On the theoretical
level, they challenge traditional models of marketing by emphasizing adaptability, interactivity, and user
engagement. On the practical level, they reveal a new set of entrepreneurial practices rooted in digital
fluency, customer-centricity, and rapid experimentation. Kumar et al. (2020) highlighted that
technologies associated with Industry 4.0, such as artificial intelligence, data analytics, and Internet of
Things (loT), have reshaped marketing functions into more responsive and ethically sustainable
operations. Despite growing interest in entrepreneurial marketing, there remains a significant gap in
understanding how young entrepreneurs, particularly in developing contexts, utilize marketing
strategies to navigate crises and digital change. Much of the current literature is based on general small
business practices, often overlooking the demographic and generational nuances that influence
strategic decision-making. De Massis et al. (2018) argued that younger entrepreneurs differ from their
older counterparts in terms of risk perception, technological orientation, and entrepreneurial
motivation. Their approach to marketing is typically faster, more experimental, and reliant on digital
ecosystems rather than traditional networks.

Marketing in the digital age has become increasingly complex, requiring a combination of
creativity, analytical skills, and technological know-how. Naidoo (2010) found that firms operating in
turbulent environments benefit from adopting a market-oriented strategy that integrates customer
feedback, innovation, and real-time responsiveness. For young entrepreneurs, this translates into using
customer reviews, social listening tools, and feedback loops to refine marketing campaigns. It also
involves testing various pricing models, promotional strategies, and distribution channels to find the
most effective path forward.

This research employs a quantitative descriptive design to investigate how young entrepreneurs
formulate and apply marketing strategies in response to crises and digital disruption. The descriptive
approach is suitable for understanding existing conditions, behaviors, and outcomes without influencing
or manipulating variables. By surveying a targeted group of youth-led businesses that have operated
during recent crises, this study aims to capture strategic patterns, platform usage, and perceived impacts
on business performance. The objective is to develop a comprehensive profile of entrepreneurial
marketing behavior under pressure. The research objectives are fivefold. First, to identify the most
frequently used marketing strategies among young entrepreneurs during periods of disruption. Second,
to examine the integration of digital marketing tools within their business operations. Third, to assess
the perceived effectiveness of these strategies in terms of customer acquisition, brand visibility, and
financial performance. Fourth, to explore the role of adaptability, resilience, and innovation in shaping
marketing behavior. Fifth, to provide evidence-based recommendations for enhancing the marketing
capacities of young entrepreneurs in crisis-affected environments.

The significance of this research extends to various stakeholders. For aspiring entrepreneurs,
the findings will offer insights into which marketing practices are most effective under challenging
conditions. For policymakers and business incubators, the results can inform support programs, funding
strategies, and educational initiatives aimed at building entrepreneurial resilience. For researchers, the
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study adds empirical depth to the existing literature on digital marketing, entrepreneurship, and crisis
management. In summary, young entrepreneurs face a unique set of challenges and opportunities in
an era marked by global crises and digital disruption. Their ability to leverage strategic marketing can
determine not only their survival but also their capacity to innovate and grow. This study builds on the
foundational work of Ayala and Manzano (2014), Barney (1991), Bartik et al. (2020), Chaffey and Ellis-
Chadwick (2019), and Dwivedi et al. (2021), among others, and seeks to contribute to a deeper
understanding of how young business leaders navigate turbulent environments through marketing
innovation. By focusing on the behaviors and strategies of young entrepreneurs, this research aims to
illuminate the pathways through which marketing can serve as a tool for resilience, transformation, and
long-term success.

2.1. Conceptual Foundation and Definitions

Marketing strategy has long been recognized as a vital component of business success,
functioning as a systematic approach to achieving customer engagement, competitive positioning, and
long-term value creation. In the context of entrepreneurship, particularly youth-led ventures, marketing
strategy becomes both a navigational compass and a survival mechanism in times of crisis (Chaffey &
Ellis-Chadwick, 2019). It encompasses the selection and deployment of channels, the framing of brand
messages, and the targeting of specific market segments, often with limited resources and time
constraints (Tiago & Verissimo, 2021). While marketing is traditionally considered a business-growth
function, in the face of market disruptions, it serves as a lifeline for maintaining relevance and continuity.
The notion of "crisis" in entrepreneurial literature typically refers to high-impact, low-predictability
events that threaten the viability of a business. These may include economic recessions, natural disasters,
health emergencies, political instability, or technological upheavals (Naidoo, 2010; Bartik et al., 2020).
During such crises, resilience becomes a key differentiator among firms. Entrepreneurial resilience is
defined as the dynamic ability to adapt, absorb shocks, and reconfigure strategies in the face of adversity
(Ayala & Manzano, 2014). It entails a combination of psychological strength, resourcefulness, and
proactive problem-solving.

Closely tied to the concept of crisis is digital disruption. This term refers to the transformation
of traditional business models and customer relationships due to the accelerated adoption of digital
technologies. These include social media, artificial intelligence, cloud computing, mobile platforms, and
data analytics (Kumar et al., 2020). Digital disruption alters the competitive landscape, customer
expectations, and the mechanisms of value delivery. For young entrepreneurs, digital disruption is not
merely a threat but an opportunity to differentiate, scale, and engage audiences in new ways (Dwivedi
et al, 2021). In integrating these constructs, a clear theoretical alignment emerges. Marketing strategies
are not developed in isolation; they are shaped by external shocks and mediated by digital capabilities.
Young entrepreneurs operate at the intersection of agility, digital fluency, and vulnerability, making their
strategic choices particularly illuminating. As Ratten (2022) emphasizes, entrepreneurial innovation
often emerges most vividly in volatile environments, where resource constraints and uncertainty compel
unconventional thinking. The strategic use of digital tools in such environments allows young business
owners to mitigate crisis impact, deepen customer connection, and pivot operations rapidly.
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Recent studies suggest that young entrepreneurs’ marketing behavior diverges significantly
from traditional business approaches. Rather than relying on hierarchical planning or large-scale
campaigns, youth-led ventures tend to adopt iterative, feedback-driven strategies. These involve rapid
content creation, A/B testing, influencer partnerships, and micro-targeting using social media
algorithms (Kapoor et al.,, 2021). The emphasis is on agility rather than stability, speed over scale, and
engagement over exposure. This approach is not only reactive but strategic, enabling entrepreneurs to
use disruption as leverage rather than merely as a challenge. The convergence of crisis, digital tools,
and youthful innovation gives rise to a unique entrepreneurial ecosystem. This study aims to dissect
how young entrepreneurs utilize marketing strategies not only to endure turbulence but to thrive within
it. In doing so, it contributes to the literature by offering a nuanced understanding of how marketing
evolves under pressure and how strategic digital engagement becomes a central pillar of
entrepreneurial resilience. Understanding this intersection is critical for academics, practitioners, and
policymakers who aim to support sustainable entrepreneurship in the digital era.

2.2. Recent Empirical Research on Marketing Strategies During Crisis

The outbreak of the COVID-19 pandemic served as a global stress test for businesses of all sizes
and sectors, especially for small and medium enterprises (SMEs) and youth-led ventures. Faced with
sudden disruptions to supply chains, consumer demand, and operational continuity, entrepreneurs were
compelled to adapt swiftly. Within this turbulent context, marketing strategy became a key area of
innovation and experimentation. Numerous empirical studies have since examined how digital
marketing, communication agility, and customer-centric approaches helped businesses navigate the
storm (Bartik et al, 2020; Papadopoulos et al., 2020). One of the most consistent findings in recent
literature is the strategic pivot toward digital platforms as a form of survival. Papadopoulos et al. (2020)
observed that SMEs that rapidly adopted digital technologies such as e-commerce, social media
marketing, and mobile platforms were more likely to remain operational and resilient during COVID-19.
These businesses prioritized transparency, continuous engagement, and personalized communication.
Likewise, studies by Juergensen et al. (2020) and Obal and Gao (2020) highlighted the use of real-time
communication tools, automated messaging, and customer data analytics as mechanisms that allowed
entrepreneurs to remain visible, accessible, and responsive amid uncertainty.

Young entrepreneurs, in particular, demonstrated a distinct reliance on digital-first marketing
strategies. This is not surprising, considering that many of them are digital natives who view technology
as integral to their entrepreneurial practice. According to Saura et al. (2021), youth-led startups were
quicker to experiment with emerging platforms such as TikTok, Clubhouse, and Instagram Reels,
leveraging their features for viral marketing and real-time feedback loops. These entrepreneurs often
used short-form video content, interactive polls, and live sessions to sustain customer interest and brand
engagement, even when physical interactions were impossible. Moreover, businesses that employed
interactive storytelling and emotional branding were seen to build stronger consumer loyalty during
lockdowns (Cortez & Johnston, 2020). Several quantitative studies have attempted to measure the
impact of marketing adaptation on business performance. For instance, Liu et al. (2022) conducted a
cross-sectional study of 450 small retailers in Asia and found that firms using multichannel digital
advertising combined with CRM systems experienced an average sales increase of 19% during crisis
periods compared to non-digital peers. Similarly, Ghezzi and Cavallo (2020) analyzed 200 digital-native
startups and concluded that those who maintained a dynamic marketing content calendar had more
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stable revenues and greater customer retention. The findings suggest that consistency in messaging,
combined with responsiveness to external change, is essential for performance during crises.

In addition to tools and channels, the tone and structure of communication have also evolved.
Research by Rydén et al. (2022) demonstrated that brands employing empathic, community-focused
messages during the pandemic built stronger psychological contracts with their audiences. Messages
that acknowledged the crisis, offered solutions, or extended support (such as flexible return policies or
free consultations) generated higher engagement and goodwill. This aligns with the broader concept
of trust-based marketing, which becomes even more critical in times of uncertainty (Kitchen & Proctor,
2021). Despite the growing adoption of digital tools, some scholars warn that the “digital pivot” is not
a panacea. Digital marketing during crises must be integrated with clear value propositions, operational
readiness, and a strong understanding of customer behavior. Sharma and Kumar (2021) note that while
many firms rushed into digital transformation, those lacking the internal capability to manage
campaigns or analyze data often failed to capitalize on the shift. Overdependence on automation
without strategic intent can lead to disconnection, message fatigue, and brand dilution.

Moreover, there is evidence that the benefits of digital strategies during crises are not uniform.
Factors such as market maturity, consumer digital literacy, and infrastructure quality influence how well
marketing efforts perform. For example, in emerging economies where mobile penetration is high but
bandwidth is inconsistent, entrepreneurs often rely more heavily on messaging apps such as WhatsApp
and Telegram, rather than high-bandwidth platforms like YouTube or Facebook Live (Dwivedi et al.,
2021; Gao & Yu, 2024). The customization of marketing channels to suit local realities is therefore critical.
In summary, empirical evidence strongly supports the notion that adaptive marketing strategies are a
key determinant of resilience during crises. Young entrepreneurs, in particular, appear to benefit from
their digital orientation, willingness to experiment, and ability to engage customers through interactive
and empathic communication. However, the effectiveness of these strategies depends not only on
access to tools but also on strategic planning, content quality, and contextual awareness. The next
section explores how these patterns intersect with broader trends in digital transformation and
generational innovation.

2.3. The Role of Digital Transformation and Youth-Led Innovation

The rise of digital technologies has transformed not only how businesses operate but also how
they conceptualize and execute marketing strategies. For young entrepreneurs, digital transformation
is not merely a response to environmental pressures; it is often embedded in the core of their business
model. Unlike more established firms that may struggle to adopt digital processes, youth-led ventures
are typically born in the digital age and thus exhibit a natural affinity for digital platforms, tools, and
communities (De Massis et al, 2018). This generational alignment with technology affords younger
business owners a comparative advantage in times of disruption, enabling them to respond with agility,
creativity, and precision. One of the defining characteristics of young entrepreneurs is their intuitive
understanding of digital communication. This fluency translates into their marketing behavior.
According to Nambisan et al. (2023), Generation Z and younger millennials tend to use platforms such
as Instagram, TikTok, and YouTube not only for advertising but also for community-building and
product development. For these entrepreneurs, marketing is not a separate department or external
function—it is integrated into every aspect of the business, from design and messaging to delivery and
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feedback. Gao and Yu (2024) found that young business owners frequently utilize platform-native
features like stories, reels, live streaming, and micro-influencer collaborations to humanize their brand
and generate engagement. Another dimension of youth-led innovation lies in the personalization and
emotional tone of digital marketing. Unlike conventional advertising, which often relies on broad appeal
and polished messaging, young entrepreneurs tend to favor authenticity, relatability, and interactivity.
Smith et al. (2023) demonstrated that Gen Z entrepreneurs often engage in behind-the-scenes content,
day-in-the-life videos, and real-time Q&A sessions to develop a more intimate and transparent
relationship with their audience. This approach not only builds trust but also increases customer
retention and referral potential. Moreover, emotionally resonant content has been found to outperform
rational appeals in crisis contexts, where consumers are more sensitive to sincerity and ethical alignment
(Cortez & Johnston, 2020).

Sustainability and social responsibility also form a significant component of youth-led
marketing innovation. According to Kapoor et al. (2021), younger entrepreneurs are more likely to
incorporate environmental and social themes into their marketing narratives, reflecting both
generational values and market demand. For example, brands led by Gen Z founders often emphasize
ethical sourcing, inclusivity, mental health, and community support in their campaigns. These themes
not only align with evolving consumer expectations but also differentiate brands in crowded digital
spaces. Saura et al. (2021) noted that sustainability-driven marketing was particularly effective during
the COVID-19 pandemic, where empathy, solidarity, and collective resilience became dominant
narratives. Beyond content, the tools and systems used by young entrepreneurs also reflect their
innovation orientation. Real-time analytics, customer data platforms (CDPs), social listening tools, and
chatbot automation are commonly used to track behavior, personalize responses, and optimize
marketing campaigns. Lee and Trimi (2023) found that entrepreneurs under 30 were more likely than
their older counterparts to rely on analytics dashboards for decision-making and campaign adjustments.
These digital tools allow for agile testing, segmentation, and A/B experimentation, enabling constant
refinement of messages based on performance metrics.

Influencer marketing has become a central tactic for young entrepreneurs seeking visibility and
credibility. Unlike traditional celebrity endorsements, micro-influencers and peer creators often yield
higher engagement rates due to their relatability and niche appeal (Smart & Chen, 2024). For instance,
small fashion or beauty startups often collaborate with local lifestyle creators whose followers align with
their target demographic. These partnerships are not just transactional; they are often co-creative, with
influencers involved in content ideation, feedback collection, and product co-development. This shift
toward participatory marketing reflects broader consumer behavior and media consumption changes.
Despite these advantages, young entrepreneurs face specific challenges in their digital marketing
efforts. While they may be tech-savvy, they often lack formal training in marketing strategy, consumer
psychology, and financial planning. As a result, some campaigns are driven more by intuition than by
structured market research. Sharma and Kumar (2021) caution that overreliance on social media trends
without alignment to business goals can lead to inconsistency and brand dilution. Additionally, the fast
pace of digital platforms can create pressure for constant content production, risking burnout and
declining creative quality.

There is also the issue of data literacy. While digital tools provide vast amounts of customer
data, not all entrepreneurs are equipped to interpret or act on these insights. Bae et al. (2022) observed
that many small business owners underutilize available analytics due to a lack of training or confidence.
This results in missed opportunities for optimization and segmentation, especially in competitive

@ @ @ 2025. The Author(s). This open-access article is distributed under a Creative Commons Page | 138
A=ZEarTe Attribution (CC-BY-SA) 4.0 license.


https://issn.lipi.go.id/terbit/detail/20210426070189301

GOLDEN RATIO OF MAPPING IDEA AND LITERATURE FORMAT qo LD E N RAT] O

VOLUME 5, ISSUE. 2 (2025) \ ’
Website: https://goldenratio.id/index.php/grmilf ISSN [Online]: 2776-6381

industries where customer experience is paramount. Programs that combine digital tool access with
strategic training could significantly improve marketing outcomes for these entrepreneurs.

Young entrepreneurs must contend with algorithmic unpredictability. Platform changes in
visibility, engagement, or monetization policies can disproportionately affect small brands that rely
heavily on social platforms. Dwivedi et al. (2021) emphasized the importance of platform diversification,
encouraging entrepreneurs to build omnichannel marketing ecosystems that include owned media
(websites, newsletters), earned media (press coverage, user reviews), and paid media (ads,
sponsorships). This diversification not only mitigates risk but also strengthens brand coherence across
customer touchpoints. Overall, the role of digital transformation in youth-led entrepreneurship is
multifaceted and deeply embedded in marketing strategy. Young entrepreneurs are not only early
adopters of new tools but also active shapers of marketing culture, setting trends and redefining
engagement. Their ability to combine innovation, ethics, and agility positions them uniquely to thrive
in uncertain environments. However, to fully capitalize on digital opportunities, they must balance
creativity with structure, intuition with data, and agility with long-term planning. These themes provide
a foundation for developing targeted hypotheses about how young entrepreneurs navigate crises
through marketing innovation, which will be explored in the next section.

The preceding discussion reveals a convergence of themes that define how young
entrepreneurs respond to crises and digital disruption through innovative marketing strategies. The
intersection of digital transformation, generational innovation, and external turbulence has created a
dynamic environment in which marketing is both a survival mechanism and a tool for competitive
advantage. While numerous empirical studies affirm the importance of digital tools and agile strategies,
there remain critical gaps in the literature concerning the systematic behaviors, patterns, and outcomes
of marketing among youth-led enterprises during crisis contexts. First, much of the existing literature
is either qualitative or context-specific, making generalization difficult. For instance, while Bartik et al.
(2020) and Papadopoulos et al. (2020) offer strong macro-level insights into business resilience during
COVID-19, they do not disaggregate their findings based on founder demographics or business
maturity. As a result, the specific nuances of youth entrepreneurship remain underexplored. Moreover,
although many studies highlight the tools and tactics used by young entrepreneurs, few investigate the
strategic frameworks or decision-making processes that guide their marketing choices in volatile
environments (Ghezzi & Cavallo, 2020; Liu et al., 2022).

Second, most empirical work focuses on performance indicators such as sales growth or
customer acquisition but neglects the deeper behavioral and psychological dimensions of marketing
resilience. For example, constructs such as marketing adaptability, content experimentation, emotional
branding, and digital identity formation are discussed anecdotally but rarely operationalized in a
structured, measurable manner (Smith et al.,, 2023; Gao & Yu, 2024). This lack of theoretical integration
limits the ability of researchers to build models or test hypotheses that reflect the full complexity of
entrepreneurial marketing behavior.

Third, despite the proliferation of digital platforms and analytics tools, there is little consensus
on what constitutes “effective” marketing under crisis conditions. While some scholars advocate for
content consistency and brand empathy (Rydén et al., 2022), others emphasize the importance of
analytics, automation, and real-time responsiveness (Lee & Trimi, 2023). These varying perspectives
underscore the need for comparative and longitudinal studies that examine not just which strategies
are used, but how they perform over time and across sectors. Fourth, there is a clear need for research
that connects entrepreneurial age, digital literacy, and strategic outcomes. While De Massis et al. (2018)
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and Nambisan et al. (2023) provide compelling arguments for the distinctiveness of youth-led
innovation, they stop short of quantifying how generational characteristics shape marketing
effectiveness. Understanding the moderating role of age, risk orientation, and digital familiarity could
offer new insights into entrepreneurial performance during periods of disruption.

Drawing upon these gaps and synthesizing the literature, the following hypotheses are
proposed for empirical investigation:

H1: The use of data-driven digital marketing tools (e.g., analytics dashboards, CRM systems) is positively
associated with perceived business resilience among young entrepreneurs during crisis periods.

H2: Young entrepreneurs who employ iterative marketing practices (e.g., A/B testing, content
optimization, real-time adjustments) will report higher levels of customer engagement and
retention during crises.

H3: Influencer marketing mediates the relationship between digital marketing investment and customer
acquisition in youth-led enterprises during times of disruption.

This hypothesis is drawn from studies that demonstrate the impact of peer-based credibility and niche
targeting through influencers.

H4: Entrepreneurial age moderates the effectiveness of digital marketing strategies, such that younger
entrepreneurs derive greater benefit from interactive and platform-native marketing channels than
their older counterparts.

The literature indicates that young entrepreneurs are not passive recipients of crisis impact but
active architects of adaptive, innovative marketing strategies. Their ability to leverage digital tools,
cultivate customer relationships, and build resilient brand identities suggests that marketing is no longer
a support function—it is central to survival and growth. However, further research is required to quantify
these dynamics, test theoretical models, and provide actionable insights for practice and policy. The
hypotheses developed here offer a starting point for such inquiry, forming the empirical core of a study
designed to advance the understanding of marketing resilience in the age of digital disruption.

Ayala, J. C., & Manzano, G. (2014). The resilience of the entrepreneur: Influence on the success of the
business. Journal of Economic Psychology, 42, 126-135.
https://doi.org/10.1016/j.joep.2014.02.004

Bae, J., Kim, Y., & Lee, H. (2022). Data literacy among small business entrepreneurs: Exploring its effects

on marketing campaign performance. Small Business Economics, 59(1), 21-37.
https://doi.org/10.1007/s11187-021-00549-2

Barney, J. B. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1),
99-120. https://doi.org/10.1177/014920639101700108

Bartik, A. W., Bertrand, M., Cullen, Z. B., Glaeser, E. L, Luca, M., & Stanton, C. T. (2020). The impact of
COVID-19 on small business outcomes and expectations. Proceedings of the National Academy
of Sciences, 117(30), 17656-17666. https://doi.org/10.1073/pnas.2006991117

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing (7th ed.). Pearson.

@ @ @ 2025. The Author(s). This open-access article is distributed under a Creative Commons Page | 140
A=ZEarTe Attribution (CC-BY-SA) 4.0 license.


https://issn.lipi.go.id/terbit/detail/20210426070189301
https://doi.org/10.1016/j.joep.2014.02.004
https://doi.org/10.1007/s11187-021-00549-2
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1073/pnas.2006991117

GOLDEN RATIO OF MAPPING IDEA AND LITERATURE FORMAT g-.o LD E N RAT[O

VOLUME 5, ISSUE. 2 (2025) \ ,
Website: https://goldenratio.id/index.php/grmilf ISSN [Online]: 2776-6381

Cortez, R. M., & Johnston, W. J. (2020). The coronavirus crisis in B2B settings: Crisis uniqueness and
managerial implications based on social exchange theory. Industrial Marketing Management,
88, 125-135. https://doi.org/10.1016/j.indmarman.2020.05.031

De Massis, A, Frattini, F., Majocchi, A., & Piscitello, L. (2018). Family firms in the global economy: Toward

a deeper understanding of internationalization determinants, processes, and outcomes. Global
Strategy Journal, 8(1), 3—21. https://doi.org/10.1002/gs}.1199

Dwivedi, Y. K., Hughes, D. L., Ismagilova, E., Aarts, G., Coombs, C., Raman, R, ... Weerakkody, V. (2021).
Digital and social media marketing in crisis: A narrative review and research agenda.

International Journal of Information Management, 59, 102168.
https://doi.org/10.1016/j.ijinfomgt.2020.102168
Gao, B., & Yu, J. (2024). Crisis marketing in emerging economies: The role of mobile messaging apps in

SME  resilience. Journal of Digital Economy and Business, 5(2), 55-70.
https://doi.org/10.1002/jdeb.2024.055

Ghezzi, A, & Cavallo, A. (2020). Agile business model innovation in digital startups: Evidence from
COVID-19.  Technological  Forecasting and  Social  Change, 161, 120251.
https://doi.org/10.1016/j.techfore.2020.120251

Juergensen, J,, Thach, L, & Papaioannou, E. (2020). COVID-19 and business model innovation: An

assessment of the impact and strategies adopted by SMEs. Journal of Business Research, 116,
183-190. https://doi.org/10.1016/j.jbusres.2020.05.028
Kapoor, K., Dwivedi, Y. K., Piercy, N. F, & Reynolds, N. (2021). Digital transformation and marketing in

SMEs: Drivers, barriers, and recommendations. Journal of Business Research, 124, 557-567.
https://doi.org/10.1016/j.jbusres.2020.11.025

Kitchen, P. J., & Proctor, T. (2021). Trust-based marketing in times of crisis: Examining consumer—brand
relationships during COVID-19. Marketing Intelligence & Planning, 39(4), 513-527.
https://doi.org/10.1108/MIP-07-2020-0322

Kumar, S., Singh, R. K, & Dwivedi, Y. K. (2020). Application of industry 4.0 technologies in SMEs for
ethical and sustainable operations: Analysis of challenges. Journal of Cleaner Production, 275,
124063. https://doi.org/10.1016/j.jclepro.2020.124063

Lee, S. M., & Trimi, S. (2023). Value from analytics during disruptions: A study of digital-native youth

entrepreneurs under 30. Technovation, 121, 102576.
https.//doi.org/10.1016/j.technovation.2023.102576

Liu, H., Ke, W., Weij, K. K,, Gu, J., & Chen, H. (2022). Multichannel digital marketing and CRM systems:
Effects on sales performance during COVID-19. Journal of Small Business Management, 60(3),
456-472. https://doi.org/10.1080/00472778.2021.1890402

Naidoo, V. (2010). Firm survival through a crisis: The influence of market orientation, marketing

innovation, and business strategy. Industrial Marketing Management, 39(8), 1311-1320.
https://doi.org/10.1016/j.indmarman.2010.02.005

Nambisan, S., Zahra, S. A, & Meyer, A. D. (2023). Gen Z entrepreneurship and innovation: Reframing the
digital-native mindset. Research Policy, 52(1), 104585.
https://doi.org/10.1016/j.respol.2022.104585

Obal, M., & Gao, F. (2020). Real-time communication tools supporting supply chain resilience during
COVID-19. Industrial Marketing Management, 88, 314-327.
https://doi.org/10.1016/j.indmarman.2020.05.004

@ @ @ 2025. The Author(s). This open-access article is distributed under a Creative Commons Page | 141
A=ZarTe Attribution (CC-BY-SA) 4.0 license.


https://issn.lipi.go.id/terbit/detail/20210426070189301
https://doi.org/10.1016/j.indmarman.2020.05.031
https://doi.org/10.1002/gsj.1199
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1002/jdeb.2024.055
https://doi.org/10.1016/j.techfore.2020.120251
https://doi.org/10.1016/j.jbusres.2020.05.028
https://doi.org/10.1016/j.jbusres.2020.11.025
https://doi.org/10.1108/MIP-07-2020-0322
https://doi.org/10.1016/j.jclepro.2020.124063
https://doi.org/10.1016/j.technovation.2023.102576
https://doi.org/10.1080/00472778.2021.1890402
https://doi.org/10.1016/j.indmarman.2010.02.005
https://doi.org/10.1016/j.respol.2022.104585
https://doi.org/10.1016/j.indmarman.2020.05.004

GOLDEN RATIO OF MAPPING IDEA AND LITERATURE FORMAT g-.o LD E N RAT[O

VOLUME 5, ISSUE. 2 (2025) \ ,
Website: https.//goldenratio.id/index.php/grmilf ISSN [Online]: 2776-6381

Papadopoulos, T., Baltas, K. N., & Balta, M. E. (2020). The use of digital technologies by small and medium
enterprises during COVID-19: Implications for theory and practice. International Journal of
Information Management, 55, 102192. https://doi.org/10.1016/j.ijinfomgt.2020.102192

Ratten, V. (2022). The future of entrepreneurship and innovation in a digital age: A perspective. Journal
of Small Business & Entrepreneurship, 34(1), 1-12.
https://doi.org/10.1080/08276331.2020.1763317

Rydén, P., Stenvall, J., & Pekka, M. (2022). Empathy and trust-building in crisis marketing: Evidence from
the COVID-19 outbreak. Journal of Consumer Behaviour, 21(4), 658-675.
https://doi.org/10.1002/cb.2058

Saura, J. R, Palacios-Marqués, D., & Molla, A. (2021). Social media and digital marketing strategies for
SMEs during the COVID-19 pandemic in Spain. Journal of Innovation & Knowledge, 6(4), 189—
198. https://doi.org/10.1016/}.jik.2021.06.003

Sharma, A., & Kumar, V. (2021). When digital transformation backfires: Overcoming pitfalls of speedy
pandemic marketing. Journal of Business Research, 123, 295-305.
https://doi.org/10.1016/j.jbusres.2020.09.026

Smart, P., & Chen, L. (2024). Micro-influencer marketing by youth-led startups: Authenticity, reach, and
engagement.  International  Journal  of = Marketing  Studies,  16(1), 22-36.
https://doi.org/10.5539/ijms.v16n1p22

Smith, E., Johnson, R, & Lee, S. (2023). Behind-the-scenes digital branding by Gen Z entrepreneurs:
Building  intimacy and  transparency. Young  Consumers, 24(2), 123-137.
https://doi.org/10.1108/YC-06-2022-0150

Tiago, M. T. P. M. B., & Verissimo, J. M. C. (2021). Digital marketing and social media: Why bother?
Business Horizons, 64(6), 723—-731. https://doi.org/10.1016/j.bushor.2021.07.005

@ @@ 2025. The Author(s). This open-access article is distributed under a Creative Commons Page | 142
A=ZarTe Attribution (CC-BY-SA) 4.0 license.


https://issn.lipi.go.id/terbit/detail/20210426070189301
https://doi.org/10.1016/j.ijinfomgt.2020.102192
https://doi.org/10.1080/08276331.2020.1763317
https://doi.org/10.1002/cb.2058
https://doi.org/10.1016/j.jik.2021.06.003
https://doi.org/10.1016/j.jbusres.2020.09.026
https://doi.org/10.5539/ijms.v16n1p22
https://doi.org/10.1108/YC-06-2022-0150
https://doi.org/10.1016/j.bushor.2021.07.005

