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Abstract 

 
The rapid development of information technology and digitalization has formed a specification in the 
economic field, in the form of a digital creative economy. This economic cluster generally refers to 
entrepreneurship developed through the use of the internet and digital advancements to create business 
opportunities with excellence in the value of services and products. In strategic management, the 
development of technology that is widely adopted in company policy in improving service and product quality 
is an external element. In addition to having an extraordinary impact on consumption patterns, distribution 
and production, information technology is now able to become a fundamental instrument as the essence of 
creating value for products and services. This leads to a paradigm shift in the strategic management 
perspective, from the perception of technological externalities to internalities in value creation and policy 
making. This study seeks to identify shifts in the paradigm of the external environment of technology in 
contemporary business that develops ICT and the internet as the basis for digitalization and virtualization of 
exchanges of products, services and transactions between business actors. The results show that unlike 
conventional companies that respond to technological advances need technological advancements as an 
added value of their products and services, digital entrepreneurship uses technological advancements as a 
core part of product development and value creation. This study identifies important elements regarding 
adaptive strategies of external environmental effects in digital entrepreneurship. The results show that the 
shift in technological externalities to integrated digital entrepreneurship is capable of digitizing the creation 
of values and opportunities and operating digital-based businesses.  
 

Keywords: adaptive strategies, digital entrepreneurship, external environment, internet marketing, strategic 
management 

 
 
1. Introduction 
 
Change strategy management is a managerial decision and activities that lead to the determination of 
the organization's long-term performance, which includes analysis of the internal and external 
environment, accompanied by the formulation of the vision and mission and objectives of the 
organization to deal with that environment. The environment here is included in the company's 
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external and internal environment. Many factors affect the performance of small industries including 
the influence of internal and external factors. Setyowati (2015) stated that the performance depends 
on the ability to manage these two factors through the analysis of environmental factors and the 
establishment and implementation of business strategies. External factors include macro and micro 
environments consisting of demographics, politics, technology, economics, socio-culture, suppliers, 
consumers, competitors, distributors, government institutions, labor, and creditors (Chung et al., 
2007). What is referred to as general environments refers to the composition of various dimensions in 
society that affect the industry and the companies within it. The grouping is divided into several 
segments, namely: demographic, economic, political and legal, sociocultural, technological, global, 
and physical environment. What the company can do is analyze trends in each segment and predict 
the effect on its activities. Today, technological advances have pushed almost all forms of business to 
adapt to take advantage of and use information technology for manufacturing products and services, 
distribution and marketing. 

In strategic management, the development of technology that is widely adopted in company 
policy in improving service and product quality is an external element. Unlike conventional 
companies that respond to technological advances need technological advancements as an added 
value of their products and services, digital entrepreneurship uses technological advancements as a 
core part of product development and value creation. Specifically, this study analyzes digital 
entrepreneurs by emphasizing on adaptive strategies that are applied integrated by new 
entrepreneurs in the field of technology to create value and opportunities and business operations. In 
general, digital entrepreneurship is a phenomenon that has emerged through the development of 
information and communication technology. Guthrie (2014) states that digital business is the sale of 
products or services through electronic networks. The digital economy opens up opportunities for 
entrepreneurs to create different business areas through an electronic trading model (Turban et al., 
2008). This shows that the latest developments indicate a paradigm shift in the effect and utilization 
of technology for digital companies. The findings of this study were obtained from the method used 
in the form of library research, with qualitative-descriptive analysis. The study findings highlight 
crucial aspects in the development of adaptive response for internet-based digital companies, which 
are different from old model companies.  
 
2. Strategic Analysis of External Environmental Effects  
 
Strategic management is a series of strategic decision making processes, namely decisions that are 
long-term, comprehensive, and priority. This strategy is very important because it can influence the 
overall direction of the company. Errors in making decisions that are long-term, comprehensive and 
priority are certainly not expected because they can damage stability and threaten the survival of the 
company. For this reason, an in-depth study is needed in formulating this strategic decision 
(Cognoscenti Consulting Group, 2016). The formulation of strategic management in the analysis of 
external and industrial fields as a first step in the process of formulating strategic decisions, namely 
the implementation of business opportunity assessments that will be encountered. An opportunity is 
a situation in the general and macro environment, which if processed and used optimally can help 
the company to achieve its goals. While a threat is a situation in the general and macro environment, 
which can hinder a company from achieving its objectives. To observe this environment, a strategic 
manager must understand various external factors that have an influence on the company's internal 
conditions for achieving competitive advantage.  

Along with the rapid development of technology in business and the basics of innovation, the 
paradigm of technological externalities in the company's internal policy making regarding drastic 
changes. The first paradigm in strategic management is an old view that considers technology as an 
external factor that is fully considered to have opportunities and threats for business growth and 
continuity. This perspective perceived that as one of external elements, technology can be adaptively 
responded by identifying its influence on the choice of direction and actions of a company and affect 
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the organizational structure and internal processes. The external environment can be divided into 
three related sub-categories, namely: factors in the remote environment, factors in the industrial 
environment, and factors in the operational environment. The company's external environmental 
conditions can be described on a continuum, from favorable conditions (benign environment) to 
unfriendly conditions (hostile environment) (McGee & Rubach, 1996). Strength outside the company 
that is uncontrollable so changes that occur in this environment will affect the performance of all 
companies in the industry. Analysis of the external environment indicates the opportunities and 
threats facing the company. Idris (2018) stated that the external environment can be classified into 
two categories, namely integrated views regarding environmental observations and adjustments to 
company reality and perceptual views. The number of external factors that influence is not constant 
but is always changing and the intensity of the impact will vary. 

There are several critical factors that influence the course of the company's operational 
activities in an industry, such as economic, technological, political and legal factors as well as social 
culture. Economic factors include GDP, interest rates, inflation rates, unemployment rates, currency 
markets, disposable income, and price and wage controls. Technological factors include patent 
protection, new products, internal availability, telecommunications infrastructure, development of 
new technologies, industrial transfers, R&D, and automation. Political and legal factors, including 
antitrust regulations, tax regulations, government stability, regulations on outsourcing, foreign trade 
regulations, immigration regulations, and global warming regulations. Socio-cultural factors, among 
others, are lifestyle changes, career expectations, life expectancies, pension plans, health care, birth 
rates, age distribution of the population, education level, population growth rates and population 
movements within the region (Cognoscenti Consulting Group, 2016 ). 

The analysis of the external environment includes an understanding of various factors outside 
the company that lead to the emergence of business opportunities. From the company's point of view 
all the factors above are factors that are outside the company's control (external factors). All external 
factors provide opportunities and threats for the company to realize its vision, mission and goals. 
These external factors cannot be controlled by a company without the right strategy in accordance 
with the changing environment situation. Achieving company goals is visualized in business 
performance. Today's management in the information age pays much attention to the non-financial 
aspects which actually encourage and build on the success of the financial aspects, especially in the 
increasingly competitive business situation now and in the future (Suyono, 2013). Strategic 
management highlights five variables in industry conditions that must be recognized and taken into 
account, of threats from new entrants, supplier factors, buyer factors, production factors, competition 
factors. Riyanto (2018) proposed two main perspectives in managing the external environment. First, 
the perspective that views the external environment as a vehicle that provides resources (Clark et al., 
1994: Tan & Litschert, 1994). Both perspectives view the external environment as a source of 
information. The first perspective is based on the premise that the external environment is a vehicle 
that provides critical resources for the survival of the company (Tan & Litschert, 1994). This 
perspective also implies external potential in threatening the company's internal resources. Strikes, 
deregulation, changes in laws, for example, have the potential to damage the company's internal 
resources. The second perspective links information with environmental uncertainty. Environmental 
uncertainty refers to changes in external environmental conditions that are difficult to predict 
changes. This relates to the ability of organizational members in decision making (Clark et al., 1994). 
 
3. Technology as a Strategic Element of Corporate Adaptability 
 
The era of information technology has driven fundamental changes in the order of business practices, 
the business environment that is full of change, borderless world business activities are the 
consequences which have implications for increasingly intense levels of competition, both on a local, 
regional and international scale. A successful business entity is one that is able to demonstrate a high 
level of adaptive and flexibility with the environment. This leads to the second formation from a 
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strategic management perspective to see technology not as a threat and merely an opportunity, but 
also a fundamental basis in the formation of value and the creation of products and services. The 
development of the internet since decades has changed the paradigm towards this kind of 
technology. If previously technology, especially ICT, was considered to only provide added value for 
services and products, technology was used by first startups as a major component in its services. 
This changes the patterns of consumption, distribution and production of services and services, as 
well as digitizing and virtualizing transactions between actors in the market. In this case, top 
management intelligence in developing innovative, adaptive and comprehensive strategies and 
aligning with goals is a fundamental factor in the competitive advantage of its technology-based 
business. The concept of continuous improvement is essential in realizing competitive advantage. 
Through this concept, companies are required to engage in economy in forms of efficiency, 
effectiveness, and innovativeness to achieve best business practices and create added value.  

Changes in technology also affect company performance. To avoid obsolescence and encourage 
innovation, companies must be aware of technological changes that might affect the industry. 
Creative technology adaptation can open opportunities for the creation of new products, 
improvements to existing products, or improvements in production and marketing techniques. 
Technological breakthroughs can open up markets and new sophisticated products or can also 
shorten the life of production facilities. Technology forecasting can help protect and enhance the 
ability of companies in a growing industry. This forecast makes strategic managers aware of the 
challenges and opportunities that promise. The key to useful technological advance forecasting lies in 
accurate estimation of the impact of future technological changes and their possible impacts. A 
comprehensive analysis of the effects of technological change includes a review of the expected 
impact of new technology on the distant environment, on the situation of business competition, and 
on the business interface of society. Manufacturers, banks and retailers have taken advantage of this 
technological advancement in their business in order to facilitate and speed up services to satisfy 
customer needs. The industrial environment also plays a role in accelerating environmental change. 
The industrial environment in question is, bargaining power of buyers. bargaining power of sellers, 
the entry of potential new entrants, the presence of substitute goods, and the intensity of company 
competition in the industry. From the company's point of view all the factors above are factors that 
are beyond the company's control as external factors. All external factors provide opportunities and 
threats for the company to realize the company's vision, mission and goals. The external factors 
above cannot be controlled by the company without the right strategy and in accordance with the 
changing environment situation. The strategy formulated by the company is a management expertise 
in managing the company. The strategy is actually a management activity to strengthen the 
organization's position. Without a strategy in managing the company, a manager seems to step into 
uncertainty. Management with all its expertise is required to develop strategies that are suitable for 
the company they lead. Strategic planning is a systematic management process that can be 
interpreted as a decision making process for programs to be carried out by the organization and an 
estimated amount of resources that will be allocated in each program during the next few years 
(Anthony & Govindarajan, 2004). Strategic planning occupies a crucial position, because it 
determines the comprehensive, coherent, and balanced long-term plans and short-term plans 
produced by the organization (Kusmayadi, 2008). 

Darya (2012) states that environmental factors play an important role for companies, especially 
in choosing the direction and formulation of corporate strategy. Changes in the environment both 
internal and external require the company's capabilities to be able to adapt to these changes so that 
the survival of the company remains. Meanwhile, planning is a tool to adapt and is also a determining 
factor for company performance so that it is expected to create competitive advantage. In general, a 
company's environment consists of groups that are interrelated with one another who play an 
important role in determining the opportunities, challenges and obstacles facing the company. The 
external environment of a company presents many challenges faced by a company in an effort to 
attract or obtain the necessary resources and to market goods and services profitably (Pearce and 
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Robinson 1997; Hunger and Wheleen, 2003). 
Utama (2009) stated that environmental adaptability reflects the ability to adapt to an uncertain 

environment that is the ability to adapt to changes in legislation, technological changes, changes in 
market tastes. According to Montoya-Weiss and Calantone (1994), McGinnis and Kohn (1993), 
changes in legislation, technological developments, consumption pattern are important aspects to 
find out how far the organization is able to adapt in a new environment. Lathifah (2007) found that 
the level of turbulences of the external environment of rapid technological development also requires 
companies to build on their adaptability and accessibility capabilities. The strength of adaptability in 
question is the ability of the entire potential of the company to immediately adjust to the needs and 
desires, both consumers, suppliers, and other parties who have the power of influence on the market. 
The technological orientation of the industry refers to the level at which the industry is considered in 
the technology intensive industry. The technological aspects applied to the product both in terms of 
production and applied technology owned by the product are measured through a unique level of 
technological orientation. This technology-based adaptation will measure how far a company or 
organization is able to use technology as a basis for competitive advantage, and in strategic policy 
making. On the side, there are several important components of external analysis covering several 
aspects as the focus of adaptability. First, scanning is an attempt to identify the initial clues from 
environmental changes and trends. Second, monitoring to detect meaning through continuous 
observation of environmental changes and trends. Third, forecasting refers to the development of 
projections for anticipated results based on monitored changes and trends. Fourth, assessment is 
determining the time and importance of changes and environmental trends for corporate and 
management strategies. 
 
4. Digital Entrepreneurship: Recent Developments and Critical Points 
 
Globalization and the great development of information and communication technology (ICT) has 
created a major transformation in the world economy. Advances in information communication 
technology and business innovation in ICT have created a new form of digital economy (Cohen et al., 
2000; Pohjola 2002; Hafezieh et al., 2011). Davidson and Vaast (2010) revealed that entrepreneurship 
in the digital economy is characterized by three interrelated types of entrepreneurship that create 
opportunities for business entrepreneurship, knowledge entrepreneurship, and institutional 
entrepreneurship. Entrepreneurship Digital technology has had a tremendous impact on the world. 
Digital businesses built through internet networks from world-class digital-based companies through 
social media services, for example, have been able to change the world and have shaped 
communication patterns without geographical barriers. Digitization also impacts the development of 
new entrepreneurs (Hayati & Caniago, 2019). The potential for new business development increases 
due to the opportunity to digitize business branches and change businesses from offline to online. 
The positive impact of digitalization on entrepreneurship also occurs in the form of promoting 
innovation, creating job opportunities, and increasing productivity. 

The latest developments in entrepreneurship driven by technological development and the 
combination of ICT as the driving force have created specific characteristics and impacts on digital 
entrepreneurship. Giones and Brem (2017), identify interrelated characters of digital 
entrepreneurship with the impact of entrepreneurial digitalization on economic and socio-cultural 
patterns. Furthermore, Tony Bailetti (2012) defines technology entrepreneurship as an investment 
that utilizes advances in knowledge and technology to create organizational value. Ferreira et al. 
(2016) conceptualize technology entrepreneurship as a combination of entrepreneurship and 
technology-based innovation. Beckman et al., (2012) defines technological entrepreneurship as 
innovation to take advantage of opportunities from technological developments. Another 
advancement of digital entrepreneurship is digital technology entrepreneurship. This refers to the use 
of ICT technology and the use of the Internet of Things in the products or services offered (Giones & 
Brem, 2017). Some examples are the widespread use of smartphones today to generate innovation in 
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transactions, online sales, and traction, market validation, scalability and business growth. This form 
is different from digital entrepreneurship which refers to the use of the internet base in new products 
and services by the use of big data and artificial intelligence (Wallin et al., 2016; Tomczak & Brem, 
2013). The latest forms of entrepreneurship form a new economic cluster called the creative economy 
as a concept in a new economic era whose main support is information and creativity where ideas 
and stock of knowledge from human resources are the main production factors in economic activity. 

In the corporate context, the capacity to utilize digital entrepreneurship is characterized by the 
intensity of using the internet as a medium of communication, collaboration, and cooperation to 
develop business or trade transactions for products and services. This shows that digital 
entrepreneurship specifically examines the impact of information technology on business and service 
development by utilizing the internet (Mustikawati & Afiff, 2018). Don Tapscott (2010) found several 
characteristics of digital entrepreneurship in the form of digitization, virtualization, internetworking 
and convergence. Digitization refers to products and forms of service being changed into formats one 
and number, and virtualization changes physical things can become virtual. Internetworking refers to 
network economics with deep interconnection and range of economic entities, and convergence 
includes the convergence of computing, communication, and content. In the context of marketing, 
Beier (2016) states that the marketing process in the digital world must also be understood by digital 
start-up owners, digital marketing in general can be defined as the use of integrated digital 
technology (Nugraha & Wahyuhastuti, 2017). Other definitions also describe targeted and measurable 
communication aimed at obtaining and retaining customers and at the same time by building deeper 
relationships with them (Wymbs, 2011). Digital entrepreneurship emphasizes the development of 
ideas and the creation of values and opportunities by the utilization of scientific and technological 
knowledge (Nugraha & Wahyuhastuti, 2017). Richter et al. (2017) states that digital entrepreneurship 
is an effort to gain market share, business opportunities that make money and try to be innovative, 
radical and risk takers. Esmaeeli (2011) states that digital entrepreneurship develops business 
digitalization of digital services that is relatively fast and satisfying so that it is chosen to make almost 
all services digital, the potential of goods or services is wider with digital distribution channels, the 
potential for digital interaction with stakeholders, and digital potential from internal activities related 
to company operations. Digital business explains the creation of new value, which involves new 
business models based on digital goods or services, digital distribution, digital workplaces, and digital 
markets. 

The development of digital entrepreneurship starts from the stage of a start-up which develops 
the initial idea to get the results of his hard work. There are three stages in the development of digital 
business, namely the stage of idea development, then the development of a starter business and then 
business management (Le Dinh et al., 2018). The essence of digital entrepreneurship is the founder of 
the business itself. It is important to get a stable business founding team to start a business with a 
typical trial-error in the early stages of building a business network and social capital (Spiegel et al., 
2016). In addition, the development of digital entrepreneurship also requires the development of a 
digital platform as a digital space that provides business opportunities for interconnection between 
business people and customers (Hsieh and Wu, 2018). The platform can be divided into three namely 
innovation platforms as offered by Google, transaction platforms, such as retail or online service 
requests, and integration platforms, which are a combination of innovation and transaction platforms 
(Hayati, & Caniago, 2019). 
 
5. Conclusion 
 
The technological aspects applied to the product both in terms of production and applied technology 
owned by the product are measured through a unique level of technological orientation. In general, 
creative technology adaptation can open opportunities for the creation of new products, 
improvement of existing products, or improvements in production and marketing techniques. 
However, today technology-based adaptation is considered more able to measure how far the 
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company or organization is able to use technology as the basis for competitive advantage, value 
creation and opportunities and in strategic policy making. For conventional companies, the adaptive 
response is shown by identifying the influence of the external environment such as scanning, 
monitoring, forecasting, and assessing. In this form of adaptation, the company's efforts to analyze 
and identify demands and shifts in the market are spent through continuous efforts on changes and 
environmental trends. This effort refers to developing projections for anticipated results based on 
changes and identified trends that will consume resources. This form of digital entrepreneurship 
considers technology not as an external factor that needs to be responded to as challenges and 
obstacles, rather than developing information technology to develop digital-based products and 
services. This encourages a paradigm shift in seeing the effect of technology on organizational 
survival. This shift encourages internet-based companies to be more able to dominate the market, 
and can create new consumption patterns altogether compared to focusing on efforts to make 
technology as an added value, as in conventional products and organizations. 
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