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1 – KEYNOTE AADDRESSES 

 
Moderator 

Farkhanda Shamim, PhD 

University of Guelph Humber, Toronto, Canada 

 

 
Professor Nobuyoshi Yamori, PhD 

Research Institute for Economics & Business Administration 

Kobe University, Japan 

yamori@rieb.kobe-u.ac.jp  

 

 
Bio: 

 

Nobuyoshi Yamori was born in Shiga Prefecture and graduated from Shiga University in 1986.  He received 

an MA degree at Kobe University in 1988 and Ph.D. at Nagoya University in 1996.  Before becoming a 

professor of Kobe University in 2014, he taught at Nagoya University.  Currently, he is an Advisor and a 

member of Financial System Council of Financial Services Agency (FSA) of Japanese Government. He is 

also a member of several official committees of Ministry of Finance, Ministry of Economy, Trade and 

Industry, Ministry of Land, Infrastructure, Transport and Tourism. He has published many academic articles 

in international journals, such as Economics Letters Journal of Banking and Finance, Journal of Financial 

Intermediation, Journal of Financial Research, and Journal of Financial Services Research.   

 

Summary:  

 

Professor Yamori discussed the impact of the First Wave of the COVID-19 on Entrepreneurship and Small 

and medium-sized enterprises (SMEs) and the Public Financial Assistance in Japan. In the presentation, 

Professor Yamori explained the context of the COVID-19 data and showcased how the Japanese 

Government had tackled this crisis. He further elaborated upon the development in the credit guarantee 

system during the first wave, with a depiction of an evaluation and future challenges. Insights on how 

Japan’s economy, like that of other countries, experienced a sharp economic downturn during COVID-19, 

was provided. He further explained how SMEs are especially susceptible to the adverse effects of crises 

such as COVID-19, due to weak financial position, difficulty in diversifying business risk, and weak crisis 

management ability. 

 

 

 

mailto:yamori@rieb.kobe-u.ac.jp
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Professor Wim Vanhaverbek, PhD 

University of Surrey, UK 

ESADE Business School, Spain 

w.vanhaverbeke@surrey.ac.uk  
 

 

Bio: 

 

Wim Vanhaverbeke is a professor of Digital Innovation and Entrepreneurship at the Surrey Business 

School. He is also visiting professor at ESADE Business School (Spain) and till recently at the National 

university of Singapore. He is Co-editor-in-Chief of Technovation since January 2020. He has published in 

several international journals such as Organization Science, Research Policy, California Management 

Review, Journal of Management Studies, Small Business Economics, Journal of Business Venturing, 

Technovation. He was co-editor with Henry Chesbrough and Joel West of “Open Innovation: Researching 

a New Paradigm” (OUP, 2006) and “New frontiers in open innovation” (OUP, 2014). He published a 

management book “Managing open innovation in SMEs” (CUP – 2017) and an academic volume 

“Researching open innovation in SMEs” (World Scientific Press - 2018). 

 

He is a dedicated open innovation researcher collaborating with different partners in universities and 

companies around the globe. His current research is focusing on open innovation in SMEs, and innovation 

ecosystems. He has established the European Innovation Forum with Henry Chesbrough in 2012 and is a 

co-organizer of the World Open Innovation Conference. He is a frequently asked speaker at leading 

international conferences and an adviser for several globally operating companies. He consults and 

organizes workshops for multinationals and technology companies. 

 

He was recognized by the International Association of Management of Technology (IAMOT) as one of the 

top 50 authors of technology and innovation management during the period of 2008-2012. He is appointed 

as a member of the Advisory Committee of the Research Center for Technological Innovation of the 

Tsinghua University. 

 

Summary:  

 

Professor Vim delivered a keynote speech on open innovation management in Entrepreneurship and 

Small and medium-sized enterprises (SMEs). Vanhaverbeke dwelled on how small firms can innovate 

together with large firms, with examples being Isobionics and DSM, a start-up commercializing MNE’s 

technology. He continued explaining the benefits of combining innovation and industrial design, as it's a 

dynamic way of reorganizing and can be very profitable when working together. He placed emphasis on 

how open innovation means open communication, with the concept of trust and transparency in place. He 

concluded on how open innovation only made sense when integrated in broader strategic objectives of 

small firms and therefore, starting with the business models and business model innovation. 

 

 

 

mailto:w.vanhaverbeke@surrey.ac.uk
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Professor Wendy Cukier, PhD, DU (hon) LLD (hon) 

Diversity Institute 

Ryerson University, Toronto, Canada 

wcukier@ryerson.ca  
 

 

Bio: 

 

Dr. Cukier is Professor of Entrepreneurship and Strategy and Founder of the Diversity Institute, Ryerson 

University, Toronto. She is the co-author of the bestseller, Innovation Nation: Canadian Leadership from 

Java to Jurassic and former VP of Research and Innovation and more than 200 articles on aspects of 

diversity, inclusion and innovation. The Diversity Institute has 75 research staff, 100 research associates 

from around the world and 200 industry partners focused on dimensions of diversity and inclusion in the 

workplace, future skills, and entrepreneurship and innovation. Projects include Diversity Leads, which has 

tracked the representation of women in leadership roles and a host of projects focused specifically on 

women in technology. The Diversity Institute has also pioneered innovative projects such as the Advanced 

Digital and Professional Training program (ADaPT), the Women Entrepreneurship Hub and the Newcomer 

Entrepreneurship Hub. She also leads the Women Entrepreneurship Knowledge Hub and a program of 

research for the Future Skills Centre as well as the new Inclusive Innovation and Entrepreneurship Network 

(IIE-Net).  She serves on a host of non-profit boards including Women's College Hospital, nPower, the 

Lifelong Leadership Institute, Green Iglu and many advisory committees. Her awards include Sara Kirke 

Award; YWCA Woman of Distinction; Woman of Influence; Harry Jerome Diversity Award; the Bob 

Marley Diversity Award, Canada Pakistan Business Council’s Professional of the Year; Metropolis 

Research Award, most powerful women by WXN. She was named among ‘100 Alumni who shaped the 

century’ by the University of Toronto and International Women’s Forum 2020 Women Who Make a 

Difference. She holds two honorary doctorates as well as the Meritorious Service Cross, one of Canada's 

highest civilian honours. 

 

Summary:  

 

Professor Cukier focused on gender, diversity, and entrepreneurship, challenges and opportunity faced, 

COVID-19 impacts, and the journey towards inclusive innovation. Cukier has spoken on how all of our 

workforce growth is going to come through immigration, as we are a country of immigrants and the 

children of immigrants. She acknowledged the fact that a commitment to diversity and gender equality is 

grounded in commitments to human rights and the UN sustainable development goals. She mentioned 

some entrepreneur challenges which consisted of understanding legislations and rules, obtaining finance, 

and locating and hiring the right business organizations. Cukier concluded by insisting on providing 

support services: Government Grants and subsidies, incubation or acceleration, and also language support 

and cultural awareness. 

 

 

 

mailto:wcukier@ryerson.ca
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Rocco Rossi 

President and CEO 

Ontario Chamber of Commerce, Canada 

rocco@occ.ca  

 

 
Bio: 

 
A successful entrepreneur and business executive, champion fundraiser, and dedicated public servant, 

Rocco Rossi joins the Ontario Chamber of Commerce in 2018 as President and CEO.  Coming from his 

role as President and CEO of Prostate Cancer Canada and earlier as the CEO of the Heart and Stroke 

Foundation – one of Canada’s largest non-profit organizations – Rossi has overseen consecutive years of 

record fundraising combining for over $600 million in total and launching many new, life-saving initiatives. 

His passion for public policy has led him to stand for election both for the position of Mayor of Toronto 

and for MPP. Mr. Rossi has held senior positions at the Boston Consulting Group, TORSTAR, 

Labatt/Interbrew and MGI Software. He is a graduate of McGill and Princeton. 

 

Rossi currently serves as a member of the Board and Audit Committee of TerraVest Industries. A past 

board member of United Way of Greater Toronto and other charities, Mr. Rossi has been an active 

community builder. In fact, in 2012 he was awarded the Queen's Jubilee Medal for his Philanthropic and 

Community service.  

 

Mr. Rossi has a BA (Hons) in political science from McGill University and a Masters of Arts in politics 

from Princeton University. He is married to his wife of 33-years, Rhonnie, and they have a 30-year-old son, 

Domenic John, who is a teacher. 

 
Summary:  

 

Although Canada has been hit hard by Covid, we are privileged to have significant support relative to the 

vast majority of the world. However, a crucial topic of discussion was the resources and subsidies available 

for small businesses and sick pay for essential workers. SMEs have incurred too much debt in the past year 

and due to that many businesses had to shut down. On top of that, the group with the highest transmission 

rates had to work at jobs that have to stay open despite their low income. He said, "unfortunately for 

thousands of other businesses the programs weren't enough and weren't fast enough, and they are gone”. 

 

During the pandemic, many businesses globally had a shift in production and changed their business models 

to provide people with the necessary equipment to survive. This has forced companies, large and small, to 

rethink globalization and the substitution of imported goods. In addition, this has enabled people to work 

from home and has brought forward a new way of working that can be leveraged by businesses moving 

forward. Companies can still get great productivity and are looking for that talent globally. There will be 

tough competition getting a job so getting workplace experience in integrated learning is going to be crucial 

in networking. 

mailto:rocco@occ.ca
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Nadine Spencer 

President 

Black Business and Professional Association, Canada 

nadine@nadinespencer.com  
 

 

Bio: 

 

Nadine Spencer serves as president of the Black Business and Professional Association (BBPA), which 

was founded in 1983. The BBPA is a charitable organization whose mission is to advance Canada's Black 

community by addressing equity, and though the delivery of programs that support business and 

professional excellence, higher education, and economic development.  

 

She has been acknowledged in the publication 100 Accomplished Black Canadian Women and has received 

numerous awards, including the BBPA Harry Jerome Business Award. 

 

A dedicated Black community champion, Ms. Spencer has devoted her life and work to fighting 

discrimination, battling poverty and advancing women’s education, including equality for women and girls 

of colour and other relevant topics related to the uplifting of society’s marginalized people. She holds a 

B.A. in political science with honours from York University and serves on the York Alumni Board. 

 

Ms. Spencer is the CEO of BrandEQ Group Inc., a global agency specializing in social change marketing, 

communications, and public relations. Spencer has accelerated strategic growth and brand visibility for a 

diverse client portfolio. She also pioneered BrandEQ Black, BrandEQ’s cultural sensitivity arm, whose 

goal is to work with organizations and governments to look at racial biases in advertising and marketing. 

 

Summary:  

 

Acknowledging the invaluable contributions of minority entrepreneurs to their communities is a topic that 

is important to discuss, Ms. Spencer provided an insight on contributions and challenges Black 

Entrepreneurs face through systematic racism. Spencer dwells on how Black-owned businesses and 

companies tend to stabilize neighborhoods, but their owners encounter relentless racist roadblocks. 

Discussing the contribution and challenges of black communities, people of color, and women in business 

The objective of the presentation was to advance Canada's Black community by addressing equity, and 

through the delivery of programs that support business and professional excellence, higher education, and 

economic development.  

She showed optimism while stating, “the state of black women entrepreneurship is something like the 

weather today, it's cloudy. But in the long-term forecast, we work to ensure that it is hot and sunny, vibrant, 

and full of life ahead”. 

 

She noted further noted, “the burdens of the pandemic induced recession have fallen most heavily on low 

income black and minority women and single mothers, they are the least able to afford childcare”. She 

mentioned, “the largest study of black women entrepreneurs and Canada reveals that they face significant 

barriers to financing, including the cost of borrowing”.  

mailto:nadine@nadinespencer.com
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2 – BEST PRACTICE OF PUBLISHING IN AN   

ENTREPRENEURSHIP JOURNAL 

 
Moderator: 

Farkhanda Shamim, PhD 

University of Guelph Humber, Toronto, Canada 
 

 

Professor Paul Jones, PhD 

School of Management, Swansea University, Wales, UK 

Editor in Chief: International Journal of Entrepreneurial Behavior and Research 

w.p.jones@swansea.ac.uk  

 

& 

 

Professor Howard Lin, PhD 

Ted Rogers School of Management, Ryerson University, Toronto, Canada 

Editor in Chief: Journal of Small Business & Entrepreneurship 
hlin@ryerson.ca  

 

 

Summary:  

 

Prof. Jones and Prof. Lin shared their ideas and suggestions on how to publish in an entrepreneurial journal.  

 

Paul stated that "You will get rejections throughout your academic career, but the trick is to learn from that 

experience and grow, grow best practice from it". He further highlighted that research students and PhD's 

can use many metrics that assess the quality of journals, such as Google Scholar and the Chartered 

Association of Business Schools, as they are expected to publish high end journals to develop their 

academic profiles. It is challenging to publish in top level journals due to their high rejection rates. 

Moreover, the reviewing process is long, and most publications get rejected at the initial stage. The 

important aspect of a paper is “the motivation and clarity in its theory'', He added. Good journal practice is 

to understand the scope of your research, be innovative, improve and build your expertise. 

 

Professor Lin highlighted how their publishing companies accepts timely, novelty, and contextualization 

of theory papers, while rejecting methodology centered (SEM), tired topics, no effort, writing, and unfit 

style papers. He emphasized the importance of ‘devoting double, triple effort to improve and probably ask 

peers to read the paper before submitting’. 

mailto:w.p.jones@swansea.ac.uk
mailto:hlin@ryerson.ca
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3 – SPECIAL LECTURE ON INDIGENOUS BUSINESS 
 

Moderator 

Farkhanda Shamim, PhD 

University of Guelph Humber, Toronto, Canada 
 

 

Patrick Watson 

Policy Director 

Canadian Council for Aboriginal Business, Toronto 

pwatson@ccab.com  
 

 

Summary:  

 

Patrick Watson provided an overview of the Indigenous business landscapes in Canada. He spoke on the 

impact of the COVID-19 Pandemic on Indigenous businesses and shares a snapshot of Indigenous exporters 

in Canada. Moreover, the presentation discussed CCAB’s (Canadian Council for Aboriginal Business) 

interventions and policy recommendations to support Indigenous economic recovery and Economic 

Reconciliation. The objective of the lecture was to give insight on the lack of recognition of Indigenous 

economic activities and the significance of those activities in Canada. 

 

He referred to Indigenous Business Survey which stated, “73% agree that Indigenous businesses have much 

to offer the Canadian economy, 77% of Canadians believe supporting strong indigenous businesses is an 

important pathway to healing Canada’s relationship with First Nations, Inuit, and Metis people, 77% of 

Canadians recognize the importance of thriving indigenous enterprises to the creation of sustainable 

economic opportunities for Indigenous people”. 

 

 

mailto:pwatson@ccab.com
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4 – LGBTQ PANEL: OVERCOMING BARRIERS  
 

Moderator 

Dennis Gorya 

Vebsto, Tidal and Salt Strategy 
dennis@vebsto.com  

 

 

Carey Calder 

Nakanagis Inc, Ottawa 

 

Gavin Armstrong, PhD 

Iron Fish, Toronto 

 

Javier Santos 

The House of Purpose, Ontario 

 

Peter Hawkins 

Mellohawk, Ontario 

 

Ryan Nearing 

Canada's LGBT+ Chamber of Commerce 

 

Sylena Urbanoski 

Box Hub, Vancouver, British Columbia 
 

 

Summary:  

 

The LGBTQ+ Panel, consisting of six panelists and aspiring LGBTQ+ Entrepreneurs, spoke on their 

business challenges and how they overcome them. Starting and growing a business is difficult as is, but it 

increases the difficulty many folds if you add additional hurdles of discrimination to it. The panelist inspired 

numerous participants through success stories of LGBTQ+ entrepreneurs that have succeeded despite the 

odds. The presentation outlined five main focuses as an LGBTQ+ organization: membership, networking, 

support, advocacy and certification and taught how these approaches can allow businesses to create the 

broadest coalition possible to advocate for queer entrepreneurship across Canada. 

 

Javior Santos admitted, “as part of the LGBTQ community, it is on us to keep pushing the diversity agenda, 

little by little, in their own way”. Peter Hawkins stressed, “we are not just entrepreneurs, building a business, 

but we are global citizens building a better world for every big company behind them”. 

 

mailto:dennis@vebsto.com
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5 – SMALL DOMESTIC AND INTERNATIONAL BUSINESSES  

IN THE NEW CANADIAN REALITY 
 

Moderator 

Prince Khan 

Business Consultant,  

Halton Region, Ontario, Canada 

prince.khan@halton.ca  
 

 

Carlyle A. Fullerton 

International Business Development Manager  

Caribbean Markets 

 

Michelle Penman 

Owner 

MHC Tool and Die 
 

Aziz Memon 

Principal marketing and e-commerce consultant  

Salt Strategy and Vebsto.com 
 

Ryan Oxley 

Senior Account Manager, Commercial Markets and Small Business 

Export Development Canada 
 

 

Summary:  

 

The four panelists discussed vast areas of topics such as the impact of COVID-19 on small businesses, the 

growth barriers, government’s support to small businesses, digital marketing and e-commerce, challenges 

of going global, etc.  

 

Fullerton encouraged businesses to export, “with everything going digital, it is much easier to grow your 

network and have everyone join in”. Penman highlighted, "An entrepreneur's day is never the same and 

every day is different given the challenge of working on something and then moving on to another thing".  

Memon mentioned that the first thing people do in businesses, if they need to cut on costs, they cut 

advertising or marketing which harms the business more. Ryan Oxley told the audience that establishing a 

business on an international scale can be as simple as having an e-commerce solution product on your 

website being able to ship internationally.  

 

mailto:prince.khan@halton.ca
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6 – CASE WRITING  
 

Moderator 

Farkhanda Shamim, PhD 

University of Guelph Humber, Toronto, Canada 
 

 

Violetta Gallagher 

The Ivey Publishing Team, Ivey Business School 

Western University, London, Canada 

vgallagher@ivey.ca  

 
 

Summary:  

 

Violetta Gallagher is the Acquisition and Product Manager with Ivey Publishing at the Ivey Business School 

at Western University. Ivey Publishing provides business and management case studies with a global 

perspective. In addition, there are many benefits of learning with cases such as bridging the gap between 

theory and practice, allowing students to practice their decision-making skills, and engage through active 

learning. Moreover, students develop better writing, time management, communication and analytical skills 

when provided with the opportunity to present their findings and recommendations to the class. 

 

She further highlighted, “cases allow students to participate and use their decision-making skills. So, it not 

only tests students' knowledge of what they have learned, but it also assists professors with gauging the 

strength of their students' understanding of the topics and theories that's being discussed."  

mailto:vgallagher@ivey.ca
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7 – PROJECT-BASED LEARNING DURING A PANDEMIC 
 

Moderator 

Farkhanda Shamim, PhD 

University of Guelph Humber, Toronto, Canada 
 

 

Nick Dolan 

Account Development Executive 

Riipen, Toronto, Canada 

nick.dolan@riipen.com  
 

 

Summary:  

 

The focus of this seminar was on a project-based learning platform called Riipen, whose mission is to end 

graduate underemployment by providing tools and networks to students and educators. Due to changing 

work environments and challenges for students, they must acquire skills high in demand and expand their 

network to be successful in today's workforce. There is a gap between the way students and employers think 

after graduation. This is where Riipen steps in to help support students get the experience they need. With 

over 10,000 industry partners and 320 post-secondary institutions, Riipen has facilitated over 80,000 

student experiences with more than 5 million working hours. This provides students with clarity on which 

companies they would want to work for and can improve their soft skills. Students get the opportunity to 

engage in real case studies and grasp a better understanding by applying their learnings. In addition, SMEs 

and non-profit organizations benefit from project-based learning as they can recruit students by observing 

their skill sets before hiring. As well as these students can provide innovative insights from their 

experiences. COVID-19 has opened doors for project-based internships as it is much easier for employers 

to mentor students due to fewer resources and a smaller budget since these internships are flexible than 

traditional internships. 

 

 

 
 

 

 

mailto:nick.dolan@riipen.com
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B1 - OPEN INNOVATION 
 

 

Chair 

Dr. K. Ali Akkemik, PhD 

Yamaguchi University, Japan 

 

 

Discussant 

Roisin Lyons, PhD 

Dublin City University, Ireland 
 

 

 
 

 

Mechanisms to engage start-ups in the context of public procurement 

 

Alireza Talebi, PhD 

University of Guelph, Canada 

Email: atalebi@uoguelph.ca  

  

 

Abstract: 

 

By looking at a procurement case in a local government, we explore the question: how do governments 

engage start-ups in the context of public procurement? We use the realistic evaluation to understand what 

works for whom, how, in what context and why. We explore the phenomenon of start-up engagement 

(what), investigate the stakeholders (whom), analyze the context (what context), consider the capability 

(why), and explain the mechanisms (how) to answer this question. Start-up engagement is an interrelated 

procedure that includes the establishment, development, and maintenance of relationships with start-ups. 

These require appropriate management capability at each stage. Since the context is changing and the 

relationships among participants are developing, managers need to use the appropriate mechanism 

indicating each level of capability. The data are mainly based on semi-structured interviews with involved 

parties in a local procurement program called Civic Accelerator Program (CAP). We define the mechanisms 

contributing to start-up engagement by using the start-up management capability. This study refers to open 

innovation, realistic evaluation, and stakeholder management literature to shed light on the notion of start-

up engagement as well as its associated mechanisms. We developed a start-up engagement framework 

indicating the changes in context, mechanisms, and outcomes, throughout the life of the program.  

 

Key words: public procurement, open innovation, start-up engagement, management capability, 

mechanism 

 

 

 

 

 

 

mailto:atalebi@uoguelph.ca
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A local family business entering a European niche market: The open innovation journey of PTL 

 

Antonios Livieratos, PhD 

National and Kapodistrian University of Athens 

Email: alivieratos@ba.uoa.gr  

 

 

Extended Summary: 

 

Introduction: 

 

Papageorgiou Transports & Logistics (PTL) is a transport and logistics family business operating in Greece 

since 1954. From 2000 till 2009, PTL is growing constantly along with its main client. Loosing this main 

client overnight at the beginning of 2010 was a major chock for the family business. Overcoming the chock 

very quickly, Konstantinos Papageorgiou, the grandson of the company’s founder and the current CEO of 

PTL, achieves to revitalize the firm. At the end of 2011 the company has fully recovered and is growing. 

Should PTL continue growing offering the same services or has the time come to introduce changes that 

would prevent a similar chock in the future? 

This case study explains the circumstances leading a small local family business to step out of its comfort 

zone and pursue an opportunity to enter a niche market beyond the country’s border. Furthermore, it 

describes the open innovation journey of PTL leading to the development of a new service and the strategic 

rational of every partnership in this journey. 

 

From business as usual to zero, and from zero to hero (2010-2011) PTL was established in 1954 by 

Konstantinos Papageorgiou in Arta a small town in Greece approximately 350 km northwest of Athens. 

From 2000 till 2009 the company was growing in parallel to its main client transporting bottled water from 

western Greece to the capital. In 2009 PTL owned nine trucks. By the turn of the decade things changed 

overnight. In January of 2010 its main clients cancelled their partnership because a competitor offered 

considerably lower prices. Konstantinos Papageorgiou the CEO of the company recalls “...they were offered 

a cost reduction of more than 25% and they asked me if we can offer our services on the competitor’s price 

range. There was no way that we could come even close to such a price range”.  

 

As Konstantinos Papageorgiou could not make a counteroffer, PTL was given a 60-days notice. “At this 

point we had to be reborn from the ashes. I remember that the days were counting down... 60,59,58... It was 

a struggle calling and visiting companies 24/7”. By the end of the two months PTL recovered almost 70% 

of the company’s turnover. At the end of 2010 PTL’s turnover equaled the turnover of 2009. The first new 

client deriving from this period was AquaN, the biggest aquaculture company in Greece and the 4th in 

Europe. The collaboration between the two companies worked quite satisfactory for both parties resulting 

a loyal customer on the one hand and a trustworthy supplier on the other. PTL quickly attracted more clients 

and by the end of 2011 it had achieved to almost double its turnover. 

Despite success there were several things keeping Konstantinos ‘awake at night’ and contrary to what one 

may believe, his concerns were not related to the company’s growth but to its survival. “This might sound 

crazy. I was not satisfied with what was going on and I don’t undermine the results. These were exceptional. 

However, we had no sustainable competitive advantage... we were just another transportation company as 

we used to be 20 years ago. This had to change...”. 

 

Recognizing the opportunity: The need to transport juvenile fish (fry) 

 

At the end of 2011 Konstantinos heard some rumors in the market about a new type of transportation that 

AquaN was about to implement. Konstantinos went straight away to his client to ask what was going on 

and whether PTL could be part of it. As a AquaN executive explained an aquaculture with numerous plants 

mailto:alivieratos@ba.uoa.gr
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needs to transport juvenile fish (fry). The companies operating in this niche market (one in France, one in 

Italy and one in Spain) where charging a high price per kilometer including the trip from their headquarters 

and back. Even worse, as these companies were offering services to many aquacultures, they were not easily 

available. Furthermore, in many incidents fry did not survive the transport. Having explained that the 

AquaN executive concluded: “If you can guarantee that fry can travel for 96 hours without a problem you 

will get the job”. Konstantinos recalls his thoughts after the meetings “I saw a clear opportunity here. 

However, in implementing such a transport there were two major problems: a) we didn’t have the money 

for such an investment and b) we didn’t knew anything about carrying fish”. 

 

Targeting a niche market: The need to innovate 

 

Based on an initial business plan Konstantinos started to search for an investor among his acquaintances. 

The investor contributed to this new venture with both capital and knowledge as he had extensive 

experience with trucks and buses. 

 

Having found the investor, Konstantinos started discussing the requirements with AquaN. Given the 

sensitivity of juvenile fish, these were simple “they hardly told us what we should do, rather they told us 

what is expected mainly from an ichthyologist’s point of view: we need you to transport juvenile fish up to 

four days and keep the oxygen, temperature and pH within certain limits ...that was for sure easier said than 

done”. 

 

After a long search it was decided to construct the track in Poland. “It was not a modern factory, but they 

had quite an experience in constructing tanks for the transportation of live river fish and above all they 

seemed dedicated to go all the way to build something new with us”. 

 

Given the sensitivity of juvenile fish and in order to overcome the lack of PTL’s experience in the field, it 

was decided to give special attention in monitoring the conditions. Sensors were placed in each tank 

measuring crucial aspects. The collected data were presented live in the form of a dashboard at a monitor 

in the driver’s cabin. Real-time data gives the chance to the driver to intervene and change the conditions 

if needed. The same data were also received live at PTL’s and at the customer’s headquarters. To this end, 

an ichthyologist could monitor the conditions in real-time and provide instructions to the driver if needed. 

Providing live monitoring to this type of transport was a crucial aspect that counterbalanced PTL’s lack of 

experience. In parallel, it provided a clear differentiation among the existing companies offering the same 

service in Europe. 

 

“Having the data is one thing, knowing what to do with them is another. We needed to know what to do in 

each circumstance and this was by far not evident”. Education has been an important part of the project and 

this is where AquaN provided its knowhow to PTL. It took 6 months to construct the new truck and another 

6 months of education to be operational. “Our truck drivers are now somehow junior ichtyiologists”. This 

new service of PTL started operating in 2013 under a new brand: LFT (Live Fish Transportation). 

 

The shift of PTL from a company that absorbs innovation to a company that develops innovation changed 

not only its line of business but also its DNA. After one year of successfully operating its first truck the 

demand for transporting juvenile fish grew significantly. Consequently, the decision was taken to invest in 

a second truck that would be shorter and more flexible. In developing the second truck innovation came 

back to the forefront. “Having a shorter track changes how the load is structured. We needed to introduce 

changes without affecting isolation that is very important for keeping the temperature as required”. To solve 

this problem PTL hired an experienced mechanical engineer. Experimenting with different materials for 

the fish tank wall PTL’s team achieved to reduce its thickness. This resulted the reduction of the weight of 

the fish tank and above all it increased the quantity of the water. This second truck started operating in 
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2015. As demand for the transportation of juvenile fish continued to grow PTL decided to develop a third 

track in 2016 and a fourth in 2020. 

 

PTL today: 

 

By the end of 2020 PTL owns 25 tracks, four of which are operating under the brand LFT. Between 2009 

and 2020 PTL achieved to multiply its turnover ten times. In 2009 the company employed 10 people and 

today it employees 33. Today, LFT is one of the few companies operating in the niche market of fry 

transportation. It contributes significantly to PTL’s profit because its profit margin is four time bigger that 

the profit margin of the other types of transportation. 

 

Key words: COVID-19, Pandemic, Females, SME, Owners, Challenges, Solutions 
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Abstract:  

 

Since the first reported case on the 31st of December 2019, COVID-19 spread rapidly and globally, creating 

a strain on healthcare services worldwide. In an effort to find solutions and help others, many individuals 

joined online communities of innovation, offering their expertise and time to contribute to related projects. 

The ethos of open innovation and the use of open-source data to solve key challenges has the potential to 

catalyse the flow of recommendations and tested designs through supply-chains, if it is carefully managed 

and maintained. Yet these communities are often fragmented and unfocused, and rarely focus on multiple 

outputs. This paper examines a group of volunteers during the period of March-November 2020 related to 

the TeamOSV open innovation community who worked on over 30 projects simultaneously. We present an 

overview of the community and methods that were utilised to create a sense of community, manage projects 

and test solutions. We argue that while providing users with a space to further their voluntary efforts, the 

community also became a useful platform to crowd-source insights. and validate PPE designs. Quantitative 

survey findings related to the community are presented, highlighting the value of their input in the 

development of emergency equipment and solutions. These findings are intended to provide insight, which 

may be of use for other similar community builders and scholars in the open innovation space. In turn, 

industries that require rapid, crowd-sourced feedback during times of strain may consider some of the 

techniques utilised in their efforts to bootstrap and pivot their business concepts. 

 

Key words: open innovation; community; pandemic; product development; crowdsourcing 
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Extended Summary: 

 

Introduction: 

 

Open innovation is becoming a widespread practice in companies and has developed into a prominent 

research topic in the current innovation management literature (Chesbrough, Vanhaverbeke et al. 2006). 

However, open innovation research has focused mainly on large companies while Small and Medium 

Enterprises (SMEs) has received meager consideration in literature and its relationship with 

entrepreneurship is virtually inexistent. These publications show that open innovation can play a pivotal 

role in the innovation and commercial performance of SMEs. However, open innovation practices suitable 

for large enterprises cannot be simply transposed to SMEs (Van de Vrande, De Jong et al. 2009, van de 

Vrande, de Jong et al. 2009, Vanhaverbeke 2012).  

 

We present in this paper that open innovation in SMEs should be examined jointly with the entrepreneurial 

activities that are required to make open innovation in SMEs successful. The role of the entrepreneur’s 

vision is a starting point to develop an open business model over time together with partners that have the 

required resources or competencies in-house. Managing innovation partners is new for many SME 

managers and proves to be one of the major hurdles to be successful with open innovation.  

 

In SMEs, open innovation practices are part of the firm’s strategy and managed essentially through an 

entrepreneurial process. As open innovation in SMEs has its own particularities, there is a need to develop 

a specific research framework for open innovation in SMEs wherein entrepreneurial activities play a crucial 

role.  

 

In this study we focus on low- or medium tech industry where SMEs do not play a role as technology 

providers (as in high-tech industries) but rather develop new products and services incorporating new 

technologies developed by other companies or organizations. The SME entrepreneur plays a crucial role in 

driving the overall strategy of the firm. He is the key person who continuously looks for new business 

opportunities and to realize these new business opportunities he has to find partners due to the liability of 

smallness, lack of adequate resources which encourages him to engage with other firms (Bougrain and 

Haudeville 2002, Edwards, Delbridge et al. 2005, Dahlander and Gann 2010, Lee, Park et al. 2010, Rahman 

and Ramos 2010). The search for new business opportunities and the basic insight or vision of the 

entrepreneur is the driver behind the SMEs’ search for innovation partners. Most entrepreneurs we analyzed 

were following a process view approach on business models. The business models were evolving over 

period of time keeping in view of continuously changing business environment (McGrath 2010).  
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The paper is based on 5 in-depth case studies, we analyze that prior information is critical for entrepreneur 

for successful in the open innovation activities. Moreover, open innovation comes in as early as at the 

venture idea stage to avoid knowledge corridor. The paper is structured in four parts. First, we posit that 

open innovation in SMEs only makes sense within the broader context of a strategic change or a business 

model innovation. Second, we elaborate on the role of entrepreneur in conceiving and development of 

business model (innovation) in SMEs. The entrepreneur is usually the instigator open innovation in SMEs. 

Third, we discuss why a process view on business model development is required to understand how SMEs 

develop an innovation ecosystem with partners and how they change that over time in line with the stepwise 

changes in strategy which are, in turn, the logical outcome of new competencies and strategic positions 

developed during the previous steps. Next, we examine how entrepreneurs develop and orchestrate 

innovation network for SMEs to adapt to new business model. To verify this discussion, open innovation 

efforts among some selected SMEs are illustrated in detail. We wrap up the conclusions in the last section 

and discuss a number of managerial implications, the limitations of our work and some prospects for future 

research.  

 

Methodology: 

 

We substantiate this explorative research on the link between open innovation in SMEs and 

entrepreneurship with examples of seven European SMEs. The study is conducted using a theory building 

approach from multiple case studies to strengthen base for theory building as well as to explain the 

phenomenon (Eisenhardt 1989). The exploratory case study method is used to get in-depth insights into 

prevailing practices in these collaborations. The case study method allows us for in-depth analysis and 

understanding of current and complex phenomenon (Stake 1995, Yin 2003). A mix of both primary and 

secondary data was used to construct the cases. The cases were built on (Vanhaverbeke 2012) extensive 

fieldwork to understand the nature of open innovation in SMEs. However, additional interviews were 

conducted with the SME managers and other prominent members of their innovation network. This allowed 

us to assess the open innovation activities on a broad and longitudinal basis as well as to get updated 

information on their mechanisms and processes. The longitudinal case studies helped us in describing the 

open innovation context in great detail.  

 

In addition to that, two more SMEs from some other European countries are also studied and their business 

model innovation practices are used to have a better understanding of the SMEs’ open innovation approach 

and its link with entrepreneurial activities. This makes total data sample of 7 case studies of European 

SMEs.  

 

Discussion and Conclusion: 

 

In large companies open innovation is a well-developed business practice implemented through specialized 

departments or teams? In contrast, in small companies the entrepreneur or CEO of the firm takes all 

decisions. Implementing open innovation in small firms is part of the entrepreneurship and may be viewed 

as two sides of the same coin. The entrepreneur plays a key role in articulating a business model and 

formulating strategies to embed value. It is usually the entrepreneur who instigates the strategic switch and 

drives the strategic change or built up a new business model for the start-up. This articulation of new 

business model in a SME creating value for the customers at a profit starts from a basic insight or vision of 

the entrepreneur (Lumpkin and Dess 1996). The open innovation helps in avoiding knowledge corridor in 

realizing venture idea and makes a difference in every step of business model innovation.  

 

Open Innovation in SMEs can only be understood appropriately when it is integrated into the strategy of 

the firm and considered as part of the entrepreneurship activities in SMEs. The seven case studies are 

discussed in-detail illustrating the role of entrepreneur in their business model innovation/open business 

model and how they instigate this new approach in SME. For example, Quilts of Denmark (QOD) is a nice 
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case illustrating how the basic vision or business insight of the entrepreneur ignites a new strategy for the 

SME. Based on their experience of over 20 years in the bedding industry and the information in magazines 

about wellness and sleeping, LÃ¸gstrup and Schmidt believed that customers could pay a premium to fulfill 

their need of healthy night’s sleep. Therefore, they envisioned QOD as a “provider of healthy sleep” rather 

than just producers of quilts and pillows. Though both entrepreneurs were convinced that providing a 

healthy sleep was a promising business opportunity, they had no idea what may be considered as a healthy 

sleep. At the inception of the project, they didn’t know what healthy sleep means and how quilts could be 

instrumental in achieving this target. It took a stepwise approach for articulating the detailed business model 

for the functional quilt. They first went to some sleep institutes for advice from professionals to get a better 

idea what a healthy sleep exactly means. During the interviews with several sleep specialists, the founders 

discovered that the most important factor that influences quality of sleep is the temperature variations under 

the quilt. They knew quilts are generally used to keep a person warm in bed but as they trap heat, they may 

not offer the best possible sleep due to temperature variations. Capitalization on this business opportunity 

and in collaboration with Outlast (which was entitled to commercialize PCM technology on behalf of 

NASA. QOD introduced ‘TEMPRAKON’ - the first functional quilt - in 2003. TEMPRAKON was a quilt 

that could stabilize the temperature during the sleep due to the physical properties of Phase Change 

Materials (PCM), which were originally developed by NASA for the spacesuits of astronauts. 

TEMPRAKON was the result of a cross-industry and cross-disciplinary learning process that forced the 

company to open up to different innovation partners from the sleep experts to PCM technologist and NASA 

- besides many others with smaller responsibilities in the innovation process. 

 

This paper is one of the first to systematically analyze how entrepreneurs manage open innovation in small 

firms (notable exceptions are Lee et al. 2010; Ju et al. 2013). We try to specify the role of SME entrepreneurs 

when they opt for business model innovation as first step towards open innovation. They are the instigators 

of new business ideas or they start a reorientation of the firm’s strategy. This is a classical theme in the 

entrepreneurship literature but integrating open innovation as part of the entrepreneurship in SMEs is novel 

within the open innovation literature. Second, they set up an ecosystem with partners to develop new 

products or to implement the strategic (re)orientation. This topic, to our knowledge, is relatively new within 

the entrepreneurship literature, but essential to understand open innovation in SMEs. The SMEs that know 

how to manage a network of innovation partners can seize new business opportunities, become key players 

in growth industries, and turn themselves into highly profitable companies. An SME engages in open 

innovation depending on its need for new technology, value chain positions, and competencies to realize a 

new product offering. The type of products or services the SME wants to launch determines the size of the 

network. As a consequence, the locus of innovation is shifting, from largely being confined to operations 

within the four walls of the SMEs, to a distributed innovation network. SMEs need to re-orient their 

business model and management processes to make greater use of external network in their own innovation 

systems. 

 

New business models may be challenging to articulate due to their innovativeness. For instance, in cases 

like QOD, the conceptualization and articulation of their business models were quite challenging. Designing 

such innovative business models can take months or even years to get it right. Articulation of radically new 

business models is a hard task as several major aspects remain uncertain and many questions unanswered. 

This makes business model innovation in essence an adaptive process that may not be planned analytically 

as many success factors remain unknown at the outset.  

 

As many of the success factors are unknown in the beginning, the entrepreneur embarks on a ‘discovery-

driven’ journey. McGrath and MacMillan (2009) explain why discovery-driven approach works while 

articulating business model innovations and why it is better than conventional strategic thinking. In 

discovery-driven point of view, entrepreneurs while taking innovative measures face many uncertainties 

and do not usually possess all the requisite information to make the right decisions. Innovative SMEs evolve 

their business model over time through experiments, as they re-evaluate their progress against various 
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checkpoints and re-direct the efforts, which eventually takes to the articulation of the most suitable business 

model (McGrath 2010). 

 

Similarly, SMEs rely more on actions than analysis, as the available data may be inadequate for articulating 

the business model. Such approach is termed as effectuation by the (Sarasvathy 2001) and is reverse of 

causation approach. In the causal approach, entrepreneurs determine goals to achieve and look for the 

resources to do so. In contrast, with effectuation entrepreneurs determine goals in line with the resources in 

their possession.  

 

In sum, the paper emphasizes on the role of entrepreneur in organizing and managing open innovation 

practices in SMEs, elaborates how articulation of business model innovation roots from basic insight or 

vision of the entrepreneur and how he or she orchestrates the business model for the new value proposition. 

Our study shows business model innovation for SMEs as a stepwise discovery driven approach. It adds to 

the understanding of open innovation in SMEs more broadly and presents insights of best practices of how 

SMEs manage open innovation partnerships and value chain networks. SMEs collaborate in a completely 

different way than large companies. In SMEs personal relationships plays a very crucial role. Collaboration 

rules are generally informal and trust is the main foundation of the network. This study will be of value to 

anyone seeking to better understand open innovation in SMEs context. The multiple case analyses revealed 

the linkages of entrepreneurial vision and network management with open innovation strategies followed 

by SMEs. It is also crucial for open innovation practices in SMEs that a central SME in the ecosystem has 

to manage the balance between the need to maximize the joint value creation on the one hand and the 

continuous tension between partners to claim a larger share of the pie for themselves on the other hand. 

Open innovation networks are therefore only sustainable when the value that is jointly created is several 

times larger than what partners can realize on their own. 

 

The study demonstrates the importance of entrepreneur’s vision and the approaches adopted by SMEs 

entrepreneurs for paving way for open innovation. The findings of this study can be used to develop the 

strategy for open innovation in SMEs. This research has practical implications for entrepreneurs who are 

in the process of implementing OI and for policy makers who are interested in enhancing competitiveness 

of SMEs. 

 

Managerial Implications:  

 

The concept of open innovation is introduced since 2003 and research in this area is still in its infancy. 

Vanhaverbeke (2012), Vanhaverbeke (2017) and West and Bogers (2014) identified several vital research 

gaps. This paper addresses one of these important gaps: the need to integrate open innovation in SMEs with 

the entrepreneurship literature.  In this paper we emphasized first the role of an entrepreneur’s vision in 

establishing and sustaining an open business model and second the entrepreneurs’ role in orchestrating the 

innovation ecosystem as a crucial factor in determining the success of open innovation in SMEs. Thus, the 

paper holds several practical implications for the SME managers/entrepreneurs including the role they play 

in organizing and managing open innovation activities.  

 

Limitations and Future Research: 

 

In this paper we pointed at the need to integrate the entrepreneurship and the open innovation literature and 

we illustrated it with several case studies. We invite entrepreneurship and open innovation scholars to 

develop integrated frameworks to help SME managers to develop innovation ecosystems.  

 

The paper is based on exploratory case studies so the conclusions drawn may not be generalizable at large. 

Future research, including quantitative studies, will be helpful in examining the conclusions and providing 
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more in-depth understanding of developing and managing open innovation networks from SMEs 

perspective.  

 

Gaining a better understanding of how entrepreneurs in these firms adopt open innovation and overcome 

their size-related competitive challenges is important because it can help these firms with becoming more 

economically viable and prosperous. Future research is also needed to improve the current understanding 

of open innovation in SMEs as a whole because focus of this paper was restricted to the entrepreneur and 

collaboration network. However, using quantitative data will be needed to examine other possibilities 

through a framework encompassing the concept of open innovation.  

 

Key Words: Open Innovation, SMEs, Business Model Innovation, Entrepreneurship, innovation network  
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Extended Summary:   

 

The case reports on Geoff Lucas’ journey as the new owner of Greystone Racquet Club. It begins with his 

acquisition of a well-known but struggling racquet club in Waterloo, ON in August 2020 through to mid-

February 2020. The August acquisition of the club occurred at the end of a 6 month provincially mandated 

shutdown, due to the COVID-19 pandemic. The case sets out Geoff’s rebranding (including its renaming) 

and repositioning initiatives to transform his acquisition into an upscale “destination club”. It describes 

revised member acquisition and retention strategies, staffing decisions and his initial modifications to 

service offerings and the physical facilities. These initiatives occurred in the shadow of increasing 

restrictions on the operations of gyms in the province during the fall of 2020 (e.g., restrictions on number 

of members allowed in the building, no use of the locker rooms), followed by a total lockdown on December 

26, 2020. 

  

The decision point in the case is mid-February 2021. It follows the start of vaccinations in January and the 

February announcement that lockdown conditions were about to be slowly eased. Students are asked to 

assess the situation and provide Geoff with recommendations as to what he should do to regain the 

momentum he had been building in the early to mid-fall period? What specific steps should he take to 

convince his team, club members, and financial backers that Greystone will weather the pandemic storm, 

prosper, and grow? 

 

The case includes information on the owner, his staff and their plans to convert Greystone into one of the 

few “destination clubs” in the Region of Waterloo.  It also provides the financial statements of the clubs 

first few month’ of operations and the concerns that these financial statements expose for the future, 
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particularly in the face of the January-February lockdown and subsequent slow return to normal club 

operations.   

Suggested Audience: 

 

The case can be used in senior undergraduate and graduate business and entrepreneurship courses as well 

as in executive development programs. A rich discussion on each of the following topics is possible.  

- Strategic analysis and market assessment tools such as SWOT and Porter’s 5 forces 

- Branding, value proposition and marketing related materials from the perspective of a small firm 

within a local market.  

- Issues relating to the role social media plays in retaining and attracting new members 

- The role of organizational culture in creating the desired culture of a committed, agile and engaged 

staff and a committed and engaged membership. 

- Relevant financial analyses tools, in particular, cash flow and income statements, to assess what 

actions are needed to ensure the continuation of Greystone’s on-going operations and to support 

future desired initiatives. 

 

Learning objectives:  

 

The case has the potential to be used for a variety of different learning objectives. It can be used to: 

1. Explore resilience and adaptability under severe financial constraints as students follow a small 

business owner from the time of the gym’s acquisition through the first 6 months of operations, 

under increasingly difficult conditions beyond his control. 

2. Apply strategic analyses to a small business. 

3. Explore topics related to value proposition, branding, pricing, marketing, and other matters 

related to member retention and growth posed by the repositioning of a long-standing facility, 

when the owner aspires to go up market and when he is trying to serve multiple types of 

customers. 

4. Assess the criticality of staffing related decisions in a service business such as this. 

5. Consider matters related to the financial viability of the acquisition, particularly the need for 

cash, given Greystone’s operating model, desired positioning, and value proposition. 

 

Specific Case questions: 

 

1. What is your strategic assessment of Greystone Racquet Club and what are the major issues 

that Geoff Lucas needs to pay close attention to? 

2. What is Geoff’s value proposition for Greystone and what are its implications for the different 

parts of the business (pickle ball, tennis, squash, and fitness members)?  Are people prepared 

to pay a premium price for the type of club Geoff envisions? 

3. What will it take to convince existing and potential new members that Greystone can weather 

the storm and deliver superior value consistent with the value proposition? What messaging, 

strategies and tactics could be employed by Geoff and his team to do this?   

4. To develop and sustain the desired “destination club” culture, what changes should be 

undertaken now and over the next year to two years to support those strategies and tactics? 

How quickly should these be undertaken and what would they cost?  What are the priority 

issues? 

5. Do an analysis of the information in the financial statements that were provided? What 

conclusions do you arrive at?  

6. Given the information provided, and using reasonable assumptions where necessary, prepare a 

statement of cash flows for the period Jan 1, 2021 to August 31, 2021.  Based on the results, 

provide recommended actions if changes are needed to keep the club’s operations financially 

viable and to fund future desired initiatives. 
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Abstract:  

 

Diasporans are transnational entrepreneurs or change agents that bring new ideas, belief, norms and 

behaviours acquired in their country of residence to engage differently in business activities in their home 

countries. However, the entrepreneurial environment of a country of origin could influence diasporans’ 

perceptions and the extent of their willingness to do business or invest there. The state of an entrepreneurial 

environment influences the opportunities and threats perceived about doing business in that country of 

origin. Within the entrepreneurial ecosystem literature, diasporans are nonlocal actors (Brown and Mason, 

2017; Fuller-Love and Akiode,2020). Diasporans are believed to have unique resources and are well 

equipped to navigate multiple institutional environments (Terjesen and Elam, 2009). However, we do not 

have enough insights into the extent to which these individuals are well equipped for transnational 

entrepreneurial activities in risky or uncertain conditions. Especially since diasporans are believed to 

possess an ‘immigrant effect’ in their activities which helps them approach the opportunities and threats of 

entrepreneurial activities differently (Elo, 2016).  

 

Therefore, the aim of this paper is to answer the question: to what extent do diasporans approach the 

opportunities and threats of entrepreneurial activities differently? In order to answer this question, the paper 

draws insights from the uniqueness of the resources of a group of individual diasporans in relation to the 

attributes of the entrepreneurial ecosystem in their country of origin. 

 

Key words: Diaspora, Entrepreneurial Ecosystem, Transnational Entrepreneurs, Diasporans, Ecosystem 

Attributes 
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Extended Summary:  

 

Coronavirus disease starting in 2019 (COVID-19) disease is the new Emerging Infectious Diseases. It rapid 

affected more than 150 countries worldwide. This pandemic creates the severe impact to the people’s life 

and health. The government tries to limit the spread of COVID-19 by issuing the various measure such as 

Lockdown and Social distancing. Therefore, many business and economic activities of the world including 

Thailand suddenly stop and cause the economy of the world and Thailand rapidly shrink. This paper 

composes of 3 main topics 1) The overall Thailand COVID-19 relief and stimulus package (Phase 1-3), 2) 

Special measure for tourism sector, and 3) Challenge of government implementation on tourism industry 

recovery. 

 

1. Thailand COVID-19 relief and stimulus package 

 

1.1 Phase 1 

The COVID-19 pandemic has affected a broad array of business-owners and workers. The cabinet approved 

on 10 March 2020 a relief and stimulus package targeted on SMEs as well as the general public. The 

measures, in general, aim to provide those affected with enough liquidity and to reduce the financial burdens 

of the public as a whole. 

 

There are five measures designed for workers as followed: 

1. All healthcare workers will receive an extra hazard pay compensation. The doctors will be 

compensated 1,500 Thai Baht per person per shift. Nurses and other related officials will be 

compensated 1,000 Thai Baht per person per shift.  

2. Nationwide, water and electricity bills will be discounted by 3 percent for three months from 

April to June 2020. Hotels, highly affected by the drop in the number of tourists, may delay for 

six months the payment of their electricity bills incurred for the months of April and May 2020. 

Deposits placed with the electricity and water providers will be refunded to select groups of 

users. These discounts and refunds are estimated to be worth around 41 billion Thai Baht. 

3. Required contributions to the social security fund will be reduced for both employers and 

workers - from 5 percent to 4 percent for those falling under section 33 and from 9 percent to 

7 percent for those under section 39 of the Social Security Act. 

4. Collection of fees and charges levied by government agencies and state-owned enterprises will 

be delayed. Rental fees levied on lessees under the obligation to pay rents on land used for 

residential or agricultural purpose will be waived for one year. 

5. To increase the confidence in the capital market, individual investors could further claim their 

investment in the Super Saving Fund (SSF) up to 400,000 Thai Baht for tax deduction, an 

increase from the original cap of 200,000 Thai Baht. (The investment is subject to the minimum 

holding period of 10 years and must take place between 1 April and 30 June 2020.)  

mailto:phanida.roi@gmail.com
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In addition, twelve measures have been designed to boost liquidity and reduce burden for business owners 

and SMEs. 

1. A low-interest loan program worth 150,000 million Thai Baht will charge an annual interest of 

two percent for the duration of two years for the lending amount up to 20 million baht per 

client. The funding is sourced from the Government Saving Bank to commercial banks at 0.01-

percent interest per year. 

2. Specialized Financial Institutions (SFIs) will grant moratorium on principal payments, reduce 

the interest payments, and extend debt repayment period to SFI debtors who are affected by 

COVID-19. 

3. Bank of Thailand (BOT) will relax its regulation in order to encourage financial institutions to 

engage on preemptive debt restructuring for SMEs. Measures on auto and housing loans have 

been rolled out by commercial banks. 

4. To promote employment and reduce the impact of COVID-19 on employment, the Social 

Security Office makes available a package of soft loans worth in total 30,000 million Thai Baht 

with the annual interest rate starting at 3 percent for a period of three years to businesses 

registered under social security system. 

5. As a liquidity provision measure for domestic businesses, the government will reduce the 

withholding tax from 3 percent to 1.5 percent from April to September 2020. 

6. Exporters will benefit from an expedited VAT refund process. Those applying for refund 

electronically will be refunded within 15 days, while those submitting paper-based refund 

applications will be refunded within 45 days.  

7. To increase efficiency in the disbursement of 2020 government budget and to accelerate the 

government procurement, the Comptroller General Department (CGD) will relax the 

procurement criteria. In addition, CGD will shorten the procedures and timing for government 

procurement to expedite the disbursement. 

8. The SMEs having subscribed for the soft loan from the aforementioned 150,000-million- Thai 

Baht loan program are entitled to deduct 1.5 times the interest expenses paid from 1 April to 

31 December 2020 in their tax filing. 

9. Similar to the relief for the general public, water and electricity bills incurred by SMEs will be 

discounted. They will also get a refund of deposits from the electricity authorities. 

10. SMEs will benefit from the reduction in required contributions to the Social Security Fund -- 

from 5 percent to 4 percent for employees failing under section 33 and from 9 percent to 7 

percent for employees falling under section 39 of the Social Security Act. 

11. SMEs which keep their employees can claim a tax deduction for 3 times the wage expenses 

paid from April to July 2020. The employees eligible for the claim must be registered with the 

Social Security Office and receive wage of no more than 15,000 Thai Baht per month. 

12. Collection of fees and charges levied by government agencies and state-owned enterprises will 

be delayed. Rental fees levied on SMEs renting the government-owned land will also be 

delayed. 

 

1.2 Phase 2 

To suppress the intensifying COVID-19 pandemic, the government has ordered non-essential premises and 

businesses to close. The effect of this closure is particularly felt by small business owners and informal 

labors whose livelihood depends on daily incomes. Fully aware of this hardship, the cabinet approved on 

24 March 2020 a relief package worth at least 117 billion Thai Baht to mitigate such impacts.  

 

Compensations for Workers: The workers will receive cash handouts, the conditions of which depend on 

their status in the social security system. Those enrolled in the social security system will receive an 

unemployment compensation in the amount increased to 50 percent of their salaries. They will receive the 

compensation for up to 180 days in case that their respective employer asks them not to work, and for up 
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to 90 days in case that the government orders the business to close. Those outside of the social security 

system will receive a monthly cash handout of 5,000 Thai Baht for three months. Three million workers 

are expected to receive this cash handout. 

 

Soft Loans for Individuals: The low-interest loan programs are rolled out to add the liquidity into the 

economy and to keep the workers stay afloat. A 40-billion-baht loan program will make available 10,000 

Thai Baht emergency loan per person at the monthly interest rate of 0.1 percent with no collateral required, 

while another 20 billion Thai Baht loan program, with a collateral requirement, will make available 50,000 

Baht special loan per person at the monthly interest rate of 0.35 percent. The state-owned pawnshops will 

charge a lower monthly interest rate of no more than 0.125 percent, with 2 billion Thai Baht having been 

pledged to the program. 

 

Tax Relief for Individuals: Taxpayers will benefit from the relief as the personal income tax filing and 

payment deadline has been extended to August 2020. They are also allowed to deduct 25,000 Thai Baht of 

health insurance premium, an increase from 15,000 Thai Baht. Hazard pays for healthcare workers will also 

be tax-exempted. 

 

Provision of Trainings: Paid trainings and community activities to improve skills of the recent graduates 

looking for jobs will be organized by multiple agencies, including the Royal Project Foundation, the Village 

and Urban Community Fund, and the Ministry of Higher Education, Science, Research and Innovation. 

 

Soft Loans for Businesses: For business owners, loans are available for Small and Medium Enterprises 

(SMEs). Facilitated by the SME Bank, the loan program is worth 10-billion Thai Baht and will issue a 3-

million- Thai Baht loan for each SME with the annual interest of three percent in the first two years. 

 

Tax Relief for Businesses: Aside from the loans, business owners will benefit from a variety of tax 

measures.  

• The corporate income tax filing deadline has been extended to August 2020 for the Por Ngor Dor 

50 form, and to September 2020 for the Por Ngor Dor 51 form. The deadline for filing and payment 

of VAT, Special Business Tax (SBT), and other taxes under the regulation of the Revenue 

Department will be extended for one month.  

• Filing of excise tax by affected operators is extended by three months to the end of May 2020; the 

payment’s deadline has been extended to 15 July 2020.  

• Filing of excise tax by petroleum product operators has been extended to the 15th of the following 

month for three months.  

• Import duties for products related to the prevention and the treatment of COVID-19 are exempted 

for six months until September 2020.  

• From 1 January 2020 to 31 December 2021, taxes are exempted and fees are cut for debt 

restructuring with non-financial institution creditors 

 

1.3 Phase 3 

Cabinet approved economic measures phase 3, 1.9 trillion Thai Baht, on 7 April 2020 to alleviate the impact 

of the coronavirus outbreak. It is the additional economic relief measures after the cabinet approved the 

economic measures phase 1 and 2 in March 2020. The main part of economic measures phase 3 is the 

Emergency Decree Authorizing the Ministry of Finance to borrow 1 trillion Thai Baht to implement 

stimulus measures with a focus on public health, farmer, and entrepreneur compensation and remedy, and 

social and economic stimulation. Besides, BOT also issued the 500,000 billion Thai Baht Emergency 

Decree to help and support soft loan to SMEs which affected by COVID-19 through financial institutions 

and the 400,000 billion Thai Baht Emergency Decree for money market stabilization 
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2. Special measure for tourism sector 

 

2.1 COVID-19 impact to tourism industry 

Tourism sector is one of the main contributors to Thai Gross Domestic Product (GDP), 20-22 percent to 

GDP. The main tourist is foreigner. When COVID-19 hits Thailand in early 2020, the government 

announces Lockdown measure which is not allow domestic and international transportation movement. At 

the same time The Bank of Thailand (BOT) forecasted the 2020 economic growth of Thailand and found 

that it will decrease around 5.3 percent from the seriously COVID-19 impact to tourism and export sectors. 

Moreover, the number of foreign tourists in 2020 will decrease from 40 million people to 15 million people. 

 

Thailand’s tourism industry is heavily affected by the dramatic reduction in the numbers of inbound and 

outbound international tourists and domestic travels. Regarding to The World Travel and Tourism Council 

report, the country that will be most affected by COVID-19 in the world is Thailand, accounting for 22 

percent of the country's GDP. The COVID-19 tourism sector of Thailand has been stagnant since April 

2020 (Economic, Tourism and Sports Division, 2020), resulting in tourism-related businesses such as 

airlines, hotel chains and tour companies. This includes the MICE business (Meetings, Incentive Travel, 

Conventions, Exhibitions), car rental companies, cruises, tour guides, museums to shopping, shops and 

restaurants.  

 

The government of Thailand seriously concern about the impact of COVID-19 to tourism sector. Therefore, 

since 2020, the government has issued many direct and indirect tourism measures for remedy entrepreneur 

and recover Thailand tourism sector, including measures to take care and mitigate the effects of the COVID-

19 to the Thai economy, and additional measures on a case-by-case basis.  

 

Therefore, to specifically relieve the tourism industry, 10,000 million Thai Baht from the 150,000 million 

soft loan program approved in Phase 1 is set out for the Government Savings Bank to lend and preserve 

liquidity amongst SMEs in the tourism sector. 

 

The Ministry of Finance will place a moratorium on rental payments on government-owned properties made 

by tourism-related SMEs until September 2020. For domestic flights, the government reduces the excise 

tax on jet fuel from 4.726 Thai Baht per liter to 0.20 Thai Baht per liter until 30 September 2020. 

 

2.2 Tourism measure 

Tourism businesses: To mitigate impacts and enhance liquidity for entrepreneurs. The spread of the 

COVID-19 virus has eased. The government by Ministry of Tourism and Sports continues to stimulate 

domestic tourism, build consumer confidence, enhance tourists spend from domestic tourism more and 

more in the nature of Thailand, and travel in Thailand with the form of travel. In addition, it would like to 

emphasize that Thai tourism is safe for health and has a good service quality. 

 

Therefore, the government has decided to launch the tourism projects for Thai tourism affected by COVID-

19 in two packages: “We Travel Together” and “Morale” 

 

We Travel Together measure (15,000 million Thai Baht) is the tourism rehabilitation. It aims to create jobs, 

generating income, enhancing liquidity stimulate consumption. The public sector through domestic travel 

and 2) generate income from the foreign tourist base. 

 

Morale measure targets high potential spending tourist. It aims to create a new structural balance for 

sustainable tourism by using 5 Rs mechanism, 1) Reboot by building consumer confidence to travel in 

Thailand, 2) Rebuild and repair the existing to respond with new normal in order to increase the capacity 

of Long-term competition and develop products and services for higher value added, 3) Rebrand marketing 

communications with a new image of Thai tourism in order to build Thailand tourism market to be the Thai 
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and foreign tourist destination, and 5) Rebalance for sustainability by exploring the current situation and 

problems and forecast the future in order to find a common solution between equilibrium of health security 

and building potential for economic recovery and tourism (Division of Economy, Tourism and Sports, 

2020). 

 

3. Challenges of government implementation on tourism industry recovery 

 

Many entrepreneurs are interested to participate in every tourism measure, it creates economic activities 

movement and some businesses start to recover although it is a slow recovery. It seems to present the 

successful government measure on tourism industry. However, the government still found the dishonestly 

entrepreneurs, 1 percent, who try to take extra benefit from government measures by using many tactics 

such as mark-up hotel or goods and services price in order to get the higher government subsidy and fake 

booking to get the benefit from the government measure. The government tries to solve the problems and 

protect the fraudulent channel by setting many criteria. Present, the government gives the authority to the 

Tourism Authority of Thailand, the direct responsibility agency, to review and revise the current 

project/measure details such as the system to track the customer flowchart in order to make a right approval 

and set clearly regulation and penalty. Although the impact of COVID-19 creates a terrible scar to the Thai 

economy especially in tourism industry, but if the government has a prudential and precise measures, 

implementation, regulation and evaluation, we are confident that the scare will dissolve and Thailand 

tourism industry will become stronger than the past and can create the sustainable tourism. 

 

Key words: COVID-19, Thailand, tourism industry, government measure, impact 
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Business Improvement Areas and Sidewalk Robots 
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Abstract:  

 

The pandemic has accelerated the development, capability, and acceptance of automated, local delivery 

systems. Unaccompanied, sidewalk-scaled service robots, such as personal delivery devices (PDDs), small 

snowplows, and street sweepers are likely to be ready for pervasive service in our cities and suburbs far 

sooner than robotic taxis will provide regular passenger service. Moving at pedestrian speeds, and mixing 

freely with humans, these small vehicles and devices, remotely tethered to humans by radio, are expected 

to have numerous impacts on congestion and delivery times. Experience to date has been generally positive, 

but mixed. While promising a change in last-mile logistics that could favour local retail, these systems 

portend a new type of congestion by shifting the problem from roadway to sidewalk. This paper and 

presentation will outline the technology, its current operations, and a developing international standard 

(TS/4448) for their deployment and operation. Special attention will be paid to issues of the potential 

interplay between BIAs and sidewalk robots. 

 

Key words: Automation sidewalks retail delivery eCommerce 
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Greenhouse Gas Emissions and Economic Growth in Vietnam: Results from A Firm-Level Social 
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Abstract:  

 

Vietnam is one of the fastest polluters in the world due to the rapid increase in greenhouse gas emissions, 

mainly due to rapid industrialization and high economic growth. CO2 emissions grew by 9.3 percent 

annually on average between 1990-2016 and this was far above the respective figure for the world average 

during the same period (2.1 percent). It is of great importance to understand the sources of increases in 

greenhouse gas (GHG) emissions. One of the drivers behind rapid industrialization and economic growth 

in Vietnam is massive foreign investments, contributing to more than two-thirds of exports, a main engine 

of growth, and more than a third of total investments in the country. To what degree the activities of foreign 

firms are responsible for greenhouse gas emissions has not been subject to much academic scrutiny. In this 

paper, we provide an estimate using a social accounting matrix model. For this purpose, we built a social 

accounting matrix for the year 2015 and disaggregated the production activities into three firm types: state-

owned enterprises (SOEs), private firms (PFs), and foreign-invested enterprises (FIEs). Using this unique 

dataset, we investigated the sources of the increases in greenhouse gas emissions resulting from the 

expansion in final demand, i.e., exports and investments, by 10 percent in each type of firm. The results of 

our analysis show that an increase in exports or investments raises GHG gas emissions to varying degrees 

depending on whether the increase occurs in SOEs, PFs or FIEs. The largest increase in emissions results 

from an increase in exports of FIEs. 10 percent increase in FIEs exports increases emissions largely by 

24.18 percent and FIEs account for 14.93 percentage points of this change. The rise in export of PFs and 

SOEs increases emissions by 8.71 and 3.75 percent, respectively, and PFs and SOEs account for 80 and 66 

percent, respectively, of the additional emissions. The results for investments show that the rise in emissions 

is the largest in the case of a 10 percent increase in the investments of FIEs (10.57 percent), of which, 8.37 

percentage points result from FIEs. An increase in the investments of SOEs and PFs increase emissions to 

a smaller degree by 6.09 and 6.14 percent respectively, and SOEs and PFs are largely responsible for the 

increase in emissions resulting from their own investments. The results imply that it is important to consider 

the impact of foreign investments and the activities of foreign firms on GHG emissions in Vietnam. 

 

Key words: Vietnam; SMEs; SOEs; environment; emissions 
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Abstract:  

 

The literature on entrepreneurship demonstrates the importance of entrepreneurial finance of which the 

fundraising constitutes the major component. In this paper, we examine the impact of the configuration of 

the Business Model of income-generating activities (IGA) on their success according to the most 

appropriate means of financing revealed from the exploration of our context (State subsidies and 

microcredit). Through our comparative logic, we propose an understanding of the configuration of social 

Business Models that optimize the impact produced in terms of income improvement, job creation and 

sustainability. Our results suggest that job creation it is better explained by the IGA financed by microcredit 

meanwhile income enhancement is more explained by the State subsidies Business Model. For the 

sustainability, we noted its pragmatic character in the case of costly financing against a more social base 

for financing with lost funds. However, our results show that the mode of financing is not a determining 

factor in ensuring the sustainability of the IGA. 

 

Key words: Business Model; Entrepreneurial Finance; Income-generating activity; Entrepreneurship; 

Social value 
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Abstract:  

 

The study examines the influence of promoter ownership on audit outcomes in India.  Promoter ownership 

is the predominant ownership structure in most of the countries including emerging economies like India. 

The study uses a large dataset of 714 non-financial firms in India for the period 2011 to 2019. Based on the 

empirical results, it was found that that the promoter ownership negatively influences the quality of 

financial reporting.  These results validate the anecdotal evidence from various gatekeeper failures like 

Enron in U.S and Satyam in India that auditors maintain a close relationship with their appointee 

(promoters) which compromises their financial reporting. On the other hand, the relationship between 

corporate governance and audit committee independence on The, mandatory audit firm rotation 

implemented since 2017-18 in India had a negative impact on MAO which invalidates the rationale for 

implementing mandatory audit firm rotation in India. The robustness of these findings was examined using 

classification of firms belong to (a) business group or standalone firms and (b) duality and no-duality firms 

(CEO and board chairmanship).  The empirical analysis separately for business group firms and standalone 

firms found that promoter ownership had a negative relationship with MAO only for group firms.  Similarly, 

the results based on the classification of firms based on duality found that the relationship between MAO 

and promoter ownership was negative only for duality firms. 

Key words: Modified audit opinion, promoter ownership, corporate governance, audit committee 

independence, audit fee, earnings management, India. 
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Abstract:  

 

The aim of conference paper is to discuss the phenomenon of family entrepreneurship in Hungary. 

 

Modern family businesses has quite a short history in Hungary as most of them were launched after the 

regime change in 1989. Succession has just become a hot issue in the last few years, as the founders of 

these family businesses are about to retire soon. The number of studies examining the character and future 

strategic plans of Hungarian family businesses are rather limited.  After the regime change only a few 

Hungarian sociologists showed research interest in entrepreneurship as a social phenomenon. Although 

these researchers did not examined family business, the role of the family appeared in their results and they 

found that the majority of enterprises established after the regime change was family business and in 

significant proportion the establishment of these businesses were motivated by necessity, insecurity and 

mistrust. 

 

At the time of these research projects in the international academic community family business become a 

hot topic and researchers examined many aspects of family firms. Unfortunately, in Hungary after these 

early surveys the topic remained uncovered. 

 

In the early 2000s the need for family business research emerged from the everyday life of entrepreneurs. 

More and more entrepreneurs felt that the time arrived to hand over their businesses. The challenging and 
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often unsuccessful business successions pointed out the specialities of family businesses and urged 

succession research. The main motivation of family business research was to solve succession issues. 

Elaboration of other topics usually rooted in succession research.  

 

In Hungary the family businesses research unfolded in a splintered way. Only few universities and few 

researchers were interested in the topic and the general acceptance of the topic remained low for a long 

time. It changed when Budapest Business School expressed dedicated research interest in family businesses. 

Two international research and education projects (INSIST, FAME) were conducted. 

 

In 2017 Budapest LAB the Budapest Business School Entrepreneurship Centre launched Family Business 

Research Programme, which is the first project in Hungary to focus on this sector of the economy. The 

purpose of the long-term programme is to identify the economic magnitude and special characteristics of 

this group of companies which had not been studied previously. This was the first research program 

dedicated to examining family businesses in the long run in Hungary. 

 

The planned paper is based on the review of the literature on the subject, its critical analysis and presentation 

the results of empirical research conducted in this field by the authors. 

 

The review includes a representative quantitative survey with the participation of 382 Hungarian small and 

medium sized enterprises in order to estimate the proportion of family business and results of semi-

structured qualitative interviews and literature reviews of the following topics: succession, family business 

governance in micro and small family businesses, family businesses legal framework in Hungary and 

international best practices. 

 

The paper will be a comprehensive overview of Hungarian family business research with the presentation 

of empirical research results unpublished in the international research community. 

 

Key words: family business, Hungary, succession, critical analysis 
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Abstract:  

 

In this paper, the surviving businesses in the era of the COVID 19 pandemic and the strategies of these 

businesses will be explored. 

 

Small and medium-sized businesses that survived the COVID 19 pandemic can be divided into two groups: 

Companies whose business models are naturally compatible with the pandemic and those who adapt their 

business models to the pandemic.  

 

The first group includes companies such as food trucks and food delivery businesses. The food truck 

business model had a natural physical height difference (a feature of a truck) between service providers and 

customers. The business model of food distribution companies was structurally based on untouched food 

delivery systems.  

 

The second group of companies that survived was restaurants, grocery markets, and apparel companies that 

adapted their business models and strategies to the pandemic. Starting to collaborate with delivery 

companies and try to reach local customers by using social media, companies have come out of the crisis 

by growing their business. In addition to these, companies that started to manufacture athleisure or masks 

instead of business suits have also succeeded. 

 

In this paper, the first two groups of companies will be examined. Later, the cases of companies who were 

able to adapt and change their business model and strategy will be evaluated. 

 

Key words: Adaptability, Strategy, Compatibility, Natural, COVID 19 
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Abstract:  

 

Useful insights abound as the Philippines navigates the path towards recovery amid the ongoing economic 

challenges occasioned by the COVID-19 pandemic. Various enterprise surveys conducted to rapidly assess 

the overall business environment in the country all suggest that smaller businesses are disproportionately 

affected. Supply chains of goods and services are fundamentally broken, interrupting business operations 

across all sectors of the economy. 

 

On the upside, the pandemic triggered uptake of digital technologies even among smaller entrepreneurs and 

proved as one of the viable coping strategies during the pandemic while flexible supply and production 

have allowed international trade players to remain resilient. Surveys also point the inadequacy of business 

continuity planning, not effectively preventing business closures among small enterprises even operations 

were allowed. Further, evidence seems to indicate that despite strong commitment by the government, many 

MSMEs have yet to receive adequate support, also suggesting the need to improve program delivery. 

 

Based on the key findings and insights, the paper calls for policy and programmatic support directed 

towards enabling entrepreneurs to be more agile for any crisis in the future and even thrive in such uncertain 

times. The government should effectively address service delivery gaps while continuously improving 

awareness of MSMEs of the available programs and assistance as well as application guidelines. The paper 

urges to strengthen the existing programs supporting MSMEs by integrating innovative approaches, 

including the use of financial technologies. The government should facilitate the digital transformation, 

innovation, and adaptation of MSMEs while effectively narrowing the digital divide. Lastly, it matters for 

firms to be guided on how to improve their flexibility in terms of reorganizing supply chains and adopting 

diversification strategies, as well as incorporating foresight planning and sustainability paradigms in 

business continuity plans. 

 

Key words: COVID-19, MSME, microenterprises, resiliency, digitalization 
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Abstract:  

 

The pandemic that has occurred since the beginning of 2020 has impacted to various levels of social life 

including Small and Medium Enterprise (SME) businesses. All countries in the world are suffering the 

pandemic including Indonesia. As one of developing countries, more than 97% the national economy is 

supported by SMEs. Currently, Indonesia is on the way to its demographic bonus this year. It is a hard 

challenge for the government to provide proper jobs to so many workforces in the situation of pandemic. 

Paying attention to the pandemic restrictions that have to be followed such as reducing physical contact, 

the most possible jobs are the ones that utilize the use of information technology. The government pushes 

the creation of new information technology-based SMEs but the challenge is much harder because they 

have to know the empty and prospective markets to sustain their businesses. In this article, we propose the 

innovation of Business Intelligence (BI) to help SMEs survive in the pandemic period which can be able to 

leverage the national economy. We also propose the use of low-cost application that can help SMEs to 

maximize their sustainability. 

 

Key words: Business Intelligence, innovation, pandemic, national economy, SMEs 
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Extended Abstract: 

 

COVID-19 pandemic has been now more than a year and it may stay for an indefinite time. However, 

different countries have been trying their best to reduce the spread of the Coronavirus and open the economy 

as usual. The pandemic has already taken a significant number of lives in many countries, including 

Bangladesh, one of the fastest economies globally with a considerable potentiality to prosper. Like many 

other countries, Bangladesh also took a number of measurements to slow the spread of Coronavirus among 

communities and individuals, however, already more than 637000 cases with more than 9,266 deaths due 

to the COVID-19. In response to the COVID-19, the country followed the rules and instructions from the 

World Health Organisation (WHO) and enforced measures such as social distancing, mask usages, mass 

handwashing, and lockdown for a longer time. However, the spread of the Coronavirus has increased 

dramatically from 35 new cases on 6th April 2021 to 3567 new cases on 24th March 2021. Experts forecast 

the infection figure may jump to more than 10,000 new cases if different steps, including lockdown, are 

enforced.  

 

However, all these actions (such as maintaining social distancing, wearing the mask, keeping shops shut 

for specific times, complete lockdowns, and so on) to reduce the spread of the Coronavirus and save lives 

have a significant impact on the economy specially in the social-economic prospect. Therefore, it is urgent 

to understand the socio-economic impact of the COVID-19 pandemic so that any future decision can be 

mailto:shahadat.hossain.upm@gmail.com
mailto:leechin@upm.edu.my


42 

 

taken rationally from the socio-economic prospect. There have been a number of researches done on the 

impact of the COVID-19 pandemic on different countries’ economies. However, there has been a 

significant lack of research paper that accommodates the socio-economic implications of the COVID-19 

pandemic on Bangladesh's socio-economic context, fastest-growing economy, which mostly depends on its 

people to keep the economy growing. It is very important to note that Bangladesh's economic prospects and 

source of national income are relatively different from other countries. Therefore, it is viable to conduct a 

study that accommodates the insights about the impact of the COVID-19 pandemic on the socio-economy 

of Bangladesh. Researchers conducted a depth review of the current research papers and reports by the 

Bangladesh Government, WHO, United Nations (UN), Asian Development Bank (ADB), etc. We have 

found that social distancing, lockdown, and other types of restrictions have an adverse impact on economic 

growth, local labor market (unemployment, inequality in the job, income losses), families, the mental health 

of individuals, gender role, etc. However, the environmental implications of the COVID-19 pandemic are 

positive but require critical analysis before conclusion as to when lockdowns are taken off extra activities 

worsen the environment. This study has significant implications for both current literature and 

policymakers. 

 

Key words: COVID-19, Pandemic, Socio-Economic Impact, Social Distancing, Lockdown, Bangladesh 
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Abstract:  

 

The paper aims to explore the status and main characteristics of entrepreneurship education in Jordanian 

universities. The study adopted descriptive and analytical approach based on a questionnaire, and web 

search to collect detailed information about entrepreneurship education for 27 Jordanian universities. The 

major findings of this study states that there are several entrepreneurship courses offered by the Jordanian 

universities, however entrepreneurship education and programs is not yet effectively integrated into the 

curriculum of higher education institutions. Moreover, the results show that entrepreneurship education has 

traditionally been taught from a business administration perspective, and it based on theoretical knowledge. 

The study recommends that entrepreneurship courses should be integrated effectively into the curricula of 

all fields of studies regardless the faculty and major areas of study. On the other hand, higher education 

policy makers should work to ensure practical model for teaching entrepreneurship; thus the current 

capacity and facilities of entrepreneurship education in Jordan need to be improved -in terms of the quality 

and the quantity- and these include both human and non-human factors. 

 

Key words: Entrepreneurship programs, Entrepreneurship education, Entrepreneurship courses, Business 

incubators, Jordanian universities. 
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Abstract:  

 

Entrepreneurship, as a course, is a debatable issue. As a discipline, there exist lots of ways and or methods 

of evaluating the level of students’ success. It is one of the newest disciplines assigned in many fields not 

only in business schools. There is an on-going debate in the entrepreneurship academy about whether it can 

actually be taught and when it is the case, is it an art or a science? Its resolution is connected with some 

theoretical assumptions because they affect how and what is taught within Entrepreneurship.  

 

Key words: Entrepreneurship, business plans, venture, learning by doing, pitching, millenial generation. 
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Abstract:  

 

The year 2020 has been a difficult one for everyone, with the growing economic crisis caused by the 

negative impact of the COVID-19 coronavirus pandemic and the introduction of forced restrictions, 

governments around the world are taking unprecedented measures to support the economy and business 

activity and maintain employment. Forecasts for the economic crisis indicate a deterioration in all areas. 

This is due to the current state of affairs in the country against the backdrop of a global economic downturn, 

a prolonged recession, a decline in the production of industrial goods and uncertainty due to the pandemic. 

In 2021, the biggest economic crisis in the last 100 years will break out. Often, support measures are 

ineffective because enterprises either do not know about them or do not fall under their influence. It is 

important to take a comprehensive approach to this issue and make a decision, taking into account the 

opinion of the SME participants themselves. This is a sad, but most relevant topic in the economic sphere, 

which we want to cover in our text. 

 

Key words: COVID-19, SMEs, economic development 
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Extended Abstract:  

 

Social Enterprise (SE) has been existing for long time now (Dees, 2001).  He contended that language of 

SE is new, but the phenomena are not.  There are wider ranges of activities that are labelled as SE and these 

cause confusion to practitioners. So, they develop their preferred designations that is why different 

classifications or types of SE are emerging.  Various contexts require kinds, characteristics and methods of 

doing SE.  

 

On Philippines poverty Reduction Goal, Social Enterprise Development commends to be a way to create 

wealth in Makatao, Makabayan, Makakalikasan and Maka Dios (Pro human, country, nature and God) 

principle.  These values led the author and partners to prioritize as venue/ locale, community, and 

commodity that are fit for modeling SE. 

 

The focus of this paper was the Tribal community in Lantapan, Bukidnon as partnering clientele.   

Compelling reasons to choose this tribe were the following (1)living condition and tradition (2) strong 

cultural leadership  (3) the acceptability of the project as expressed by the elders and member of the 

community  (4) the expressed interest of the tribal group to pursue the social enterprise.  

 

This paper using the Action Learning approach aimed to develop a social enterprise model for Tribal 

community.  Specifically, it aimed to Model a tribal-community -based social enterprise on brick 

production and services (2) Assess the action learning set and clientele enrolled in training in terms of their 

needs and poverty related circumstances (3) Designed prototype training course and business plan as basis 

for implementation and learning (4) assessed the social enterprise performance based on assimilated forms 

and model elements against result.             
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Towards the modeling and action learning objective, the framework was developed that requires 

context/needs assessment of the learning set and clientele’s circumstance prior to design of prototype 

training course and business plan. FGD was conducted to assess the action learning set’s view and 

appreciation to the voluntary assistance and material support on the series of trainings conducted for the 

participant. The Multi Poverty Assessment Tool (MPAT) was used to established data of poverty status of 

the clientele and from here prototype training course and business plan were designed as guide for 

implementation. 

 

On the SE Modeling, several phases of trainings were conducted that comprise the Initial Training (Phase 

I); the OJT (Phase II) and the Apprenticeship (Phase III).  Towards the end of the action learning 

experiences, the SE model was drawn with assimilated forms and characteristics that made up the relative 

success of the modeling process. 

 

Social enterprise on fire brick making and layering was a new idea and venture for the community and 

partners. But with action learning as a tool employed by the Women group who is advocate of social 

enterprise, the emerging problems, and concerns were being addressed and resolved.  The Tribal community 

faithfulness and persistence to make better living through SE greatly matters in this development endeavor, 

most of all the sustained friendship and solidarity of the women group made them come and work together 

to overcome difficulties 

 

Social preparation such as training and organizing was found very essential in community- based social 

enterprise action learning initiative and the basic requirement for the successful Social Enterprise 

development is the presence of an existing entrepreneur that would back stop and support the initiative from 

the initial phase to community-based enterprise hatching. 

       

Key words: Social Enterprise Modeling, Tribal Community; Women group, Fire bricks, Action Leaning 

Approach 
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Abstract:  

 

The tourism industry was the third-largest income-earning sector of Sri Lanka and according to the Sri 

Lanka Tourism Development Authority, the total income earned by the tourism sector in 2018 was USD 

4.4 bn and 12 % increase compared to 2017. Thus, Sri Lanka was also declared as a top travel destination 

in 2019 as this country is enriched with plenty of beautiful resources and small and medium-size hotels in 

Sri Lanka play a vital role in developing this industry significantly. However, an unseen virus which has 

been taking away thousands of human lives all over the world since December 2019 has caused global 

lockdown, prohibited international and local tourists in countries all over the world to travel leading to 

closures of many hotels. The objective of this research is to explore small and medium size hotels in Sri 

Lanka and find out to what extent they have been affected due to COVID 19. The author has decided to 

collect and analyze a mixed method of both quantitative (closed-ended) and qualitative (open-ended) data 

by conducting a survey through distributing a questionnaire to 5% of the small and medium size hoteliers 

who have registered at the Sri Lanka Tourism Development Authority. Accordingly, a total of 200 hoteliers 

were selected randomly as samples of this study and data collected by them will be analyzed using SPSS. 

The overall conclusion is that there is a significant impact on the hotel industry particularly, small and 

medium size hotels as the COVID - 19 outbreak has spread fear and panic among local and international 

tourists and restricted their movements.   

 

Key words: COVID 19, Tourism, Small and Medium Size Hotels, Tourists, hotel industry 
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Abstract:  

 

Competitive supply chain management is the capability not only to take immediate decisions against the 

situation that has emerged, but above all to avoid such a situation on a regular basis. Risk management is a 

permanent part of management skills and one of the most significant factors influencing the resilience of 

the supply chain. Today, supply chain managers have access to a wide variety of resources, i.e., new 

technology, to facilitate the implementation of contingency planning Plan B.  

 

One of the main problems is home-work policies that may force companies to reconsider how they operate 

their activities. Many supply chain specialists have been called upon to identify what is going on in their 

distribution bases with goods arriving and going without vast groups of workers physically present to track. 

 

This suggests that logistics providers, manufacturers and many other vendors of the supply chain will have 

to develop more effective means of digital tracking and automation to get materials in the right place, to 

make things easier for operators to locate their loads and to track the flow of goods from the end to the end. 

This kind of clarity is critical for sales analysis and resource allocation, particularly when a business 

experiences crazy demand spikes. No matter what, any supply chain resource that sits unused costs money, 

but may also cost lives in a pandemic. Supply chain executives continue to search for resources and 

processes that aim to gain the most reliable visibility to anticipate capacity requirements and to satisfy 

demand everywhere it is most strongly felt. 

 

We believe that traditional supply chains must evolve into connected smart and highly efficient supply 

chain ecosystems with layers to address customer solutions and digital operations. Industries that are able 

to establish and run consumer strategies and digital market 

environments are empowered to proactively manage and efficiently fulfill customer needs across multiple 

channels quickly, identifying changes in demand, and organizing their supply chain accordingly. 

 

Companies that transformed into digital supply chain during the pandemic have come to realize that they 

succussed in many areas unlike other companies which suffered following the ordinary supply chain 

structure 

 

In this way, they can turn their supply chain into a real competitive advantage and use it as an enabler for 

new digital business models. 

Technologies are a method that supports the diversity of the supply chain, and their systemic 

implementation of supply chain processes reduces the collection of risks that arise on the demand and 

supply side. Digital technology often encourages the development of new information and skills by supply 

chain managers. 

 

Key words: Covid-19, Supply chain, Digital Supply chain, Pandemic 
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Abstract:  

 

Yuspify is a personalization engine that allows online shop owners to access an enterprise-grade machine 

learning solution easily, to create a personalized product and content recommendations for their customers. 

Yuspify has the opportunity to expand its strategic analytic capabilities to better serve SMEs in several key 

industries and increase their customer base. Yuspify’s current challenges include difficulties with 

solidifying a pricing model, seeking market expansion and actualizing differentiation. Nonetheless, our 

team has developed a solution that leverages the power of strategic analytics and educational tools to 

enhance the financial as well as marketing management of SMEs. It is through our “win-win-win” solution 

that Yuspify can retain a higher number of customers through long-term partnerships and a revenue-based 

pricing model. This solution is a win for Yuspify, a win for the e-commerce sector, and of course, a win for 

Yuspify's clients. 

 

Key words: Strategic Analytics, Personalization Engines, Marketing Literacy, Insights, SMEs 
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Extended Summary: 

 

It has been estimated that the number of unique mobile phone users is totaled at 5.22 billion (DataReportal, 

2021). By 2012, smartphones historically outsold personal computers for the first time (Grace et. al., 2012). 

By 2020, roughly 1.38 billion smartphones were sold worldwide, with the sale of smartphones projected to 

be worth 77.5 billion U.S. dollars in 2019 (Statista, 2021). The consistent evolution of smartphones has 

paved a new way for individuals to interact with their environment. Now a staple of daily routine, from 

basic communication to a fixture in the working field, it has revolutionized the market and holds the 

possibility of becoming one of many key components in the Fourth Industrial revolution (Zhong et al., 

2017). Smartphones are directly supported by mobile applications, commonly abbreviated as mobile apps. 

By its simplest definition, mobile apps are “a mobile technology by an end-user for a particular purpose” 

(Nickerson et al., 2007). This allows smartphone users to use additional features that are not restricted by 

the functions provided by phone manufacturers, carriers, or other limited partners. Centralized app 

marketplaces Play Store and App Store are provided by primary phone vendors Google and Apple 

respectively.  

 

The popularity of mobile applications has increased in tandem alongside the COVID-19 pandemic. Global 

shutdowns of entire workforces resulting in fiscal losses of industries reliant on manpower has caused a 

new shift in perspective to treating work, communication, and daily operations. Mobile apps have proven 
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to fill this gap by providing a remote and accessible experience for on-demand activities. Food delivery 

apps, used to circumvent lockdown regulations, earned a collective revenue rise of $3 billion for food 

delivery app companies Doordash, Uber Eats, Grubhub, and Postmates (Sumagaysay, 2020). However, 

while the benefits of mobile applications continue to pave its way as a solid industry into the 21st Century 

market, it is not without negative consequences.  

 

As of 2020, there are 2.75 million mobile applications available on Android’s largest app store: Google 

Play. The use of mobile apps has seamlessly blended into daily life. Because of this advantage, users’ 

devices may store much of their sensitive and private data.  

 

Accordingly, privacy is defined as “the ability of individuals to control personal information that is not 

knowable from their public presentations of themselves” (Guttman et. al., 2007). It is the right of an 

individual to hold and exercise control of the collection, usage, and sharing of their personal data. The study 

focuses on Android mobile applications uploaded to the Android mobile application center: Play Store. 

First let us define the privacy policies set forth by the Play Store. With regards to sensitive user data, official 

policies outlined by Play Store, provide extensive rules when handling user data. Transparency of how an 

application accesses, collects, uses, and shares data must be limited to only the purposes disclosed to the 

user. Additional requirements to handle sensitive or personal user data by applications operate under similar 

regulations. Primary examples falling under sensitive or personal user data are defined, but not limited to, 

data pertaining to users’ phonebook, contacts, SMS and call-related data, device location, microphone, 

camera, personal identifiable information, financial and payment information, authentication information, 

and other sensitive device or usage data. The boundaries involved include limiting access, collection, use, 

and sharing of this data to purposes directly improving core functions of the application; proper allocation 

of privacy policies within the app and Play Console, including a comprehensive disclosure of application’s 

access, collection, uses, and sharing of data to third-parties involved within the privacy policy and in-app 

disclosures; securely handle data through modern cryptography; use of runtime permissions before 

accessing data locked behind Android permissions; and explicitly refrain from the selling of data collected.   

Additionally, in-app disclosures must be handled in a way that provides reasonable visibility to users. 

Disclosures should be inserted within the app itself alongside the app description or website as opposed to 

only being found in terms of service or privacy policies, inserted alongside other disclosures irrelevant to 

collection of personal or sensitive user data, must be prominently displayed during normal app usage, 

provide a description of accessed or collected data, properly outline how data will be used or to whom it is 

shared, and accompany any requests seeking user consent. 

 

Consent requirements themselves are highlighted by several factors. Requests should be preceded by clear 

and unambiguous consent dialogues that require approval of the user via explicit affirmative action. For 

example, users must tap “yes” to achieve mutual consent. All mobile applications come with permissions-

based security models developed to protect users’ personal information and manage resources of the user. 

Permissions help protect access to restricted data and restricted actions and are categorized depending on 

the scope of restricted data the app can access and restriction action the app can execute. These are install-

time permissions, runtime permissions, and special permissions. Install-time permissions give the app 

limited access to restricted data. When a user installs the app, permission is automatically granted to the 

app. Runtime permissions, also known as dangerous permissions, allow the application to access additional 

restricted data and perform additional restricted actions that can otherwise significantly affect device 

systems. Several compiled dangerous level permissions are illustrated in Table 2.0. A runtime permission 

request must be run and consensually approved by the user as the application is requesting access to private 

or sensitive user data. Special permissions are defined by either the platform or OEM.  

 

The android framework comes with predefined protection levels on permissions for developers to use. The 

protection level is a measure of assessment of the “danger” posed by the permissions. Dangerous 

permissions are high-risk permissions where requests must be notified and accepted by users and confirmed 
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to grant access. Normal permissions are low-risk permissions and package is granted permission to use 

when requested.  

 

Before the release of Android 6.0 Marshmallow, users were given the option of accepting all permissions 

or accepting none. With the launch of Android 6.0 Marshmallow, users are given greater range of control 

and flexibility over applications’ permissions when accessing for the first time. App permissions limit the 

extent of how an application may function or allow access to. Because applications’ permissions must be 

approved beforehand, this can result in functions of an application gated unless a user allows the 

permissions to run. Proper applications denied permissions should still be applicable when used, with 

limitations, however depending on the intended function, allowances are necessary for core functions. For 

example, an application designed to capture and edit pictures will not perform as requested unless given 

access to camera hardware and software. Furthermore, subsequent Android releases allows for permissions 

to be briefly accepted and then toggled off later.  

 

Considering the information presented above, this study aims to evaluate the applications developed by 

Bruneians and measure the extent of which app developers allow their applications access to users’ 

information via mobile application permissions. This is done via an evaluation of 150 locally developed 

Brunei applications with a benchmark of 21 popular international applications. Users’ app installation 

decisions are dependent on not just their cost-benefit analysis, but also device limitations, readily acquired 

information, and the app itself (Tay et. al., 2021). From prior literature, benefits received is a significant 

contributor to influencing users’ decisions (Harris et. al., 2016). In general, costs pertain to what users’ 

have to give up in exchange, and is dependent on not just information, but users’ own judgement and risk-

aversion. 

 

One key feature of mobile applications are their permission mechanisms. Permissions allows an app to 

access users’ sensitive data. It may also present itself as a dangerous risk to user data (Zhang et al., 2016). 

 

One primary problem relative to permission mechanisms is that users may not fully understand what the 

permission entails, and users accept these consent dialogue prompts without further consideration (Felt et 

al., 2012b). This can potentially lead to applications accessing user sensitive or personal information, 

resulting in privacy issues wherein data collected is more than what users assume, resulting in increasing 

security risks (Ali et al., 2018; Hayes et. al., 2019). Individuals and organizations often rely on requested 

permissions associated with mobile apps, in addition to official privacy policies, to determine how safe an 

app is and to determine what information is being collected (Hayes et. al., 2019). 

 

Additionally, because of the magnitude of mobile applications available for download, with various features 

that can overlap with other applications, users may choose to download applications based on influence 

from metrics such as download counts, pricing, permission listings, privacy policies, or user ratings. Certain 

features of an app may have permissions that do not reflect the applications’ intended use. In this case, the 

term over-privilege applies to programs that claim greater access rights than what is strictly necessary 

(Iacano et. al., 2016). For example, a drawing application requesting permission to access SMS and call-

related data. Overprivileged applications are one of the lead causes of potential security and privacy risks 

(Felt et. al., 2011). This problem persists on a greater scale when users’ come across benign apps that are 

over privileged by requesting excessive permissions (Felt et al., 2011a; Wei et al., 2012b). In the case of 

risk perception, it is defined as the users’ subjective evaluation of the likelihood of loss and consequences 

(Tay et. al., 2021). Prior literature has shown that perceived risk is an influencing factor for users’ decision 

to install an app (Shen, 2015). Additionally, users’ subjective risk perception may reduce intention to install 

an application (Harris et al., 2016). 

 

Privacy calculus, by its simplest definitions, is defined as the decision-making process of an individual 

when measuring the costs and risk of disclosing personal information against the benefits earned from doing 
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so (Zhu et. al., 2021; Lee et al., 2013; Hoffmann et al., 2016). It also proves useful when measuring users’ 

privacy perceptions and behavior, outlining the users’ positive and negative expectations with regards to 

the information to disclose (Li, 2012). Prior research has taken into account that regardless of high levels 

of concern towards user privacy, users will still submit their personal information (Smith et al., 2011). This 

has formed an apparent privacy paradox wherein a users’ satisfaction and enjoyment are a direct 

consequence of sharing their personal information to improve the services of the mobile applications in use 

(Wang et al., 2016). 

 

Services associated with mobile applications often rely on collection of users’ personal information for core 

functions or improvement of features. For example, Facebook requests access to users’ device Contacts to 

recommend friends, events, and groups. Medical health apps store users’ data for ease of reference. Mobile 

banking applications consolidate users’ financial history in return for portability and quick access. In the 

context of mobile applications, these improvements can be considered the perceived benefits earned. The 

drawback, or risk associated, is that data collection of personal information (e. g. users’ identity, medical 

records, financial history) may be compromised and shared without consent.   

 

Additionally, prior research suggests that users tend to gloss over perceived privacy risks in favor of further 

personalized services (Kim et al., 2019). This relationship is further supported by the likelihood of a user 

disclosing their personal information when perceiving great value from the benefits involved (Wang et. al., 

2016). To understand a users’ decision to disclose personal information, both perceived benefits and risks 

must be assessed together. While previous studies have been performed to assess the framework, there 

exists few applications to the Bruneian public. Privacy concerns can be referred to as users’ risk beliefs (Li 

et al., 2019; Kehr et. al., 2015). Prior literature uses privacy concern constructs to disseminate privacy 

behaviors (Xu et al., 2011). In the case of this study, it will be recognized as users’ concern for loss of 

personal information via their use of mobile applications (Xu et al., 2011). Moreover, there is another 

framework, named as Benefits, Value, Opportunities and Risks framework (Anjum, 2017a and 2017b) 

which may be used alongside to extend the privacy calculus model which has been experimented in this 

study. 

 

The research question asked in the study is how mobile App permissions impact privacy concerns for 

privacy disclosure of the public.  For countries without clear policies regarding the sharing of individual 

user data, this sets interesting precedent as to how the populations’ relationship evaluates the cost-benefit 

of disclosing personal information. The aim of this study is to evaluate the general public’s assessment of 

their risk-return behavior for privacy disclosure via mobile applications in Brunei Darussalam. Auditing 

and evaluations of 150 mobile Apps which are locally developed in Brunei and their associated install-

permissions are measured alongside a survey distributed to assess behavior perceptions of the public has 

been analyzed using structural equation modeling based partial least square approach with the help of 

Adanco software. Finally, this study contributes to the growing literature synergy between the privacy risk 

perception and perceived benefits of Bruneians, and the measure of how much data is collected by Bruneian 

apps. 

 

Key words: Privacy Calculus Model, Auditing Mobile App Permissions, Benefits-Values-Opportunities-

Risks Framework, Adanco, Structural Equation Modeling 
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Abstract:  

 

The Canadian workplace is evolving at a rapid pace with decision-makers embedding advanced 

technologies like AI and robotics to increase productivity while concurrently employing Canadian 

newcomers with a vast set of backgrounds and experiences that we have not seen in the last century. 

(Employment and Social Development Canada, 2018). For organizations to thrive in the 2025s, they need 

to leverage both technology and the strengths of their newcomer talent. The challenge lies in varying work 

ethics, work culture experience, and overall country of origin culture that each newcomer brings into the 

workplace. The result is a sudden shift in how we do work, and when employees are left unaware of the 

shift, conflicts arise. This is especially true when getting newcomers up-to-speed with how Canadians do 

business (Langton, 2019). That elusive “Canadian experience” creates a “have’s and have-not’s” workplace 

culture creating a rift resulting in irregular work performance to the point of employers hiring one race that 

they perceive they can relate with (Swartz, 2019). This is concerning since a potentially small conflict can 

impact performance resulting in an impact to an organization’s bottom line (Papp, 2017). Before this 

potentially challenging workplace behaviour becomes pervasive, Canadian organizations need to have 

strategies in place to address this rapidly changing workplace culture. This research paper will identify the 

organizational behaviour strategies to ensure we continue to have Canadian workplaces as the global 

employment workplace of choice. 

 

This research addresses this looming challenge: What is the impact of a newcomer’s country of origin’s 

culture on Canadian workplace culture where advanced convergences of technologies like AI and robotics 

are installed? One of the key drivers of North American-based organizations with longevity is to have a 

workforce that is engaged, has the capacity to learn new competencies on-demand, encourages loyalty of 

their customers, and is collaborative through a spectrum of partnerships (Mauboussin, 2012). What happens 

when perception of organizational success is vastly different due to an employee’s country of origin or 

work ethic? In 2018, Dr. Yap received an NSERC/CCSIF grant to conduct an 18-month ethnographic study 

of how 150 newcomers and immigrants with professional experience and/or advanced degrees from their 

country of origin integrated into their Canadian workplaces. The results were worrisome, as more than half 

of them were not ready for the behaviour of their co-workers that impacted their performance. The 

introduction of AI-enabled robots complicates the workplace culture further, since different cultures have 

different perceptions on how to acclimatize to an all-seeing, all- hearing, no-empathy, none-tiring machine 

performing tasks that have previously been performed by humans. In 2020, Dr. Yap received a second 

NSERC/CCSIF to study the impact of AI and robots in the workplace that has a multi-cultural workforce. 

Furthermore, the pandemic created a need to integrate these robots and AI in workplace processes not just 

to ensure social distancing but also due to economic reasons. There is a gap in the literature that prompted 

this study. This current research examines this workplace dynamic in detail and have tested for the viability 

of new human competency frameworks in our Canadian future of work. 

 

mailto:ryap@georgebrown.ca
mailto:edward.perry@georgebrown.ca


56 

 

“Convergences of technology” includes advanced technologies like artificial intelligence, machine 

learning, deep learning, internet of things, and robotics. Forbes magazine indicated the need for an AI 

culture as the convergences of technologies create different workplaces of the future (Press, 2018). There 

is a strong opportunity to develop innovative relationship rules, mores, norms, and guidelines on how 

employees interact with each other when there is pervasive technology around them. The innovation 

opportunity with the proposed research lies in how this relationship is supposed to manifest in the 

workplace. And more importantly, how employees, especially newcomers and immigrants, interact with 

other employees when they are in the presence of advanced technologies. 

 

Key words: artificial intelligence, robots, organizational behaviour, technology 

 

 

  



57 

 

Knowledge Growing System as A New Analytics Tool for Business Intelligence 

 

Arwin Datumaya Wahyudi Sumari 
State Polytechnic of Malang, Indonesia 

Email: arwin.sumari@polinema.ac.id 

 

&  

 

Ika Noer Syamsiana 
State Polytechnic of Malang, Indonesia 

Email: ikanoersyamsiana@olinema.ac.id 

 

 

Abstract:  

 

Business Intelligence (BI) in essential is a collection of techniques, methods, architectures, tools, and 

approaches for enabling businesses carry out positive competition in information technology era. To 

become a winner in the era where knowledge is the most important key to decision making, BI has to be 

more utilized by using advanced technology such as Artificial Intelligence (AI) and also new technology 

such Cognitive Artificial Intelligence (CAI). In this article we introduce a new method in CAI called as 

Knowledge Growing System (KGS), a system that is able to develop its own knowledge while interacting 

with a phenomenon or an object. KGS is very prospective to be applied to carry out predictive analytics on 

just-in-time time-series data. By implementing Sense-Inference-Decide and Act (SIDA) cycle, this 

paradigm can accelerate the acquisition of knowledge thus can speed the business decision making even 

when past data is unknown. 

 

Key words: business decision making, Business Intelligence, Cognitive Artificial Intelligence, Knowledge 

Growing System, SIDA 
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Abstract:  

 

The case study is about WebEye, a Budapest based SME providing navigation and fleet management 

services across Europe. Due to the lockdowns caused by COVID-19, the global pandemic the company 

needs to redefine and tailor its operations to the new situation. The case study raises questions about 

WebEye's future growth potential and potential entry into new market segments. Preparation for the post 

pandemic period is also an important aspect of the case study. 

 

Key words: COVID-19, Navigation, case study, WebEye, pandemic 
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Abstract:  

 

Sustainable Business Model Innovation (SBMI) to address societal and environmental challenges has been 

a research agenda topic that continues to be reviewed nowadays, especially in turning the linear business 

model into a business model referring to the triple bottom line. However, with various studies developed 

(identifying enablers and barriers) in the application of SBMI is not necessarily an easy thing in its 

implementation. Business model innovation is a challenging type of innovation. Experimentation activities 

help companies in providing the new value propositions during the exploration in experimentation. This 

happens because experiments help companies understand the implications of adopting a different business 

model. This also applies to SBMI, Business experimentation in sustainability (BES) provides the same role 

but in the context of sustainability. This study presents theoretical foundation in BES as emerging 

perspective in moderating the sustainable business model innovations. Although recognizing some 

limitations when trying to align recent research in SBMI and BES, this research aims to contribute to the 

discussion on creating an ideal type of business experimentations model to encourage the sustainable 

business innovation. 

 

Key words: Business experimentation, Innovation, Sustainable, Business Model, Radical innovation 
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Abstract:  

 

COVID-19, a pandemic outbreak that has caught everyone by an awful surprise with its lethal effect on 

humans. Globally, this pandemic is causing extensive loss of life and extreme human suffering, which as 

well, has caused a major economic crisis. The results of a recent McKinsey survey, conducted in August 

2020, of more than 2,200 SMEs in five European countries such as France, Germany, Italy, Spain, and the 

United Kingdom said their revenues had been deeply reduced due to COVID-19 pandemic. In Malaysia, 

SMEs are the significant contributor to economic growth. However, since the coronavirus outbreak, 

Malaysian SME business activity has been severely slowed. A total of 2,713 SMEs in Malaysia closed 

between March and October 2020, during which the movement control order (MCO) was implemented in 

various phases to stem the spread of the Covid-19 pandemic. This pandemic has affected both SMEs and 

micro-SMEs which make up of whopping 98.5 percent of Malaysian businesses. In this paper, I highlighted 

several challenges faced by global and local SMEs during COVID-19 pandemic. Importantly, I also 

suggested several strategic recommendations to ease the impact of COVID-19 for SME survivability. 

Finally, I also emphasized Malaysian government initiatives to support to SME business continuity.   

 

Key words: SME, COVID-19, Malaysian Government Initiatives, Business Survivability 
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Extended Summary: 

 

Sustainopreneurship or sustainable entrepreneurship is the route to revival of human civilizations and 

economies that are currently witnessing an unprecedented challenge. The covid-19 pandemic has blindsided 

societies, economies, businesses and governments globally (JHCRC, 2020). Transformation is the only way 

forward to sustain and survive. Adaptability and resilience have been the secret to realizing the new normal 

in the current post-covid era. Most of the businesses have been adversely impacted and revival depends 

upon radical transformations in processes, systems, organisational culture, business policies, strategies etc. 

(Kuckertz et al., 2020). In an era when businesses worldwide are modernizing and rapidly transforming in 

order to sustain, Small and medium enterprises (SMEs), which make a large proportion of the total 

businesses across the world and contribute massively to employment generation are facing survival issues 

due to traditional business practices or failure to adapt and evolve. Resilience of entrepreneurs is a value 

that is crucial in these uncertain times to face the crisis confidently and sustainably develop. Ulrich Beck, 

the most influential sociologist of the modern era has characterised modernity as- risk society, 

individualization, cosmopolitanizing, sub politics and the democratization of science that can lead to 

accelerated progress as well as irreversible catastrophic results (Woodman, Threadgold, & Possamai-

Inesedy, 2015). 

 

The uncertainties brought in by the covid pandemic globally and a plethora of such colossal challenges is 

mandating policy makers, researchers and governments to explore and focus on sustainopreneurship by 

strengthening the entrepreneurial ecosystem. Start-ups and MSMEs are the most vulnerable and many have 

succumbed to the financial and business prospects’ crunch due to the crisis.  Innovative start-ups are most 

vulnerable at all times as their novelty, small size in terms of resources and capacity as well as limited 

market share poses risk even at normal times (Stinchcombe, 1968). In the study of entrepreneurship, 

opportunity has been considered as the core theme (Eckhardt & Shane, 2003). Unfortunately, opportunities 

earlier available for the start-ups that had worked on their innovations and were expecting more economic 

gains, were restricted due to Covid pandemic. Entrepreneurial response and sustainability in crisis depend 

upon their capability of adaptation and transformation, which involves the entrepreneur’s interaction with 

their environment and the organization continuously (Steyaert, 2007; Watson, 2013). Thus, Start-ups 

adopting resilience strategies and continually adapting are the ones that sustainably develop and grow 

amidst crisis. 

 

Start-ups have faced considerable economic uncertainty due to the covid-related containment measures and 

subsequently significant drop in demand and revenues. An US survey stated that 43% of businesses had 

been temporarily closed due to the global closure. SME and start-up businesses reduced their employees 

by 40%. Many of the start-ups had two months or less cash in reserve as covid related containment started. 

(Humphries, Neilson and Ulyssea, 2020). A survey on several countries indicated that approximately 25% 
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to 36% of small businesses were at the verge of permanent closure due to the disruption in the first four 

months of the pandemic ((McKinsey, 2020). Various start-ups and SMEs have been reported to show 

liquidity challenges and about 50 thousand companies were estimated to need liquidity support in order to 

survive by the end of the lockdown in Italy as per a report (Schivardi and Romano, 2020). Equity shortfall 

and financial crisis were the main issues faced during the pandemic that increased survival challenges and 

deterred new start-up establishment post covid (Carletti et al., 2020). SME growth has been majorly 

impacted by supply chain disruptions during covid, with temporary termination of export and import 

channels (McCann and Myers, 2020; WTO, 2020). A recent survey conducted by ‘The Entrepreneur’s 

Organization’ (EO) Toronto disclosed that 59% of Canadians have expressed less intent to start a business 

after COVID-19 than before. Bankruptcy and insolvency of SMEs in OECD countries has been expected 

to rise post-covid as per surveys (OECD, 2020; COFACE,2020). However, amidst the miseries of small 

businesses, certain studies have revealed positive sentiment among start-ups indicating proactive strategy-

planning, resilience and adaptability among the small businesses (OECD, 2020).  

 

In India, the Start-up India Action plan has acted as a catalyst in promoting pro-entrepreneurship attitude 

and generating more start-ups, due to which the Ease of Doing Business index for India has made a 

significant leap from 130 in 2016 to 63 in 2020 (World Bank Report, 2020). India has approximately 6.3 

crore MSMEs. The number of registered MSMEs grew 18.5% Y-o-Y to reach 25.13 lakh (2.5 million) units 

in 2020 from 21.21 lakh (2.1 million) units in 2019 (IBEF.org, 2021). Start-up India movement and 

Aatmanirbhar Bharat schemes have empowered the growth of start-ups and MSMEs in India recently. 

Although Covid pandemic has posed enormous challenges on Indian start-ups and MSMEs, the government 

measures and the Union budget for the financial year-2021-22 have facilitated entrepreneurs to regain 

strength and resources to sustain. About 25 % of Indian start-ups were under serious threat due to covid 

pandemic; either at the verge of temporary closure or production loss (Economic Times, 2020). The Indian 

MSME sector that contributed 29% to overall GDP in 2019, faced  challenges of debt repayments, 

wages/salaries, statutory dues, supply chain issues etc due to the covid pandemic lockdown (Agyeya 

Tripathi, Sept 2020). The pandemic has impacted MSME earnings by 20-50% last year but studies state 

that about 26% of MSMEs were not impacted.  

 

MSMEs in India are confident that despite the slowdown their businesses will recover and continue to 

thrive. Entrepreneur’s competencies like resilience, response to contingencies, problem-solving and 

strategy-planning for revival have been instrumental in building optimism among the small businesses. 

Resilient entrepreneurs are better equipped to deal with disruptions, show flexibility, innovation and 

transformability (Lai et al., 2016), are adaptable (Cooke, 2011; Sabatino, 2016), show positive intent to 

start new ventures even in adverse situation (Bullough et al., 2014) leading to entrepreneurial success 

(Ayala and Manzano, 2014 and survival (Saridakis et al., 2013). Sustainability of start-ups and SMEs 

depends upon entrepreneurial resilience and revival strategies and also on context or socio-ecological 

systems (Stefan Korber, Rod B. McNaughton, 2017). 

 

The present study is based on the assumption that right entrepreneurial competencies enable right strategic 

responses to crisis situations which lead to sustainopreneurship with building of crisis proof resilient 

businesses. The study highlights the dimensions of sustainopreneurship, focusing on ‘entrepreneurial 

resilience’ during covid pandemic crisis. The outcome of this study aims to provide a strategic platform for 

start-up entrepreneurs with several measures to recover, revive, rejuvenate and rise businesses in the post 

pandemic times and define entrepreneurial resilience in light of pandemic. 

 

Based on the data collected from 50 start-ups in Bengaluru (the start-up hub of India), the study proposes a 

'Sustainopreneurship Model' for start-ups emphasizing strategic responses with 4 Rs- Recover (Immediate 

Short Term-measures), Revive (Post Recovery Consolidation- Medium term strategic responses), 

Rejuvenation (A stage of confident and concretized responses with necessary experience), Rise (Take off 

in the long- term strategies). It adopts an empirical design and analysis is based on primary data collected 
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from start-up entrepreneur in India with the help of a questionnaire. The findings of the study would 

contribute in a significant way in building crisis-proof start-up ecosystem with a workable model and 

strategies that can help in revival and sustainable development of start-ups during and after the crisis. 

 

Key words: Adaptability, Entrepreneurial Competencies, Resilience, Sustainopreneurship, Start-ups. 
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Abstract:  

 

Since the first reported case on the 31st of December 2019, COVID-19 spread rapidly and globally, creating 

a strain on healthcare services worldwide. In an effort to find solutions and help others, many individuals 

joined online communities of innovation, offering their expertise and time to contribute to related projects. 

The ethos of open innovation and the use of open source data to solve key challenges has the potential to 

catalyse the flow of recommendations and tested designs through supply-chains, if it is carefully managed 

and maintained. Yet these communities are often fragmented and unfocused, and rarely focus on multiple 

outputs. This paper examines a group of volunteers during the period of March-November 2020 related to 

the TeamOSV open innovation community who worked on over 30 projects simultaneously. We present an 

overview of the community and methods that were utilised to create a sense of community, manage projects 

and test solutions. We argue that while providing users with a space to further their voluntary efforts, the 

community also became a useful platform to crowd-source insights. and validate PPE designs. Quantitative 

survey findings related to the community are presented, highlighting the value of their input in the 

development of emergency equipment and solutions. These findings are intended to provide insight, which 

may be of use for other similar community builders and scholars in the open innovation space. In turn, 

industries that require rapid, crowd-sourced feedback during times of strain may consider some of the 

techniques utilised in their efforts to bootstrap and pivot their business concepts. 

 

Key words: Covid-19, SMEs , Sub-Saharan, Ghana, Financial sector, Survival Tactics 
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Abstract: 

 

The study aims at investigating and analyzing the current state of the SMEs sector in Arab countries. The 

study adopts descriptive and analytical approaches to provide a comprehensive overview of SME sector’s 

structure, obstacles, policies, and actors dedicated to support SMEs in three Arab nations, Egypt, Jordan 

and Bahrain. The study is an attempt to fill the gap in the research area of SMEs in the region. The main 

findings show that SMEs play a vital role in the nation’s economy and are a major source of various 

economic contributions. However, SMEs in the Arab region are facing domestic and external challenges. 

The existing SME support programs by governments are diverse and often innovative, but also very 

fragmented. The study recommended specific suggestions based on the data gathered that will overcome 

the barriers and improve the performance of SMEs. For example, the policy makers should develop clear 

objectives and approach that is based on a realistic understanding of SMEs and their potential. Moreover, 

it should be Co-ordination between government entities, where there is a need for a one-stop-shop 

government support relations to finish all approvals in one place. 

 

Key words: Entrepreneurship, SMEs, Bahrain, Egypt, Jordan. 
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Abstract: 

 

The study seeks to examine the role government policies and financial sectors play in SME’s survival and 

growth. Methodology: A multistage approach was deployed for this study. In the first stage, SMEs was 

purposively selected from a list firms organized by the National Board of Small-Scale Industries. The next 

stage will be to randomly select 20 firms from this list and finally used a semi-structured questionnaire to 

obtain the required data from these firms. Literature sources was used to acquire the various policy 

documents by the government on SMEs. Findings: Small and Medium Enterprises are critical in the 

transition by most developing countries. They constitute more than 90% of firms and employ more than 

half of the working population. The study provides important insights that allow policy makers such as 

Ministry of Trade and Industry to understand the impact of sociocultural aspects, government policies, 

rules, and regulations on business success.  Theoretical implications: The establishment of SMEs are critical 

to fostering economic growth, employment, and poverty. This is because SMEs are the driving force behind 

such industrial growth and development, owing to their enormous capacity for ensuring industrial 

diversification and expansion, as well as the achievement of basic development goals. Practical 

implications: The study contributes to the knowledge gap and provide avenue for future research. This study 

is helpful to business owners and/or managers who can use the findings of the study to improve business 

success. One significant role SMEs in the development of a country is its involvement in meeting the 

societal needs.  Social implications: Sustainable Development Goals one and two (SDG 1&2) which is no 

poverty and zero hungry.  Financing SMEs is a major catalyst and a critical success factor for any economy's 

production, growth, and survival. The value of financing SMEs has been recognized by most government 

and business circles, and as a result, they have accepted that their growth is one of the cornerstones of 

economic development (OECD, 2005). Limitations: Obtaining accurate, reliable and credible data was the 

main challenge of this research. Nonetheless, the researchers were able to overcome this challenge by using 

multiple sources of data collection. Originality:  The study is one of the few in the area of Government 

policies, SMEs financing, survival and growth literature. It brings newness in the area due to the fact that 

the study is being conducted in difficult times of the economic and sociocultural environment.  

 

Key words: Government Policies, Financial Sector, SMEs, Survival, Growth 
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Abstract: 

 

The Covid-19 pandemic hit Indonesia in early March 2020. Nevertheless, the pandemic does not dampen 

Indonesian people's spirit and enthusiasm to vacation at the end of the year. It is customary for Indonesians 

to carry out "homecoming" when the holidays arrive, both during Eid al-Fitr and the end of the year. 

However, as we all know, the government has difficulties in handling the pandemic. The Government of 

Indonesia itself has a variety of digital media platforms to conduct campaigns. One way is through the 

ministries, in this case through the ministry of health of the Republic of Indonesia. Therefore, this research 

aims to determine how the public responds to the government's policies through social media Twitter with 

hashtag #JagaJarak. This campaign should be a powerful weapon in getting closer to the community. This 

research uses social network analysis theory and method.  Data is gathered from big data using Gephi. The 

focus of the research is on how interaction patterns formed from the hashtag. This research suggests that 

there are unique patterns that precisely the opposite of the campaign goals. In addition to the discovery, it 

shows how the government's public relations play a significant role in conveying correct and understandable 

information to the public. Base on the finding, a recommendation for Indonesia's government is to create a 

varied and more consistent campaign program so that Indonesia's people can get a more explicit message.   

 

Key words: Government Public Relations, Social Media, Digital Campaign, Covid-19 
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Abstract: 

 

The COVID-19 pandemic had changed worldwide industries, including the landscape of the tourism 

industry. Countries that rely on the tourism industry as their economic backbone must adapt and survive 

new forms of tourism to avoid further loss and damage. The United Nations of World Tourism 

Organizations (UNWTO) has estimated that in 2020, worldwide tourism industries faced 50 billion dollars 

of loss. The Indonesian Hotel and Restaurants shutdown is around 2000 hotels and 8000 restaurants, 

resulting in 70 trillion rupiahs of loss. Tourism in Indonesia is still under pressure and could barely survive. 

During the new normal phase transition, The Ministry of Tourism and Creative Economic formed a hashtag 

called #InDOnesiaCARE on Twitter. The idea of #InDOnesiaCARE is to support reactivating new-normal 

travel that provides cleanliness, safety, and health measurements in every travel destination in Indonesia.  

 

The #InDOnesiaCARE campaign carries a particular mission of bringing new hope to society in engaging 

new-normal travel based on fundamental safety protocols. This research aimed at examining the network 

of #InDOnesiaCARE on Twitter. This research is using a quantitative approach with a network analysis 

method. The use of Twitter functionalities such as hashtags, comments, or re-tweet regarding the 

#InDOnesiaCARE topic is the key of this research. Results suggest significant data regarding 

#InDOnesiaCARE; it fluctuated from the existing graph. During data collection, the traffic of 

#InDOnesiaCARE had significantly increased towards the end of 2020. The conclusion of this research is 

the Indonesian government was able to promote the campaign on a massive scale. Therefore, disseminating 

this campaign through Twitter functionalities was very powerful and as a form of social network that exists 

between Twitter users. This form of massive and collective involvement is the core of this campaign. The 

small, medium enterprises and extensive business sectors such as accommodation, restaurants related to 

tourist attractions also had a significant role in the spread of this campaign. Based on these results, the 

government must be able to optimize the use of #InDOnesiaCARE to support more tourism-related 

governments in the future. Also, as a recommendation for further engagement with the key opinion leaders 

to endorse the campaign, collaboration with the researcher is necessary for further research related to 

government activities.    
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Abstract: 

 

In the contemporary world, new forms of businesses are emerging mainly those small ones bringing impact 

on society, aiming to solve a social or environmental problem while profiting, the social startups. In order 

to grow, some of them need financial help coming from banks, private investors, partners or sometimes 

from investment funds. In this scenario, to better understand the social investment funds decision-making 

process to address its resources, this study will answer what are the main aspects examined by a social 

investment fund when investing in a social startup in Brazil. The methodology was carried out through in-

depth interviews with the 3 most relevant investment funds in Brazil, followed by literature review and a 

survey with 12 social investment funds. As a significant result, it was possible to identify the top 15 aspects 

that are frequently considered by the social investment funds to make up a social startup.  

 

Key words: Social startups - ESG Funds - Socially Responsible Funds - Social entrepreneurship - Social 

Investment Funds 
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Abstract: 

 

Lacking the presence of human and social elements is claimed as one major weakness that is hindering the 

growth of e-commerce. The emergence of social commerce might help ameliorate this situation. Social 

commerce is a new evolution of e-commerce that combines commercial and social activities by deploying 

social technologies into e-commerce sites. Social commerce reintroduces the social aspect of shopping to 

e-commerce, increasing the degree of social presence in an online environment. Drawing from the social 

presence theory, this study theorizes the nature of social aspects in the online social commerce marketplace 

by proposing a set of three social presence variables. These variables are then hypothesized to positively 

impact trusting beliefs, which, in turn, result in online purchase behaviors. The research model is examined 

via data collected from a typical e-commerce site in China. Our findings suggest that social presence factors 

grounded in social technologies contribute significantly to the building of trustworthy online exchanging 

relationships. In doing so, this paper confirms the decisive role of the social aspect in shaping online 

purchase behaviors, providing theoretical evidence for the fusion of social and commercial activities. 

Finally, this paper introduces a new perspective of e-commerce and calls more attention to this new 

phenomenon of social commerce. 

 

Key words: e-commerce, social commerce, digital marketing, purchase behavior, machine learning 
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Extended Summary: 

 

With the COVID-19 Phenomenon where countries globally implemented public health awareness policy 

such as remote operations, closures of non-essential industry, travel ban, it had left a big impact on SMEs 

to the point that layoff and closure had become best options for them to avoid falling into debt. 

Digitalization has become a key factor both driving innovation and determining the competitiveness of an 

enterprises. Adopting digital technologies may help the SMEs in improving their performance through 

better customer engagement and business operation. However, compare to larger companies to have access 

to finance, digital adoption among SMEs could be challenging. Thus, to overcome this barrier, it is 

necessary for every country to provide SMEs with the right support that can help them in their digital 

transformation journey. This research has used survey questionnaire which is distributed among Brunei’s 

MSMEs through online and physical visits. Structural Equation Modeling analysis approach is used through 

Adanco software. 

 

Ever since the announcement of COVID-19 pandemic in 2020, it had drastically changed the way of living 

of many people. Due to the measure taken by various governments to contain the virus such as lockdown 

and social distancing, these measures had affected the normal business operations for most SMEs. (Brown 

R. & Rocha A. 2020) Compare to major terrorist attack, the global financial crisis, and Brexit - the COVID-

19 phenomena had created hyper-uncertainty in the business environment as the impacts of the event had 

cause major shift in economic and social aspects such as disruption of supply chain, changes in consumption 

rate and investment, low economic activities.   

 

(Loh L. et al., 2020) Due to the far-reaching and extended impact of the pandemic, it is expected that 

majority of the SMEs in ASEAN are being pessimistic about their revenue in 2020. In fact, almost half of 

the SMEs in ASEAN claimed that ensuring enough cash flow are their main concern during weathering the 

pandemic. Furthermore, (Zou P. et al., 2020) The phenomenon had negatively impact SME’s technological 

innovation and human resources such as delayed of projects, delayed of new product launch, and delayed 

of recruitment. Due to this matter, (Loh L. et al., 2020) the pandemic caused also affected the SMEs in their 

investment strategies with 58% of SMEs in ASEAN are no longer continuing their initial plan for the year 

and (Zou P. et al, 2020) required some businesses the need to readjust their operation 

 

To increase their resilience these though times of the pandemic, (Thanos P., 2020) implied that SME should 

reflect on the deployment of digital technologies in their business strategy to ensure business continuity 

during this extreme disruption. Adopting technologies in various business function such as procurement 

and customer engagement will enables SMEs to have better operational efficiencies and effectiveness.  

 

(Loh L. et al, 2020) Indeed, the pandemic had caused major change in SMEs digitalization efforts. Before 
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the pandemic, digitalization are placed at fourth as SME’s important objective while customer experience 

are their top priority. After the pandemic, SMEs are seen to shift their priorities as digitalization as their top 

priority followed by digital marketing strategy and customer experience.  

 

(Zou P. et al, 2020) In response to the phenomena, firms in Guangdong Province had taken initiatives to 

increase their efforts in technologies and innovation. More than half of the firms had changed their 

operations remotely including their workplace, recruitment, business negotiation through digitalization. 

Then, there are also some firms that uses technologies as their marketing strategies such as livestreaming, 

social media platform, social marketing and so on. Furthermore, some firms also use this crisis to grab 

opportunity to new industries especially when there are major changes in customer behavior of health 

awareness and consumption behavior.  

 

(Loh L. et al, 2020) Even though there are significant increase of investment of technology and employee 

skills development after the pandemic as per compare to previous year, implementation of digital adoption 

also comes with high rate of failed results (Chutijirawong N. 2019) with insufficient digital skills such as 

data scientist and social marketers become one of the majority challenge in digital adoption among 

businesses in ASEAN countries (Soon L. & Chuan C., 2019) 

 

Since its critical role in the economy, SMEs are seen to be left behind compare to large organizations in 

terms of digitalization. To address issues faced by SMEs in their effort to digitalization, government need 

to work closely with other key players such telco, technology, finance and others to facilitate this 

digitization of SMEs by meeting their constraints. According World Economic Forum report of 

“Accelerating Digital Inclusion in the New Normal, to assist SMEs in their digitalization effort, the 

following attributes are required by them: access to the IT, access to finance, access to education, and 

availability of infrastructure including digital ecosystem. Thus, besides stimulus package, government 

across ASEAN had provided various incentives to ensure to SMEs are able to make use of digital 

technologies to sustain their businesses during the extreme change of business environment caused by the 

pandemic.  

 

With the importance of digital technologies adoption among SMEs, this research aims to investigate the 

current situation of SMEs in Brunei Darussalam in their digital technology’s adoption after the pandemic 

COVID-19 occurred including their challenges in adopting it. Through these insights, it hopes to generate 

relevant recommendations for various parties especially government on how to supports SMEs in their 

digital transformation journey. 

 

To achieve the objective of this research, quantitate research design are applied by using survey 

questionnaires distributed to Brunei’s SMEs through online and physical visits to collect the primary data 

due to its efficiency, low cost and easy to administer. Likert rating scales of level of respondent’s agreement 

towards five section related to the topic which are challenges faced in digital adoption, types of digital 

technologies used and supports needed by the SMEs. Adanco are used to analyses the data as this research 

involve complex structural model which includes many constructs, indicators and relationship.  
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Abstract: 

 

This research study looks at the renewable energy consumption per capita which is defined as energy from 

hydropower, wind, solar, wave and tidal, geothermal and bioenergy (Ritchie & Roser, Per Capita Energy 

Consumption from Renewables, 2020). The study focused on the G7 countries, an informal group of seven 

of the most developed nations in the world: Canada, US, UK, Germany, France, Italy and Japan. The aim 

of this study was to compare Canada’s performance to the rest of the G7 nations. A secondary objective 

was to measure if the efforts of these G7 nations to increase their usage of renewable energy were successful 

by examining the mean per-capita renewable energy usage during the time period 1980 - 1999 to 2000 - 

2019. A two-sample Students T-Test was conducted to check if the increase in mean during the time period 

2000 - 2019 relative to previous 20-year time period was statistically significant. The results show that 

Canada is the leader amongst G7 countries when it comes it renewable energy usage, but the growth has 

slowed down. Germany, US, UK, Japan and Italy might be lagging in absolute terms, but their consumption 

of renewable energy has increased steadily from 1980 to 2019. Furthermore, in these five countries, the 

mean per-capita renewable energy consumption during the time period 2000 - 2019 is greater than 1980 - 

1999 and this increase is statistically significant. This paper concludes with some implications of these 

findings as well as avenues for further research on this topic.   

 

Key words: Environment, Renewables, Sustainability, G7, Data Analysis 
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Abstract 

 

This study examines public sentiments and the pertinent topics of discussion on the application of 

Blockchain Technology in Digital Marketing. Data for the study was collected off the Twitter platform 

using the keywords “Blockchain Digital Marketing”. A total of 50063 cleaned tweets were collected and 

analyzed using TWINT python libraries. The word frequency presented several words which were tweeted 

about the main topic of research. Words like Blockchain, Marketing, Project, Technology, Social, 

Influencer, Bitcoin, Future, Youtube, Health, Brasil, Business, and Cryptocurrency were among the highest 

occurring frequencies. From the sentiment analysis conducted on the tweets, 28493 (56.9%) were neutral 

while 18253 (36.5%) and 3296 (6.6%) were positive and negative respectively for polarity sentiments. 

Further trend analysis showed that Bitcoin, News, Twitter, Marketing, Cryptocurrency, Youtube, World, 

and Digital were the most discussed topics on the Application of Blockchain Technology in Digital 

Marketing. The correlation and cluster relationship between the modeled topics were also identified. The 
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study further outlined practical implications to better understand how Blockchain Technology is driving 

Digital Marketing innovation and practice. The research concluded with theoretical recommendations and 

study limitations that will guide researchers and academics in conducting future research on the subject 

area. 

 

Keywords: Blockchain, Technology, Digital, Marketing, Twitter, Sentiment Analysis 

 

 

Introduction 

 

One of the buzzwords of the 21st century digital age is Blockchain. This term was first drafted in 1991 by 

Stuart Haber and W. Scott Stornetta, two researchers who wanted to implement a system where document 

timestamps could not be tampered with (Reiff, 2020). However, the first known use of the words chain of 

blocks or Blockchain was in 2008 by a person or group of persons known as Satoshi Nakamoto, whose 

actual identities are not known to date. (Hirsh, 2018) They used this term to introduce Bitcoin – a 

cryptocurrency that aided counterparties to carry out secure transactions without the need for intermediaries 

such as banks. (Rosic, 2013) 

 

A lot of people have been intrigued by this new technology, sought to know what it is and how it works. 

So, what specifically Blockchain is and what it is all about. There are varied definitions of this new 

technological term. Blockchain creates a decentralized and distributed ledger to store information in a block 

across many computers. These blocks are joined in a chain where each record a unique digital identity 

created by a special algorithm. (Rosic, 2013) Blockchain and Cryptocurrency have a direct relationship; as 

a matter of fact, it offers the base for managing transactions in Cryptocurrency, store and verify the 

information. (Hirsh, 2018) 

 

The sector particularly affected by blockchain is Finance. However, Blockchain Technology has also 

affected many facets of our lives and the way transactions are carried out. One of such is Digital Marketing 

and its entry in the marketing sector exploded the use of social media platforms especially for sentiment 

analysis.  

 

This paper aims to examine public sentiments and identify the main topics of discussion on twitter platforms 

about blockchain technologies in digital marketing. We believe that it will help businesses understand how 

blockchain technology can enable digital marketers to transform and fulfill their marketing objectives. It 

would also help marketing managers allocate resources better, reduce costs and improve business 

performance for their clients, with a better understanding of public sentiments. In this light, the questions 

below are posited for further research. 

 

Q1: What are the most frequent words used about blockchain technologies in digital marketing? 

Q2: What are the main topics (themes) discussed about blockchain technologies in digital marketing? 

Q3: What are the public sentiments about blockchain technologies in digital marketing? 

Q4: What are the relationships between themes or topics identified about blockchain technologies in digital 

marketing (Cluster Analysis)? 

Q5: What are the correlations between blockchain technologies in digital marketing themes identified? 

Q6: What are the trends in topics (themes) identified during the studied periods? 

 

The topics in the following sections include broader definitions of blockchain technology and digital 

marketing, current growth of blockchain technologies in digital marketing, how artificial intelligence (AI) 

is shaping the business industry during COVID-19, the role of blockchain technologies in digital marketing 

performance during COVID-19 and lastly, the possibilities or the future of blockchain technologies in 

digital marketing post COVID-19. 
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1.0 Literature Review 

 

1.1 Broader Definition of Blockchain Technologies and Digital Marketing 

 

The world's first blockchain, was accredited in January 2009 with the birth of the renowned Bitcoin, 

primarily known as a cryptocurrency network. (Kellerlynn, 2004) This new tool has made it much simpler 

and cheaper to transfer money digitally to everyone around the world without any intermediaries 

(Kellerlynn, 2004). Also known as a "distributed ledger", it protects against hacking, document alteration 

and fraud. This means that the data is protected by not being stored in a single location, hence distributed 

among all the users involved in a chain of transactions (Roberts, 2019). The word Blockchain can be simply 

broken into two terms as, ‘Block’ which means digital information and ‘Chain’ means a public database.  

The rapid development in technology has transformed the way marketers manage their Digital Marketing 

and Advertising activities to deliver customer experience (Klie, 2019). Digital marketing involves a bunch 

of tools and strategies such as social media, email, ecommerce sites, google ads. Search marketing is used 

to promote and sell goods or services online. One of the latest additions to this is the Digital Marketing 

toolbox. Companies such as IBM, Comcast and Amazon are some of the pioneers working on adapting and 

advancing Blockchain technology into Digital Marketing. (Klie, 2019) 

 

1.2 Current Growth of Blockchain Technologies in Digital Marketing 

 

The major implications of blockchain technology in digital marketing is actually happening in the domain 

of customer and advertising interaction. (Newman, 2019). Data of individual customers are used free-of-

charge on an everyday basis, and personal online footsteps are being tracked 100%. According to Juniper 

research, advertising losses were to reach $42 billion in 2019 and were predicted to be driven to reach $100 

billion by 2023. Blockchain came into action to provide transparency while serving ads and paying for the 

real human interactions on the ads, not automated traffic. (Pathak, 2020) 

 

Over the past two years, big players like IBM and Cathay Pacific Airlines have started implementing 

blockchain in marketing. (O'Leary, 2018) At IBM, the main usage of blockchain is to augment transparency 

and reduce costs along the advertising resources reallocation process and improve efficiency across the 

digital marketing supply chain. Whereas for Cathay, its implementation is manifested in a common 

currency in the airline industry - miles. It used the technology to improve the redemption and usage of miles 

across its business partners, allowing clients to fully consolidate different spending or earnings of miles, 

enhancing the “currency” properties of its miles. (O'Leary, 2018) 

 

Surveys from 2017 to 2019 show the number of companies and projects using blockchain technology in 

marketing has increased from 88 to 290. (Epstein, 2019) Those 290 blockchain projects are tackling five 

areas within marketing: Programmatic & Decentralized Advertising, Content Marketing, Social Marketing, 

Commerce, Data, and Management. Apart from the corporate-level actions, entities have also invested in 

HR regarding blockchain technology, with several companies seeing their workforce concentrating in 

blockchain at least doubled in a short period. (Epstein, 2019) 

 

1.3 How AI is shaping the Business Industry during COVID-19 

 

Trends have shown some new normal emerging technology evolution, on both the demand and supply side. 

The behavioral revolution of consumers regarding essential and non-essential purchasing has led to an 

almost entire restructuration of spending logic. (Jones, 2020) And on the supply side, because of the change 

of work environment and interaction model between individuals, the workforce and human capital have 

been redefined. (Accenture, 2020) Artificial Intelligence has indeed found a way for progressing itself into 

real life implication during this and has proved its potential.  
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AI, for example, allows and accelerates the spread and usage of unmanned manufacturing facilities, thus 

decreasing the on-site use of human labor and bypassing disease outbreak risk at manufacturing plants.  

Moreover, with investments slowing down and restricted access to capital during the pandemic, the 

recruitment of long-term human labor would make businesses less appealing and the allocation of the short-

term labor force would sound more rational. In such a situation, AI would help to take on the challenge of 

recruiting labor at an optional rate and quality. (François Candelon, 2020) With everything becoming online 

due to pandemic, AI makes consumer behavior patterns more comprehensible. (François Candelon, 2020) 

 

1.4 Blockchain Technology in Digital Marketing during COVID-19 

 

In businesses, the economic cycle, supply chain and sales are the major factors under consideration during 

the Covid-19. Here, the importance of logistics is not only linked to the distribution of goods to customers 

but also the raw materials supply chain and inventory. It appears to require a digital approach to digital 

modernization as the solution. To prevent a drastic reduction in sales turnover, various governments 

prepared a stimulus for Small and Medium Enterprises (SMEs) to survive by extending debt repayments to 

banks. Furthermore, the state helps to deal with complaints such as the sale of disturbed goods and others. 

As a result, SME stakeholders continue to adopt market strategies such that revenue remains stable. 

(Winarsih, 2020) SME stakeholders are expected to be able to make strategic, data-based business decisions 

and to be prudent in pursuing business finance management. 

 

Technology plays a significant role throughout the sustainability of business activities under current 

conditions. One case in point is the introduction of cloud-based computing by accounting software. It makes 

it easier for owners to securely track and view financial information at manageable prices. In addition, 

businesses now have access to systems that provide inventory, revenue, and expenditure monitoring, as 

well as workflow development that can save valuable time. Thus, it is possible to use cloud-based 

accounting services as an alternative for businesses to push their organization. To move SMEs to be part of 

the digital economic ecosystem, efforts must be made. It can be done by creating change and growth 

opportunities. It makes sense that people first relate banking, crypto-currencies and digital ledgers when 

thinking of blockchain. Blockchain, after all, is the infrastructure that supports Bitcoin, a currency that 

threatens to undermine its financial form. But what many do not know is that in other industries, too, 

blockchain has immense power to disrupt and solve issues. In our belief, one of the most promising fields 

is marketing and advertising. (Winarsih, 2020) 

 

Analysis shows that bots cost corporations more than $7 billion in damage alone in 2016 (Newman, 2017), 

but blockchain is about to make all that change. Since the chain is transparent and encrypted, advertisers 

can easily decide whether individuals watching their advertising are part of their targeted audience, saving 

millions in ad expenditure every year. To create trustworthy AdWords where users benefit from campaign 

auditing and cryptographically secure impression monitoring one company, and Chain, uses its own native 

token (Newman, 2019). In layman's words, businesses should ensure that they get the ads for which they 

pay 0. (Newman, 2019)  

 

During COVID-19 pandemic, Blockchain can play a vital role in Digital marketing and engage with 

consumers and employees. The key features and benefits are targeting the audience better and improving 

transparency. 

 

1.5 The Possibilities of Blockchain Technology in Digital Marketing Post COVID-19 

 

The COVID-19 disease pandemic has created a mandate for standard digital solutions to rise for the future. 

Not only healthcare but all sectors associated with human life, including education, business and research 

are changing the way these users operate. COVID-19 has digitalized the world and so the business models. 

(J.Barnes, 2020) From the past few years, the business world has seen a tremendous use of technology and 
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innovations to cater to the needs of its customers and enhance revenue generation. Virtual reality has 

become a part of many big businesses’ operations and fosters many small organizations. Customers interact 

with the online portal, and this experience is enhanced with VR. Online businesses, from buying to selling, 

supply chain management and every other operational aspect, now need digitalization (J.Barnes, 2020). 

With social distancing measures to become a part of our lives, the post-COVID era seems to have a dire 

need to accept technological innovations like VR, AI and blockchain. 

 

Social media like Facebook and WhatsApp have become platforms for business more than ever. The 

consumer interaction with online platforms has increased significantly, and so the data produced. The 

digital marketing technologies are evolving with the data as well (Jagdish Sheth, 2020). Lots of data are 

generated in the blink of an eye. Not all the data gets utilized, but most of the user data is stored, secured 

and shared when needed. When it comes to privacy and ethical considerations, it becomes imperative to 

ascertain data security and ensure no data-leakage to avoid any privacy violation. By eliminating the central 

server and allowing all nodes to have direct and transparent data, blockchain guarantees that digital 

transactions are secure. (Shi, He, Kumar, Khane, & Choof, 2020) 

 

Blockchain can give rise to a safe marketplace where people can willingly sell their data to a customer at 

an agreed price. This technology will ensure data transparency and security, and businesses can ethically 

use the seller’s data to strategize their work and can design marketing campaigns or conduct research to 

further build on their marketing strategies. (Ha, Kwon, Lee, Kim, & Shim, 2019) This will ensure 

satisfaction among customers as well. The personal data sensitivity issues can, thus, be resolved. 

 

Although blockchain technology seems to be very significant in the growth of businesses, the costs of 

implementation are high. The systems have specific requirements, need expertise and the legal system 

involving this is complex and evolving. In addition, the crucial thing to be taken notice of is that the 

intermediary entities that serve as the link between the larger companies will disappear. (Janssen, 

Weerakkody, Ismagilova, Sivarajah, & Irani) 

 

The types of data have also been expanded and varied due to the rapid growth in data sharing for business 

purposes. Text messages on digital channels such as Twitter, WhatsApp, Facebook, Instagram, etc., for 

instance, or video content on Youtube and the platforms mentioned herein. Emoji use has grown 

tremendously in the past few years. (Sheth & H. Kellstadt, 2020) Insights from these data are likely to 

influence the organizations' digital marketing strategies. 

 

Digital Marketing is designed according to the research based large chunks of data available via various 

modes, like website integrated analytics or via apps. The problem of data privacy and its ethical use persists 

much more than ever now. Many researchers have proposed different solutions to this. Blockchain, along 

with Artificial intelligence (AI) holds promise in making digital marketing more strategic and reliable in 

the post-COVID era. (Ha, Kwon, Lee, Kim, & Shim, 2019) (French, Risius, & Shim, 2020) 

 

2. Research Methodology 

 

The research methodology involves scraping, cleaning and analyzing data from tweets bordering on 

sentiments and insights about Blockchain Technology and Digital Marketing. Relevant keywords were used 

to scrape data off Twitter and stored as Comma-Separated Values (CSV) file. This file format was chosen 

because of its ease of storing large plain text data for extraction and analysis. In the following subsections, 

we describe in detail the processes applied in data collection and cleaning. 

 

 

 

 



80 

 

2.1 Data Collection Process and Techniques 

 

The advent of social media platforms has made available an unprecedented amount of data. People are 

constantly on the internet producing an enormous chunk of data every day. As a matter of fact, 2.5 

quintillion bytes of data are produced by humans every day and this number is expected to grow 

exponentially over time (Bulao, 2020). Social media platforms, which have become increasingly popular 

over the years, have contributed immensely to this data proliferation. On Twitter for example, 5 million 

tweets are made every day (Bulao, 2020). Twitter has become a place for people to share their sentiments 

and opinions concerning pertinent issues of socio-economic importance. The platform is so popular that the 

45th president of the United States of America, Donald J. Trump mostly took to it to pass across his opinions 

and sentiments on many subjects. 

 

Stemming from this, the data for this report was scraped off Twitter using Python TWINT library. TWINT 

- formerly Tweep, is an advanced Twitter scraping tool written in Python that does not require Twitter’s 

Application Programming Interface (API), allowing a user to scrape data such as followers, following, 

tweets, hashtags and more while avoiding most API limitations (Ranjith, 2019). 

 

The date range January 1, 2016 – November 17, 2020 was chosen for data extraction. This period was 

chosen to scrape adequate, unique tweets regarding public sentiments on Blockchain Technology and 

Digital Marketing. Additionally, Blockchain Technology became increasingly popular from 2016, with the 

worldwide acceptance of cryptocurrencies like Bitcoin and Ethereum, which are powered by Blockchain. 

The keywords of interest used for scraping data were “Blockchain Marketing.” The number of tweets 

collected was 50006. This was enough to study the sentiments the public has regarding Blockchain 

Technology and Digital Marketing. This data was collected in its raw form before processing them for 

further analysis. The next section elaborates the data cleaning process employed in the research 

methodology. 

 

Data Cleaning Process 

 

Data scraped from the Twitter platform were unstructured and consisted of a lot of clutter. Therefore, the 

data cleaning process was conducted using the full data set. Python based machine learning techniques were 

used in this process to clean the data set by removing unwanted data. 

 

Only English tweets were collected using a filtering system to avoid all tweets from other languages. Stop 

words such as ‘an’ and ‘the’, punctuation marks, white space, and non-ASCII characters such as emojis 

were removed from the data set. This was done using Tokenization technique that breaks the raw text into 

small chunks or words, and sentences called tokens which helps in recognizing the context or developing 

the model for the NLP (Chakravarthy, 2020). 

 

Furthermore, the data set was run through a normalization process and then duplications and retweets were 

removed. Normalization was used to process unifying words that should be identical but are written slightly 

differently (Brantner & Pfeffer, 2018). The most important procedure for normalizing words is called 

stemming and refers to the removal of inflectional endings of words so that singular and plural as well as 

different verb forms map to the same term (Brantner & Pfeffer, 2018). In this process, various forms of the 

same word such as, digital, digitalizing, and digitalized were removed by converting them to the key word 

digital. This was done using the Natural Language Tools from Python. 

 

Deduplication technique was applied to remove multiple occurrences of the same text or texts that are 

“exactly” identical (Brantner & Pfeffer, 2018). Duplicated text or ‘retweets’ were removed during the data 

cleaning process to ensure that only unique tweets are used in the analysis. During this process 50,063 

Tweets were scrapped, out of which 43,334 unique Tweets were used in the analysis. The next section of 
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the data presentation presents data analysis that includes word frequency, sentiment analysis, topic 

modeling, correlation, and cluster analysis. 

 

3.0 Overview of Data Analysis 

 

The researchers of this project have used multiple components of Python during the sentiment analysis 

process, in each of the sections standard libraries of different kinds and functions were imported and used 

as a module to process and visualize the raw data scraped from the internet. Among them, the Twint code 

package from Github is the upper architecture of this analysis. It serves as a main frame of combining the 

different libraries and sub-codes used for different segments of analysis. Twint is a twitter scraping tool 

that can be used without the limitations of API, which requires Twitter approval before scraping the tweets. 

(twintproject/twint, n.d.) 

 

3.1 Libraries used in the Data collection and Analysis  

 

Several libraries and python component codes were used and imported for the data collection and 

processing part of this analysis. Among them, TextBlob was used for processing natural language (NLP). 

Its main features are sentiment analysis, tokenization (splitting text into words and sentences), word and 

phrase frequencies count, etc. (TextBlob: Simplified Text Processing, n.d.). The output of using TextBlob 

was used by the researchers in building visualization methods like the word cloud. 

For generating an illustrative image of frequencies of different words appeared, WordCloud was used to 

show the relative frequency of words or expressions appearing from the scraped tweets. Words appearing 

the most are presented with bigger characters and bolder, whereas less frequent words are smaller and less 

centered in the picture. Besides, Pandas was also used to help build relations within data and labeling the 

vocabulary generated from the scraping (pandas, n.d.). To enhance visualization of analysis, libraries like 

Plotly were implemented to draw scientific graphing in representing numbers and facts. 

Laying under the structure of those raw data, Numpy, a common and fundamental component, was used 

for scientific computing. (numpy, n.d.) 

 

3.2 Analysis Conducted on Raw Data Collected 

 

WordCloud Analysis: by counting the number of times certain words appeared in the 'word pool' of scraped 

data and classing them with a size proportional to their frequency, word cloud function analysis provided 

the researchers with a straightforward idea of the mainstream vocabulary used by the audience in question. 

Theme Analysis: aims at classing themes arising from the outcomes of natural language processing, with 

the goal of telling what topics are discussed within the tweets provided. 

 

Sentiment Analysis: from the topics/themes extracted, sentiment analysis provides the nature of audience 

sentiment towards those topics, telling whether they mainly contain positive or negative sentiment, 

reflecting the overall attitude of discussion on the different themes, respectively. Also, it provides the option 

of showing whether the audience were debating on opinions or are laying the facts, partly reflecting the 

possible stage of an event. 

 

Cluster and Trend Analysis: cluster analysis classifies the data according to their properties and nature and 

shows the distance between different groups, showing whether the discussion is still centric to the original 

event or it has evolved into another set of debating/talks. At the same time, trend analysis shows the overall 

'popularity' of different discussed topics, showing an evolution of sentiment and possible focus change 

behind different events. 
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WordCloud Analysis 

  

Figure 1: Word Cloud frequent words used in the tweets 

 
 

In the WordCloud analysis section, most frequently appeared words were organized into a picture to show 

the relative frequency of each word in a visual manner. This will be helpful in determining the vocabulary 

structure of the industry with regards to blockchain technology and digital marketing. 

 

Among them, ‘marketing’ and ‘blockchain’ appeared the most, since they are the main keywords used in 

the data collection step, therefore its related analysis of frequency will not form a point here. 

 

“New”, from news articles retrieved from Google searches, it can be found that since 2017, some 

mainstream magazines were starting to publish about blockchain and its impact on digital marketing, 

especially like Forbes, which had two publishing concerning the topic in 2017 and 2019 respectively. Since 

the search period of the keywords spans from 2016 until 2020, it is obvious that the nature of such kind of 

innovation is still regarded as novel, and commentators still hold that view of it until now (Google searches 

under News for blockchain and digital marketing still yield lots of results from recent days and not so long 

before). It can be perceived that the implementation of blockchain in digital marketing is still undergoing 

quick development, and more creations are observed among industry peers.  

 

“Bitcoin”, there is no doubt that this word would appear as second largest, since Bitcoin was the biggest 

implementation of blockchain technology up to date since being created. What is interesting was the non-

english word “noticia”, which means “news” in Spanish. Spain has been one of the earliest countries in the 

world to start implementation of blockchain technology in the public area. “With all this in sight, Spain 

remains a uniquely optimistic example of welcoming declarations toward crypto and adoption cases of 

blockchain.” (O'Neal, 2018) 

 

For “Twitter”, it may seem the reason it appeared was because the data was scraped from the social media 

platform. In fact, Twitter CEO has said publicly many times that blockchain technology will be extensively 

used in Twitter to safeguard user and data privacy, making itself one of the largest single users of blockchain 

technology. (Compton, 2020) 

 

Sentiment Analysis 

 

Sentiment analysis is also known as opinion analysis or opinion mining. Sentiment analysis involves two 

main parts; the first is subjective analysis or subjectivity detection, and the second is sentiment 

classification. In subjectivity detection, the underlining text/tweet/or a message is comprehended to 

understand if it is an emotion, opinion or belief. It also helps to distinguish between the opinion and fact-
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based texts. Then, the second part is sentiment classification that helps to evaluate text polarity i.e, 

evaluating a sentiment as positive, or negative or may be neutral. (Carolina, Nunes de Castro, & M. 

Corchado, 2015) 

 

Public perception is a very important factor that helps to decide institutions and/or organizations about their 

new policies and marketing strategies. These have become much more important in the time of COVID, a 

pandemic that has affected everyone. Sentiment analysis is very significant in determining the emotions, 

perceptions, or opinions of the public about a topic of interest.   The data collected that does not involve 

numbers is difficult to comprehend but using the theme and sentiment analysis, data can be segregated and 

then relationship between the data themes can be identified.  

 

The data analyzed shows that the popularity float lies between - 1 and 1. Here, 1 refers to extreme positive 

and -1 is extreme negative. This means that among the data collected, most of the tweets are either in the 

neutral or in the positive zone.  

  

Figure 2: Polarity and Subjectivity Float 

 
 

 

 

Figure 3: Polarity and Subjectivity Sentiment Analysis 

 

 
 

 

The sentiment analysis for the themes identified are grouped into positive, negative and neutral. This 

analysis showed that 28486 tweets (56.9%) identified were neutral, 18273 (36.5%) were positive and only 
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3304 (6.6%) tweets were negative. These topics reveal that people mostly talk in a neutral or a positive 

sense about the topics. Sentiment analysis aids in polarity analysis and classifies text into polarity labels.  

Subjectivity sentiment analysis offers a thorough explanation of how to describe the data. It splits the data 

into opinion-driven tweets that are simply people's opinions, and the fact-based tweets include those based 

on truth or real results. The diagram below illustrates that among the tweets identified approximately 26000 

(52%) are facts based while approx. 24000 (48%) are based on the opinion of people who shared it. 

    

Sentiment Analysis for Topic Labels 

 

Figure 4 below shows the sentiments linked to each unique topic listed. It can be observed that most of the 

tweets under different themes are either neutral or positive. Few tweets are negative, and none of the topics 

have more than 20% of negative tweets. Bitcoin, Twitter, World and Digital, words have almost just 5% of 

the negative tweets. The words Marketing, News, YouTube and Cryptocurrency have most of the tweets 

which are either neutral or positive. It is no surprise that Cryptocurrency has a very high positive sentiment. 

This could be because Blockchain is the base technology for Cryptocurrencies and it is not uncommon that 

this term goes with tweets concerning Blockchain Technology. 

 

 Figure 4: Polarity Sentiment Analysis of Identified Topics 

 

 
 

Topic Modeling 

 

This is the next phase of the analysis and it describes the topics of discussion from the collected dataset 

based on percentages to identify the larger data patterns to help answer the research questions using a natural 

language process (NLP) embedded in analytical tools.  

 

Sentiments are attributed to tweets either by knowledge basis or using Machine learning algorithms. Topic 

modelling technique is utilized in both qualitative and quantitative research. In our research, to analyze the 

public sentiments about the emerging technologie like blockchain, topic modelling was done. We used 

Latent Dirichlet allocation (LDA) and python pyLDAvis package for modelling and identification of topics 

and category generation. LDA involves an automatic topic mining. (I. Nikolenko, Sergei, & Koltsova, 

2015) Different words are initially categorized by similarity assessment and then these texts are narrowed 

down into a set of topics. Top 30 most relevant terms for the 8 identified topics are shown in the figure. 

The topics of the LDA unstructured machine learning are finally selected based on these top words 



85 

 

segregated in particular patterns. The main top words identified are grouped into the following themes: 

Bitcoin, News, Twitter, Marketing, 'Cryptocurrency', Youtube, World and ‘Digital’. 

 

Top 30 most relevant terms for the 8 identified topics are shown in the figure. The topics of the LDA 

unstructured machine learning are finally selected based on these top words segregated patterns. 

  

Figure 5: The results of the LDA topic model based on eight topics  

 

 
 

 

Correlation Analysis 

Correlation analysis can be performed using the heatmap correlation matrix that is available in the seaborn 

library in Python. This helps to understand the level of correlation between selected topics in the data set. 

The correlation level ranges from +1 to -1 showing the degree of strength of the relationship between two 

topics. Zero correlation means there is no relationship, whereas +1 is a strong proportional relationship 

while -1 is a strong inverse relationship. 

   

Figure 6: Correlation matrix between topics  
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The correlation matrix shows several interesting, positive, and negative relationships among the topics used 

in analysis. The topic cryptocurrency shows some level of positive relationship with digital, news, Twitter, 

and YouTube. The underlying technology of cryptocurrency is blockchain technology, therefore this 

indicates that people are talking about the latest news or headlines of using blockchain technology in digital 

marketing platforms such as YouTube and Twitter. On the other hand, the topic ‘world’ is negatively 

correlated with the same set of topics - digital, news, Twitter, and YouTube. This reveals that the current 

situation in the world which means the COVID-19 pandemic has an inverse relationship with the 

transformation of the digital marketing industry. In other worlds people are talking about use of blockchain 

technology in digital marketing regardless of the current situation in the world. 

 

The literature supports this opinion by showing that the use of blockchain technology in digital marketing 

is the latest evolution in the digital marketing industry (Newman, 2019). It further explains that while 

artificial intelligence and analytics have arguably benefited business organizations more than consumers, 

blockchain in digital marketing may level the playing field by giving the power of data back to consumers 

themselves (Newman, 2019). This has been happening during the last couple of years and people are talking 

about it in a much positive tone with a promising future. 

 

Cluster Analysis 

 

The cluster analysis shows a clear picture about the techniques used to classify theme and topic analysis as 

shown in the figure below. Cluster analysis is conducted based on the research problems. 

 

As the figure below depicts the connectivity or relationship between the World and Digital among all other 

topics in the cluster analysis. The facts obtained based on the Digital created more information and data 

about the uses, advantages, and limits. It clearly depicts that digital emergence created in the world more 

development in IT, Medical etc. The growth of digitalization makes each nation economically and 

commercially. 

 

Digital makes an advance change in the future of the world in workforce and industrial development as 

well. To make clear, those which are going to vanish (lost the race against the machine). Clerks and 

administrative workers, or truck drivers, for instance. Those in cooperation with machines/algorithms (run 

with the machine). For instance, those professions, such as doctors/surgeons, that rely on cognitive and 

social capabilities. Those jobs that are entirely new or largely unchanged are (running faster than the 

machine or running a different race). Roles in the creative arts, for instance, are unlikely to be automated, 

as are new roles that require data and computer management. 

 

To move to a better environment, an estimated 26 billion tons of net avoided CO2 emissions from 2016 to 

2025 could be delivered by digital interventions in the industries we have studied. This is almost equal to 

the CO2 produced during that time by all of Europe. Ensuring that potential value can be realized and scaled 

means addressing challenges related to the acceptance of new, circular business models, consumer 

adoption, and digital technology’s own environmental impact. 

 

Building trust in the digital economy, usage-based insurance (UBI) could reduce the projected annual death 

toll from road accidents by more than 2 million by 10 percent by 2025, coupled with assisted driving 

technologies. It has, however, raised questions about the protection of data, security, and the ethical use of 

data. In an effective digital transformation, creating new standards of ethical conduct for digital technology 

and achieving higher levels of consumer trust will be crucial. 

 

Along with this, Digital clearly shows a relationship with Marketing, Bitcoin, and Cryptocurrency. Digital 

marketing is the latest version of marketing in the 21st century and its easy and quick. Digital marketing is 

the method of promoting a brand, a product, or a service through one or more forms of electronic media, 
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such as the Internet, mobile instant messaging, wireless text messaging, podcasts, online radio channels, 

digital television, and mobile apps. Digital marketing enables businesses to analyze their marketing 

campaigns in real time and figure out what works and what needs to be improved. This also changed in the 

transaction method, i.e., transaction runs in the form of Bitcoin and cryptocurrency, which is considered as 

a cashless method of transaction. 

 

Finally, the relationship between News, Twitter, and YouTube is understandable, where it is considered as 

a platform for News to deliver to the public. The platforms give every individual to express their facts and 

opinion about the world. This analysis clearly defines and connects the topic that is mentioned in the figure 

below. 

  

Figure 7: Cluster map of topics  

 
4.0 Research Implications 

 

4.1 Practical Recommendations 

 

Employers and entrepreneurs can look into employee training and development programs to improve their 

skills and knowledge on use of blockchain technology in digital marketing. It is evident that in the field of 
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digital marketing, after artificial intelligence and business analysis, the next biggest change is blockchain 

technology (Kazmaier & van Vuuren, 2020). 

 

Blockchain technology improves the transparency of the transactions on how advertisements are processed 

through the media supply chain, so that there is a clear track of every dollar spent on advertising (Mukhekar, 

2019) Therefore, we recommend investing in applications of blockchain technology in digital marketing. 

Especially, marketing and advertising firms or business organizations can make this an opportunity to be 

ahead of the game. Based on our cluster and correlation analysis, we found that this transformation is still 

in its early stages. But people are talking about it, researching, and applying it. Therefore, this is the peak 

time for investments on improvements and applications of blockchain technology in digital marketing. 

Educational institutes such as colleges and universities who offer digital marketing courses should consider 

including blockchain technology into their modules and courses offered. This may be helpful to attract more 

students and grab the attention of industry experts. Furthermore, they can conduct workshops and seminars 

for existing students to improve the student awareness about the latest changes in the marketing and 

advertising industry. We believe it is time to focus their research efforts on this topic so that everyone can 

benefit.  

 

In this rapid growing technology industry, learning never stops. We also recommend that professionals and 

employees in the marketing and advertising industry improve their skills and knowledge on blockchain 

technology which will come in handy in their career development and success. 

 

Finally, but most importantly, the use of blockchain technology in digital marketing is mostly beneficial 

for consumers than business organizations. Therefore, we recommend that the public community become 

more aware of this so that they also can regain their lost consumer power in the market. 

 

4.2 Theoretical Recommendations 

 

Overall, the analysis results of this research have shown that the interest in implementing blockchain-related 

technologies in digital marketing has only grown in the past few years, one part due to advancements in 

technology and computer sciences, on the other part due to diversifying marketplaces, generating more and 

more innovative business models and creativity in techniques of marketing. 

 

The study has contributed to updating the latest knowledge on what is the general direction among the 

application of blockchain-related technology regarding marketing online. Furthermore, given that the 

nature of most discussions online were facts and neutral tweets accounted for the largest proportion of 

sentiment, it possibly shows that commentators are mostly stating facts about blockchain technology. At 

the same time, neutrality of sentiment helps to more exploratory discussions, thus future research should 

instead focus on exploring the evolution possibilities of blockchain implementation in digital marketing. 

Besides, it can be observed and implied that a significant number of discussion participants are industry 

peers rather than end-customers, possibly making research that are inclined towards specific case study 

more valuable and meaningful. History has shown that many successful online business models were 

developed from thriving single cases (like shared-economy and social networks). 

 

At last, it is obvious that e-commerce growth was significantly more outperforming in Asia than North 

America and Europe in recent years, thus future research would be better positioned if they were wider 

geographically and multi-language (like including Chinese), potentially generating more solid results based 

on a wider population sample. 
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4.3 Study Limitations and Implications 

 

Research and analysis based on the Blockchain and Digital Marketing gives clear ideas about influence in 

Marketing, Bitcoin, Cryptocurrencies and Digitalization. The study also elaborates the expansion of 

Digitalization in every aspect of the Economy and development of each nation in the world. 

The current sentimental analysis has several limitations. Firstly, to get clean data to run and review the 

graphs that are delivered. Secondly, to collect much more opinion than facts, which clearly gives a challenge 

to delivering person. Thirdly, these analyses are done completely online, which gives a limitation to 

collaborate. Lastly, limits in the resources make the analysis run slowly. 

 

Conclusion 

 

The aim of this research is to explore the sentiments of the public about blockchain and digital marketing. 

The study revealed that the most common related words used, marketing, bitcoin, ‘blockchain’, ‘digital’, 

‘twitter’ and ‘new’. Sentiment analysis identified the public sentiments which were mainly positive and 

neutral; and negative sentiments were few. This leads to a conclusion that people have a strong opinion 

about blockchain related technology. The most commonly discussed topics were Bitcoin, News, Twitter, 

Marketing, ‘Cryptocurrency’, ‘Youtube’, ‘World’ and ‘Digital’. To identify the links between the identified 

topics and reveal the relationships, a correlation matrix was generated and Cluster analysis was carried out. 

The results indicate a positive relationship among the words “Cryptocurrency “and the terms, digital, news, 

Twitter and YouTube. It can be concluded that Blockchain holds a lot of potential in digital marketing and 

its implications should be investigated further. Public opinion and emotions related to these words can help 

generate market trends for industries and a strategy to rapidly and efficiently introduce new goods and 

products in the market. In the later part of the study, the practical implications of the research are provided 

and the study is concluded with the recommendations for the future researchers and educational institutes 

in the area of blockchain or digital marketing. 
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Abstract: 

 

Purpose: The purpose of the study was to explore the dynamics of the digital technologies and the digital 

divide among SMEs during SARS COVID 19 pandemic in Ghana. Methodology: The study employed a 

descriptive research design using a quantitative method for collecting primary data from respondents. A 

purposive sampling method was used to sample respondents in the SMEs industry in Greater Accra, which 

comprised of managers from 10 in SMEs industry; Zoobashop retail online store, Electroland Ghana, 

Superprice, Zongo Mart, Rmart Ghana Limited, Tonaton, Oxl, Franco trading enterprise, Freedies Corner 

enterprise, Ghlivery Ghana Limited. The study administered questionnaires using a close, open ended, and 

likert scale to collect data from respondents using digital platforms (email, google forms). The mode of 

administering the questionnaire was attributed to maintaining physical distancing protocols during the 

SARS COVID-19 pandemic. Findings: The research revealed that the factors that contributed to the digital 

divide of SMEs in Ghana was due to lack financial resources, high costs of data, and tele density in urban 

areas fueled by mobile technological penetration.  Also, it was revealed that digital technologies had a 

significant impact on improving SMEs financial, performance, overall cost and also facilitated the 

avoidance of physical contact of employees with their customers in order to enhance the safety protocols.  

The digital era offers enormous digital opportunities for SMEs value creation by transforming internal 

operations and merging with suppliers, consumers, and business partners for real-time information sharing 

and collaboration. Theoretical implications:  The study employed a Resource Based View framework by 

looking at SMEs resources (physical, human, or organizational, technological) in order to determine how 

SMEs can gain competitive edge by employing digital technologies if they have the outline of resources 

during/post SAR COVID 19-pandemic. Practical Implications: Necessary systems should be put in place 

to ensure that SMEs in Ghana, possess the requisite systems, and supporting staffs, to ensure that the vital 

technological infrastructure is always available, thereby ensuring an even operation of all business process 

of the digital technologies used by SMEs.  Post-COVID-19, SMEs would need to redesign their business 

operations with emphasis on improving their approaches/schemes taking into consideration crisis 

management and continuity of operations plans while looking at improving revenues using alternative sale 

channels. Social implication: This research sought to add to existing literature by determining the digital 

opportunities that can be harnessed to achieve maximum benefits and sustainability during the crisis 

management period. Limitations: The research results cannot be generalized on digitization in Ghana as a 

country at large as samples were collected from SMEs in the urban city (Greater Accra). Originality: As 

other researchers have authored scholarly research on digitalization, e-commerce and digital divide in 

Ghana at large, this scholarly work provides significant revelations on the dynamics of digital technologies 

and digital divide on SMEs during and post SARS COVID-19 pandemic in the Greater Accra Region. 

 

Key words: Digital divide, digital technologies, digital opportunities, digital era, SMEs 
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Abstract: 

 

The Covid-19 pandemic has increased an online culture that prioritizes the use of the internet in the digital 

era, which increases competition in the telecommunications industry. Therefore, every corporate 

communication of Telecommunication Company must maintain a positive company image for convincing 

stakeholders to keep trusting the company. This research aims to evaluate the implementation of a 

telecommunication company's corporate communication strategy in maintaining its image. The theory used 

in this research is building and maintaining the corporate image theory and the stages of impact evaluation 

on the program's implementation. This research uses a qualitative descriptive approach. Interview and 

observation are uses for data gathering. This research indicates that corporate communication has applied 

the stages of maintaining image to the public in the program implementation process. The company uses 

an exclusive and innovative image on Instagram and uses specific hashtags, #JaringanInternetStabil, 

#Fiberisasi, #TerusSebarKebaikan, and #MajuTerus. However, this campaign is not sufficient to fulfill the 

last stage of maintaining an image, changing the public's negative perception that is not mirroring the 

wanted company's image. Users experiencing difficulties caused by the slow internet network do not fit 

with the hashtag #JaringanInternetStabil. It can say that fallacies in choosing the hashtag, can produce a 

contra productive result. Based on this result, the company needs to improve its internet network to gain 

users' trust and switch the negative to positive image.   

 

Key words: Covid-19, digital era, corporate communications, image, pandemic  
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Abstract:  

 

This study proposes a conceptual framework for determining the influences of consumers motivation 

toward purchase intention on online product in Brunei. Nowadays, purchasing goods via internet is growing 

rapidly in the whole world and it gives confidence to researchers to explore what factors influence consumer 

see at the time of purchase goods via online. However, this study argues that the driver of the motivation 

on consumer is yet to be fully identified due to lack of studies that investigate the specific influence as a 

separate phenomenon and has not been tested in Brunei yet. Therefore, this study analyse the Uses and 

Gratifications Theory and Theory of Trust, to develop the understanding of consumers motivation and 

intention to purchase on online product. The aim for this study is to explore the consumers motivation in 

Brunei such as social media, online customer reviews, social influence and website design/features. This is 

to examine whether they have relationship between purchase intentions on online product. The data will be 

updated by quantitative method where the expected sample will be in small size with expectations of 250 

participants in Brunei in order to test the effect of variables. This study provides further insight for future 

researchers who will benefit to study consumers motivation in the e-commerce and social commerce, which 

may assist business managers advance their decision-making quality in developing markets. 

 

Key words: Consumer motivation, purchase intention, trust, U&G theory  
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Extended Summary: 

 

COVID-19 pandemic has not only created health threat for everyone but also intensified the uncertainty of 

survival of every business organisation around the world. It is because stakeholders of various organisations 

were never habitual with the changes of business operations due to lockdowns, social distancing rules and 

other aspects due to the COVID-19. Hence, the business sales of the business organisations were 

tremendously hampered while supply of products and services were also disrupted alarmingly (Fabeil, 

Pazim, & Langgat, 2020). Furthermore, many businesses either small, medium or large were enforced to 

close because of government ordinance (Kaushik, & Guleria, 2020; Shammi, Bodrud-Doza, Islam, & 

Rahman, 2020). As a result, many business owners specially the owners of the small and medium enterprise 

(SME) were closed down while many of them survived with tiny profit or without profit (Shammi, et al., 

2020). This scenario has been common in many poor and developing countries where the government 

financial and other supports for the business organisations never reach on time if natural or other disaster 

happened (Shafi, Liu, & Ren, 2020). In this respect, Bangladesh is one of the fastest developing countries, 

which was enjoying an exponential growth of 8.15%, however, due to Covid-19 would be slowing down 

to 4% (Economist Intelligence Unit, 2020; Khalil, 2020). It is because many businesses in Bangladesh have 

been closing down or struggling to stay competitive and profitable due to the pandemic now (Hossain, 

2020). In this respect, the main victims of the pandemic are the SMEs in different countries including 

Bangladesh where government support for these organisations is too small to make solid contribution (Khan 

and Newaz, 2020; Goodhart, Tsomocos, and Wang, 2020;). Moreover, many SMEs do not get even any 

support from the government due to the bureaucratic issues that is more complicated when the owners are 

females. However, many SMEs have been able to survive while some of the SMEs are doing well due to 

the technological and other solutions applied to keep business operations continued during new normal 

period (Daily Star and LankaBangla Finance Limited, 2020).   
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However, the numbers of the female entrepreneurs of SMEs have seen a dramatic increase in recent years 

in Bangladesh but this growth has been interrupted for the COVID-19 pandemic. Many potential women 

entrepreneurs do not dare start a business venture. Furthermore, they do not any get support or 

encouragement from their family and other sources to start a business in this period even though many of 

them are economically solvent. Therefore, it is urgent for the researchers and academicians to explore the 

solutions that could not only be useful for existing female owners of SMEs but also for the potential SME 

entrepreneurs to start something great and survive successfully (Phillipson, et al., 2020; Fabeil et al., 2020). 

Thus, it has been a significant area of research to explore particularly in the context of Bangladesh, a 

developing country since no similar studies conducted so far in relation to the female entrepreneurs to shed 

light on what challenges they are currently facing and how they are overcoming.  

 

The questions therefore underpinning this study are: 

 

- What are the challenges being faced by female SME entrepreneurs in Bangladesh during Covid-19 

Pandemic? 

- How do female SME entrepreneurs perceive these barriers can be overcome? 

 

To explore the questions of the study, we employed a qualitative approach as it facilitates to gain a deeper 

understanding of a phenomenon from the respondents (Saunders et al., 2012; Sutton & Austin, 2015). 

However, the convenience and purposeful sample method was used to include female entrepreneurs who 

have experience of surviving during this COVID-19 pandemic and expressed to participate in this study 

maintaining social distancing and other ethical rules (Suri, 2011). However, we interviewed 20 female 

owners/managers of the SMEs from 2 major cities in Bangladesh. It took around 2 months to conduct the 

interviews, which were transcribed immediately after every interview. All the transcripts were sent to the 

participants to confirm their opinions in respond to the questions. In the development of the themes that 

best fit the research questions, we identified the threads for the coding process so that we could develop the 

categories, which provided the basis to create the themes for the analysis and discussion.  

 

The results reveal that the pressure from neighbors, keep up with government orders, misinformation and 

confusion, lower sales, lack of government fund and expensive technological integration act as the 

challenges for the female SME owners in Bangladesh. In this respect, self-motivation, family members” 

support, social media, digital payment systems/wallets, remote working strategy adoption, communication 

and training have been solutions for the female SME owners to overcome the challenges derived from the 

COVID-19 pandemic. This study would be first in the academic research particularly relating to the female 

SME owners reveal the challenges faced by those owners and outline the solutions they found to survive in 

such a unexpected new normal.  
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Extended Abstract: 

 

Historically, a woman creates a home, raises children, cleans the house and cooks, and a man acts as a 

breadwinner: he works and earns money. But times are changing and women want to be more independent 

of men. At present, life is much easier than it was before: you can hire a nanny to raise children or send 

them to kindergarten, you can order dinner at a restaurant or hire a cook, and to clean the house, you just 

need to call a cleaning company. Now that there are more opportunities, women are starting to develop 

themselves in business. 

 

In our work, we would like to highlight three main problems that women entrepreneurs face. Let's start with 

the first problem that every working woman faces the balance between career and family. The balance 

between family and work is quite difficult to maintain, since an adult has a huge responsibility not only for 

the company, but also for their children. Recently, the corporate culture has started to change and women 

have more opportunities. There are benefits, such as vouchers to children's camps, New Year's gifts, 

sanatoriums, and so on, which in many ways makes life easier. 

 

The second problem that we would like to address is the difficulty of creating connections. The presence 

of useful acquaintances is quite important when creating a business. About 48% of female entrepreneurs 

say that they lack the support of mentors, which limits the growth of their company. Since men have the 

last word in business circles, it can be difficult for women. The only correct solution to this problem, which 

we see, is communication and avoiding stereotypes on the part of both sexes. 

 

The last issue we would like to address is that women are not taken seriously. Some employers still do not 

want to hire women. We do not deny the fact that there are such professions that women are most likely not 

to cope with. For example: mining work or construction work. Perhaps this is why women entrepreneurs 

are often not taken seriously ( or women are often not taken seriously when starting a business). Men do 

not want to recognize their authority, and businesswomen have to constantly listen to someone's negative 

comments. To overcome this difficulty, it is necessary to develop self-confidence, to fight with poor self-

esteem. This often requires the help of a mentor. 

 

Women in recent years, when starting their own business, choose social entrepreneurship. According to the 

calculations of Opore of Russii and NAFI, the share of women in this field is one and a half times higher 

than in the classical commercial business. According to the Ministry of Economic Development, thanks to 

the projects launched by women, more than 2,500 jobs have been created, of which almost 10% are jobs 

for people with disabilities. 
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Based on the Mastercard Index of Women Entrepreneurs rating for 2017, it can be concluded that despite 

the fact that Russia ranks 4th in the "top 10 countries with the largest share of women among entrepreneurs" 

and the share is 32.6%, Russia is not included in the "top 10 countries with the best conditions and 

opportunities for women to succeed in business", which cannot be said about the United States. In the first 

given rating, the United States takes the 10th place, and in the second -the third place. "Initiative and 

ambition should be the main motivations for women to start their own businesses. And while there may be 

widespread prejudice about women's roles and occupations, we will do everything necessary to create the 

conditions and strengthen the foundation for personal and economic growth, " commented Martina Hund-

Mejen, Mastercard's Chief Financial Officer. From this study of the Mastercard Index of Women 

Entrepreneurs rating, it can be concluded that in the countries with the most favorable conditions for doing 

business, there are more people who voluntarily enter the business sphere. And in countries with a less 

favorable environment, as in our country, doing business is most often due to financial problems. 

 

To date, according to Forbes magazine, we have found information that the bank "Otkritie" in 2019 

according to the program" Woman in Business " provided loans totaling 3.2 billion rubles. This shows that 

Russia has started supporting women entrepreneurs in small and medium-sized businesses since 2019. And 

we can add that microfinance statistics around the world show that among women entrepreneurs, the level 

of credit default and the level of overdue debt is lower than among men. 

 

Based on the above statistical facts, it can be concluded that women face serious problems when starting a 

business and, unfortunately, go into their business for the sake of earning money, but in any case remain 

successful, thereby showing the gender difference is not relevant in the modern world. 

 

Key words: Women, entrepreneurship, opportunity, inequality, leader 
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Abstract: 

 

The purpose of this paper is to delve into the motivations and challenges women entrepreneurs face in 

operating their business in developing country such as Ghana. Methodology: The qualitative research 

method was used to explore the motivating factors and challenges of women entrepreneurs. Purposive and 

snowball sampling was used to select the women entrepreneurs. Findings: The result show that factors such 

as freedom, job dissatisfaction, flexible working hours and job creation are found to be the drivers of women 

entrepreneurship in Ghana. The most important challenge is the inability to access funding for their 

business. Theoretical implications: This study seeks to contribute to existing literature based on the Need 

Achievement theory and the pull and push theory. Practical implications: The result of this study provide 

practical implication for women advocates to encourage women entrepreneurs to access financial assistance 

from the cooperatives or financial institutions to start their business since lack of fund is their main 

challenge. The relevance of this study is for policymakers, the business communities, and stakeholders in 

Ghana to improve the capabilities and competencies of women entrepreneurs in order to promote gender 

equality in the business environment and also support women entrepreneurs in terms of funding.  Social 

implications: This study brings implication to policymakers, the business communities, and stakeholders to 

improve the capabilities and competencies of women entrepreneurs by organizing training activities in order 

to promote gender equality in the business environment and also support women entrepreneurs in terms of 

funding. Limitations: This research is limited to the scrutiny of selected women entrepreneurs in Accra, 

Ghana. Therefore, the result of this study cannot be generalized to the entire population of women across 

the globe. Originality:  This study is one of few studies aimed at looking to the motivating factors and 

challenges of women entrepreneurs in Sub-Saharan African context.  

 

Key words: Motivation, Challenges, Entrepreneurship, Women and Ghana 
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Abstract: 

 

Siti Alia and her friends established De Cyber Hotel in January 2019.  It was incorporated as a Malaysian 

private limited company in Cyberjaya, Selangor. Siti Alia has been appointed as the manager and was 

responsible for managing the hotel's day-to-day operations and its financial matters. As a new budget hotel, 

it was quite difficult to compete with other established hotels. De Cyber Hotel used brochures and word-

of-mouth technique for its promotion activities and was mainly depending on walk-in guests. Siti Alia knew 

that she had to take immediate actions in order to ensure survival of the hotel during the pandemic COVID-

19, and could not depend on walk in guests anymore. Hence, with the aim to increase the rate of occupancy 

and its revenue, on 27 March 2019 De Cyber Hotel management decided to accept offer from ABC Digital 

Booking in implementing digital booking mechanism and form a partnership for at least a year. ABC Digital 

Booking provided online system to enable listing and booking of budget accommodation and had partnered 

with hotels to give similar guest experience across countries. After working and collaborating for one year 

with ABC Dgital Booking, Siti Alia had to decide whether De Cyber Hotel should continue its alliance with 

ABC Digital Booking or not. Hence, she had to think thoroughly and need to consider the advantages and 

disadvantages as well as the the impact of her decision on the business. 

 

Key words: digital booking, hotel, strategic alliance, risks, business survival 
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Abstract: 

 

Quarantine measures taken by governments worldwide to minimize the spread of COVID-19 pandemic 

have seriously affected almost all sectors. Education systems, mainly higher education, have been no 

exception as both public and private institutions all over the globe have been forced to take unprecedented 

actions, among which distant learning. Being part of the global landscape, Morocco has also resorted to 

online platforms as an alternative for in-person classes, with the hope that these new means of delivery 

would convey courses and lessons to university students. Thus, different online platforms have been used 

due to various factors. Drawing on questionnaire, semi-structured interviews with university teachers, the 

present paper seeks to shed lights on the main modes of delivery used by teachers to address their students 

during the lockdown and afterwards. It also explores the motives behind the choice of a certain platform 

over another and teacher’s evaluation of distant learning outcomes at Chouaib Doukkali University. The 

sample included teachers from the three faculties. Based on the obtained data, the paper also discusses the 

main challenges that have been encountered by both teachers and students when using distant learning. 

Findings reveal that the inability to afford Internet access and lack of electronic gadgets along with both 

teachers and students training to use such platforms have been among the focal difficulties reported.  

Technical problems due to the Internet connection and disciplinary issues on the part of some students have 

also been reported as an impediment to good delivery of lessons. In light of these reported challenges, some 

implications and take-away lessons are discussed with the hope to improve mechanisms for online delivery. 

 

Key words: COVID-19 pandemic, higher education, distant learning, university teachers, online platforms, 

challenges 
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Abstract 

 

Crises happen unpredictably and are caused by many. The world is facing pandemics which ruin most 

businesses in many sectors of various sizes. Batik, as one of the world heritages proclaimed by UNESCO, 

was also attacked by this pandemic. There are individual, small, and medium businesses as a network that 

produce batiks for local, national, and international customers. They all face volatility, uncertainty, 

complexity, and ambiguity (VUCA) for a year and more. This research aims to analyze the pandemic's 

impact and the communication strategy of Batik SMEs in responding to crises. This research uses a 

qualitative approach. Data collection are implementing interviews with small and medium batik producers 

and field observation. This research uses secondary data gathered from government official websites, online 

media, and social media. The findings show that most artisans and small enterprises suffer and need help 

from the government or companies through their social responsibility programs. Medium enterprises are 

more agile and survive. They maintain the network to get an order; therefore, the artisans and small 

enterprises can produce the product. Besides conventional ways in marketing, they shift the strategy to 

engage with customers through social media. The use of social media, especially Facebook and Instagram, 

is understood not only for marketing but also for public relations purposes. The findings suggest that there 

are two main communication strategies, which are communication to producers and customers. To the 

artisans and producers, informal and direct contact are considered more effective. They also use local 

wisdom as "gotong-royong," which means working together to achieve a common goal, and "family basis" 

as values to survive and help each other. To the customer, they use informal and mediated communication. 

Mediated communication means using social media for mediatization. In this communication, interaction 

arises in the comment or direct message, improving engagement for a particular case. Some of the SMEs 

have a digital team, while others do it by themselves. To be sustained, a shift to digital is a must and further 

develop it in the future. 

 

Key words: batik, business sustainability, communication, crises, SMEs 

 

 

BACKGROUND 

 

More than a year since Indonesia President, Joko Widodo, announced a positive case of Covid - 19 on 

March 2, 2019, the Covid - 19 pandemics have not yet ended, and as of March 16, 2021, confirmed positive 

cases of Covid - 19 totaled 1,430,358 people. The government has taken various policies to overcome the 

Covid-19 Pandemic, the Large-Scale Social Restrictions. However, the implementation of this restriction 

has hampered economic activity and impacted financial turnover, especially for small and medium 

enterprises, SMEs. The Covid - 19 pandemic does affect the health sector and the tourism, economy, and 

education sectors. This crisis force SMEs to face volatility, uncertainty, complexity, and ambiguity (VUCA) 

for a year and more. 
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SMEs have a strategic role in economic growth in Indonesia. Their business units reached 64.19 million or 

equivalent to 99.9% of the total business units in Indonesia. SMEs also absorb  up to 97% workers. This 

also the most significant contributor to GDP at around 60%. In Central Java, there are also 4.1 million 

businesses, of which 3.7 million business units are micro, 354,884 are small businesses, 39,125 are medium 

enterprises, and 3,358 units are large businesses. MSMEs are also one of the economic sectors with 

resilience in various situations, especially during the global financial crisis that hit Indonesia in 1998.  

SMEs, which are usually in the form of individual businesses with private venture capital sources, have not 

had direct contact with the domestic financial sector, let alone global. (Pratiwi, 2020) As the most 

significant contributor to the economic sector, if SMEs collapse, it will result in high unemployment and a 

decline in economic growth. According to data, as of November 2020, 50% of SMEs have closed their 

businesses, 88% of micro-businesses do not have cash and savings, and more than 60% of micro and small 

businesses have reduced their workforce. The Provincial Government of Central Java reported that as many 

as 26,568 SMEs in Central Java were affected by COVID-19. The Head of the Central Java Province 

Cooperatives and SMEs Office said that SMEs engaged in food and beverage, fashion, handicrafts, trade, 

and services were the most affected. As a result, as many as 86.2% of micro and small enterprises 

experienced a decline in income and faced constraints from falling demand.  

 

The drop in demand for shopping for SME products is due to the low level of public awareness to keep 

shopping during the pandemic. The survey shows that 52.5% of the productive age people in Central Java 

believe that keeping shopping at MSMEs during the pandemic is unnecessary. During the pandemic, the 

spending intensity of respondents, where 43.6% rarely shop, and 12.7% never shop at SMEs. The 

contribution of household consumption plays a significant role in Central Java's Gross Regional Domestic 

Product (PDRB), which in the last five years has reached an average of 56.2% based on data from the 

Central Java Province BPS. The government has pursued its role through the National Economic 

Development program to improve economic growth in Central Java. However, the role of the government 

is not enough. It takes the part of the community as consumers to support the economic cycle during the 

pandemic by keeping shopping and prioritizing shopping at SMEs. The hope is that the most considerable 

portion of the increase in consumption will come from the middle to upper class. 

 

Solo is one of the cities in Central Java that has become the center of Batik SMEs which also affected by 

the pandemic. Batik received world attention when UNESCO announced it on October 2, 2009, as an 

Intangible Cultural Heritage (ICH) or Intangible Cultural Heritage trial in Abu Dhabi. Since then, the Batik 

business has developed very rapidly. However, the challenges experienced are also very many and varied. 

There are some problems that Batik faces. The problems identification arise issues that should be solve, 

which are  

- the batik printing industry,  

- the entry of batik produced by entrepreneurs in China,  

- the time consume for traditional batik process,  

- the waste of the Batik process,  

- The water used in the batik process which is not environmentally friendly. 

 

The raising of the batik industry caused some multiplier effects to economics and socio-cultural in 

Indonesia. In many areas of industry, the banking role has always been the man behind the scene. The 

banking role in Indonesia also gives some encouragement and is part of batik industry development. Some 

banks have created many national events to encourage SMEs in the batik industry to market their product 

internationally. Steelyana (2012) explained through comparative analysis based on export value from batik 

industry, domestic use of batik, batik industry development, and microcredit or loan from the banking 

industry to SME in batik industry. Furthermore, many people wear batik to show how they do appreciate 

and belong to a culture. Batik also gives other spirits of nationalism which represent Batik National. The 

role of batik in international diplomacy and at the world level gives significant meaning for batik as a 

commodity that preserves Indonesian culture. A piece of batik cloth embodied socio-cultural and economic 
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values that maintain the dignity of a nation. The work of Borshalina (2015) shows that the batik selling 

price becomes higher as it uses environmentally friendly natural coloring materials managed or anticipated 

in inclining quality that the consumers could accept. 

 

In various challenges and economic hits resulting from the health crisis that also attacked Batik SMEs, this 

study examines how Batik SMEs in Solo can defend themselves and maintain their continuity during a 

pandemic. 

 

FRAMEWORK 

 

In the perspective of the science of communications, the socio-cultural realm presents symbolic 

convergence theory/ SCT, and in the psycho-cultural domain presents communication accommodation 

theory/ CAT.  Both of them are constructivist paradigm theories that can be applied to seek the reversible 

relation. Such views are suitable to be implemented as the basic theory for this research. Symbolic 

convergence theory explains that communication leads people to have shared meanings. Communication 

accommodation explains that people accommodate each other when they communicate.  

 

Communication Accommodation Theory 

 

The present interaction and communication among parties can be analyzed through the accommodation 

communication concept developed Communication Accommodation Theory (CAT) (Cindy Gallois, Ogay, 

& Giles, 2006). The CAT stresses that each party's identity influences present communication interaction 

among different parties in watching his group or other parties.  Motivation referred to such interaction will 

not be based on the mutual interest and objectives, but it can visualize the narrow and limited group interest. 

The CAT identifies such matters through communication symbols such as words, jargon, and non-verbal 

communication symbols so that it can see social distance and collaborative presence within present 

communication.  

 

The basic strategy of the CAT is convergent and divergent. This strategy is depended on the availability 

and motivation of the communicator to share the similarity (convergent) or the other way around (divergent) 

(Gallois, Giles, Jones, Cargile, & Ota, 1995). As the impact of the chosen convergent and divergent strategy, 

positive or negative assumption and stereotype of other parties will be built that finally determine the 

conductivity or dis-conductivity of collaboration among parties, in case the cooperation is conducted. 

 

Specifically, the current communication strategy includes Approximation strategies: a communication 

strategy ultimately the similarity of communication characteristics for self-adaptation and to keep closer 

the social distance among the two parties; Interpretability strategies (a strategy to understand the level of 

skill and competency to communicate with other parties, by reducing the spoken complexity and an effort 

to improve clarification of message forwarded); Discourse management strategies: a strategy to understand 

the needs and the pleasure of parties involved, such as topic that is understood and pleasant for both parties 

and understanding other perspectives; Interpersonal control strategies: a strategy as an effort toward 

position similarity without highlighting the more dominant position of any party and more powerful 

comparatively with other parties (Gallois et al., 1995). An accommodative communication strategy can 

bridge differences among different parties and develop harmonious cooperation by sharing similarities and 

sincerity to understand and respect the other party.  

 

Symbolic Convergence and Fantasy Theme 

 

(Bormann, 1972) conducted a study concerning the group using some techniques, including content 

analysis, interview, notes, sound-recording, and pictures. Furthermore, Bormann developed symbolic 

convergence theory. Symbolic is used to refer to languages, fantasy, and some real symbols (as the opposite 
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of material and social). The word convergence is used because the basis of the theory is to describe the 

dynamic process of group fantasy communication, which is shared to build mutual understanding of the 

unity of the symbolic world of communication participants.  

 

(Cragan & Shields, 1995) indicated that SCT differentiated symbolic reality and perspective of social reality 

and material reality. The symbolic reality such as ideography, ideology, orientation, and vision. Meanwhile, 

social reality such as hierarchy, position, and role in material existence such as objects and goods.  

 

Then, the SCT is used in some contexts of communication tradition. In each context, the SCT provides a 

theoretical description of the effect of fantasizing during the communication process within consciousness-

creating, consciousness-raising, and consciousness sustaining. There is more than one concept of a fantasy 

theme in the process of convergence, a so-called rhetorical vision. The term rhetorical is chosen because 

imaginative rhetoric becomes a mutual fantasy that produces a more prominent symbolic structure. Vision 

is determined as a name because the rhetorical system is the scope of other visions, such as an excellent 

landscape perspective. Further research needs a unique method to study the process of fantasy sharing. Such 

a process occurs in media, text, historical documents, and audience situations. 

 

Some characters of SCT, among others, are full of dramatization so that the communication process is 

capable of creating and defending the awareness of community, group, and organization. The SCT also 

uses imaginative language besides developing fantasy that is understood and becomes part of the rhetorical 

vision. The SCT describes how group or community awareness is formed, developed, and defended (Cragan 

& Shields, 1995). Another characteristic of SCT is to put audiences in the middle of its communication 

paradigm.  Thus, the SCT shows places of meaning, emotion, value, and motive of action thus in a message. 

The SCT also indicates that the message is mutual creation with audiences. This theory can explain that 

fantasy communication can create awareness involving meaning, emotion, motive, and value. The 

superiority of SCT is laid on the knowledge to place fantasy-sharing and fantasy-chaining – whenever they 

are combined with the ontological condition on fantasy – as a power to predict the capacity of human 

actions. 

 

METHODOLOGY 

 

This research applies a qualitative approach to explore deep strategy, practices, and communication 

processes in Batik’s SMEs during the crisis, particularly Pandemic Covid-19. The four participants are 

selected in this research by considering the variation of their role in SME networks. The two participants 

are business owners; meanwhile, the other two are distributors. The sampling technique used is the 

maximum variation sampling technique (Creswell, 2014). 

 

Data is gathered by conducting interviews with key resource-persons at each SMEs. Interview guidance is 

made based on an inductive approach. Questions proposed to resource-person are designed for general and 

open concerning how strategy and communication practices are applied during pandemic Covid-19, which 

will then be explored deeply in detail (Creswell, 2014). Interviews were taken from February to April 2021, 

for each resource-person took about 90 minutes. All interviews are recorded as audio under the agreement 

with resource-persons.  

 

The whole records were then transmitted into a written document which then is coded using the theoretical 

frame of communication accommodation and symbolic convergence. The two researchers conducted 

coding and analysis separately to ensure inter-rater data validity. The final form of such coding is then to 

be compared and discussed for gaining agreement on the relevant theme of data observed. Thematic 

descriptive analysis was used to analyze the meaningful theme (Berg, B. L., 2017).   
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RESULT AND DISCUSSION  

 

Batik SMEs Network 

 

In Solo - Central Java, most Batik SMEs run into two business models; family business SMEs and supply 

chain from individual artisans to the medium enterprise as reseller and management. The family-based 

Batik SMEs or Batik houses usually have been running for decades and inherit from generation to 

generation, both the family who manage the business and the inhouse artisans who work for the family. In 

this case, the production and the business development entirely depend on the Batik house owner and the 

in-house artisans’ work based on the house directions. Some of the Batik houses quite advance in 

developing their product design and creating new Batik patterns. However, some others prefer to keep their 

product line based on classic Batik patterns, and most others would just follow the market trend set by the 

big Batik enterprise and fashion designers. 

 

The supply chain model in Batik the medium enterprise as resellers buy the Batik from individual artisans 

and sell to the market. In terms of product and business development, they depend on the general market 

trend. Since they just follow the market trend, both resellers and the artisans do not have a clear direction 

on developing the product. 

 

The collateral damage caused by the pandemic also affected the Batik SMEs, where the buying power from 

the market declined significantly in the three quarters of 2020. There are three main reasons for the declining 

market demand: first, the customers felt they didn’t need to buy new Batik for office or other events. 

Second, the quarantine protocols prevented the customers from going to the market to buy the Batik. The 

decrease of customers’ purchasing power because of salary adjustment and work lay-off occurred.  

The pandemic situation needs a fast strategic response from all of the business players to adapt and survive. 

However, most Batik SMEs are not ready to cope with the external crisis that impacted their business. 

Further on the pandemic impact, most artisans and small enterprises suffer. Therefore, they need help from 

the government or companies through their social responsibility programs regarding providing a capital 

loan or grant and knowledge in business, marketing, and communication strategy development to be more 

agile and adaptive to survive in any situation. They need to maintain the network and apply an effective 

marketing and communication strategy to get a demand from the market; therefore, the artisans and small 

enterprises can produce the product.  

 

Marketing Strategy 

 

Batik SMEs in Solo have been applying conventional marketing and some SMEs also already applied 

digital marketing strategy in the last few years prior to the pandemic. In conventional ways they market 

their product through their own stand-alone Batik store in the traditional and modern market, supplying to 

the bigger department store, joining the on-ground marketplace event and exhibition, while some resellers 

did direct marketing in their own community. In the pandemic situation, these strategies were muted 

because of the health and quarantine protocols. The conventional activities gradually started to return to 

normal in the fourth quarter of 2020 with limited participants in some small on-ground exhibitions.    

 

The digital marketing strategies applied by some Batik SMEs prior to the pandemic were simply joining 

the digital marketplace or any other ecommerce platform and utilizing social media such as Facebook and 

Instagram. Even though the digital platform usage was not quite effective since they weren't really aware 

of its features and lack of knowledge in digital marketing strategy. 

 

It took a few months of the early stage of the pandemic for them to figure out how to maximize the usage 

of digital marketing platforms. The situation had encouraged them to totally shift their marketing strategy 

to digital. They started becoming more interactive to increase the engagement with the customer through 
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maximizing the social media features in the second quarter of 2020. Some of them managed to combine 

hard selling and how to build better customer relationships in their social media post’s content.  Facebook 

and Instagram are now understood not only for marketing but also for public relations purposes. Beside 

Facebook and Instagram, they moved their direct marketing activity to WhatsApp group to offer their 

product. 

 

Communication Strategy 

 

The findings suggest that there are two main communication strategies, which are communication to 

producers and customers. To the artisans and producers, informal and direct communication are considered 

more effective. As mentioned in the discussion, both Batik house or individual artisans are more passive, 

they receive requests and direction on the design from SMEs - their employer or reseller. The SMEs and 

the artisans not necessarily have the agreement on certain ideal products, but they have the same interest in 

producing the product. This condition is in line with CAT that emphasizes that interaction is not based on 

mutual interest and objectives, but it can visualize the narrow and limited group interest. 

 

Prior to the pandemic the SMEs and artisans met in person and had a direct contact to brief and discuss for 

achieving mutual understanding about the product to be produced. This common practice also shifted to 

digital communication through WhatsApp text or video call, which caused an understanding gap between 

them. The SMEs need to be able to craft a concise and clear message to be delivered to the artisans. As 

CAT stated that an accommodative communication strategy can bridge differences among different parties 

and develop harmonious cooperation by sharing similarities and sincerity to understand and respect the 

other party.  It can be highlighting that interpersonal and intergroup communication in direct 

communication is easier to accommodate than mediated communication.  

 

The Batik SMEs network is more robust than before pandemic because of their understanding of this global 

crisis. Based on this understanding, they have a common business struggle situation and uncertainty about 

their future business. However, this challenging time raises togetherness and willingness to support and 

help each other. They believe in the local wisdom of the spirit of togetherness called "gotong royong." It 

means working together to achieve a common goal. 

 

Furthermore, this local wisdom becomes a value that they carried on to survive. Another local wisdom 

inherent in their business activities is "family basis" as deals to stay and help each other. They treat each 

other as a family. In the perspective of local wisdom, the family is bound to take care and help all family 

members survive. Understanding how Batik SMEs sustain during a pandemic can draw fantasy themes 

based on symbolic convergence in the SMEs' communication network, which is gotong-royong and family. 

There are share meanings in the network that internalize in the member's cognition, affection, and behaviour 

that make their business survive and sustain. 

 

To the customer, the SMEs use informal and mediated communication. They are using social media for 

mediatization during the pandemic. In this communication, interaction arises in the comment or direct 

message, improving engagement for a particular case. Some SMEs have an internal digital team, while 

others do it by themselves to manage the content and build interactivity. However, they have not developed 

proper digital marketing and communication strategies to increase customer engagement. It can identify 

that Batik SME owners seem do not to think much about marketing communication strategy; they do it in 

order to survive. Therefore, education on marketing communication strategy and implementation, offline 

and online, is needed. The concept of integrated marketing communication can be one of the references that 

consider implementation. In this context, the role of government and industry's corporate social 

responsibility become alternatives to solve the problem. This interrelation among SMEs, government, and 

companies is a collaborative social responsibility model as proposed by Kartikawangi (2017) in previous 

work. 
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CONCLUSION 

 

Pandemic has impacted any business, not to mention Batik SMEs in Solo - Central Java. The sustainability 

crisis arose when they could not properly communicate and interact internally and externally to survive in 

the market besides any other factors caused by the pandemic. Since conventional marketing could not be 

conducted, they need to shift their strategies to digital marketing strategies. Digital shifting also needs to 

be adapted in terms of communication and information exchange. In order to survive and sustain, SME's 

shift to digital is a must and continuously developed in line with global digital technology development in 

the future. 

 

Further, not merely understanding how digital marketing and communication works, but any SMEs also 

need to increase their knowledge on applied marketing and communication strategies to help develop the 

business. In this case, it need support from government and private companies to provide training, business 

incubators, or any educational platform. Future research can be longitudinal to capture the process of 

business sustainability to post-pandemic. 
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Abstract: 

 

Purpose: The purpose of this paper is to assess the depth of the impact of covid-19 on the SMEs, and the 

major transformation adopted by the SMEs, as well as the transformation that presents the most value to 

the SMEs. Methodology: The study adopted a quantitive research method to derive data. A descriptive 

approach was used to analyze the data collected. Due to covid-19, the study employed the use of a google 

form to collect the data and it was shared through electronic means (whatsapp and email) since there were 

restrictions on movement (Noviana & Ardiani, 2020). The study also made use of both primary and 

secondary data to run the analysis in SPSS (Landau, 2019; Carver & Nash, 2011). Findings: The impact of 

COVID-19 pandemic was massive mostly on the small enterprises compared to the medium firm. The 

SMEs (both small and medium) had to find innovative ways to reach their customers using technology 

adaptation. Innovations like online platforms (whatsapp, twitter Instagram and most importantly facebook) 

for the customers and the suppliers were contact through various through calls and via video calls (zoom, 

Microsoft teams, whatsapp call,etc). The study concluded through data analysis that; SMEs that was able 

adopt an innovation survived through the pandemic and those that did not restructure their business model 

to adopt any innovation failed. Practical implication: The study enlightens the active actors in the SME 

(businesses) activities and how they are restructuring their activities to survive during and aftermath of the 

covid-19 pandemic. The study captured the struggles of SMEs in this crisis and how some SMEs have risen 

beyond the covid-19 pandemic. Social implication: To retain stable jobs and small and medium enterprises, 

the government has made substantial efforts and introduced a stimulus package. The government's stimulus 

packages were well received by the majority of businesses. According to the source, organizations must 

track and assess all developments related to the spread of the evolving virus, as well as establish and execute 

contingency plans to deal with any negative effects of the COVID-19 pandemic. Limitations: The upsurge 

of the covid-19 made the quantitative data collection difficult, hence there was a need to use both primary 

and secondary. The second limitation during the study was the accessibility of the interviewees. the 

researcher had to depend on electronic means like, google forms, email and whatsapp to communicate with 

the respondents. Originality: The depth of the impact of COVID-19 on the SMEs is still not appreciated by 

both academics and practitioners, as well as the major transformation adopted by the SMEs and this 

transformation value to the SMEs clearly are novelle and key contributions to knowledge.  

 

Key words: COVID-19, SMEs, Economic growth, Transformation and Survival  
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Abstract: 

 

Leather Industry is one of the largest industries in India which not only employs million of  population but 

also helps in earning foreign exchange. It is one of the oldest manufacturing industries which are caste 

based and a particular caste people get engaged in the production of leather products. But with the time, the 

industry became more commercial and now it is being run by growing entrepreneur's as well. The industry 

provides jobs to millions of people in the nation. In number of states, industry has been flourishing and has 

vast scope due to diversified leather products it produces. In India, Industry falls under formal as well as 

informal sector. But the major business falls under informal sector with less formal records. Even though, 

it contributes to National Domestic products and stands as one of the major exchange earning industry. It 

produces all types of leather products widely used by Indian's as well as foreigners. There are major clusters 

and regions where this industry is situated. Its major products are leather garments, tanneries, leather goods, 

footwears, saddlery and harness etc.   India is world's second largest producer of footwear and garments 

and fifth largest exporter of leather accessories. the states Tamilnadu, West Bengal, U/P. Punjab, Haryana, 

Kerala, Rajasthan and Maharashtra produces finest quality leather products in India.  

 

In Maharashtra, the popular city for leather products is Mumbai, the capital city of India. it has thousands 

of marginal artisans, and entrepreneurs running leather factors and business. Majority of them belong to 

schedule caste' Chamar/ Chambhar/ Charmakar/Mochi. They have been into manufacturing process since 

hundreds of years. Over a period of time, they hired labor migrated from other states and eventually they 

also started running their own units. Therefore now business is in the hands of migrated Telegu Samaj 

people and Muslims from northern states of India. They learned the skill of producing footwears, garments 

and accessories and now run their own small units. It is true that the units running in Mumbai are informal 

in nature and mostly like micro units. Artisans do work at their home only. Being Asia's largest slums, 

dharavi has the majority units settled in Mumbai and people from different category and creed are now 
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engaged in leather business. In some places like kurla, rajasthani's are involved in the production of leather 

goods, in Nagpada, Mahim, Muslim's are engaged in the production of leather goods. The socio-economic 

condition of these artisans/entrepreneurs is not so good. Their livelihood depends upon producing leather 

goods only.  

 

During the corona pandemic, thousands of artisans and entrepreneur's had to suffer as no work they could 

do being in lockdown and lost majority of business. The other problem was that the labour class ran away 

to their native places so there was no work in the factory, raw material supply was also affected. The socio-

economic conditions of them became worse during this pandemic.  

 

Therefore, this paper will highlight, how exactly the business was suffered during corona and how these 

artisans and entrepreneurs tried to sustain their business and themselves. 

 

Key words: leather industry, informal sector, artisans, corona pandemic, business 
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Abstract: 

 

The importance of entrepreneurship and small business in economic growth has become globally 

recognised as a means to develop an economy sustainably. The aim of this study was to identify problems 

faced by young women when starting a business in Kinshasa; in other words, factors that discourage young 

Congolese women from becoming entrepreneurial and engaging in small business activities, with regard to 

the obstacles to small business growth prospects in Kinshasa, capital of the Democratic Republic of Congo.  

Young Congolese women should not only be supported to engage in entrepreneurship, but embarking on 

business ventures should be made easier, devoid of challenges for their participation in the country’s 

development.  

 

The study was quantitative in nature. The target population included active and non-active women and 

youth in Kinshasa suburbs. The data collected from the respondents came from a total of 130 fully 

completed questionnaires captured and analysed with IBM SPSSÂ® Statistics software, thus producing 

descriptive statistics in the form of frequencies, means and standard deviations. This study found that not 

all young Congolese women from Kinshasa were opposed to pursuing a career in entrepreneurship; rather 

it was the lack of business awareness and inaccessibility of business support structures that discouraged the 

intention to pursue an entrepreneurial activity. It was also found that young Congolese women experienced 

more challenges in sourcing start-up capital, including difficulty in obtaining loans, gender discrimination, 

early marriage, high taxes, lack of basic education and health systems, and lack of business, information 

and technology skills. The researcher also gathered that opportunities to thrive in business were marginal 

or non-existent, further exacerbated by the lack of family and government support. 

 

Interestingly though, these challenges did not appear to have a strong negative impact on the enthusiasm 

and desire of these young women to engage in entrepreneurial activities. Overall, on the basis of the 

challenges revealed, recommendations to improve the current situation were made. An important 

implication of this study rests on the need for the government, acting as the crucial pillar for socioeconomic 

development goals, to partner with several stakeholders, including Congolese women, established 

businesses and the larger society to work together in erasing these challenges. 

 

Acknowledging and understanding the problems faced by any country or its population with regard to 

opening a business is important as the outcomes could teach people how to start and run a long-term 

business efficiently.  

 

Key words: Women entrepreneurs; gendered entrepreneurship; Democratic Republic of Congo; survivalist 

entrepreneurship 

 

 

 

  

mailto:iwuc@cput.ac.za


115 

 

B8 - TRANSFORMATION OF BUSINESS 
 

 

Chair 

Shahid Anjum, PhD 

Universiti Teknologi Brunei, Brunei 

 

 

Discussant 

Oluwasegun Popoola 

Wilfrid Laurier University, Waterloo, Canada 

 

 Theresa Kula 

Universiti Teknologi Brunei, Brunei 
 

 
 

 

Leveraging Twitter Data to Understand Public Sentiment and Opinion about the Airline Industry 

amid Coronavirus Pandemic 

 

Rita Abraham 

George Brown College, Canada 

Email: rita.abraham@georgebrown.ca  

 

Kushaagr Chawla 

George Brown College, Canada 

Email: Kushaagr.Chawla@georgebrown.ca  

 

Noah Zelikovitz  

George Brown College, Canada 

Email : Noah.Zelikovitz@georgebrown.ca  

 

Cagri Yaradanakul 

George Brown College, Canada 

Email: Cagri.Yaradanakul@georgebrown.ca  

 

 

Extended Summary: 

 

The COVID-19 pandemic has widely disrupted economies around the world along with many different 

sectors and industries. One of the most impacted industries by the COVID-19 pandemic is the civil aviation 

industry. More commonly known as the airline industry, this is the biggest and most serious crisis that this 

industry has faced since the 9-11 terrorist attacks back in 2001. The airline companies are the most heavily 

impacted due to the travel bans and restrictions put in place by many of the governments across the globe, 

in a valiant effort to help suppress the spreading of the COVID-19 virus. Since the beginning of the 

pandemic, the economies and industries have adjusted, specifically the airline industry. Even though the 
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borders to some countries have been opened, passengers are still weary of travelling amidst concerns that 

they will catch the virus when not practicing health and safety protocols aboard flights. The duration and 

magnitude of the outbreak, rehabilitation of consumer confidence in travel, along with other economic 

parameters will determine the actual and future impacts for the airline industry. 

 

Understanding the underlying effects that the COVID-19 pandemic has had on the airline industry is 

extremely important and showcases how closely related the airline industry is to other major sectors. 

Mainly, the airline industry plays a crucial role in tourism and trade an industry that has experienced and is 

experiencing a significant downturn. Moreover, international education and other business activities such 

as local and international events also have significant relationships with the airline industry. Thus, it will 

be helpful to dive deeper into the effects that COVID-19 has on tourism, hospitality, entertainment, and 

business travel to better grasp what has happened and what will happen with the airline industry. 

 

The airline industry reports nearly 2.7 trillion dollars (directly and indirectly) every year. In 2018, it 

provided roughly 65 million jobs globally, carrying more than 4 billion passengers along with 60 million 

tons of freight. Despite many crises such as SARS, Asian crisis, and the 9-11 terrorist attacks, the airline 

industry maintained a steady growth line of nearly 5% annually since 1995. None of the past crises have 

had as significant of an effect as COVID-19. Airlines lost nearly 60% of their customers and the industry 

can expect a loss of nearly 2.8-2.9 billion passengers for 2020. 

 

The effects of the pandemic can be considered through three different  periods related to COVID-19: (1) 

the first case outside of China and Thailand (January 13, 2020); (2) the outbreak in Italy (February 21, 

2020); and (3) the declaration by the WHO that COVID-19 is a pandemic and the announcement of the 

United States banning travel from 26 European countries (March 11, 2020). We will consider those 

important dates for the sentiment analysis during COVID-19. 

 

The sentiment analysis within those periods will help the airline companies understand customer confidence 

in relation to air travel and customer responses against the health and safety measures put in place by the 

airline companies and related health authorities. The marketing strategies and business decisions for the 

airline industry in the future can be shaped by the results. Currently, there are many different health and 

safety protocols that have been put in place such as touchless kiosks, mandatory face coverings, and a vast 

increase in the amount of hand sanitizer stations to encourage customers to travel and fill the empty seats 

on flights. This study will allow for us to see how effective these measures truly are and to determine what 

the new normal will be for this industry; that is until a remarkable solution for this virus is found. 

 

Literature Review: 

 

Firstly, on the broader definition of the Airline Industry.  The airline industry refers to the business of 

transporting passengers and freight by air along a pre-scheduled route, usually through the means of an 

airplane. The airline industry was started in the early 1900s. On the first of January in 1914, the world”s 

first scheduled passenger airline service took off, operating between St. Petersburg and Tampa Bay, Florida. 

This happened to be a short-lived affair that lasted for only four months. However, the innovations made 

by the St. Petersburg-Tampa Airboat Line paved the way for the massive transcontinental airline industry 

that we have in the modern world.  

 

Today, we have flights operating from all over the world. Flights have become more and more accessible 

and affordable, making it a lot easier for consumers to buy tickets and travel more effectively and 

efficiently. There are over 5000 airlines in the world currently, the largest by fleet size and total passengers 

are as follows: 
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1. American Airlines 

2. Delta Airlines 

3. United Airlines 

4. Emirates 

5. Southwest Airlines 

6. China South Airlines 

7. Ryanair  

 

When looking to break down the airline industry into different categories, one can do so by looking at the 

broadly defined airline types. These are defined as follows: 

 

1. International Airlines -the largest and most high profile, tend to use large airplanes and employ thousands 

of people, operating along many routes globally. 

 

2. National Airlines -a step down from international airlines, operate through both medium and large sized 

airplanes, typically employ thousands of people but have smaller fleets, usually operate according to 

seasonal fluctuations in demand.  

 

3. Regional Airlines -these are the smallest of the three and focus on offering their services in specific 

regions, usually offer services in places where international and national airlines do not operate, may also 

serve as affiliate for national or international airline. 

 

Another way to break down the airline industry is by the type of business model it adopts. Typically, the 

airline industry follows 4 different types of business models, they are as follows: 

 

1. Full-service carriers -these airlines usually offer a variety of services along with the in-flight experience, 

could include baggage, meals, and entertainment.  

 

2. Low-cost carriers -these airlines usually deal in transportation only, offer services at low costs (due to 

lesser services being provided) 

 

3. Charter airlines -focussed on providing passenger services mainly to tourists, perhaps the middle ground 

in between full service and low cost, usually appoint travel agents to finds customers for them.  

 

4. Cargo airlines -used to transport goods from one place to another through the air, typically do not provide 

passenger services.  

 

Secondly, we look at the current growth of the airline industry before the Covid -19 Pandemic.  Over the 

past decade the airline has grown in terms of profitability, fleet size and number of routes, alongside the 

global economy’s own growth. The accessibility and affordability of flights these days has led to an 

explosion in the demand for passenger air travel. This growth in demand has also led to many new players 

in the market, who are backed by investors. Banks are also willing to provide loans for this business, 

considering the growth in demand that this industry has seen.  

 

The following are a list of factors to keep in mind when discussing industrial growth: 

 

1. Macroeconomic and geopolitical factors -the airline industry these days works at a global level and thus, 

changes around the world pose a huge challenge while running the industry. The US-China trade dispute is 

estimated to bring a 2-3% decline in global GDP which will in turn have a huge impact on the airline 

industry. Interest rates are rising, especially in the US. This leads to problems for airlines in countries such 
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as India where revenue earned is in rupees but payment for fuel and lease has to be done in US dollars 

because the dollar-rupee exchange rate is at an all-time low. 

 

2. Fuel and labour costs -The volatility of the price of fuel has always been a major problem for the airline 

business. In 2018, the annual worldwide spending on fuel was $180 billion, with an expected rise to $200 

billion in 2019. This metric provides an opportunity for airplane manufacturers to come up with a fuel-

efficient technology to cut this cost. Labour cost is also a continuous threat to this industry as skilled and 

educated professionals like pilots, engineers and technicians are scarce and thus, demand higher wages. 

The International Air Transport Association (IATA) has estimated that there will be a 2.1% increase in the 

labour cost in the coming future, thus reducing profits even further. 

 

3. Consumers -The consumers are expected to obtain a much higher utility for the price they are paying, as 

compared to earlier. According to a study by the IATA, the average return fare is expected to be around 

$293 in 2020 which is 64% lower than in 1998, after adjusting for inflation. The number of destinations 

and frequency of flights is also set to increase, making the world even more accessible for the consumers 

in this industry. 

 

4. Capital Providers to the industry -The debt providers in this industry are usually well rewarded for their 

investment, along with the security of an aircraft as an asset. In recent years, the investors have been 

adequately rewarded for their investment. In 2019, the industry’s return on Invested Capital (ROIC) 

declined to 5.8%. This was expected to rise in 2020 before the pandemic happened.  

 

5. Regions -Airlines operate on a global level. However, there are certain regional factors that play a vital 

role in determining their business. This is also impacted by the fact that certain countries have better income 

and affordability levels than others. In some countries, air travel is expensive and is still considered a luxury 

for the common man. According to the IATA”s report, North America is the strongest financial performer, 

followed by Europe, Asia- Pacific, Middle East, and Latin America. Africa was one of the weakest regions. 

 

Thirdly, we consider the hard times Airline Industry is facing during Covid-19.  Throughout the entirety of 

the coronavirus pandemic, the airline industry has been completely devastated and eviscerated and will 

continue to be for years to come. This industry will most likely remain in an economic downturn for the 

next few years, seeing a potential bounce-back by 2022 at the earliest. The biggest factor in this industry 

happens to be passenger demand. The airline industry can use 2019 passenger demand level as a benchmark 

and can hope to return to that level by 2023. While the airline industry is just one industry in our massive 

global economy, seeing a downturn here actually has extreme effects on the rest of the economy. One can 

look at purely the demand side and say that the passenger demand is significantly down from 2019 a rather 

obvious statement due to the physical distancing guidelines and health risks associated with being in an 

enclosed area with many other people. Airlines outsource many services including the significance of their 

employment rolls and the consumption of petroleum. Without the passenger demand rising, all of these 

factors that contribute greatly to the global economy have been affected. 

 

All in all, the coronavirus pandemic has had drastic and long-lasting effects on the airline industry in turn, 

affecting the rest of the global economy. Economists are optimistic that the airline industry will fully 

recover within the next 3-5 years given that there is a vaccine that works and is widely available by the end 

of the 3rd quarter of 2021. 

 

Finally, the Possibilities and the Future of the airline industry in a post Covid-19 world.  It was anticipated 

that demand of air transport would increase by an average of 4.3% per annum over the next 20 years.  

Everything was going well and sound in the aviation sector was growing rapidly in terms of worldwide 

transportation network, economic growth, creating jobs and enabling international trade and tourism until 

the outbreak of COVID-19, after which the airline industry’s financial position was affected tremendously 
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and is expected to continue this way until 2024.  As Canada enters the second wave of the coronavirus 

pandemic, experts say that the airline industry requires financial aid from the government as soon as 

possible to recover from its losses.  Major airline companies like United and Delta are losing $100 million 

each day, which is not a financially sustainable model.  Our country carriers which were built over decades, 

could unravel easily within months, if the federal government does not intervene soon.  

 

Once upon a time, passengers would travel around the world freely without any hesitation.  Their comfort 

and security with the airlines were unquestionable.  However, things have begun to change since the onset 

of COVID-19.  The comfort zone of passengers is now a question to ponder.  Airlines foresee the future by 

stating that, as the intensity of passengers decrease each day, it is more likely that ticket prices will have to 

rise, which comes in total dismay to passengers, since most people have lost their jobs and it is not feasible 

for them to pay high ticket prices in order to travel. Airlines assure that their flight journey will be safe and 

secure, as countries open in different stages.  However, this will take time as recent poll states that the 

passengers will have to wait for at least 4 months after the curve flattens before flying again. 

 

Now that we considered the obstacles faced by the airline industries and their passengers due to COVID-

19, let us discuss some of its statistics followed by opportunities that could help in resolving the challenges 

laid out for the future.     

 

The biggest challenge that the airline industry must face is that expected worldwide travel demand will not 

reach its 2018-2019 levels until 2024 according to the IATA International Air Transport Association.   Two 

thirds of the worlds airline industry have been grounded and 18 airlines worldwide have filed for 

bankruptcy.   Global passenger traffic is expected to decline by 50% from 4.5 billion in 2019 to 2 billion in 

2020.  However, this challenge of market situations has thrown the industry some opportunities.   Countries 

like India have a very strong domestic market.   Indian domestic airlines have been rebounding strongly.  

During pre-COVID times in India, there were 12 million passengers boarded on domestic flights per month 

as compared to 5.5 million in October 2020 i.e. 50% to pre-COVID level.   Keeping this in mind, we can 

observe that domestic flights in any country can increase the revenue of the airline industry when 

considering the future airline prospects.  Since there is a COVID fear among passengers, airlines can 

consider business with less populated countries and outdoor scenic places. 

Another important opportunity that airline industries need to consider is to embrace digital adoption.   

Companies need to assure that their digital challenges meet higher expectations.  Some countries abroad 

have already adopted rapid advancements such as airlines personalizing and customizing their websites 

based on every piece of information about the customer and satisfying their customers’ requirements.   Such 

possibilities can really boost up the airline industry and raise their businesses to a highly developed 

environment. 

 

Lastly, the airline industries will need to learn to adapt to the new normal. There are no universally accepted 

health and safety protocols to control the virus around us. Airlines can take this opportunity to further their 

innovation and find a way to help control the spread of the virus aboard their planes and do what so many 

other industries have done. For example, hotel industries have introduced the concept of keyless room 

entries, car industries have recently started the idea of touchless opening of cars, Google apps installed in 

cars and so on. 

 

Research and Methodology: 

 

In our research, data was gathered from Twitter platform.  It was cleaned and stored using Python for our 

data analysis. 

 

Twitter data has been used to understand public sentiments and opinion about the Airline Industry amid 

Coronavirus Pandemic.   
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We use Twitter as our digital media platform because Twitter is a place where people share their emotions, 

let it be their happiness, sorrows, frustrations etc.  towards any topic related to the current affairs of events 

happening around the world.  

In our case, it is the study of Airline Industry amid Coronavirus pandemic.  Therefore, publics views and 

opinions are gathered and taken into consideration, in other words, public sentiments are collected to 

understand their point of view about the airline industry amid Coronavirus pandemic.  This data is collected 

for further analysis. 

 

Data was extracted using Python in two phases - 1st the extraction part from twitter and then the cleaning 

process.  Data collected from Twitter consisted of some unnecessary information which was not required 

for our analysis.  Hence, data was cleaned using Python as the analytical tool. 

 

We will be trying to understand public sentiments for every period until now and how it has changed from 

the first period by comparing the results we capture. 

 

Our data is divided into the following periods: 

Period 1: First case outside China -outbreak of virus in Thailand! (January 13, 2020) 

Period 2: Outbreak in Italy (February 21, 2020) 

Period 3: US ban of travelers from Europe (March 11, 2020 -June 30, 2020) 

Period 4: Ease of travel restrictions (July 1, 2020 to November 1, 2020) 

Keywords used were:  Airline, Covid – 19 

 

Our Analysis was done using WordCloud, Sentimental Analysis, Trend Analysis and Correlation Analysis 

In all we captured over 10000K tweets. 

 

Data Cleaning Process: 

 

The above mentioned data was extracted from Twitter platform using Python.  During our first trial, data 

was first extracted using NCapture.  These were then imported to NVivo for sentimental analysis.  From 

NVivo, data was extracted to Excel sheet using ‘Extract Data’ for further cleaning of the data.   Later, 

during our second trial, we opted for Python because we figured out it was a good option to clean data.  

Also, Python helped us to analyze our topic more efficiently using correlation analysis which helped us to 

find the relationship between topics.  

 

Data received from twitter are raw which has a lot of information not required for our sentimental analysis.  

Hence, cleaning was done by removing the unnecessary information and retaining only what was required 

to obtain a ‘wordcloud’ shown below. 

From the word cloud, we gathered the most frequent words used in Twitter and found that the most 

prominent words were Travel, Covid, Safety, Airline, Vaccine, Testing, Pandemic, Passenger, Airport.   We 

also conducted top 10 count analysis as below and found words similar to that of word cloud. 

Further sentimental analysis is done to find the true responses of passengers for our study whether these are 

positive, negative or neutral. 

 

Limitations/Challenges: 

Airline industry is so diverse and has different dynamics in different part of the world. Our tweets allowed 

us to conduct various analysis, but we could not go deeper for regional effects specifically. For example, 

domestic flights are less vulnerable against restrictions and those flights have big proportion within North 

America. Thats why domestic flights and airline industry in North America should have been analysed 

specifically to understand public sentiments more precisely. 
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In addition, cargo and passenger flights have different dynamics and our analysis only covers passenger 

side of the business. This gives the industry one side of the coin. 

 

Another challenge is that we were able to use only Nvivo and Python Jupyter and couldn’t utilise SAS and 

Tableau for further analyses. In order to go deeper in sentiment analysis and create more story regarding 

the industry, we need to use more tools together.  

 

Summary of Results: 

 

We conducted our analysis using Sentimental Analysis, Trend Analysis, Word Count, Correlation Analysis 

and Cluster. 

 

Sentimental Analysis: 

 

Sentimental Analysis is a process to determine whether a piece of writing is positive, negative or neutral.   

For our analysis we considered sentimental analysis to be divided into two parts - Subjectivity and Polarity.  

Subjectivity is in turn classified as facts and opinion and Polarity is further divided into positive, negative 

and neutral.  This small graph below will give a clear understanding of how to understand the subjectivity 

and polarity. 

 

From the above small graph, we see that the area that shows 0 of subjectivity is classified as ‘facts’, as we 

approach towards 1, it becomes ‘opinion’.    

 

We performed a sentimental analysis to provide us with the graphs shown below. 

 

The colourful sentimental graph shows that the facts are at the lower level of subjectivity axis and as we 

approach to the top it becomes opinion.  Left corner of polarity axis is negative and as we approach to the 

right it becomes positive. 

 

Therefore, we see that, majority of the sentiments were of “opinion, few were facts.  At the same time we 

have values closer to 0 both from facts as well as neutral, therefore, we can observe that we have good 

amount of neutral facts.   Therefore, out of all these sentiments in our study, we observe that there are 

positive opinion and neutral facts responses of passengers regarding Airline in Covid - 19.  We have 41.8% 

positive responses and 41.3% negative responses.  Therefore, equal number of positive and neutral tweets. 

Now let us dive in deeper into sentimental analysis to find out what topics are highlighted for our analysis.  

Our top 10 words for 8 topics are: Travel, Covid, Unemployment, Passengers, Lockdown, Airport, 

Pandemic and Safety.  We performed a sentimental analysis on these topics and gave us the results for 

subjectivity and polarity as shown below. 

 

We see from the above results that –  

• lockdown, covid - 19 have positive opinion.   

• Most of the topics are neutral, out which passengers, covid - 19 and airport have neutral facts.   

• Less positive and neutral are pandemic and safety. 

 

Trend Analysis: 

 

Another way of obtaining interpretations is by Trend analysis.  Graph shows us the trend of the topics 

during the course of the year and arrive with the following result. 

During the course of October and early November, passengers and unemployment were on the rise.  As we 

enter November, covid and passengers observed to have high spikes in tweets and by the end of November, 

pandemic and lockdown increased to a great extent. 
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Now that we found the most common topics used in tweets, their subjectivity (opinion, facts) and polarity 

(positive, neutral and negative) by nature and their trend analysis during the course of this year, we step to 

the next level of finding - what is the relationship between them. 

 

Correlation Analysis: 

 

In this stage, we find the relationship between these topics. 

 

The graph below on correlation gives a very clear picture of relationship between each topic.  It gives a vast 

correlation from negative to positive.   

 

There is a strong correlation between: 

• Safety and Pandemic (0.67) 

• Covid and Airport (0.58) 

• Lockdown and Covid (0.52) 

And less correlation between: Travel and Airport (-0.2) 

 

Cluster Analysis: 

 

We also get a supporting results from Cluster Analysis by showing topics grouped together.  We observe 

that – 

• Pandemic and Safety have a strong correlation and are grouped together. 

• Lockdown, Airport and Covid have a good correlation and are grouped together. 

• Travel and airport have low correlation and are far apart from each other. 

 

Hence, of all the sentiments we received from tweets and of all the topics we obtained from our above 

analysis, our core topics of interests are pandemic, safety, covid, airport, travel, passengers and 

unemployment.  This in turn helps us to come up with a summary and recommendations. 

 

In Conclusion, 

• Most tweets were opinion based. 

• We observed almost the same number of positive (41.8%) and neutral (41.1%) sentiments. 

• Most common tweets were:  Pandemic, Safety, Lockdown, Airport and Covid 

 

Out of these 

• Pandemic and Safety have strong positive correlation 

• Covid and Airport come as second positive correlation. 

• Travel and Airport have negative correlation 

 

We also observed spikes in tweet for – 

• passengers and covid during November -which could imply concerns of passengers to travel during 

Covid time. 

• passengers and unemployment during October and November -which could imply passengers are 

unemployed because of Covid and maybe unable to fly again with high ticket prices. 

 

Next Steps: 

 

Some recommendations which we could give to airline industry are -  

Since there is a negative correlation between Travel and Airport, measures must be taken by the airline 

industry to lift the fear of people about quarantine so that they can fly again. 
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However, there is a positive correlation between Safety and Pandemic which could mean that people are 

safe to remain away from problems and restrict themselves from flying again. Airlines have to give 

assurance to its passengers that they have accepted health and safety protocols universally to control the 

virus around us. 

 

Airlines should take the opportunity to further their innovation and find a way to help control the spread of 

virus. There are many health and safety protocols that have been out in place such as touchless kiosks, 

mandatory face coverings and vast increase in the amount of hand sanitizer to encourage customers to 

travel. We observed an increase in spike for unemployment and passengers - which could imply passengers 

are unemployed because of Covid and maybe unable to fly again with high ticket prices. Most people have 

lost their jobs and it is not feasible for them to pay high ticket prices in order to travel.  Airlines must assure 

that ticket prices are not very pricy to accommodate such passengers. Since there is a Covid fear among 

passengers, airlines can consider less business with outdoor countries and encourage domestic flights which 

can also increase the revenue of the airline industry and keep passengers safe. 

 

References: 

 

Air Transport Action Group. (2018). 2018 Full Report https://www.atag.org/our-publications/latest-

publications.html  

 

ICAO. (2020). Effects of Novel Coronavirus (COVID-19) on Civil Aviation: Economic Impact Analysis 

https://www.icao.int/sustainability/Documents/COVID-19/ICAO_Coronavirus_Econ_Impact.pdf  

 

D. Dunford, B. Dale, N. Stylianou, E. Lowther, M. Ahmed, I.d.l.T. dan Arenas 

Coronavirus: The world in lockdown in maps and charts (2020) 

 

Airline Industry: All You Need to Know About The Airline Sector. Retrieved on November 02, 2020 from 

https://www.revfine.com/airline-industry/  

 

The Aviation Industry Leaders Report 2019: Tackling headwinds. Retrieved on November 04, 2020 from  

https://assets.kpmg/content/dam/kpmg/ie/pdf/2019/01/ie-aviation-industry-leaders-report-2019.pdf 

 

The State of Aviation Industry. Retrieved on November 03, 2020 from 

https://home.kpmg/ie/en/home/insights/2019/01/aviation-industry-leaders-report-2019-state-of-aviation-

industry.html  

 

World’s First Commercial Airline | The Greatest Moments in Flight By Tim Sharp May 22, 2018. Retrieved 

on November 02, 2020 from https://www.space.com/16657-worlds-first-commercial-airline-the-greatest-

moments-in-flight.html  

 

Economic Performance of the Airline Industry. Retrieved on November 03, 2020 from 

https://www.iata.org/contentassets/36695cd211574052b3820044111b56de/airline-industry-economic-

performance-dec19-report.pdf  

 

GlobalNews (Â© 2020). WestJet cuts “just the leading edge” if feds don”t provide aid to airlines: experts.  

Retrieved on October 19, 2020 from https://globalnews.ca/news/7397266/westjet-cuts-airline-aid/  

 

The United Nations Â© International Civil Aviation Organization.  Uniting Aviation.  Retrieved on 

November 1, 2020 from https://www.icao.int/Meetings/FutureOfAviation/Pages/default.aspx  

 

https://www.atag.org/our-publications/latest-publications.html
https://www.atag.org/our-publications/latest-publications.html
https://www.icao.int/sustainability/Documents/COVID-19/ICAO_Coronavirus_Econ_Impact.pdf


124 

 

Twitter (October 17, 2020).  South India MICE Association.  Retrieved on October 19, 2020 from 

https://twitter.com/SIMA20206/status/1317412602754953217  

 

Twitter (April 29, 2020). @Todayshow.  Retrieved on October 19, 2020 from 

https://twitter.com/TODAYshow/status/1255464273104568325  

 

Key words: Airline, Covid-19, Pandemic, Travel, Passenger 

 

  



125 

 

Examining Public Sentiment about Online Shopping during the COVID-19 Pandemic 

 

Jamie Cornish 

George Brown College, Canada 

Email: Jamie.Cornish@georgebrown.ca  

 

Tingting Chen 

George Brown College, Canada 

Email: Tingting.Chen@georgebrown.ca  

 

Mohamad Moussali 

George Brown College, Canada  

Email: Mohamad.Moussali@georgebrown.ca  

 

 

Abstract: 

 

In this study, the researchers examined public opinion of online shopping and COVID-19 as e-commerce 

has become an increasingly popular place to shop during the pandemic. Consumers turned to online 

shopping as governments issued lockdown orders around the world, which closed retail stores to the public. 

While revenues for e-commerce have soared, little research has been conducted to determine consumers 

opinions of online shopping during the pandemic. Using Twint, the researchers collected approximately 

12,000 tweets from the time of the first recorded COVID-19 cases in January until mid-November 2020. 

The data was then cleaned and analyzed using Python programming language. Our research included a 

word frequency analysis, polarity sentiment analysis, topic modelling, and a cluster analysis. Overall, the 

sentiment of online shopping was overwhelmingly positive and neutral. Major topics of discussion included 

supermarkets, Amazon, and getting access to desired goods. The researchers argued that many consumers 

see the benefits of shopping online, and services like delivery and curb side pick-up make shopping easy 

and convenient. Online shopping’s ease of use is further supported by the Technology Acceptance Model 

(TAM). In practical terms, these results suggest that businesses should continue to adapt their operations to 

strengthen their relationship with customers. Theoretically, this study demonstrates that collecting and 

analyzing feedback through social media is a faster, cheaper, and more accurate way of evaluating public 

opinion compared to traditional surveys. Future studies should investigate alternative methods of obtaining 

real-time feedback to deliver more accurate results of online shopping during COVID-19. 

 

Key words: online shopping, COVID-19, sentiment analysis 
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Abstract: 

 

Indonesia, as the highest e-commerce user in the world in 2020, has made the many e-commerce sites that 

have sprung up on the internet competing to attract public interest. List of the biggest e-commerce in 

Indonesia in 2019 are Tokopedia, Shopee, Bukalapak, Lazada, Blibi. However, in 2020, Tokopedia did not 

manage to maintain its position until it fell to rank 2. One of the reasons was the hacking of user data leaks 

that occurred in 2019. This research examines how to analyze the crisis cases experienced by Tokopedia 

based on 5 steps of case analysis, namely framing, labeling, summarizing, synthesizing, concluding as well 

as the Image Repair Theory point of view. This research found that Tokopedia had risks that could 

potentially result in a large cost, a negative company reputation, and a decrease in the number of users. 

Tokopedia has resolved a crisis according to four of the five strategies of Image Repair Theory. Tokopedia 

has also taken steps to strengthen the system by investing in security systems. 

 

Key words: communication crisis, Image Repair Theory, case analysis 
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Abstract: 

 

The pandemic COVID-19 has changed our daily activities. The Indonesian government regulation urged 

people to wear masks to break the chain of COVID-19 transmission. As face masks become our daily 

routines, we observed that people now match their face masks to their outfits. It turned into a wardrobe 

staple and changed the way we dress. Louis Vuitton, Gucci, Uniqlo, and other fashion brands are adopting 

face masks into their collection. The purpose of this research is to determine and elaborate the new 'meaning' 

of face masks in Indonesia's capital city, Jakarta, during the pandemic COVID-19 that may recommend to 

the fashion industry an alternative way to survive. This research is using a qualitative method. It is a research 

method with a holistic and inductive approach to explore and understand a new phenomenon through the 

writer's perspective. Data were obtained by interviewing resources in Jakarta with a wide range of ages and 

occupations. Before the pandemic happened, most Jakarta people wore masks only to cover them up from 

the pollution. However, the use of face masks (surgical and cloth) has increased significantly during the 

pandemic COVID-19 to prevent transmission. As social construction occurs in society, face masks are used 

as personal protective equipment and used as fashion accessories to express their style. Although several 

participants still prefer surgical masks for their daily activities rather than cloth face masks, they will remain 

stylish by the color. These circumstances indicate that the pandemic has signified the literal meaning of 
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face masks. Therefore, the fashion industry can utilize the transformation to be adaptive to the current 

situation. 

 

Keywords: face masks, fashion, pandemic, sign 

 

  

1. Introduction 

 

The world is facing pandemic coronavirus disease 2019. It changed our daily activities and urged us to wear 

face masks to prevent the COVID-19 transmission. As face masks have become our daily routines, they 

have turned into our wardrobe staple and changed the way we dress. On our daily basis, we observed that 

people now match their face masks to their outfits. Moreover, a wide range of prices shows up during the 

pandemic. A single surgical mask is around IDR 1,950 - 65,000 (IDR 14,300/USD) and cloth face mask is 

around IDR 3,000 - 3,000,000. 

 

In addition, Louis Vuitton, Gucci, Uniqlo, and other fashion brands are adopting face masks into their 

collection. These circumstances indicate the lifestyle transformation among society and as a sign of social 

change. According to Gillin and Gillin (1950), social change alters culture, behavior, social institutions, 

and social structure among society over time. It is due to changes in geographical conditions, population 

composition, ideology, material culture, or caused by diffusion or discoveries in groups. The phenomenon 

attracts the researcher to identify and understand how the meaning of face masks is changing during the 

pandemic, which leads to social change that will positively or negatively impact people’s lives. 

Therefore, this research aims to determine and elaborate on the new ‘meaning’ of face masks in Indonesia’s 

capital city, Jakarta, during the pandemic COVID-19. On top of that, this research may recommend the 

fashion industry as an alternative way to survive during the crisis. 

Previous related research “The aspect of semiotics using Barthes’s Theory on a Series of Unfortunate 

Events movie poster” found that there is denotation and connotation meaning, either verbal or non-verbal 

sign. It shows that all of the signs from the poster have the meaning of ‘the unfortunate event’ behind them.  

 

2. Theoretical Review 

 

Theory of Semiotics by Roland Barthes was applied in this research. According to Barthes (1986), 

semiology aims to take any system of sign, regardless of their substance and limits; images, gestures, 

musical sounds, objects, and the complex association of all these, which form the content of ritual, 

convention, or public entertainment. These contexts constitute systems of signification (Barthes, 1986). 

Semiotics is a part of linguistics. It is constituted by a signifier and signified as the element of sign. Barthes 

distinguishes the system of signification into three levels: denotative, connotative, and metalanguage or 

myth (Ambar, 2017). Denotative is the first-order of signification and described as the literal meaning in a 

sign. In other words, it is also a universally accepted ideal or standard of definition. In this case, face masks 

are personal protective equipment to cover the mouth and nose.  

 

The second-order signification is connotative, described as the denotative meaning that is signified to 

another meaning, which is related to social beliefs and attitudes in society and seems 'normal' in social 

culture. There is still evidence to prove the connotative meaning in society. Usually, it creates imagination 

and values, either positive or negative. For instance, giving red roses is a sign of love to their loved ones. 

Ideology or mythology is a third-order signification, which is signification in the connotative level that 

constitutes myth meaning. Myth reflects the values, beliefs, and attitudes constituted by social construction 

(Chandler, 2020). The myth's meaning may be an ideology or the way people think for certain people. For 

instance, people put a $500 pen in their pocket to show their social status. Therefore, the myth's meaning 

may be subjective or based on individual perception. 
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Figure 2.1 

Theory of Semiotics by Roland Barthes 

 

  
 

Source: Peter Gonsalves, adapted from R. Barthes, The Fashion System (Berkeley: University of California 

Press, 1990), 27-31.  

 

3. Method 

 

This research is using a descriptive qualitative method. It is a research method with a holistic and inductive 

approach to explore, understand, and describe a new phenomenon through the writer's perspective 

(Creswell, 2014). Data were obtained by in-depth interviews with resources in the capital city of Indonesia, 

Jakarta with a wide range of ages and occupations. 

There are three types of participants that we interviewed, (1) tailor, (2) individuals who wore face masks 

before the pandemic, and (3) individuals who only wear face masks during the pandemic. 

 

4. Result & Analysis 

 

We interviewed one tailor, four participants who wore face masks before the pandemic, and four 

participants who only wear face masks during the pandemic. All of our participants live in Jakarta. We 

separate our findings into two parts, before and during the pandemic. 

 

Before the Pandemic 

Before the pandemic COVID-19 occurred, face masks had several functions and depended on the person 

who wore them. The fact that Jakarta, the capital city of Indonesia, is one of the cities with some of the 

world’s filthiest air, most of the participants wore face masks, either surgical or cloth face masks, to cover 

them up from the pollution and virus entering the body. Besides, the participants mention that they wore 

face masks when using public transportation or riding a motorcycle. Surgical masks are preferable to cloth 

face masks before the pandemic. 

Moreover, they wear face masks when they are not feeling well. Thus, they can prevent the transmission of 

the virus to other people. Lastly, the idiom “prepare an umbrella before the rain” also applied to some 

participants. They usually carry face masks as an emergency supply. 

 

During the Pandemic 

Jakarta people are urged to comply with the health protocol that the government has made, namely 3M, 

which are (1) memakai masker (wearing face masks), mencuci tangan (washing hands), and menjaga jarak 

(physical distancing). During the pandemic, the primary function of face masks is to prevent the 

transmission of the virus and still air pollution. 
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Wearing face masks is an urgency during the pandemic, not only to protect themselves but also to influence 

other people to wear face masks. The participants mentioned that even though people are getting vaccinated 

and the pandemic is over, they still prefer to wear face masks to prevent air pollution and any other disease. 

Furthermore, if there are influencers or someone we admire (celebrity) who wears face masks, it influences 

other people to wear face masks. People tend to follow what their idols wear. For instance, Lady Gaga wore 

fashionable face masks on MTV. It is one of a campaign to persuade the audience to comply with the health 

protocol wherever and whenever it is. 

 

The type of face masks also experiences changes. The tailor that we interviewed stated that there is no 

request for face masks before the pandemic. Although, there are a lot of requests during the pandemic to 

match with their outfits. Besides, the types of face masks we encounter are various colors of surgical face 

masks, N95 and KN95, cloth face masks with several types of motive, and scuba face masks.  

The cloth face masks existed before the pandemic. However, cloth face masks are rare to find and slight 

variation due to the low demand. Nowadays, people compete to create face masks and feature their 

uniqueness. Scuba face masks are deemed ineffective in preventing virus transmission. Therefore, people 

prefer to wear surgical or cloth face masks. 

 

The usual colors of surgical masks are blue, green, and grey. However, during the pandemic, surgical face 

masks encounter changes in motive and color. Considering the health and comfort, several participants who 

prefer to wear face masks can remain stylish by the color or motive.  

 

Wearing face masks during the pandemic affects how people dress and allows us to style based on our 

preferable style. Face masks that are colored white are deemed neutral in society. Thus, people can wear it 

everywhere, even at a wedding party. 

 

Along with the fact that face masks have become our daily routines, people style face masks with their 

outfits. Besides, using specific face masks enhances their appearance. Face masks added some value and 

became an indicator of social class in society. Mainly the participants mention that they wanted to look 

good when meeting their friends or family.  

 

Wearing face masks also can indicate individual identity. For instance, when people take a photograph, 

they remain fashionable and still obey the health regulations. Face masks also have an emotional effect: 

they feel happy when they match the face masks with their outfit. It creates their own 'pride.' Furthermore, 

wearing motif face masks shows that someone is creative. 

 

There is a face mask with a patterned mouth to prevent virus transmission and, at the same time, to satire 

people who don’t wear masks in public spaces. People who wear it don't seem very pleasant or weird but 

are also considered creative and unique, as it immediately makes people laugh spontaneously after seeing 

it.  

 

Referring to Barthes’ theory, the denotative meaning of face masks is to cover people from pollution and 

prevent the transmission of certain diseases to other people. In addition, during the pandemic is to protect 

from the COVID-19 transmission and influence other people to wear masks too. 

 

During the pandemic COVID-19, the literal meaning of face masks has signified. The connotative meaning 

indicates that face masks are deemed as fashion accessories, even lifestyle. People are wearing face masks 

to match their outfits and express their style. 

 

Other than that, using specific face masks can enhance and add some value to their appearance. These 

circumstances bring out several types of face masks. People wear face masks to show their identity, social 
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status and create certain emotions towards themselves and their surroundings. This context described how 

face masks signified into myth meaning.  

 

5. Conclusion  

 

From all of our findings, we conclude that the literal meaning of face masks has signified from denotative 

to connotative and myth. The process of signification in this field implicates the signifier and the signified 

as the constituent of the face masks. 

 

The reasons behind wearing face masks are based on the value or meaning accepted by an individual. It is 

influenced by their personal backgrounds, such as personality, social status, experience, media exposure, 

and other backgrounds. 

 

As a shift in the meaning of face masks, we recommend the following study to research more about the 

effect of face masks on lifestyle and consumers' preferences regarding the style, motif, and color of both 

surgical and cloth face masks, even the combination of both of them. The findings of this research and 

recommended future research may support the fashion industries to be adaptive during the pandemic and 

as an opportunity to grow their business after the pandemic. They can shift the 'meaning' of face masks 

through campaigns, advertisement, marketing, and any other forms of communication. Henceforth, they 

may develop unique and creative face masks, even premium face masks to comply with people's lifestyles 

that depend on the way of life of an individual, group, or culture. 
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Abstract: 

 

The COVID-19 pandemic has resulted in shutdowns of business, affecting the livelihood of people and 

fluctuated the stock prices across all the industries. This research aims to find the competitive analysis of 

the stock price and volume of top 10 market cap computer and software companies during the first and 

second waves of COVID-19. To be able to deliver the objective of this research, Python code is used to 

extract data from Yahoo Finance. Python code and Excel is used to study the trend and correlation analysis 

and SPSS software are used on the data to test the Wilcoxon signed ranks to determine the fluctuations of 

the stock volume during both the pandemic wave. The research finding demonstrates that stock prices and 

volume performed significantly well during both waves because starting March 2020, most of the 

government has implemented lockdowns and offices were forced to close and encouraged to work from 

home which led to a sharp increase of people using the internet and computer software products. Moreover, 

this paper found out that the stock prices of Google have performed well compared to other 9 companies 

during the first and second waves because most people are stuck home which led to the use of Google to 

find the information and engage their time online. Given the fact that computer and software companies 

during the COVID-19 have performed well comparing other industries in general but there are a greater 

number of days stock volume down during the second wave than the first wave. Since the number of 

COVID-19 cases around the world is not decreasing currently, this study help investor which stock market 

is doing well and assists them to make better decisions while investing.  

 

Key words: stock price, stock volume, software companies, first wave, second wave market reaction, 

COVID-19 
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Abstract: 

 

This paper presents some preliminary insights into an important yet generally neglected discursive 

phenomenon, rituals. Rituals refers to the practices formed by relational networks. Rituals are very 

important in every aspect of our life especially in the organizational culture. Many studies have been 

conducted of the various rituals followed in the organizational setting. But with the Covid-19 pandemic, 

organizations have started to shift to a virtual environment. The various interactions in organizations have 

shifted from a physical to a virtual environment. Hence, we look towards conducting research to gain 

insights on how social interactions are done in organizations through virtual space. We look forward to 

uncovering some of the rituals knowingly and unknowingly followed by people in organizations through 

virtual space. 

 

Key words: Rituals, Online platforms, Socialization, Communication, Interaction  
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Extended Abstract: 

 

Since the first case of COVID-19 in Wuhan, China, in December 2019, as of November 2020, there are 

more than 61 million cases with over 1.4 million deaths around the world (WHO Coronavirus Disease 

(COVID-19) Dashboard, 2020). The speed and magnitude of the spread of COVID-19 have caused an 

unprecedented social and economic disruption worldwide. 

 

While the health care sectors were dealing with abrupt and overwhelming numbers of severe cases and 

deaths of COVID-19, governments had to opt for border closure, lockdown, and social distancing. Most 

business sectors were affected drastically by those policies. The business sectors have been facing 

significant disruption in their business processes and models. The global and local supply chains have 

become unstable. Most employees are working and communicating remotely. With physical distancing, 

consumer behaviour has changed, impacting business strategies (Zhang D. et al. 2020). The survival of 

business during and post COVID-19 pandemic depends on how quickly and efficiently they can adapt to 

the new business environment. 

 

Artificial intelligence (AI) has been available in the business world to improve business efficiency and 

business decision-making. However, the business challenges brought about by the COVID-19 pandemic 

accelerated the need for AI use in businesses. More companies are moving to cloud computing to 

accommodate employees working and communicating from home. The centralization of corporate data and 

the rise of online shopping platforms, and the subsequent data accumulation from all transactions will 

enable companies to develop a better AI capability (Kim T. 2020). 

 

Another example of accelerated technology adoption during the COVID-19 pandemic is the dramatic 

increase in the use of social media platforms. With the lockdown and physical distancing, social media 

platforms have become an essential conduit for news, information, and connection. The discussions and 

contents shared on social media platforms are a significant source to assess public sentiment (Zhang D. et 

al. 2020). Twitter, in particular, is used by over 200 million users globally who share their opinions on the 

platform, making it valuable for tracking and analyzing public sentiment (Tan et al., 2014).  

 

As businesses are increasingly incorporating AI during the COVID-19 pandemic, it is critical to understand 

the public sentiment on AI usage in businesses to gain practical and valuable insights on the topic to improve 

business decision making and practices during and after the COVID-19 pandemic. However, very little 

research has been done on this research topic. 
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The purpose of this study is to gain insights into public sentiments about the increased use of AI in 

businesses during the COVID-19 pandemic. This study examines the public sentiment and discussion on 

the research topic using the Twitter social media platform and further identifies the main issues of 

discussion and their correlation. This study will help understand the overall public sentiment on using AI 

in businesses amid the COVID-19 pandemic and contribute to the existing knowledge base on this topic. 

By providing insights into the public sentiment on AI usage by businesses, this study will help build better 

business strategies and provide insights to improve business performance.  

 

The followings are the research questions of this study: 

Q1. What are the most frequent words used about AI usage by businesses during the COVID-19 pandemic? 

Q2. What are the main topics and themes discussed about AI usage by businesses during the COVID-19 

pandemic? 

Q3. What are the public sentiments about AI usage by businesses during COVID-19? 

Q4. What is the relationship between the identified topics and themes on AI usage by businesses? 

Q5. What are the correlations between the identified issues and themes on AI usage by businesses? 

Q6. What are the trends in the topics and themes identified during the studies periods? 

 

This study's literature review includes a broader definition of AI and an overview of AI use in businesses. 

It also provides an overview of how AI is shaping businesses during these unprecedented times. It describes 

how social media can be used to analyze public sentiment on AI use and the impact of COVID-19 by 

businesses. This study's research methodology describes how data was collected, cleaned, and stored. 

Furthermore, it identifies the analytics tools used for the aforementioned process. The study's data analysis 

illustrates how the collected data was analyzed and explains which type of analyses were conducted. 

Finally, this study discusses the study findings' interpretation and their significance and limitations and 

suggests future research considerations. 

 

Key words: AI, businesses, COVID-19, sentiment analysis 
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Extended Summary: 

 

Mobile phones are spreading faster than any other Information Technology features. These developments 

in the 3Gs have brought intensive applications of the mobile services. Mobile services are content services 

that are accessed via mobile handheld devices (PDAs, mobile, cellular or Smartphone, GPS etc.) and are 

delivered in interaction between an organization and a customer (Seyal et al. 2016). Mobile commerce  (or 

m-Commerce), as further development on mobility side of e-commerce, is defined by Ercisson (2010) as, 

"... a trusted transaction service through a mobile device for products and services exchange among 

consumers, traders, and financial institution". With the usage of mobile commerce, electronic commerce 

and a secure e-payment gateway, it has open up the opportunity for businesses anywhere in the world to 

customers globally, and not just in their home markets.The adoption of mobile commerce by businesses, 

however, does not come without financial costs. Besides financial costs, there are costs related to steep 

learning curve regarding the adoption of m-commerce, not only for businesses but for business owners of 

MSMEs as well. Although half of the USA companies claim that 41% to 80% of their total online traffic 

comes through mobile devices, 53% of all companies claim that 20% or fewer of their total online sales 

come from mobile devices. Despite these growing incentives, retailers still, however, appear to be in only 

a transitional period in terms of increasing their m-commerce investments (MCOR; 2017). Therefore, in 
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order to rationalize the adoption of m-commerce in businesses, strong strategic advantages should be in 

place.  

 

Independent studies have mentioned that the future of mobile commerce in the business sector is very 

bright, as there are broader possibilities (Liao et al, 1999). Famous five forces of Porter can provide some 

clue why SMEs need to invest in m-commerce initiatives. Mobile commerce is also said to be the correct 

decision regarding adopting it for business, as it allows users to do the transactions with less efforts, free 

from location restrictions and with no time or geographic barriers by using mobile-based technology. 

Moreover, in a study by Zhang et. al (2016), respondents have chosen convenience (49%), time saving 

(46%) and Price (34%) as the key drivers of mobile purchases and thus it plays an important role. Because 

of these reasons, the adoption of mobile commerce is a source to provide competitive advantage and greater 

opportunity for businesses especially for micro, small and medium enterprises (MSMEs) as it carries the 

potential for providing global access to them and lower transaction costs.  

 

MSMEs are getting increasingly vital for Brunei's economy as it creates economic diversification which 

may provide an answer and alternative source of revenue for decreasing foreign exchange earnings because 

of falling of oil prices. ASEAN economic integration drive is also adding fuel to the race. Based on Brunei’s 

vision is to develop the economy through MSMEs, the Brunei government has taken initiatives in taking 

up the opportunity to encourage MSMEs to develop their business further. Besides, APEC economies 

constitute 98 percent of their businesses as of SMEs and it has contributed to 41 percent of the APEC 

economic GDP. In conjunction with Brunei, it was said that 97.5 percent of the business are SMEs, and this 

clearly shows how SME development has a potential role in developing and driving the Brunei economy 

(Norjidi; 2014). The Brunei government has also taken initiatives in taking the opportunity to encourage 

MSMEs to develop their business further. A conference was held as the 1st MSME Innovation Conference 

and Expo on the 6th May 2017 (Norjidi, 2017).  

 

Although, a considerable amount of research literature has been carried out and resulted in an identifiable 

effort to determining the factors, which have impacted to the customers that use mobile commerce (m-

commerce). However, there has been limited studies that focus on the perspective of the business owners, 

(Nassuora, 2013), mainly for MSMEs. Amongst the business factors that will influence an organisation in 

technology adoption decision, the use of the five-factor Porter have been visualized to be a better candidate 

for the adoption of m-commerce. This is where the importance of the primary aim of doing this research 

comes into picture. The aim of this study is to identify the possible adoption factors to be studied in future 

research and how it would influence the performance of the MSMEs. The objectives of this study are to 

identify the forms of adoption and use of mobile commerce among MSMEs in Brunei Darussalam and to 

examine the relationship between factors influencing the adoption and use of mobile commerce in Brunei 

's MSMEs. Brunei Darussalam has been chosen as the target choice of the study mainly because the 

Government of Brunei has profoundly expressed their interest in wanting the people to be more exposed 

and take the opportunity of using technology in adopting for their marketing technologies. The research is 

seeking to find the answers to three questions which are: What are the forms of adoption and use of m-

commerce among MSMEs in Brunei? What is the impact of adopting and use of m-commerce among 

MSMEs in Brunei? What is the relationship between factors (focusing on Porter's forces) that give an 

impact to the embracement and use of m-commerce and performance among MSMEs in Brunei? 

In short, the adoption of mobile commerce (m-commerce) is a source to provide competitive advantage and 

greater opportunity for businesses especially for micro, small and medium enterprises (MSMEs) as it carries 

the potential for providing global access at lower transaction costs. The adoption of mobile commerce does 

not come without financial costs, besides having a steep learning curve for businesses and even for business 

owners themselves of MSMEs. Therefore, in order to rationalize the adoption of m-commerce in businesses, 

strong strategic advantages should be in place. Porter's five forces framework provides a strong strategy in 

order to mitigate industry rivalry. The study combines the variables from two knowledge streams i.e. 

Porter's five forces framework  and Technology Acceptance Model (TAM) and develops an extended model 
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of m-commerce adoption in MSMEs. Porter's five forces i.e. threat of new entrants, power of buyers, 

competitive rivalry, availability of substitutes and power of suppliers has been plugged into two mediating 

variables of TAM in predicting behavioral intentions of businesses in the adoption of m-commerce in 

Brunei Darussalam. The study results indicate that perceived usefulness and perceived ease of use both 

predict the intention to use that in turn predict the actual usage. 

 

The study has been divided into seven sections. Starting with the 'introduction' section, a general description 

of 'five forces of Porter has been provided in section two. It is followed by the description of 'Description 

of technology adoption model' in section three and then 'proposed structural model' in section four. Section 

five is about the 'description of data' and 'findings and analysis of results' and 'Interpretations of results and 

discussion' has filled the section six and the discussion has been concluded in the section seven named 

'limitations of the study and conclusion'.  
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Abstract: 

 

This research study looks to dive into public sentiment and opinions on the topics revolving around the 

Travel and Tourism industry amidst the COVID-19 pandemic. Unstructured textual data in the form of 

tweets were collected from Twitter using keywords such as a COVID-19 Travel and Tourism. A total of 

40,097 tweets were collected using the TWINT Python library. A detailed sentiment analysis revealed that 

the major keywords being talked about in the tweets were words like Business, International, Industry, 

Restrictions, Pandemic and more. A polarity analysis brought forward that about 47% of the tweets were 

positive while 33% were neutral and 19% were negative in sentiment. The topic modeling conducted on 

these tweets gave us an insight into the major topics being talked about which were Hospitality, People, 

Jobs, Safety, Recovery, Tests, Restrictions, and Vaccine. The tweets gathered were further analyzed by 

performing a correlation analysis as well as a cluster analysis to identify relationships between the identified 

topics. The analysis brought to light that while people were disappointed about the global travel restrictions 

being placed as well as the jobs that were lost in the industry, they were also equally hopeful about the 

gradual recovery of the industry with general safety procedures being put into place as well as the coming 

of a vaccine to battle COVID-19. 

 

Key words: COVID-19, Travel, Tourism, Twitter, Sentiment Analysis 
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Abstract: 

 

Purpose: The purpose of the paper is to examine the challenges of international business during the Covid-

19 and to propose solutions to the challenges. Methodology: COVID-19 is a health crisis that is presently 

ongoing, hence, the current investigation employed existing secondary scanty literature from journals, both 

online and offline and other anecdotal evidences that are related to the topic. Findings: Some preliminary 

challenges of COVID -19 include; global supply chain disruption, trade policy response, collapse of 

manufacturing companies leading to global shortages and fall in output, decline in new business creation 

and expansion, fall in monetary policy, high interest rate and exchange rate, increase in unemployment and 

fall in consumer income and consumption, elevation of government and public debt, government trade 

restrictions, slower mobility of labour and capital, increase in trade cost due to import tariff, border closure 

and export bans, protracted public health crises, decline in working hours leading to fall in productivity, 

demand for innovativeness and technology shift in conducting business, security risk are increasing as more 

people work from home and finally, but not the least is decline in foreign direct inflows (FDIs). Some 

recommendations are professed to enable international businesses to surpass these challenges. Theoretical 

implications: To research, the findings of the study will be useful to scholars and students as it provides 

insights into areas for further research and theoretical discussions. Practical implications: The findings of 

the study will serve as a resource material on how to successfully operate business on a global scale and 
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how to address challenges that comes with venturing into International business. Social implications: To 

policy makers, it will serve as an input in policy formulation to motive and enhance development within 

the international business scene. Limitations:  The current investigation is largely reliant on secondary data 

and anecdotal evidence around the globe through news reporting and other sources of information on 

COVID-19. Originality:  The key contribution of this paper is the synthesis of evolving knowledge on what 

are the challenges of international business during the Covid-19 and the solutions to the challenges.  

 

Key words: COVID-19, International business, Globalisation, supply chain disruption and decrease in 

consumption   
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Abstract  

  

There are 196 countries with different cultures in the world. Every country has multiple cultures, one of 

which is Indonesia. Cultural differences in daily life, families, and organizations can trigger conflict if they 

meet. These differences are one of the challenges for international companies to sustain in other countries. 

The examples of conflicts that can occur are miscommunication, prejudice, and culture shock. In Indonesia, 

there are well-known multinational companies from Japan that brought Japanese culture to Indonesia. 

Combining these two Asian cultures increases researchers' curiosity about how the company implements 

Japanese culture in its organizational culture and how it develops its employee loyalty. This research is part 

of the corporate communication field, and the theories used are organizational culture and employee loyalty. 

To obtain data from this research, researchers used a descriptive qualitative approach with two methods, 

in-depth interviews with top management and staff from several divisions as interviewees and 

documentation. This research obtained that employees can accept Japanese culture brought to companies 

in Indonesia to implement Japanese cultural values and feel comfortable in their work environment. 

However, some employees feel that one of these Japanese cultures puts pressure on them. A comfortable 

environment encourages them to be loyal to the company. Therefore, in general, the implementation of 

Japanese culture in these companies can build employee loyalty. Based on this research, the researcher 

recommends that if there are similar studies, it is necessary to add an observation method to witness 

information firsthand on the field. Besides, multinational companies need to pay more attention to their 

employees because, based on the research findings, there are pressured employees due to the existing 

organizational culture.   

   

Keywords: corporate communication, employee loyalty, international business challenge, organization 

culture.  

 

 

BACKGROUND 

 

There are 196 countries in the world with different cultures. Each country also has multiple cultures, one 

of it being Indonesia. In 2010, research conducted by the official Indonesian Statistics agency stated that 

Indonesia has 1.340 ethnic groups. These cultures are present in families, societies, and also offices. Like 

Japanese companies who uphold discipline, work ethics, punctuality, and focuses on efforts of 

improvement. When these different cultures meet, it can trigger conflicts such as miscommunications, 

prejudice, and even culture shock. 
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According to the Indonesian Investment Coordinating Board data there are 25.919 foreign companies in 

Indonesia (January, 28 2020). One of them is a particular Japanese Company, in this research, researchers 

will refer to as Japanese Company A. Researchers will find out how Japanese culture is applied in the 

company, whether there is a change in the culture of the organization applied and what kind of changes 

occur, as well as see the difficulties or obstacles of local Indonesian employees in adjusting to the culture 

of the organization. Therefore, researchers formulated research problems that include finding out the 

implementation of Japanese culture in the organization culture of Japanese Company A and the role of 

organizational culture in improving employee loyalty. 

 

Thus, researchers can describe and explain the Japanese culture implemented in Japanese Company A and 

know the loyalty of the company's employees. Also, find out the challenges of global companies in this 

regard related to loyalty and organizational culture. 

 

Previous research that the authors use as reference is one conducted by Alfian Malik in 2014 with the title 

‘The Influence of Organizational Culture and Work Loyalty with Turnover Intentions on Employees of PT. 

Cipaganti Heavy Equipment Samarinda’. The goal was to find out whether there was an influence of 

organizational culture at PT. Cipaganti on employee loyalty that focuses on employee turnover intentions. 

This research uses a quantitative approach to measure how significant the influence is. Results showed that 

there is a very significant influence between organizational culture, job loyalty, and employee turnover 

intention on employees of PT. Cipaganti Heavy Equipment Samarinda. In contrast to Alfian’s research, this 

study focuses on the implementation of Japanese culture in the organizational culture of Japanese Company 

A which can increase employee loyalty. In previous studies, organizational culture has not been further 

explored how the culture is applied, therefore this study focuses on exploring organizational culture at 

Japanese Company A and analyzing its implementation in building employee loyalty. 

 

THEORETICAL FRAMEWORK 

 

The theories used in this research are divided into 3 major theories that are organizational culture, 

intercultural communication, and employee loyalty. Researchers chose these theories as they cover the 

description of organizational culture, how employees show their loyalty, and how changes are present in 

organizational culture through intercultural communication. Therefore, researchers find these theories fit 

best with the research problems formulated. 

 

Organizational Culture 

 

Definition of organizational culture according to Sutrisno (2010) is a set of values, beliefs, assumptions, 

and norms that have long been in occurred and agreed by members of the organization as a guideline of 

behavior and problem solving that exists in the organization. In the discussion of organizational culture, 

researchers used the theory of the type of organizational culture according to Mondy and Noe (1996), 

namely closed and autocratic culture, and open and participate culture. The models of organizational 

cultures according to Deal and Kennedy (1982) are described in the following table:  

 

The seven cultural characteristics of the organization according to Robbins (2007) consist of innovation 

and courage to take risks, attention to detail, results-oriented, human-oriented, team-oriented, 

aggressiveness, and stability. According to Deal and Kennedy (1982), the dimensions of a strong 

organizational culture consists of values, heroes, rites and cultural network.  
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Figure 1 Models of Organizational Culture by Deal and Kennedy (1982) 

 

 

Intercultural Communication 

Intercultural communication includes the theory initiated by Edward T. Hall (1976) regarding the cultural 

dimension of low context and high context communication, also definition of assimilation and acculturation 

according to Koentjaraningrat (2000). 

 

Employee Loyalty 

 

Sudimin (2003) said employee loyalty is the willingness of employees to participate in achieving the 

company's goals, both their abilities, skills, thoughts, and time and keeping company secrets as long as they 

are employees. The theory of employee loyalty used are eleven characteristics of employee loyalty 

according to Danim, among which are responsible, willing to sacrifice, have a courage to be themselves, 

actively participate, broad minded, develop and improve the quality of their respective professions 

individually or together with the organization, adjust actions, have an appropriate attitudes and talk in 

accordance with the dignity of the employee's profession concerned, create and maintain good relationships 

between fellow employees and the whole of work environment, maintain the dignity of employees as a 

whole and personally so as not to take adverse actions, consider the organization as a means of dedication 

and implement all the provisions and policies of the organization. 

 

Jusuf (2013) argued that the elements influence employee loyalty are rational, emotional, and personality. 

Rational factors include facilities given by companies, while emotional refers to the emotions of said 

employee, and personality refers to the influences that come within one employee. While, Saydam (2000) 

said that there are 4 aspects that influence employee loyalty and that is obedience, responsibility, dedication, 

and honesty. 

 

Below is the following framework to understand more about the theories used in this research related to the 

issues. 

 

Figure 2 Theoretical Framework 
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Organizational culture can be formed because there are members in it. The culture of the organization 

consists of various kinds, as described above. This goes to say that the organizational culture from a 

multinational company’s origin country is brought to the country it now occupies, thus creating the 

integration between Japanese and Indonesian culture in the company. Researchers will examine 

intercultural communication and employee loyalty due to the integration of the two different cultures. 

Especially in the dimension of assimilation, acculturation and loyalty of employees are examined based on 

the theory mentioned before.  

 

METHODOLOGY 

This research type is descriptive qualitative because it is the most appropriate method for explaining the 

complexity of organizational culture (Strauss & Corbin, 1990). 

 

Object and Subject 

The object of this research is the organizational culture and loyalty of employees of Japanese Company A 

which is the focus of this research. While the subject of the study is something that is researched, and in 

this study are individuals from Japanese Company A.  

 

Methods 

The method of data acquisition used is the method of interviewing and documentation. Interviews are 

conducted online with the help of Zoom and Microsoft Teams software. The documentation method 

conducted by accessing the official website of the Japanese Company A for information about companies 

not mentioned by the interviewees. 

 

Interviewees are determined by using purposive sampling method, which is a sampling technique of 

choosing the interviewees with certain considerations. In this study, the interviewees are representatives of 

the management and employees, who are heterogeneous in terms of position, age, and length of work. There 

are two types of data sources, namely primary data obtained by researchers through in-depth interviews and 

secondary data through the company's official website documentation. 

 

Analysis and Collecting Data 

 

To maintain the quality of the collected data, researchers conducted triangulation analysis used to test the 

correctness of the data using other existing data sources. The answers from interviewees are cross-checked 

with answers from other sources and information on the company's official website. Data processing is 

done after the interview is completed by playback recording from the interview, then researchers completed 

coding the interview. After the coding process was completed, researchers created interview transcripts that 

were grouped by each research category, namely organizational culture, intercultural communication, and 

employee loyalty. 

 

Data analysis is conducted using a filling system suited by the grouped categories and analyzed in 

accordance with organizational culture theory, intercultural communication theory, and employee loyalty 

theory. When the analysis is complete, the researcher will draw conclusions to understand the research that 

has been done. 

  

RESULT AND DISCUSSION 

 

From the theoretical framework, researchers want to explore the integration of Indonesian and Japanese 

culture in the organization. Researchers must first find out about the implementation of Japanese culture in 

the company and the intercultural communication.  
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Organizational Culture 

 

Based on the analysis of Japanese culture conducted on Japanese Company A, the type of organizational 

culture present is open and participate culture. There is trust between the management and their employees 

and both continue to monitor each other’s work, while management also maintains support and 

attentiveness to their subordinates. 

 

“..they (Japanese superiors) are perfectionists and focus on the progress, so they often check on how our 

progress is,” said an interviewee.  

 

“..our communication is open and laid back, there are no partitions between rooms, even the president 

director sits in the same room though a bit separated,” said an interviewee. 

 

While, the model of organizational culture is work hard/play hard. Feedback from the members of the 

company was provided quickly due to the impact from Japanese culture. Decision making in Japanese 

Company A features low risk and does not bring huge changes to the organization.  

 

“Like we all know, Japanese companies are said to be very disciplined with their work, time of arrival, and 

work deadlines, and this is proven in this company,” said an interviewee. 

 

Characteristics of organizational culture are first, attention to detail, namely conscientious Japanese culture, 

caring about certain issues, and tight work deadlines. Second, oriented to progress, the culture brought by 

the Japanese management demands progress orientation, so that it will ask employees about every work 

progress. Third, team-oriented, in Japanese company A, there are many activities that are oriented towards 

cooperation between employees and directors. This aims to create open communication and uphold 

cooperation. Lastly, not aggressive, the communication carried out in a work environment is relaxed and a 

lot of small talk in the conversation. The board of directors and employees prioritize family values (family-

oriented), so that there is no aggressiveness in the organization culture. 

 

Japanese Company A has the dimensions of a strong organizational culture such as values, heroes, rites and 

rituals, also cultural network. First, the values in Japanese company A are stated in the vision which is also 

the foundation of the company in acting, including spirit, action-oriented, responsibility, teamwork, 

integrity, trustworthiness, discipline and 5S. The 5S concept consists of seiri (sorting), seiton 

(systematizing), seiso (cleaning), seiketsu (standardizing), and shitsuke (self-discipline). While, the ritual 

consists of many activities, including outing/employee gathering, sports day, monthly meeting, welcoming 

or farewell parties, holiday celebrations, such as Kartini Day, Monday briefing, best employee awards, 

greetings to another member as daily routines, and the use of product taglines to be the words of a day in 

the internal company. There are no heroes in Japanese Company A that are required by top management to 

be known by all employees, instead each employee has a different personal role model, such as the director 

and the Japanese board members in Japanese Company A. The cultural network that is commonly used by 

top management to inform company culture is Monday briefing and big clean up day to encourage the 

implementation of 5S by each employee. 

 

Intercultural Communication 

 

Besides that, the intercultural communication on Japanese Company A is high context culture. Japanese 

culture is not explicit, lots of small talks, and does not focus on problems. Usually found in collectivist 

cultures. Researchers found that organizational culture experience assimilation. Combining Japanese 

culture that is brought by top management with Indonesian culture brought by employees which is a new 

culture was born that became a combination of the two. The new culture (Japan) has the characteristics of 

the old culture, such as discipline, punctuality and a high work ethic with Indonesian culture, namely small 
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talk and a sense of reluctance. In this process, there is also difficulty in communicating because there are 

language differences (language barrier). 

 

Employee Loyalty 

 

In this research, there are also analysis regarding employee loyalty in Japanese Company A, which are 

described with firstly the characteristics of loyal employees. There are 11 characteristics that consist of 

responsible, willing to sacrifice, courage to be original, actively participating, broad minded, develop and 

improve professional quality, able to adjust actions, creating and maintaining good relationships, maintain 

employee dignity, to see the organization as a means of service, and implementing organizational rules and 

policies. On Japanese Company A, only 5 characteristics are present such as responsible, actively 

participating, adjusting actions, creating and maintaining good relationships, and implementing 

organizational rules and policies. Responsibility is the main value of this company which is owned by one 

of the interviewees because they take action for totality in developing and improving themselves for the 

company. Actively participating in the average employee admits they make an effort to attend company 

events. Adjusting actions, attitudes and speaking is something the employees have adjusted to the speech 

and communication styles of members within the company, namely informal language. However, in work 

activities, the employees use formal language. Then, creating and maintaining good relationships is where 

bosses/top management from the company eat together with regular employees. One of the employees said 

that the relationship between employees was family oriented as seen from the joint outing, Monday briefing. 

Last, implementing organizational rules and policies, one employee from the company said that the 

employees there apply the values that the company tries to instill, both outside and inside the company, 

such as having a good attitude, running good communication between teams and other divisions.  

Factors that affect employee loyalty on Japanese Company A are first rational. The interviewees said the 

company has a comfortable office, sufficient allowances to meet the needs of employees, health insurance, 

medical check-up once a year, BPJS (Social Security Administrator for Health in Indonesia), and vehicle 

fee facilities. The second factor is emotional which means the kinship or togetherness felt by the employees. 

Last, personality shows the character or traits of the employee personally, such as one of the informants or 

interviewees who has a good attitude. 

  

Next, there are aspects that affect employee loyalty such as compliance, responsibility, service and honesty. 

First, compliance shows obedience to regulations such as the rules of office entry and return hours, and 

obedience to superiors. Second, responsibility, the interviewees implement this value by trying to complete 

their work on time. Third, service, dedication can be seen from the length of work of the employees. One 

of the interviewees had worked for more than five years. Another interviewee also mentioned that a 

comfortable work environment reduced the employee turnover in the organization. Then, honesty shows 

on one of the core values of Japanese Company A, namely working together is a sentence that says to 

“speak honestly”. Employees also try to keep reporting their work results to their superiors even though 

they are in stressful situations, because they are often asked about progress and chasing deadlines. 

Based on these results, researchers found out that Japanese Company A has combined their original culture 

with the local culture and the findings show the organizational culture is accepted by the local employees 

and allowed them to be loyal. 

 

  

CONCLUSION AND RECOMMENDATION 

 

Conclusion 

 

The research conducted on Japanese Company A brought to the conclusion that the organizational culture 

results in employee loyalty. There are efforts from top management to adapt to Indonesian culture and 

efforts from employees to instill Japanese cultural values to generate employee loyalty. Japanese culture 
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brought into the company is acceptable to its employees, so that they can implement Japanese cultural 

values and feel comfortable in their work environment, although there are some employees who are 

distressed by one of these Japanese cultures. The comfortable environment encourages them to become 

loyal to the company. Therefore, the implementation of Japanese culture in Japanese Company A can build 

employee loyalty. 

 

Recommendation 

 

Based on this research, the researcher recommends that if there are similar studies, it is necessary to add an 

observation method to witness information firsthand on the field. Afterwards, for practical 

recommendations, the researchers find that multinational companies need to pay more attention to their 

employees because, based on the research findings, there are pressured employees due to the existing 

organizational culture.  
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