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ABSTRACT

This research analyzes digital entrepreneurship strategies by tourism industry players in
Tourism 4.0. The research method used in this research is descriptive with a qualitative
approach. Primary data sources come from the results of in-depth interviews with informants.
In comparison, secondary data sources are obtained from the search results of research results
and statements of informants published in the media. The data that has been obtained is
triangulated before being analyzed. The study results stated that digital entrepreneurship in the
Indonesian tourism industry is multiplying. Several factors that support the growth of digital
entrepreneurship include internet penetration, large population demographics, and digitization
in the tourism industry. Digital entrepreneurship actors in the tourism industry are
implementing several strategies to survive during and after the Covid-19 pandemic and
entering the era of Tourism 4.0. This strategy successfully attracts tourists to continue to carry
out tourism activities.

Keywords: digital entrepreneurship; tourism 4.0; nomadic; staycation; storynomics

DOI: http://dx.doi.org/10.15549/jeecar.v10i6.1503

INTRODUCTION

Digital entrepreneurship utilizes digital
transformation in running a business (Ghosh
et al, 2021). Even though they have used
digital transformation, digital
entrepreneurship still requires an
entrepreneurial spirit. The entrepreneurial
spirit is the spirit to use limited resources to
create added value by capturing business
opportunities and managing resources to

business faster, easier, more effective, and
more efficient, reach more consumers, and
create many collaboration opportunities
(Avriyanti, 2021). The digital world offers a
vast new resource for entrepreneurs to
leverage, from an exponentially growing
collection of open data, content, code, and
services to the online contributions of users
and communities worldwide (Suryanto et al,
2022). The digital world also provides new

make it happen (Suryanto, 2019; Hermanto &
Suryanto, 2020). The fundamental change in
digital entrepreneurship lies in business
activities connected to a digitally literate
society. Digital entrepreneurship can make

ways to combine these resources. Small
businesses can use large advertising networks,
Artificial Intelligence-based chatbots, global
freelancers, or language translation with just a
few clicks or lines of code (Anderson & Rainie,
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2020).

Digital entrepreneurship has become
necessary for all business sectors in the era of
the Industrial Revolution 4.0 (Lee et al, 2018).
The new industrial paradigm in the Industrial
Revolution 4.0 era must encourage future
industrial development by utilizing the latest
technological elements (Kurniati & Suryanto,
2022). The latest technological elements in the
Industrial Revolution 4.0 era has succeeded in
disrupting various business sectors (Jones &
Pimdee, 2017). The tourism sector as a
business sector has also experienced the
impact of disruptive effects of the Industrial
Revolution 4.0 with the emergence of the term
Tourism 4.0 (Ozturk, 2021). Tourism 4.0 is an
adaptation of the tourism industry sector
following the eruption of the Industrial
Revolution 4.0. The development of Tourism
4.0 allows the tourism industry to be able to
provide more comprehensive, diverse, and
intelligent tourism information. In the era of
Tourism 4.0, tourism activities can provide
convenience for tourists and entrepreneurs
(Stankov & Gretzel, 2020).

The Indonesian tourism industry is currently
experiencing problems due to the Covid-19
pandemic. Various economic activities,
including tourism, were forced to close their
businesses (Wirawan et al, 2020). These
activities support the government's policy of
implementing social distancing. This policy
resulted in the breaking of the tourism
industry chain (Sharma et al, 2021). The
government limits the movement of people
through large-scale social restrictions and
restrictions on the movement of people's
activities. The policy limits the mobility of the
people and requires the closure of tourist
attractions in various tourist destinations in
Indonesia. Although community movement
activities have been relaxed and tourist
attractions have been reopened, the
government has implemented various
requirements for people who will travel.
People using air, sea, rail, land, and crossing
transportation modes must have a vaccine
card requirement and a negative PCR test
result or antigen result.

The impact of COVID-19 and other
government regulations on the tourism sector
affects the industry's ability to continue
operating and the number of visitors it

receives. Micro, Small, and Medium
Enterprises (MSMEs), particularly those who
make souvenirs and culinary delights, hotels,
transportation providers, restaurants,
vacation rental companies, and local guides,
cannot survive in the tourism industry.
(Sunarsi et al., 2020). Meanwhile, the decline
in foreign tourists in 2020 reached 75.03
percent. The number of foreign tourists in
2019 amounted to 16.11 million; in 2020, it
fell to 4.02 million (BPS, 2021). Due to the
decline in the number of tourists, the economy
is disrupted. Tourism is an important sector
supporting the Indonesian economy
(Suryanto & Kurniati, 2020). The contribution
given to the Indonesian economy reached 4.7%
of Gross Domestic Product (GDP) in 2019 and
has decreased since the Covid-19 pandemic to
4.1% in 2020 (Triwibowo, 2021)

Research related to digital entrepreneurship
has been conducted several times with
different focuses and locus. Davidson & Vaast
(2010) conclude that digital entrepreneurship
pursues new business opportunities from new
internet media and technologies. Sartori et al.
(2013) stated that the existence of
digitalization in entrepreneurship could affect
company productivity both socially and
economically. The success factors of digital
entrepreneurship are determined by the
business founders themselves, networks, and
social capital (Spiegel et al.,, 2016). Another
researcher, Sussan & Acs (2017), concluded
that all organizations could carry digital
entrepreneurship, whether commercial,
social, or government. In fact, according to
Farani et al. (2017), the convenience of digital
entrepreneurship has attracted much interest
from millennial businessmen, especially in
universities. According to research by Richter
et al. (2017), digital entrepreneurship aims to
gain  market share. These business
opportunities make money and strive to be
innovative, radical, and risk-takers.
Meanwhile, Hair et al. (2012) and Le Dinh et al.
(2018) concluded that traditional
entrepreneurship could turn into digital
entrepreneurship if the company digitizes all
its physical aspects, products, and distribution
channels.

Different from the previous research, this
research explores digital entrepreneurship in
the tourism industry because in Tourism 4.0,
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information related to tourism is needed
quickly, carefully, and comprehensively. This
study aims to describe several digital
entrepreneurship strategies carried out by the
tourism industry in welcoming the era of
Tourism 4.0.

LITERATURE REVIEW
Digital Entrepreneurship

Entrepreneurship experienced a change in the
concept after the development of digital
technology. The combination of digital
technology and entrepreneurial orientation
gave birth to a new concept of digital
entrepreneurship (Zarrouk et al, 2020). Initially,
entrepreneurship was divided into two, namely,
technology entrepreneurship and digital
entrepreneurship (Giones & Brem, 2017).
Technology entrepreneurship is more focused
on the niche market. Meanwhile, digital
entrepreneurship has a more global market
share using internet networks. With the
development of digital technology, the two
concepts have merged into Digital Technology
Entrepreneurship. Digital Technology
Entrepreneurship produces products based on
information and communication technologies.
The product made is an innovative product that
can access the Internet of Things (IoT). The target
market of digital technology entrepreneurship
sees the attractiveness and growth of the market
itself (Kraus et al.,, 2018). Digital technology
entrepreneurship is better known as digital
entrepreneurship (Muafi et al, 2021).

Digital entrepreneurship is a phenomenon
that emerges through technological assets such
as the Internet and information technology (Le
Dinh et al, 2018). Any entrepreneurial activity
that transfers assets, services, or a significant
part of the business to digital can be categorized
as digital entrepreneurship (Richter et al., 2017).
Digital entrepreneurship is no longer focused on
the entrepreneur's function but, more
importantly, on an excellent digital ecosystem
(Davidson & Vaast, 2010). The occurrence of
reciprocity in the digital ecosystem related to
products, services, and locations is a factor that
shapes digital entrepreneurial activity (Kopalle
et al, 2020).

Digital entrepreneurship is growing more
towards the discovery of new methods and
technologies. The technology is designed to
make consumers more flexible in using

applications (Nadia & Youssef, 2019); (Ghezzi &
Cavallo, 2020). Most of today's business sectors
have started implementing digital
entrepreneurship. This phenomenon shows that
people are starting to believe in digital
entrepreneurial activities. The market share of
digital entrepreneurship is getting wider and is
increasingly reaching all levels of society (Sia et
al, 2016). The business sector that needs to be
digitized faster is believed to be abandoned by
its consumers. At the same time, digitalization in
company operations can  complement
traditional business models (Elia et al, 2020).

Digital entrepreneurship has tremendously
impacted company development (Urbach et al,
2019). Digital entrepreneurship is the right
place to facilitate virtual access between buyers
and sellers without place or time restrictions
(Gangeshwer, 2013). This process is more
effective for use in everyday life because the
public can make transactions online without
spending money and time. Therefore, many
MSME actors use digital entrepreneurship to
improve performance (Yin et al, 2019).

Tourism

The concept of Tourism 4.0 elaborates on the
development of the Industrial Revolution 4.0,
which was adopted by the tourism industry
(Ozturk, 2021). Therefore, Tourism 4.0 allows
the tourism industry to become more
innovative and provides convenience for
tourists and entrepreneurs because they can
take advantage of technological
developments (Stankov & Gretzel, 2020).
Government, experts, and practitioners
created and expanded Tourism 4.0 (Zarrouk et
al, 2020). In contrast to smart tourism and
smart destinations, which have developed
among academics through more research
than Tourism 4.0 (Gonzalez-Reverté, 2019).

At the implementation Ilevel, the
development of Tourism 4.0 stars from
European countries. Portugal was the first
country to use the term Tourism 4.0 in 2016.
Italy, Finland, Turkey, and Spain are the other
countries to use this term. Meanwhile, only
Spain is the most successful among several
countries that have developed Tourism 4.0.
Spain has implemented Tourism 4.0 in several
of its main destinations by building a digital
ecosystem from inspiration, arrival, and
destination to post-trip, reflecting the era of
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Tourism 4.0 (KorZe, 2019). Apart from Europe,
several countries in Southeast Asia have also
used the term Tourism 4.0, such as Thailand,
Malaysia, and Indonesia (Wahyono & Razak,
2020). The development of Tourism 4.0

ecosystem. Figure 1 illustrates the elements of
the technology ecosystem that are the
enablers for tourism development 4.0.

requires elements in the technology
blockchain emerging :
artificial technologies wireless
@ & I ® data
TOURISM 4.0 &
@ ° ° ©
i augmented cloud
'(?ft%r]?ﬁés reality \®/ high computing
performance
computing
il key enabling technology - ICT ————
Figure 1: Elements of The Technological Ecosystem.
Source: (Peceny et al, 2019)
These technological elements include the RESULTS AND DISCUSSION

Internet of Things, artificial intelligence,
blockchain, big data, emerging technology,
wireless connectivity, cloud computing, high-
performance computing, and augmented
reality. These technological elements need to
be built in parallel to support Tourism 4.0.

METHODOLOGY

This study uses a qualitative approach with
descriptive analysis research methods. A
qualitative process is carried out to solve the
investigated problem by describing or
describing the observed facts. Data sources
used in the study came from in-depth
interviews with key informants, research
results, and informants' statements published
in the media. We developed each component
to be analyzed and obtained from primary
data. The data that has been obtained is
triangulated to obtain valid and credible data.
Furthermore, the data is analyzed according to
the problem at hand. Then explains the
strategies carried out by digital
entrepreneurship actors.

Building Digital Entrepreneurship in the
Tourism Industry

The tourism industry must face various
challenges by transforming and adapting
during and after the COVID-19 pandemic.
Digital entrepreneurship is one of the
solutions to face challenges and open up
opportunities. One of the future industries
that will significantly benefit from the growth
of the Indonesian economy is the digital
economy. This growth is attributable to the
growing  importance of  information
technology in business. Additionally, social
media's influence in the framework of the
digital economy is rapidly playing a role in
creating new commercial options for the
neighborhood. That is a sign that digital
entrepreneurship is beginning to bloom.

When further investigated, the term "digital
entrepreneurship” appears to be traced to the
term "technopreneur,” which combines the
terms "technology" and "entrepreneur.” Thus,
digital entrepreneurship is an effort to utilize
information technology and business that the
community is increasingly cultivating.
Therefore, it is normal if, every day, many
digital-based startups and online shops are
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founded and provided various innovative
options to the community. Some digital-based
Indonesian startups have also painted the new
dynamics of people's lives in the digital
economy era.

Entrepreneurs in the tourism industry have
started digitizing. Moreover, the COVID-19
pandemic has also accelerated the
digitalization process to revive this industry
immediately. Several stages are carried out in
building digital entrepreneurship in the
tourism industry. They first assisted in using
websites, social media, and Google
MyBusiness for promotions and reservations.
The website aims to create stories about
tourist destinations as a form of promotion.
Websites must be responsive and accessible
and have literacy and informative stories. The
content on the website must be informative
because it is often the primary reference for
tourists before making a decision. Social
media has the same function as the website as
a promotional medium. Some social media
platforms that are effectively used in
promotion and have many users include
Facebook, Instagram, Twitter, and TikTok.

Meanwhile, Google MyBusiness is a free
application provided by Google to manage the
existence of a tourist attraction/our business
service. Google MyBusiness can also enhance
the relationship between hosts and potential
travelers online. The benefits of using Google
MyBusiness include the following:

i) Tourist attractions are becoming more
popular and easily accessible to potential
tourists.

ii) Make it easier for tourists to find and go to
tourist attraction locations because Google
MyBusiness will list visiting hours,
products sold, telephone numbers, and
tourist attraction locations.

iii) Make it easy for tourists to assess and
provide an assessment or input on the
tourism objects we manage.

iv) Facilitate tourism destination managers in
analyzing travel trends

v) Increase sales and tourist visits.

Meanwhile, tourism industry players who still
need the means of blogs, social media, and
Google MyBusiness are provided with
manufacturing facilities.

The second stage is establishing partnerships

with various parties. The tourism industry can
never be up and running on its own. Tourism is
in dire need of cross-sectoral collaboration so
that the sustainability of its business continues.
Collaboration can be done with local
governments to develop a one-stop digital
platform and create digital promotional content
for regional tourism. Collaboration can also
involve potential partners such as community
photographers, travel bloggers, travel vloggers,
Instagrammers, and partners with B2B (Business
to Business) concepts—for example, online
ticketing services, digital transactions (e-
money), and marketplace cooperation models.

Third, the establishment of the Wonderful
Startup Academy (WSA). The WSA program is a
program for business startups in the tourism
sector to develop their businesses. WSA is a
business startup incubation program in the
tourism sector in Indonesia. One of the
program's goals is to create a tourism ecosystem
that makes it easy for local and foreign tourists.
This program includes education, mentoring,
knowledge sharing, and market and business
feasibility validation. In addition, this program
can also help establish cooperation with
investors, policymakers, fellow tourism
businesses, and direct consumers. This program
is the result of collaboration between several
parties, such as the Ministry of Tourism and
Creative Economy; the Ministry of Cooperatives
and Small and Medium Enterprises; the
International Council for Small Business (ICSB)
Indonesia; Indigo Creative Nation; and several
other foundations concerned with the
development of startup businesses.

WSA has a short, solid, and effective program
duration consisting of three stages. In the first
stage, startups will receive one month of
assistance in co-working (creative camp), then
one month of incubation (creative center), and
finally, one month of acceleration (creative
capital). The benefits for startups who
participate in this program are assistance from
mentors. Mentors who are involved come from
business people, government agencies, or
academics who understand the startup world
and small and medium industries that focus on
the tourism sector. In addition, participants will
also be exposed to networks and market access
facilitated by the institutions that are members
of the collaboration above.

The implementation of the WSA program is
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carried out with a batch system. Each batch of
this program improved the curriculum and
requirements of startup participants. The
requirements for startups that can participate in
the WSA program include running a business for
1-2 years, having reasonably good transactions,
and having products worth selling related to the
tourism industry.

Digital Entrepreneurship Strategy

The digitization of the tourism industry has
become necessary for all industry players in the
tourism era 4.0. In this era, all business fields
related to tourism must be able to adapt
according to the development of the industrial
revolution 4.0 (Sudapet et al, 2021). Business
development in the field of tourism in the
Tourism 4.0 era is under the statements of
Pereira & Romero (2017), and Peceny et al
(2019) must already use elements of technology
as the main factor, such as IoT (Internet of
Things), use of big data, Mobile Technology,
Artificial Intelligent (Al), and others.

The era of Tourism 4.0 provides many
conveniences through the use of technology.
Therefore, a more suitable strategy is to work on
millennial or Generation Y tourists in this era.
The millennial generation usually wants all
facilities done through applications, from
booking travel tickets and hotels to tourist
destinations. Based on demand opportunities,
this segment is quite exciting. However, no
infrastructure network is available from the
destination or supply side. The Internet and wifi
networks are not evenly distributed in every
tourist destination, so there are still blank spots.
In this era, all tourist needs must be accessible
via smartphones (Nitsche et al, 2014). Tourists
should be made easy when getting to tourist
sites. Convenience must start from ordering

travel  tickets, choosing transportation,
determining accommodation, to finding
information about the intended tourist

destination. In addition, convenience must also
occur in the payment system through a cashless
environment payment system or digital
payments that can be made via smartphones.
Digital entrepreneurship actors can easily carry
out various facilities offered in the Tourism 4.0.

Digital entrepreneurship is multiplying due to
the increasing number of internet users. Early in
2021, 202.6 million internet users in Indonesia
increased 15.5 percent from the previous year.

Currently, Indonesia has a population of 274.9
million people. This increase indicates that
Indonesia will have a 73.7 percent internet
penetration rate in early 2021 (Kemp, 2021).
Digital entrepreneurship is also growing due to
the significant demographic factor of
Indonesia's population. The large population
becomes a potential market share for digital
entrepreneurship actors.

In addition to these two factors, digital
entrepreneurship is growing due to
digitalization in the tourism industry. The
digitization of the tourism industry makes
company operations more effective and
efficient. Even the digitization of the tourism
industry has also increased social and economic
productivity (Sartori et al, 2013; Farani et al,
2017). The process of digitizing the tourism
industry pays excellent attention to
comparative, competitive, and cooperative
advantages. Comparative advantage emphasizes
that companies use unique resources to be the
best. Companies with unique resources can
achieve the best value and compete
domestically and internationally. Competitive
advantage emphasizes that the company
focuses on managing the tourism portfolio,
providing excellent service to tourists, and
differentiation in providing tourism services.
Meanwhile, cooperative advantages emphasize
more on partnerships between tourism industry
players.

Although several factors become advantages
in the growth of digital entrepreneurship in the
tourism industry, a strategy is still needed to
survive amid the situation and post-pandemic
Covid-19. The strategies carried out by digital
entrepreneurs in the tourism industry include
the development of nomadic tourism,
staycations, and storynomics tourism. Nomadic
tourism is traveling to a tourist destination by
staying for some time with portable and
moveable amenities (Ab et al, 2020). This style
of travel can be implemented if the tourist
destination is potential enough, but the facilities
and supporting capacity of amenities still need
to be improved. Therefore, this nomadic tourism
strategy is a solution for tourism industry
managers.

The development of nomadic tourism is
effortless and inexpensive. Procurement of
access and amenities can be done using movable
raw materials, but it is necessary to have
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attractive tourist attractions. The mechanism of
nomadic tourism can be a glam camp
(glamorous camping), live onboard caravan, or
home pod (Prabawa & Pertiwi, 2020). Glam
camp is a form of modern camping that
combines the essence of nature and adequate
facilities. Glam camp provides as comfortable
accommodation as staying at a five-star hotel.
Another form of nomadic tourism is caravans. A
caravan in the form of a hotel is designed to use
a car. Caravans are mobile according to the
wishes of tourists, with durations that can be
daily or weekly. Hotels in the form of "caravans”
can move to find the most beautiful tourist
destination spots.

Meanwhile, the third nomadic tourism
strategy is the home pod with characteristics
similar to a caravan. The home pod is a house
like an egg that has a rigid frame weighing up to
two tons. Home Pod offers the concept of
moving overnight, but the term can last six
months or even a year.

The following strategy carried out by digital
entrepreneurs is a staycation. Staycation is a
strategy to attract tourists who need
refreshment amid their busy work. Tourists can
still work with the facilities of staying at the
hotel. A staycation can also be an alternative to
holiday trends amid a safe Covid-19 pandemic
because it does not require tourists to visit
crowded places. Staycation must be supported
by safety and comfort factors (Belinda, 2020).
The hotel must own safety and comfort
standards. The hotel must have a globally
recognized certificate so tourists can stay
peacefully and comfortably.

The last strategy undertaken is storynomics
tourism. This strategy prioritizes narrative,
creative content, living culture, and the strength
of culture as the destination's DNA. Storynomic
tourism does not only introduce but also spreads
the beauty of tourism widely (Bec et al, 2021).
Storynomics tourism allows tourists to see a
tourist attraction through images and videos
that can present and turn on the imagination of
tourists as if experiencing and feeling the actual
situation (Waraney et al, 2017). Storynomic
tourism can provide an overview of the beauty
of Indonesia's natural and cultural charm in an
exciting story.

Storynomics tourism is helpful for tourists to
get information about tourist destinations
before they visit directly. Storynomics tourism

can make potential tourists feel like they are in
a destination they want (Huang et al, 2013). The
Storynomics tourism strategy is a giant leap for
the tourism sector in Indonesia. Because
storynomics tourism indirectly makes people
more literate and participates in adapting to
technological developments.  Storynomics
tourism is also helpful for tourists who long to
visit beautiful places in Indonesia and want to
learn about various cultures in Indonesia.

CONCLUSION AND RECOMMENDATION

Digital entrepreneurship in Indonesia is
developed through several stages, including (1)
Assistance in the use of websites, social media,
and Google MyBusiness for promotions and
reservations; (2) Establishing partnerships with
various parties; and (3) Establishing the
Wonderful Startup Academy. These three stages
have produced new startups supporting the
Tourism 4.0 era. Tourism 4.0 is the result of the
adaptation of the Industrial Revolution 4.0 in the
tourism sector, which makes the sector smarter
to provide convenience and valuable experiences
for tourists. In the era of Tourism 4.0, the
Indonesian tourism industry experienced
various problems. However, digital
entrepreneurship actors have started to rise
again by carrying out several strategies: nomadic
tourism, virtual tourism, and staycation.
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