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Abstract

During the COVID-19 pandemic, businesses experienced various challenges, resulting 
in economic decline. The pandemic also threatened their sustainability. Thus, business 
actors have to consider this condition seriously. This study aims to analyze the impact 
of marketing innovations and business plans on business sustainability during the 
COVID-19 pandemic. The paper used quantitative methods. The population included 
689 micro and small enterprises affected by COVID-19 in Palu City, Indonesia. It in-
volved 253 respondents as samples selected using the Slovin formula with an error rate 
of 5%. Data analysis consisted of descriptive statistical testing and multiple linear regres-
sion. The findings showed that marketing innovations and business plans significantly 
affected business sustainability during the COVID-19 pandemic both simultaneously 
and partially. Then, simultaneously, it was indicated by the value of Fcount > Ftable 
(10.615 > 3.031) at a significance alpha (α) of 0.05 or Sig. F < 0.05. The significance 
value of 0.000 is smaller than the alpha (α) significance of 0.05, meaning it is significant. 
Partially, the business plan variable showed that tcount was higher than ttable (2.780 > 
1.650). The significance value was 0.006, which is smaller than the alpha (α) significance 
of 0.05, meaning it is significant. The marketing innovation variable showed that tcount 
was higher than ttable (3.878 > 1.650). The significance value obtained was 0.000, which 
is smaller than the alpha (α) significance of 0.05, meaning it is significant.
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INTRODUCTION

The sustainability of businesses during the COVID-19 pandemic is es-
sential. The pandemic has worsened the economic and social condi-
tions (Wells et al., 2020). The downturn caused by the pandemic has 
changed various aspects of life beyond what humans think, especially 
for entrepreneurs. Government policies have severely disrupted busi-
ness operations in various countries, including Indonesia. The pan-
demic has closed many types of businesses in Indonesia (Velarosdela, 
2021), and 46% of businesses were temporarily closed (Prakoso, 2021). 
Because of the very low business sustainability during the COVID-19 
pandemic, many businesses are completely or temporarily closed.

Many businesses were closed during the pandemic due to poor plan-
ning and marketing systems, causing it difficult to survive. A business 
plan is needed for sustainability, including the company’s marketing 
system. Business plans can see opportunities and needs more broadly 
and can be measured (Ferreira et al., 2017). Thus, companies should 
have it. Besides, the marketing system needs to be developed through 
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marketing innovation. Companies have to be able to adapt to the conditions caused by the pandemic. 
Companies with mature business plans and marketing innovation will automatically be able to main-
tain their sustainability, even though the pandemic cannot be controlled optimally.

Current conditions show that many business actors in various countries, such as Japan (Press, 2021), 
China, and other developed countries, have returned to work. However, it has not yet occurred in 
Indonesia, where many companies find it challenging to start their operation again, even though the 
government has launched stimuli to help the affected companies. It indicates that many companies or 
businesses in Indonesia do not have a good business plan. Besides, limitations in innovation make it dif-
ficult for companies to compete with other companies that have a high level of innovation in developed 
countries. This becomes the main problem in this study that raises significant questions regarding the 
impact of marketing innovations and business plans on business sustainability during the COVID-19 
pandemic.

1. LITERATURE REVIEW  

AND HYPOTHESES 

1.1. Business plan

Businesses or business actors need to think 
thoroughly about the future of their businesses 
through business plans and strategies. A busi-
ness plan is realistic planning and determina-
tion for an optimal outcome, including con-
sumer services (Hervert-Escobar & Alexandrov, 
2018; Jimenez et al., 2019). This means that busi-
ness plans need to consider both internal and 
external aspects. Planning in a business is vital 
to reveal threats and opportunities to improve 
the core business and achieve a superior posi-
tion in the future market amidst the dynam-
ics of tight competition (Schwarz et al., 2019). 
Business planning should be dynamic following 
the conditions of ongoing business activities, 
which need improvement and adjustment at any 
time. This improvement aims to get a more test-
ed framework as a guideline for running a busi-
ness in the future (Fani & Subriadi, 2019).

Business planning is a dominant mediator var-
iable affecting the excellent performance of a 
business and is followed by resource support 
(Cheah et al., 2019). A business needs a man-
agement tool or a business plan, especially for 
new businesses (Karlsson & Honig, 2009). This 
indicates that business plans are critical, espe-
cially for a new business because they can direct 
the business related to internal and external as-
pects for their future development. Developing 

countries generate many businesses each year 
(McKenzie & Sansone, 2019). A new business re-
quires a plan to achieve the predetermined goals 
(Schwetje & Vaseghi, 2007). A business plan 
plays a role in the success of a start-up business 
(Haag, 2013). In the plan outlined, a company 
described many strategies that are to be imple-
mented. A business plan is a written document 
that meets various aspects (Fernández-Guerrero 
et al., 2012). These aspects cover the objectives, 
economic feasibility, finance, business admin-
istration, and others. A good business plan in-
cludes all of them starting from the objectives 
to the desired future (Blackwell, 2011), but many 
businesses fail because the owners do not effec-
tively elaborate it (Haag, 2013). This means that 
the business will not run well if the business 
actor does not carry out all the planned strate-
gies. Therefore, all businesses or business actors 
must implement all aspects outlined in a busi-
ness plan.

1.2. Marketing innovation

Marketing innovation is vital and has become the 
current concern of all businesses or business ac-
tors as the COVID-19 pandemic has changed all 
aspects of businesses. The latest studies suggest 
that marketing innovation is vital in technology 
and product innovation (Grimpe et al., 2017; Lee 
et al., 2019). Innovation plays a role in improving 
performance and achieving a company’s compet-
itive advantage (Naidoo, 2010). Marketing inno-
vation can increase competitiveness in support-
ing economic growth (Medrano-Sáez & Olarte-
Pascual, 2012). Further, innovation also plays a 
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vital role in the competitive market (Gupta et al., 
2016; Zakerian et al., 2017). Marketing innovation 
is vital in creating business opportunities to stay 
ahead in a more competitive global competition. 
A competitive business can encourage econom-
ic growth, so marketing innovation is required, 
especially during uncertain business conditions. 
Marketing innovation can make a business grow 
and be more competitive.

Today’s business development is fast and needs to 
be followed up quickly to adapt to recent occur-
rences. Various methods are used to market busi-
nesses, including marketing innovation (Contò et 
al., 2015). Innovation for each company is differ-
ent (O’Dwyer et al., 2011) and the difference can 
be the knowledge of human resources. Knowledge 
of technology can encourage human resources in 
a company to innovate (Galende, 2006). However, 
there is limited empirical evidence on the impact 
of marketing innovation on the sustainability of 
a business during an economic crisis (Augusto 
& Coelho, 2009; Chen, 2006; Naidoo, 2010). 
However, marketing innovation has widely been 
accepted as a strategy to get into the market and 
develop company products (Contò et al., 2015). 
Besides, companies need to introduce new sales 
methods as part of marketing innovation (Nieves 
& Diaz-Meneses, 2016).

Marketing innovation affects company values 
(Tang et al., 2021) because company performance 
can be generated from innovation skills (Sok et al., 
2013). This shows that innovation is vital for busi-
ness continuity. Furthermore, innovation and 
sustainability positively affect company perfor-
mance (Du et al., 2022). Innovation is needed in 
companies, especially related to the market econ-
omy system. Product innovation and produc-
tion processes are often carried out in a market 
economy system and there is also innovation in 
product marketing (Chen, 2006). This means that 
innovation provides many benefits for companies 
in developing their performance and maintaining 
business continuity as innovation can cover prod-
ucts, production, and marketing.

1.3. Sustainability

The COVID-19 pandemic has brought major 
changes to businesses around the world affect-

ing business sustainability. Business sustainabil-
ity has existed since the 21st century (Hoffman, 
2018; Ng & Rezaee, 2015). Since the global eco-
nomic crisis that occurred in 2007–2009, busi-
ness sustainability has always been a great con-
cern to business actors (Rezaee, 2016) as it has 
become a social and economic issue (Dyllick & 
Muff, 2016) so that it is considered crucial (Tur-
Porcar et al., 2018). Indeed, business sustaina-
bility has been a concern for a long time. During 
a global health crisis, which affects almost all 
businesses, it is necessary to think about busi-
ness sustainability together. 

However, business sustainability is sometimes 
challenging to understand, although it has be-
come a model for carrying out management 
strategies (Bansal & DesJardine, 2014). Business 
sustainability is increasingly difficult during 
the COVID-19 pandemic due to government 
policies related to social restrictions, which af-
fect businesses. Each business needs sustain-
ability, but many of them cannot survive over 
time (Ortiz-Villajos & Sotoca, 2018). Thus, busi-
ness sustainability still becomes a concern for 
business actors (Høgevold & Svensson, 2012). 
All business actors need to rethink business sus-
tainability, especially related to the health crisis 
caused by the COVID-19 pandemic.

Business sustainability is a tool to achieve or-
ganizational goals that are carried out to 
achieve the vision and mission (Pojasek, 2007). 
Business sustainability does not always refer to 
business operations. However, it considers net-
works, supply chains, and others (Høgevold & 
Svensson, 2012) as business sustainability is in-
dicated by questions about what has been con-
sidered previously (Dyllick & Muff, 2016). Based 
on this definition, business sustainability needs 
to consider all aspects of achieving the prede-
termined goals broadly. Today’s business com-
panies have also considered focusing on sus-
tainability (Colbert & Kurucz, 2007). Currently, 
business sustainability is used to maintain the 
company through the ability to meet short-term 
needs and prepare for future needs (Bansal & 
DesJardine, 2014).

Thus, this study investigates the effect of busi-
ness plans and marketing innovation on busi-
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ness sustainability during COVID-19 and 
how companies implement business plans and 
marketing innovation before and during the 
COVID-19 pandemic. It is important to perform 
as the COVID-19 pandemic has greatly affected 
the survival of companies in various countries 
(Wang et al., 2020). Therefore, business actors 
or companies must consider this condition if 
they want to survive a crisis or pandemic and 
adopt it as an experience to face more complex 
crises in the future.

1.4. Relationship between  
business plans, marketing 
innovation, and sustainability 

Business innovations are varied. Many different 
terms have been used to define business innova-
tion (O’Dwyer et al., 2009). Business innovation 
for companies is vital because it functions to 
maintain business competitiveness in the digi-
tal economy era (Micle et al., 2021). Each busi-
ness has risky activities, such as uncertainty in 
starting a business, so it is necessary to plan a 
sustainable business through innovation that 
can later play a role in business creation (Pisano 
et al., 2015). It means that in starting or creat-
ing a business, it is necessary to have planning 
oriented to the ability of the business to sur-
vive and innovate. In this case, businesses can 
change their marketing mix and adapt them to 
the current marketing conditions by incorpo-
rating elements that can support the business 
(O’Dwyer et al., 2009). 

For example, in the current pandemic, entre-
preneurs can change their marketing models 
and practices from traditional to digital mar-
keting systems to make businesses survive and 
compete. It clearly shows that business plan-
ning is vital, especially in uncertain conditions. 
Moreover, innovation in marketing practices 
is needed to make the business survive. At the 
beginning of innovations, companies have to 
be able to identify opportunities, develop and 
evaluate ideas, develop business plans, and cre-
ate new concepts about products (Cooper & 
Kleinschmidt, 1986; Gassmann, 1997; Khurana 
& Rosenthal, 1997; Kim & Wilemon, 2002; Tidd 
& Bodley, 2002; Ullman, 1992). Innovation prac-
titioners and researchers strongly agree with 

that idea (Sandmeier et al., 2004) because it can 
make companies more attractive to customers 
(McEvily et al., 2004; Mostafa, 2005).

Business competitiveness is achieved through 
developing new products and strategies 
(Ungerman et al., 2018). Marketing innovation 
is one of the factors for companies to compete 
(Ungerman et al., 2018). Pisano et al. (2015) ex-
plain that entrepreneurs have to be able to un-
derstand business models fundamentally and 
even have to create innovative business mod-
els to survive. The goal of creating a business 
plan for entrepreneurs is to avoid the possibil-
ity of business failure by designing a business 
model that can adapt to market opportunities 
(Pisano et al., 2015). Each business has a control 
and management system related to innovation 
to forecast sales in its business plan (Havlicek 
et al., 2013). The innovation center in a compa-
ny needs to implement best practices, requir-
ing technology and business plan development 
(McAdam et al., 2005).

The literature review showed that marketing in-
novations and business plans are important for 
business development. Innovations can provide 
new marketing models, while business plans 
can direct business operations. In addition, in-
novations and business plans are managed for 
business sustainability. This study aims to ana-
lyze the impact of marketing innovations and 
business plans on business sustainability dur-
ing the COVID-19 pandemic. The impact can 
be seen simultaneously and partially.

1.5. Hypotheses 

The hypotheses in this study cover simultaneous 
and partial effects (Figure 1):

H1: Business plan and marketing innovation 
simultaneously have a significant effect on 
business sustainability.

H2: Business plan partially has a significant ef-
fect on business sustainability.

H3: Marketing innovation partially has a signifi-
cant effect on business sustainability.
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2. METHODOLOGY

This quantitative study performed hypotheses test-
ing. The population of this study was 689 micro 
and small enterprises in Palu City, Central Sulawesi 
Province, that were affected by COVID-19. The sam-
ple was selected from the population using the Slovin 
formula with a standard error of 5%, which involved 
253 respondents. The sample criteria were businesses 
or entrepreneurs with a business plan implementing 
marketing innovation during the pandemic.

The data were collected using a questionnaire with 
statements related to research variables (business 
plan, marketing innovation, and sustainability). The 
questionnaire results were tabulated and followed by 
validity and reliability testing. The test aims to de-
termine the level of validity and consistency of the 
research questionnaire (Heale & Twycross, 2015). 
The level of validity covers low (< 0.3), medium (0.3-
0.5), and high (> 0.5) levels (Ghozali, 2011; Heale 
& Twycross, 2015), while reliability is seen from 
Cronbach’s alpha (α) of > 0.7 (LoBiondo-Wood & 
Haber, 2013).

The data analysis of descriptive statistical testing and 
multiple linear regression used Statistical Product 
and Service Solutions (SPSS). The descriptive statis-
tical test aims to explain the results of respondents’ 
responses related to the statements in the question-
naire. In contrast, the multiple linear regression de-
termines the effect of the independent variables on 
the dependent variable.

3. RESULTS

3.1. Validity and reliability 

The tested variables for validity and reliability 
were business plans, marketing innovation, and 
sustainability.

Table 1. Validity and reliability testing
Source: SPSS output.

Item 

Corrected 

Item-Total 

Correlation

Correlation 
Coefficient

Cronbach’s 
Alpha if Item 

Deleted

Cronbach’s 
alpha (α)

X1Q_01 .688 0.3 .950

X1Q_02 .640 0.3 .951 0.7

X1Q_03 .760 0.3 .949 0.7

X1Q_04 .695 0.3 .950 0.7

X1Q_05 .747 0.3 .949 0.7

X1Q_06 .752 0.3 .949 0.7

X1Q_07 .669 0.3 .950 0.7

X1Q_08 .748 0.3 .949 0.7

X1Q_09 .745 0.3 .949 0.7

X1Q_10 .753 0.3 .949 0.7

X1Q_11 .727 0.3 .949 0.7

X1Q_12 .761 0.3 .949 0.7

X1Q_13 .597 0.3 .951 0.7

X1Q_14 .619 0.3 .951 0.7

X1Q_15 .589 0.3 .951 0.7

X1Q_16 .431 0.3 .955 0.7

X1Q_17 .721 0.3 .949 0.7

X1Q_18 .780 0.3 .949 0.7

X1Q_19 .720 0.3 .950 0.7

X1Q_20 .702 0.3 .950 0.7

X1Q_21 .638 0.3 .951 0.7

X2Q_22 .528 0.3 .892 0.7

X2Q_23 .611 0.3 .888 0.7

X2Q_24 .574 0.3 .890 0.7

X2Q_25 .505 0.3 .892 0.7

X2Q_26 .641 0.3 .886 0.7

X2Q_27 .554 0.3 .891 0.7

X2Q_28 .653 0.3 .886 0.7

X2Q_29 .703 0.3 .885 0.7

X2Q_30 .723 0.3 .884 0.7

X2Q_31 .620 0.3 .888 0.7

X2Q_32 .583 0.3 .889 0.7

X2Q_33 .503 0.3 .892 0.7

X2Q_34 .512 0.3 .892 0.7

X2Q_35 .545 0.3 .891 0.7

YQ_36 .738 0.3 .900 0.7

YQ_37 .742 0.3 .899 0.7

YQ_38 .631 0.3 .903 0.7

YQ_39 .709 0.3 .900 0.7

YQ_40 .732 0.3 .899 0.7

YQ_41 .792 0.3 .897 0.7

YQ_42 .777 0.3 .898 0.7

YQ_43 .722 0.3 .900 0.7

YQ_44 .394 0.3 .913 0.7

YQ_45 .470 0.3 .910 0.7

YQ_46 .407 0.3 .914 0.7

YQ_47 .543 0.3 .906 0.7

YQ_48 .583 0.3 .906 0.7

YQ_49 .498 0.3 .907 0.7

YQ_50 .525 0.3 .907 0.7

Figure 1. Research model

Business Plan Marketing Innovation

Sustainability

H3H2
H1
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The data in Table 1 shows that the items of busi-
ness plans, marketing innovation, and sustaina-
bility obtained a corrected item-total correlation 
value higher than 0.3. Thus, it can be concluded 
that all items are declared valid with a strong level. 
Meanwhile, for reliability, all items obtained a val-
ue of Cronbach’s alpha (α) higher than 0.7, so all 
items are declared reliable.

3.2. Descriptive statistics

The descriptive statistics test is to describe the 
characteristics of each statement item. The results 
show the highest and lowest responses to con-
clude each statement item on the research variable 
(Table 2).

Table 2 shows that during the COVID-19 pandem-
ic, the businesses in Palu City focused on business 
strategies covering business plans having an anal-
ysis of the sales promotion that will be carried out 

(mean value 3.5494). Next, they used a business 
plan analyzing a business strategy that has not 
been fulfilled/ implemented well and presenting a 
solution (mean value 3.6364). Finally, there was a 
business plan analyzing the level of business pro-
ductivity and the extent to which the business suc-
ceeds (mean 3.5968). These results show the im-
portance of a business plan to be owned by each 
business entity. A business plan describes the ex-
tent of business productivity and how the business 
will achieve predetermined targets with all kinds 
of risks. When a business plan is implemented 
properly, it will be able to position the business 
better. This is very useful during the COVID-19 
pandemic to support business actors in facing the 
problems. These problems can be used as guide-
lines for analyzing and implementing strategic 
steps during the pandemic.

Moreover, Table 3 presents the results of descrip-
tive statistics on marketing innovation.

Table 2. Descriptive statistics for business plans 

Source: SPSS output.

No. Dimension Statement Item N Mean

1.
Executive 
summary

My business plan has a brief overview of the current business. 1 253 3.4545

My business plan can create an engaging first impression for the readers. 2 253 3.2925

My business plan reviews in detail business concepts, market analysis, 
business strategy, and plan implementation. 3 253 3.2213

2. Business concept

My business plan provides a background of the business. 4 253 3.2490

My business plan presents the programs I will carry out in the future. 5 253 3.4743

My business plan has a target market and market growth analysis and meets 
consumer needs. 6 253 3.4190

3. Market analysis
My business plan has a market need analysis that has not been fulfilled. 7 253 3.4032

My business plan has a target market analysis (in specific populations). 8 253 3.3202

My business plan analyzes the demand for the products/services I offer. 9 253 3.3834

4. Business strategy

My business plan has the sales promotion analysis that will be carried out. 10 253 3.5494

My business plan has a business strategy analysis that has not been fulfilled/
implemented well and presents the solution. 11 253 3.6364

My business plan analyzes the level of business productivity and the extent 
to which the business gets success. 12 253 3.5968

5. Financial plan
My business plan can show the projected income of the business. 13 253 3.6364

My business plan presents the investments I have made for this business. 14 253 3.4348

My business plan has an analysis of income and expenses. 15 253 3.4822

6. Operations plan

My business plan describes how the new investment in the business can be 
integrated with all workers/employees. 16 253 2.9644

My business plan has clear directions regarding the working procedures of 
the old/new employees. 17 253 3.2885

My business plan can describe the space, work equipment, and employee 
duties in detail. 18 253 3.3518

7.
Implementation 
plan

My business plan is very dynamic. 19 253 3.4229

My business plan has the appropriate marketing plan to deal with 
competitors. 20 253 3.3636

My business plan has clear targets for implementing each plan according to 
the specified time and budget. 21 253 3.1265
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Table 3 shows that business actors have to be able 
to change the marketing mix that has been stat-
ed in the business plan during the pandemic. The 
marketing mix elements need to be adapted to 
the type of business and the conditions. Product, 
price, promotion, and place are the four elements 
commonly referred to as the 4Ps (Grabara, 2021). 
In terms of product, business actors have to look 
at the position of their products on the market, 
whether still in demand during the pandemic or 
need to be replaced. For example, businesses in 
the health industry will get the maximum profit 
during the pandemic. However, other industries, 
like culinary, need to readjust to consumer needs, 
such as producing healthy foods or changing in-
gredients. Then, in terms of price, it is also impor-
tant to look at the market conditions. During the 
pandemic, the economic conditions of the target 
market decreased significantly, so there must be 
an adjustment to the selling price of a product so 
that consumers can still afford it. Then, in the pro-
motion, the promotion method and cost need to 
be changed or adjusted (Grabara, 2021).

During the pandemic, consumers tend to use elec-
tronic/digital platforms in terms of purchasing be-

havior. This has to be responded to by initiating 
promotion through social media such as Facebook, 
WhatsApp, and Instagram. Information technolo-
gy and social media have become a promotional 
medium in the 4.0 era where social communities 
are facilitated to share tweets, feeds, and stories; 
these can be perfect promotional media. Then, 
from the aspect of the place, it is difficult to change 
places due to costs. Therefore, the increased costs 
should be avoided during the pandemic. This can 
be addressed by the use of technology such as on-
line service platforms like Grab, Gojek, or Maxim 
for takeaway orders. Business actors can also use 
their social media to promote their place of busi-
ness with interesting content. It is crucial to notice 
that business actors must take the initiative to in-
novate to survive in any conditions, especially in 
the COVID-19 pandemic. Therefore, innovation 
in marketing is essential.

Next, the results of descriptive statistics on sus-
tainability can be seen in Table 4. It shows the 
highest mean value for item number 49 on the 
preparedness dimension, which states that the cri-
sis resulted in preparedness in all respects (mean 
value of 4.1107). This means that to be able to sur-

Table 3. Descriptive statistics for marketing innovation 

Source: SPSS output.

No. Dimension Statement Item N Mean

1. Marketing 

Try to improve the product from all aspects. 22 253 3.6877

The entrepreneur changes the marketing mix by adding a word-of-mouth 
promotion method. 23 253 3.7708

The entrepreneur changes the distribution channels. 24 253 3.6877

2. Modification
The entrepreneur adapts to proactive/reactive marketing activities and 
practices that previously used only product and service innovation. 25 253 3.6047

The entrepreneur identifies opportunities for change and maintains them. 26 253 3.3597

3. Customer focus
The entrepreneur identifies customer groups through a process of 
elimination rather than using more traditional strategies such as 
segmentation, targeting, and positioning.

27 253 3.4229

4.
Integrated 
marketing

All marketing activities and practices are built on an effective integrated 
approach. 28 253 3.5652

Integrate marketing fully into the company. 29 253 3.6482

5. Market focus

Interpret the external environment with the company’s vision in 
decision-making. 30 253 3.6245

The company can take advantage of opportunities that other companies 
ignore. 31 253 3.6443

The company tries to create and sustain competitive advantages that stem 
from innovative practices. 32 253 3.4822

6.
Unique 
proposition

The company innovates by introducing new products and processes as 
needed. 33 253 3.5138

The company identifies a better potential market (new) and a better way 
(new). 34 253 3.3043

Product and service innovation makes entrepreneurs no longer apply 
conventional marketing systems. 35 253 3.3834
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vive in a crisis or the COVID-19 pandemic, busi-
ness actors have to prepare all aspects affecting the 
business operations, including business planning 
as a guideline for any conditions. Indeed, there 
are uncertain conditions for a business, especially 
during the COVID-19 pandemic. Policies issued 
by the government will affect the cycle of busi-
ness actors and consumers. Therefore, a business 
plan has to be able to guide or direct businesses 
with the appropriate strategy by considering the 
available resources. The availability of a business 
plan or prepared project will make a business 
more directed. However, the lowest mean value 
in the project dimension stated that an entrepre-
neur has not carried out the initiative regarding 
the prepared projects (mean value of 3.2688). This 
means that business actors still lack the initiative 
to take actions during the pandemic. This is be-
cause of dependence on directions and subsidies 
from the government, as well as low awareness of 
the importance of having a business plan. A busi-
ness plan becomes a guideline and projection for 
running a business as it has projected all forms 
of risks and strategies to overcome them with the 
available capital and resources. Therefore, it can 
be a measure and a benchmark for business actors 
regarding their capability and readiness to face 
business risks.

Concerning business sustainability, the prepar-
edness dimension shows that the crisis resulted 

in varied resource decision-making (mean val-
ue of 3.9684); and an entrepreneur can complete 
the planned initiatives/projects (mean value of 
3.9368). Meanwhile, on the plan dimension, de-
scriptive statistics show that an entrepreneur 
develops the steps, thinks broadly and deep-
ly, and views the future (mean value 3.9249). 
This shows that business actors recognize the 
importance of business planning and market-
ing innovation to support the sustainability of 
their business. However, they still need social-
ization and guidance to create a business plan 
to be more focused on planning and executing 
appropriate marketing innovations. Therefore, 
both government and business actors need to 
play their roles in this case. Besides, business 
actors have to make more innovations for their 
businesses.

3.3. Hypotheses testing 

The research hypotheses cover the results of multi-
ple linear regression and the t-test. Multiple linear 
regression is to answer the hypotheses simultane-
ously and partially from the independent variable 
(X) to the dependent variable (Y). The independ-
ent variables consist of business plan (X1), market-
ing innovation (X2), and sustainability (Y). The si-
multaneous hypotheses test (F test) was by com-
paring the value between F

count
 and F

table
, and the 

result can be seen in Table 5.

Table 4. Descriptive statistics for sustainability 

Source: SPSS output.

No. Dimension Statement Item N Mean

1. Position 
Entrepreneurs are aware of their position and role in the market. 36 253 3.5771

The running business has major competitors. 37 253 3.7391

The running business has a clear goal. 38 253 3.8221

2. Plan

The entrepreneur should act to get through the crisis and get back to 
business when the crisis is over. 39 253 3.8656

The entrepreneur formulates the steps to take, thinks broadly and 
deeply, and takes a long view of the future. 40 253 3.9249

3. Perspective

Culturally, the running business has prepared for crisis. 41 253 3.8577

The ongoing crisis can unite employees. 42 253 3.6640

The ongoing crisis can separate employees. 43 253 3.6166

After the crisis ends, employers/employees will see the difference in 
the running of businesses. 44 253 3.3043

4. Projects
Prioritize initiatives regarding future projects. 45 253 3.3004

Carry out initiatives on prepared projects. 46 253 3.2688

Coordinate initiatives regarding the project that will be carried out. 47 253 3.8498

5. Preparedness
The entrepreneur can complete planned initiatives/projects. 48 253 3.9368

The crisis produces preparedness in all aspects. 49 253 4.1107

The crisis results in varied resource decision-making. 50 253 3.9684
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Table 5. ANOVAb

Source: SPSS output.

Model 
Sum of 
Squares df Mean 

Square F Sig.

1

Regression 1237.026 1 618.513 10.615 .000a

Residual 14566.484 250 58.266

Total 15803.510 252

Note: a. Predictors: (Constant), Marketing Innovation, 
Business Plan. b. Dependent Variable: Sustainability.

Table 5 shows that F
count

 10.615 > F
table 

3.031 at the sig-
nificance alpha (α) of 0.05 or Sig. F < 0.05. The results 
show that the significance value is 0.000, smaller 
than the significance alpha (α) of 0.05, meaning it is 
significant. Based on these results, it can be conclud-
ed that H1 is accepted. It means that business plan 
and marketing innovation simultaneously and sig-
nificantly affect sustainability. It is evidenced by the 
value of F

count
 higher than F

table
.

Then, the testing results of H2 and H3 can be seen 
in Table 6. The test was carried out by comparing 
the values of t

count
 and t

table.

Table 6. Coefficientsa

Source: SPSS output.

Model 

Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.
B

Std. 

Error
Beta

1

(Constant) 35.417 4.465 7.932 .000

Business 
Plan .105 .038 .169 2.780 .006

Marketing 
Innovation .260 .067 .236 3.878 .000

Note: a. Dependent Variable: Sustainability.

The business plan variable shows that t
count

 is high-
er than t

table
 (2.780 > 1.650). The results show that 

the significance value obtained is 0.006, smaller 
than the significance alpha (α) of 0.05, meaning 
it is significant. Therefore, it can be concluded 
that the business plan has a significant effect on 
sustainability.

The marketing innovation variable shows that 
t

count
 is higher than t

table
 (3.878 > 1.650). The results 

show that the significance value obtained is 0.000, 
smaller than the significance alpha (α) of 0.05, 
meaning it is significant. Therefore, it can be con-
cluded that marketing innovation has a significant 
effect on sustainability.

3.4. Business problems, strategies, 
and actions during the pandemic 

Business actors need to innovate due to govern-
ment policies prohibiting business operations dur-
ing the pandemic. Therefore, they have to change 
their business strategies. Digital marketing is the 
main alternative for running a business. This is 
a part of the innovation. The crisis caused by the 
COVID-19 pandemic resulted in innovation for 
human life (Ding & Li, 2021). The pandemic af-
fects the business actors in Indonesia, including 
Palu City, which faces various problems in main-
taining and developing businesses. The results of 
the investigation of the problems, strategies, and 
actions taken to maintain business during the 
pandemic are shown in Table 7.

Table 7. Problems, strategies, and actions  
during the pandemic

No. Problems Strategies Actions

1. Capital Government

Tax deduction or 
exemption 

Loan interest exemption
Subsidy 

Credit relaxation 

2.
Business 
closure 

Online 
marketing 

WhatsApp
Instagram
Facebook
Website

Gojek
Maxim

Delivery service

3. Supply chain Innovation and 
network

Supply chain innovation 
(cooperation)

Finding new network

4.
Business 
sustainability 

Business 
digitalization

Business innovation
Marketing strategies 

Application 
Merger

4. DISCUSSION

Each entrepreneur or business actor experienc-
es uncertainty about business operations dur-
ing the pandemic (Rakshit et al., 2021). The 
pandemic is a challenge as it dramatically af-
fects both large and small businesses and causes 
many businesses to close (Dai et al., 2021). This 
condition challenges entrepreneurs to maintain 
business sustainability during crises. Reviewing 
the current business is crucial because sustain-
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ability is highly determined by the company’s 
business plan and innovations in dealing with 
challenges.

In the current modernization, most business ac-
tors use social media-based marketing systems 
to attract potential customers, which will un-
doubtedly change the business plans that previ-
ously were more oriented toward attracting of-
f line customers. Thus, a business plan must be 
dynamic to keep up with the developments and 
shifting needs of the business (Zeng et al., 2021). 
Business plans can be used to predict business 
sustainability in the future, but other indicators 
are indeed needed to support their effectiveness 
(McKenzie & Sansone, 2019). Meanwhile, mar-
keting innovation in companies can support 
some elements that previously existed in the cor-
porate environment (Gilmore, 2011). Business 
innovation requires ideas and development of 
business plans and product concepts to make a 
company attractive to its customers (Cooper & 
Kleinschmidt, 1986; Gassmann, 1997; Khurana 
& Rosenthal, 1997; Kim & Wilemon, 2002; 
McEvily et al., 2004; Mostafa, 2005; Sandmeier 
et al., 2004; Tidd & Bodley, 2002; Ullman, 1992).

The current pandemic has dramatically affected 
business practices (Ali et al., 2021). Many com-
panies worldwide have been closed, including in 
Indonesia and Palu City. Thus, companies have 
to anticipate this condition by finalizing an in-
novative business and marketing plan due to 
changes in all business aspects during the pan-
demic. The results of this study indicate that 
business plans and marketing innovation have 
a significant effect on business sustainability. It 
means that business sustainability can be pre-
dicted and explained by a business plan and 
marketing innovation.

Furthermore, the results showed that a business 
plan has a close relationship with marketing in-
novation. Thus, these two variables are vital in 
maintaining business sustainability during a 
crisis or pandemic. Therefore, business estab-
lishments have to think about future business 
plans and forecasting conditions or risks so that 
businesses or business actors are ready to in-
novate and it can minimize business downturn 
during a prolonged pandemic.

Meanwhile, Almaqtari et al. (2022) revealed 
that information technology management is 
important for business continuity during the 
pandemic. Akpan et al. (2021) also found that 
technological application during the pandemic 
not only creates a competitive advantage but al-
so enables businesses to survive. The results of 
previous studies align with this study, indicat-
ing that Palu City business actors are trying to 
rethink their business plans. The application of 
technology is a significant concern for business 
actors. The pandemic has become a problem 
for business actors worldwide, forcing them to 
change their business plans. Due to government 
policies, the conventional marketing method is 
no longer valid during the COVID-19 pandem-
ic. This forces business actors to apply technolo-
gy in their business. 

The goal of the application of technology is to 
make the business survive and then be able to 
compete with other businesses. The condition 
in Indonesia, especially in Palu City, is not much 
different from others due to the global impact 
of the COVID-19 pandemic. Lutfi et al. (2020) 
and Mandviwalla and Flanagan (2021) revealed 
that COVID-19 causes a major crisis affecting 
small businesses. The results of some previous 
studies and this study indicate that business ac-
tors need to rethink their business plans during 
the pandemic, and the application of technology 
plays a vital role in business sustainability.

Business plans are useful for communicating, 
managing finance, focusing, and preparing 
anything that is not known in advance (Haag, 
2013). Meanwhile, research related to marketing 
innovation has broad approaches and views to 
solve the problem (Contò et al., 2015). Current 
conditions require companies to perform mar-
keting innovation based on a business plan. A 
business plan is prepared with various con-
siderations, including uncertainty, such as the 
current pandemic. A business plan can be de-
veloped to encourage business sustainability by 
changing marketing practices. For example, in 
the previous business plan, marketing practices 
were carried out conventionally, but in uncer-
tain conditions due to the pandemic, innovation 
in marketing through a digital marketing sys-
tem was needed. The marketing practices car-
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ried out by entrepreneurs during the pandem-
ic have been changed so that companies can be 
competitive. Marketing innovation is one of the 
factors for companies to compete (Ungerman et 
al., 2018). One form of innovation is developing 
technology and business plans (McAdam et al., 
2005). It can be concluded that business plans 
and marketing innovation are related to main-
taining and sustaining business, particularly 
during the pandemic.

COVID-19 has caused many business chang-
es, so it is necessary for businesses to rethink 
and innovate in digital technology and ser-
vices to maintain their businesses. During the 
COVID-19 pandemic, digital technology has 
greatly helped business actors innovate (Bettiol 
et al., 2022). COVID-19 forces business actors 
on both the large and small scales to inno-
vate through technology (Mention et al., 2020; 
Papadopoulos et al., 2020). Technological ad-
vances bring opportunities for businesses to 
grow and develop (Dalenogare et al., 2018) their 
products and services (Setiawan, 2019). Based 
on the results of this study, business actors in 
Indonesia face various problems during the 
pandemic, but they innovate with strategies and 
actions. In terms of business capital, the gov-
ernment helps business actors by cutting taxes, 
reducing loan interest, offering subsidies, and 
credit relaxation. In terms of business closure, 
business actors implement online marketing us-
ing WhatsApp, Instagram, Facebook, Website, 
Gojek, Maxim, and Couriers. Meanwhile, sup-
ply chain disruptions are handled with inno-
vation and networking through supply chain 
innovation (cooperation) and looking for new 
networks. Then, business actors implement 
business digitalization, innovation, marketing 
strategies, applications, and even mergers re-
garding business sustainability issues.

Business actors change their strategies in vari-
ous business aspects due to the uncertain condi-
tions caused by COVID-19. Currently, business 
actors in Palu City have made changes to their 
marketing strategies to follow changes in the 
business plans. For example, they use digitali-
zation, online promotions and sales, and even 
couriers to meet customer needs as a part of the 
marketing innovations.

The pandemic has changed all aspects that can 
support business continuity. Thus, changes are 
needed to make the business survive. Since the 
beginning of the pandemic in Indonesia, business 
actors have had difficulty maintaining business 
continuity. Moreover, the pandemic causes many 
businesses to close. Various government policies 
during the pandemic also indirectly encourage 
business actors to create innovations in marketing 
their products by utilizing information technolo-
gy to make their businesses survive. Following the 
changes is a must for business actors in Palu City 
affected by the pandemic, and they also need to 
consider changing and adapting business strate-
gies to the needs. 

Before the COVID-19 pandemic, entrepreneurs 
focused on business concepts. Meanwhile, dur-
ing the pandemic, they focus on business strate-
gy. It means that the company tries to implement 
a new strategy to maintain sustainability. This 
study shows differences in respondents’ respons-
es before and during the COVID-19 pandemic. In 
some dimensions, there are differences. For exam-
ple, in the dimensions of marketing, an entrepre-
neur or business tries to improve products from 
all aspects, changes the marketing mix by adding 
a word-of-mouth promotion method, and chang-
es the distribution channels. Then, in the customer 
focus, there is also a difference in which during 
the COVID-19 pandemic, entrepreneurs do not 
identify customer groups through a process of 
elimination, instead using more traditional strate-
gies such as segmentation, targeting, and position-
ing. Meanwhile, before COVID-19, entrepreneurs 
eliminated customers but not during COVID-19 
because there was a decrease in business income.

This study found that during a crisis, entrepreneurs 
or business actors need to innovate and change all 
aspects of their business. To increase the business 
income, they should not eliminate non-potential 
customers as their presence is significant for busi-
ness sustainability. It can be applied at all levels 
of business because, in an uncertain crisis, the 
presence of customers is the capital to maintain 
and sustain the business. The implications of this 
study can be used as the basis for the government 
to adopt policies and for business actors to design 
business and marketing strategies for the short 
and long-term periods after the pandemic.
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CONCLUSION 

This study aims to analyze the effect of marketing innovations and business plans on business sustain-
ability during the COVID-19 pandemic. This study explains that the pandemic condition is risky for 
business actors, so it is crucial for business actors to make changes in their business plans and make 
innovations in running their businesses. Previous studies have proven that marketing innovations and 
business plans influence business sustainability. This is in line with this study that the test results show 
that marketing innovation and business plans are essential in supporting business sustainability in un-
certain conditions. The current condition is unpredictable for business actors. However, it can provide 
experience, including for the government in implementing strategies to advance business actors in Palu 
City, various regions, and even various countries.

This study found that in the current crisis conditions, business actors should change strategies for the 
sustainability of the business and no longer apply market segmentation as almost all aspects of the busi-
ness have changed. For example, business actors do not only focus on their regular customers but try to 
attract new customers without determining the criteria as regular customers or not. These results are 
expected to contribute to business development during the pandemic and have an impact on the sus-
tainability of the business.

AUTHOR CONTRIBUTIONS

Conceptualization: Zakiyah Zahara, Pricylia Chintya Dewi Buntuang.
Data curation: Zakiyah Zahara, Pricylia Chintya Dewi Buntuang.
Formal analysis: Zakiyah Zahara.
Funding acquisition: Zakiyah Zahara, Muslimin Muslimin.
Investigation: Zakiyah Zahara, Muslimin Muslimin.
Methodology: Zakiyah Zahara, Muslimin Muslimin, Pricylia Chintya Dewi Buntuang.
Project administration: Zakiyah Zahara, Muslimin Muslimin.
Resources: Muslimin Muslimin.
Software: Muslimin Muslimin, Pricylia Chintya Dewi Buntuang.
Supervision: Zakiyah Zahara, Muslimin Muslimin, Pricylia Chintya Dewi Buntuang.
Validation: Pricylia Chintya Dewi Buntuang.
Visualization: Pricylia Chintya Dewi Buntuang.
Writing – original draft: Zakiyah Zahara, Muslimin Muslimin.
Writing – review & editing: Pricylia Chintya Dewi Buntuang.

REFERENCES

1. Akpan, I. J., Soopramanien, D., & 
Kwak, D.-H. A. (2021). Cutting-
edge technologies for small 
business and innovation in the 
era of COVID-19 global health 
pandemic. Journal of Small Busi-
ness & Entrepreneurship, 33(6), 
607-617. https://doi.org/10.1080/
08276331.2020.1799294 

2. Ali, M. H., Suleiman, N., Kha-
lid, N., Tan, K. H., Tseng, M.-L., 
& Kumar, M. (2021). Supply 
chain resilience reactive strate-
gies for food SMEs in coping 
to COVID-19 crisis. Trends in 

Food Science & Technology, 109, 
94-102. https://doi.org/10.1016/j.
tifs.2021.01.021 

3. Almaqtari, F. A., Farhan, N. H. 
S., Yahya, A. T., Al-Dalaien, B. O. 
A., & Shamim, M. (2022). The 
mediating effect of IT governance 
between corporate governance 
mechanisms, business continuity, 
and transparency & disclosure: 
An empirical study of Covid-19 
Pandemic in Jordan. Information 
Security Journal: A Global Perspec-
tive. https://doi.org/10.1080/19393
555.2022.2053001 

4. Augusto, M., & Coelho, F. (2009). 

Market orientation and new-to-

the-world products: Exploring the 

moderating effects of innovative-

ness, competitive strength, and 

environmental forces. Industrial 
Marketing Management, 38(1), 

94-108. https://doi.org/10.1016/j.

indmarman.2007.09.007 

5. Bansal, P., & DesJardine, M. R. 

(2014). Business sustainability: It 

is about time. Strategic Organiza-
tion, 12(1), 70-78. https://doi.

org/10.1177/1476127013520265 



133

Innovative Marketing, Volume 18, Issue 3, 2022

http://dx.doi.org/10.21511/im.18(3).2022.11

6. Bettiol, M., Capestro, M., Di 
Maria, E., & Micelli, S. (2022). 
Overcoming pandemic challenges 
through product innovation: 
The role of digital technologies 
and servitization. European 
Management Journal. https://doi.
org/10.1016/j.emj.2022.05.003 

7. Blackwell, E. (2011). How to Pre-
pare a Business Plan: Create Your 
Strategy; Forecast Your Finances; 
Produce That Persuasive Plan. 
Kogan Page Publishers.

8. Cheah, J., Amran, A., & Yahya, S. 
(2019). External oriented resourc-
es and social enterprises’ perfor-
mance: The dominant mediating 
role of formal business planning. 
Journal of Cleaner Production, 236, 
117693. https://doi.org/10.1016/j.
jclepro.2019.117693 

9. Chen, Y. (2006). Marketing In-
novation. Journal of Economics 
& Management Strategy, 15(1), 
101-123. https://doi.org/10.1111/
j.1530-9134.2006.00093.x 

10. Colbert, B. A., & Kurucz, E. C. 
(2007). Three conceptions of triple 
bottom line business sustainability 
and the role for HRM. Human 
Resource Planning, 30(1), 21-29. 
Retrieved from https://stakehold-
erresearch.com/wp-content/up-
loads/sra-2007-three-conceptions-
triple-bottom-line.pdf 

11. Contò, F., Fiore, M., Vrontis, D., 
& Silvestri, R. (2015). Innovative 
marketing behaviour determi-
nants in wine SMEs: The case of 
an Italian wine region. Interna-
tional Journal of Globalisation 
and Small Business, 7(2), 107-
124. https://doi.org/10.1504/
IJGSB.2015.071181 

12. Cooper, R. G., & Kleinschmidt, E. 
J. (1986). An investigation into the 
new product process: Steps, de-
ficiencies, and impact. Journal of 
Product Innovation Management, 
3(2), 71-85. 

13. Dai, R., Feng, H., Hu, J., Jin, Q., 
Li, H., Wang, R., Wang, R., Xu, L., 
& Zhang, X. (2021). The impact 
of COVID-19 on small and 
medium-sized enterprises (SMEs): 
Evidence from two-wave phone 
surveys in China. China Economic 
Review, 67, 101607. https://doi.
org/10.1016/j.chieco.2021.101607 

14. Dalenogare, L. S., Benitez, G. 
B., Ayala, N. F., & Frank, A. G. 
(2018). The expected contribution 
of Industry 4.0 technologies for 
industrial performance. Inter-
national Journal of Production 
Economics, 204, 383-394. https://
doi.org/10.1016/j.ijpe.2018.08.019 

15. Ding, A. W., & Li, S. (2021). 
National response strategies and 
marketing innovations during 
the COVID-19 pandemic. Busi-
ness Horizons, 64(2), 295-306. 
https://doi.org/10.1016/j.bush-
or.2020.12.005 

16. Du, S., Bstieler, L., & Yalcinkaya, 
G. (2022). Sustainability-focused 
innovation in the business-to-
business context: Antecedents and 
managerial implications. Journal 
of Business Research, 138, 117-
129. https://doi.org/10.1016/j.
jbusres.2021.09.006 

17. Dyllick, T., & Muff, K. (2016). 
Clarifying the Meaning of Sus-
tainable Business: Introducing 
a Typology From Business-as-
Usual to True Business Sustain-
ability. Organization & Environ-
ment, 29(2), 156-174. https://doi.
org/10.1177/1086026615575176 

18. Fani, S. V., & Subriadi, A. P. (2019). 
Business Continuity Plan: Exam-
ining of Multi-Usable Framework. 
Procedia Computer Science, 161, 
275-282. https://doi.org/10.1016/j.
procs.2019.11.124 

19. Fernández-Guerrero, R., Revuelto-
Taboada, L., & Simón-Moya, V. 
(2012). The business plan as a 
project: An evaluation of its pre-
dictive capability for business suc-
cess. The Service Industries Journal, 
32(15), 2399-2420. https://doi.org/
10.1080/02642069.2012.677830 

20. Ferreira, A. da S. M., Loiola, E., & 
Gondim, S. M. G. (2017). Motiva-
tions, business planning, and risk 
management: Entrepreneurship 
among university students. RAI 
Revista de Administração e Inova-
ção, 14(2), 140-150. https://doi.
org/10.1016/j.rai.2017.03.003 

21. Galende, J. (2006). Analysis of 
technological innovation from 
business economics and man-
agement. Technovation, 26(3), 
300-311. https://doi.org/10.1016/j.
technovation.2005.04.006 

22. Gassmann, O. (1997). Kreativer 

Freiraum für Entwickler-Eine 

Zweiteilung des F&E-Prozesses 

steigert die Innovationsrate. IO 
Management Zeitschrift, 66(7/8), 

26-33. (In German).

23. Ghozali, I. (2011). Analisis 
Multivariat dengan Menggunakan 
SPSS. Semarang: BP Undip. (In 

Indonesian).

24. Gilmore, A. (2011). Entre-

preneurial and SME market-

ing. Journal of Research in 
Marketing and Entrepreneur-
ship, 13(2), 137-145. https://doi.

org/10.1108/14715201111176426 

25. Grabara, D. (2021). iPhone 11 

premium mobile device offers 

on e-commerce auction plat-

form in the context of Marketing 

Mix framework and COVID-19 

pandemic. Procedia Computer Sci-
ence, 192, 1720-1729. https://doi.

org/10.1016/j.procs.2021.08.177 

26. Grimpe, C., Sofka, W., Bhargava, 

M., & Chatterjee, R. (2017). R&D, 

Marketing Innovation, and New 

Product Performance: A Mixed 

Methods Study. Journal of Product 
Innovation Management, 34(3), 

360-383. https://doi.org/10.1111/

jpim.12366 

27. Gupta, S., Malhotra, N. K., Czin-

kota, M., & Foroudi, P. (2016). 

Marketing innovation: A conse-

quence of competitiveness. Journal 
of Business Research, 69(12), 5671-

5681. https://doi.org/10.1016/j.

jbusres.2016.02.042 

28. Haag, A. B. (2013). Writing a 

Successful Business Plan: An 

Overview. Workplace Health & 
Safety, 61(1), 19-29. https://doi.

org/10.1177/216507991306100104 

29. Havlicek, K., Thalassinos, E., & 

Berezkinova, L. (2013). Innova-

tion management and control-

ling in SMEs. European Research 
Studies Journal, 16(4), 57-70. 

Retrieved from https://www.

um.edu.mt/library/oar/han-

dle/123456789/30986 

30. Heale, R., & Twycross, A. (2015). 

Validity and reliability in quan-

titative studies. Evidence-Based 
Nursing, 18(3), 66-67. https://doi.

org/10.1136/eb-2015-102129 



134

Innovative Marketing, Volume 18, Issue 3, 2022

http://dx.doi.org/10.21511/im.18(3).2022.11

31. Hervert-Escobar, L., & Alexandrov, 

V. (2018). Territorial design 

optimization for business sales 

plan. Journal of Computational 
and Applied Mathematics, 340, 
501-507. https://doi.org/10.1016/j.

cam.2018.02.010 

32. Hoffman, A. J. (2018). The next 

phase of business sustainabil-

ity. Stanford Social Innovation 
Review, 16(2), 34-39. https://doi.

org/10.48558/1C0C-0N15 

33. Høgevold, N. M., & Svens-

son, G. (2012). A business 

sustainability model: A Eu-

ropean case study. Journal of 
Business & Industrial Market-
ing, 27(2), 142-151. https://doi.

org/10.1108/08858621211197001 

34. Jimenez, G. H. S., Orrego, R. T. F., 

& Cavalcante, C. A. V. (2019). Or-

der planning policies for business-

to-consumer e-tail stores. Comput-
ers & Industrial Engineering, 136, 
106-116. https://doi.org/10.1016/j.

cie.2019.07.010 

35. Karlsson, T., & Honig, B. (2009). 

Judging a business by its cover: 

An institutional perspective 

on new ventures and the busi-

ness plan. Journal of Busi-
ness Venturing, 24(1), 27-45. 

https://doi.org/10.1016/j.jbus-

vent.2007.10.003 

36. Khurana, A., & Rosenthal, S. R. 

(1997). Integrating the fuzzy front 

end of new product development. 

IEEE Engineering Management 
Review, 25(4), 35-49.

37. Kim, J., & Wilemon, D. (2002). 

Focusing the fuzzy front-end in 

new product development. R&D 
Management, 32(4), 269-279. 

https://doi.org/10.1111/1467-

9310.00259 

38. Lee, R., Lee, J.-H., & Garrett, T. 

C. (2019). Synergy effects of in-

novation on firm performance. 

Journal of Business Research, 99, 
507-515. https://doi.org/10.1016/j.

jbusres.2017.08.032 

39. LoBiondo-Wood, G., & Haber, J. 

(2013). Nursing research in Can-
ada: Methods, critical appraisal 
and utilization with study guide. 

Milton, ON: Elsevier Science.

40. Lutfi, M., Buntuang, P. C. D., Kor-

nelius, Y., Erdiyansyah, & Hasanu-

ddin, B. (2020). The impact of so-

cial distancing policy on small and 

medium-sized enterprises (SMEs) 

in Indonesia. Problems and 
Perspectives in Management, 18(3), 

492-503. https://doi.org/10.21511/

ppm.18(3).2020.40 

41. Mandviwalla, M., & Flanagan, 

R. (2021). Small business digital 

transformation in the context of 

the pandemic. European Journal 
of Information Systems, 30(4), 359-

375. https://doi.org/10.1080/09600

85X.2021.1891004 

42. McAdam, R., Keogh, W., Gal-

braith, B., & Laurie, D. (2005). 

Defining and improving technol-

ogy transfer business and man-

agement processes in university 

innovation centres. Technova-
tion, 25(12), 1418-1429. https://

doi.org/10.1016/j.technova-

tion.2004.08.002 

43. McEvily, S. K., Eisenhardt, K. M., 

& Prescott, J. E. (2004). The global 

acquisition, leverage, and protec-

tion of technological competen-

cies. Strategic Management Journal, 
25(8-9), 713-722. https://doi.

org/10.1002/smj.425 

44. McKenzie, D., & Sansone, D. 

(2019). Predicting entrepreneurial 

success is hard: Evidence from a 

business plan competition in Ni-

geria. Journal of Development Eco-
nomics, 141, 102369. https://doi.

org/10.1016/j.jdeveco.2019.07.002 

45. Medrano-Sáez, N., & Olarte-

-Pascual, M. C. (2012). Marketing 

Innovation as an Opportunity in 

a Situation of Uncertainty: The 

Spanish Case. In A. M. Gil-

Lafuente, J. Gil-Lafuente, & J. 

M. Merigó-Lindahl (Eds.), Soft 
Computing in Management and 
Business Economics (pp. 327-

341). Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-

642-30457-6_21 

46. Mention, A.-L., Ferreira, J. J. P., 

& Torkkeli, M. (2020). Corona-

virus: A catalyst for change and 

innovation. Journal of Innova-
tion Management, 8(1), 1-5. 

https://doi.org/10.24840/2183-

0606_008.001_0001 

47. Micle, D. E., Deiac, F., Olar, A., 

Drența, R. F., Florean, C., Co-

man, I. G., & Arion, F. H. (2021). 

Research on Innovative Business 

Plan. Smart Cattle Farming Us-

ing Artificial Intelligent Robotic 

Process Automation. Agriculture, 
11(5), 430. https://doi.org/10.3390/

agriculture11050430 

48. Mostafa, M. (2005). Factors af-

fecting organisational creativity 

and innovativeness in Egyptian 

business organisations: An 

empirical investigation. Jour-
nal of Management Develop-
ment, 24(1), 7-33. https://doi.

org/10.1108/02621710510572326 

49. Naidoo, V. (2010). Firm survival 

through a crisis: The influence 

of market orientation, market-

ing innovation and business 

strategy. Industrial Marketing 
Management, 39(8), 1311-1320. 

https://doi.org/10.1016/j.indmar-

man.2010.02.005 

50. Ng, A. C., & Rezaee, Z. (2015). 

Business sustainability perfor-

mance and cost of equity capital. 

Journal of Corporate Finance, 34, 
128-149. https://doi.org/10.1016/j.

jcorpfin.2015.08.003 

51. Nieves, J., & Diaz-Meneses, 

G. (2016). Antecedents and 

outcomes of marketing innova-

tion: An empirical analysis in 

the hotel industry. International 
Journal of Contemporary Hospital-
ity Management, 28(8), 1554-

1576. https://doi.org/10.1108/

IJCHM-11-2014-0589 

52. O’Dwyer, M., Gilmore, A., & 

Carson, D. (2009). Innovative 

marketing in SMEs: A theoretical 

framework. European Business 
Review, 21(6), 504-515. https://doi.

org/10.1108/09555340910998805 

53. O’Dwyer, M., Gilmore, A., & 

Carson, D. (2011). Strategic alli-

ances as an element of innovative 

marketing in SMEs. Journal of 
Strategic Marketing, 19(1), 91-104. 

https://doi.org/10.1080/096525

4X.2010.537765 



135

Innovative Marketing, Volume 18, Issue 3, 2022

http://dx.doi.org/10.21511/im.18(3).2022.11

54. Ortiz-Villajos, J. M., & Sotoca, S. 

(2018). Innovation and business 

survival: A long-term approach. 

Research Policy, 47(8), 1418-1436. 

https://doi.org/10.1016/j.re-

spol.2018.04.019 

55. Papadopoulos, T., Baltas, K. N., 

& Balta, M. E. (2020). The use of 

digital technologies by small and 

medium enterprises during CO-

VID-19: Implications for theory 

and practice. International Journal 
of Information Management, 55, 

102192. https://doi.org/10.1016/j.

ijinfomgt.2020.102192 

56. Pisano, P., Pironti, M., & Rieple, 

A. (2015). Identify Innovative 

Business Models: Can Innovative 

Business Models Enable Players to 

React to Ongoing or Unpredict-

able Trends? Entrepreneurship 
Research Journal, 5(3), 181-199. 

https://doi.org/10.1515/erj-2014-

0032 

57. Pojasek, R. B. (2007). A frame-

work for business sustainability. 

Environmental Quality Manage-
ment, 17(2), 81-88. https://doi.

org/10.1002/tqem.20168 

58. Prakoso, J. P. (2021, April 30). 48,6 
Persen UMKM Tutup Sementara, 
Pemerintah Lakukan Langkah Ini | 
Ekonomi. Bisnis.Com. (In Indone-

sian). https://ekonomi.bisnis.com/

read/20210430/9/1388700/486-

persen-umkm-tutup-sementara-

pemerintah-lakukan-langkah-ini 

59. Press, A. (2021, February 15). 

Ekonomi Jepang Perlahan Bangkit 
dari Pandemi. VOA Indonesia. 

(In Indonesian). https://www.

voaindonesia.com/a/ekonomi-

jepang-perlahan-bangkit-dari-

pandemi-/5778611.html 

60. Rakshit, S., Islam, N., Mondal, S., 

& Paul, T. (2021). Mobile apps 

for SME business sustainability 

during COVID-19 and onwards. 

Journal of Business Research, 135, 
28-39. https://doi.org/10.1016/j.

jbusres.2021.06.005 

61. Rezaee, Z. (2016). Business sus-

tainability research: A theoretical 

and integrated perspective. Jour-
nal of Accounting Literature, 36(1), 

48-64. https://doi.org/10.1016/j.

acclit.2016.05.003 

62. Sandmeier, P., Jamali, N., Kobe, C., 

Enkel, E., Gassmann, O., & Meier, 

M. (2004). Towards a Structured 

and Integrative Front-End of 

Product Innovation. R&D Man-

agement Conference (RADMA) 

2004. Lissabon. Retrieved from 

https://www.alexandria.unisg.

ch/275/ 

63. Schwarz, J. O., Ram, C., & 

Rohrbeck, R. (2019). Combining 

scenario planning and business 

wargaming to better anticipate 

future competitive dynamics. 

Futures, 105, 133-142. https://doi.

org/10.1016/j.futures.2018.10.001 

64. Schwetje, G., & Vaseghi, S. (2007). 

The Business Plan: How to Win 

Your Investors’ Confidence. Spring-

er Science & Business Media.

65. Setiawan, P. K., Kartajaya, H., & 

Setiawan, I. (2019). Marketing 

4.0: Bergerak dari Tradisional ke 

Digital. Gramedia Pustaka Utama. 

(In Indonesian).

66. Sok, P., O’Cass, A., & Sok, K. M. 

(2013). Achieving superior SME 

performance: Overarching role 

of marketing, innovation, and 

learning capabilities. Australasian 

Marketing Journal, 21(3), 161-

167. https://doi.org/10.1016/j.

ausmj.2013.04.001 

67. Tang, T. Y., Zhang, S. K., & Peng, 

J. (2021). The value of market-

ing innovation: Market-driven 

versus market-driving. Journal 

of Business Research, 126, 88-

98. https://doi.org/10.1016/j.

jbusres.2020.12.067 

68. Tidd, J., & Bodley, K. (2002). The 

influence of project novelty on the 

new product development process. 

R&D Management, 32(2), 127-138. 

https://doi.org/10.1111/1467-

9310.00245 

69. Tur-Porcar, A., Roig-Tierno, N., & 

Llorca Mestre, A. (2018). Factors 

Affecting Entrepreneurship and 

Business Sustainability. Sustain-

ability, 10(2), 452. https://doi.

org/10.3390/su10020452 

70. Ullman, D. G. (1992). The mechan-

ical design process (2nd vol.). New 

York: McGraw-Hill.

71. Ungerman, O., Dedkova, J., & 

Gurinova, K. (2018). The impact 

of marketing innovation on the 

competitiveness of enterprises 

in the context of industry 4.0. 

Journal of Competitiveness, 10(2), 

132. https://doi.org/10.7441/

joc.2018.02.09 

72. Velarosdela, R. N. (2021, February 

3). 11 Bulan Pandemi Covid-19, 
Pelaku Usaha Gulung Tikar 
hingga Pegawai Bioskop Jemput 
Bola Cari Penonton Halaman all. 
KOMPAS.com. (In Indonesian). 
https://megapolitan.kompas.com/
read/2021/02/03/17450231/11-
bulan-pandemi-covid-19-pelaku-
usaha-gulung-tikar-hingga-
pegawai 

73. Wang, Y., Hong, A., Li, X., & Gao, 
J. (2020). Marketing innova-
tions during a global crisis: A 
study of China firms’ response to 
COVID-19. Journal of Business 
Research, 116, 214-220. https://doi.
org/10.1016/j.jbusres.2020.05.029 

74. Wells, P., Abouarghoub, W., Pet-
tit, S., & Beresford, A. (2020). 
A socio-technical transitions 
perspective for assessing future 
sustainability following the CO-
VID-19 pandemic. Sustainability: 
Science, Practice and Policy, 16(1), 
29-36. https://doi.org/10.1080/154
87733.2020.1763002 

75. Zakerian, H., Mokhtari, S. E., 
Sabegh, M. A. J., & Jomadi, M. 
H. (2017). Innovative market-
ing in SMEs: An empirical study. 
International Journal of Business 
Innovation and Research, 12(3), 
315-336. https://doi.org/10.1504/
IJBIR.2017.082088 

76. Zeng, Q., Zhong, M., Zhu, Y., 
Qian, T., & Li, J. (2021). Business 
location planning based on a nov-
el geo-social influence diffusion 
model. Information Sciences, 559, 
61-74. https://doi.org/10.1016/j.
ins.2021.01.047 


	“The impact of marketing innovations and business plans on business sustainability during the COVID-19 pandemic”

