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 This article aims to find out what kind of strategy was implemented by 

the Provincial Government of Lampung in encouraging women to 

increase MSMEs to the realm of the creative economy during the 

pandemic and how women from various business sectors are utilizing 

digital media as digital economic opportunities with their roles as 

wives and mothers. To examine this focus, the author uses the theory 

of women agency which will help explore aspects including resources, 

agency and achievement. The results of the study found that the efforts 

of the Lampung Provincial Government to encourage women to 

become empowered agencies in the creative economy sector bore fruit. 

Seeing the opportunities for digitalization and the dominance of 

women in the use of social media, Lampung Province has successfully 

won the 2020 Kemen-PPPA Parahita Ekapraya Award (APE) because 

it is considered successful in implementing Gender Mainstreaming 

(PUG) in women's empowerment programs. In addition, the creative 

economy helps women to be able to carry out their activities as 

entrepreneurs without neglecting their role as wives/mothers. 

However, they must also be able to negotiate domestic and public roles. 

This research found that successful negotiation rests on an agreement 

with the husband in managing time, still placing the family as a 

priority, and positioning the husband as a work partner. The creative 

economy helps women to be able to carry out their activities as 

entrepreneurs without neglecting their role as wives/mothers. 

However, they must also be able to negotiate domestic and public roles. 

This research found that successful negotiation rests on an agreement 

with the husband in managing time, still placing the family as a 

priority, and positioning the husband as a work partner. The creative 

economy helps women to be able to carry out their activities as 

entrepreneurs without neglecting their role as wives/mothers. 

However, they must also be able to negotiate domestic and public roles. 

This research found that successful negotiation rests on an agreement 

with the husband in managing time, still placing the family as a 
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1. INTRODUCTION  

Digital developments have made 

major changes in all aspects of life [1], 

Indonesia is no exception, especially in the 

economic sector [2]. Changing the 

conventional economy into a creative 

economy [3] that come into contact with 

digitalization are policies in increasing 

economic development in Indonesia [4], [5]. 

Through the implementation of the industrial 

revolution 4.0 [6], the development of the 

financial sector through financial technology 

(Fintech) and expanding digital-based trade 

(e-commerce) is encouraged to use e-money 

transactions so that a cashless payment 

transaction system occurs [7]. The use of the 

digital economy has great potential because of 

Indonesia's potential both in terms of human 

capital and infrastructure that supports the 

expansion of access to the digital economy in 

an inclusive manner [8]. 

The growth of the digital economy in 

Indonesia continues to grow rapidly, 

especially in the midst of a pandemic, data [9] 

shows that 88.1% of internet users in 

Indonesia carry out online shopping activities 

through e-commerce. In 2030, it is predicted 

that the transaction value of Indonesia's 

digital economy will grow 8 times and be 

dominated by the e-commerce sector (social 

media, websites and applications). This figure 

is higher than the global average of e-

commerce adoption, which is 78.6%. This 

shows that many people choose online 

shopping (e-commerce) because it is flexible, 

easy to access, diverse, and has many 

programs that provide benefits for customers 

[10]. By understanding more about consumer 

behavior, you can offer your product or 

business more precisely and relevantly. 

As a new economic system, the digital 

economy is defined as a model of digitizing 

information, communication and 

infrastructure [11]. This system produces 

changes in contrast to the conventional 

economic order which emphasizes face-to-

face interactions and transactions [12]. One of 

the digital media that is being massively used 

for digital economy business is Instagram 

[13], [14]. 

 
Figure 1. Most Favorite Social Media 

Research by Internet Users in Indonesia 

(2021) 

Source: [15] 

The interest of users to access 

Instagram as a place to pour inspiration or as 

a business opportunity, has several sales/ads 

and analytics features that help business 

owners to promote their goods. This platform 

also supports user branding through personal 

viewing of posts through photo or video 

content [16], [17]. In Indonesia, Instagram is a 

social media that is quite popular, it can be 

seen in the image above that Instagram is in 

third place as the most accessed social media 

with a total of 91 million accounts. While the 

most dominant Instagram users ranged in age 

between 18-34 years [15], [18]. The following 

is the diagram: 

 
Figure 2. Research on Instagram Users Based 

on Age and Gender 2021 

Source: Katadata [18] 

Based on the above research as a 

whole, the majority or 53.2% of users of the 

photo and video sharing application in 

Indonesia are women. Meanwhile, 46.8% of 

other Instagram users are male. This 

involvement reflects that women can take 

advantage of digital economic opportunities 

by increasing the use of technology as 

independent empowered businesses in the 

economic sector [14], [19], [20]. This is 

confirmed by data [21]. Menparekraf said that 
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65 million MSMEs and the creative economy 

contributed 61% to the national economy with 

64% of actors being women. Of course, the 

digital economic opportunities utilized by 

women cannot be separated from the use of 

digital media as promotional media [22]. 

Meanwhile, considering the 

challenges for women who enter the world of 

entrepreneurship are of course limited by 

various cultural contexts and religious norms 

that are adhered to [23]. For example, the 

conservative group that opposes women 

working outside the home with mahrams and 

neglecting their main responsibilities in 

carrying out their main duties as wives and 

mothers for their children. Some studies 

assume that even though they have higher 

education, at the undergraduate level, women 

only act as the second income earner in the 

household. In contrast to male entrepreneurs, 

they become entrepreneurs because of an 

image of dignity and prestige. But now a new 

phenomenon is emerging, namely women 

who are entrepreneurs because they are part 

of lifestyle trends and needs [14], [24]. 

This article aims to find out what kind 

of strategy is being carried out by the 

Provincial Government of Lampung in 

encouraging women in increasing MSMEs to 

the realm of the creative economy during the 

pandemic and how women from various 

business sectors take advantage of digital 

media as a digital economic opportunity with 

their roles as wives and Mother. To examine 

this focus, the authors use the theory of 

women agency [25] which will help explore 

aspects including resources, agency and 

achievement. Where in this context, 1) 

resources examine human resources 

internally and externally for women 

entrepreneurs and their workers and the 

technology used as promotional media. 2) 

agency in this case discusses the 

responsibilities of women in time 

management in carrying out their roles as 

wives and mothers as well as entrepreneurs. 

3) Meanwhile, achievement explores the 

achievements of women entrepreneurs for the 

synergy and support they get from their 

families in developing their businesses.  

2. METHODS  

This study obtained data focused on 

the Bandar Lampung region, while the 

significance is that Lampung is a city with the 

highest economic growth in Sumatra [26], 

[27]. Where the economy in quarter II-2021 

grew to 5.03% which was measured on the 

basis of prices reaching 95.09 trillion. This is of 

course based on the contribution of the 

number of creative economy business units 

which continues to be boosted by the local 

government as much as 20.23% or 36,113 out 

of a total of 178,511 creative economy business 

units, with creative economy actors 58.05% or 

447 out of a total of 770 and will even continue 

to grow. This study uses online observation 

techniques considering the condition is still a 

pandemic with the phenomenological 

method [28], namely research that prioritizes 

observation and investigation of several 

Instagram social media accounts of creative 

economy entrepreneurs sheltered by women 

who also act as mothers and wives with an 

age range of 18-34 years. The author also 

explores several informants as a result of 

observations with interview techniques as 

data reinforcement. 

 

3. RESULTS AND DISCUSSION 

3.1 Government Strategy in Making 

Women Empowered Agencies in the Digital 

Creative Economy 

Seeing digital economic opportunities 

that are utilized by women as a form of 

creative economy, the regions do not want to 

be outdone. Lampung Province which is the 

gateway to the island of Sumatra which has 

various economic potentials ranging from 

tourism, culinary, fashion and others adopts 

various forms of technological transformation 

in order to increase economic growth and 

regional development through various 

empowerment. Various kinds of 

breakthroughs, ranging from one-stop 

service, access to open data through online 

pages to the convenience of digital-based 

community services. In line with this 

transformation, the regions have built a lot of 

supporting infrastructure to expand their 
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network to remote rural areas, so that people 

can enjoy modern technology. 

In line with this, the Provincial 

Government of Lampung is also intensifying 

digital transformation through the "Smart 

Village" program which is the embodiment of 

the vision and mission of the Governor and 

Deputy Governor for Lampung to prosper. 

This program is a new breakthrough in the era 

of data openness that can be accessed by the 

public in order to increase public confidence 

to actively participate in regional 

development. With this program the 

Provincial Government of Lampung can 

increase the productivity of creative 

businesses in rural areas, increase added 

value, open a global marketing network for 

MSMEs and for Village Governments to 

provide optimal instant services for citizens 

based on digital services. In addition, the 

Government can choose the best policy 

alternative based on big data analysis 

(evidence-based policy) that is integrated 

between Regencies/Cities and Provinces. This 

is an example of how technological 

transformation can reach the realm of public 

policy and involve the community as a party 

that can actively participate in any evidence-

based policy making [29]. 

In addition to the "Smart Village" 

program, the Lampung Provincial 

Government also supports government 

policies with the Cashless Society program 

(utilization of digital technology capable of 

supporting a non-cash society), namely the 

launch of QRIS (QR Code Indonesia 

Standard) by Bank Indonesia in August 2019. 

In line with the vision of the Indonesian 

payment system 2025, where one of the points 

is to support the integration of the national 

digital economy-finance through open-

banking and a cashless society to provide 

convenience in transactions by scanning 

barcodes at registered merchants to make 

payments easily and quickly. 

All innovations that have been 

implemented are here to make it easy for the 

public to transact safely and easily and reduce 

the risk of loss due to administrative costs, 

theft or transmission of the Covid-19 virus 

because all transactions are carried out online 

and payments are made by simply scanning 

barcodes at selected merchants. Thus 

avoiding physical contact. Various 

innovations that have been carried out 

provide an opportunity to implement society 

5.0 to support the industrial revolution 4.0. 

Given the impact of the Covid-19 pandemic 

that hit Indonesia, changing people's behavior 

is more consumptive through digitalization. 

Based on research [30] stated that 

approximately 49.6% of Indonesian people 

prioritize looking for product information 

online before making a purchase. Of course, 

this is an opportunity for MSMEs to expand 

the creative economy market network so they 

can survive in the digitalization era. 

Seeing the benefits brought about by 

digitalization which is an economic tool in 

developing ideas, innovation and creativity of 

business people, especially women [31], [32]in 

Lampung Province. Of course, this is the idea 

of the local government to continue to 

encourage women as creative economic 

power agencies. Various policies have 

actually been carried out by local 

governments to increase the achievement of 

gender equality and reduce discrimination 

against women through the digital creative 

economy, including through empowering 

women. This is done by maximizing 3 sub-

sectors which are the mainstay of 17 sub-

sectors, namely: culinary, fashion and craft 

[33]. 

The concept of women's 

empowerment proclaimed by the government 

is intended so that women become more 

qualified [34], [35] stated that the aim of 

empowering women is to increase the income 

of women who are still at the lower level so as 

to reduce the number of people who are 

below the poverty line. Furthermore, 

increasing the capacity of women to be able to 

increase productive socio-economic activities 

and also to increase the ability and capacity of 

women in community and government 

institutions. This is of course in accordance 

with what was conveyed by Menparekraf 

Sandiaga Uno in the women's empowerment 

entrepreneurship webinar, where the role of 
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women is very important in supporting 

national development, namely increasing 

highly competitive human resources [21]. 

Empowering women in the economy is a 

process so that women have the power to 

become "bread winners" so they are able to 

eliminate economic dependence and escape 

poverty.[36], which also must always be 

under supervision, control and guidance [37]. 

Seeing the strategy carried out by the 

government in an effort to restore the wheels 

of the economy by making women as agents 

with creative economic power. Lampung 

Province received the 2020 Parahita Ekapraya 

Award (APE) from the Ministry of Women's 

Empowerment and Child Protection 

(KemenPPPA) because Lampung is 

considered successful in implementing 

Gender Mainstreaming (PUG) in its programs 

and activities [38]. This is also supported by 

various women entrepreneurs who take 

advantage of entrepreneurship opportunities 

in the digital creative economy. 

The author found that 

entrepreneurial women took advantage of 

Instagram social media to become business 

opportunities through online marketing by 

sharpening their creative product 

improvisation and economic transformation 

[39]. Digital marketing is carried out using 

various digital media [40]. With digital 

technology, especially the Instagram 

platform, women entrepreneurs are inspired 

to expand their business. Instagram is used 

because it has a variety of features that can 

support cultural promotion activities as a 

strategy in carrying out social media 

marketing activities, namely live features, 

Instagram stories, instashopping, posting 

photos and videos, Instagram ads, and 

insights [41] so it is very supportive as a media 

campaign. 

Based on the results of online 

observations, there are several SMEs and the 

creative economy of Lampung Province who 

use Instagram as a promotional medium 

including in the fashion sector Aisyah as 

owner @griyaaisyahtapis who sells various 

Lampung tapis crafts in the form of fashion. 

Some research [42]–[44] stated that, the 

tendency of these women entrepreneurs 

would certainly expand if coupled with their 

ability to seize business opportunities. These 

business opportunities are exploited because 

entrepreneurs are able to seize opportunities 

that arise against trends and maybe even the 

needs of these entrepreneurs. 

For example, some of the most used 

by women who act as wives and mothers are 

opportunities in the culinary sector, for 

example Indah Putri Rachmanda who is the 

owner of @camilan.ebot who sells snacks to 

accommodate MSMEs in Lampung and even 

now she has caught business opportunity by 

opening @grosirfruit. indah by selling fresh 

fruit that is obtained directly from farmers, so 

the price sold is much cheaper and fresher. In 

addition to culinary delights in the form of 

light snacks, of course, women are getting 

more creative by creating food innovations in 

the form of frozen food, for example 

@panganankoe, which is under the auspices 

of owner Esti Oktavia, who sells a mainstay 

menu, namely risoles. There are also those 

who also take advantage of Instagram by 

selling across sectors ranging from culinary, 

beauty, fashion to kitchen needs, for example 

Winda Agustina as owner 

@dzakiraalvienawinda. Beauty Andhita Mega 

Puspita owner @andhitairianto.salondayspa 

and @after.beaute. 

“…I don't work outside, meaning I'm 

not a private employee, but I continue to take 

advantage of the opportunities that exist. We 

as women are limited to outside activities. But 

that doesn't mean you have to be silent, many 

businesses now can be run without leaving 

the house. On the one hand, I want to increase 

my income, because children also need funds 

for school, so I can help a little without having 

to leave my obligations as a wife and mother 

for my children. ”(WA interview, 20 January 

2021) 

Based on this explanation, women 

entrepreneurs create new entrepreneurial 

opportunities by utilizing Instagram as an 

online marketing tool [45]. The innovations of 

women entrepreneurs so that they continue to 

exist in the world of entrepreneurship are 

manifested in many achievements in the field 
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of business, including by taking advantage of 

new business opportunities. They also 

articulate these innovations by honing 

creativity in producing products, 

representing content, and applying online 

marketing strategies. These women 

entrepreneurs also focus on targeting their 

target market segmentation by understanding 

the character of uploads and the intensity of 

their tendency to see trends on social media 

[14]. 

3.2 Negotiation of Domestic and 

Public Roles of Muslim Women 

Entrepreneurs 

Based on the previous explanation, 

women's empowerment in the economic 

aspect is a process so that women certainly 

have the ability to become "bread winners" so 

that they are able to eliminate economic 

dependence and can help the economy and 

escape poverty [46]. Thus, in the previous 

analysis it was stated that women 

entrepreneurs occupy decision-making 

positions in the economic field both as 

entrepreneurs and in the managerial part. 

Empowering women is also beneficial for 

developing the capacity of women themselves 

so that they can compete in facing 

globalization. In Islam it is stated that 

empowering women is an effort to educate 

Muslim women so that they are able to play a 

role in completing all the obligations of Allah 

SWT. In this context, equality in gender 

empowerment is aimed at achieving equal 

access for men and women in decision-

making and involvement in various aspects of 

life, both in the public and domestic spheres. 

In this regard, women's 

empowerment is based on the vision of a 

superior woman as ummun warobbatul bait 

(male partner) in order to give birth to a 

generation of intelligent, pious, sharia 

warriors, caravans and family security. While 

its mission is to strengthen the resilience of the 

Muslim family, to give birth to a generation of 

fighters, to build Muslim women with strong 

character in the context of good deeds and 

good deeds, to give birth to women as male 

partners in the household and fighters in 

society. In accordance with the word of Allah 

SWT which means in QS.An Nahl verse 97: 
نْ  صَالِحًاْ عَمِلَْ مَنْ  مِنْ  وَهوَُْ انُ ثٰى اوَْ  ذَكَرْ  م ِ ييِنََّهْ  مُؤ  ْ حَيٰوةًْ فلَنَُح 

طَي بَِةً   

زِيَنَّهُمْ  رَهُمْ  وَلنََج  سَنِْ اجَ  ا مَاْ بِاحَ  نَْ كَانُو  يَع مَلُو   
Meaning: "Whoever does good deeds, 

both men and women in a state of faith, we will 

give him a good life and indeed we will reward 

them with a reward that is better than what they 

have done". 

If basically it is men who have a role 

in supporting life as Allah SWT says in, QS. 

An-Nisa' verse 34: 
جَالُْ نَْ الَر ِ امُو  لَْ بِمَاْ الن ِسَاۤءِْ عَلَى قَوَّ ْ عَلٰى بَع ضَهُمْ  اٰللُّْ فضََّ بِمَا ْ بَع ض  وَّ  
ا وَالِهِمْ  مِنْ  انَ فقَُو  بِمَاْ لِ ل غيَ بِْ حٰفِظٰتْ  قٰنتِٰتْ  فَالصٰلِحٰتُْ ْۗ  امَ   
وَالتٰيِْ  اٰللُّْ حَفِظَْ نَْ ۗ  زَهنَُّْ تخََافُو  هنَُّْ نُشُو  هنَُّْ فَعِظُو  جُرُو  فىِْ وَاه   

هنَُّْ ال مَضَاجِعِْ رِبُو  ا فلََْ ع نَكُمْ اطََْ فَاِنْ  ۗ ْ وَاض  انَِّْ سَبيِ لًْ عَليَ هِنَّْ تبَ غُو   ۗ  
كَبيِ رًاْ عَلِيًّاْ كَانَْ اٰللَّْ  

Meaning: "Men are leaders for women, 

because Allah has exaggerated some of them (men) 

over others (women), and because they (men) have 

spent some of their wealth. Therefore, a pious 

woman is one who obeys Allah and takes care of 

herself when her husband is not around, because 

Allah has taken care of (them)…”. 

Muslim women (Islamic women) 

always pay attention to Islamic religious 

norms. Where women adhere to religious 

teachings which are the implementation of the 

recommended Shari'a despite the positive and 

negative views about women, there are many 

different understandings, especially in family 

matters. This negative view of women 

becomes justification for the structure of male 

domination in the family. However, this era of 

digitalization makes it easier for women to be 

more active and creative in the economic field 

through Instagram social media as previously 

explained. 

Women in this case play a role in two 

quite challenging domains, 1) as 

entrepreneurs who have high productivity 

and busyness in the public (digital) sphere 

which of course will deal with external parties 

(both networks, customers and communities). 

2) women's role in the domestic sphere as a 

wife and mother whose managerial time is 

divided to care for children, family and other 

household life. Based on this they use the time 

to play a role in these two domains, so they 

must be able to manage how they have to 

interact, behave and position themselves. 
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Empowering women in this study 

required role negotiation. Where women 

entrepreneurs must synchronize the demands 

of work professionalism in the public sphere 

and their position as wives and mothers in the 

domestic sphere. This role negotiation is not 

sacred, and must strictly separate the public 

and domestic spheres so that they can 

accurately represent the person amidst 

cultural imperatives and religious norms in 

the domestic realm [47]. In this research, the 

authors found that informants were able to 

negotiate positions and articulate their roles 

in the public and domestic spheres, especially 

as Muslim women in empowering the digital 

creative economy through a number of ways 

that the authors have analyzed. 

First, informants are required to be 

accurate in time management. The 

informants, in this case, are professional 

businesswomen in various matters ranging 

from administration, digital marketing to 

technical issues in the public sphere, which 

must be continuously pursued. In addition, 

the informants also managed their time in 

such a way as not to leave their domestic role 

as wives and mothers for their children. The 

empowerment of women in the digital 

creative economy in terms of time 

management was considered a success for the 

informants. 

Second, The informants thought that 

they could still divide their roles as 

entrepreneurs, wives and mothers in the 

public and domestic spheres. This is because 

they still place family as their top priority. The 

WA informant said that with a creative 

economy, women can still be productive 

without having to travel all the time. So that 

time can be allocated to the family very well. 

In addition, the informants also tried to put 

the brakes on all ambitions at work if it could 

completely interfere with their 

responsibilities as wives and mothers. Third, 

for this reason there are several efforts that are 

also made if their role as entrepreneurs is 

quite draining, namely by delegating 

household chores and using daycare services 

and prioritizing children's education and 

accommodating their needs. 

Fourth, What can certainly support 

the role of women in driving the creative 

economy, especially during the current 

pandemic, is to make their husbands a work 

partner. The informants thought that 

including their husbands to contribute in their 

business was the right thing to do in seeking 

support. Because after all the informants 

thought that their role as wives was to obey 

their husbands. Thus, the full support of 

husbands really helps them in the success of 

the growing economic sector in which they 

are involved. Thus, it can combine capital and 

collaborate to produce a product, for example 

by opening new branches or supporting in 

terms of product ideas and innovation. 

 

CONCLUSION 

Digital developments have made big 

changes in all aspects of life, including in 

Indonesia, especially in the economic sector, 

especially in the midst of a pandemic. 

Currently, the government is intensively 

encouraging the creative economy to become 

more international. Various efforts have been 

made by both the central and regional 

governments to realize this, one of which is 

through empowering women in encouraging 

the digital creative economy. This is not 

without reason, research states that women 

are more dominant in digitalization. This 

involvement reflects that women can take 

advantage of digital economic opportunities 

by increasing the use of technology as an 

independent empowered business in the 

economic sector, especially in the leading sub-

sectors of Lampung province, namely: 

culinary, fashion and crafts. Although the 

challenges for women who enter the world of 

entrepreneurship are of course limited by 

various cultural contexts and adhered to 

religious norms. This does not discourage 

women entrepreneurs from being more 

productive in the economic sector. The local 

government continues to support this 

through empowering women, where they will 

continue to be encouraged to be able to 

negotiate in the public and domestic spheres. 

Of course, by paying attention to their role as 

entrepreneurs, wives and mothers for their 
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children. where they will continue to be 

encouraged to be able to negotiate in the 

public and domestic spheres. Of course, by 

paying attention to their role as 

entrepreneurs, wives and mothers for their 

children. where they will continue to be 

encouraged to be able to negotiate in the 

public and domestic spheres. Of course, by 

paying attention to their role as 

entrepreneurs, wives and mothers for their 

children. 

 



West Science Journal Economic and Entrepreneurship         441 

  

Vol. 1, No. 08, August 2023: pp. 433-442 

REFERENCE 

[1] M. Danuri, “Development and transformation of digital technology,” Infokam, vol. XV, no. II, pp. 116–123, 

2019. 

[2] I. M. M. DWIPRADNYANA, I. G. A. M. A. M. A. PRATIWI, and I. G. N. D. DIATMIKA, “Strategi 

Pengembangan Koperasi Di Era Digital Pada Koperasi Yang Ada Di Provinsi Bali,” Maj. Ilm. Univ. 

Tabanan, vol. 17, no. 2, pp. 112–116, 2020. 

[3] S. Wahyuningsih and D. Satriani, “Pendekatan Ekonomi Kreatif Terhadap Pertumbuhan Ekonomi,” 

IQTISHADUNA J. Ilm. Ekon. Kita, vol. 8, no. 2, pp. 195–205, 2019, doi: 10.46367/iqtishaduna.v8i2.172. 

[4] Adam Othasha Guciano, “analisis pengaruh nilai ekspor ekonomi kreatif terhadap pertumbuhan ekonomi 

ditinjau dari perspektif ekonomi islam,” 2019. 

[5] F. Muslim, “Analisis Perkembangan Perubahan Budaya Masyarakat Kota Jambi dan Pengembangan Pola 

Perekonomian Masyarakat Berbasis Ekonomi Kreatif,” Pros. Semin. Nas., pp. 789–796, 2015. 

[6] H. A. Mumtaha and H. A. Khoiri, “Analisis Dampak Perkembangan Revolusi Industri 4.0 dan Society 5.0 

Pada Perilaku Masyarakat Ekonomi (E-Commerce),” J. PILAR Teknol.  J. Ilm. Ilmu Ilmu Tek., vol. 4, no. 2, 

pp. 55–60, 2019, doi: 10.33319/piltek.v4i2.39. 

[7] N. Fadilah, “Tantangan Dan Penguatan Ideologi Pancasila Dalam Menghadapi Era Revolusi Industri 4.0,” 

J. Digit. Educ. Commun. Arts, vol. 2, no. 02, pp. 66–78, 2019, doi: 10.30871/deca.v2i02.1546. 

[8] R. Fadillah and M. I. Fasa, “Digital Economic Transformation : Optimalisasi Ekonomi Digital Pasca 

Pandemi Covid-19 Pada Pelaku Umkm,” J. Manaj. Organ. Rev., vol. 3, no. 2, pp. 123–135, 2021, doi: 

10.47354/mjo.v3i2.303. 

[9] Hootsuite dan We Are Social, “Digital in Indonesia: All the Statistics You Need in 2021,” DataReportal, 

2021. 

[10] F. N. Ulya, “Riset: Masyarakat Lebih Banyak Belanja Online Dibanding Offline,” Kompas.com, Jakarta, 2021. 

[11] H.-D. Zimmermann, “Understanding the Digital Economy: Challenges for new Business Models,” AMCIS 

2000 Proc., vol. 401, pp. 729–732, 2018. 

[12] S. Lohsee, D. Staudenmayer, and R. (ed. . Schulze, “Trading data in Digital Economy: Legal Concepts and 

Tools.,” Munst. Colloq. EU Law Digit. Econ. III, Baden-bad., pp. 75–100, 2018. 

[13] C. G. Armstrong, E. B. Delia, and M. D. Giardina, “Embracing the Social in Social Media: An Analysis of 

the Social Media Marketing Strategies of the Los Angeles Kings.,” Commun. Sport, vol. 4, no. 2, pp. 145–

165, 2016, doi: https:// doi.org/10.1177/2167479514532914. 

[14] A. Nurcahyani and M. F. Isbah, “PEREMPUAN DAN EKONOMI DIGITAL : Peluang Kewirausahaan 

Baru dan Negosiasi Peran berbasis Gender,” PALASTREN J. Stud. Gend., vol. 13, no. 1, pp. 27–58, 2020. 

[15] Hootsuite, “We Are Social: Indonesian Digital Report 2021,” 2021. 

[16] S. F. Salem and S. O. Salem, “Effects of Social Media Marketing and Selected Marketing Constructs on 

Stages of Brand Loyalty.,” Glob. Bus. Rev., 2019, doi: https://doi. org/10.1177/0972150919830863. 

[17] A. Gandini, “Digital Work: Self-Branding and Social Capital in The Freelance Knowledge Economy.,” 

Mark. Theory, vol. 16, no. 1, pp. 123–141, 2016, doi: https://doi. org/10.1177/1470593115607942. 

[18] N. Cat, “Ada 91 Juta Pengguna Instagram di Indonesia, Mayoritas Usia Berapa?,” databoks.katadata.co.id, 

Indonesia, 2021. 

[19] E. Fisher, “‘You Media’: Audiencing as Marketing In Social Media.,” Media, Cult. Soc., vol. 37, no. 1, pp. 

50–67, 2015, doi: https:// doi.org/10.1177/0163443714549088. 

[20] R. Thackeray, B. L. Neiger, and H. Keller, “Integrating Social Media and Social Marketing: A Four-Step 

Process,” Health Promot. Pract., vol. 13, no. 2, pp. 165–168, 2012, doi: https://doi. 

org/10.1177/1524839911432009. 

[21] B. I. Alatas, “Menparekraf Sandiaga: Perempuan punya peran penting bangkitkan UMKM,” 

antaranews.com, Indonesia, Dec. 2021. 

[22] B. Braches and C. Elliott, “Articulating the Entrepreneurship Career: A Study Of German Women 

Entrepreneurs.,” Int. Small Bus. J., pp. 535–557, 2016. 

[23] P. Pareek and C. Bagrecha, “A Thematic Analysis of the Challenges and Work-Life Balance of Women 

Entrepreneurs Working in Small-Scale Industries.,” Vis. J. Bus. Perspect., vol. 21, no. 4, pp. 461–472, 2017, 

doi: https://doi.org/10.1177/0972262917739181. 

[24] M. Sakai and A. Fauzia, “Performing Muslim Womanhood: Muslim Business Women Moderating Islamic 

Practices in Contemporary Indonesia.,” Islam Christ. Relations, vol. 27, no. 3, pp. 229–249, 2016, doi: 

https://doi.org/10.1080/09 596410.2015.1114243. 

[25] N. Kabeer, “Resources, agency, achievement: reflections on the measurement of women’s 

empowerment.,” in Power, Resources and Culture in a Gender Perspective : Towards a Dialogue between Gender 



West Science Accounting and Finance                                                                                                       442

   

Vol. 1, No. 08, August 2023: pp. 433-442 
 

Research and Development. Practice : Proceedings from a Conference Arranged by the Collegium for Development 

Studies, Uppsala University, in Cooperation with Sida, 2001, pp. 69–73. doi: 

https://daringlibrary.wiley.com/doi/pdf/10.1111/1467- 7660.00125. 

[26] RO/OL-14, “Pertumbuhan Ekonomi Lampung Tertinggi Se-Sumatera,” Mediaindonesia.com, Indonesia, 

Aug. 2021. 

[27] Badan Pusat Statistik Provinsi Lampung, “Pertumbuhan Ekonomi Lampung Triwulan I-2021,” BPS.go.id, 

2021. 

[28] N. K. Denzin and L. Yvonna S, Handbook Of Qualitative Research (Terjemahan Dariyatno). Yogyakarta: 

Pustaka Pelajar, 2009. 

[29] Nairobi and A. Darmawan, “Peluang dan Tantangan Pengembangan Ekonomi Digital Di Lampung,” 

Lampung Post, Lampung, Apr. 2021. 

[30] R. Alvara, Perilaku dan Preferensi Konsumen Millennial Indonesia terhadap Aplikasi E- Commerce. Jakarta, 2019. 

[31] W. Wang, “The Differentially Associated Sharing Economy,” New Media Soc., vol. 20, no. 11, pp. 4237–

4254., 2018, doi: https://doi. org/10.1177/1461444818769572. 

[32] F. Flanagan, “Theorising the gig economy and home-based service work,” J. Ind. Relations, pp. 01–22, 2018, 

doi: https://doi. org/10.1177/0022185618800518. 

[33] Y. Purnama, “Lampung Begawi Gubernur Paparkan 3 Subsektor Andalan Ekonomi Kreatif,” 

Kabarsiger.com, Lampung, Sep. 2021. 

[34] Abdurrahmana and E. Tusianti, “Apakah Pemberdayaan Perempuan dalam Ekonomi dan Politik Telah 

Meningkatkan IPM Perempuan Indonesia ? Does Empowerment of Women in Economy and Politics Have 

Enhanced HDI of Indonesian Women ? Pendahuluan,” J. Ekon. dan Pembang. Indones., vol. 21, no. 2, pp. 

204–219, 2021. 

[35] G. Sumodiningrat, Pemberdayaan masyarakat dan jaring pengaman sosial. Gramedia Pustaka Utama, 1999. 

[36] C. M. (Ed. . Elliott, Global empowerment of women: Responses to globalization and politicized religions. New York 

& London: Routledge, 2007. 

[37] M. A. B. M. N. Rahmat Hidayat, Sugianto, Esen Pramudya Utama, “Bimbingan Konseling Pra Nikah 

Sebagai Upaya Mewujudkan Keluarga Bahagia dan Ideal dalam Perspektif Humanistik Carl R Rogers,” 

vol. 4, no. 1, pp. 45–64, 2022. 

[38] E. Pardiana, “Lampung Terima Penghargaan Pengarusutamaan Gender dari KemenPPPA,” 

Kabarsiger.com, Lampung, Oct. 2021. 

[39] E. P. Utama, N. Ayu, P. Sari, Y. Habibah, sugianto, and R. Hidayat, “EDUKATIF : JURNAL ILMU 

PENDIDIKAN Transformasi Pendidikan Berorientasi Kewirausahaan pada Perguruan Tinggi Islam 

Swasta Provinsi Lampung,” vol. 4, no. 2, pp. 2491–2500, 2022. 

[40] Sudaryo, Digital Marketing dan Fintech di Indonesia. Yogyakarta: Andi, 2020. 

[41] P. Rahma, D. Valentina, and D. L. Chaerowati, “Penggunaan Instagram sebagai Promosi Budaya Kaway 

Lampung,” Pros. Manaj. Komun., pp. 331–335, 2021, doi: Prosiding Manajemen Komunikasi 

http://dx.doi.org/10.29313/.v0i0.29183. 

[42] G. Hopkinson and A. Aman, “Women Entrepreneurs: How Power Operates In Bottom Of The Pyramid-

Marketing Discourse,” Mark. Theory, vol. 17, no. 3, pp. 305–321, 2017, doi: https:// 

doi.org/10.1177/1470593117704280. 

[43] D. Elder-Vass, Profit and Gift in the Digital Economy (First published). United Kingdom: Cambridge 

University Press, 2016. 

[44] D. E.-V. Beckert, J., “Digital Economy.Profit and Gift in the Digital Economy.,” Eur. J. Sociol., vol. 3, no. 58, 

pp. 506–511, 2017. 

[45] M. Allen, “Social Media Marketing of Qualitative Research: Blurring Commerce and Community.,” Qual. 

Inq., vol. 1, no. 8, pp. 591–598, 2018. 

[46] N. Nazaruddin, R. Hidayat, and R. Andreas, “ANALISIS STRATEGI PEMASARAN DAN PELAYANAN 

DALAM UPAYA PENINGKATAN KUALITAS DAYA SAING BIRO PERJALANAN HAJI DAN UMROH 

PROSPEKTIF EKONOMI SYARI’AH (Studi Pada PT. Makkah Multazam Safir dan Al Madinah),” Nizham 

J. Islam. Stud., vol. 8, no. 01, p. 1, 2020, doi: 10.32332/nizham.v8i01.2090. 

[47] V. Ratten and L.-P. Dana, “Gendered Perspective of Indigenous Entrepreneurship.,” Small Enterp. Res., vol. 

24, no. 1, pp. 62–72, 2017, doi: https://doi.org/10.1080/13215906.2017 .1289858. 

 


