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This research was carried out specifically by exploring 
the interaction between management business strategy with 
a competitive advantage and digital innovation technology on 
micro, small and medium enterprises (MSMEs) in Central Java. 
The population of this research is SMEs in construction and real 
estate services in Central Java. The analytical method uses 
the partial least square (PLS) method through a variance-based 
structural equation model (SEM) statistical test tool. Data analysis 
was carried out using SmartPLS and applying verification analysis 
(measurement of the outer model, evaluation of the structural 
model (inner model), and testing of research hypotheses). The data 
analysis that has been carried out has found that digital innovation 
technology has a positive and significant impact on the competitive 
advantage of MSMEs in construction and real estate services in 
Central Java. Meanwhile, testing through a management business 
strategy as a mediation between digital innovation technology and 
the competitive advantage of MSMEs in construction and real estate 
services in Central Java shows a unidirectional relationship. 
These results show that MSME actors have used digital innovation 
technology to support the company’s competitive advantage 
(Khalil et al., 2022). 
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1. INTRODUCTION 
 
The Industrial Revolution 4.0 introduced digital 
innovation technology that has changed human life 
in various fields, and scrape the conventional, wrong 
only when looking for information (Ruiz-Real et al., 
2021; Rusly et al., 2021). This triggers the public 

perception that digital media will erode conventional 
media so the transformation of digital innovation 
technology is also important for business people in 
Indonesia (Trinugroho et al., 2022). The development 
of digital innovation technology has changed 
people’s lifestyles ranging from changes in people’s 
behavior, including how goods and services are 
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purchased, both of which can be done online to 
improve service, effectiveness, speed, and from 
a security perspective, making it easy for customers 
(Yeung, 2021). This, of course, also contributes to 
the development of micro, small and medium 
enterprises (MSMEs), especially changes in 
the methods of commercial transactions carried out 
(Rusdana et al., 2022). 

MSMEs play a very crucial role in economic 

development in Indonesia (Halim, 2020). In Indonesia, 

the percentage of MSME growth reaches 99.99% for 

all business sectors, so it is called the engine of 

the national economy because it has a fairly 

enormous growth in employment. From time to 

time, data on innovation and uniqueness of various 

products always show very significant developments 

(Yeung, 2021), this is done as one of their strategies 
that are different/unique from other competitors, 

and are able to be competitive in the global market 

(Trinugroho et al., 2022). Thus, to be competitive, 

SMEs must innovate and show the uniqueness of 

their products (Yeung, 2021), and can update 

technology related to current and future business 

developments (Jaya, 2019). Technologies that can 

increase sales and business-related information, 

namely e-commerce and social media (Trinugroho 

et al., 2022). This can be seen from the tendency of 

Indonesian people to use social media as the most 

accessible source of information (Wijaya et al., 2020) 

and by using e-commerce as a marketing and trading 

medium, it can be easily reached by all groups, so 
that market development activities and services can 

be carried out optimally (Farida et al., 2019), so that 

e-commerce and social media platforms have 

the potential and become a place to promote, 

encourage and increase business transactions to 

improve MSME performance in the future. 

The difficulty faced by Indonesian MSMEs is 

determining the digital innovation technology to 
increase competitive advantage (Lee et al., 2018). 

Competitive advantage can increase growth 
opportunities and optimize profits, contributing 

to the country’s GDP (Anwar et al., 2018).  

The application of this competitive advantage 
certainly requires the development of a strategy 

to determine the level of socio-cultural and 
environmental volatility (Bellamy et al., 2019). 

Previous research on strategy provides answers 
about the importance, uniqueness, and impact of 

strategy on MSME performance (Leitner & 

Güldenberg, 2010). Previous research by Farhikhteh 
et al. (2020) explained that the effective factors 

in competitive advantage comprise competitive 
intelligence, organizational ability, environment, and 

communication. Competitive advantage is a special 
unique quality, capability, or characteristic that 

represents value to customers (Borseková et al., 

2015). Previous research explains that competitive 
advantage mediates the relationship between 

dynamic capabilities and business performance 
(Correia et al., 2020). The induced competitive 

advantage is able to create synergies within 

the company with the support of IT and competitive 
advantage with the support of resources (human, 

knowledge, and capital) (Al Khasabah et al., 2022; 
Iqbal & Suzianti, 2021). In their research, 

Al Khasabah et al. (2022) and Iqbal and Suzianti 
(2021) explain the limitations of the need to conduct 

further research on information technology creating 

competitive advantage through differentiation, 

innovation, channel dominance, cost reduction, and 
efficiency improvement. 

Digital innovation technology is like a weapon 
that has two sides, one of which provides 

opportunities and the other provides challenges for 
MSME actors. Companies that can implement  

their business strategies well can use them as 

a competitive advantage (Al Khasabah et al., 2022), 
but if MSME actors are not ready for the development 

of digitalization (Yeung, 2021), then this development 
can actually make them lag their competitors or lose 

in competing in their industrialization. Several studies 

have proven the importance of the role of digital 
innovation technology. Digitization is proven to 

emphasize the ease of accessing international 
markets as a complementary or even alternative way 

(Jean et al., 2010). Digital innovation technology has 
also been shown to reduce distances and costs of 

entry, reducing barriers to commercial, marketing, 

and sales. In addition, digital innovation technology 
can gain connectivity with business partners, 

suppliers, distribution networks, and customers, so 
that they are globally integrated (Di Maria et al., 

2019). Although the focus of some previous studies 

has only focused on business organizations, 
especially to assess the digital transformation 

process, starting from the adoption, diffusion, and 
deployment of digital innovation technology through 

a) conducting marketing and promotion activities 
(e-marketing) (Wijaya et al., 2020); b) conducting 

transactions between businesses and consumers 

(e-commerce) (Etter et al., 2019), and c) to improve 
production processes, customer engagement 

processes, and internal management processes 
(e-business) (Alqaraleh et al., 2022). In addition, if 

viewed according to the resource-based view (RBV), 
previous research also only emphasizes 

the complementary role of resources as a source of 

sustainable competitive advantage to explain 
differences in company performance. So that, 

the contribution of SMEs as major roles in global 
and regional economies will be an interesting topic 

for further research (Kolapo et al., 2018). 

This research was carried out specifically by 
exploring the interaction between management 

business strategy with a competitive advantage and 
digital innovation technology on MSMEs in Central 

Java. MSMEs in construction and real estate services 
in Central Java was chosen because the number of 

actors is the largest and dominant in Java, which is 

575 SMEs in construction services and real estate. 
We got temporary data from the results of interviews 

with the regional leadership council of real estate 
Indonesia in 2022. In addition, previous research 

belonging to Trinugroho et al. (2022), only focuses 
on technology adoption for MSMEs and has not 

comprehensively included the influence of digital 

innovation technology on management business 
strategy and competitive advantages. This variable is 

used because the previous findings stated these 
MSMEs had problems not being able to compete and 

obstacles in financial management (Sasongko et al., 

2020). Based on this explanation, this study will 
also explain how management business strategy 

mediation affects digital innovation technology in 
the competitive advantage of SMEs. 
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The contribution of this research is the first 

to be carried out on construction and real estate 

MSMEs in Central Java so that volunteers can make 
the first findings about the competitive advantage 

ability of MSMEs in construction and real estate 
services and consideration for policymakers to pay 

attention and empowering construction and real 
estate MSMEs in Indonesia. Indonesia, through 

appropriate business strategies and digital innovation 

technology, and improve business continuity. 
The remainder of the paper is structured as 

follows. Section 2 will explain the theoretical basis 

used in this research, namely resource-based view 

theory, then also explain the development of 

hypotheses based on a summary of theoretical 

thinking and several previous studies. Section 3 will 

explain the research method used to facilitate the 

processing of survey data. Section 4 will explain 

the results of the test data. Section 5 will explain 

the findings that provide important information and 
opportunities for further research in the future. 

 

2. LITERATURE REVIEW 
 

2.1. Resource-based view theory 
 

The success or failure of an organization highly 

depends on the resource factor (Onufrey & Bergek, 

2021). The competitive advantage of an organization 

is a company strength that is strongly supported 
by excellent resources within the framework of 

a strategic, integrated, interconnected, and united 

resource management system (Correia et al., 2020). 

Competition is the essence of a company’s success 

or failure (Dupire & M’Zali, 2018). The competition 

requires the accuracy of the activities of a company, 

such as innovation and good work culture (Jensen, 

2021). Companies that have employees with high 

competence will be better able to provide products 

and services that are under the needs and desires  

of customers (Nemati et al., 2010). Therefore, 

companies with superior competencies can gain 

a sustainable competitive advantage and can further 

improve their performance (Exposito & Sanchis-
Llopis, 2018). In order to maintain this competitive 

advantage, the competencies possessed by 

the company must be able to add value, are rare, 

difficult to imitate, and difficult to replace 

(Soewarno & Tjahjadi, 2020). Competencies that are 

not easily imitated are the core of resource-based 

theory and are central to the understanding of 

sustainable competitive advantage. Resource-based 

view theory explains that companies that have 

valuable, rare, or irreplaceable internal and external 

resources and capabilities will gain a competitive 

advantage. The resource-based view is a good 

management science because it encourages 

discussion in strategic management, namely good 
science is delightful conversation and the study of 

competitive advantage is the discussion from 

the RBV. 

Resources are the major assets of the company 

and can be divided into tangible and intangible 

resources. Patents, brand names, knowledge,  

and information are some examples of intangible 

assets, while funds, physical infrastructure, human 

resources, and technology are among those 

categorized as tangible. Capability refers to 

an organization’s ability to align resources to better 

understand and seize opportunities. It results from 

the dynamic interaction of various external 

environments and is less transferable, which helps 

to create a competitive advantage (Wong, 2017). 

The implication of this theory is that the company’s 

unique resources can win the competition.  

The uniqueness of this resource should not be 

imitated easily. In this research, competitive 

advantages, digital innovation technology, and 

management business strategy are unique company 

resources that must properly increase the success of 
MSME performance. 

 

2.2. Digital innovation technology and competitive 
advantage of MSMEs 
 
MSME is defined as a small company owned and 

managed by a small group of people with certain 
wealth and income (Latifah et al., 2021). MSMEs 

have their own plans to maintain their business 

continuity by identifying and managing risks in 
order to avoid threats that disrupt the service 

process, and ensure that a processor or service can 
be achieved significantly. The plan is also expected 

to maintain business continuity. From the perspective 

of RBV, the adoption of a digital innovation 
technology system in a company influences 

increasing the company’s competitive advantage 
(Khan et al., 2021; Pagani & Pardo, 2017; Rusly et al., 

2021). Things that can be done by MSME actors in 
adopting digital innovation technology are done with 

information mediation, e-commerce (Gregory et al., 

2007), social media (Eggers et al., 2017), and others 
in their business (Foroudi et al., 2017; Neubert & 

Zhu, 2018; Pagani & Pardo, 2017). Adopting this 
digital innovation technology can directly or 

indirectly create a competitive advantage in 
the digital economy (Lee et al., 2018). 

Lots of companies use and use digital resources 

to plan and implement strategies for digital business, 
with the purpose of a company can suppress costs, 

improving company performance, and achieving 
sustainable business competition. However, 

the difficulty experienced by MSME actors is how 

to determine the appropriate digital innovation 
technology suitable for use, in the business process 

and explore it as a competitive advantage in 
the future (Bellamy et al., 2019). Based on the 

explanation, the following hypothesis is planned: 
H1: Digital innovation technology has a positive 

effect on MSME’s competitive advantage. 

 

2.3. MSME’s management business strategy and 
competitive advantage 
 
Management business strategy is needed by MSMEs 

to create a competitive advantage (Onufrey & Bergek, 

2021), and the strategy used must be adjusted to 
the suitability of the resources owned by MSME 

actors (Istianingsih & Suraji, 2020). In RBV theory, 
company resources include all assets, capabilities, 

organizational processes, company attributes, 

knowledge, and other factors controlled by 
the company that can understand and implement 

strategies to compete effectively and efficiently. 
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Ali et al. (2021) highlight the importance of digital 

assets to inform marketing strategy business 

decisions and implement them, companies 
can achieve superior marketing and financial 

performance (Khan et al., 2021; Lebdaoui & Chetioui, 
2020). The RBV theory reveals that competitive 

advantage is the crucial factor in winning 
the competition (Lestari et al., 2020). The basic 

dimensions of management business strategy, such 

as resource stability, competitive strategy, and 
the ability to transfer technology as the main idea 

and competitive advantage can be achieved through 
four elements, namely removing barriers to enter 

the competition, strength of suppliers, power of 

buyers, and accuracy in deciding if something 
happens. The intensity of competition in the market, 

so it is concluded that management business 
strategy has an important and positive impact on 

competitive advantage (Ali & Anwar, 2021; Elrehail, 
2018). Using a competitive advantage theory 

approach, and resource-based RBV theory shows 

that there is a positive and significant relationship 
between entrepreneurship, innovation, and 

management business strategy. Based on 
the explanation, the following hypothesis is planned: 

H2: Management business strategy has a positive 

effect on MSME’s competitive advantage. 

2.4. Management business strategy on competitive 
advantage through digital innovation technology 
 
The lack of focus on a coherent strategic orientation 
causes MSME actors to experience obstacles in their 
sustainability and competitiveness. This is primarily 
concerned with the pattern of decisions a firm’s 
manager makes when determining in which market 
he will compete and how his business can add more 
value to buyers in order to gain more advantage 
than competitors. As the spearhead of the economy 
towards the global market, it is very important to 
increase the competitiveness of MSMEs by using 
good marketing communication strategies and 
the right implementation of digital innovation 
technology in order to affect MSME performance  
and gain a competitive advantage (Rusdana et al., 
2022). In terms of MSME business operations,  
when it is appropriate to use digital innovation 
technology, its business performance can be realized 
optimally and all work activities also run effectively 
and efficiently. This can certainly produce an optimal 
competitive advantage (Lestari et al., 2020). Based on 
the explanation, the following hypothesis is planned: 

H3: Management business strategy can mediate 
the strong relationship between digital innovation 
technology and MSME’s competitive advantage. 

 
Figure 1. Research framework 

 

 
 

3. RESEARCH METHODOLOGY 
 
This study uses quantitative methods by distributing 
surveys designed in a cross-sectional manner to 
collect several data from respondents. The survey 
is conducted online using Google Forms and 
disseminated to all respondents in Central Java via 
email or the construction and real estate MSME 
association forum in Central Java. The population of 
respondents used in this study was SMEs in 

construction services and real estate in Central Java, 
with 575 respondents. The sampling technique used 
was random sampling. Sample data will be taken 
based on the response rate of the questionnaire 
return rate scale. The assessment on the 
questionnaire sheet uses a 5-point Likert scale, 
namely comprising “Strongly disagree”, “Disagree”, 
“Neutral”, “Agree”, and “Strongly agree”. The indicator 
variables of this study are described in Table 1, 
while the definitions are as follows. 
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Table 1. Measurement of research variables 

 
Research variable Variable indicator Variable measurement 

Management business strategy is the direction or path 
that an organization will take in order to carry out its 
business mission in order to achieve its business 
vision (Latifah et al., 2021). 

1. Employee skills and competencies; 
2. Product market strategy; 
3. Competitive products; 
4. Good service quality; 
5. Low price strategy (Latifah et al., 2021). 

Likert scale 

Competitive advantage is a competitive strategy that 
is difficult for competitors to imitate, namely making 
products that truly have regional unique values and 
are carried out sustainably, so that competing 
products cannot attract consumers’ attention. 

1. Innovation; 
2. Quality; 
3. Price; 
4. Delivery dependability; 
5. Time to market. 

Likert scale 

Digital innovation technology in the research focuses 
on e-commerce, e-business, digital skills, and 
innovation. 

1. Market innovation; 
2. Customer satisfaction; 
3. Services and products; 
4. R&D innovation (Cassetta, Monarca, 
Dileo, Di Berardino, & Pini, 2019). 

Likert scale 

 
The analytical method in this study uses 

the PLS method through a statistical test tool for 
the variance-based structural equation model.  
Data analysis of this research was carried out  
using SmartPLS and applying verification analysis 
comprising three stages, namely measuring the 
outer model, evaluating the structural model (inner 
model), and testing the research hypotheses. 

The test outer model uses composite reliability 
indicator block data, which measures a construct by 
evaluating the composite reliability value. Dimensions 
are reliable if they have a composite reliability value 
above 0.7. The inner structural model is evaluated 
using R-squared for the dependent construct, 
a Stone–Geisser’s Q-squared test of predictive 
relevance. If the R-squared value is greater than 0.2, 
it can be interpreted that the latent predictor has 

a major influence on the structural level. The inner 
structural model is also evaluated by looking at the 
Q-square predictive relevance for the constructed 
model. Q-squared measures how well the observed 
values generated by the model and also the parameter 
estimates are. A Q-squared value greater than 0 
(zero) shows that the model has predictive 
relevance, while a Q-squared value less than 0 (zero) 
shows that the model lacks predictive relevance. 
 

4. RESULTS 

 
After distributing the questionnaires, the sample 
data from 132 respondents were got, with details as 
follows. 

 
Table 2. Details of research respondent data 

 
Respondent criteria Amount 

SMEs in construction services and real estate in Central Java registered in Indonesia. 575 respondents 

SMEs in construction and real estate services in Central Java who are not active in submitting their annual 
financial reports. 

400 respondents 

The perpetrators of MSMEs in construction services and real estate in Central Java are still active in 
submitting their annual financial reports. 

157 respondents 

SMEs in construction services and real estate in Central Java who does not respond to filling out and 
returning the questionnaire. 

25 respondents 

The perpetrators of MSMEs in construction services and real estate in Central Java responded well to filling 
out and returning the questionnaire. 

132 respondents 

Note: 132 respondents were MSME construction and real estate in Central Java have been got, then the characteristics are identified as 
follows. 

 

4.1. Characteristics of respondents 
 
This explanation of the respondent’s characteristics 
is carried out to inform the reader about the profile 
of the respondent used as a sample in this test.  

The respondent’s profile includes gender, educational 
background, length of business, and the number of 
employees owned by the respondent. The 
respondents are from construction and real estate 
SMEs in Central Java. 

 
Figure 2. Respondents by educational background 

 

 

45

76

10 1

Senior high school Diploma Bachelor's degree Master's degree
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Figure 3. Respondents by the years in the business 

 

 
 

Figure 4. Businesses by the number of employees 
 

 
 

Respondents who became the sample of this 
study have characters including male sex dominates 
compared to women, this is because men are 
smarter in developing the MSME contractor and real 
estate business, considering that a business like this 
is full of various problems that arise at the project 
site so that men prevail in this business. Men 
dominate business because they use a logical basis 
when deciding, so they are more careful in 
calculating the risks of every business they do 
(Low et al., 2015; Reguera-Alvarado et al., 2017). 
Then, the educational background that was got by 
several contractors and real estate MSME actors was 
dominated by diploma graduates. The length of 
business of the respondents also varies, ranging from 
1 year to over 20 years, but the sample data shows 
that the length of business of the respondents who 
dominate this research is between 9–15 years.  
All businesses run by these respondents have 

various numbers of employees, ranging from 5 to 
25 employees, but in this research sample, 
the average number of employees owned by 
respondents is still between 16–20 employees. 
 

4.2. Validity and reliability test 
 
Table 3 shows that all the question items from 
the management business strategy, competitive 
advantage and digital innovation technology 
variables, are under the established provisions, 
namely the value of r-count > r-table, so that with 
132 questionnaire data, then by using the equation 
of freedom (DF = n – 2) or DF = 132 – 2 = 130, then 
the r-table value of 130 is got by 0.172. These results 
mean that all the statement items are entirely valid 
and can be used in research. 

 
Table 3. Validity and reliability test (Part 1) 

 

Variable Items 
Correlation (r) Coefficient 

r Status Alpha Status 

Management business strategy 

SB01 0.980 Valid 

0.788 Reliable 

SB02 0.970 Valid 

SB03 0.954 Valid 

SB04 0.400 Valid 

SB05 0.980 Valid 

SB06 0.980 Valid 

SB07 0.400 Valid 

SB08 0.980 Valid 

SB09 0.980 Valid 

 
 

51

63

18

1-8 years 9-15 years 16-20 years

23

31

37

31

10

5-8 employee 9-15 employee 16-20 employee 21-25 employee 26-30 employee
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Table 3. Validity and reliability test (Part 2) 

 

Variable Items 
Correlation (r) Coefficient 

r Status Alpha Status 

Competitive advantage 

CA01 0.915 Valid 

0.761 Reliable 

CA02 0.915 Valid 

CA03 0.901 Valid 

CA04 0.882 Valid 

CA05 0.516 Valid 

CA06 0.915 Valid 

CA07 0.915 Valid 

CA08 0.400 Valid 

CA09 0.915 Valid 

CA10 0.915 Valid 

CA11 0.400 Valid 

CA12 0.516 Valid 

CA13 0.432 Valid 

CA14 0.504 Valid 

CA15 0.915 Valid 

CA16 0.400 Valid 

Digital innovation technology 

DT01 0.400 Valid 

0.760 Reliable 

DT02 0.400 Valid 

DT03 0.428 Valid 

DT04 0.909 Valid 

DT05 0.909 Valid 

DT06 0.909 Valid 

DT07 0.909 Valid 

DT08 0.400 Valid 

DT09 0.909 Valid 

DT10 0.909 Valid 

DT11 0.400 Valid 

 
Meanwhile, based on the results of the reliability 

test, it is known that the value of Cronbach’s alpha 
for all variables is greater than the standard 
determination of the reliability test, which is 0.70 
(Sugiyono, 2018). The reliability coefficient denoted 
by rx and x is the index sought. Reliability testing 
uses Cronbach’s alpha formula, as follows: 
 

𝑟𝑥 = (
𝑛

𝑛 − 1
) (1 −

∑ 𝜎𝑡
2

𝜎𝑡
2 ) (1) 

 
where, 

𝑟𝑥 = reliability sought; 

𝑛 = number of question items; 

∑ 𝜎𝑡
2 = total score variance of each item; 

𝜎𝑡
2 = total variance. 

Cronbach’s alpha value range: 
– If the alpha value < 0.50, then the reliability is 

low 0.50 < alpha < 0.70, then moderate reliability. 

– If the alpha value > 0.70, then the reliability is 
sufficient (sufficient reliability). 

– If the alpha value > 0.80, then the reliability 
is strong. 

– If the alpha value > 0.90, then the reliability 
is perfect. 

The smaller the alpha value, the more 
unreliable items. The standard used is alpha > 0.70 

(sufficient reliability). Based on the test results, 
the data shows that all statement items from all 

variables are reliable and can be used in research. 

 

4.3. Outer and inner models testing 
 

This outer model test uses composite reliability 
data, which measures a construct. Dimensions are 

reliable if they have a composite reliability value (c) 

above 0.7, as follows in Figure 5. 

 

Figure 5. Test results of outer and inner models 
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Table 4. Composite reliability calculation results 

 
Dimension Composite reliability R-Squared 

Digital innovation technology (X) 0.467 – 

Management business strategy (Y1) 0.997 0.940 

Competitive advantage (Y2) 0.977 0.996 

 
The inner model is evaluated using R-squared 

for the dependent construct. The results of 
the calculations that have been carried out to find 
that the R-square value between digital innovation 
technology and management business strategy for 
competitive advantage shows a value of 0.940 or 
94.0% and 0.996 or 99.6%, respectively. These 
results mean that the influence of digital innovation 
technology variables on competitive advantage  
and digital innovation technology on competitive 
advantage through management business strategy 
has a very dominant and large influence. So that, 
the more appropriate the implementation and 
selection of digital innovation technology in MSMEs 
as one of the management business strategies 
implemented by the company, the more competitive 

advantage of MSMEs in contractor and real estate 
services in Indonesia will also be in the future. 
 

4.4. Structural equation modeling (SEM) test 
 
Hypothesis testing is done by comparing the t-count 
value with the t-table value, if the t-count value is 
greater than the t-table, then the relationship is 
significant between the variables, and vice versa 
when the t-count is smaller than the t-table, then 
there is no significant relationship between 
the variables. The number of data tested is 132,  
then the value of the t-table (α = 5%) got 1,978.  
The presentation is as follows. 

 
Figure 6. Hypothesis test results 

 

 
 

Table 5. Test the research hypothesis 
 

Hypothesis T-count Koefisien path Information 

H1 
Digital innovation 

technology 
 

Competitive 
advantage 

  41,385* 0.023 Sig. 

H2 
Management 

business strategy 
 

Competitive 
advantage 

  15,867* 0.065 Sig. 

H3 

Digital innovation 
technology 

 
Management 

business strategy 
 

Competitive 
advantage 

44,318* 0.021 Sig. 

 

5. DISCUSSION 
 
Digital innovation technology has a positive and 
significant effect on competitive advantage. This 
finding is supported by the value of t-count > t-table 
(41.385 > 1.978) and a path coefficient of 0.023. This 
coefficient shows that there is a significant positive 
relationship between digital innovation technology 
and competitive advantage. The more precise 
the implementation of digital innovation technology, 
this will also increase the competitive advantage of 
MSMEs in construction and real estate services in 
Central Java. This finding also shows that the first 
hypothesis (H1) is accepted. 

Management business strategy has a positive 
and significant effect on competitive advantage. This 
finding is supported by the value of t-count > t-table 
(15,867 > 1,978) and the path coefficient is 0.065. 
This coefficient shows that there is a positive 
relationship between management business strategy 
and competitive advantage. The MSMEs in 
construction and real estate services in Central Java 
have implemented a management business strategy 
in an effort to increase their competitive advantage 
in the future, as well as for the sustainability of their 
organization. This finding shows that the second 
hypothesis (H2) is accepted. 
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Management business strategy can mediate 
the strong relationship between digital innovation 
technology and competitive advantage. This finding 
is supported by the value of t-count > t-table 
(44.318 > 1.978) and the path coefficient is 0.021. 
This shows that the higher or stricter 
the implementation and determination of business 
strategies through the use of digital innovation 
technology, the impact on the company’s competitive 
advantage. The results that MSME actors who use 
e-commerce and social media as a forum to market 
their products are slowly starting to take full 
advantage of them so that the company’s 
competitive advantage in the next period can be 
more optimal (Vale et al., 2021). Companies that 
have the right management business strategy and 
can be implemented properly can certainly improve 
the organization’s business performance well and 
according to the set targets (Lanzolla & Markides, 
2021). Other contributions that it creates also 
provide a competitive advantage for the organization 
to compete with other competitors. Although, there 
are still some MSME actors in construction and real 
estate services in Central Java, who do not have 
confidence and lack human resources related to 
digital innovation technology. This, of course, also 
affected the level of company performance. This 
finding shows that the third hypothesis (H3) is 
accepted. 
 

6. CONCLUSION 
 
Tests and data analysis that have been carried out 
have found that digital innovation technology has 
a positive and significant impact on the competitive 
advantage of MSMEs in construction and real estate 
services in Central Java. Meanwhile, the indirect test 
is done through a management business strategy as 
a mediation between digital innovation technology 
and the competitive advantage of SMEs’ construction 
services and real estate in Central Java also shows 
a unidirectional relationship. These results show 
that several MSME actors in construction and real 
estate services in Central Java have used digital 
innovation technology as a suggestion to support 
their company’s competitive advantage, although 
some MSME actors seem to be still reluctant to 
implement digital innovation technology in their 
companies. This is because the strategy of 

implementing digital innovation technology, will 
increase the costs that must be incurred by 
the company. In fact, when the implementation of 
digital innovation technology is successfully 
implemented and carried out optimally, it can 
certainly increase the firm value (Buallay, 2017) and 
performance of the MSMEs construction and real 
estate services. 

Opportunities in the future, in fact, there is 
an increase in the current and future young 
generation who use digital innovation technology 
more often when looking for information (Ma et al., 
2022; Malesev & Cherry, 2021; Regona et al., 2022), 
so this opportunity should be used by MSME 
construction and real estate services to immediately 
adopt digital innovation technology, so that its 
current and future readiness can be better.  
In addition, the role of the government is also very 
necessary to support the progress of MSMEs by 
making regulations that facilitate MSME digital 
transaction activities in the future (Bomani et al., 
2022). This trend is expected to continue and will 
drive the prospect of the property business in 
the future so that contractors and real estate MSME 
actors who have an effective business strategy plan 
can take advantage of the property business 
opportunity for cooperation so that their business 
continuity is growing (Farida & Setiawan, 2022). 

The limitation of this research, namely 
the acquisition of survey data, is quite long and 
difficult, because of many contractors and real 
estate SMEs who take a long time to respond to our 
questionnaire, because of their very busy schedules. 
This research has not technically explained 
the business strategies that need to be carried out 
by construction and real estate MSME actors so that 
this limitation can be covered by the existence of 
further research in the future that will examine 
strategic and innovative steps that need to be 
carried out by construction MSME actors. and real 
estate, so that their business will be sustainable in 
the future. Indeed, this research is not much 
different from other management business strategy 
themes (Cancino & Zurita, 2017; Haryati et al., 2021). 
We hope this finding can be used as initial 
information about the influence of digital innovation 
technology for the competitive advantage of SMEs in 
construction and real estate services in Central Java. 
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