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Abstract. Technology disruption deeply impacts mass media companies. These 

companies see a decrease in the number of readers, which in turn results in a decrease in 

both circulation and advertising revenue. Therefore, mass media companies must be able 

to create business model innovations that can offset the decline in both revenues. This 

study aims to examine the role of corporate entrepreneurship, digital capabilities, and 

readiness to change as moderated by business model innovations, leading to improve the 

business performance. This research will be conducted in mass media companies, 

especially newspaper companies, in Indonesia using PLS-SEM. 
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1. Introduction 

For several years, print media revenue in Indonesia has decreased - both circulation revenue and 

advertising revenue, with the later being increasingly taken by the major global companies, 

namely Google and Facebook [1], [2]. Several newspapers, tabloids and magazines have stopped 

printing and are only publishing in digital form (websites), such as Suara Pembaruan, Jakarta 

Globe, Bola Daily, and HAI Magazine [3]. According to a 2019 Press Company Union report, the 

number of daily newspapers in Indonesia has been declining (SPS, 2019). Meanwhile, the number 

of print circulation has also decreased [4]. Circulation further declines during the current Covid-19 

pandemic [5] because many sales outlets in public places such as stations, terminals, bus stops, 
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and others are closed or are seeing less visitors in general. In addition to the decreased circulation, 

advertising revenue has also dropped dramatically during the pandemic [6], [7]. Manufacturers / 

advertisers are reducing their advertising budgets to keep costs down, as they experience a decline 

in sales of their own products, due to the closure of shopping centers, markets, decreased 

purchasing power, among others.  

The difficulties faced by the newspaper industry do not only occur in Indonesia. Other countries 

are also facing similar difficulties, including large countries such as the United States, Britain, 

Italy, Scandinavia, Flemish countries, China, Switzerland, Finland and Sweden. [8]–[13]. In the 

course of its survival and trade, print media have played a major role in advancing human 

knowledge and creativity [9]. However, the internet and digitization are now changing the face of 

the newspaper industry at an incredible rate. Technology has made e-commerce, social 

networking, finding and comparing options, and consuming entertainment easier and more 

powerful. Internet information is now cheap and abundant; when information grows, people 

become more comfortable and willing to spend even more time using technology [13]–[15]. 

Examination into the media industry in Indonesia has been carried out by several researchers 

related to Competitiveness [16], Dynamic Capability [17], [18], and Strategic Agility [19]. The 

study for this paper has been conducted to measure the impact of corporate entrepreneurship, 

readiness to change, and digital capabilities on performance moderated by business model 

innovation in the newspaper industry in Indonesia which is experiencing digital technology 

disruption. The novelty of this study lies in its examination of four variables, namely business 

model innovation, corporate entrepreneurship, digital capabilities, in addition to the readiness to 

change within organizations in the newspaper industry in Indonesia to deal with changes brought 

by digital technology. 

2. Literature Review 

2.1. Business Model Innovation 

 

Changes in a business environment as triggered by the development of internet technology have 

caused newspaper companies to change their existing business models [10], [11]. After analyzing 

the many industries facing disruption, Christensen (Christensen, 2006: p 48) pointed that the 

fundamental challenge of disruptive technology is "a business model problem, not a technology 

problem." Today, the internet alongside digitization efforts by leading news and information 

companies have disrupted traditional newspaper business models [21]. Newspaper publishers face 

obstacles related to the internet, for although the internet has expanded readership, it is also 

displacing the hereditary income of the media, namely ad sales and subscriptions, which for 

centuries have subsidized journalism [22], [23]. Changes in business model innovations may 

influence a company’s ability to improve performance  [24], [25].  

 

 



2.2. Corporate Entrepreneurship 

 

Adaptation to a changing environment and proactive transformation are essential to the success of 

mass media business [26]. Corporate entrepreneurship (CE) is an important vehicle in the effort to 

drive innovation, revitalize organizations, and increase productivity; CE is also a source of new 

knowledge that enables companies to build its ability to enter new markets and achieve growth 

[27]. In other studies, CE leads to superior company performance  [28]. Several studies have been 

conducted on the impact of corporate entrepreneurship on media industry performance, 

particularly in relations to newspaper companies [29], [30]. In the mass media industry, CE 

facilitates an entity to become the first to change (first mover), thus allowing it to gain advantage 

[26]. In facing the challenges of the internet and digitization, it has been proven that CE may 

mediate IT capabilities with innovation in product performance [31], [32]. 

 

2.3 Digital Capabilities 

 

Digitalization is fundamentally changing the media industry and its operating environment; 

meanwhile creative development and innovation are ingredients in content production, work 

processes and business models [33], [34]. One such development is digital transformation, which 

is defined as "the use of new digital technologies (social media, mobile phones, analytics or 

embedded devices) to enable key business enhancements such as improving customer experiences, 

streamlining operations, or creating new business models" [35]. A multiplatform digital strategy 

will succeed with effective integration between the IT department, the business department and the 

editorial department, as well as through a willingness to experiment and innovate—these are 

actually inter-related [36]. Digital Capabilities also affect company performance [37]–[39].  

 

2.4. Readiness to Change 

 

Readiness to change helps to prevent possible resistance to change and increase the effectiveness 

of an entity’s efforts and potential to change [40]. Readiness to change may also improve a 

company performance [41], [42]. Today's organizations (including media organizations) face an 

increasingly dynamic environment filled with definite, phenomenal, and unexpected changes [41]. 

Technological innovation changes every step of the journalistic work process. Journalists need 

new skills [43]–[45]. Meanwhile, the use of experimental products/equipment has become normal. 

Citizen journalists and bloggers blur the line between professionals (journalists) and "the people 

previously known as audience / readers" [10], [14], [22]. This ongoing transformation questions 

the traditional role of journalists and challenges the current status of journalists [46].  

 

2.5. Business Performance 

 

The main purpose of strategic management is firm (i.e. company) performance [17], [47], [48]. In 

the newspaper industry, firm performance is mainly measured through circulation and advertising 

[49], [50]. Karimi & Walter (2016a) added that the current firm performance of mass media 

companies can come from either within the core business or outside of the core business (the result 

of business model innovation), such as from advertisements on websites, paid search, etc.  



3. Hypothesis Development 

Given the drastic changes in technology and consumption patterns of consumer media, mass 

media companies, especially newspapers, must find a way to improve their performance in order 

to survive. To deal with these problems, corporate entrepreneurship [21], digital capabilities [38], 

and readiness to change [51] which are moderated by business model innovation [29] are expected 

to improve company performance [21]. These factors may help mass media companies to survive 

and thrive in a dynamic environment. Moreover, the Covid-19 pandemic is currently happening. 

The hypothesis developed in this study is as follows: 

 

Corporate Entrepreneurship initiatives are utilized or should be indicative for several purposes, 

such as profitability growth, business creation, proactive behaviors, strategic renewal, 

innovativeness, international success, and enhanced competitiveness [32], [52]. This research will 

support the following hypotheses: 

H1 Corporate Entrepreneurship has a positive effect on Business Model Innovation 

H2 Corporate Entrepreneurship has a positive effect on Digital Capabilities 

H3 Corporate Entrepreneurship has a positive effect on Readiness to Change 

 

Organizations are continually faced with the need to change their structures, objectives, processes, 

and technologies. Further, they must have the ability to make changes to sustain their competitive 

advantage [53]. Several studies describe readiness to change as the extent to which individuals 

hold positive views about the need for organizational change as well as the extent to which 

individuals perceive that change will positively impact them and the organization as a whole [42], 

[54], [55]. This research will support the following hypotheses: 

H4 Readiness to Change has a positive effect on Digital Capabilities 

H5 Readiness to Change has a positive effect on Business Model Innovation 

 

The digitalization of the newspaper industry represents a significant challenge for existing 

companies to engage new technologies and new business model(s) [10], [54]. This research will 

support the following hypothesis: 

H6 Digital Capabilities have a positive effect on Business Model Innovation 

 

Prior studies have examined the linkage between business model innovation and business 

performance [21], [56]. This research will support the following hypothesis:  

H7 Business Model Innovation has a positive effect on Business Performance 

 

Based on the previous hypotheses development, the proposed research model is depicted in Figure 

1. 

   



 
Figure 1. Proposed Research Model 

4. Methodology and Data Analysis 

This research will use quantitative methods where the data to be analyzed are obtained through 

primary data collection, mainly questionnaires. SEM-PLS will be used as a data processing 

method, because it can process small sample data efficiently. Recent data (2019) from Serikat 

Perusahaan Pers (SPS) there are 383 newspaper publishers in Indonesia [4]. To obtain data from 

the sample, researcher distributed questionnaires to respondents by Google Form, selectively to 

best represent the answers to the sample. Respondent selection criteria are established to represent 

answers from work units or directed according to the unit of analysis as defined in this study. The 

main criteria for selection defined respondents as Chief Editor or Leader of a newspaper 

business/company based in Indonesia. 
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