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 Abstract. This study aims to explore the dynamic interaction between information 

technology, strategic innovation, and customer relationship management in 

Indonesian IT startups. Amid the rapid expansion of the digital economy and the 

increasing demand for digital services, startups in Indonesia face opportunities and 

challenges in leveraging technology to enhance customer engagement. This 

research employs a qualitative research design with semi-structured interviews and 

thematic analysis, investigating how these startups navigate a resource-constrained 
environment to adopt digital tools, drive innovation, and build sustainable customer 

relationships. This study aims to explore the dynamic interaction between 

information technology, strategic innovation, and customer relationship 

management in Indonesian IT startups. Amid the rapid expansion of the digital 

economy and the increasing demand for digital services, startups in Indonesia face 

opportunities and challenges in leveraging technology to enhance customer 

engagement. This research employs a qualitative research design with semi-

structured interviews and thematic analysis, investigating how these startups 

navigate a resource-constrained environment to adopt digital tools, drive 

innovation, and build sustainable customer relationships. 

 

Keywords: Information Technology, Strategic Innovation, Customer Relationship 
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Abstrak. Studi ini bertujuan untuk mengeksplorasi interaksi dinamis antara 

teknologi informasi, inovasi strategis, dan manajemen hubungan pelanggan di 

perusahaan rintisan IT Indonesia. Di tengah pesatnya ekspansi ekonomi digital dan 

meningkatnya permintaan akan layanan digital, perusahaan rintisan di Indonesia 

menghadapi peluang dan tantangan dalam memanfaatkan teknologi untuk 

meningkatkan keterlibatan pelanggan. Penelitian ini menggunakan desain 

penelitian kualitatif dengan wawancara semi-terstruktur dan analisis tematik, studi 
ini menyelidiki bagaimana perusahaan rintisan ini menavigasi lingkungan yang 

terbatas sumber daya untuk mengadopsi perangkat digital, mendorong inovasi, dan 

membangun hubungan pelanggan yang berkelanjutan. Penelitian ini 

mengintegrasikan pemodelan struktural interpretatif untuk mengidentifikasi dan 

memprioritaskan faktor-faktor utama yang memengaruhi adopsi TI. Temuan 

memberikan kerangka kerja yang komprehensif untuk memahami peran sinergis TI 

dan inovasi strategis dalam memperkuat hubungan pelanggan dan menawarkan 

wawasan praktis bagi perusahaan rintisan dan pembuat kebijakan yang bertujuan 

untuk mendukung transformasi digital di negara-negara berkembang. 

 

Kata Kunci: Teknologi Informasi, Inovasi Strategis, Manajemen Hubungan 

Pelanggan, Startup Indonesia, Transformasi Digital, Penelitian Kualitatif, 
Pemodelan Struktural Interpretatif, Negara Berkembang 
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INTRODUCTION 

Indonesia's digital economy has experienced significant growth, positioning it as the 

largest in Southeast Asia and fostering a thriving environment for startup emergence (Rohendi 

et al., 2023). This rapid expansion is underpinned by a robust increase in internet penetration, 

with a substantial portion of the population now actively engaged online, driving demand for 

digital services across various sectors (Wadi & Nurzaman, 2020). This surge in digital adoption 

has catalyzed the proliferation of startups, transforming the entrepreneurial landscape and 

introducing novel business models (Sari et al., 2023). These new ventures, spanning e-

commerce, fintech, and gaming, are fundamentally altering traditional market dynamics and 

consumer engagement paradigms within the archipelago (Igamo et al., 2020). The digital 

economy's substantial contribution to Indonesia's GDP, with notable increases year-over-year, 

further underscores its economic impact and the critical role of technology in national 

development (Kumala, 2022).  

This phenomenon necessitates a comprehensive understanding of how IT startups leverage 

digital transformation and strategic innovation to cultivate robust customer relationships amidst 

intense competition and evolving consumer behaviors (Zhu et al., 2024). The unique 

characteristics of the Indonesian market, including its large, tech-savvy millennial population 

and increasing digital transaction prevalence, further accentuate the need for innovative 

approaches to customer relationship management (Shanti et al., 2024). This context highlights 

the profound shift towards a digital era, compelling various industries, including banking and 

finance, to undergo significant digital transformation (Shanti et al., 2024). This transformation 

includes the adoption of financial technology (fintech) and the emergence of digital banking 

services, reflecting a broader trend of digital adoption across the nation (Adenia et al., 2022; 

Kantika et al., 2022). This pervasive digitalization, spurred by initiatives like the Digital 

Indonesia Roadmap, mandates a re-evaluation of conventional business models, particularly 

within the financial sector, to meet evolving consumer expectations for speed, accessibility, 

and control (Shanti et al., 2024; Yunita, 2021). The acceleration of digital payment adoption 

and the maturity of digital financial literacy across Indonesia further exemplify this shift, 

presenting both opportunities and challenges for IT startups in cultivating enduring customer 

relationships (Christina et al., 2023). This evolving digital landscape has led to a significant 

increase in demand for digital banks and contactless payment methods, transforming customer 

expectations for convenience and accessibility in financial services (Kantika et al., 2022). 

information, strategic innovation, and customer relationship management in Indonesian IT 

startups 
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METHOD 

This qualitative approach will allow for a comprehensive understanding of the intricate 

factors influencing customer relationship management within the unique context of Indonesia's 

emerging IT startup ecosystem. Specifically, it will delve into how these startups perceive, 

implement, and adapt IT-driven and strategically innovative approaches to foster enduring 

customer loyalty and engagement. This research will employ semi-structured interviews with 

key stakeholders, including founders, IT managers, and customer relationship officers, to 

gather rich, nuanced data on their experiences and strategies (Pramudita et al., 2019; Dzimba 

& Poll, 2024). This method enables an in-depth exploration of the contextual factors and 

phenomenological experiences associated with value co-creation and co-destruction in 

customer relationships (Hardcastle et al., 2024). The utilization of semi-structured interviews 

will facilitate the acquisition of organized data within the confines of the study’s constraints, 

allowing researchers to extract diverse thoughts and opinions from specialists in digital 

transformation and customer relationship management (Huy & Phuc, 2024). The insights 

gathered will illuminate the practical applications of digital technologies, such as social media 

and e-commerce platforms, in shaping entrepreneurial processes and competitive advantages 

within resource-constrained environments (Darmanto et al., 2022; Harb & Shang, 2021; 

Dzimba & Poll, 2024). These interviews will be complemented by an analysis of internal 

company documents and publicly available information to provide a holistic view of their CRM 

strategies and technological implementations. Thematic analysis will be applied to the 

collected data to identify recurring patterns, key themes, and emergent insights regarding the 

synergy of IT and strategic innovation in improving customer relationships (Tabares et al., 

2024). The qualitative methodology will provide a robust framework for exploring the intricate 

dynamics of digitalization within Indonesian IT startups, aligning with established practices 

for investigating complex organizational phenomena (Khan, 2022) 

 

RESULTS 

The interpretive structural modeling approach, as detailed by Kannan and Haq and Sagheer 

et al., offers a robust framework for identifying and ranking the variables that influence IT-

enabled applications in transportation operations, a methodology potentially transferable to 

analyzing IT adoption in the broader startup ecosystem (Kumar & Varshneya, 2024). The 

insights gleaned from this methodology could illuminate the complex interplay between 

various factors affecting information technology adoption and its impact on customer 

relationship management in Indonesian IT startups (Kumar & Varshneya, 2024). This 
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systematic approach facilitates a deeper understanding of the hierarchical relationships 

between these variables, thereby providing a clear roadmap for strategic interventions and 

policy formulation (Kumar & Varshneya, 2024). Furthermore, such a systematic framework 

would be invaluable for stakeholders and policymakers seeking to prioritize and address the 

myriad obstacles to effective information technology application within developing economies 

(Kumar & Varshneya, 2024). This methodology, by engaging expert knowledge, helps in 

identifying developmental trends and forecasting future trajectories for technology adoption 

(Moroni et al., 2015; Kumar & Varshneya, 2024). This approach is particularly pertinent for 

uncovering the underlying structures that govern the challenges IT startups face in achieving 

customer satisfaction and ensuring the quality of their deliverables (Dovleac et al., 2020). 

Building upon this, the study will also incorporate qualitative insights through case studies, 

leveraging existing literature on digital transformation and organizational agility to provide a 

comprehensive investigation into the intricate interplay among digital transformation, 

organizational agility, innovation, and organizational learning in SMEs (Awad & Martín‐

Rojas, 2024). This multi-faceted approach, combining systematic modeling with in-depth 

qualitative analysis, is designed to uncover the nuanced mechanisms through which IT startups 

in Indonesia can effectively leverage technology and innovation to enhance customer 

relationships, thereby contributing to both theoretical advancements and practical guidance for 

the sector (Kumar & Varshneya, 2024; Cantù et al., 2018). Specifically, the research will 

explore how factors such as digital infrastructure, skilled human capital, and regulatory 

frameworks influence the adoption and effective utilization of information technology within 

these burgeoning enterprises (Kumar & Varshneya, 2024; Kamal, 2013). The structured 

framework derived from this analysis will bridge theoretical gaps and offer practical solutions, 

particularly for under-researched areas like Indonesia's IT startup landscape (Díaz et al., 2024). 

 

DISCUSSION 

This rigorous analysis will allow for a comprehensive understanding of the determinants 

influencing information technology application and strategic innovation, offering a more 

complete portrayal of their integration into the IT startup landscape (Kumar & Varshneya, 

2024). This model, by systematically mapping the interdependencies among different factors, 

aids in constructing a comprehensive framework that illustrates how each component 

influences the adoption of IT within the context of enhancing customer relationships (Kumar 

& Varshneya, 2024). The initial stage in developing this interpretive structural model involves 

a meticulous selection of variables, drawing upon existing literature and expert consultations 
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to ensure comprehensive and relevant factor inclusion (Kumar & Varshneya, 2024). The 

methodology employed in this research aligns with approaches used in studies focusing on 

digital adoption drivers within SMEs, which have highlighted critical forces such as sales, 

marketing, process improvement, and product development (Lee et al., 2020). Further 

refinement of these variables will involve developing a self-interaction matrix, which 

systematically categorizes the contextual relationships between identified factors, 

distinguishing between driving and dependent variables to ascertain their hierarchical order 

(Muljono et al., 2021). This matrix is crucial for illustrating the complex interplay of factors, 

where each variable's influence on others is meticulously assessed to reveal underlying 

structural relationships. Such an approach can reveal how specific challenges, such as those 

related to financial factors, firm-related issues, or sector-specific dynamics, impact the 

successful implementation of IT solutions in developing economies (Kumar & Varshneya, 

2024; Al-Shboul, 2024).  

This systematic categorization will ultimately facilitate the development of a reachability 

matrix, providing a visual representation of the directional relationships and hierarchical 

structure among these critical factors (Kumar & Varshneya, 2024). This allows for a nuanced 

understanding of how diverse elements, including technological readiness, organizational 

culture, and market dynamics, collectively shape the IT adoption landscape in Indonesian 

startups. The model's iterative refinement through expert feedback ensures its validity and 

applicability to real-world scenarios, thereby enhancing the practical implications of the 

findings. The process entails calculating the reachability and antecedent sets for each 

component, which is then used to identify the top-level factors influencing IT adoption in a 

multi-level hierarchical structure (Kumar & Varshneya, 2024). This hierarchical structure then 

undergoes further analysis to derive an interpretive structural model, which visually represents 

the complex interrelationships and dependencies among these factors (Kumar & Varshneya, 

2024). This rigorous analysis will allow for a comprehensive understanding of the determinants 

influencing information technology application and strategic innovation, offering a more 

complete portrayal of their integration into the IT startup landscape. This model, by 

systematically mapping the interdependencies among different factors, aids in constructing a 

comprehensive framework that illustrates how each component influences the adoption of IT 

within the context of enhancing customer relationships 
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CONCLUSION 

Given the qualitative nature of this study, the interpretive structural modeling approach 

will be complemented by a thematic analysis of interview data, which will allow for the 

identification of recurring patterns and themes related to IT and strategic innovation in 

customer relationship management. This triangulation of methods will enhance the validity and 

reliability of the findings, providing a multifaceted perspective on the complex dynamics at 

play. However, the current study has certain limitations, notably its small sample size drawn 

exclusively from an incubation environment, which may influence the generalizability of 

findings as incubated ventures often have access to unique support mechanisms (Dzimba & 

Poll, 2024). Further research should aim to include a larger, more diverse sample of IT startups 

across Indonesia, including those operating independently or in different developmental stages, 

to enhance the external validity of the conclusions and capture a broader spectrum of strategic 

approaches. It should also consider quantitative methods to validate the identified relationships 

and allow for statistical generalization of findings across the wider population of Indonesian 

IT startups (Ordanini & Rubera, 2009).  

Future research could also explore the long-term impact of these strategies on customer 

lifetime value and brand loyalty, utilizing longitudinal study designs to track the evolution of 

customer relationships over time. Additionally, comparative studies with IT startups in other 

emerging economies could reveal cross-cultural variations and commonalities in the 

application of IT and strategic innovation for customer relationship management, further 

enriching the theoretical discourse. The selection process should consider diverse perspectives 

to capture a holistic view of the factors contributing to successful IT integration in customer 

relationship management. Subsequent phases would then involve constructing a reachability 

matrix and developing the interpretive structural model to depict the relationships between 

these variables, ultimately illuminating the pathways through which IT and strategic innovation 

drive enhanced customer relationships (Venkatesh & Singhal, 2017). This would provide a 

more robust and generalizable understanding of the factors influencing customer relationship 

management in the dynamic context of Indonesian IT startups (Chliova et al., 2024; Fajri & 

Barokah, 2020). This would provide a more robust and generalizable understanding of the 

factors influencing customer relationship management in the dynamic context of Indonesian 

IT startups. Furthermore, future studies should analyze the independent and combined impacts 

of various digital transformation dimensions, such as cloud computing, big data analytics, and 

artificial intelligence, on green innovation, exploring how these technologies facilitate 

environmental sustainability (Zhu et al., 2024).  
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Further research should also examine how customer concentration influences firm R&D 

investment and innovation performance, particularly in the context of IT startups, given its 

significant impact on strategic decisions and operational risks (Zhao et al., 2020). Finally, given 

the nascent yet rapidly evolving landscape of digital innovation in Islamic banking, future 

studies could investigate customer perceptions regarding e-servicescapes, trust, and virtual 

word-of-mouth within this specific sector, providing valuable insights for practitioners seeking 

to enhance digital service delivery (Andriani et al., 2021). This research model may serve as a 

foundational step toward developing a more specific methodology to quantify the impact and 

benefits of applying CRM, particularly in terms of sustainable business models and innovation 

(Gil-Gómez et al., 2020). This could involve a detailed examination of how integrating cloud 

computing benefits with CRM processes can improve organizational performance, especially 

within developing economies striving for competitive advantage (Al-Nsour et al., 2014). This 

framework could additionally explore the role of customer relationship management in driving 

various dimensions of innovation capability, such as product innovation, process innovation, 

and marketing innovation (Lin et al., 2010). This holistic approach could further elucidate how 

firms manage operational risks associated with innovation, particularly those stemming from 

customer concentration (Zhao et al., 2020). This could include an investigation into the role of 

project approval procedures that accommodate uncertainty and the importance of prototyping 

new processes in the successful deployment of CRM applications within IT startups (Wilson 

et al., 2002). This research model may also consider how market green pressure moderates the 

relationship between digital transformation and green innovation within these startups, thereby 

enhancing the understanding of environmental sustainability initiatives in conjunction with 

customer relationship strategies (Zhu et al., 2024). Building upon this, an in-depth analysis of 

how customer knowledge management can be leveraged within CRM strategies to foster 

continuous innovation and sustainable business models in IT startups would be highly 

beneficial (Gil-Gómez et al., 2020).  

This could involve a detailed examination of how integrating cloud computing benefits 

with CRM processes can improve organizational performance, especially within developing 

economies striving for competitive advantage. This framework could additionally explore the 

role of customer relationship management in driving various dimensions of innovation 

capability, such as product innovation, process innovation, and marketing innovation (Herman 

et al., 2020). This holistic approach could further elucidate how firms manage operational risks 

associated with innovation, particularly those stemming from customer concentration (Zhao et 

al., 2020). Such an examination would also necessitate an exploration of how IT startups in 
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resource-constrained environments adapt their innovation strategies, potentially by substituting 

technologies or re-evaluating pricing models to meet market demands while maintaining cost-

effectiveness (Dzimba & Poll, 2024) 
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