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Measuring a company’s performance can help improve the positive aspects of its
operations in addressing shortcomings. Innovative and change-oriented employees help
the company’s performance improvement, increasing entrepreneurship awareness.
Therefore, this study aims to determine how entrepreneurial awareness may be created
by innovation and a proactive personality to enhance business performance. Players in
Indonesia’s creative industries were given questionnaires, and SEM-PLS was used to
process the data. The findings of this study demonstrate that entrepreneurial acuity,
proactivity, and innovation significantly impact business performance. Entrepreneurial
vigilance was also discovered to function as a mediator. The findings of this study have
significant practical ramifications because, in addition to filling a research gap, they
demonstrate that creative industry players must be more flexible and inventive to foster a
creative work environment for their employees.

Introduction

The business’s success is indirectly reflected in high per-
formance (Mahmudova & Kovacs, 2018). Measuring a com-
pany’s performance enables it to solve issues and enhance
areas of its operations that are doing well (Mahmudova &
Kovacs, 2018). Players in the creative industries are more
lucrative, have shorter lives than significant firms, and are
significantly impacted by environmental factors (Carroll &
Huo, 1986). Numerous empirical studies have tried to figure
out how much entrepreneurship contributes to economic
development by fostering innovation and the creation of
new employment (Hu et al., 2018). The entrepreneurial sec-
tor (small and emerging businesses) contributes signifi-
cantly to economic development in developed and devel-
oping nations (Nguyen et al.,, 2021). Entrepreneurial
awareness has drawn attention in the entrepreneurship lit-
erature because it describes how people recognize and then
act on entrepreneurial opportunities (Kirzner, 1979;
Roundy et al., 2018). Entrepreneurs must be vigilant, in-
ventive, imaginative, and dedicated due to the significance
of creative industry players. They must also have the con-
ceptual capacity to explore, recognize, and analyze oppor-
tunities. Finally, they must convert opportunities into ef-
fective competitive strategies and profitable performance
(Mohammed et al., 2017; Pepple & Enuoh, 2020).

Competent entrepreneurs must have extensive business
expertise, be creative, energetic, and motivated, be willing
to take chances and be exceptional planners and problem
solvers (Pepple & Enuoh, 2020). In entrepreneurship, these

qualities can be developed by cultivating inventiveness.
Creativity is critical for entrepreneurs with limited re-
sources responding to open market demands (Andri et al.,
2020). In the entrepreneurial setting, designing items that
generate demand with limited resources is vital for com-
mercial success; here, creativity and critical thinking can be
regarded as essential abilities (Eggers et al., 2017). Entre-
preneurs must have a proactive personality in addition to
creativity. Proactive people gain mastery of knowledge and
abilities, allowing them to arrange resources for handling
resource shortage concerns that small firms face (Adawiyah
& Istigomah, 2020; Presbitero, 2015). They are essential for
small enterprises to influence quick changes in the business
environment.

The entrepreneurship field within Indonesia’s creative
industry has witnessed significant growth in recent years
(Fahmi et al., 2017). However, despite this expansion, there
remains a conspicuous research gap in understanding the
intricate interplay between creativity, proactive personality
traits, and their combined impact on entrepreneurial alert-
ness and subsequent business performance in this specific
context. While prior studies have explored the role of cre-
ativity (Indriartiningtias et al., 2019) and entrepreneurial
alertness separately (Chen & Tseng, 2021; Tang et al.,
2012), little attention has been given to their joint influ-
ence within the creative sector of Indonesia. This gap is
critical as it hinders the development of tailored strategies
and interventions that could potentially enhance entrepre-
neurial alertness and business performance among creative
entrepreneurs in Indonesia, ultimately contributing to the
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sustainable growth and competitiveness of the creative in-
dustry in the region.

Previous research assessed literature on organizational
creativity to see how people may stimulate creative think-
ing in their workplaces and what kind of impact they can
expect (Glaveanu & Taillard, 2018). Previous studies have
shown that in addition to their proactive character, creative
individuals have the cognitive ability to handle obstacles
that emerge on the job (Zhang & Bartol, 2010). Addition-
ally, authorities defend the significance of entrepreneurial
vigilance in the entrepreneurial process (Hu et al., 2018).
Since having a proactive personality is one of the indicators
of entrepreneurial awareness, previous research has at-
tempted to correlate entrepreneurial alertness with a
proactive personality (Hu et al., 2018). Contrarily, mindful-
ness research aims to identify both the causes and effects
of attention (Kirzner, 2009). Little research has been done
on the relationship between entrepreneurial awareness, in-
novation, and a proactive personality and business per-
formance, particularly in developing countries. The study
then examines how entrepreneurs in underdeveloped na-
tions may build entrepreneurial awareness and enhance
their business success through innovation and proactive
personality.

The structure of the paper is as follows: The introduction
comes first, followed by the literature review part. The re-
search hypotheses are developed in the next section, and
the following section is for the data collection and method-
ology used in this study. After that, the findings and discus-
sion section follows. The last part describes the research’s
results, consequences, and limitations.

Literature Review
Business Performance

The measurement design must be unmistakable when
measuring performance (Mujanah et al., 2022). Whether a
company is focused on making a profit or not, performance
measurement is a group of metrics that may be used to as-
sess current and future performance (Paik et al., 2017). A
constructive firm metric is one’s capacity to achieve goals
(Amankwah-Amoah et al., 2021). Business performance has
been linked to financial and non-financial performance
since the inception of informal small companies (Zainol et
al., 2018). Previous research defined economic performance
as the attainment of economic goals related to small busi-
ness activities that respond to consumer demand and sat-
isfaction by producing optimal and high earnings and sales
(Khan & Quaddus, 2020).

Entrepreneurial Alertness

Entrepreneurial alertness, according to Kirzner (Kirzner,
1979), is the capacity of a person to recognize fresh oppor-
tunities that others have passed over; more precisely, alert-
ness is “the driven desire of humans to develop a vision
of the future” (Kirzner, 1985). Entrepreneurial awareness
is the propensity of a person to create a pleasant mental
picture of potential outcomes (Uy et al., 2015). The entre-
preneurial alertness test is beneficial because it focuses on

a person’s awareness, judgment, and orientation to uncer-
tainty and change in the exterior environment and con-
text rather than only the subject of internal insider identity
(Uy et al., 2015). More awake people are, therefore, better
equipped to select pertinent information, boosting their
chances of finding perfect options (Li et al., 2020).

Creativity

According to the “conventional definition,” creativity is
a process that produces innovative and valued products
(Runco & Jaeger, 2012). In this case, the creative products
range from ideas and things to methods, customs, and in-
stitutions (Glaveanu & Taillard, 2018). Creative thinking is
the process of combining many current elements to create
something new to enhance the product to a level never pre-
viously seen on the market (Firdaus et al., 2019). Because
innovative and helpful (i.e., creative) ideas, commodities,
and services are essential to the formation and success of
new businesses, entrepreneurship demands creativity (Mc-
Mullan & Kenworthy, 2014). Being new requires, on the one
hand, contributing to what has come before while, on the
other hand, being separate from it (Glaveanu & Taillard,
2018). According to McMullan and Kenworthy (2014), en-
trepreneurship innovation may predict up to fifty percent
of the variance in financial performance and is a significant
factor in entrepreneurial success. Individuals who partici-
pate in creative behavior are more likely to actively con-
tribute to developing organizational resources by exploring
the concept of becoming a competitive advantage (Mess-
mann & Mulder, 2012).

Proactive Personality

The proactive behavior of the individual in charge of
the task completion defines their character (Andri et al.,
2020). Strong performance, a mirror of oneself, and per-
sonal experience lead people to become change agents in
the workplace and increase their attention to successful
performance (Bergeron et al., 2014). A quick response from
a proactive individual inspires others to show more interest
(Andri et al., 2020). Proactive people are more likely to
identify opportunities, take the necessary steps to investi-
gate them, and stay dedicated to their efforts until their de-
sired results are accomplished (Neneh, 2019). Put another
way, having a proactive personality may help people release
tensions, spot business possibilities, make proactive deci-
sions, and ultimately influence the environment to bring
about significant change (Bateman & Crant, 1993).

Linking Creativity, Entrepreneurial Alertness,
and Business Performance

Studying the entrepreneurial process has made creativ-
ity a central subject (Hu et al., 2018). Creativity is crucial
from the start of the entrepreneurial process since it helps
with the creation of new products and services (Gielnik et
al., 2012). According to earlier research, creativity signifi-
cantly impacts someone’s entrepreneurial awareness (Hu et
al., 2018). Additionally, Campos (2016) and Obschonka et
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al. (2017) research has demonstrated that creativity and en-
trepreneurial awareness have a strong relationship, partic-
ularly in scanning and looking for originality. The following
assertion is made as a consequence, supported by both the-
oretical and literary data:

H1 = creativity has a significant positive effect on en-
trepreneurial alertness.

Creative individuals have good work habits, leading to
good workplace results(Sung et al., 2018). This demon-
strates that innovation in the workplace is aided by creativ-
ity (Shalley et al., 2004). Small firms must be more creative
and innovative to survive the competition storm (Wihuda et
al., 2017). The link between creativity and corporate perfor-
mance has received little research attention (Khedhaouria
et al., 2015). As a result, the success of a small business is
determined by the entrepreneur’s capacity to innovate (An-
dri et al., 2020). With supported explanations from previous
literature, the following hypothesis is forwarded:

H2 = Creativity has a significant positive effect on busi-
ness performance.

The association between Proactive Personality,
Entrepreneurial Alertness, and Business
Performance

Proactive people are more likely to devise and carry out
essential plans of action to achieve their objectives (Li et
al., 2020). Such a personality will be beneficial to someone
with plenty of expertise and enthusiasm to take on the
competition (Bateman & Crant, 1993). A proactive person-
ality is a crucial antecedent of entrepreneurial attentive-
ness to chances since opportunity identification is a core
component of human initiative (Tang et al., 2012). Conse-
quently, entrepreneurial alertness and proactive personal-
ity are related (Hu et al., 2018). The following theory is ad-
vanced using evidence from previously published literature:

H3 = Proactive personality has a significant positive ef-
fect on entrepreneurial alertness.

Individual contributions to the organization are stim-
ulated by proactive personalities (Sun & van Emmerik,
2015). Individuals’ anticipatory actions to positively behave
at work that result in better productivity are referred to as
proactivity (Andri et al., 2020). Entrepreneurs with proac-
tive personalities may be able to construct a performance
that transforms working actors’ behavior into one of dis-
ciplined, hard labor and commitment to completing the
task (Salgado & Tauriz, 2014). A proactive personality has
a beneficial impact on company results (Crant, 1996). It
has been demonstrated that a proactive personality can
provide a performance that transforms working actors’ be-
havior into discipline, hard labor, and a strong desire to
complete their jobs (Salgado & Tauriz, 2014). Thus, this ex-
planation led to the following hypothesis:

H4 = Proactive personality has a significant positive ef-
fect on business performance.

How Entrepreneurial Alertness Affects Business
Performance

Strategic decision-making and financial outcomes are
directly impacted by entrepreneurial acuity (Roundy et al.,
2018). Research has shown that entrepreneurial attentive-
ness is essential for good entrepreneurial decision-making
and behavior, both when beginning a new firm and man-
aging an existing one (Roundy et al., 2018). Because they
may be aware of a first-mover advantage, alert business-
people are more likely to see possibilities and take advan-
tage of them. This is crucial for policy-induced opportu-
nities not necessarily well-publicized or well-monitored by
other businesspeople (Dai et al., 2020).

H5 = Entrepreneurial alertness has a significant posi-
tive effect on business performance.

From the explanation above, the conceptual framework
is as follows:

Methodology and Data

The data is examined using the PLS-SEM approach. PLS
is a multivariate approach for reducing error variance in
limited sample sizes. It is regarded to have the best pre-
diction accuracy because it does not make any distribu-
tional assumptions. PLS is a formative or reflective model
because it is a powerful component-based strategy (Hair et
al., 2017). The PLS-SEM algorithm aims to explain the de-
pendent variable’s variance as much as possible the inde-
pendent variable (Hair et al., 2017). All of the model’s con-
structs are reflective, and their indicators are predicted to
be influenced by them (Hair et al., 2017).

This research was carried out in Indonesia, focusing on
creative industry players. Creative industry players play a
vital role in most economies, particularly in emerging
countries, hence choosing this category for research. Cre-
ative industry enterprises account for most of global com-
merce and contribute to economic growth and job creation.
Small businesses will play a crucial role in Indonesia’s fu-
ture growth. Creative industry actor study in Indonesia is
crucial because if Indonesia can quickly return to pre-pan-
demic development levels, it might surpass Italy, Russia,
and South Korea to become the seventh-biggest economy in
the world by 2030, up from 16th in 2019.

This study utilized only primary data, and the temporal
horizon was cross-sectional. In this study, questionnaires
were employed for data collection. Because this research
may be measured using quantitative metrics and highly or-
ganized data-gathering methods, such as surveys, the re-
search paradigm is positivism, and a Likert scale ranging
from 1 to 5 is employed for the survey. Non-probability
sampling was the optimal method for collecting quantita-
tive survey data from a selected sample (Ogiemwonyi et al.,
2020). There were 414 respondents in this study, and the
questionnaire was delivered online. The information on the
respondents is shown in Table 1.

Each statement or question was accompanied by a five-
point Likert scale on which respondents were asked to in-
dicate their degree of agreement, with one indicating
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Figure 1. Conceptual Framework

Table 1. Respondents’ Background

Business
Performance

Total Percentage (%)

Games and Application 33 7.97

Architecture 26 6.28

Product Design 34 8.21

Fashion 57 13.76

Interior Design 7 1.69

Visual Communication Design 39 9.42

Business Sector Art Performance 60 14.49
Film/Video 37 8.93

Craft 30 7.24

Culinary 58 14.01

Music 12 2.89

Advertising 5 1.21

Publishing [¢) 1.44

Art Goods 6 1.44

Research and Development 0 0

Photography 4 0.96

1 (alone) 75 18.1

2-5 154 37.19

Number of Employees 6-10 89 21.49
10-25 51 12.31

25-50 26 6.28

CEO/Owner 251 60.62
Position Director/Manager 149 36.00
Employee 14 3.38
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“strongly disagree” and five indicating “strongly agree.”
Each variable was assessed using adapted metrics from
prior research. Indicators from Merrilees et al. (2011), Wang
et al. (2015), and Carter, Gartner, and Reynolds (1996) were
used to assess business performance, while Tang et al.
(2012) scales’ were used to gauge entrepreneurial aware-
ness. The measures of creativity were taken from Zam-
petakis (2008), while the indicators of proactive personality
were taken from Bateman and Crant (1999).

Results

This study utilized a reactive construct PLS model, and
the indicator was the manifestation. The model included
four latent variables: creative output (C), proactive charac-
ter (PP), entrepreneurial awareness (EA), and financial suc-
cess (F) (BP). We then ran the model via SMART PLS, ver-
sion 3.0, for analysis. In PLS, there were two parts to the
model assessment process: the outside model evaluation
(the model of measurement) and the interior model evalu-
ation (the structural model).

Outer Model (Measurement Model)

A loading factor value for each indicator is used to create
an initial improvement model. Indicators for each study
structure are made available staggered, beginning with
those with the lowest loading factor values and progressing
upwards until the ultimate loading factor for each indica-
tion is higher than 0.5. (Ghozali & Latan, 2015). After mak-
ing adjustments to the original model, the PLS Algorithm
is used to reestimate the model until the loading factor
value of each indicator in all constructs satisfies the crite-
ria. After issuing four rejected indications on the prelim-
inary PLS model findings to satisfy the first model crite-
ria, the data was reprocessed without an issued indicator to
produce the best model. Figure 1 displays the PLS findings
from which an indication with a loading value greater than
0.5 might be derived.

Two common ways to quantify dependability are using
Cronbach’s alpha and composite reliability ratings. Cron-
bach’s alpha is a standard measure of test and scale relia-
bility used in the literature to show that these instruments
are appropriate for use in research (Taber, 2018). 0.7 is the
beginning threshold Nunnally (1967) suggested for mod-
erate composite dependability. However, a 0.6 Cronbach’s
alpha was found to be acceptable, as shown by Churchill
(1979). Taber (2018) states that an acceptable alpha ranges
from 0.61 to 0.65. Table 3 displays the accuracy of the com-
posites created as part of this study’s SmartPLS output.
Test reliability was calculated following the criteria estab-
lished by Nunnally (1967) for composite reliability (0.7) and
by Churchill (1979) and Taber (2018) for Cronbach’s alpha
(0.6). As seen in Table 2, the predicted values for Cron-
bach’s alpha and the composite reliability of this survey are
both high enough to be considered credible.

Due to general method bias, indicators tend to share a
degree of general variance when the social desirability of
answering questionnaire questions in a specific manner is
taken into account (Kock, 2015). Pathological collinearity

and general method bias may taint a model with a VIF
more significant than 3.3. (Kock, 2015). If all VIFs from the
whole collinearity test are less than or equal to 3.3, then the
model is free of general method bias. (Kock, 2015). In light
of this, we subjected the data to a stringent multicollinear-
ity test and found that the VIF was below the allowable
threshold of 5. (Kock & Lynn, 2012). Neither of the two in-
vestigations found evidence of multicollinearity among the
predictor constructs. Both the reflecting model’s and the
formative model’s measurements were thus achieved. Table
2 displays the VIF value that was calculated.

Convergent validity was employed when evaluating the
usefulness of indicators that are positively connected with
different sizing options for a concept, and the AVE value
was one of the factors taken into account. Using the For-
nell-Larcker criteria, we used discriminant validity to eval-
uate the differences between the constructs. Convergent
validity was met since the AVE was more significant than
0.5 (Hair et al., 2017). The Fornell-Larcker criteria for dis-
criminant validity (as indicated in Table 3) also met all the
specifications. The discriminant validity was met since the
square roots of the AVEs out correlate all other aspects of
the concept.

Inner model (structural model)

The second step included evaluating structural models
of the creative sector to see how latent variables relate to
their indicators. Path coefficient and significance level es-
timates provide insight into the findings. The structural
model developed in this study explains the relationship be-
tween entrepreneurial awareness and company success and
the impact of creativity and proactive personality on both
variables. However, the t-value scores made it clear whether
or not the exogenous latent factors had a substantial effect
on the endogen latent variables in this study’s model and
how much of an effect they had. Table 4 displays the hy-
potheses test results and the significant value obtained by
bootstrapping.

This study aimed to examine the factors that can impact
the financial performance of Indonesian firms in the cre-
ative sector. The model is fit, and all of the constructs
found in this investigation show substantial positive ef-
fects, according to the SEM-PLS tests in Table 4. The results
aligned with other studies, and H1 was accepted
(sig.0.0000.05,=0.437), showing that creativity significantly
improves entrepreneurial acuity. Creativity is employed to
build the patterns necessary to explain the future circum-
stances in which an entrepreneur will work and to give a
vision that cannot be produced just by examining current
trends (Firdaus et al., 2019). Researchers have confirmed
the relationship between effort and creativity, finding that
fresh ideas emerge when knowledge is freely and openly
available (Biraglia & Kadile, 2017). According to past stud-
ies, entrepreneurial awareness and creativity have a strong
relationship. (Montiel Campos, 2016; Obschonka et al.,
2017).

Next, H2 was accepted (sig. 0.0000.05, = 0.292), demon-
strating a beneficial solid impact of creativity on company
success. The test’s findings indicated that creativity is cru-
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Table 2. Result of Measurement Model

No of Items Composite Cronbach's Factor
Constructs Code Item Deleted Reliability Alpha Loading VIF AVE
C1 6 3 0,94 0,90 0,89 2,36 0,83
Creativity c4 0,92 3,24
Ccé6 0,92 3,05
PP1 4 1 0,91 0,89 0,77 2,10 0,64
PP2 0,84 2,77
Proactive PP3 0,86 2,86
Personality PP4 078 206
PP6 0,79 1,99
PP7 0,76 1,90
EA1 4 0 0,89 0,84 0,74 1,63 0,67
Entrepreneurial EA2 0,83 2,13
Alertness EA3 0,87 2,44
EA4 0,84 1,99
BP1 4 0 0,86 0,81 0,85 1,99 0,61
Business BP2 0,89 2,24
Performance BP3 0,67 274
BP4 0,70 2,77
Table 3. Discriminant Validity - Fornell-Larcker Criterion
Business Creativit Entrepreneurial Proactive
Performance Y Alertness Personality
Business Performance 0,782
Creativity 0,532 0,911
Entrepreneurial 0481 0,639 0821
Alertness
Proactive Personality 0,485 0,689 0,594 0,800
Table 4. Hypotheses Testing
. Original T p- ..
Hypothesis Sample/B Statistics Value Decision
H1 Creativity — Entrepreneurial Alertness 0,437 7,7052295 0,000 Accepted
H2 Creativity — Business Performance 0,292 4,3879639 0,000 Accepted
H3 Proactive Personality — Entrepreneurial Alertness 0,293 5,3459325 0,000 Accepted
H4 Proactive Personality — Business Performance 0,168 2,4278686 0,016 Accepted
H5 Entrepreneurial Alertness — Business
Performance 0,194 3,6204488 0,000 Accepted

Note(s): *significant p < 0.05

cial to obtaining high business success, and other studies
have established a positive and substantial link between
creativity and corporate performance (Zainal et al., 2022).
This result is supported by past research, which shows that
small business owners must exercise creativity to improve
their performance because they are less fortunate
(Adawiyah, 2015). In this context, “creativity” refers to a

business’ capacity to develop and use fresh concepts
(Almabhry et al., 2020; Khedhaouria et al., 2015).

Third, H3 was accepted (sig. 0.000<0.05, = 0.293),
demonstrating that being proactive substantially positively
impacts being entrepreneurially alert. Regardless of the re-
strictions placed by situational circumstances, people with
proactive personalities can act in a way that encourages
change in their surroundings (Laguia et al., 2019; Zam-
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Figure 2. The Model of Creativity, Proactive Personality, and Entrepreneurial Alertness in Improving Business

Performance in Indonesia

petakis, 2008). Proactive people are more likely to see op-
portunities in their difficulties and make the required steps
to overcome them until the desired outcome is achieved
(Kumar & Shukla, 2022). In order to promote entrepreneur-
ial awareness, a proactive mentality is a crucial aspect that
should be taken into account.

Fourth, H4 was accepted (sig. 0.016<0.05, = 0.168), in-
dicating that a proactive personality has a significant posi-
tive effect on business performance, an outcome backed by
prior research findings. Individuals’ anticipatory actions to
behave favorably at work, resulting in better productivity,
are referred to as proactivity (Andri et al., 2020). As a re-
sult, a practical personality is a motivating attribute that
allows those who want to make a difference to get involved
in business development activities (Li et al., 2020).

Finally, H5 was accepted (sig. 0.000<0.05, = 0.194), in-
dicating that entrepreneurial alertness significantly posi-
tively affects business performance. Measuring a company’s
performance improves the positive features of its opera-
tions while also increasing entrepreneurial awareness by
allowing entrepreneurs to discover possibilities to remedy
flaws (Mahmudova & Kovacs, 2018). Moreover, according
to some experts, attentiveness is a crucial talent for entre-
preneurs who want to foresee and recognize possibilities to
improve their business performance (Adomako et al., 2018).
The results of model testing with SEM-PLS can be seen in

Figure 2.
Implications and Conclusions

In order to understand how entrepreneurial awareness
affects company success in the creative industry, this study
aims to investigate its components. According to the find-

ings of the investigation, which demonstrate substantial
outcomes for the two associations, entrepreneurial aware-
ness may be supported by both creativity and a proactive
personality. Hou et al. (2019) earlier study, which found
that creativity is directly linked to entrepreneurial aware-
ness and tends to be associated with developing and sus-
taining company capacities to increase economic perfor-
mance, supports this claim. According to Bateman and
Crant (1993), proactive personality is the capacity to inspire
oneself to take proactive action to enhance one’s perfor-
mance, career, and well-being to reach entrepreneurial
awareness. Furthermore, according to some experts, entre-
preneurs need to be awake to forecast and find possibilities
to improve business performance (Adomako et al., 2018).
Apart from being a component that supports entrepreneur-
ial awareness, creativity, and a proactive personality can
also directly affect business performance. Since it has the
potential to find innovative solutions to challenging prob-
lems, creativity becomes even more critical as a company’s
business performance increases (Rakshit et al., 2021). This
results in employees who are proactive in producing per-
formance and can change their behavior to become disci-
plined, hardworking, and devoted to carrying out perfor-
mance responsibilities (Salgado & Tauriz, 2014).

The theories above are proven empirically by analyzing
creative industry players in Indonesia. As a developing
country, Indonesia still needs maximum efforts to increase
its creative industry players. This improvement in creative
industry performance is closely related to creative industry
players’ creativity and proactive personality. This creativity
and proactive personality will later lead to entrepreneurial
alertness, which can improve creative industry perfor-
mance. Creative industry players risk bankruptcy more than
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other business sectors, especially in developing countries.
In addition, because the conditions of the companies are
still minor and tend to be unstable, the actors in the cre-
ative industry must make maximum efforts to identify the
strengths and factors that can improve performance to
avoid the risk of decline until bankruptcy. This study seeks
to identify the components of entrepreneurial alertness
that are deemed to improve creative industry performance.
This also proves that entrepreneurial alertness partially
mediates the relationship between creativity, proactive per-
sonality, and creative industry performance.

This research provides several implications. First, from
the point of view of theoretical implications, this research
is essential to provide direction for the science of entrepre-
neurship and business management. This study reveals the
factors entrepreneurs must possess to create entrepreneur-
ial alertness that can help business performance in the cre-
ative industry. This is highly correlated with the second im-
plication, namely the practical implication. Creativity and
proactive personality entrepreneurs must have these two
things by equipping themselves with knowledge and train-
ing related to developing creativity and proactive person-
ality. This research can also significantly impact creative
industry players in operating their businesses to be more
adaptive, innovative, and up-to-date to create a creative
work environment for their employees. In addition, to sup-
port the proactive personality, owners, and managers in the
creative industry must strive for themselves and their em-
ployees to be able to read market opportunities and show
initiative in decision-making. To make these happen, open,
dynamic, and adaptive leadership and organizational cul-
ture are needed.

For public authorities, this research underscores the im-
portance of fostering an enabling ecosystem for creative
entrepreneurship in Indonesia. Policymakers should con-
sider crafting policies and initiatives that support devel-
oping and nurturing creativity and proactive personality
traits among aspiring entrepreneurs within the creative in-
dustry. This could include educational programs, access to
funding, and networking opportunities that encourage cre-
ativity and proactiveness. Furthermore, public authorities
should recognize the role of entrepreneurial alertness as
a catalyst for business performance and prioritize efforts
to enhance it among creative entrepreneurs. Market agents
within the creative industry, such as investors, incubators,

and business support organizations, should take note of
this research’s insights. They can actively seek out and sup-
port entrepreneurs with high levels of creativity and proac-
tive personality traits, as these individuals are more likely
to demonstrate heightened entrepreneurial alertness and
drive superior business performance. Collaborative efforts
between market agents and creative entrepreneurs should
focus on providing mentorship, resources, and market ac-
cess tailored to harness these individuals’ potential effec-
tively.

Of course, the study’s limitations cannot be isolated
from this research. The first limitation is using a cross-
sectional study in data collection that can result in higher
probabilities of standard method variance and social de-
sirability bias. Therefore, longitudinal studies and in-depth
interviews can be considered for future work to avoid this
and to obtain a more comprehensive overview and research
results. The second limitation is that this research was con-
ducted in Indonesia, a developing country. Even though
Indonesia is a developing country that has many creative
industry players, it is hoped that further research can ex-
amine the constructs of this study in developed countries
which also have many creative industry players so that
the entrepreneurial alertness factor in developing countries
can be compared with developed countries and how sig-
nificant the relationship between these factors can be as-
sessed.
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