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 In an era marked by rapid digital transformation and recurrent global crises, 

young entrepreneurs face both unprecedented opportunities and significant 

challenges. This study explores how strategic digital marketing practices 

contribute to the resilience of youth-led enterprises amid crises such as 

economic downturns and pandemics. Drawing on a quantitative descriptive 

approach, the research aims to identify the most prevalent marketing 

strategies employed by young entrepreneurs and assess their perceived 

effectiveness in enhancing business resilience. Data were collected through 

structured surveys distributed to young business owners across various 

sectors who actively utilize digital platforms. The findings reveal that adaptive 

strategies such as content marketing, community engagement, platform-

based analytics, and value co-creation play a central role in maintaining 

customer trust, sustaining operations, and enabling business recovery. 

Moreover, the results underscore that digital infrastructure readiness and 

entrepreneurial orientation significantly influence the successful 

implementation of these strategies. The study highlights the moderating role 

of ecosystem support and the constraining effects of burdens such as limited 

digital literacy and cybersecurity concerns. The implications of this research 

extend to policymakers, incubators, and digital training providers seeking to 

enhance the resilience and competitiveness of youth entrepreneurship in 

volatile digital economies. This study contributes to the growing body of 

literature at the intersection of digital entrepreneurship, strategic marketing, 

and resilience theory. 
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I. Introduction   

 

The 21st century has witnessed an unprecedented surge in digital transformation, 

fundamentally reshaping the structure and dynamics of entrepreneurship worldwide. In the digital era, 
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the emergence of digital technologies, platforms, and data-driven decision-making has expanded 

market access and revolutionized how businesses interact with consumers, deliver value, and sustain 

competitiveness (Kraus et al., 2020). This transformation is particularly relevant to young entrepreneurs 

who have grown up immersed in digital environments and are often more adaptable to the rapid pace 

of technological evolution. These digital-native business owners leverage social media, e-commerce 

platforms, and digital marketing analytics tools to identify opportunities, target niche markets, and build 

resilient ventures (Dwivedi et al., 2021). However, while digital tools offer unprecedented advantages, 

they expose entrepreneurs to the volatility of online ecosystems and rapid shifts in consumer behavior, 

making resilience a critical attribute in entrepreneurial success. 

Young entrepreneurs face significant opportunities and complex challenges within this rapidly 

evolving digital landscape. The democratization of information and the lowering of entry barriers 

through digital tools have enabled youth-led startups to emerge and scale faster. Nonetheless, the 

digital economy is also characterized by its hyper-competitive nature, information overload, and 

susceptibility to crisis events, such as global pandemics, economic downturns, and cyber threats 

(Papadopoulos et al., 2020). These crises disrupt supply chains, consumer demand, and financial stability, 

placing immense pressure on the entrepreneurial ecosystem. For young entrepreneurs, who often 

operate with limited resources and business experience, the need to adapt strategically becomes a 

matter of survival. 

Recent global events, most notably the COVID-19 pandemic, have underscored the importance 

of strategic resilience and agile marketing approaches among small and medium-sized enterprises 

(SMEs). Young business owners were among the most affected demographic due to disruptions in 

operations, loss of physical market access, and shifts in consumer purchasing power and preferences. 

Nonetheless, many have shown remarkable adaptability by leveraging digital channels, revising value 

propositions, and recalibrating business models to meet new demands (Bartik et al., 2020). Their ability 

to endure and grow amid uncertainty is rooted in technological adoption and strategic marketing 

decisions that align with rapidly changing market conditions. The phenomenon of resilient 

entrepreneurship, particularly among youth in the digital context, is gaining increasing scholarly 

attention as researchers seek to understand the psychological, operational, and strategic factors that 

underpin entrepreneurial survival and growth in volatile environments (Ayala & Manzano, 2014). 

Strategic marketing is a central component of entrepreneurial resilience. It entails the deliberate 

planning, segmentation, positioning, and communication of a business's value to customers in ways 

that attract and retain consumer loyalty under dynamic conditions (Kotler & Keller, 2016). In times of 

crisis, traditional marketing frameworks may become obsolete or ineffective, necessitating innovative 

and adaptive strategies. For instance, many young entrepreneurs have pivoted toward content 

marketing, community engagement, and personalized digital campaigns to maintain customer 

relationships amid declining consumer confidence (Ritter & Pedersen, 2020). The effective deployment 

of these strategies is often influenced by factors such as digital literacy, resource availability, consumer 

insight, and entrepreneurial orientation. As such, examining how these marketing practices contribute 

to business resilience in the current era of uncertainty and digital acceleration is imperative. 

Empirical research has increasingly explored the interrelationship between entrepreneurial 

resilience and marketing strategy in crisis. Ayala and Manzano (2014) conceptualized resilience as a 

dynamic capability that enables entrepreneurs to navigate adversity through problem-solving, 

emotional regulation, and opportunity recognition. Building on this, Eggers (2020) demonstrated how 

crisis-driven innovation and marketing agility were positively associated with SME survival during the 
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pandemic. In another study, Guo et al. (2020) found that integrating digital marketing tools, such as 

data analytics and social listening, significantly enhanced the responsiveness of startups to crisis-

induced market changes. These findings collectively emphasize that marketing is not a peripheral 

activity but a core driver of resilience and sustainability, particularly for youth-led enterprises operating 

in uncertain environments. 

Moreover, scholars have identified specific marketing strategies particularly effective in crisis 

contexts. For instance, digital storytelling and brand authenticity have strengthened consumer trust and 

emotional connection, enhancing business continuity (Herhausen et al., 2020). With its interactive and 

real-time nature, social media marketing allows entrepreneurs to communicate transparently, respond 

to feedback promptly, and foster brand communities (Taiminen & Karjaluoto, 2015). Similarly, value co-

creation and user-generated content enable businesses to remain relevant and engaging without 

incurring high costs (Chaffey & Ellis-Chadwick, 2019). Given their familiarity with digital platforms and 

cultural alignment with contemporary consumer behavior, young entrepreneurs are well-positioned to 

utilize these strategies. Nonetheless, the extent to which such strategies contribute to business resilience 

among youth-led enterprises requires further empirical investigation. 

Beyond marketing tools and techniques, entrepreneurial resilience's psychological and 

behavioral aspects also warrant attention. According to Fisher et al. (2016), resilient entrepreneurs 

exhibit optimism, self-efficacy, and proactive coping, influencing their capacity to make strategic 

decisions during uncertainty. When combined with sound marketing acumen, these individual 

characteristics can significantly enhance the adaptability and performance of new ventures. This 

perspective aligns with the firm’s resource-based view (RBV), which posits that unique internal 

capabilities, including strategic thinking and resilience, serve as sources of competitive advantage 

(Barney, 1991). Therefore, understanding how young entrepreneurs harness psychological resilience and 

marketing strategy offers a more holistic view of business sustainability in the digital age. 

From a broader socio-economic perspective, fostering resilient entrepreneurship among youth 

is essential for long-term development and innovation. Youth entrepreneurship contributes to job 

creation, technological advancement, and inclusive growth, particularly in emerging economies where 

traditional employment opportunities are scarce (ILO, 2020). Policies and educational interventions to 

enhance entrepreneurial capabilities must thus incorporate training in digital tools and strategic 

marketing. In this context, empirical insights into the practices and challenges faced by young 

entrepreneurs can inform the design of support systems, incubation programs, and crisis-response 

mechanisms tailored to the needs of this demographic. 

Despite the growing body of literature on entrepreneurial resilience, there remains a paucity of 

quantitative studies focusing on the strategic marketing approaches employed by young business 

owners during crisis conditions. Much existing research is either qualitative or focused on broader SME 

contexts without isolating age-specific dynamics. This gap limits our understanding of how digital-savvy, 

youth-led businesses adapt their marketing strategies in real time to sustain operations and growth. A 

descriptive quantitative approach is thus appropriate to capture the patterns, tendencies, and 

characteristics of marketing resilience among young entrepreneurs, enabling generalizable insights that 

can guide both practice and policy. 

In light of the above, this study explores and describes the strategic marketing approaches 

young entrepreneurs employ to maintain business resilience in the digital era, particularly amid crisis 

scenarios. By adopting a quantitative descriptive design, the research aims to assess these strategies' 

prevalence, types systematically, and perceived effectiveness among a sample of youth-led businesses. 
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The central objective is to identify key marketing practices contributing to resilience, understand the 

contextual factors influencing their adoption, and provide evidence-based recommendations for 

entrepreneurs, educators, and policymakers. The following research questions guide the study: (1) What 

strategic marketing approaches are most commonly used by young entrepreneurs during crises? (2) 

How do these strategies relate to the entrepreneurs’ perception of business resilience? (3) What factors 

influence the choice and implementation of these strategies in digital contexts? 

 

II. Literature Review and Hypothesis Development 
 

2.1. The Rise of Digital Entrepreneurship and Resilience in Crisis Contexts 

 

Digital entrepreneurship has transformed the entrepreneurial landscape through its affordances 

for innovation, scalability, and market reach. Scholars consistently emphasize emerging digital 

technologies—such as cloud computing, digital platforms, AI, and social media—as enablers of new 

venture creation and growth (Nambisan, 2017; Bouncken et al., 2020). During crises like COVID-19, these 

technologies became critical survival tools: they helped small firms pivot swiftly, maintain operations 

online, and reach customers despite lockdown constraints (Nambisan et al., 2019; Vuorinen et al., 2023). 

In a seminal study, researchers analyzing interviews from the “How I Built This” podcast identified five 

thematic axes—creative digital pivoting, digital infrastructure, social impact through digital tech, 

burdens in adoption, and growth via digitalization—which collectively explicate how digitalization acted 

as both an enabler and, sometimes, a barrier to entrepreneurial resilience during COVID-19 (How 

digitalization reinvented entrepreneurial resilience…, 2023). These themes demonstrate that digital 

entrepreneurship is inherently tied to agility and adaptability during times of uncertainty. 

Recent empirical research in 2024 adds pieces to this picture by documenting how digital 

transformation bolstered organizational resilience through enhanced value creation, agile business 

models, and optimized operational processes (Mtibaa et al., 2024). Mtibaa and colleagues employed 

qualitative case studies with SMEs adapting to the pandemic environment, finding that digital 

transformation heightened organizational resilience by impacting customer experience, rethinking 

business models, and streamlining internal operations. Moreover, entrepreneurial resilience moderated 

this relationship, whereby a resilient mindset and behavior amplified the positive effects of digital 

transformation on organizational outcomes (Mtibaa et al., 2024). These findings cohere with broader 

conceptualizations of resilience as a dynamic capability that integrates technology, cognition, and 

strategic orientation (Audretsch et al., 2024). Thus, digital entrepreneurship in crisis is more than a 

reactive maneuver; it is a strategic evolution driven by resilience and digital capability. 

Other studies from 2023–2024 reinforce this connection between digital capacity and resilience. 

For example, research on SMEs in crisis highlighted how digital readiness, paired with resource 

availability, predicted greater organizational resilience (Digitalizing in crisis…, 2023). Studies in emerging 

economies likewise cite the importance of entrepreneurial orientation and competencies in fostering 

sustainable resilience strategies, which enabled higher adoption rates of digital technologies (Enhancing 

Digital Technology Adoption in SMEs…, 2024). These patterns underscore that resilient digital 

entrepreneurship is a multifaceted phenomenon blending technological, organizational, and individual 

components that shape a firm’s ability to navigate adversity. Consequently, current literature recognizes 

digital entrepreneurship as an output of resilience and a strategic lever for sustaining ventures in 

turbulent settings. 
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However, scholars also caution against assuming uniform positive outcomes from digitalization. 

The notion of "burdens to digital adoption" uncovered by Vuorinen et al. (2023) and others highlights 

barriers such as insufficient digital skills, resource constraints, and cybersecurity threats. These burdens 

often act as critical challenges that entrepreneurs must overcome to realize the full potential of digital 

transformation. Similarly, field studies on rural and resource-poor contexts emphasize fundamental 

obstacles—high device and internet costs, limited digital literacy, and infrastructural deficiencies—that 

restrict the capacity to adopt ICT-enabled entrepreneurship (Ujarura-Kamutuezu et al., 2021). Thus, 

while the trajectory of digital entrepreneurship is generally upward, its success is contingent on 

addressing underlying structural and human-capital gaps. 

 

2.2. Resilience and Strategic Marketing in Youth-Led Ventures 

 

Resilience in entrepreneurship is widely defined as the ability to adapt, recover, and thrive 

despite adversity (Korber & McNaughton, 2018; Ayala & Manzano, 2014). In youth-led ventures, this 

capacity is shaped not only by external shocks but also by digital nativity, psychological traits, and 

strategic resource use. A 2024 study on young digital entrepreneurs highlighted challenges of rapid 

technological change, intense competition, and resource scarcity, balanced by opportunities for 

innovation and psychological growth (Challenges and Opportunities for Young Entrepreneurs…, 2024). 

This dual dynamic manifests in crises, underscoring the necessity for targeted strategic marketing 

approaches that leverage digital channels to build customer relationships, adapt product offerings, and 

repurpose brand narratives (Taiminen & Karjaluoto, 2015; Herhausen et al., 2020). 

Strategic marketing in digital contexts is most effective when oriented around value exchange, 

community engagement, and data-informed learning (Chaffey & Ellis-Chadwick, 2019; Ritter & 

Pedersen, 2020). Studies during the pandemic illustrate that digital storytelling and brand authenticity 

helped young entrepreneurs maintain customer trust and emotional resonance amid market disruption 

(Herhausen et al., 2020). Likewise, user-generated content and social media interactivity enabled cost-

effective marketing pivots that preserved market presence while reinforcing resilience (Bouncken et al., 

2020; Ihemebiri et al., 2023). Such strategies align with customer-centric frameworks and demonstrate 

that, in crisis, marketing becomes a resilience tool—not a discretionary cost. 

Notably, research on the banking sector in Jordan (Al-Shourah, 2024) shows digital marketing 

strategies—targeting, attack, and proactive approaches—shape entrepreneurial orientation and 

innovation attitudes. While not youth-specific, it illustrates how structured digital marketing fosters 

willingness to take risks and innovate within institutions. Such findings resonate with youth 

entrepreneurs who often adopt entrepreneurial mindsets and marketing sophistication early in their 

ventures. Thus, youth-led ventures engaging strategic digital marketing typologies are better positioned 

to anticipate environmental changes and commit to rapid adaptation in the face of instability. 

Nevertheless, digital strategic marketing is not equally available to all young entrepreneurs. 

Socioeconomic divides influence entrepreneurial ecosystems: Alzamel’s (2024) study from Saudi Arabia 

found that the effectiveness of digital entrepreneurship depends on broader ecosystem factors and 

decent work conditions, moderated by economic growth and individual socioeconomic status. These 

macro-level realities shape access to digital marketing tools, training, and consumer reach—affecting 

resilience outcomes in youth-led ventures. The implication is clear: individual youth resilience and 

marketing strategy must be interpreted within supportive or constraining institutional contexts. 
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2.3. Empirical Quantitative Studies on Crisis Marketing and Resilience 

 

While qualitative research has richly detailed the behavior and mindset of resilient 

entrepreneurs, a growing number of quantitative studies have begun validating these insights in 

broader samples. In Nigeria, a survey of 183 SMEs during COVID-19 demonstrated that social media 

use significantly helped firms sustain operations amid lockdowns (Ihemebiri et al., 2023). Similarly, in 

the Philippines, a descriptive-correlational study of rice retail entrepreneurs found high levels of 

entrepreneurial resilience, especially in problem-solving and sales optimization, albeit noting weak 

adoption in digital and marketing practices (Entrepreneurs’ Practices, Crisis Management…, 2024). The 

study’s surprising lack of correlation between standard practices and resilience suggests that absorptive 

capacities and mindset variables may play a more substantial role—especially where digital adoption is 

limited. 

Large-scale quantitative surveys in 2024 will enhance this field. For instance, Mtibaa et al.’s study 

of digital transformation in crisis leveraged case methodologies but advocated for follow-up surveys 

across extensive SME samples to generalize findings (Mtibaa et al., 2024). Empirical results from studies 

on SMEs in Indonesia showed that entrepreneurial orientation and competencies, mediated by 

sustainable resilience strategies (e.g., marketing adaptability), significantly predicted digital technology 

adoption (Enhancing Digital Technology Adoption in SMEs…, 2024). Such findings indicate quantifiable 

relationships between marketing orientation, resilience strategies, and digital uptake. 

Other quantitative works have dissected resilience into multi-dimensional constructs. One 

mixed-method study examining MSMEs found that strategic agility, operational, financial, and socio-

emotional resilience contributed uniquely to organizational durability (Entrepreneurial Resilience: 

Strategies for MSMEs…, 2024). In the tourism sector, more recent 2025 research has also linked 

entrepreneurial resilience with perceived business success during crises, particularly when moderated 

by government support (Entrepreneurial resilience and tourism business success…, 2025). These 

patterns suggest that strategic marketing must be understood within a multi-faceted resilience 

framework that spans psychological strength, resource flexibility, and strategic behavior. 

However, empirical gaps remain. Quantitative studies isolating youth-led ventures are scarce, 

and those that do often lack specificity in marketing dimensions. Moreover, while digital technologies 

are frequently measured as adoption metrics, their strategic deployment in marketing contexts remains 

under-analyzed. Few studies robustly correlate targeting, storytelling, analytics, platform strategies, and 

community engagement with resilience outcomes. This lacuna highlights the opportunity and necessity 

for a descriptive quantitative study focused on youth entrepreneurs, marketing strategies, and resilience 

in crisis. 

 

2.4. Conceptualizing Integrated Digital Resilience Marketing for Young Entrepreneurs 

 

Integrative frameworks increasingly foreground "digital entrepreneurial resilience"—a construct 

that blends dynamic capabilities, digital technologies, and resilience-oriented behavior (Audretsch et 

al., 2024). This emergent concept extends dynamic capabilities theory by recognizing that digital 

competence, agility, and adaptive marketing must synergize to foster resilience in uncertain settings. 

Audretsch et al. (2024) further suggest that digital resilience equips entrepreneurs to sense 

opportunities, seize them via digital pivots, and transform operations through iterative adaptation. 

These capabilities are enhanced when supported by strong digital infrastructures, social impact 
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orientation, and network engagement. A parallel conceptual wave highlights the importance of 

ecosystems and institutional support. Alzamel (2024) underscores that entrepreneurship ecosystems 

and decent work contexts strongly influence digital entrepreneurship’s success, moderated by 

macroeconomic and socioeconomic factors. This suggests that integrated resilience marketing models 

must account for contextual variables such as regulatory conditions, access to digital infrastructure, and 

training systems that influence young entrepreneurs’ strategic choices. 

Moreover, organizational competence models (Gonzalez-Varona et al., 2024) highlight 

collective digital maturity achieved via organizational learning, knowledge management, and digital 

skills as fundamental to resilience and strategic adaptability in SMEs. These organizational processes are 

particularly relevant for youth-led ventures in their early phases, where learning culture and competence 

development can accelerate strategic marketing readiness and resilience performance. Finally, institutes 

of resilience studies warn of adoption burdens—particularly cybersecurity risks, skills deficits, and cost 

barriers (Vuorinen et al., 2023; Ujarura-Kamutuezu et al., 2021). These obstacles suggest the need for 

resilience marketing strategies incorporating risk management, capacity building, and partnership 

development. Addressing these burdens for youth entrepreneurs, who often face resource limitations, 

is equally important to realizing the benefits of digital strategy. 

Building on this literature, the following hypotheses are proposed for a quantitative descriptive 

study exploring the interplay between strategic digital marketing and entrepreneurial resilience among 

young business owners amid crises: 

 

H1: Youth-led entrepreneurs who employ advanced digital marketing strategies (e.g., digital storytelling, 

community engagement, platform-based analytics, user-generated content) will exhibit 

significantly higher perceived business resilience during crises than those who do not. 

H2: The relationship between digital marketing strategies and perceived business resilience is mediated 

by the firm’s level of digital infrastructure readiness and entrepreneurial orientation. 

H3: Ecosystem support factors (e.g., access to digital ecosystems, training programs, fair labor 

conditions) positively moderate the effect of digital marketing strategies on business resilience. 

H4: Perceived burdens (e.g., cybersecurity concerns, digital skills gaps, resource constraints) negatively 

moderate the effect of digital marketing strategies on business resilience, reducing their 

effectiveness. 
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