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Abstract 

This article examines how micro, small, and medium enterprises (MSMEs) can strengthen 

business resilience through the strategic utilization of digital platforms that integrate marketing 

and financial functions. The review was designed as an integrative literature study of peer-

reviewed articles published between 2021 and 2025, with priority given to studies that contain a 

valid DOI and address at least one of the following constructs: SME resilience, digital 

transformation, digital platform capability, digital marketing, digital finance, digital payment, and 

financial performance. The synthesis indicates that digital platforms do not automatically produce 

resilience. Their contribution becomes strategic when MSMEs transform platform use from a 

promotional tool into an integrated managerial infrastructure. In marketing, platforms expand 

market reach, support customer engagement, improve segmentation, and generate behavioral 

data. In finance, digital payment systems, e-ledgers, fintech access, and digital financial literacy 

improve transaction efficiency, cash-flow visibility, and financing readiness. The strongest 

resilience effect emerges when marketing data and financial data are connected, allowing MSMEs 

to make faster decisions, detect demand changes, stabilize liquidity, and reconfigure business 

models during disruption. The article proposes a conceptual integration model in which digital 

platform utilization strengthens marketing capability and financial capability, which jointly 

support dynamic capabilities and business resilience. The review also highlights barriers related to 

digital skills, cybersecurity, platform dependency, uneven infrastructure, and limited strategic 

alignment. 
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INTRODUCTION 

Micro, small, and medium enterprises (MSMEs) occupy a critical position in emerging 

economies because they absorb labor, maintain household income, and provide flexible market 

responses in sectors where large firms often move slowly. Yet the same structural features that 

make MSMEs agile also make them vulnerable. Limited capital buffers, informal managerial 

routines, weak accounting systems, fragmented market access, and dependence on local demand 

expose them to external shocks. The COVID-19 crisis, inflationary pressure, supply chain 

disruption, and accelerated platform competition have shown that resilience is no longer an 

optional managerial quality. It has become a strategic capability that determines whether MSMEs 

merely survive disruption or convert disruption into renewal. 

Recent literature increasingly connects MSME resilience with digital transformation. 

Studies on crisis conditions show that digital technologies can help SMEs maintain market access, 

reconfigure operations, and build a second-order dynamic capability for resilience (Khurana et al., 

2022; Klein & Todesco, 2021). Systematic review evidence also suggests that digital 

transformation intersects with business resilience through marketing capabilities, ecosystem 

collaboration, and organizational learning (Hokmabadi et al., 2024). This argument is relevant for 

MSMEs because digital platforms reduce several traditional constraints at once: they lower the 

cost of promotion, widen customer reach, simplify payment collection, and produce data that can 

guide business decisions. 

The strategic issue is not whether MSMEs use digital platforms, but how deeply those 

platforms are embedded into business processes. Many MSMEs already use social media, 

marketplaces, instant messaging, digital wallets, and simple bookkeeping applications. However, 

use at the surface level often remains promotional and fragmented. Marketing is handled 

separately from finance; digital sales are not reconciled into cash-flow planning; customer 

engagement data are not converted into product decisions; and online payment records are not 

translated into financing evidence. Under these conditions, digitalization becomes an operational 

accessory rather than a resilience-building mechanism. 

This literature review develops the argument that MSME resilience depends on the 

integration of two digital domains that are often discussed separately: digital marketing and digital 

finance. Digital marketing creates visibility, customer interaction, and demand signals. Digital 

finance creates transaction efficiency, financial records, liquidity monitoring, and access to formal 

or platform-based financing. When these two domains are integrated through digital platforms, 

MSMEs gain a feedback system that connects market behavior with financial decision-making. The 
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article therefore asks: how does the strategic utilization of digital platforms contribute to MSME 

business resilience through the integration of marketing and financial functions? 

The contribution of this paper is threefold. First, it synthesizes 2021-2025 literature on 

MSME resilience, digital platforms, digital marketing, and digital finance. Second, it reframes 

digital platform utilization as an integration capability rather than a single technology adoption 

decision. Third, it proposes a conceptual model explaining how digital marketing and financial 

integration strengthen MSME dynamic capabilities and resilience outcomes. 

 

METHOD OF LITERATURE REVIEW 

This article used an integrative literature review design. The purpose of this approach is 

not merely to summarize individual studies, but to synthesize concepts from related research 

streams and generate a coherent explanatory framework. The review focused on peer-reviewed 

journal articles published from 2021 to 2025. This period was selected because it captures the 

post-pandemic acceleration of digital business practices, the expansion of fintech use among small 

firms, and the growing research interest in SME resilience under digital transformation. 

The literature search emphasized DOI-verifiable sources retrieved from publisher 

databases and academic indexes, including Elsevier, Emerald, Taylor & Francis, Springer, MDPI, 

Frontiers, Growing Science, and other peer-reviewed sources. Search terms combined the 

following concepts: “SME resilience”, “MSME resilience”, “digital transformation”, “digital 

platform capability”, “digital marketing”, “digital finance”, “digital payment”, “financial inclusion”, 

“financial performance”, and “business resilience”. Articles were included when they discussed 

SMEs or MSMEs and contributed evidence or conceptual insight into the relationship between 

digitalization, marketing capability, financial capability, or resilience. Articles were excluded when 

they lacked relevance to MSMEs, focused only on large corporations, or did not provide sufficient 

bibliographic traceability. 

The analysis followed a thematic synthesis logic. First, the selected studies were grouped 

into four clusters: digital transformation and resilience, digital marketing and platform capability, 

digital finance and financial performance, and integrated capability formation. Second, the core 

arguments of each cluster were compared to identify complementarities and tensions. Third, the 

synthesis was transformed into a conceptual model that positions digital platform utilization as 

an enabling infrastructure for marketing-finance integration and MSME resilience. 
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Table 1. Literature mapping of the reviewed studies 

Theme Representative 

studies 

Main contribution Implication for this 

review 

Digital 

transformation and 

resilience 

Khurana et al. (2022); 

Klein and Todesco 

(2021); Hokmabadi et 

al. (2024); Őri et al. 

(2024) 

Digitalization 

supports resilience 

when it is embedded 

into organizational 

learning, dynamic 

capability, and crisis 

response. 

Digital platform use 

should be 

interpreted as a 

capability-building 

process rather than 

isolated technology 

adoption. 

Digital platform 

capability 

Jiang et al. (2023); 

Aghazadeh et al. 

(2024); Kallmuenzer 

et al. (2025) 

Platform capability 

improves innovation, 

internationalization, 

and performance 

when firms can 

orchestrate data, 

partners, and 

business model 

maturity. 

MSMEs need 

platform routines 

that connect market 

access, data use, and 

strategic 

reconfiguration. 

Digital marketing Bruce et al. (2023); 

Gao et al. (2023); 

Munizu et al. (2024); 

Daud et al. (2022) 

Digital marketing 

enhances visibility, 

customer 

engagement, 

competitiveness, and 

financial outcomes. 

Marketing platform 

data can become an 

early warning system 

for demand shifts 

and revenue risk. 

Digital finance and 

payment 

Daud et al. (2022); 

Thathsarani and 

Jianguo (2022); 

Pellegrino and Abe 

(2022); Santoso et al. 

(2025) 

Digital finance 

improves financial 

inclusion, payment 

efficiency, financial 

records, and SME 

performance when 

accompanied by 

literacy and 

Financial integration 

converts transaction 

traces into cash-flow 

control and financing 

readiness. 
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Theme Representative 

studies 

Main contribution Implication for this 

review 

accessibility. 

Strategic integration 

and resilience 

Kahveci et al. (2025); 

Lestari et al. (2024); 

Al Omoush et al. 

(2023); Satpathy et 

al. (2025) 

Flexibility, technology 

adoption, innovation, 

and organizational 

adaptation mediate 

resilience outcomes. 

The strongest 

resilience effect 

appears when digital 

tools are aligned with 

strategy, not merely 

adopted. 

 

BUSINESS RESILIENCE AND DIGITAL CAPABILITY IN MSMES 

Business resilience refers to the capacity of a firm to anticipate disruption, absorb 

pressure, adapt its resources, recover essential functions, and renew its business model after 

shock. In MSMEs, resilience is highly contextual because small firms generally do not possess the 

slack resources available to large corporations. Their resilience depends on the ability of owners 

and managers to read weak market signals, maintain liquidity, mobilize informal networks, and 

adjust product-market strategies rapidly. The literature after the pandemic shows that resilience 

is increasingly digital because market signals, customer interaction, payment behavior, and 

financing information are now mediated by platforms. 

Khurana et al. (2022) interpret SME resilience during crisis as a second-order dynamic 

capability that emerges through digital technology adoption in an entrepreneurial ecosystem. This 

view moves the discussion beyond the simple claim that technology improves performance. 

Digital adoption becomes resilience-enhancing only when SMEs use it to sense environmental 

change, seize new opportunities, and reconfigure resources. Klein and Todesco (2021) similarly 

show that SME responses to COVID-19 were shaped by digital transformation, especially when 

firms used digital tools to maintain relationships and restructure operations. 

The systematic review by Hokmabadi et al. (2024) provides a broader synthesis by linking 

digital transformation, business resilience, and marketing capabilities. Their work is significant 

because it identifies marketing capabilities as a bridge between digital transformation and 

resilience. In practical terms, MSMEs do not become resilient merely by opening online stores or 

social media accounts. They become more resilient when digital channels improve their ability to 

understand customers, preserve revenue streams, coordinate resources, and sustain adaptive 

decisions under uncertainty. 
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Organizational resilience also shapes the quality of digitalization. Őri et al. (2024) argue 

that digitalizing in crisis is influenced by organizational resilience, meaning that resilient SMEs are 

more capable of selecting and institutionalizing digital tools. This creates a reciprocal relationship: 

digitalization can enhance resilience, but pre-existing resilience capabilities also determine 

whether digitalization becomes meaningful. This reciprocal logic is important for MSMEs because 

weak managerial routines can cause digital adoption to remain partial, reactive, or symbolic. 

 

DIGITAL PLATFORM UTILIZATION IN MSME MARKETING 

Digital platforms have altered the marketing architecture of MSMEs by transforming how 

firms communicate, sell, learn from customers, and build relationships. Social media, 

marketplaces, messaging applications, search engines, online delivery platforms, and customer 

relationship management tools provide low-cost channels for market entry. For resource-

constrained firms, this is particularly important because conventional marketing often requires 

budgets, physical outlets, and distribution networks that exceed MSME capacity. 

Digital marketing adoption can support MSME growth through several mechanisms. Bruce 

et al. (2023) found that digital marketing adoption contributes to SME sustainable growth by 

enabling online presence and market engagement. Gao et al. (2023) also connected e-commerce 

and digital marketing adoption with financial and sustainability performance among MSMEs 

during the COVID-19 pandemic. These findings imply that digital marketing should be understood 

not as a narrow communication activity, but as a platform-mediated process of demand creation, 

customer learning, and performance improvement. 

The marketing value of digital platforms lies in their ability to generate behavioral data. 

Customer clicks, comments, repeat purchases, reviews, abandoned carts, and message response 

times provide real-time signals about market preference. In traditional MSME marketing, owners 

often rely on intuition and face-to-face feedback. Digital platforms expand this intuition into 

observable data. When analyzed consistently, these data help MSMEs refine product assortment, 

adjust pricing, time promotions, identify loyal segments, and avoid inventory decisions that are 

disconnected from demand. 

However, the literature also warns against technological determinism. Digital marketing 

may increase visibility but not necessarily profitability if campaigns are poorly targeted, if platform 

fees reduce margins, or if firms become dependent on algorithmic exposure. Munizu et al. (2024) 

show that digital marketing interacts with integrated supply chain and innovation capability in 

affecting competitiveness and creative industry performance. This suggests that marketing 
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platforms must be supported by operational and innovation capabilities. A viral promotion 

without inventory readiness, payment reliability, or financial control can produce short-term 

attention but long-term instability. 

For MSME resilience, the key marketing function of digital platforms is early detection. 

Declining engagement, lower conversion rates, repeated customer complaints, and shifts in 

product search behavior can become warning signals before revenue collapses. When marketing 

data are connected with financial data, MSMEs can distinguish between temporary attention loss, 

demand contraction, pricing failure, and liquidity pressure. This is where marketing begins to 

merge with finance as a resilience mechanism. 

 

DIGITAL FINANCE AND FINANCIAL MANAGEMENT INTEGRATION 

Digital finance refers to financial services, payment systems, bookkeeping applications, 

digital credit channels, and fintech-based infrastructures that allow firms to conduct, record, 

analyze, and finance transactions through digital means. In MSMEs, the value of digital finance is 

especially high because many firms operate with weak accounting records, limited separation 

between household and business funds, and restricted access to formal credit. Digital finance can 

reduce these weaknesses by creating transaction traces, improving cash-flow visibility, and 

increasing the credibility of business records. 

Daud et al. (2022) provide direct evidence from Indonesian SMEs that digital marketing, 

digital finance, and digital payment influence financial performance. This finding is important 

because it combines the three domains that this review treats as integrated: marketing, finance, 

and payment. Digital payment does not only simplify transactions; it also creates data. When 

digital payment records are connected with product sales and customer channels, MSMEs can 

monitor revenue sources, evaluate campaign profitability, and identify seasonal cash-flow 

patterns. 

The digital finance literature also emphasizes the role of financial inclusion and technology 

acceptance. Thathsarani and Jianguo (2022) show that digital finance and technology acceptance 

strengthen financial inclusion and SME performance. Pellegrino and Abe (2022) further 

demonstrate that digital financing for SMEs has become an important recovery mechanism in the 

post-COVID era. These studies imply that financial resilience depends not only on access to capital, 

but also on the capability to use digital financial services responsibly and strategically. 

Digital financial literacy is therefore central. A firm may use digital payments every day 

while still lacking the ability to interpret transaction reports, forecast cash flow, evaluate debt 
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capacity, or compare financing costs. Santoso et al. (2025) show that digital finance accessibility 

and digital financial literacy matter for SME performance. For MSMEs, literacy transforms digital 

finance from a transaction convenience into a managerial control system. Without literacy, digital 

finance can even create risks: impulsive borrowing, hidden platform fees, fraud exposure, and 

weak data security practices. 

Financial management integration is achieved when digital finance is not treated as an 

external service but as part of internal decision-making. The practical indicators include routine 

digital bookkeeping, reconciliation between marketplace sales and bank accounts, separation of 

business and personal wallets, use of sales dashboards for cash-flow planning, and documentation 

of payment history for credit applications. These practices strengthen resilience because they 

allow MSMEs to know their liquidity position before a crisis becomes unmanageable. 

 

INTEGRATING MARKETING AND FINANCE THROUGH DIGITAL PLATFORMS 

The main argument of this review is that MSME resilience is strengthened when digital 

platforms integrate marketing and finance. Marketing integration without finance can create 

demand without control. Financial integration without marketing can improve records without 

expanding revenue opportunities. The strategic value emerges when customer-facing platforms 

and financial systems produce a unified view of the business. 

Integration can occur at different levels. At the basic level, MSMEs connect online orders 

with digital payments and simple transaction records. At the intermediate level, they compare 

marketing campaigns with sales revenue, customer retention, stock movement, and payment 

timing. At the advanced level, they use platform data to forecast demand, plan working capital, 

select financing options, and redesign products or channels. Each level increases resilience 

because it improves the accuracy and speed of managerial decisions. 

Digital platform capability research supports this view. Jiang et al. (2023) show that digital 

platform capability enhances SME innovation performance through resource orchestration. 

Aghazadeh et al. (2024) demonstrate that digital platform capability and digital resilience are 

relevant to SME internationalization, especially when supported by digital maturity. Kallmuenzer 

et al. (2025) also connect SME digitalization adoption with performance outcomes. Together, 

these studies indicate that platforms become strategic when firms can orchestrate resources 

across marketing, operations, finance, and ecosystem partners. 

The integration of marketing and finance produces at least four resilience mechanisms. 

First, it improves revenue continuity by allowing MSMEs to maintain customer relationships and 
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digital sales channels during physical disruption. Second, it improves liquidity control because 

payments, receivables, and cash inflows are recorded more clearly. Third, it improves adaptive 

decision-making because market signals can be interpreted alongside financial consequences. 

Fourth, it improves financing readiness because digital records can reduce information asymmetry 

between MSMEs and lenders. 

Nevertheless, integration also introduces new vulnerabilities. Platform dependency may 

expose MSMEs to changes in algorithm, fees, and marketplace rules. Digital payment reliance may 

create cybersecurity and fraud risks. Data fragmentation can occur when MSMEs use too many 

tools without reconciliation. The resilience question is therefore not whether platforms are used, 

but whether MSMEs govern platform use through clear routines, literacy, and strategic alignment. 
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Figure 1. Conceptual model of digital platform-based marketing and financial integration for 

MSME resilience 

 
SYNTHESIS OF EVIDENCE AND PROPOSED CONCEPTUAL FRAMEWORK 

The reviewed literature supports a conceptual framework in which digital platform 

utilization operates as an enabling infrastructure. It affects MSME resilience through two 

proximate capabilities: marketing capability and financial capability. Marketing capability refers 

to the ability to reach customers, engage audiences, interpret market behavior, and convert 

customer data into product or sales decisions. Financial capability refers to the ability to record 

transactions, manage payments, monitor cash flow, access financing, and evaluate financial risk. 

These two capabilities jointly support dynamic capabilities, namely sensing, seizing, and 

reconfiguring. 

Sensing occurs when MSMEs use platform data to detect market changes. For example, 

shifts in customer engagement, product reviews, search patterns, and transaction frequency can 

reveal weakening demand or emerging opportunities. Seizing occurs when MSMEs convert these 

signals into action, such as adjusting pricing, bundling products, allocating advertising budgets, or 

applying for working capital financing. Reconfiguring occurs when firms redesign business models, 

move from offline-only to hybrid channels, restructure supplier relations, or institutionalize digital 

bookkeeping. 

This synthesis clarifies why digital platforms should not be reduced to marketing channels. 

In the resilience process, platforms work as coordination devices that connect customers, 
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payments, records, financing, and managerial decisions. The strongest MSMEs are not necessarily 

those with the largest online following, but those that convert digital traces into disciplined action. 

 

Table 2. Marketing-finance integration mechanisms and resilience outcomes 

Integration 

mechanism 

Marketing function Financial function Resilience outcome 

Digital order-

payment linkage 

Captures customer 

demand through 

marketplace, social 

commerce, or 

messaging channels. 

Records revenue 

inflow and reduces 

manual payment 

errors. 

Improves operational 

continuity and 

transaction 

reliability. 

Campaign-to-sales 

evaluation 

Compares 

promotional content, 

target segment, and 

customer response. 

Calculates sales 

conversion, margin, 

and return on 

promotion. 

Improves resource 

allocation under 

uncertainty. 

Customer data and 

cash-flow monitoring 

Tracks repeat buyers, 

complaints, and 

product preference. 

Forecasts cash 

inflow, working 

capital needs, and 

inventory spending. 

Supports early 

warning and liquidity 

protection. 

Digital records for 

financing 

Demonstrates 

market activity and 

stable customer 

demand. 

Provides transaction 

evidence for lenders 

and fintech 

platforms. 

Reduces information 

asymmetry and 

improves financing 

readiness. 

Platform analytics for 

business model 

redesign 

Identifies new 

channels, product 

niches, and customer 

segments. 

Estimates feasibility, 

cost structure, and 

profitability. 

Supports renewal 

and strategic 

reconfiguration. 

 

DISCUSSION 

The literature suggests that MSME resilience in the digital era should be understood as a 

layered capability. The first layer is technological access: the availability of smartphones, internet 

connectivity, digital payment systems, and platform accounts. The second layer is operational 

adoption: using platforms for sales, promotion, payment, and bookkeeping. The third layer is 
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strategic integration: connecting platform-generated marketing and financial data into decisions. 

Many MSME development programs stop at the first or second layer. This creates digital presence 

without digital resilience. 

A critical issue is that MSME owners often face capability asymmetry. They may be skilled 

in product knowledge and customer relationships but less confident in data analytics, financial 

interpretation, or platform governance. This asymmetry explains why digital marketing adoption 

may expand sales but fail to improve profitability. It also explains why digital payment adoption 

may increase convenience but fail to produce financial planning. A resilience-oriented digital 

strategy must therefore combine platform onboarding with managerial routines: campaign 

evaluation, cash-flow review, digital record keeping, risk monitoring, and customer data 

interpretation. 

The findings also indicate that resilience is relational. Digital platforms place MSMEs inside 

wider ecosystems consisting of customers, fintech providers, logistics partners, marketplace 

operators, banks, government programs, and peer communities. Hokmabadi et al. (2024) 

emphasize collaborative approaches and digital ecosystems as part of resilience. In this 

ecosystem, MSMEs gain access to knowledge and markets, but they also face dependency. 

Resilience requires the ability to benefit from platforms while avoiding lock-in to a single channel, 

payment provider, or algorithmic visibility regime. 

From a policy perspective, digitalization programs should move beyond training MSMEs to 

“sell online”. The more strategic policy agenda is to help MSMEs integrate marketing and finance. 

Training should include digital bookkeeping, payment reconciliation, basic dashboard reading, 

margin calculation, cybersecurity awareness, and financing readiness. Financial institutions and 

fintech providers should design MSME products that recognize digital sales traces without 

encouraging irresponsible debt. Marketplace operators should provide transparent analytics that 

are understandable for small business owners. 

From a managerial perspective, MSMEs should start with simple routines. First, separate 

business and personal digital wallets or bank accounts. Second, reconcile daily digital sales with 

actual cash inflow. Third, compare promotional expenses with conversion and gross margin. 

Fourth, use customer feedback and transaction data to adjust product decisions. Fifth, maintain 

backup channels and data records outside a single platform. These routines do not require 

sophisticated technology, but they require discipline. Discipline is the bridge between digital 

adoption and resilience. 
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CONCLUSION 

This literature review concludes that digital platform utilization plays a strategic role in 

building MSME business resilience when it integrates marketing and financial functions. Digital 

marketing expands visibility, strengthens customer engagement, and generates market signals. 

Digital finance improves transaction efficiency, cash-flow visibility, record quality, and financing 

readiness. Their integration enables MSMEs to interpret demand and liquidity together, which 

improves the speed and quality of decisions under uncertainty. 

The review rejects a simplistic view of digitalization as automatic resilience. Platforms can 

support resilience, but they can also produce dependency, fragmentation, and risk when adopted 

without capability development. Resilience emerges when MSMEs convert platform use into 

routines of sensing, seizing, and reconfiguring. The proposed conceptual model positions digital 

platforms as an enabling infrastructure, marketing and finance as integrated capabilities, and 

dynamic capability as the pathway toward resilience outcomes. 

For MSMEs, the practical implication is clear: digital presence must evolve into digital 

control. A business that posts online but cannot calculate campaign profitability remains fragile. 

A business that receives digital payments but cannot monitor cash flow remains exposed. A 

resilient MSME is one that connects customer behavior, transaction records, financial planning, 

and strategic adaptation into a single learning loop. 

 

FUTURE DIRECTIONS 

Future research should examine the marketing-finance integration model through 

empirical designs. Quantitative studies may test whether digital marketing capability and digital 

financial capability jointly mediate the relationship between platform utilization and MSME 

resilience. Longitudinal studies are also needed because resilience is not fully observable in cross-

sectional data; it becomes clearer when firms experience shocks, adapt, and recover over time.  

Further studies should compare urban and rural MSMEs because platform integration may 

depend on infrastructure, digital literacy, logistics access, and local financial ecosystems. Sectoral 

comparison is also important. Food businesses, fashion producers, service providers, agricultural 

MSMEs, and creative industries may use different platform combinations and face different 

resilience risks. Finally, future research should address cybersecurity, data privacy, and platform 

dependency as resilience variables rather than treating them as technical side issues. 
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