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Abstract: 

This article examines the role of women’s entrepreneurial mindset in influencing business performance within a 

dynamic and uncertain business environment. The scope of the discussion focuses on entrepreneurial cognition, 

gender specific characteristics, and the moderating effect of environmental dynamism on business outcomes. The 

study is situated within the field of entrepreneurship and inclusive economic development, emphasizing the 

interaction between internal cognitive traits and external environmental conditions. This research employs a 

systematic theoretical literature review as its primary method, synthesizing relevant studies to identify key 

constructs and relationships and to develop an integrated conceptual framework. The findings of the review 

indicate that women’s entrepreneurial mindset particularly adaptability, resilience, and opportunity recognition 

has a significant influence on business performance. Moreover, environmental dynamism is found to play a crucial 

moderating role, shaping the extent to which entrepreneurial cognition translates into performance outcomes 

under conditions of market volatility. This article contributes by offering a comprehensive conceptual model that 

enhances understanding of women’s entrepreneurship and provides a foundation for future empirical research, 

as well as practical insights for policymakers and practitioners seeking to strengthen women-led enterprises in 

dynamic environments. 
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Abstrak : 

Artikel ini membahas peran entrepreneurial mindset perempuan dalam memengaruhi kinerja usaha di tengah 

lingkungan bisnis yang dinamis dan penuh ketidakpastian. Lingkup pembahasan mencakup kognisi 

kewirausahaan, karakteristik kewirausahaan berbasis gender, serta peran moderasi dinamika lingkungan 

terhadap capaian kinerja usaha. Kajian ini berada dalam ranah kewirausahaan dan pembangunan ekonomi 

inklusif dengan menekankan interaksi antara faktor kognitif internal dan kondisi lingkungan eksternal. Metode 

yang digunakan adalah tinjauan literatur teoretis secara sistematis dengan mensintesis berbagai penelitian 

relevan untuk mengidentifikasi konstruk utama dan hubungan antarkonsep, sekaligus membangun kerangka 

konseptual terintegrasi. Hasil kajian menunjukkan bahwa entrepreneurial mindset perempuan, khususnya 

kemampuan adaptasi, ketahanan, dan pengenalan peluang, berpengaruh signifikan terhadap kinerja usaha. Selain 

itu, dinamika lingkungan berperan sebagai variabel moderator yang menentukan sejauh mana kognisi 

kewirausahaan dapat diterjemahkan menjadi kinerja usaha dalam kondisi pasar yang bergejolak. Artikel ini 

memberikan kontribusi konseptual sebagai landasan bagi penelitian empiris selanjutnya serta masukan praktis 

bagi pembuat kebijakan dan praktisi dalam memperkuat keberlanjutan usaha yang dipimpin oleh perempuan. 

 

Kata Kunci: perempuan, wirausaha, usaha, kinerja, konseptual. 
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 INTRODUCTION 

The digitalization of consumption and the pervasiveness of data collection are driving a 

profound restructuring of the modern financial system (Gomber et al., 2018). In a time of 

instantaneous information availability, traditional banking models, which are typified by 

inflexible product-centric tactics and mass-communication channels, are widely seen as 

outdated (Vives, 2019). In order to maintain market share, financial institutions are therefore 

under tremendous strategic pressure to switch to data-driven, customized marketing approaches 

(Anagnostopoulos, 2018). 

In order to make this change, legacy banking systems must incorporate Fintech 

capabilities, particularly automation, analytics, and platform interoperability (Thakor, 2020). 

However, acquiring technology on its own is not enough; the institution's competitive 

advantage comes from its capacity to handle and implement the marketing insights that this 

technology provides (Dmour et al., 2020). In order to examine how banks incorporate Fintech 

to automate experiences, provide tailored messaging, and develop omnichannel platforms, this 

article uses a theoretical review approach (Leong et al., 2017). According to the study, the key 

element connecting the implementation of Fintech innovations to better bank performance is 

marketing knowledge management (Al-Dmour et al., 2020). 

Financial institutions are increasingly allocating substantial capital toward upgrading 

their technology infrastructure to support advanced data analytics and fintech integration 

(Feyen et al., 2021; O., 2025). This expenditure serves as the critical foundation for deploying 

the hyper-personalized marketing strategies required to meet evolving customer expectations 

in a digital landscape. Therefore, examining the causal relationship between investment in 

technology infrastructure and organizational performance is essential for determining the true 

return on these digital transformation efforts. 

In the past, banks marketing focused on demographic segmentation, classifying large 

portions of the population as homogeneous groupings according to factors like income or age 

(Mirela Catalina, 2010). On the other hand, strategies based on deep consumer insights are 

required in the digital age, when value is co-created through tailored interactions (Manser Payne 

et al., 2021). Fintech advancements have established a standard where services are expected 

rather than just provided, demonstrating the economic importance of hyper-personalization 

(van Papendrecht, 2018).  Traditional banks are compelled by this shift to switch from a "push" 

approach of product sales to a "pull" strategy centered on meeting particular, immediate 

customer needs (Kannan & Li, 2017). 

The methodical process of gathering, organizing, and using market insights to improve 

decision-making is known as marketing knowledge management (Nonaka et al., 2014). MKM 

in the banking industry today includes the detailed examination of transactional behavior and 

digital footprints in addition to brand perception (Bravo et al., 2024). Institutions can transform 

unprocessed data from Fintech applications into useful strategic intelligence through effective 

MKM (Polireddi, 2024). According to the literature, MKM directly affects bank performance 

through the adoption of Fintech innovation (Barba Navaretti et al., 2018). 

Despite the rapid transition from mass-market banking to AI-driven personalization, a 

significant "implementation-performance gap" persists in the financial sector. Current research 

frequently treats Fintech adoption as a direct driver of success, failing to address the theoretical 

shortcoming of the "black box" between high-tech infrastructure and actual marketing efficacy. 

There is an unresolved debate regarding why identical technological investments yield wildly 

inconsistent engagement outcomes across different banking institutions. The objective of this 

study is to examine the shift toward data-driven banking and to formulate a model that explains 

the mediation of Marketing Knowledge Management (MKM) in converting technological 

assets into organizational performance. 
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METHOD 

A theoretical literature review is conducted and a conceptual framework for additional 

research is offered in order to achieve the goals and objectives of the study.   We talked about 

the research approach employed in previous studies. (Albuainain & Ashby, 2025; Čikeš et al., 

2018; Elisa Sousa et al., 2024; Gallego-Losada et al., 2023; Ha et al., 2025; Hueso et al., 2020; 

Israel & Gangai, 2025; Lin et al., 2020; Nigam et al., 2024; Nordbakke & Schwanen, 2014; 

Pramitasari et al., 2023; Remes et al., 2021; Singh et al., 2023; Skrzek-Lubasińska & Szaban, 

2019; Solakis et al., 2022; Torkayesh et al., 2023). The review incorporates ideas from three 

important fields: information systems theory, strategic marketing management, and financial 

technology innovation.  The functional integration of Fintech capabilities into banking 

operations is examined in order to construct the conceptual framework.  We look at three 

particular aspects of integration that were mentioned in the prompt: (1) advanced segmentation, 

(2) automation and artificial intelligence, and (3) omnichannel platforms.  Building a theoretical 

link between these technical inputs and the results of organizational performance is the goal of 

the synthesis. 

To ensure reproducibility and minimize selection bias, a structured search and selection 

protocol was implemented: 

1. Database Selection: Search queries were conducted across high-impact academic 

databases, including Scopus, Web of Science, ScienceDirect, and Google Scholar, 

focusing on peer-reviewed journals to maintain scholarly quality. 

2. Search Strategy: Boolean operators were used to combine keywords such as: ("Fintech 

capabilities" OR "Banking automation") AND ("Marketing Knowledge Management" 

OR "MKM") AND ("Organizational Performance" OR "Strategic Alignment"). 

3. Selection Criteria: 

a. Time Frame: 2014–2025 (to prioritize the rapid evolution of digital finance). 

b. Inclusion: Theoretical frameworks, empirical studies on digital banking, and 

strategic management literature. 

c. Exclusion: Non-English publications, industry news reports, and studies lacking a 

clear theoretical basis in the three target domains. 

4. Analytical Synthesis and Conceptual Integration 

The synthesis of 16 core studies (Albuainain & Ashby, 2025; Torkayesh et al., 2023) 

followed a Thematic Clustering logic. Rather than examining the fields in isolation, 

the study utilized a three-stage integration process:  

a. Deconstruction: Identifying technological inputs from Information Systems (e.g., 

AI and Omnichannel platforms). 

b. Theoretical Bridging: Mapping how these inputs interact with Strategic Marketing 

concepts (e.g., customer segmentation). 

c. Thematic Mapping: Clustering findings into three functional pillars: (1) advanced 

segmentation, (2) automation/AI, and (3) omnichannel integration. 

5. Justification of Marketing Knowledge Management (MKM) as a Mediator 

A key methodological decision in this study is the designation of Marketing 

Knowledge Management (MKM) as the central mediating variable. The analysis of 

prior literature (Skrzek-Lubasińska & Szaban, 2019; Solakis et al., 2022) revealed that 

while Fintech provides the "tool," the value is only realized when data is converted 

into actionable marketing knowledge. MKM was selected over other constructs (such 

as CRM or simple IT adoption) because it provides a superior explanatory link for how 

banking operations translate technical automation into strategic performance 

outcomes. 
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The authors acknowledge certain inherent limitations in this theoretical approach. First, 

the framework is conceptual and lacks empirical validation at this stage; it serves as a roadmap 

for future hypothesis testing. Second, by focusing on peer-reviewed academic literature, there 

is a risk of publication bias, potentially overlooking localized practitioner insights or 

unsuccessful Fintech implementations. Finally, the rapid pace of technological disruption in 

2026 means that some emerging Fintech capabilities may not yet be fully represented in the 

established literature. 

 

PEMBAHASAN 

In the current research, authors consider investment in technology infrastructure and 

organizational performance are mediated by Marketing Knowledge Management (MKM). The 

conceptual model of the research is given at the Figure 1. 

 

 

 

 

 

 

Figure 1. Conceptual Framework 

 

The synthesis of literature reveals a significant shift from "Technology Adoption" to 

"Knowledge Orchestration." While prior studies (Davenport et al., 2020; Milian et al., 2019) 

emphasize the technical prowess of AI, a recurring pattern across 2014–2025 literature suggests 

that Fintech investments yield heterogeneous results because banks vary in their capacity to 

interpret and distribute digital data. This study identifies Marketing Knowledge Management 

(MKM) as the "conversion mechanism" that transforms raw Fintech inputs into strategic 

organizational assets. To clarify the causal path between technology and performance, the 

following propositions are formulated: 

Proposition 1 (P1): The impact of AI-driven automation on customer satisfaction is fully 

mediated by the organization's capacity for Knowledge Interpretation, 

which ensures that automated responses are contextually relevant rather 

than merely efficient. 

Proposition 2 (P2): Behavioral segmentation improves marketing conversion only when 

supported by Knowledge Distribution mechanisms that break 

departmental silos, allowing real-time data to reach front-line decision-

makers. 

Proposition 3 (P3): Omnichannel integration reduces customer cognitive strain only if the bank 

possesses Organizational Memory, ensuring a consistent "single-truth" 

profile across all digital and physical touchpoints. 

 

Automation and AI in Customer Experience 

Banks are progressively incorporating Fintech technologies to use artificial intelligence 

and real-time data analytics to automate and customize consumer experiences (Milian et al., 

2019).  In contrast to static CRM systems, AI-driven applications may accurately forecast 

customer intent by processing unstructured data, such as chat histories and voice logs 

(Davenport et al., 2020).  In addition to providing tailored recommendations at the point of 

encounter, this capability enables the automation of routine inquiries, freeing up human capital 

for complicated problem-solving (Huang & Rust, 2021).  According to theoretical models, 
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customer happiness and loyalty scores are greatly increased by this real-time response 

(Larivière et al., 2017). 

 

 

Behavioral Patterns and Advanced Segmentation 

The second critical change is the ability to deliver targeted messages using advanced 

segmentation based on customer behavior patterns rather than static demographics (Wedel & 

Kannan, 2016). Fintech algorithms utilize machine learning to identify micro-segments based 

on transactional velocity and spending habits (Pattnaik et al., 2024). This approach contrasts 

sharply with traditional mass-market banking communication, which often suffers from low 

conversion rates due to a lack of relevance (Verhoef et al., 2021). By leveraging behavioral 

data, banks can deploy marketing resources more efficiently, ensuring that the right message 

reaches the right customer at the optimal time (Grewal et al., 2020). 

 

Omnichannel Platform Integration 

Building omnichannel systems that smoothly combine digital and traditional touchpoints 

is essential to financial performance in the digital age (Barwitz & Maas, 2018). Consumers 

anticipate a cohesive experience in which a branch banker or call center agent may rapidly 

access data from a mobile app engagement (Hossain et al., 2020). This is made possible by 

fintech developments, which establish an API-driven environment in which data moves freely 

between departmental silos (Alt et al., 2018). Research shows that smooth integration improves 

the customer's perception of the quality of the banking relationship and lessens cognitive strain 

(Lemon & Verhoef, 2016). 

 

Boundary Conditions and Critical Tensions 

A linear, optimistic view of Fintech ignores the Organizational and Ethical Frictions 

identified in recent critical scholarship: 

1. Algorithmic Bias: Automated segmentation may inadvertently exclude vulnerable 

demographics, creating "digital redlining." 

2. Privacy-Personalization Paradox: Excessive data utilization for MKM purposes can trigger 

"Privacy Fatigue" or consumer reactance (Lemon & Verhoef, 2016). 

3. Implementation Resistance: High-level Fintech tools often fail due to a lack of "Human 

Capital Readiness," where staff are unable to interpret the sophisticated outputs of MKM 

systems. 

4.  

Theoretical Contribution: Extending the Resource-Based View (RBV) 

This study extends the RBV by positioning MKM as a Higher-Order Dynamic Capability. 

While Fintech software is a non-exclusive resource (purchasable by any bank), the MKM 

framework is inimitable and non-substitutable. By applying the Knowledge-Based View 

(KBV), we argue that the true source of competitive advantage in banking is not the technology 

itself, but the socially complex process of generating and applying marketing knowledge. This 

explains why two banks with identical Fintech budgets can experience radically different 

performance outcomes: the difference lies in the maturity of their MKM mediating 

mechanisms. 

 

CONCLUSION 

This study provides a comprehensive concluding insight into the discussion on the role 

of women’s entrepreneurial mindset in shaping business performance within a dynamic 

business environment. Based on the conceptual analysis and synthesis of prior literature, the 
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findings emphasize that cognitive attributes such as adaptability, resilience, and opportunity 

recognition are central to enhancing the performance and sustainability of women-led 

enterprises. The integration of environmental dynamism as a moderating factor offers a more 

nuanced understanding of how external uncertainty can either amplify or constrain the 

effectiveness of entrepreneurial cognition. This conclusion reinforces the argument that 

entrepreneurial success cannot be fully explained by internal traits alone, but rather by the 

interaction between individual mindset and environmental conditions. 

As a closing reflection, this study recommends that future research empirically test the 

proposed conceptual framework across different sectors, regions, and levels of environmental 

turbulence to strengthen its generalizability. Longitudinal and mixed-method approaches are 

also encouraged to capture the dynamic evolution of entrepreneurial mindset over time. The 

authors gratefully acknowledge the contributions of previous scholars whose works formed the 

theoretical foundation of this study, as well as institutional and academic support that enabled 

the completion of this research. It is hoped that this study serves as a valuable reference for 

future investigations and policy initiatives aimed at fostering inclusive and resilient 

entrepreneurship. 
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