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Abstract

This exhaustive literature review explores the factors contributing to the prosperity of micro,
small, and medium-sized enterprises (MSMEs) in the retail sector, focusing on traditional,
digital, and hybrid startup models. The study addresses the trend of MSME failures, seeking
to uncover pivotal success drivers tailored to the intricate landscape of retail startups.
Through a robust methodology, the review seamlessly integrates insights from diverse
sources, including empirical studies and industry reports from 2012 to 2023. The presentation
of core findings illuminates the interplay of factors shaping startup performance. These
encompass essential components such as financial stability, entrepreneurial attributes,
strategic marketing, technological integration, Government policies, customer-centric
approaches, timing considerations, and foundational infrastructural support.

Building upon this comprehensive analysis, the study extends actionable recommendations
to foster an ecosystem conducive to startup success. These encompass strategies ranging
from establishing Entrepreneurship Development Programs and promoting Digital Literacy to
facilitating Access to Financing and cultivating Collaborative Ecosystems. Gazing into the
future, the study sets a research course, advocating for longitudinal studies, qualitative
exploration, examination of emerging technology impacts, and inclusive assessments across
sectors, sizes, and developmental stages. In summation, this all-encompassing review not
only delves into the intricacies that drive startup triumph within the dynamic retail arena but
also provides tangible guidance for fortifying the startup ecosystem. By shedding light on
success factors, this review serves as a roadmap for stakeholders, policymakers, and
entrepreneurs committed to nurturing the growth of MSMEs amidst the evolving landscape
of the retail industry.

Keywords: Msmes, Retail Industry, Startup Success, Traditional Startups, Digital Startups,
Hybrid Startups
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Introduction

Micro, small, and medium-sized enterprises (MSMEs) play a pivotal role in global economies,
propelling economic growth, driving innovation, and creating employment opportunities
(Klimas et al., 2020). However, the persistent and concerning issue of MSME failure looms
worldwide. Statistics highlight a disheartening trend: a substantial portion, up to 60 percent,
of MSMEs struggle to survive beyond their first five years of establishment (Klimas et al.,
2020). Moreover, the initial two years of operation witness a significant failure rate ranging
from 30 to 80 percent, underscoring these enterprises' formidable challenges (Niemand and
Nieuwenhuizen, 2014).

The ramifications of MSME failures extend beyond individual entities, impacting
entrepreneurs, creditors, employment, ecosystems of entrepreneurship, and local
communities. Such failures lead to personal job losses, reduced income, financial instability,
and restricted access to credit while also stifling innovation and ingenuity within the business
realm (Halabi & Lussier, 2014; Jenkins et al., 2014; Simmons et al., 2014; Ucbasaran et al.,
2013).

However, establishing and maintaining thriving MSMEs in the dynamic retail landscape is
challenging. Traditional businesses grapple with adapting to the digital domain, while digital
counterparts may require additional resources and infrastructure to sustain their growth.
Combining traditional and digital approaches, hybrid enterprises encounter distinct
challenges in integrating methods to innovate products and services. The rise of digital
technologies introduces new layers of complexity. Recognizing the significance of success
factors in Traditional, Digital, and Hybrid Startups of MSMEs in the Retail Industry is vital for
developing effective strategies and policies to facilitate their triumph (Niemand and
Nieuwenhuizen, 2014).

Given the pivotal role of MSME startups globally, it is imperative to analyze the elements
influencing their success comprehensively. A profound understanding of these factors is
crucial for formulating strategies and policies that bolster the growth and resilience of these
startups. This literature review aspires to illuminate common trends and challenges faced by
MSME startups across diverse regions and sectors. Analyzing the global landscape of MSME
startups from 2012 to 2023, this research strives to offer valuable insights, aiding
policymakers, entrepreneurs, and stakeholders in fostering an environment conducive to the
triumph of MSME startups worldwide. Furthermore, the findings of this study will enrich
existing literature and pave the way for future research endeavors, ultimately benefiting
economies and societies at large.

Objectives of the Study

1. Assess the impact of financial management strategies on the retail industry's
traditional, digital, and hybrid startup success.

2. Examine the relationship between entrepreneurial skills and MSMEs business success
in a variety of retail business formats.

3. Examine the effectiveness of the marketing tactics used by various startup kinds and
how they affect the reach and engagement of customers.

4. Evaluate how digital technologies are integrated and used in traditional, digital, and
hybrid startups, looking at how this affects operations and company expansion.

5. Examine how laws and rules from the government affect the ability of new businesses
to succeed in the retail sector.
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6. Examine the importance of CRM tactics and how they affect startup companies'
business performance.

7. Analyse the periods required for stabilisation in various startup models, connecting
these times to success.

8. Examine the ways in which obstacles or support from the infrastructure affect the
ability of MSMEs in the retail sector to operate and succeed.

Literature review

Success Factors in Traditional, Digital, and Hybrid Startups of Micro, small, and medium-
sized enterprises in the Retail Industry

Defining Micro, small, and medium-sized enterprises (MSMEs) is crucial for creating a
supportive framework, accessing support and tax incentives, evaluating policies and
assistance, and accurately assessing their contribution to GDP. However, there is no universal
definition for MSMEs as their characteristics vary across countries and sectors. Various
guantitative criteria, such as the number of employees, capital size, production value, net
value added, and energy use, define MSMEs, but no specific global standard exists. Qualitative
criteria, including ownership, management, geographic area, and relative size compared to
competitors, are also considered. The income levels determine the threshold for defining
MSMEs.

The International Finance Corporation (IFC) provides a definition based on the number of
employees, total assets, and annual sales. According to the IFC, micro-enterprises have fewer
than ten employees, total assets of less than $100,000, and annual sales below $100,000.
Small enterprises employ 10-49 individuals, possess total assets of $100,000 to $3 million, and
generate annual sales between $100,000 and $3 million. Medium-sized enterprises employ
50-300 individuals, possess total assets of $3 million to $15 million, and achieve annual sales
ranging from $3 million to $15 million. However, some institutions and countries require
meeting only two criteria.

For instance, the European Union defines small and medium-sized enterprises based on
employees, balance sheet total, or annual turnover. In the United States, micro-enterprises
have 0-19 employees, small enterprises have 20-99 employees, and medium-sized enterprises
have 100-499 employees. China classifies MSMEs based on employees and their activity
nature.

Overview of Traditional, Digital, and Hybrid Startups

Definition of Startups: Startups are transient organizations leveraging advanced technology
for innovative product or service creation(Santisteban & Mauricio, 2017 ; Spyros & Nickolaos,
2012). Operating in early development stages, they are dynamic, adaptable, and thrive in
uncertain environments (Thiranagama & Edirisinghe, 2015). With reproducible business
models, startups target new offerings and rely on external funding (Blank & Dorf, 2012;(Festel
et al., 2013); Sefiani & Bown, 2013).

Entrepreneurial teams drive startups, aiming for rapid growth through innovation and
technology . They solve emerging challenges and generate demand with scalable, low-cost
models (Petru et al., 2019). Amid the uncertainty, startups focus on growth-oriented business
models (Konsek-Ciechoriska, 2019) Under Forbes, startups are defined as enterprises aiming
to address enigmatic issues with uncertain outcomes (Aminova & Marchi, 2021),
fundamentally rooted in extreme uncertainty and a commitment to market-revolutionizing
innovations(Isharyadi et al., 2022).
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Traditional startups in retail typically involve a physical storefront where vendors interact with
customers and display merchandise that can be examined, tried out, and purchased
immediately(Enders & Jelassi, 2000;Andrea Payaro & Anna Rita Papa, 2017a)

While traditional startups have advantages over online competitors, such as an established
brand name, a large customer base, strong bargaining power with suppliers, existing
distribution infrastructure, and a physical shopping experience, they also face drawbacks,
such as high investment in physical infrastructure, limited opening hours and days, and
government and union regulations. However, customers often prefer brick-and-mortar
retailers over online stores due to ease of access, immediacy, and the chance for personal
interaction (Herhausen et al., 2015a ; Andrea Payaro & Anna Rita Papa, 2017a; Bejleri &
Fishta, 2017). The retail industry has undergone a significant digital transformation in recent
years, with the emergence of e-commerce, online shopping, and innovative technologies. To
succeed, digital startups require a robust website design, an engaging user experience,
effective online marketing strategies, efficient logistics, and establishing trust and credibility
with new customers .Retailers are investing heavily in technological advancements to stay
competitive However, these startups face several challenges, including intense competition
in online marketplaces and the need to invest in technology and digital marketing capabilities.
(S. & R., 2022 ;Bejleri & Fishta, 2017 ; Chen et al., 2012; ; lonita et al., 2016) Hybrid Startups
in the Retail Industry refer to businesses that combine physical storefronts with an online
presence. These businesses leverage traditional and digital marketing channels to reach
(Berman & Thelen, 2018). Such businesses may have a physical storefront and an online store
and face challenges related to inventory management, logistics, and customer service.
Managing physical and digital inventory and maintaining consistency across different sales
channels is also a challenge for hybrid startups (Berman & Thelen, 2018; Fornari et al., 2018 ;
Verhoef et al., 2015;)

The Definition of Success startups
Success in the context of startups can be defined in multiple ways. The following table clarifies
the definitions of success

Table 2
The Definition of Success startups

Definitions of Success References

Achieving the company's goals and | Vu et al.,, 2012; Yoo et al.,, 2012; Hyder &
objectives and demonstrating effective | Lussier, 2016.
management

Attaining high financial performance | Morteza et al., 2013; Preisendorfer et al.,
(profitability, revenue, return on | 2012; Spiegel et al., 2015.
investment)

Increasing sales and profits to a level | Hormiga et al., 2010; Strehle et al., 2010.
comparable to or surpassing the industry
average

Creating jobs Maine et al., 2010; Guzman & Lussier, 2015.
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Increasing market share and the number of | Kim & Heshmati, 2010
clients

Being acquired by another company or going | Krejci et al., 2015; Hyder & Lussier, 2016;
public, indicating the ability to attract | Krejci et al., 2015.
investment and achieve liquidity events

Meeting the demands of employees and | Strehle et al., 2010; Pirolo & Presutti, 2010.
customers

Developing high-quality products and | Hyder & Lussier, 2016; Sulayman et al., 2014;
services that address unmet needs and | Kim & Heshmati, 2010; Yoo et al., 2012.
enhance people's lives

Providing a work environment that allows | Chirjevskis & Dvortsova, 2012; Balboni et al.,
leisure time and promotes well-being 2014.

Source: Researcher, 2023

Success Factors

Financial Factors

Access to capital, financial resources, and practical financial management is crucial for the
success and sustainability of startups in the retail industry (Kim et al., 2018;Lateef &
Keikhosrokiani, 2022 ;Mattare et al., 2016). Adequate access to financial resources has been
emphasized as a significant contributor to the performance of small-scale firms (Essel et al.,
2019). Financial planning, fundraising, and partnerships with established companies have
been identified as essential for startup success (Anh et al., 2012; Yoo et al., 2012; Hyder &
Lussier, 2016). Additionally, support from investors, support associations, and public
institutions is advantageous for startups (Marullo et al., 2018; Gerhardt et al., 2021). Access
to capital and administrative services has been highlighted as crucial for micro-enterprises
success (Mattare et al., 2016).

Entrepreneurial Competencies and Attributes Factors

Psychological factors, such as resilience and passion, play a significant role in SME success
(Hartmann et al., 2022; Kadile, 2014). Additionally, entrepreneurial orientation, characterized
by innovativeness, proactiveness, and risk-taking, has been consistently linked to better
business performance (Herlinawati et al., 2019;Liu, 2022).

Traditional startups' success in the retail industry is associated with strong leadership,
innovation, and a deep understanding of the target market (Freytag, 2019;Kim et al., 2018;
Schwarzkopf, 2016;). Conversely, digital startups is associated with knowing the business and
the market, being qualified, having a strategic vision, organizational and communication skills,
intuition, experience, flexibility, adaptability to change, teamwork and mastering
technologies (Pereira and Bernardo ,2016).(Skala, 2019; Santos & Torkomian, 2021;Acs et al.,
n.d.)

Entrepreneurial thinking positively influences business performance, driving action and
profitable development (Alhnaity et al., 2016). Entrepreneurial orientation and innovative
capacity are crucial for value creation and competitive advantage (Utama et al., 2020).
Entrepreneurial competencies, including risk management, communication, and problem-
solving, positively impact SME performance (Hasanah et al., 2019). Entrepreneurs'
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characteristics, such as responsibility, resilience, and leadership ability, digital self- efficacy ,of
contribute to business success (Chadwick & Raver, 2020;Malodia et al., 2023)

Moreover, networking, optimism, and strategic planning enhance entrepreneurial
achievement and business performance (Zidan, 2023;Hui Lim & Ban Teoh, 2021). Access to a
broad range of knowledge and entrepreneurial capabilities also contributes to startup success
(Marullo et al., 2018).Crisis management skills, expertise, and individual factors impact the
success of small businesses (Arasti et al., 2012).

Successful entrepreneurship relies on creativity, leadership, and other qualities (Devkota et
al., 2022). Understanding and cultivating these factors significantly influence entrepreneurs'
decision-making, innovation, adaptability, and overall performance, leading to long-term
business success in the ever-evolving retail landscape.

According to a study by Ahmad Marei et al. (2023), the importance of entrepreneurial
competencies and information technology capabilities has increased in recent decades due
to the strategic role entrepreneurs play. The study investigated the impact of entrepreneurial
competency and information technology capability on business success. The findings showed
that entrepreneurial competencies have a positive effect on business success, and
information technology, used as a mediating role, positively impacts both entrepreneurial
competencies and business success.(Marei et al., 2023)

Marketing Strategies Factors

The research highlights the critical role of marketing strategies, mainly digital marketing, and
omnichannel approaches, in the success of startups and small businesses in the retail industry
(Kim et al., 2019;Al-Bazaiah, 2022 ;S. & R., 2022). These strategies improve visibility, customer
acquisition, and market penetration, with digital marketing proving effective in various
aspects, such as supply chain management, communication enhancement, delivery
optimization, customer education, and trust-building (Hartono et al., 2020; Standing &
Mattsson, 2016).

Moreover, successful hybrid startups in the retail industry utilize omnichannel strategies,
mobile commerce, and social media marketing to create a seamless shopping experience
(Kim, J., & Choi, H. (2019).

Digital marketing plays a crucial role in the success of SMEs, with numerous studies supporting
its effectiveness in enhancing various business aspects (Rizvanovi et al., 2023;Jacqueline
Douglas et al.,, 2017; Santisteban et al.,, 2021). An integrated marketing approach
encompassing entrepreneurial marketing, experience economy 4Es, brand image, and brand
distinctiveness has been proven successful for small retail-related enterprises (Columbia,
2016b).

Utilizing social media effectively can provide valuable insights for enhancing marketing
strategies (Kim & Choi, 2019). Hybrid startups have shown the value of combining online and
offline retail approaches to gain a competitive edge (Bejleri & Fishta, 2017).

In transition economies, micro-enterprises in the retail industry should prioritize a seamless
shopping experience through omnichannel strategies (Stojkovi¢ et al., 2016). The impact of
digital transformation on the retail sector is evident in changing customer behaviors and
preferences, underscoring the importance of innovative concepts like self-checkout options
(Sandhane, 2022).

The research by Lista Meria, Jihan Zanubiya, and Muhamad Alfi Duwi Juliansah (2023)
emphasizes the increasing significance of digital marketing in the contemporary business
landscape. It explores the gap between the growing adoption of digital marketing and its
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practical implementation. The study uses an application-based approach to examine how
exposure to digital marketing strategy concepts can enhance customer satisfaction. Through
a descriptive research method and secondary data analysis, the study identifies critical
elements of a successful digital marketing strategy, including audience understanding,
platform selection, compelling content creation, SEO integration, consistent customer
engagement, and comprehensive analysis. The research underscores the importance of
aligning internal and external factors for a successful application-based digital marketing
strategy that optimizes customer satisfaction.(Zanubiya et al., 2023).

Technological and Digitalization Factors

Technological innovation is a critical factor for the success of businesses in the retail sector.
Numerous studies emphasize the importance of embracing technological advancements to
enhance organizational performance and competitiveness. Startups in the retail industry can
leverage various technological innovations, such as Industry 4.0 technologies, digital
transformation, and Retail 4.0, to stay relevant and competitive in the rapidly evolving retail
landscape (Ali & Xie, 2021; Sakrabani et al., 2019).

loT technologies offer numerous benefits for startups, including increased productivity,
accuracy, and customer satisfaction through optimized inventory management and real-time
information. Additionally, loT enables startups to have better supply chain visibility, ensuring
efficient operations and cost savings (Van Dyk & Van Belle, 2019;Li et al., 2022). Big Data
Analytics (BDA) allows startups to make data-driven decisions and understand consumer
behavior, enabling personalized services and optimizing inventory management (Ghani et al.,
2019;Wassouf et al., 2020;Queiroz & Wamba, 2022).

Augmented Reality (A.R.) applications provide startups with opportunities to enhance the
customer experience through interactive and immersive experiences, while the concept of the
metaverse offers virtual experiences, transactions, and entrepreneurship ((Poncin & Ben
Mimoun, 2014;Pangriya & Singh, 2020; Balgis Lim, 2019;Weking et al., 2023). Cloud
computing has become a game-changer for startups by providing computing power, data
storage, and IT. resources, transforming the retail value chain and supporting digital
transformation (Ali & Xie, 2021; Chen et al., 2017;Aktas & Meng, 2017;Caro & Sadr, 2019).
3D printing allows startups to offer personalized products and reduce inventory costs through
on-demand production, promoting sustainability and enhancing customer satisfaction (Ali &
Xie, 2021;Tjahjono et al., 2017). However, careful implementation and integration of these
technological innovations into startup business strategies are crucial, as adapting to
technological changes can result in setbacks and reduced competitiveness.

Studies also emphasize the importance of information technology capabilities, innovation,
and digital business models for startup success. Enhancing information technology capabilities
positively influences entrepreneurial competencies and business success (Ahmad Mareia et
al., 2022). Individual-level behaviors driving digital transformation affect startups' success and
are critical factors influencing digital transformation (Jafari-Sadeghi et al., 2023;Allagiannis et
al., 2021;(Ennna & Elina, 2022)).

Innovation is crucial for fostering startup success, improving performance, and developing
new products and patents (Aminova & Marchi, 2021; Bae & Wooldridge, 2020). Retail
technologies like Artificial Intelligence (A.l.) enable seamless integration of omnichannel
operations and improved customer experience (Talwar & Wells, 2018). Embracing
digitalization enhances organizational performance and competitiveness (Marr, 2019 ;Jabil &
dimensional research, 2021;Angevine et al., 2021;Das et al., 2018)

2734



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 12, 2023, E-ISSN: 2222-6990 © 2023

The impact of technological innovation factors on startup success is explored in various
contexts, including the significance of e-commerce adoption and its positive effects on
business performance (Wu et al., 2015;Tao, 2013.,;Huang et al., 2014). Additionally, micro-
enterprises can learn from technology-based startups' experiences by considering critical
elements such as strategic planning, team building, and financial management (Santisteban &
Mauricio, 2017).

Studies in different regions reveal the importance of e-commerce in the new business
landscape and its impact on entrepreneurship and organizational performance (Ahmad &
Alayan, 2022;Hussein & Baharudin, 2017). The adoption of Industry 4.0 technologies can
significantly influence the organizational performance of retail industries (Ali & Xie, 2021).

Government Policies Factors

Government policies and support play a crucial role in shaping the success of startups and
micro-enterprises in the retail industry. Siswati (2021) emphasizes the importance of
collaboration models for online marketing to help micro-businesses remain competitive in
the digital era, aligning with the findings of Wirapraja & Aribowo (2018).(Endang Siswati,
2021)

Business incubators have been identified as critical factors in startup success, creating a
nurturing environment that fosters collaboration, mentorship, and access to
resources(Kumbhat & Sushil, 2018; Santisteban et al., 2021;). Access to entrepreneurship
education and investment services also significantly shapes startup success, providing
entrepreneurs with the knowledge and skills needed to thrive (Essel et al., 2019). Facilitating
access to funding sources and investment opportunities empowers startups to excel in a
competitive market.

For micro-enterprises, access to formal financial institutions and supportive mechanisms is
crucial. (Rifai et al.,, 2016) recommend that traditional financial institutions finance new
innovative startups, which is relevant to micro-enterprises in the retail industry. Supportive
government structures can facilitate the adoption of digital payments by small retail stores
(Seethamraju & Diatha, 2019).

Legal and managerial support is essential for startups to navigate regulatory complexities and
ensure compliance, with government policies playing a critical role in providing this support
(Mikle, 2020).

Furthermore, access to supportive infrastructures, logistics, and supply chain networks is
essential for startups to efficiently deliver products and services, enhancing their
competitiveness in the retail landscape (Shaikh et al., 2022; Kim et al., 2019). Government
agencies like SEDA and SEFA can educate and train new micro-enterprise owners on
bootstrapping strategies, fostering resilience and resourcefulness (Fatoki, 2014).

Customer Relations Factors

Customer relations play a critical role in both the success of startups and micro-enterprises in
the retail industry. Building strong customer relationships, providing excellent customer
service, and understanding consumer preferences is essential for startups to retain customers
and gain a competitive advantage (Mattare et al., 2016;). Similarly, micro-enterprises in the
retail industry should prioritize customer satisfaction and adopt customer-centric measures
to succeed (Santisteban et al., 2021; Rizvanovié et al., 2023). Successful traditional startups in
the retail sector also demonstrate customer focus and prioritize in-store shopping
experiences to gain valuable insights into consumer behavior ( Freytag, 2019; Kim, 2018;).
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Maintaining good customer relationships is highlighted as a critical success factor for SMEs in
Kenya (Douglas et al., 2017). For startups and micro-enterprises in the retail industry,
adopting customer-centric strategies and brand management techniques is essential for
enhanced marketability, customer engagement, and loyalty (Andrea Payaro & Anna Rita
Papa, 2017). Additionally, understanding the implications of different channels on customer
behavior and preferences is crucial for startups to maximize revenue and customer
satisfaction (Pauwels & Neslin, 2015).

In e-commerce sustainability, educating customers and strengthening security measures are
essential factors (Amornkitvikai et al., 2022). Engaging customers through social media is also
vital for startups (Kim & Choi, 2019).

Possible benefits to an omnichannel marketing include incremental sales due to new channels
and devices, higher average sales to existing customers, a higher proportion of consumers
making a purchase, promotional synergies across channels, lower inventory costs, reduced
shipping costs due to in-store pickup and lower product returns. Costs include hardware and
software (both centralized customer and inventory management systems), employee
training, additional employee incentives for cross-selling, additional market research
expenditures and costs associated with hiring cross-channel managers and IT personnel
(Berman & Thelen, 2018).

Time Frame and Its Impact on Success

The time frame and firm age are crucial factors influencing the success of micro-enterprises
in the retail industry. The findings reveal that the leading causes of failure in the initial year
of startup life are the need for a well-defined business model and development. As the startup
progresses into the second and third years, challenges related to the business model,
product/market fit, and funding availability become more significant. In the fourth and fifth
years, problems among founders emerge as a prominent contributing factor to failure .These
insights underscore the importance of addressing critical issues at each stage of a startup's
journey to increase the chances of sustainable success. (Cantamessa & Gatteschi, 2018).

The research by Giorgio Barba Navaretti, Davide Castellani, and Fabio Pieri examines the
connection between firm age and growth rates, considering survival. Using data from
European manufacturing firms in France, Italy, and Spain from 2001 to 2008, the study
employs quantile regression analysis. Key findings include: younger firms grow faster,
especially in high-growth quantiles; young and old firms have similar decline probabilities;
these trends hold even when considering factors like labor productivity and capital intensity;
strong growth associated with younger CEOs and attitudes favoring growth; and the age
effect on growth is consistent across countries. This study provides insights into how firm age
influences growth across different growth levels and nations. (Barba Navaretti et al., 2014)

The study by Alex Coada, Agusti Segarra, and Mercedes Teruel in 2012 investigates the
relationship between firm performance and age using data from Spanish manufacturing firms
between 1998 and 2006. The research reveals that firm performance changes with age. Aging
firms demonstrate increasing levels of productivity, higher profits, larger size, lower debt
ratios, and higher equity ratios. They also exhibit the ability to convert sales growth into
subsequent profit and productivity growth. However, the study also identifies negative
aspects of aging, as older firms tend to have lower expected growth rates for sales, profits,
and productivity. They exhibit lower profitability levels, particularly when accounting for size,
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and show less efficiency in converting employment growth into growth in sales, profits, and
productivity.(Coad, Segarra, et al., 2013)

Moreover,the study by Alex Coad, Julian Frankish, Richard G. Roberts, and David J. (2013)
Storey explores the relationship between new firm survival and growth, specifically focusing
on growth patterns. They propose a framework based on Gambler's Ruin theory, suggesting
that new firm performance follows a random walk while the accumulated resource stock
influences survival. Resources either exist at the outset or are generated through prosperous
periods. Analyzing data from 6247 UK startups over six years, the research finds that various
growth paths occur with similar probability and impact subsequent survival. Even when
controlling for size, longer growth lags and startup size significantly affect survival.(Coad,
Frankish, et al., 2013)

The studies on the time frame and its impact on success in the retail industry revealed
complex relationships between firm size, age, technical efficiency, and loss causes. found that
failure is often attributed to internal and external causes, with larger firms being more
susceptible to disappointment for internal and external reasons. On the other hand, older
firms are more likely to fail due to external factors, supporting the liability of obsolescence
perspective. This suggests that micro-enterprises in the retail industry may be less susceptible
to failure from both internal and external causes due to their smaller size. However, they
should focus on adapting to changing environmental conditions to avoid obsolescence as they
age. (Lukason & Hoffman, 2015)

In conclusion, studies conducted after 2012 underscore the importance of considering firm
age and time frame in analyzing the success of micro-enterprises in the retail industry.
Policymakers and entrepreneurs can use this knowledge to develop targeted initiatives that
cater to the specific needs of young and mature micro-enterprises, fostering a sustainable
and competitive retail sector. Understanding the factors influencing failure and continuous
learning can aid in achieving long-term success and competitiveness for micro-enterprises in
the retail industry (Cantamessa et al., 2018; Kiicher et al., 2018).

Infrastructural Factors

The synthesis of the results and citations highlights the crucial role of infrastructure in the
success and growth of startups and MSMEs-enterprises in the retail industry. Access to
supportive infrastructures, logistics, and supply chain networks is essential for efficiently
delivering products and services (Ramirez-Asis et al., 2022; Kim et al., 2019). Moreover,
effective e-commerce platforms and modernizing business models are significant factors for
micro-businesses (Mattare et al., 2016). Embracing digital transformation and overcoming
barriers to digital payments are also critical for success (Sandhane, 2022; Seethamraju &
Diatha, 2019).

The studies collectively emphasize that a well-developed and supportive infrastructure,
encompassing logistics, digitalization, and access to technology, is vital for micro-enterprises
and startups to thrive in the competitive retail industry (Cantamessa et al., 2018; Majali et al.,
2022;Yaseen et al.,, 2017). This includes innovation adoption, pioneer strategies, and the
ability to navigate uncertain environments (Savastano & Anagnoste, 2020); Vinicius Gerhardt
et al.,, 2021). By focusing on these infrastructural success factors, startups, and micro-
enterprises can improve their competitiveness and achieve sustainable growth in the ever-
evolving retail landscape.

2737



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 12, 2023, E-ISSN: 2222-6990 © 2023

Small retail stores may also need help adopting digital technologies due to poor physical and
digital infrastructure, limited access to digital technologies, and associated costs
(Seethamraju & Diatha, 2018)

The comparative analysis demonstrates small businesses' common challenges in different
regions and emphasizes the importance of robust physical and digital infrastructure to
facilitate technology adoption and improve business performance (Seethamraju & Diatha,
2018; Seethamraju & Diatha, 2019).

Conceptual Framework of The Study

Conceptual framework of the study From the above literature reviews, the following
conceptual framework is developed for the current study. The Success Factors in Traditional,
Digital, and Hybrid Startups of Micro, small, and medium-sized enterprises in the Retail
Industry included in the conceptual framework are; fnancial factors, Entrepreneurial
Competencies and Attributes Factors, marketing strategies factors, Technological and
Digitalization Factors, Government policies Factors, Customer relations Factors, Time Frame
Factors, infrastructural factors (Fig. 1).

Fig. 1 Conceptual framework.

Financial factors

Entrepreneurial Competencies and
Attributes Factors

Marketing Strategies Factors

Technological and Digitalization

Success/ Failure
Factors /

Government Policies Factors

Customer Relations Factors

Time Frame Factors

Infrastructural Factors

Source: Researcher, 2023
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Methodology

The methodology employed in this literature review paper entails conducting a systematic
and comprehensive search of relevant academic literature from the period of 2012 to 2023
to explore the success factors of traditional, digital, and hybrid startups in micro-enterprises
within the retail industry. The search encompassed reputable databases such as PubMed,
Scopus, Web of Science, and Google Scholar, utilizing appropriate keywords and search terms
related to startup success, MSMEs-enterprises, retail industry. The inclusion criteria for the
study consisted of peer-reviewed journal articles and academic publications published within
the specified timeframe to ensure that we incorporate current and relevant findings.

Data extracted from the selected studies synthesized to identify common themes and trends
related to MSMEs performance. The review critically evaluated the quality and credibility of
the sources while recognizing potential limitations and biases. Ultimately, the literature
review identified gaps in the existing research, providing a comprehensive overview of the
success factors of MSMEs in the retail industry, and offering insights for future research and
practical implications.

Conclusion

The literature review conducted on the success factors of traditional, digital, and hybrid
startups in MSME-enterprises within the retail industry, from 2012 to 2023, has provided
valuable insights into the various dynamics influencing MSMEs performance. Throughout the
review, it became evident that several factors play a pivotal role in determining the success
of enterprises.

Critical success factors include financial(Access to capital, financial resources, and practical
financial management, Financial planning, fundraising, and partnerships with established
companies, support from investors, support associations, and public institutions, Access to
capital and administrative services) ,Entrepreneurial Competencies and Attributes
(Psychological factors, such as resilience and passion, entrepreneurial orientation,
characterized by innovativeness, proactiveness, and risk-taking, strong leadership,
innovation, and a deep understanding of the target market, experience and adaptability to
market changes, Entrepreneurial thinking, Developing an entrepreneurial identity,
Entrepreneurial competencies, including risk management, communication, and problem-
solving, Entrepreneurs' characteristics, such as responsibility, resilience, and leadership
ability, networking, optimism, and strategic planning, Access to a broad range of knowledge
and entrepreneurial capabilities, Crisis management skills, expertise, and individual factors,
creativity, decision-making, adaptability, information technology capabilities, digital self-
efficacy).

marketing factors(digital marketing with proving effective in various aspects, such as supply
chain management, communication enhancement, delivery optimization, customer
education, and trust-building , omnichannel approaches, mobile commerce, and social media
marketing, Marketing differentiation, prioritizing customer satisfaction, and cultivating
motivated teams, seeking external support, such as mentorship or advisory services, An
integrated marketing approach encompassing entrepreneurial marketing, experience
economy 4Es, brand image, and brand distinctiveness , innovative concepts like self-checkout
options, audience understanding, platform selection, compelling content creation, SEO
integration, consistent customer engagement, and comprehensive analysis)

Technological and Digitalization(Industry 4.0 technologies, digital transformation, and Retail
4.0, loT technologies, Augmented Reality, 3D printing, information technology capabilities,
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innovation, and digital business models, Individual-level behaviors driving digital
transformation, e-commerce adoption)

Government policies (provide funding opportunities and entrepreneurship programs,
fostering the growth and contribution of startups to the economy, collaboration models for
online marketing, Business incubators, Access to entrepreneurship education and investment
services, Facilitating access to funding sources and investment opportunities, access to formal
financial institutions and supportive mechanisms, Supportive government structures can
facilitate the adoption of digital payments, modifying government programs, Legal and
managerial support, access to supportive infrastructures, logistics, and supply chain
networks, Government agencies)

Customer relations(Building strong customer relationships, providing excellent customer
service, and understanding consumer preferences, prioritize customer satisfaction and adopt
customer-centric measures, demonstrate customer focus and prioritize in-store shopping
experiences to gain valuable insights into consumer behavior, Maintaining good customer
relationships, adopting customer-centric strategies and brand management techniques,
understanding the implications of different channels on customer behavior and preferences,
educating customers and strengthening security measures, Engaging customers through
social media, Leveraging technology to enhance online presence and interactions to improve
customer experience and loyalty).

Time Frame(firm age, effective management, consider the potential risks and rewards of
expanding to physical stores as they gain experience, younger firms in the retail industry to
have a higher potential for growth than older firms, young firms face potential risks associated
with rapid growth, necessitating a supportive environment for both young and mature retail
micro-enterprises, stability and experience gained over time, complex relationships between
firm size, age, technical efficiency, and loss causes, obsolescence perspective, adapting to
changing environmental conditions to avoid obsolescence as they age), and infrastructural(
Access to supportive infrastructures, logistics, and supply chain networks, effective e-
commerce platforms and modernizing business models, Embracing digital transformation and
overcoming barriers to digital payments, digitalization, and access to technology, innovation
adoption, pioneer strategies, and the ability to navigate uncertain environments). factors are
instrumental in fostering an enabling environment for MSMES growth.

Theoretical Contribution

By examining the success factors unique to traditional, digital, and hybrid startups in the
retail sector among Micro, Small, and Medium-Sized Enterprises (MSMEs), this study
considerably expands the body of theoretical knowledge. Through customization of known
theoretical frameworks to these many startup kinds' distinct operational structures and
challenges, it improves upon current constructs to better reflect the dynamic changes in
today's digitally altered business environment. This more complex way of thinking about
success determinants helps us understand how MSMEs use these various models.
Additionally, it fills in important gaps in our understanding of the success variables that
MSMEs in the retail sector face, greatly adding to the body of knowledge already in existence.
This research recognises the different needs and challenges of startups, going beyond the
traditional focus on larger firms and providing customised tactics and useful implications.
These insights have the potential to enhance the entrepreneurial climate and foster economic
growth across a number of sectors in addition to contributing to the body of knowledge in
academia
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Contextual Contribution

By offering a thorough understanding of the success factors for a variety of startup models,
including traditional, digital, and hybrid businesses among Micro, Small, and Medium-Sized
Enterprises (MSMEs), this research significantly advances the retail industry. This study
broadens its relevance beyond particular places by filling in important knowledge gaps about
success variables in the retail sector and provides insights applicable to different
entrepreneurial climates worldwide. Its focus on tailored approaches for certain startup
categories is globally relevant, with potential benefits for similar areas navigating similar
possibilities and obstacles in respective retail entrepreneurial domains.

Recommendations
Based on the comprehensive review of the literature, several vital recommendations are
proposed to foster the success of MSMEs startups in the retail industry:

1.

Establish Entrepreneurship Development Programs: Implement specialized training
and development programs to equip aspiring entrepreneurs with the necessary skills
and knowledge to navigate startup venture challenges successfully. Providing targeted
education and mentorship can empower entrepreneurs to tackle obstacles they may
encounter during their startup journey.

Promote Digital Literacy: Enhance digital literacy among entrepreneurs to enable
them to leverage digital marketing tools effectively, optimize online presence, and
harness technology for business growth. Equipping startups with digital skills can allow
them to reach a broader audience and capitalize on the growing digital landscape.
Facilitate Access to Financing: Develop accessible and tailored financing options for
startups, including grants, loans, and angel investments, to alleviate financial
constraints and support their growth aspirations. Ensuring adequate financial
resources can enable startups to focus on innovation and business development.
Foster Collaborative Ecosystems: Encourage collaboration and partnerships between
startups, micro-enterprises, established retailers, and industry experts to share
knowledge, resources, and best practices. Creating a supportive network can provide
startups with valuable insights and opportunities for growth.

Support Research and Innovation: Invest in research and development initiatives to
foster innovation and technological advancements in the retail industry, helping
startups stay competitive and relevant. Promoting innovation can drive new business
ideas and solutions.

Enhance Government Support: Governments should formulate policies that
encourage entrepreneurship, provide tax incentives, streamline regulatory
procedures, and foster a conducive business environment. A favorable regulatory
environment can attract and nurture startups, contributing to economic growth.
Encourage Data-Driven Decision Making: Promote data analytics and market research
to guide startups in making informed decisions, understanding customer preferences,
and identifying emerging market trends. Data-driven insights can guide startups
toward effective strategies and customer-centric approaches.

Build Industry-Specific Incubators: Establish industry-specific incubators and
accelerators to nurture startups in the retail sector, providing mentorship, networking
opportunities, and access to industry experts. Incubators can offer valuable support
and guidance during the early stages of startup development.

2741



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 12, 2023, E-ISSN: 2222-6990 © 2023

By implementing these recommendations, stakeholders, can collectively contribute to a
thriving startup ecosystem that encourages innovation, sustains economic growth, and
enhances the retail industry's overall competitiveness. Entrepreneurs, policymakers, and
support organizations must work together cohesively to create an environment that fosters
the growth and prosperity of startups in the region.

Limitations of the Study

It's important to note several limitations inherent to this study. Firstly, the research is
centered on the retail industry and primarily pertains to startups falling within the micro,
small, and medium-sized enterprise (MSME) category. As a result, the applicability of the
study's findings to different industries or larger enterprises may be limited. Additionally, the
study's temporal scope spans from 2012 to 2023, potentially excluding factors that emerge
beyond this timeframe, such as technological advancements, shifting market dynamics, or
economic changes that could significantly impact startups' success trajectories. Despite
efforts to analyze success factors across various regions, the study may need to fully account
for nuanced regional variations that could influence startup outcomes.

Furthermore, the study's primary focus revolves around identifying success factors during the
startup phase without delving extensively into the exploration of the long-term sustainability
and challenges that might arise beyond the initial years of operation. This lack of in-depth
examination of startups' post-establishment phase could limit the comprehensive
understanding of the broader trajectory and potential hurdles these businesses may
encounter. While the study contributes valuable insights into startup success within its
defined parameters, these limitations should be considered when interpreting and applying
its findings.

Future Research Directions

To address the limitations and contribute further to the understanding of success factors in
startups within the retail industry, several future research directions are recommended.
Longitudinal studies that track the performance of startups over an extended period can offer
valuable insights into the dynamic nature of success and failure factors and how they evolve.
Complementing the existing literature with qualitative research, such as interviews or case
studies, can provide a more in-depth and nuanced understanding of the challenges and
opportunities faced by startups in the retail industry.

Given the fast-paced nature of technological advancements, future research should explore
the impact of emerging technologies, such as artificial intelligence, blockchain, and virtual
reality, on the success and failure of startups in the retail sector. Additionally, conducting
more inclusive studies that explore the success and failure factors of startups across various
sectors, business sizes, and stages of development can provide a comprehensive view of the
factors that influence their performance. Comparative studies that compare the success and
failure factors of traditional, digital, and hybrid startups within the same region can shed light
on the advantages and disadvantages of different business models in the retail industry.
Moreover, future research should investigate the impact of government policies and support
mechanisms on startup success and failure in the retail industry, identifying the most effective
approaches to foster a conducive environment for entrepreneurship.

By addressing these limitations and exploring future research directions, scholars can further
enrich the understanding of success and failure factors in startups within the retail industry,
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contributing to developing more robust strategies and policies to support the growth and
sustainability of startups in this sector.
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