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 This study aims to explain the role of Tri Hita Karana-based business strategies and digital mar-
keting strategies in improving sustainable business performance. The population of this study was 
traditional tai-weaving SMEs in Bali. The sample size was 195 managers of traditional tie weav-
ing SMEs with a purposive sampling method. The analysis technique used is Path Analysis using 
SEM-PLS. The results show that government and environmental orientation had a positive and 
significant effect on sustainable business performance, while digital orientation had no significant 
effect on sustainable business performance. Environmental orientation had a positive and signifi-
cant effect on Tri Hita Karana's business strategy, and environmental orientation had an insignif-
icant effect on digital marketing strategy. Furthermore, Tri Hita Karana's business and digital 
marketing strategies positively and significantly affected sustainable business performance. 
Therefore, it is essential for traditional tai-weaving SMEs in Bali to intensify the implementation 
of Tri Hita Karana and digital marketing strategies to improve sustainable business performance.   

© 2024 by the authors; licensee Growing Science, Canada. 

Keywords: 
Government role  
Environmental orientation  
Digital orientation  
Tri Hita Karana business strategy 
Digital marketing strategy  
Sustainable business performance 

 

 
 

 
 

1. Introduction 
 

 
A company's business strategy is a concept that evolves based on changes in the environment. In this way, the business strategy 
used by the company also changes Hanelt et al. (2021). One of the company's strategies, namely the marketing strategy used 
by companies in the digital era, is to digitize various types of businesses, including Small and Medium Enterprises (SMEs). 
The government targets 30 million digitized SMEs in Indonesia by 2024 (VoA Indonesia, 2022). Digitalization has also been 
adopted by SMEs in various Bali sectors, including traditional tie-weaving SMEs. Traditional tie-weaving SMEs are one of 
the leading business types in Bali Province. Digitalization is needed to improve the performance of SMEs' financial and non-
financial performance (Bouwman et al., 2019). Businesses, including SMEs, are encouraged to adopt digitalization as quickly 
as possible so as not to lose the competition, so digital orientation is very important for SMEs to improve performance (Ardito 
et al., 2021).  Apart from digitalization, traditional tie-weaving SME business actors should also remember the impact of 
environmental sustainability in running their businesses in the midst of the digital era (Low et al., 2022). Global concerns are 
growing about environmental issues, resulting in increased pressure on companies and high scrutiny from various stakeholders 
(George & Schillebeeck, 2022). In a positive response, companies are beginning to incorporate environmental issues in stra-
tegic planning (Zameer et al., 2022). Digital orientation and environmental orientation are not enough to influence sustaina-
bility business but the role of government to improve sustainability business by helping to develop business strategies that are 
in accordance with the digital era and natural environmental conditions (Ilyas et al., 2020; Zhang & Yousaf, 2020). The 
company's commitment to protecting the environment has become an important vision for companies to build sustainable 
corporate performance (Sarfraz et al., 2022). This has prompted many companies to implement green strategies and the 
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gradual evolution of corporate green strategies from defensive to active (Roome, 1992). Previous research focuses on analyz-
ing the driving forces of corporate green strategy evolution in the traditional economic ecosystem but often ignores the evo-
lution and driving mechanism of corporate green strategy in the digital technology ecosystem (He et al., 2023).  
 
The tie-weaving SMEs in Bali are closely related to local wisdom because the business actors of these tie-weaving SMEs are 
Balinese people themselves who hold the values of local wisdom. One of the well-known local wisdom concepts in Bali is 
the Tri Hita Karana (THK) concept (Prapnuwati & Putrawan, 2022). Tri Hita Karana is a concept to achieve harmony con-
sisting of three main concepts and creating a harmonious relationship with God called Parahyangan. Second, creating a har-
monious relationship with fellow humans is called Pawongan. Third, creating a harmonious relationship with the environment 
called Palemahan (Parmajaya, 2018). This Tri Hita Karana concept is appropriate when combined with a green marketing 
strategy. Previous research has not examined sustainable company performance associated with Tri Hita Karana-based busi-
ness strategies and marketing digitalization and influenced by the role of government, environmental orientation, and digital 
orientation. Sustainable business performance is the company's ability to reduce harmful emissions and increase green inno-
vation to maintain long-term competitive advantage (Haseeb et al., 2019). Many companies seek to identify and utilize green 
opportunities to achieve sustainable business performance (Fernando et al., 2019). Companies with a solid green orientation 
can consciously adopt green strategies (BenAfri et al., 2018). Therefore, green orientation or environmental orientation can 
make companies adopt strategies that pay attention to the environment. This study aims to test and explain the development 
of THK-based business strategy models and marketing digitalization for sustainability business of Traditional Tie-Weaving 
SMEs in Bali.  
 
The development of this model integrates the concept of green business strategy associated with local wisdom in Bali, namely 
Tri Hita Karana (THK), so as to produce a Tri Hita Karana Business Strategy with Digital Marketing Strategy to develop 
sustainable business performance. Research conducted (Fernando et al., 2019; Kraus et al., 2020) examines the link between 
green business strategies and sustainability business. In addition, research on sustainable business using the concept of digi-
talization has been carried out by previous researchers (Gil-Gomez et al., 2020; Borah et al., 2022). Research on previous 
environmental orientation has also been carried out to develop green business strategies, but the number still needs to grow 
(Papadas et al., 2019; Cao & Chen, 2019). Sustainable business frameworks in SMEs still need to be done by integrating the 
role of government, environmental orientation, digital orientation, green business strategy, and digital marketing. Based on 
the state of the art, this research aims to develop a model that integrates new concepts, namely Tri Hita Karana Business 
Strategy and Marketing Digitalization, to develop sustainable business performance in traditional tie weaving SMEs in Bali 
Province. This new model will be used to help improve sustainable business performance in traditional tie weaving SMEs in 
Bali Province.  
 
2. Literature review  

The sustainable business of traditional tie weaving SMEs in Bali needs to be maintained as they are heritage SMEs. The 
managers of these SMEs mostly inherit the business from their parents or in-laws or existing close relatives. Traditional tie 
weaving SMEs generally produce endek woven fabrics and songket woven fabrics. The Balinese Hindu Community predom-
inantly manages the management of this business, so its management is undoubtedly influenced by the values held by business 
people and craftsmen. Therefore, the importance of sustainable business performance is maintained so that it is maintained in 
the long term. One of the variables determining the sustainable business of this traditional tie weaving SME is the role of the 
government to empower and pay attention to this business so that it can continue to grow. The role of the government can be 
done more in various regulations or policies governing the production process and marketing of its products. In addition to 
the role of the government that determines the sustainable business of a business can be the strategic orientation owned by the 
businessman, namely environmental orientation and digital orientation. These three variables can certainly affect the imple-
mentation carried out by the SME. Business strategies related to sustainable business that previous researchers have generally 
studied are green strategies, namely strategies that pay attention to environmental factors. For this traditional tie weaving 
SME, it turns out that the business strategy carried out is a green strategy that has been developed. This is because the business 
strategy pays attention to environmental factors and community welfare factors and maintains harmony with the creator, 
namely God. This is what is called a Tri Hita Karana values-based business strategy. Furthermore, at the present time, the 
digital era is very massive; the traditional tie-weaving SMEs also adopt digital marketing strategies in order to expand their 
marketing areas and maintain the market sustainably towards sustainable business. The relationship between these variables 
can be described as follows, which is presented in Fig. 1. 
 
 

The role of government     
  THK business strategy   
Environmental orientation    Sustainable business 
  Digital marketing strategy   
Digital orientation     

 
Fig. 1. Research Conceptual Framework 

Research Hypothesis: 
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H1: The role of government has a positive and significant effect on sustainable business performance. 
H2: Environmental orientation has a positive and significant effect on sustainable business performance. 
H3: Digital orientation has a positive and significant effect on sustainable business performance. 
H4: The role of government has a positive and significant effect on Tri Hita Karana's business strategy. 
H5: Environmental orientation has a positive and significant effect on Tri Hita Karana's business strategy. 
H6: Environmental orientation has a positive and significant effect on digital marketing strategy. 
H7: Digital orientation has a positive and significant effect on digital marketing strategy. 
H8: Tri Hita Karana's business strategy has a positive and significant effect on sustainable business performance. 
H9: Digital marketing strategy has a positive and significant effect on sustainable business performance. 
 
3. Research Methods  

When viewed from the nature of the problem, this study uses a quantitative approach that examines the influence of the role 
of government, environmental orientation, and digital orientation on Tri Hita Karana-based business strategies, digital 
marketing strategies and sustainable business performance. This research was conducted on traditional tie weaving SMEs in 
Bali. The population of this study is all SMEs that have implemented Tri Hita Karana-based business strategies and digital 
marketing strategies in Bali. This study uses 39 indicators, so the sample size is determined based on the formula 39 indicators 
multiplied by 5, which means the sample size is 195 respondents.  
 
Variable indicators of government role variables, environmental orientation, digital orientation, Tri Hita Karana-based 
business strategies, digital marketing strategies and sustainable business performance are measured by the perceptions of the 
managers of tie weaving SMEs in Bali using a five-level Likert scale, namely from strongly disagree = 1, disagree = 2, 
moderately agree = 3, agree = 4, and strongly agree = 5. This study uses primary data, namely data obtained from filling out 
questionnaires by respondents, in this case, the managers of traditional tie weaving SMEs in Bali; data collection techniques 
are carried out by distributing questionnaires to managers of traditional tie weaving SMEs in Bali. 
 
The instruments used were tested for validity and reliability in order to measure what was intended to be measured and to 
know the consistency of the responses given by respondents. Testing the instrument's validity using Pearson's Product Moment 
correlation technique with a minimum limit of r = 0.3 (Sugiyono, 2019 p. 150). Instrument reliability testing is done by 
calculating the reliability coefficient of Cronbach's Alpha with a minimum limit of Alpha coefficient> 0.6 (Sekaran, 2003: 
312). The validity test results show the results of all variable indicators are valid because r count> 0.3, and the reliability test 
results also show the results of all variables are reliable, all variables Cronbach Alpha> 0.6. Furthermore, hypothesis testing 
was carried out using inferential analysis, namely using Structural Equation Modeling (SEM) with the Partial Least Square 
(PLS) approach with the SPSS 24.0 computer program. 
 
4. Results and Discussion 

4.1 Respondent characteristics 

The characteristics of respondents in this study are seen from gender, age, status, latest education, occupation, and income. 
The composition of the characteristics of the research respondents is presented in Table 1. 

Table 1 
Respondent Characteristics 
Variable       Classification Number Percentage (%) Variable Classification Number Percentage (%) 
Gender Male 75 38.46 Position Manager 70 35.90 
 Female 120 61.54  Staff 125 64.10 
 Total 195 100.00 Position Manager 70 35.90 
Age 20 - 30 20 10.26 Length of existence 2 – 5 tahun 20 10.26 
 >30 - 40 32 16.41  >5 – 10 tahun 80 41.02 
 >40 - 50 48 24.62  >10 tahun 95 48.72 
 >50 - 60 70 35.89  Total 195 100.00 
 >60 25 12.82     
 Total 195 100.00     
Education Level High School 160 82.05 Number of workers 5 - 10 55 28.20 
 Diploma 10 5.13  11 - 20 40 20.52 
 Bachelor 15 7.69  21 - 40 75 38.46 
 Postgraduate 10 5.13  41 - 100 25 12.82 
 Total 195 100.00  Total 195 100.00 
Source: Primary data processed, 2023 

Table 1 provides an overview of the profile of 195 respondents presented in general with several characteristics, including 
gender, age, education, position, number of workers, and length of establishment of the company. The characteristics of the 
respondents in this study can be described as follows. There are more female respondents than male respondents, namely 120 
women and 75 male respondents. The age range is from 20 years to 65 years, with the following distribution. Those aged 20 
- 30 years were 20 people, those aged > 30 - 40 years were 32 people, those aged > 40 - 50 years were 48 people, those aged 
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> 50 - 60 years were 70 people, and those aged > 60 years were 25 people. The education level of the respondents is as follows: 
160 high school graduates, 5 diploma graduates, 15 undergraduate graduates, and 10 postgraduate graduates. The respondents' 
positions were more owner and manager, 125 people, and manager, 70 people. The total workforce of the respondent SMEs 
is as follows: 55 SMEs with a workforce of 5-10 people, 40 SMEs with a workforce of 11-20 people, 75 SMEs with a 
workforce of 21-40 people, and 25 SMEs with a workforce of 41-100 people. Furthermore, the length of business 
establishment is 2 - 5 years for as many as 20 SMEs, > 5 - 10 years for as many as 80 SMEs, and > 10 years for as many as 
95 SMEs.  

4.2 PLS-SEM Analysis Results 

This study uses a two-stage approach to measure the model before it is used for hypothesis testing, aiming to verify the validity 
and reliability of a research model. First, by analyzing convergent validity, followed by analyzing discriminant validity. 

 
The results of the outer model 
 
Convergent Validity 
 

The outer model test is carried out to ensure that the research indicators are suitable for use as their role in measuring the 
research variables, so to see whether a model is valid to become the basis of research, three criteria must be met, namely: (1) 
all indicator loading must be above 0.65 (2) Composite Reliability (CR) must be above 0.8, and (3) Average Variance Ex-
tracted (AVE) for each construct must exceed 0.5. 

 
Table 2 
Model Size Results 
Construct Indicator Outer Loading Composite Reliability Average Variance 

Extracted (AVE) 
The role of government  
 (X1) 

X1.1 0.633 0.880 0.552 
X1.2 0.749   
X1.3 0.774   
X1.4 0.784   
X1.5 0.817   
X1.6 0.683   

Environmental orientation  
 (X2) 

X2.1 0.713 0.934 0.703 
X2.2 0.778   
X2.3 0.878   
X2.4 0.895   
X2.5 0.874   
X2.6 0.876   

Digital Orientation  
 (X3) 

X3.1 0.815 0.921 0.595 
X3.2 0.731   
X3.3 0.746   
X3.4 0.712   
X3.5 0.697   

 X3.6 0.754   
 X3.7 0.839   
 X 3.8 0.859   
Tri Hita Karana Business Strategy  
 (Y1) 

Y1.1 0.666 0.943 0.651 
Y1.2 0.768   
Y1.3 0.794   
Y1.4 0.852   
Y1.5 0.839   
Y1.6 0.787   
Y1.7 0.837   
Y1.8 0.834   
Y1.9 0.866   

Digital Marketing Strategy  
 (Y2) 

Y2.1 0.854 0.911 0.673 
Y2.2 0.831   
Y2.3 0.717   
Y2.4 0.817   
Y2.5 0.873   

Sustainable Business 
Performance  
 (Y3) 

Y3.1 0.802 0.931 0.729 
Y3.2 0.888   
Y3.3 0.852   
Y3.4 0.854   
Y3.5 0.871   

Source: data processed, 2023 
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Based on Table 2, it shows that all outer loading indicators have a value above 0.6 with a range between 0.633 to 0.895, 
meaning that they are at the recommended limit, then the Composite Reliability (CR) value is in the range between 0.880 to 
0.943, all of which are above 0.8, meaning that all constructs formed have good consistency as a research model, the third is 
the Average Variance Extracted (AVE) value where all of them are above 0.5, namely with a range from 0.552 to 0.729 so it 
can be concluded that the research model in this study has good validity. 

Discriminant Validity  
 
To evaluate discriminant validity, a research model is advised to ensure that the root value of a latent variable's Average 
Variance Extracted (√AVE) must be greater. 
 
 Table 3 
Correlation between Latent Variables 

Construct  GR      EO    DO                 THKBS   DMS    SBP 
Government role 1.000 0.214 0.100 0.375 0.297 0.396 
Environmental orientation 0.214 1.000 0.202 0.534 0.219 0.537 
Digital orientation 0.100 0.202 1.000 0.163 0.497 0.366 
Tri Hita Karana's business strategy 0.375 0.534 0.163 1.000 0.277 0.581 
Digital marketing strategy 0.297 0.219 0.497 0.277 1.000 0.516 
Sustainable business performance 0.396 0.537 0.366 0.581 0.516 1.000 

Description : 

GR : Government role 
EO : Environmental orientation 
DO : Digital orientation 
SHKBS : Tri Hita Karana's business strategy 
DMS : Digital marketing strategy 
SBP : Sustainable business performance 

 
Table 4 
AVE root value 

Construct Average Variance Extracted (AVE) root AVE 
Government role 0.552 0.743 
Environmental orientation 0.703 0.838 
Digital orientation 0.595 0.771 
Tri Hita Karana's business strategy 0.651 0.807 
Digital marketing strategy 0.673 0.820 
Sustainable business performance 0.729 0.854 

 
Discriminant validity is considered good if the root AVE (√AVE) value in Table 4 is greater than 0.5. The research model 
proposed in this study can be considered good, with the smallest √AVE value of 0.743. 

 
Inner Model  test 
 

The structural model focuses on the hypothesized relationship or path between latent variables. The results of testing the inner 
model can be seen in Fig. 2.  

 

 
Fig. 2. Structural Model (inner model) 
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The structural model was evaluated using the R-square for the dependent construct and the t-test and the significance of the 
structural path parameter coefficients.  

Coefficient of Determination (R2)  
 

In this study, a bootstrap will be carried out, producing two structural model measurements, namely, t-test value and R2, which 
will be interpreted the same as multiple regression analysis in general. The predictive power of a research model can be seen 
by looking at the R2 value generated by the bootstrap process; Table 5. will present the R2 value for each exogenous variable 
contained in the model.  

Table 5 
Coefficient of Determination 

Construct R2 
Tri Hita Karana Business Strategy 0.356 
Digital Marketing Strategy 0.262 
Sustainable business performance  0.553 

Note: Only endogenous (dependent) variables have an R2 value 
Source: Primary data processed, 2023 
 
Based on Table 5, it can be explained that the highest R2 value is found in the sustainable business performance variable of 
0.553 which means that as much as 55.3% of the sustainable business performance variable can be explained by the constructs 
contained in the model, namely the role of government, environmental orientation, digital orientation, Tri Hita Karana 
business strategy, digital marketing strategy while the lowest value is found in the digital marketing strategy variable with 
0.262 which means that 26.2% of the digital marketing strategy variable can be explained by the constructs that affect the 
variable, namely environmental orientation and digital orientation. From the examination of the R2 value, the predictive ability 
of this research model is quite good, as seen from all variables that have an R2 value close to 50% or above 50%.  

 
Hypothesis Test  

The significance of the estimated parameters provides very useful information about the relationship between the research 
variables. The basis used in testing the hypothesis is the value contained in the path coefficients output presented in Table 6 
and also in Fig. 3.  

Table 6 
Path Coefficient 
Hypothesis   Correlation between Variables  Path Coef.  t-statistic  p-values  Information  
H1 The role of Government sustainable business performance 0.134 2.093 0.037 Accepted 
H2 Environmental orientationsustainable business performance 0.269 4.283 0.000 Accepted 
H3 Digital orientation  sustainable business performance 0.111 1.576 0.116 Rejected 
H4 Government role  Tri Hita Karana business strategy 0.273 4.771 0.000 Accepted 
H5 Environmental orientation  Tri Hita Karana business strategy 0.475 6.509 0.000 Accepted 
H6 Environmental orientation  digital marketing strategy 0.124 1.783 0.075 Rejected 
H7 Digital orientation  digital marketing strategy 0.472 4.949 0.000 Accepted 
H8 Tri Hita Karana business strategy  sustainable business performance 0.291 4.384 0.000 Accepted 
H9 Digital marketing strategysustainable business performance 0.281 3.946 0.000 Accepted 
Source: Data processing, 2023  

 
 

Fig. 3. Structural Model 
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Hypothesis testing is done using t-statistics and looking at the p-value. If the p-value ≤ 0.05, the hypothesis is accepted. Based 
on Table 6, it can be explained that the role of government on sustainable business performance has a t-statistic value of 2.093 
with a p-value of 0.037 ≤ 0.05, so H1 is accepted. This means that the higher the role of government, the higher the sustainable 
business performance. Environmental orientation on sustainable business performance has a t-statistic value of 4.283 with a 
p-value of 0.000 ≤ 0.05, so H2 is accepted. This means that the higher the environmental orientation, the higher the sustainable 
business performance. Digital orientation on sustainable business performance has a t-statistic value of 1.575 with a p-value 
of 0.116> 0.05, so H3 is rejected. This means that digital orientation does not affect sustainable business performance. The 
role of government in Tri Hita Karana-based business strategy has a t-statistic value of 4.771 with a p-value of 0.000 ≤ 0.05, 
so H4 is accepted. This means that the higher the role of the government, the better the THK-based business strategy. 
Environmental orientation towards Tri Hita Karana-based business strategy has a t-statistic value of 6.509 with a p-value of 
0.000 ≤ 0.05, so H5 is accepted. This means that the higher the environmental orientation, the better the Tri Hita Karana-
based business strategy. Environmental orientation on digital marketing strategy has a t-statistic of 1.783 with a p-value of 
0.075, so H6 is rejected, meaning that environmental orientation does not affect digital marketing strategy. Digital orientation 
on digital marketing strategy has a t-statistic value of 4.949 with a p-value of 0.000 ≤ 0.05, so H7 is accepted. This means the 
higher the digital orientation, the better the digital marketing strategy. Tri Hita Karana-based business strategy affects 
sustainable business performance with a t-statistic value of 4.384 with a p-value of 0.000 ≤ 0.05, so H8 is accepted. Digital 
marketing strategy affects sustainable business performance with a t-statistic value of 3.946 with a p-value of 0.000 ≤ 0.05, 
so H9 is accepted.  
 
 5. Discussion  
 
5.1 Influence of Government Role on Sustainable Business Performance 

 
Based on the analysis of the effect of government roles on sustainable business performance, the beta coefficient value is 
0.134 with a significance level of 0.037 ≤ 0.05, which means Ho is rejected and H1 is accepted. These results mean that the 
government role variable positively and significantly affects the sustainable business performance of traditional tie weaving 
SMEs in Bali. This means that the higher the role of government in supporting or empowering traditional tie weaving SMEs, 
which is indicated by variable indicators of government-issued regulations on the importance of environmental preservation, 
government-issued regulations on the green economy, government support on sustainable environmental development, 
government provides training on business digitization; Government develops information and communication based on 
information technology; government issued regulations on occupational health and safety, then able to improve sustainable 
business performance. The results of this study also strengthen the results of previous research conducted by Aslam et al. 
(2023), which states that the role of government plays a vital role in improving sustainable business performance. Similar 
results have also been obtained previously by Almatrooshi et al. (2018), which state that the role of government is to improve 
sustainable business performance. The results of this study are also reinforced by the results of research by Sulaksana (2014) 
and Bauer et al. (2018), who found that the government role variable has a positive and significant influence on the sustainable 
business performance variable. 

 
5.2 The Effect of Environmental Orientation on Sustainable Business Performance 

Based on the analysis of the effect of environmental orientation on sustainable business performance, the beta coefficient 
value is 0.269 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected and H1 is accepted. These results mean 
that the environmental orientation variable positively and significantly affects sustainable business performance. So, the 
higher the environmental orientation owned by traditional tie weaving SMEs in Bali as indicated by the indicators of 
environmental orientation variables owned by traditional tie weaving SMEs in Bali, namely the indicators: communicating a 
mission statement about the importance of protecting the environment, committing to participate in controlling air pollution, 
communicating to employees about the importance of protecting the natural environment; always evaluate the environmental 
impact of operational decisions taken; managed oriented to occupational health; and managed oriented to occupational safety, 
it can improve sustainable business performance. This study also strengthens the results of previous research conducted by 
Ismail (2023), which states that environmental orientation variables have a positive and significant effect on sustainable 
business performance. The results of this study are reinforced by the research of Akomea et al. (2022), Souto (2022), and 
Danso et al. (2022), who found the results of environmental orientation variables have a positive and significant effect on 
sustainable business performance that it can be concluded that high environmental orientation has a positive and significant 
influence on sustainable business performance. 

 
5.3 The Effect of Digital Orientation on Sustainable Business Performance 

Based on the results of the analysis of the effect of digital orientation on sustainable business performance, the beta coefficient 
value is 0.111 with a significance level of 0.116> 0.05, which means Ho is accepted, and H1 is rejected. These results mean 
that digital orientation has no effect on sustainable business performance. This means that digital orientation, as indicated by 
indicators, using digital Technology to understand consumers, selling products through digital channels, and using digital 
channels to provide consumer services. Technology makes or connects consumers with operational processes in a new way 
and has an integrated view of consumer information. Companies use analysis to make operational decisions and use digital 
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Technology to add value to consumer services. Companies have new business models based on digital Technology, unable to 
influence sustainable business performance.  The results of this study contradict the results of previous research conducted by 
Acciarini et al. (2022) about digital orientation being able to improve sustainable business performance. After conducting in-
depth interviews with several respondents, the following explanation was obtained. These results are also reinforced by the 
results of research by Alerasoul et al. (2022), Gomez-Trujillo and Gonzalez-Perez (2022), Chavez et al. (2023), Ismail (2023), 
Shah et al. (2023), found that digital orientation has no effect on sustainable business performance.  
 
5.4 The Influence of Government Role on Tri Hita Karana Business Strategy  

Based on the results of the analysis of the role of government in Tri Hita Karana's business strategy, the beta coefficient value 
is 0.273 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected, and H1 is accepted. These results mean that 
the role of government has a positive and significant effect on Tri Hita Karana's business strategy. This means that the higher 
the role of the government as indicated by the variable indicators of the role of the government in supporting the sustainability 
of traditional tie weaving SMEs in Bali, namely the indicators: the government issues regulations on the importance of 
environmental preservation; the government issues regulations on the green economy; the government supports sustainable 
environmental development; the government provides training on business digitization; the government develops information 
and communication based on information technology; The government issues regulations on occupational health and safety, 
then it is able to improve the implementation of the Tri Hita Karana business strategy. This study also strengthens the results 
of previous research conducted by Wiryanata (2022) on the role of government in encouraging the use of Tri Hita Karana 
business strategies. Furthermore, Aslam et al. (2023), examining the effect of the role of government on business strategy, 
also found the same results, namely that the role of government has a positive and significant effect on business strategy. It 
can be concluded that the role of government has a positive and significant influence on business strategy; this means that 
with the higher role of government in supporting the sustainability of traditional tie weaving SME business in Bali, it is able 
to improve business strategy by running Tri Hita Karana business strategy. 
 
5.5 The Effect of Environmental Orientation on THK Business Strategy 

Based on the results of the analysis of the effect of environmental orientation on THK business strategy, the beta coefficient 
value is 0.475 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected and H1 is accepted. These results mean 
that the environmental orientation variable positively and significantly affects the Tri Hita Karana business strategy of 
traditional tie weaving SMEs in Bali. This means that the higher the environmental orientation shown by the indicators of 
environmental orientation variables of traditional tie weaving SMEs in Bali, namely the indicators: communicating a mission 
statement about the importance of protecting the environment, committing to participate in controlling air pollution, 
communicating to employees about the importance of protecting the natural environment; always evaluate the environmental 
impact of operational decisions taken; managed oriented to occupational health; and the Company is managed oriented to 
occupational safety, then able to improve the implementation of Tri Hita Karana business strategy is getting better. This study 
also strengthens the results of previous research conducted by (Sukaatmadja, 2020), which states that environmental 
orientation plays an important role in improving Tri Hita Karana's business strategy. Similar results have also been obtained 
by Zameer et al. (2022), which states that a high environmental orientation is able to improve Tri Hita Karana's business 
strategy. The results of this study are also reinforced by the results of research from Giantari and Sukaatmadja (2021) and 
Frare and Beuren (2022), who found that environmental orientation variables have a positive and significant influence on 
green business strategy variables similar to the Tri Hita Karana business strategy. 

  
5.6 The Effect of Environmental Orientation on Digital Marketing Strategy 

Based on the analysis of the effect of environmental orientation on digital marketing strategies, the beta coefficient value is 
0.124 with a significance level of 0.075> 0.05, which means Ho is accepted and H1 is rejected. These results mean that the 
environmental orientation variable has a positive and insignificant effect on the digital marketing strategy of traditional tie 
weaving SMEs in Bali. This means that environmental orientation is shown by variable indicators communicating mission 
statements about the importance of protecting the environment, committing to participate in controlling air pollution, 
communicating to employees about the importance of protecting the natural environment, always evaluating the 
environmental impact of operational decisions taken; oriented to occupational health; and managed oriented to occupational 
safety is not able to improve the implementation of digital marketing strategies.  The results of this study contradict the results 
of previous research conducted by Medrano et al. (2020), which states that environmental orientation plays an important role 
in improving digital marketing strategies. The results of this study are also reinforced by the results of research from 
Sukaatmadja (2020), which found that environmental orientation variables have a positive and significant influence on digital 
marketing strategy variables. 

 
5.7 The Effect of Digital Orientation on Digital Marketing Strategy 

Based on the results of the analysis of the effect of digital orientation on digital marketing strategies, the beta coefficient value 
is 0.472 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected and H1 is accepted. These results mean that the 
digital orientation variable positively and significantly affects the digital marketing strategy of traditional tie weaving SMEs 
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in Bali. This means that the higher the digital orientation indicated by using digital Technology to understand consumers, 
selling products through digital channels, using digital provide consumer services, Technology makes or connects consumers 
with operational processes in a new way, has an integrated view of consumer information; uses analysis to make operational 
decisions; uses digital Technology to add value to services to consumers; has a new business model based on digital 
Technology, it is able to improve digital marketing strategies. This study also strengthens the results of previous research 
conducted by Shah et al. (2023), which states that digital orientation plays an important role in improving digital marketing 
strategies. Dabas et al. (2021) have also obtained similar results, who state that high digital orientation can improve digital 
marketing strategies. The results of this study are also reinforced by the results of research from Katsikeas et al. (2020), Diaz 
et al. (2022), and You and Brahmana (2023), who found that the digital orientation variable has a positive and significant 
influence on the digital marketing strategy variable. 

5.8 The Effect of Tri Hita Karana Business Strategy on Sustainable Business Performance 

Based on the results of the analysis of the effect of Tri Hita Karana's business strategy on sustainable business performance, 
the beta coefficient value is 0.291 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected, and H1 is accepted. 
These results mean that the Tri Hita Karana business strategy variable positively and significantly affects the sustainable 
business performance of traditional tie weaving SMEs in Bali. This means that the higher the implementation of the Tri Hita 
Karana business strategy as indicated by variable indicators allowing employees to perform religious ceremonies, setting aside 
profits for medana punia / donation, participate in religious ceremonies in the temple, always using local labor, providing 
sufficient welfare for employees, providing assistance to the surrounding community, always trying to use raw materials that 
do not pollute the environment, using shopping bags that can be recycled, using coloring materials that do not pollute the 
environment, then able to improve the sustainable business performance of traditional tie weaving SMEs in Bali. This study 
also strengthens the results of previous research conducted by Budiasih and Purnamawati, 2022, which states that the Tri Hita 
Karana business strategy plays an important role in improving sustainable business performance. Similar results have also 
been obtained by Pranata et al. (2017) and Reditiasari et al. (2023), which state that a good business strategy is able to improve 
sustainable business performance. The results of this study are also reinforced by the results of research from Riana et al. 
(2011), Dewi and Biyantari (2017), Raharja and Mahyuni (2021), Barbosa et al. (2021), which found that the business strategy 
variable has a positive and significant effect on the sustainable business performance variable. 

5.9 The Effect of Digital Marketing Strategy on Sustainable Business Performance 

Based on the results of the analysis of the effect of digital marketing strategies on sustainable business performance, the beta 
coefficient value is 0.281 with a significance level of 0.000 ≤ 0.05, which means Ho is rejected and H1 is accepted. These 
results mean that the digital marketing strategy variable positively and significantly affects sustainable business performance 
in Bali. This means that our company's better digital marketing strategy always uses social media in marketing products. Our 
company always makes video marketing. Our company creates a customer database for communication via email. Our 
company uses search engine optimization. Our company tries to have a marketing website, then it can improve sustainable 
business performance. The results of this study also strengthen the results of previous research conducted by Wang (2020); 
Chaves et al. (2022), Giantari et al. (2022; Muna et al. (2022); Shah et al. (2023); Hu et al. (2023), which state that digital 
marketing strategies play an important role in improving sustainable business performance.  

6. Research Implications  

The results in this study generally provide meaning that the theory of CSR from Elkinton, which states that to achieve 
sustainable business, one should pay attention to three elements, namely Profit, People, and Planet (3 P), and the results of 
this study modify the concept of Tri Hita Karana based on three elements as well, namely Parahyangan, pawing, and 
palemahan. The relationship between CSR theory and the concept of Tri Hita Karana, when examined two elements are almost 
the same, namely: people are the pawongan of Tri Hita Karana, the planet of CSR theory is the same as the palemahan of the 
Tri Hita Karana concept. What is different is that parahyangan from the Tri Hita Karana concept concerns the relationship 
between business managers and God. So the novelty of this research is that in carrying out a business strategy (green business 
strategy can be based on the values in the Tri Hita Karana concept). Furthermore, because the current era is the digital age, 
the Company must also pay attention to digital developments as a global environmental orientation. Both orientations, namely 
environmental orientation and digital orientation, bring the Company towards sustainable business in the future. All of this 
also needs to be supported by the government, whose role is to empower SMEs. Acceptance of the hypothesis reveals several 
managerial implications, especially for traditional tie-weaving SMEs striving for sustainable business performance. First of 
all, developing environmental orientation becomes increasingly very high. Likewise, to continue to improve digital orientation 
is also continuously improved, which has an impact on the achievement of sustainable business performance. Furthermore, 
traditional tie weaving SMEs are also getting higher to implement Tri Hita Karana-based and digital marketing strategies, so 
sustainable business performance is also getting higher. The research results provide empirical evidence and consideration for 
business people in traditional tie weaving SMEs in formulating and building business strategies to improve their sustainable 
business performance.   
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7. Research Limitations   

This study has limitations in several ways that can be considered by future researchers to provide better research results. The 
limitations are as follows: 1) This study only tested the mediation of Tri Hita Karana-based business strategies and digital 
marketing strategies, then there are still other variables that are thought to mediate the influence of government roles, 
environmental orientation, and digital orientation on sustainable business performance, such as business strategies based on 
other local wisdom values. 2) This research only has a focus on traditional tie weaving SMEs; it would be better if research 
was carried out in other sectors, such as superior products produced by SMEs engaged in Bali.  

 
8. Conclusion  
 
Based on the results of the research, discussion and interpretation described in the previous chapter, with reference to several 
theories and results of previous studies, the following conclusions can be drawn. 
 

1. The role of government has a positive and significant effect on the sustainable business performance of traditional 
tie-weaving SMEs in Bali, meaning that the higher the role of government, the more sustainable business perfor-
mance of traditional tie-weaving SMEs in Bali will increase.   

2. Environmental orientation has a positive and significant effect on sustainable business performance, meaning that 
the more environmental orientation increases, the sustainable business performance of traditional tie weaving SMEs 
in Bali will also increase.  

3. Digital orientation has a positive and insignificant effect on sustainable business performance, meaning that digital 
orientation is not able to influence the sustainable business performance of traditional weaving SMEs in Bali.  

4. The role of the government has a positive and significant effect on the Tri Hita Karana business strategy of traditional 
tie weaving SMEs in Bali, meaning that the higher the role of the government, the better the implementation of the 
Tri Hita Karana business strategy of traditional tie weaving SMEs in Bali. 

5. Environmental orientation has a positive and significant effect on the Tri Hita Karana business strategy of traditional 
tie weaving SMEs in Bali, meaning that the higher the environmental orientation, the better the implementation of 
the Tri Hita Karana business strategy of traditional tie weaving SMEs in Bali. 

6. Environmental orientation has a positive and insignificant effect on the digital marketing strategy of traditional tie 
weaving SMEs in Bali, meaning that environmental orientation is not able to influence the implementation of digital 
marketing strategies of traditional tie weaving SMEs in Bali. 

7. Digital orientation has a positive and significant effect on the digital marketing strategy of traditional tie weaving 
SMEs in Bali, meaning that the higher the digital orientation, the better the implementation of digital marketing 
strategies of traditional tie weaving SMEs in Bali. 

8. Tri Hita Karana's business strategy has a positive and significant effect on the sustainable business performance of 
traditional weaving SMEs in Bali, meaning that the better the implementation of Tri Hita Karana's business strategy, 
the better the sustainable business performance of traditional weaving SMEs in Bali. 

9. Digital marketing strategy has a positive and significant effect on the sustainable business performance of traditional 
tie weaving SMEs in Bali, meaning that the better the implementation of digital marketing strategies, the more sus-
tainable business performance of traditional tie weaving SMEs in Bali. 
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