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Abstrak

Di era New Normal Indonesia, kreativitas merupakan aspek penting bagi bisnis. Penelitian sebelumnya
mengemukakan adanya hubungan antara dukungan tim, persepsi individu, intensitas inovasi tim dan perusahaan
pada mahasiswa yang sudah memasuki dunia kerja. Penelitian ini membahas pengaruh persepsi individu, persepsi
dukungan tim terhadap intensitas inovasi bisnis jasa yang dimediasi oleh intensitas inovasi tim. Pengumpulan data
dilakukan dengan menyebarkan kuesioner secara daring kepada 204 karyawan yang bekerja pada usaha jasa industri
kreatif di Indonesia. Hasil penelitian menemukan bahwa persepsi keterampilan kreativitas individu berpengaruh
positif terhadap persepsi dukungan tim terhadap inovasi, dan persepsi dukungan tim terhadap inovasi berpengaruh
positif terhadap intensitas inovasi perusahaan. Selanjutnya, hubungan antara persepsi dukungan tim untuk inovasi
dan intensitas inovasi perusahaan kewirausahaan sebagian dimediasi oleh intensitas inovasi tim.

Kata kunci: intensitas inovasi, inovasi tim, persepsi dukungan tim, wirausaha perusahaan, persepsi
keterampilan kreativitas individu, industri kreatif, dan usaha jasa

Abstract

In Indonesia’s New Normal era, creativity is an important aspect for businesses. Previous research suggests the
relationship between team support, individual perceptions, the intensity of team and company innovation on students
who have entered the world of work. This study explores the effect of individual perceptions, perceptions of team
support on the intensity of service business innovation which is mediated by the intensity of team innovation. Data
collection was carried out by distributing online questionnaires to 204 employees who work in creative industry
service businesses in Indonesia. The study found that perception of individual creativity skills had a positive effect
on perceptions of team support for innovation, and perceptions of team support for innovation had a positive effect
on the intensity of company innovation. Furthermore, the relationship between perceptions of team support for
innovation and entrepreneurial firm innovation intensity is partially mediated by team innovation intensity.
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1. Introduction and continuous improvement of their products or
services. Currently, the success of a business depends
on entrepreneurs who can find the most creative
solutions  to  pressing  problems, therefore
entrepreneurship requires ideas that have not been
thought of by others before, an idea that is creative and
innovative [1]. To cope with a rapidly changing and
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In today's knowledge-driven economy, maximizing
innovation has become a top priority in every company.
With the high intensity of innovation, companies can
have a competitive advantage through differentiation



increasingly competitive environment, adaptability,
flexibility, risk-taking, productivity, aggressiveness,
and innovation are the most needed, in other words,
entrepreneurship [2]. In addition, innovation is also a
prerequisite for economic development in a company,
especially in developing countries, where innovation is
an important factor for the transition to development
[3]. The more companies look for ways to increase
creativity and efficiency in their employees, the more
competitive advantage can be achieved [4]. In the
workplace, creativity and innovation are processes,
outcomes, and products of efforts to develop and
introduce new and better ways of doing work start from
forming an idea until those ideas and innovations
become better procedures, practices, or products are
being implemented [5].

Based on data from the Global Innovation Index (GII)
in 2020, Indonesia is ranked 85th among 131
economies worldwide, where for 3 consecutive years,
the Indonesian state has not increased and remains as
85™ [6]. Data on creative industry innovation shows
that Indonesia has not been included in the group of
advanced industrial countries in the world because
there are still many problems in developing the national
industry, one of which is the low number of business
actors in the creative industry sector [7]. Based on data
from Bekraf and the Central Statistics Agency,
Indonesia's creative industry still faces serious
challenges in finance, around 92.4% of industry players
did not receive outside funding in 2017 [8]. Therefore,
the creative industry in Indonesia is constantly required
to increase the level of innovation to increase the added
value of products and make a significant contribution
to the national economy. Based on data from The World
Bank (2019), service companies in Indonesia also have
a small contribution (44.2%) to the value of world
Gross Domestic Product (GDP) [9]. Companies that
compete in the creative industry face a market
characterized by diverse and changing customer tastes,
so the ability to develop innovations is not only to be
achieved but also to maintain a competitive advantage
in the sector [10]. For service companies in the creative
industry to survive, firm innovation intensity is highly
important.

In the creative industry, entrepreneurship plays a role
in encouraging innovation, intellectual property
protection, and dynamic market competition so that it
can benefit economic revival and development [11]. In
addition, personal ideas, talents, experience, and work
are important for this industry [12]. The success of
entrepreneurship in the creative sector is also greatly
influenced by the company's creative performance
which refers to innovative results in the form of
products, services, and processes and procedures [13].
With market dominance that has begun to move from
products to services [14], service companies in this

industry are in a very competitive and changing
environment, therefore a creative and innovative
workforce is needed to provide high-quality services
[15]. The main challenge in the service business is the
problem between personalization and service
standardization, which is fundamental to service
innovation provided [16].

Although several studies concur that creativity is one
of the main contributors to organizational innovation
and competitive advantage in a dynamic environment
[4], [17], [18], however research gap still exist on the
contribution aspects of the individual’s creativity.
Creative individual workers with the ability to see
solutions that others cannot see are needed in a
company or business [19]. In addition, creative workers
can also facilitate the process of creating value in
products or services in the creative sector, more things
like knowledge, intelligence, and creativity embedded
in creative employees can be considered as the
company’s intellectual capital [20] When -creative
employees have access to the right conditions,
opportunities, and environment, they will generate and
encourage new product and service innovations [21],
[22]. When individuals show creativity and innovation,
they can complete their tasks better, thereby increasing
organizational performance and competitive advantage
in an uncertain environment [23], the higher the
individual's ability to generate ideas, the more it will
contribute to the group and organizational innovation
[24]. In the context of the creative industry, teams are
very much used in the innovation process, with their
capacity to produce new solutions quicker, teams can
adapt to changing customer tastes and market
conditions [10]. For this reason, each team member
who can contribute through sequential interactions and
is willing to accept change can work as a genuine team.

While most service innovation studies has been carried
out in developed market where the service sector has
been dominant for decades, this study focuses on
emerging markets such as Indonesia that are still going
through various stages of economic growth. In addition,
a working framework regarding the unique challenges
faced by creative businesses also need to be established
[25]. Therefore, this study attempts to analyze the
important creative actors themselves within developing
small-business and micro-businesses looking at the
perceptions of individual creativity skills and
perceptions of team support for innovation against
entrepreneurial innovation intensity mediated by team
innovation intensity in the creative service business in
Indonesia.

2. Literature Review

2.1 Perceptions of Individual Creativity Skills
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Creativity is a behavior of personal characteristics,
cognitive abilities, and social environment with the
ability to generate new and appropriate ideas.
Creativity is defined in the Oxford dictionary as "the
use of imagination or skills to create something new"
and creating something brilliant is said as “the fuel" for
innovation [19]. Individual creativity arises when
individuals collect and process job information in
generating new ideas [26]. Employee involvement in
the creative process starts from identifying problems,
building hypotheses, exchanging ideas with others, and
challenging the status quo that can produce new and
useful solutions or ideas. In this case, individuals need
to focus not only on the novelty of ideas but also on the
usefulness of the resulting ideas so that individuals tend
to distinguish which new ideas are useful for solving
problems [26]. Terms related to perception include
attitudes, conceptions, implicit theories, and views, in
this case, the perception of individual creative skills as
the belief in individual creativity and individual beliefs
in thinking about new and useful ideas [27].

2.2 Perceptions of Team Support for Innovation

Team support is the support that comes from a group of
individuals who depend on each other in carrying out
their duties and are responsible for the results they get,
wherewith team support, will encourage cooperation,
synergy, and increase the efficiency of each member in
the team. take advantage of each other's strengths [28].
Perceptions of team support for innovation refer to the
degree to which team members co-allocate resources in
development, encourage the expression of new ideas,
spend time developing creative ideas and take action to
implement those ideas [29]. Support for innovation is
"hope, approval and practical support of efforts to
introduce new, better ways of doing things in the work
environment" [30]. With support in the form of
freedom to make decisions, freedom to direct attention,
and the urge to take risks, the ability of individuals who
pursue innovation can be generated [31].

Innovation is more likely to occur in groups when
members have decided to be innovative with
consequent support for innovation, therefore,
innovation support in teams plays an important role in
promoting innovation in teamwork with the feeling that
their creative ideas are encouraged and expected [29].
Individual and team creativity provides important
support in innovation, without creative ideas, no
innovation can be applied [32], [33]. The success of a
new product or innovation in a team starts from the
creativity of each team member [34], [35]. When team
members learn from different perspectives in a
supportive and reflective team, team members are more
likely to engage in elaborating information to produce
creative results [36]. The higher the perceptions of
individual creative skills, the higher the perceptions of
team support for innovation in a company, therefore
this study hypothesizes:

Hypothesis 1: There will be a positive and significant
relationship between perceptions of individual
creativity and perceptions of team support for
innovation.

2.3. Team Innovation Intensity

Team innovation intensity is conceptualized in
four dimensions, namely the ratings of the magnitude,
radicalness, novelty, and the impact of innovation
performance produced by the team [37]. Team
innovation refers to the application of new ideas in the
creativity and innovation implementation stages, where
team members need to take each other's perspectives
together for a more comprehensive evaluation so that
the team can identify useful alternative ideas and
discard ideas that seem wuseless. Intensity means
something that is very concentrated or something that
has a high level of strength, so that the intensity of
innovation means creating new knowledge by
increasing the level of "input" for innovation [38].
Team innovation is the team's ability to generate new
and creative ideas and the team's ability to implement
these ideas [39]. Team innovation involves developing
creative solutions, products, or services that are
practical and sensible so that if a problem occurs within
the team, this does not interfere with team performance
in the given innovation tasks [40].

2.4. Entrepreneurial Firm Innovation Intensity

Entrepreneurial firm innovation intensity is
conceptualized as the ability to transform innovative
inputs into innovative outputs [41]. High intensity of
innovation shows that companies invest heavily in
innovation and reflect the organizational commitment
to developing new products and services, they tend to
appreciate the potential of new ideas and divert work
efforts to implement the result of creative ideas [42],
[43]. Several studies mention the intensity of company
innovation in two types, in-house intensity, and out-
source intensity, where in-house intensity, innovation
refers to spending on internal innovation while in out-
source intensity, innovation refers to spending on
external innovation [44]. A greater level of
entrepreneurship will result in greater growth and
innovation [45]. From a process perspective,
innovation requires two aspects, namely corporate
technology innovation and the introduction of new
products and services so that the extent to which
entrepreneurial companies can develop and bring new
products and services to the market based on these
opportunities will be the indicators of basic success
[46].

In innovating, the team is often at the core of
innovation because the team is responsible for
improving new or existing ideas while dealing with
unpredictable problems [47], so that in its routine
factors, innovation requires team members to be open
to new ideas and ways of acting [48]. Innovative teams
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with high support in sharing and implementing new
ideas, participatory decision making, and support for
innovation can generate higher innovation power and
effectiveness [49]. On the other hand, if the team
constantly ignores or rejects new ideas or is in a state
of a low level of support for innovation, all forms of
novelty and innovation will be hindered [29]. Support
for innovation plays an important role in promoting
innovation in teams and generating innovation for
companies [27], [29], [43], [50], [51], therefore this
study hypothesizes:

Hypothesis 2: There will be a positive and significant
relationship between perceptions of team support for
innovation and entrepreneurial firm innovation
intensity.

Companies with high innovation intensity will
encourage efforts to implement creative ideas that
result from strengthening creativity in teams [43]. If
team members are not in a supportive environment and
the team does not support collaborative interaction
between members, then the full potential for producing
good performance is not realized [52]. Conversely, if
the team cohesiveness becomes stronger in innovating,
the atmosphere of organizational innovation will be
more harmonious [53]. The higher the level of
innovation, the higher the revenue and profit growth for
the innovator firms [19], [43], [46], [54]. In previous
studies, innovation intensity is a mediating variable in
the relationship between company performance [27],
[55]. Therefore, therefore this study hypothesizes:

Hypothesis 3: The relationship between perceptions of
team support for innovation and entrepreneurial firm
innovation in- tensity is mediated by team innovation
intensity.

Perceptions of
Individual
Creativity Skills

Hi Team Innovation
1 Intensity 1
H3 / ’ +H3
/ v
; \
Perceptions of |/ | Entrepreneurial
Team Support for Firm Innovation
Innovation H2 Intensity

Figure 1 Proposed Model

3. Methodology

3.1 Data Collection

The sample is comprised of employees that are
working in service based companies in Indonesia’s
creative industry. There are 204 respondents that
completed the online questionnaire. Of the total
sample, 158 questionnaires were usable for the
purpose of this analysis. From the data collected, the
length of time of employees have worked in their

current firms are 41,7% less than a year; 28,9% 1-3
years; 15,2% 3-5 years and 14,2% > 5 years. The
number of people in a team were reported: 52% team
consist of 2-5 people; 23% 6-10 people and 25% >
10 people. The following firms in creative industry

sector are: (23,5%) art performing; (18,1%)
photography;  (17,7%)  advertising;  (13,2%)
applications and  games; (9,8%)  visual

communication design; (2,5%) film, animation and
video; (2,5%) art; (2,5%) culinary; (2%)
architecture; (2%) interior design; (2%) product
design; (2%) fashion; (1,5%) publishing; (0,5%)
television and radio; (0,5%) music.

3.2 Measures

Perceptions of individual creativity skills (PC)
is measured by 2 indicators and perceptions of team
support for innovation (PT) is measured by 5
indicators from previous research (Gundry et al,
2014). The measurement scale used is likert scale
with point 1 = strongly disagree up to point 5 =
strongly agree (point 3 = neutral point). Reliability
and validity test was analysed by the value of
cronbach’s alpha (I] > 0,6), average variance
extracted (AVE > 0,5), composite reliability (CR >
0,7), pearson’s correlation (r value > r table; r table
=0,1313) and the factor loadings should exceed 0,5
[56]-[60]. The team innovation intensity (TI) is
measured using an indicator “My team has
introduced a product or service innovation for the
past 6 months”. Teams involved in innovation are
those that have created new products and processes
for the organization during the past six months,
whereas teams that have not been involved in
innovation for the past six months are considered to
have low innovation intensity. Entreprencurial firm
innovation intensity is measured with the same
indicator as TI but asked specifically if the
innovation produced by the team is introduced by the
firm as a whole. The variable team innovation
intensity (TI) and entrepreneurial firm innovation
intensity (EI) are measured by indicators with a
choice of answers: yes and no, so the scale used is a
dichotomous scale. Hypothesis testing is done by the
structural equation modeling (SEM) analysis
technique using the SPSS 25.0 and AMOS 22.0.

3.3 Analysis Method

Multicollinearity statistical test was conducted
with the provisions of the value of variance inflation
factor (VIF), where VIF < 10.00, the smaller the VIF
value the better [61] and the provision of the value
of tolerance is greater than 0.1 [62]. In analysing the
actual test, all data then be selected from outlier
response that was carried out by mahalanobis
distance calculations through the SPSS program
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based on the chi-square distribution with a pvalue >
0.001. There were 16 data deleted as a outlier
responses. The descriptive statistical test was carried
out through the analysis of the mean, standard
deviation, frequency, mode and variance on the
variables in this study. Descriptive statistics with
mean value, standard deviation, range were
performed on the perceptions of individual creativity
and perceptions of team support for innovation. For
categorical variables, namely team innovation
intensity and entrepreneurial firm innovation
intensity, descriptive statistics were carried out
through the frequency and mode. In the application
of SEM, the assessment of the suitability of the
model with the sample data is carried out by
interpreting the results of parameter estimates. There
are 2 indices to measure the goodness of model fit in
this study, namely: Comparative Fit Index (CFI) =
0.90 and the value of Root Mean Square Error of
Approximation (RMSEA) with a value 0f 0.08 - 0.10
= mediocre fit and a value of < 0, 01 = good fit
(Thakkar, 2020).

4. Results & Discussion

The results of descriptive statistics on the
perceptions of individual creativity skills show a
minimum value of 2 and a maximum value of 5. The
mean value of the perceptions of individual creativity
skills variable is 4.05 and 4.11. This shows that
respondents have a high perception of their creative
skills. In addition, the standard deviation value for the
two indicators is 0.8, smaller than the mean value
obtained, so it can be concluded that the respondents'
answers obtained have a low deviation rate. The results
of descriptive statistics on the perceptions of team
support for innovation show a minimum value of 2 and
a maximum value of 5. The mean value of the
perceptions of team support for innovation variable
ranges from 4.3-5. This shows that respondents have a
high perception of team support for innovation. In
addition, the standard deviation value for the two
indicators is 0.5-0.7, smaller than the mean value
obtained, so it can be concluded that the respondents'
answers have a low deviation rate.

The results of descriptive statistics on the team
innovation intensity show that the respondent's
tendency (Mode = 1) to answer "Yes" to the statement
of the team's innovation results was introduced as a
service business innovation for the last 6 months with
a total of 134 data. The results of descriptive statistics
on the entrepreneurial firm innovation intensity show
that the tendency of respondents (Mode = 1) to answer
“Yes” for the statement that the service business has
innovated over the past 6 months with a total of 128
data. From the descriptive statistics obtained, it can be
concluded that businesses and service companies from

creative industry in Indonesia are still actively
innovating.

TABLE 1 RELIABILITY TEST RESULTS

PC PT Reliability
Cronbach'’s )

Alfa (o) 0,619 0,815 Reliable
Composite )
Reliability 0,816 0,892 Reliable

TABLE 2 VALIDITY TEST RESULTS
Factor Pearson .
Loading Correlations AVE Validity

PC1 0,840 0,852 0.690 i

PC2 0,821 0,850 , Vali

PT1 0,758 0,510

PT2 0,814 0,369

PT3 0,877 0,794 0,625 Valid

PT4 0,793 0,533

PT5 0,700 0,572

All the study variables have showcased both good
validity and reliability. The value of Cronbach's Alpha
and KR actual data fulfills the o> 0.6 and CR> 0.7
(Table 1). The results of calculating Pearson correlation
and AVE on all indicators fulfill the requirements of r
count> r table and value of AVE> 0.5 (Table 2). The
research model has also shown model fit, the CFI index
value = 0.907 (good fit) and RMSEA = 0.1 (mediocre
fit) indicates that the goodness-of-fit between the data
and this research model is reached (Table 3).

TABLE 3 MODEL FIT RESULTS

Value Model Fit
CFI 0,907 Good fit
RMSEA 0,1 Mediocre Fit

TABLE 4 DIRECT EFFECT

Direct Effect t-statistic Sig. F value Sig.
PC >PT 4,135 0,000 17,095 0,000
PT > EI 2,703 0,008 7,306 0,008

Hypothesis testing is done by looking at the t-
statistic value, the calculated F value and the
significance value (Table 4). The t-table value in this
study with alpha 5% and the number of data 158 was
1.655, the value of the F table in this study was 2.66,
and the accepted significance value was sig. <0.05. The
results of linear regression in the relationship between
perceptions of individual creativity skills and
perceptions of team support for innovation show the t
statistical value (4,135) > t table (1,655), the calculated
F value (17,095) > F table (2,66) and the significance
value (t test = 0,000 and F test = 0,008) < 0.05. The PC
coefficient value also showed a positive result (0,550).
From the results of the data processing, it can be
concluded that the perceptions of individual creativity
skills variable have a positive and significant effect on
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the perceptions of team support for innovation variable.

Figure 2 Structural Model

The results between perceptions of team support for
innovation and entrepreneurial firm innovation
intensity show that the R Square value (0.085) ranges
between 0 and 1 and is generally accepted as a measure
of the amount of variation calculated through the
logistic model. The coefficient value obtained is 0.085
(positive value). Based on the results of the analysis, it
can be concluded that the variable perceptions of team
support for innovation have a positive and significant
effect on entrepreneurial firm innovation intensity.

TABLE 5 INDIRECT EFFECT

. Estimate
Indirect Effect (axb) SEa Zyae
PT ->TI > EI 0,0992 0,0489 2,0295

The results of testing the indirect relationship
(mediation) between the variable perceptions of team
support for innovation and entrepreneurial firm
innovation intensity were tested by calculating SEab
and Zvalue. The obtained Zvalue (2.0295) > 1.96
(Table 5). This means, the team innovation intensity
mediates the relationship between the variable
perceptions of team support for innovation on
entrepreneurial firm innovation intensity partially
(there is a significant effect on the direct relationship
between the perceptions of team support for innovation
variable and entrepreneurial firm innovation intensity).

The level of innovation intensity of creative
industry service companies is currently at a high
intensity, based on the data obtained, there are 81% of
companies that are producing innovations for the past
6 months. This is due to the high level of
personalization and standardization that must be
maintained in the service business. In providing new
services, service businesses must be able to adapt to
different consumer tastes. Consumer tastes also tend to
change regularly. For the creative service industry,
differentiation is a prioritized strategy. The creative
industry service business requires special personal
skills, something that is unusual and different from the
others to attract the consumer’s attention among
existing competitors. With existing market conditions
and changes that are frequently happening, innovation
is an important thing to maintain business and its
competitive advantage.

This is further supported with the creative industry
in Indonesia must continue to be increased optimally
and sustainably so that it can develop well and compete
with other economic actors [63]. In addition, the
creative economy is also an important issue and is the
focus of the Indonesian government with the target of
making Indonesia a global creative economy player in
2030 [8]. To survive in this rapid economy, service
businesses must always be creative and be proactively
find solutions to existing problems and take advantage
of every opportunity that exists. Creativity is an
important key to finding effective solutions and new
innovative ideas. The results of this study prove that the
perceptions of individual creative skills have a positive
and significant effect on perceptions of team support
for innovation. This shows that in creativity, the level
of individual confidence in generating new and useful
ideas requires support from their work team. The
average value of the data obtained for perceptions of
individual creativity skills shows that employees have
a high perception of their creative skills. This means
employees who work in creative service businesses in
Indonesia believe that they are creative in thinking
about new and useful ideas in their workplace. With
this high perception, employees will be more likely to
cultivate the creativity of teammates in the workplace.

Nowadays, teams play an important role in the
overall performance of a company. Teams have become
an important asset to the company. When there are
more people involved, the business will get a greater
source of good ideas. With a supportive team,
individuals can explore broader ideas with other
members, besides that, individuals will also be
increasingly involved in generating creative ideas.
Based on the data obtained, most respondents work as
a team in 15 types of creative industry fields, the
majority are in the performing arts (23.5%). In terms of
the number of members in a team, the majority consists
of 2-5 people (52%) and many of the teams that carry
out innovation are in the marketing field (26%). Based
on the data obtained, the intensity of service business
innovation produced by the team is at a high level, there
are 84.8% of teams that have introduced innovations in
the last 6 months. This means, in the daily operations
of a service business, most of the employees have
worked as a team to produce innovation, not
individually. Besides, teams with high creative beliefs
are effective in generating innovation for creative
service businesses.

Based on the National Long Term Development Plan
(RPJPN) of 20 years 2005-2025, Indonesia plans to
achieve per capita income equivalent to middle income
countries in 2025 with the highest GDP contributor to
the service sector, which represents around 45.4% of
the total GDP [64]. With the dominance of markets
moving from the product to be a service, the service
company in this industry is in a very competitive and
changing environment so that creative and innovative
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workers are needed to provide high-quality services
[65]. So although creative ideas have not been a
successful innovation, innovation remains the most
important thing for innovative companies who are
looking for positions on the market or for new service
profiles [66].

This study proves that the perceptions of team
support for innovation have a positive and significant
effect on entrepreneurial firm innovation intensity. The
higher the perceptions of the support team for
innovation, the higher the entrepreneurial firm
innovation intensity will be. This happens because of
the high support conditions given, employees will be
more open to innovate and provide better performance
for the company. With higher perceived team support
for innovation, it can also direct the company or
business to generate innovations regularly compared to
the perceived team support is lower. This supported
with the idea that employees with creativity that
implements new ideas are the first step in service
innovation activities [67].

Furthermore, the results of this study also indicate
that team innovation intensity mediates the relationship
between perceptions of team support for innovation
and entrepreneurial firm innovation intensity. With the
direct relationship of the perceptions of team support
for innovation variable to entrepreneurial firm
innovation intensity, the mediation relationship
produced by the team innovation intensity is partial.
This happens because the level of innovation intensity
generated by the team also plays an important role as
an influencer in team support for innovation and the
entrepreneurial firm innovation intensity. Based on the
data obtained, there are 81% of companies whose
teamwork is introduced as an innovation of the
company. The intensity of service business innovation
generated by the team is at a high level, there are 84.8%
of work teams that have introduced innovations in the
last 6 months. Therefore, the level of innovation of
entrepreneurship services is driven by the capacity of
the company that is creatively utilizing new knowledge
and network relations[68], [69]. The main challenge
faced by service companies is competition and the level
of intensity in strategic choices and overall company
performance [70].

5.  Conclusion

Overall, the variables in this study have a positive
and significant effect on entrepreneurial firm
innovation intensity. With high perceptions of
individual creative skills and perceptions of team
support for employee innovation, this makes
individuals are more motivated to contribute more in
supporting overall business performance and view the
business or company they work with to be more
successful. Teams with members who are creative,
respect each other, and are constantly looking for ways

to increase innovation was found to affect the intensity
of a company's innovation beneficially.

This study has several limitations as follows
which is the research sample consisting of employees
who work in creative service businesses in Indonesia.
The research scope covers one type of business
industry (creative industry), thus limiting the potential
for generalization to the entire business industry in one
country. With research that is carried out extensively on
all types of creative industry sectors, the research
undertaken does not take a specific approach to see
how innovation affects each sector in the creative
industry. With limited access and time obtained, the
data obtained cannot cover all cities in Indonesia, but
most of the data covers areas around Java and Sumatra.
In researching entrepreneurial firm innovation intensity,
this study uses variables related to individual
perceptions and teams. Other variables related to the
results of company innovation are not the object of this
study. This research was conducted in cross-sectional.

Based on the limitations of this study, it would be
better if further research focused on different categories
of a company. The industry understudy can be specific
to one type of creative industry sector so that it can
examine the specific influence of research variables not
in a large area of research topic because it requires a
different approach in each type of creative industry
sector. Future research can also research the scope of
cities. Data related to the size of the business, the length
of time the business has been running can be collected
during the data collection process. Besides, in
analyzing the data obtained, further research can take a
different approach to teams with more members or
teams with fewer members. Types of data collection
through a personal approach or case studies can be
done to provide additional perspectives on this research
topic. Longitudinal data collection can be done to see
the contribution of team and individual performance
with a longer time to the intensity of the company’s
innovation.
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