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ABSTRACT  

The contemporary higher education landscape in Asia is shaped by a variety of factors that 

significantly impact its growth and accessibility. This complex ecosystem is influenced by elements 

such as governmental policies, economic circumstances, and cultural perceptions of education, all 

of which play a crucial role in determining the quality and availability of higher education 

institutions throughout the region. As Asian nations continue to progress, it is imperative for the 

higher education sector to evolve in order to address the shifting needs of society and the global 

economy, thereby ensuring its relevance and effectiveness in equipping students for future 

challenges. Furthermore, the current higher education environment in Asia is characterized by 

notable disparities in resources and opportunities across different countries and regions. While 

certain nations are home to prestigious universities and strong research initiatives, others face 

challenges related to inadequate funding and infrastructure. This uneven allocation of educational 

resources not only influences the quality of education but also affects student mobility and the 

overall competitiveness of Asian countries within the global academic landscape. 
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1.0 INTRODUCTION 

The domain of higher education is increasingly merging with the e-commerce sector. This 

integration represents a significant transformation in the manner in which educational institutions 

interact with digital marketplaces, thereby affecting both teaching methodologies and 

administrative practices. The higher education landscape is becoming more closely connected to the 

e-commerce framework, which introduces distinct opportunities and challenges for these 

institutions as they manoeuvre through the digital marketplace (Listyaningsih et al., 2023; 

Marginson, 2024). In this evolving context, higher education institutions are not merely knowledge 

providers; they are also active players in a competitive online arena that necessitates creative 

strategies to draw in and maintain student enrolment. The strategic business framework is 

fundamentally rooted in the alignment of vision and the establishment of optimal synergies, which 

are essential for advancing the foundational elements of higher education in Asia. This approach 

emphasizes the importance of a cohesive vision that guides institutions towards achieving their 

educational objectives (Fang & Liu, 2023; Robertson, 2021). 

 

By fostering collaboration and synergy among various stakeholders, the framework aims to enhance 

the overall quality and effectiveness of higher education in the region. In the context of higher 

education, vision alignment serves as a guiding principle that ensures all parties involved are 

working towards common goals. This alignment not only facilitates better communication and 

understanding among institutions but also encourages the sharing of resources and best practices. 

As a result, educational institutions can leverage their collective strengths to address challenges and 

seize opportunities within the Asian higher education landscape. Moreover, the creation of 

synergies among educational entities, government bodies, and industry partners is crucial for 

driving innovation and improving educational outcomes. By working together, these stakeholders 

can develop programs and initiatives that are responsive to the needs of students and the labor 

market. Ultimately, this strategic business model aims to position higher education in Asia as a 

leader in quality and relevance, ensuring that it meets the demands of a rapidly changing global 

environment (Moore, 2018; Roy, 2025; Van Damme, 2019). 

 

The strategic business framework, grounded in vision alignment and synergy, aims to enhance 

higher education in Asia. This initiative seeks to improve student competencies, equipping them 

with the necessary skills for effective business operations. Furthermore, it emphasizes the 

application of scientific principles in business development, fostering wealth creation and 

enhancing employee performance, particularly for individuals who may not have traditional 

employment opportunities. Candidates are encouraged to pursue business alignment that is 

informed by higher education, particularly through business schools. This alignment should be 

closely linked to management practices that are relevant to the e-commerce ecosystem. By doing 

so, it is possible to achieve significant improvements in both vision and mission, ultimately leading 

to better outcomes for all stakeholders involved. In summary, the integration of strategic business 

principles with educational frameworks in Asia is essential for cultivating a skilled workforce. This 

approach not only supports individual growth but also contributes to broader economic 

development. By focusing on synergy and alignment, educational institutions can better prepare 

students for the challenges of the modern business landscape, ensuring that they are equipped to 



International Journal of Education, Business and Economics Research (IJEBER) 
Vol. 6 (2), pp. 207-225, © 2026 IJEBER (www.ijeber.com)  

https://ijeber.com                          Copyright © The Author, All rights reserved  Page 209 

thrive in an increasingly competitive environment (Gaunt & Treacy, 2020; Smith-Doerr et al., 2022; 

Susilo et al., 2019).  

 

The foundation of digital commerce and consumer behavior is intrinsically connected to the 

generation of job opportunities. E-commerce, which stands for electronic commerce, has emerged 

as a vital component of contemporary society. By examining the interplay between institutions and 

social actors, neo-institutional theory provides significant insights into the complexities of 

organizational dynamics and the broader societal implications of institutional frameworks. This 

framework will concentrate on the business ecosystem to investigate the relationship between the 

global business unit sector and the business ecosystem and analyses aimed at establishing a solid 

foundation for sustainable business framework solutions in higher education and practices within 

well-defined competencies (Harima et al., 2024; Ma et al., 2023). 

 

The fundamental elements that determine the success of start-ups in the digital arena are examined 

through an analysis of the peculiarities and opportunities present within the business ecosystem. 

This examination yields insights into the various strengths, weaknesses, opportunities, and threats 

that shape the operational landscape for nascent enterprises in the current technology-driven 

marketplace. By employing analytical framework, could have the better understand the critical 

factors that influence the viability and growth of start-ups in the digital business environment 

(Alaimo et al., 2020; Reister, 2023; Spigel, 2017). 

 

The re-regionalization of higher education presents numerous advantages for Asia that transcend 

mere educational outcomes. Economically, it tackles the pressing issue of brain drain, a 

phenomenon that has historically resulted in the migration of Asian talent to Western nations. By 

establishing strong regional educational frameworks, countries can effectively retain their 

intellectual resources while simultaneously confronting demographic challenges that threaten their 

growth. As the continent progresses economically, the regionalization of higher education emerges 

as a vital strategy for nurturing talent, cultivating connections, and producing the knowledge 

essential for tackling regional issues. This development is pivotal in ensuring that educational 

frameworks are aligned with the specific needs and challenges faced by the region. By focusing on 

regionalization, higher education institutions can better prepare graduates to contribute effectively 

to their local economies and societies. The trend is unmistakable: Asia is witnessing its universities 

ascend in global rankings at an extraordinary pace, with projections indicating that by 2050, the 

region will be responsible for 75% of the world's post-secondary graduates. This remarkable growth 

reflects a conscious effort to concentrate educational advancements within the region, thereby 

fostering a more cohesive and responsive educational landscape. Such a focus not only broadens 

access to education for millions of individuals across Asia but also positions the region as a 

significant player in the global knowledge economy. This transformation has the potential to 

reshape the landscape of knowledge production in the 21st century. By prioritizing regional 

educational development, Asia is not only enhancing the quality and relevance of its higher 

education institutions but also contributing to a more diversified and innovative global knowledge 

base. As these universities continue to rise in prominence, they will play a crucial role in addressing 

both local and global challenges, ultimately leading to a more interconnected and informed world 

(Therin, 2025)(Fang & Liu, 2023; Marginson, 2024).  
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By adopting cutting-edge business framework the organizations would improve their operational 

structures, thus enhancing their competitive edge on a worldwide scale. The contemporary global 

market is characterized by volatility and unpredictability, which accentuates the significance of the 

BANI phenomenon for entrepreneurs engaged in international enterprises. The business framework 

will concentrate on the realm of global business, underlining the critical role of ecosystem-focused 

strategies, efficient start-up practices, and digital innovations that empower organizations to achieve 

lasting competitive advantages. This framework aims to elucidate the relationships among these 

elements, showcasing their combined impact on fostering an environment conducive to sustainable 

growth and resilience in an increasingly interconnected market landscape (Howcroft et al., 2024; 

Skandalis et al., 2019). 

 

The Promotion of MSME Development and rise of e-commerce presents an extraordinary 

opportunity for micro, small, and medium enterprises (MSMEs) to display their offerings on a large 

scale, unencumbered by geographical limitations. This capability not only enhances revenue 

streams but also fosters the growth of MSMEs, which play a vital role in the economic structure of 

Indonesia. Global Market Accessibility for Ecommerce platforms facilitates the seamless entry of 

local businesses into international markets, allowing them to distribute their products globally. This 

level of accessibility not only encourages business expansion but also elevates Indonesia's position 

within the global trade landscape. The significance of technology is crucial in the advancement of 

ecommerce in Indonesia. By integrating cutting-edge technologies such as artificial intelligence and 

data analytics, e-commerce firms can enhance customer shopping experiences and optimize their 

operational workflows. Innovation and creativity are essential for distinguishing oneself from 

competitors and addressing the ever-evolving needs of consumers. E-commerce enterprises must 

continually innovate and provide unique and appealing products and services to maintain 

competitiveness in a saturated market. Furthermore, this sector holds considerable potential for 

ongoing growth and can significantly contribute to the nation's economic development (Chugh & 

Jain, 2024; Jiang et al., 2016; Zhu et al., 2019). 

 

The realm of higher education and the global business sector increasingly emphasizes ecosystem-

oriented strategies, effective practices for start-ups, and digital innovations. These elements are 

crucial for organizations striving to achieve sustainable competitive advantages in a rapidly 

evolving marketplace. In this context, the integration of innovative digital solutions and a focus on 

collaborative ecosystems can significantly enhance the operational effectiveness of businesses. By 

adopting these approaches, organizations can better position themselves to navigate the 

complexities of the global economy and secure their long-term success (Goyal, 2017a; Huseynov & 

Özkan Yıldırım, 2019). 

 

1.1 The landscape of higher education is increasingly intertwined with the ecommerce 

ecosystem 

The realm of higher education is becoming progressively integrated with the ecommerce 

framework. This convergence signifies a transformative shift in how educational institutions engage 

with digital marketplaces, influencing both pedagogical approaches and administrative strategies. 

This integration presents unique opportunities and challenges for educational institutions as they 

navigate the digital marketplace. In this context, higher education institutions are not only providers 
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of knowledge but also participants in a competitive online environment that demands innovative 

approaches to attract and retain students. The convergence of these two sectors necessitates a re-

evaluation of traditional educational models, prompting institutions to adapt their strategies to meet 

the evolving needs of learners in a digital age. Furthermore, the rise of e-commerce has influenced 

the way educational services are marketed and delivered, leading to a more consumer oriented 

approach in higher education. As a result, institutions must leverage technology to enhance their 

offerings and engage with prospective students effectively, ensuring they remain relevant in an 

increasingly digital world (Chen et al., 2021a; Guan & Zhou, 2024; Phelps et al., 2022). 

 

In recent years, a notable phenomenon in Asia has transcended the boundaries of a simple trend, 

evolving into a substantial and impactful industry. The e-commerce landscape in Indonesia has 

experienced remarkable expansion, largely fuelled by the growing accessibility of the internet and a 

notable transition in consumer preferences from traditional brick-and-mortar shopping to online 

purchasing. Major contributors to this sector include prominent platforms such as Tokopedia, 

Shopee, Lazada, Blibli, and Bukalapak. Bukalapak has distinguished itself not merely as an online 

retail platform but also as a vital ally for both consumers and merchants. Through the provision of 

dependable financial assurances and comprehensive platform services, Bukalapak has cultivated a 

strong reputation within the e-commerce arena, drawing approximately 11.2 million visits monthly 

and sustaining its position as a key player in the market. In the context of Indonesia's e-commerce 

sector, Shopee emerges as a prominent player, demonstrating a significant market presence not only 

within the country but also across multiple Asian nations. The platform's remarkable monthly 

visitor statistics, reaching 237 million, highlight its substantial appeal among consumers. This surge 

in e-commerce activity is significantly influenced by improved internet connectivity across 

Indonesia, coupled with the extensive use of smartphones that enable seamless access to e-

commerce platforms, thereby allowing consumers the convenience of shopping at their leisure, 

regardless of location. Furthermore, the ongoing expansion of digital infrastructure and the 

increasing familiarity of the population with online shopping practices are likely to sustain this 

growth trajectory, positioning Shopee as a key contributor to the evolving landscape of e-commerce 

in the region (https://www.online-pajak.com/seputar-efaktur-ppn/ecommerce-di-indonesia, 

Haddawi, 2024) (Chen et al., 2021b; Goldman et al., 2021a). 

 

The role of e-commerce is pivotal in promoting the growth and advancement of Indonesia's 

economy. The expansion of e-commerce has resulted in a notable rise in the volume of business 

transactions, both in terms of quantity and monetary value. This includes the exchange of goods and 

services among businesses, as well as between businesses and consumers. The creation of jobs 

through this sector plays a significant part in lowering unemployment rates and improving the 

economic conditions of the community (Jiang et al., 2016a). Furthermore, the progression of 

ecommerce has catalyzed technological innovations across various domains, including online retail 

platforms, digital payment mechanisms, and artificial intelligence applications. These developments 

have created new opportunities for technology firms to expand and enhance the digital landscape. 

E-commerce has also introduced a variety of more efficient and user-friendly payment options, such 

as ewallets, credit cards, and online banking transfers, which facilitate business transactions and 

increase consumer access to a wide array of products and services (Goldman et al., 2021b). 
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Promoting the Advancement of MSMEs: The advent of e-commerce offers a remarkable 

opportunity for micro, small, and medium enterprises (MSMEs) to showcase their products on a 

vast scale, free from geographical constraints. This capability not only boosts revenue but also 

supports the development of MSMEs, which are essential components of Indonesia's economic 

framework. Global Market Access, E-commerce platforms enable local businesses to seamlessly 

enter international markets and distribute their products worldwide. This accessibility not only 

promotes business growth but also enhances Indonesia's standing in the global trade arena. The role 

of technology is pivotal in the evolution of e-commerce in Indonesia. By adopting advanced 

technologies such as artificial intelligence and data analytics, e-commerce enterprises can improve 

customer shopping experiences and streamline their operational processes. Innovation and 

creativity are crucial for differentiating from competitors and meeting the dynamic demands of 

consumers. Ecommerce businesses must consistently innovate and offer distinctive and attractive 

products and services to remain competitive in a crowded market. Additionally, this sector 

possesses significant potential for sustained growth and can contribute positively to the country's 

economic progress (Haddawi, 2024) (Goldman et al., 2021c; Tolstoy et al., 2023; L. Yang et al., 

2022). 

 

The government has recognized a number of critical challenges, such as a lack of digital literacy, 

difficulties associated with product certification, and platform fees that are viewed as onerous by 

small and medium-sized enterprise (SME) operators. In light of these issues, the Ministry of Trade, 

along with the Ministry of Cooperatives and SMEs, will strive to develop policies designed to 

tackle these obstacles effectively. However, the government is also looking for assistance from e-

commerce platforms, especially in terms of lowering platform fees for business operators 

(https://www.idea.or.id/artikel/koordinasi-peningkatan-penetrasi-produk-dalam-negeridan-daya 

saing-umkm-di-e-commerce?lang=undefined, 2025). 

 

Digital commerce encompasses the transaction of goods and services via electronic platforms, 

which includes various activities such as online retail, electronic payment systems, and digital 

marketing techniques. With the ongoing advancements in technology, digital commerce has 

revolutionized conventional business practices, allowing organizations to connect with a worldwide 

customer base and optimize their operational processes. The incorporation of cutting-edge 

technologies, including artificial intelligence and data analytics, significantly boosts the efficiency 

and effectiveness of digital commerce, facilitating tailored customer interactions and enhancing 

supply chain management (Goldman et al., 2021d). 

 

The theory of goal setting is fundamentally based on the intrinsic human understanding that 

behavior is inherently directed towards specific purposes. This behavior is shaped by the personal 

objectives of each individual. Living beings, including flora, demonstrate a sense of direction and 

intent, suggesting that the principles that govern human behavior concerning aims and objectives 

transcend mere conscious thought. Humans exhibit an advanced level of awareness, cognitive 

reasoning, and the capacity to create and pursue long-term aspirations. The field of goal setting 

theory is situated within the context of deliberate actions aimed at achieving specific outcomes. 

This theory endeavors to explore why certain individuals are able to execute their responsibilities 

more efficiently than others. When individuals share comparable skills and knowledge, the key 
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differentiator often resides in their motivational levels. The foundational premise of goal setting 

theory highlights motivation as the most straightforward and immediate explanation for 

performance variations. This theory is based on the notion that life consists of a series of goal-

directed activities. Goals can be understood as the specific results that individuals aim to 

accomplish. In organizational settings, individuals are driven to concentrate their efforts on 

achieving these goals. Goals encompass both internal and external dimensions for individuals. 

Internally, they signify the targets individuals aspire to reach; externally, they direct employees 

towards particular objectives or conditions they seek, such as performance metrics, sales figures, or 

career advancements. When employees are presented with specific and challenging goals, the 

attainment of these goals offers them a clear and unequivocal framework for assessing their 

performance effectiveness. Goals play a crucial role in influencing performance levels by shaping 

the direction of actions, the intensity of effort applied, and the persistence of actions over time. 

(Gibran et al., 2021; Nurhayati & Susilo, n.d.; van der Hoek et al., 2018). 

 

Transformational leadership represents a distinctive approach to leadership that fosters an 

environment where followers are encouraged to rise above their personal interests in favor of 

collective goals. This leadership style is characterized by the leader's capacity to inspire and 

energize their team members, prompting them to achieve results that surpass their original 

expectations, primarily through intrinsic motivation. As noted by Bass and Avolio (2011), 

transformational leadership is designed to enhance the potential of human resources, allowing for 

the evaluation of a leader's influence on their followers through various metrics, including trust, 

admiration, loyalty, and respect. To galvanize followers into taking actions that not only elevates 

their individual performance but also contribute to the overall success of the group. 

Transformational leadership thus plays a crucial role in shaping a collaborative and high-

performing organizational culture, where the emphasis is placed on shared vision and mutual 

support. By fostering such an environment, leaders can effectively harness the strengths of their 

followers, leading to a more engaged and productive workforce that is aligned with the 

organization's objectives (Al Zefeiti & Mohamad, 2015; Bush, 2018). 

 

1.2. The higher educational and the domain of global business, with a particular focus on 

ecosystem-oriented approaches, effective start-up practices, and digital innovations that 

facilitate organizations in attaining lasting competitive advantages 

The domain of higher education and the international business landscape is progressively 

prioritizing ecosystem-based strategies, efficient methodologies for start-ups, and advancements in 

digital technology. These components are essential for entities aiming to attain sustainable 

competitive edges in a swiftly changing market environment. In this framework, the amalgamation 

of cutting-edge digital solutions alongside an emphasis on cooperative ecosystems can greatly 

improve the operational efficiency of enterprises. By embracing these strategies, organizations can 

more effectively orient themselves to manage the intricacies of the global economy and ensure their 

enduring prosperity. The evolution of international business and research frameworks constitutes a 

critical element in contemporary economic discourse. This initiative involves the formulation and 

refinement of strategies that facilitate global trade and collaboration, while also addressing the 

complexities introduced by diverse market conditions. The synergy between business practices and 

research initiatives is essential for fostering sustainable development and adaptability in an 
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increasingly interconnected world. In the current global context, the business environment is 

marked by a volatile and often unpredictable market, underscoring the growing importance of the 

BANI phenomenon for entrepreneurs involved in international ventures. The transformation of 

global business and research paradigms is a significant focus of modern economic analysis. This 

process includes the creation and improvement of approaches that enhance international commerce 

and partnerships, while concurrently confronting the difficulties arising from heterogeneous market 

dynamics. The interplay between commercial activities and research endeavors is vital for 

advancing sustainable growth and resilience in a world that is progressively linked. In today's 

international landscape, the business sector is defined by a fluid and frequently erratic market, 

which accentuates the heightened relevance of the BANI concept for business leaders participating 

in global operations (Skandalis et al., 2019). 

 

―In the year 2024, numerous startups encountered considerable obstacles; resulting in the 

complete shutdown of some while others continued to face ongoing difficulties. This report, 

compiled by CNBC Indonesia, highlights several prominent startups that have struggled 

during this period. The edutech company Zenius announced a temporary suspension of its 

operations at the start of 2024, attributing this decision to various operational challenges that 

hindered its ability to function effectively. Moreover, PT GoTo Gojek Tokopedia Tbk 

(GOTO) made the strategic decision to discontinue its Gojek operations in Vietnam in 

September 2024, a move intended to enhance its growth prospects significantly. Additionally, 

the waste recycling startup Octopus has been plagued by numerous challenges, including 

allegations of unpaid wages to employees and controversies regarding the educational 

qualifications of its CEO, issues that have been ongoing since late 2023 

(CNBC, 2025) (Farooq et al., 2019; Guo et al., 2024). 

 

In order to improve the clarity and depth of the responses, a comprehensive analysis was 

conducted employing qualitative methodologies. This approach yielded significant insights 

that contribute to a more sophisticated understanding of the topic under consideration. 

Furthermore, to enhance the thoroughness and richness of the responses, a meticulous 

examination was undertaken utilizing triangulation techniques. This process resulted in 

valuable insights that facilitate a more nuanced comprehension of the subject matter (Polat et 

al., 2019). 

 

Neo-institutional theory functions as a conceptual framework that investigates the impact of 

institutions on social conduct and organizational behaviors. It underscores the importance of 

existing norms, values, and regulations in shaping the actions of individuals and groups across 

various contexts. This theoretical perspective reveals that institutions serve a dual purpose; 

they offer both stability and structure while simultaneously adapting to environmental 

changes, all the while maintaining core elements that influence behavior. By examining the 

interplay between institutions and social actors, neo-institutional theory provides valuable 

insights into the complexities of organizational dynamics and the broader societal 

implications of institutional frameworks. The proposed research on business frameworks will 

be developed based on the comprehensive themes and sub-themes identified in the literature 

review concerning start-ups in the digital era. This framework will emphasize the business 
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ecosystem. To investigate the relationship between the global business unit sector and the 

business ecosystem. Furthermore, it is essential for managers to recognize the various factors 

that influence the development of global business and the pertinent business ecosystem in the 

present decade (Ben Slimane et al., 2019; Suddaby et al., 2013; Tkachenko et al., 2022). 

 

The progression of international business and research frameworks constitutes a vital aspect 

of contemporary economic discourse. This progression involves the formulation and 

refinement of strategies that facilitate trade and collaboration, all while adeptly managing the 

intricacies inherent in diverse market environments. Through the application of advanced 

framework methodologies, organizations can enhance their operational frameworks, thereby 

strengthening their competitive stance on a global scale. The profound impact of innovation, 

coupled with effective management capabilities in steering business operations, is essential to 

the framework of strategic decision-making. These elements are crucial for improving 

organizational efficiency and securing a competitive advantage in the international market. 

This analysis is supported by a pertinent literature review based on qualitative approaches, 

revealing promising global business models that could inform future research endeavors. Neo-

institutional theory serves as a theoretical lens that investigates the role of institutions in 

shaping social behavior and organizational practices, underscoring the significance of 

established norms, values, and regulations in influencing the actions of individuals and 

collectives across various contexts. It illustrates how institutions not only offer stability and 

structure but also adapt over time, responding to environmental shifts while preserving certain 

fundamental aspects that direct behavior. By examining the relationship between institutions 

and social actors, neo-institutional theory provides critical insights into the complexities of 

organizational interactions and the wider societal consequences of institutional frameworks 

(Hart et al., 2016; Suddaby et al., 2013).‖ 

 

The proposed theoretical framework will concentrate on the field of international business, 

underscoring the importance of strategies based on ecosystems, efficient start-up practices, and 

technological advancements that enable firms to achieve enduring competitive advantages (Cohn, 

2017; Harima et al., 2024). Within this context, decision theory is pivotal as it sheds light on the 

intricacies of the decision-making process. This framework aims to explore the global business 

landscape, emphasizing ecosystem-centric strategies, effective entrepreneurial methodologies, and 

digital innovations that empower organizations to secure long-term competitive advantages. By 

fostering the collaboration and integration of various stakeholders in the market, this 

comprehensive framework not only enhances business performance but also encourages increased 

cooperation among entities. Furthermore, decision theory is essential in clarifying the underlying 

processes that govern decision-making, thereby providing valuable insights into how choices are 

made in complex environments (Z. Yang & Su, 2014a, 2014b). 

 

2.0 CURRENT HIGHER EDUCATION ECOSYSTEM IN ASIAN 

The present landscape of higher education in Asia is characterized by a multitude of factors that 

influence its development and accessibility. This ecosystem is shaped by various elements 

including government policies, economic conditions, and cultural attitudes towards education, 

which collectively determine the quality and reach of higher education institutions across the 



International Journal of Education, Business and Economics Research (IJEBER) 
Vol. 6 (2), pp. 207-225, © 2026 IJEBER (www.ijeber.com)  

https://ijeber.com                          Copyright © The Author, All rights reserved  Page 216 

region. As nations within Asia continue to evolve, the higher education sector must adapt to meet 

the changing demands of society and the global economy, ensuring that it remains relevant and 

effective in preparing students for future challenges. In addition to these external influences, the 

current higher education ecosystem in Asia is also marked by significant disparities in resources 

and opportunities among different countries and regions. While some nations boast world-class 

universities and robust research programs, others struggle with limited funding and infrastructure. 

This uneven distribution of educational resources not only affects the quality of education but also 

impacts student mobility and the overall competitiveness of Asian countries in the global academic 

arena. Addressing these disparities is crucial for fostering a more equitable and effective higher 

education system that can benefit all students across the continent (Fang & Liu, 2023; Marginson, 

2024). 

 

Digital commerce refers to the transactions that occur through electronic platforms for the buying 

and selling of goods and services. This field encompasses a wide range of activities, including 

online retail, electronic payment solutions, and digital marketing strategies. As technology 

continues to evolve, digital commerce has transformed traditional business methodologies, enabling 

companies to engage with a global audience and improve their operational efficiencies. The 

integration of advanced technologies, such as artificial intelligence and data analytics, plays a 

crucial role in enhancing the effectiveness of digital commerce, promoting personalized customer 

experiences and better supply chain management (Goldman et al., 2021a; Goyal, 2017b; John et al., 

n.d.; Mukhopadhyay, 2025). 

 

The creation of job opportunities plays a crucial role in fostering economic advancement and 

enhancing the general well-being of communities. Establishing employment prospects is vital for 

alleviating unemployment issues and promoting social cohesion. The development of job openings 

is necessary for stimulating economic growth and improving the quality of life within society. 

Additionally, the cultivation of employment opportunities is essential for tackling unemployment 

challenges and strengthening social bonds (Lei et al., 2021)(Jordan & Richterich, 2022; Ramoglou 

et al., 2023; Van Crombrugge et al., 2023). 

 

The ongoing re-regionalisation of higher education in Asia is poised to gain momentum, yielding 

significant advantages for the continent's economic growth, knowledge generation, dissemination, 

and geopolitical stature. This educational transformation serves as a calculated response, enabling 

Asia to harness its demographic strengths and position itself as the preeminent hub for higher 

education in the 21st century. The demographic dynamics propelling this educational re-

regionalisation are compelling. With 60% of the global population residing in Asia, the region is 

anticipated to experience a population increase of 500 million by the year 2050. This demographic 

expansion will lead to an unprecedented surge in demand for higher education, particularly in India, 

where tertiary education enrolment is projected to double from 40 million to 80 million students. 

Furthermore, Asia is responsible for 79% of the global growth in international student enrolment, 

with numbers expected to rise from 377 million in 2030 to 594 million by 2040.By 2050, it is 

estimated that the continent will produce 75% of the world's post-secondary graduates. This 

demographic advantage coincides with declining populations in advanced economies, such as Japan 

and South Korea, which are witnessing annual decreases of 0.5% and 0.2%, respectively. This 
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demographic contrast fosters a complementary relationship within the region, where young, 

education-seeking populations in developing countries coexist with established educational systems 

striving for rejuvenation in the face of aging demographics. Consequently, there are inherent 

incentives for regional educational integration, as evidenced by Japan's goal to attract 400,000 

international students by 2027 and South Korea's target of 300,000. The rapid increase in student 

mobility within Asia has emerged as a significant characteristic of the re-regionalisation of higher 

education. Currently, approximately 58% of students from Southeast Asia are choosing to study in 

Asian countries rather than traditional Western destinations. Nations with robust educational 

infrastructures have become attractive hubs for these students; for example, in 2021, Japan 

welcomed 242,444 students from across Asia, with a notable 63% originating from China and 

Vietnam. Likewise, South Korea has experienced a remarkable 112% rise in international 

enrolments from ASEAN countries between 2016 and 2022. At the University of Cyberjaya, we are 

observing a notable influx of students from Myanmar, Brunei, and Indonesia, reflecting this broader 

trend. The establishment of intentional policy frameworks is essential for facilitating the 

regionalisation of higher education. Drawing inspiration from the Bologna Process in Europe, 

ASEAN member countries are working towards creating mutual recognition frameworks for 

academic credentials. A pivotal initiative in this context is the ASEAN Qualification Reference 

Framework (AQRF), which seeks to harmonise national standards with regional benchmarks, thus 

alleviating bureaucratic obstacles to cross-border educational opportunities (Van Damme, 2019; 

Verma & Kaur, 2023). 

 

3.0 ENHANCING STRATEGIC BUSINESS MODELS IN ASIAN HIGHER EDUCATION 

INSTITUTIONS 

The continuous evolution of the higher education sector in Asia necessitates a thorough 

examination and enhancement of existing strategic business models. This improvement process is 

crucial for institutions aiming to remain competitive and relevant in an increasingly globalized 

educational landscape. By adopting innovative approaches and integrating best practices, higher 

education institutions can better align their objectives with the demands of students and the labor 

market, ultimately leading to improved educational outcomes and institutional sustainability. 

Furthermore, the strategic enhancement of business models within Asian higher education can 

facilitate the development of collaborative networks among institutions, fostering knowledge 

exchange and resource sharing. This collaborative approach not only strengthens institutional 

capabilities but also contributes to the overall advancement of the higher education sector in the 

region. As institutions embrace these improvements, they will be better positioned to address the 

challenges and opportunities presented by the dynamic educational environment in Asia. In light of 

the previously established framework concerning higher education curricula, particularly in relation 

to e-commerce, this research seeks to address the question: how can the evolution of e-commerce in 

Indonesia be interpreted through the lens of higher educational frameworks focused on e-

commerce? This inquiry aims to delve into the models that facilitate e-commerce development 

within the broader context of Asia, emphasizing the alignment between higher education strategies 

and the digital transformation occurring across various industries. Building upon the 

aforementioned paradigm, the research question is articulated: in what ways can the progression of 

ecommerce in Asia be understood through the lens of enhanced educational practices? The 

objective of this investigation is to explore diverse models that are relevant to the growth of e-
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commerce, particularly within the Asian context, and to examine how these models interact with the 

higher education ecosystem to foster development in this sector (Bromiley et al., 2008; Sanderson, 

2004; Snihur & Eisenhardt, 2022).  

 

The business competition underscores the essential elements related to the core principles of e-

commerce businesses, as well as the vital factors of operational management and human resources 

that play a significant role in enhancing organizational efficiency. This efficiency is crucial for 

increasing profitability, maintaining a competitive advantage, and facilitating access to larger 

markets, which in turn supports the rapid growth of a robust customer base while promoting 

effective financial transactions and timely delivery systems. The basis of digital commerce and 

consumer behavior is closely linked to the creation of employment opportunities. E-commerce, 

defined as electronic commerce, has become an integral part of modern society. In Asia, this 

evolution has moved beyond being a mere trend, transforming into a significant and influential 

sector. The e-commerce environment in Asia has witnessed rapid growth in recent years, driven by 

improved internet accessibility and a marked shift in consumer preferences from traditional retail to 

online shopping (Chatha, 2019; Menghinello et al., 2020; Reuter & Krauspe, 2023). 

 

The initial premise of digital commerce pertains to the transaction of goods and services via 

electronic platforms. This domain includes various activities such as online shopping, digital 

payment systems, and strategies for digital marketing. As technological advancements continue to 

progress, digital commerce has significantly altered conventional business practices, allowing 

organizations to connect with a worldwide customer base and enhance their operational 

efficiencies. The incorporation of cutting edge technologies, including artificial intelligence and 

data analytics, is vital in improving the effectiveness and scope of digital commerce, fostering 

tailored customer experiences and optimizing supply chain management. The subsequent premise 

regarding consumer behavior focuses on examining the mechanisms through which individuals 

distribute their limited resources—such as time, money, and effort—toward the purchase of goods 

and services. This field of study encompasses a variety of factors, including psychological, social, 

and cultural influences that affect purchasing decisions. For companies, understanding the 

intricacies of consumer behavior is essential, as it allows them to tailor their marketing strategies, 

product offerings, and overall customer engagement to meet the needs and expectations of their 

target audience. By analyzing consumer behavior trends, businesses can gain critical insights into 

current market conditions and strengthen their competitive advantage (Lehtimäki et al., 2020; 

Reuter & Krauspe, 2023; Yin et al., 2024a).  

 

Finally, the establishment of job opportunities is fundamental to driving economic progress and 

improving community welfare. Creating sustainable employment options is essential for mitigating 

the issues related to unemployment and fostering social unity. Furthermore, the generation of job 

openings is critical for encouraging economic development and enhancing the overall quality of life 

in society. In addition, the promotion of employment opportunities is vital for addressing 

unemployment challenges and reinforcing social cohesion. The evolution of global business and 

research frameworks is a significant aspect of modern economic discussions. This evolution 

encompasses the development and enhancement of strategies that support international trade and 

cooperation, while also navigating the complexities present in various market contexts. By adopting 
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innovative research approaches, organizations can improve their operational structures, thus 

maximizing their competitive edge in the global arena. In today's international context, the business 

landscape is characterized by volatility and uncertainty, highlighting the increasing relevance of the 

BANI phenomenon for entrepreneurs engaged in global enterprises (Koseoglu, 2016; Lambiase et 

al., 2013; Yin et al., 2024b). A comprehensive framework will be developed that leverages the 

extensive knowledge surrounding the successful initiation of start-ups, the intricacies of the 

business ecosystem, and the latest advancements in digital technology. This framework will 

incorporate the principles of Neo-institutional theory, which serves as a conceptual lens through 

which the influence of institutions on social behavior and organizational practices can be examined. 

It underscores the significance of established norms, values, and regulations in shaping the actions 

of individuals and groups across various contexts. By investigating the interactions between higher 

education institutions and social actors, Neoinstitutional theory provides critical insights into the 

complexities inherent in organizational dynamics and the broader societal ramifications of 

institutional frameworks. The business ecosystem must recognize the urgent necessity for 

implementing enhancements that will facilitate the successful growth of start-ups. This endeavor 

requires the identification of several key components, including the digital landscape, global 

engagement, and the architecture of international operations. These elements are becoming 

increasingly intricate and are essential for fostering collaboration within the industry. The business 

ecosystem must acknowledge the pressing need to adopt improvements that bolster the effective 

development of start-ups. This initiative involves identifying various crucial factors, such as the 

digital environment, international interaction, and the structure of global operations. These 

components are progressively complex and play a pivotal role in promoting cooperation within the 

sector. The enhancement of start-up initiatives and the dedication to advancing start-up enterprises 

are vital for fostering innovation and driving economic growth. The potential for engaging in 

business ventures represents a significant opportunity for entrepreneurial activities. The effective 

operation of businesses within the start-up domain is particularly noteworthy (Al Adresi & Darun, 

2017; Garcia-Buendia et al., 2023; Guerras-Martín et al., 2014; Molina- Azorín, 2014). 
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