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The effect of financial literacy and social media
on micro capital through financial technology in
the creative industry sector in East Java

Maria Widyastuti® and Y. Budi Hermanto®*

Abstract: This study aimed to examine the effect of financial Literacy and social
Media on micro capital through financial technology. This type of research is
explanatory/associative, accompanied by hypothesis testing. The unit of analysis of
this research is the Creative Industry Sector in East Java, with a population of 376
creative industries. The number of samples is 65 SMEs using the stratified random
sampling method. The results of this study prove that financial literacy has

a positive and significant effect on financial technology, social media has

a significant effect on financial technology, financial literacy has a positive and
significant effect on micro capital, social media has a significant effect on micro
capital, and financial technology has a significant effect on micro capital.

Subjects: Economics; Public Finance; Credit & Credit Institutions

Keywords: financial literacy; social media; financial technology; micro capital

1. Introduction

The creative industry sector is part of small and medium-sized industries that are quite large in
number. Their presence is spread evenly throughout Indonesia and even has a large enough share
in the formation of gross domestic product. Many creative industry sectors are included in the
SMEs cluster with conventional business governance. Inadequate managerial capabilities, access
to capital, information technology, and business uncertainty during the COVID-19 pandemic have
made the existence of the SMEs sector even more challenging (Kuchciak & Wiktorowicz, 2021)

Access to capital is still an obstacle to the growth of the SMEs sector because banking and non-
banking financial institutions still demand formal requirements that are difficult to meet
(Taghizadeh-Hesary & Yoshino, 2020). The development of information technology makes financial
services easy, fast, and accurate so that the dimensions of space and time become flexible. This
phenomenon shows that the development of FinTech can provide adequate access to capital for
SMEs, but its utilization is not optimal. Therefore, it is necessary to carry out structured and
massive financial literacy socialization by optimizing social media’s role in strengthening access
to micro capital in the SMEs sector (Kuchciak & Wiktorowicz, 2021).

Financial literacy is being widely used to deliver information related to financial services market-
ing strategies (Lusardi, 2019). The success of the financial education process for the public is
determined by the quality of the literacy programs owned by financial service providers (Kou et al.,
2021) because each has priorities and targets as planned (Taghizadeh-Hesary & Yoshino, 2020).

© 2022 The Author(s). This open access article is distributed under a Creative Commons
Attribution (CC-BY) 4.0 license.
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The financial services marketing strategy has begun to shift its target by utilizing financial
literacy as a FinTech service product (Gal et al,, 2019), where all financial service information is
packaged into one package using an information technology platform (Lupikawaty & Andriyani,
2021), making financial services easier. Fast and accurate (Viceisza & Nakasone, 2020). Therefore,
the quality of financial literacy programs triggers the use of FinTech platforms to become more
intensive and the intelligence of the financial community to obtain information and decision-
making processes to be effective so that access to micro-capitalization becomes stronger (Kou
et al,, 2021).

Social media in the community also contributes to disseminating information flows, both busi-
ness information and non-business information (Lagna & Ravishankar, 2022). The role of social
media that is flexible and has an extensive reach has been utilized as a media for marketing
financial services products through the massive use of FinTech platforms (Al Syahrani et al., 2021),
where the widespread use of FinTech platforms also provides support in socializing financial
literacy for users. Financial services have become flexible, easy, and fast (Kuchciak &
Wiktorowicz, 2021). The growing community of social media users can inspire financial institutions
to be more creative and innovative in developing FinTech platforms (Tun-Pin et al., 2019).
Therefore, in the unfavorable situation of the COVID-19 pandemic, social media has become
a widely used platform for business management processes and management development
processes (Azman et al,, 2021). Strengthening the management aspect will certainly encourage
the development of a more massive FinTech platform as an effort to provide more adequate
financial services for users (Dang & Vu, 2020)

Various cases involving communities and institutions managing FinTech platforms show that
public understanding is still inadequate regarding rights and obligations (Banding et al., 2020).
moreover, many illegal FinTech platform managers still operate without following the regulations
set by Financial Services Authority, Indonesia (Lestari et al,, 2020). FinTech platforms aim to
facilitate financial services for access to micro-capital (Goldstein et al., 2019), but people instead
use them for consumptive needs. This often leads to payment failures that ultimately lead to legal
disputes (Lestari et al., 2020), so FinTech is considered still not optimal in providing access to
micro-capitalization for the SMEs sector (Dang & Vu, 2020). The empirical description shows that
financial literacy and social media are very relevant phenomena to explain how to optimally
manage FinTech platforms to improve financial services to the public and high-speed and easy
access to micro-capital in the SMEs sector (Mention, 2021). Therefore, the FinTech platform must
become an instrument for leveraging the SMEs sector’s revival in the ongoing COVID-19 pandemic
(Azman et al., 2021).

Several previous studies showed the following results, Hamidah et al. (2020); the results of
this study are that financial literacy, financial technology, and intellectual capital have
a positive and significant effect on the performance of MSMEs in Depok City. Nathan et al.
(2022) Perceived ease of use, usefulness, trust, brand image, government support, user innova-
tiveness, and attitude are significantly correlated with FinTech adoption in Vietnam, while
financial literacy was not significantly correlated with FinTech adoption. Indrawati (2021) The
finding that digital financial literacy significantly affects buying interest in financial technology
products and financial behavior has no significant effect on buying interest. In financial
technology products. Widyaningsih et al. (2021) The research findings show the high level of
financial literacy of the community and MSME actors and digital and financial technology
literacy behaviors and attitudes, making it easier to promote the use of digital financial
innovation products so that they can expand financial inclusion. It is proven that previous
studies found research gaps; that is what makes this research conducted
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2. Literature review

2.1. Financial literacy

Financial literacy is an educational program from financial service managers to provide a set of
knowledge that can improve the skills of service users in making effective financial decisions
through the use of available information sources (Kuchciak & Wiktorowicz, 2021). Financial literacy
has become part of financial institutions’ marketing strategy by providing information and tech-
nology-based financial knowledge to the public. Burchi et al. (2021) The finding show a positive
and statistically significant relationship between financial literacy and sustainable entrepreneurial
activity. Financial literacy aims to convey messages while at the same time influencing changes in
the community using banking services which include: financial knowledge, financial skills, financial
behavior, financial attitude, and financial performance (Purwanto & Anwar, 2022). Through finan-
cial literacy, the public has knowledge of banking service products and plans for funding needs
according to their priority scale. Thus, the literacy program carried out by financial institutions will
encourage the use of information technology platforms to become more massive so that financial
services become more flexible, effective, and efficient through the FinTech platform. Furthermore,
the speed and ease of accessing financial services have become part of the lifestyle and needs of
the community in the industrial era 4.0. Therefore, financial service managers must be creative
and innovative in developing FinTech platforms to encourage financial literacy programs and
access to financial services.

Business actors in the Small and Medium Industry sector still do not have access to financial
services with an adequate portion. A structured financial literacy program will certainly be able to
increase financial knowledge for Small and Medium Industry sector players. The role of social
media in people’s lives that continues to develop also encourages financial institutions to take
advantage of this open space as a medium of communication and interaction with the community
(Yoshino et al., 2020). Financial literacy programs educate the public about financial knowledge
and are also used by managers of financial institutions to offer financial service products so that
Small and Medium Industry sector players can access information directly. According to their
needs. Therefore, the literacy program carried out on a massive scale can increase the ability of
the Small and Medium Industry sector to recognize financial service products quickly, easily, and
flexibly. This condition makes micro capital in this sector stronger (Kuchciak & Wiktorowicz, 2021).

Hamidah et al. (2020) partially examined the influence of financial literacy, financial technology,
and intellectual capital on MSME performance. In this study, it appears that both financial literacy
and financial technology are independent variables. Likewise, research conducted by (Irman et al,,
2021). Irman et al. (2021) examined the variables of financial literacy and financial technology as
for independent variables.

Meanwhile, Tun-Pin et al. (2019) proved that financial literacy affects financial technology in
their research. This research is supported by research conducted by Foster and Johansyah (2021)
examined the financial literacy variable as the independent variable and financial technology as
the dependent variable. In other words, financial literacy is an independent variable, while finan-
cial technology is a dependent variable.

So, in the research conducted by Hamidah et al. (2020) with the research conducted by Tun-Pin
et al. (2019) and by Foster and Johansyah (2021), there was a research gap. The research gap
makes this research more interesting. Namely, digging deeper into the influence of financial

literacy on financial technology.

Based on this description, the following hypothesis is proposed:
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H1: Financial Literacy affects financial technology in the Creative Industry Sector in East Java
H2: Financial Literacy affects micro-capital in the Creative Industry Sector in East Java

2.2. Social media

Social media is online media used by users to communicate, interact, participate, and share
information easily by creating social network content and cyberspace without being limited by
space and time. Social media has become part of people’s lifestyles in meeting the information
needed to support their activities regarding self-actualization and making business decisions.
Social Media that is used wisely can provide various financial literacy according to their needs,
thus guiding MSME actors to make quick and appropriate decisions in fulfilling their business
capital (Purwanto & Anwar, 2022). Thanks to social media, complex activities can be carried out
easily, quickly, and effectively. Human dependence on social media encourages various parties to
use it as a business medium (Abu Daqar et al., 2021) because it can become a network to
communicate, interact, and participate effectively. FinTech is a social media platform developed
by financial institutions to communicate with customers regarding product introduction services
and sharing other important information. Therefore, the stronger role of social media in people’s
lives will certainly strengthen the development of FinTech platforms by financial institutions.
Kuchciak and Wiktorowicz (2021) The empirical analysis was conducted using several data sources,
including non-financial statements and a unique self-collected dataset that describes the specifics
of the most popular social media platforms (like Facebook, Twitter, YouTube, Instagram,
GoldenLine, and LinkedIn) in the activities of commercial and cooperative banks in Poland between
2010 and 2019. Abu Daqar et al. (2021) Finding The smartphone penetration rate is 100% among
both generations, while the financial inclusion ratio in Palestine is around 36.4%; these clear
indicators are the main FinTech drivers to promote FinTech services in Palestine, and these are
global indicators for FinTech adoption intention. Both generations (84%) intend to use e-wallet
services; Millennials (87%) and Gen Z is (70%) prefer using real-time services.

In addition, the digitalization era has also accelerated the use of social media to become more
intense. Thus, people have more and more options to seek new information and knowledge according
to their needs. In business uncertainty during the COVID-19 pandemic, financial institutions have not
yet opened access to micro-capital correctly. This situation then affects the behavior of the Small and
Medium Industry sector to utilize social media massively to gain access to micro-capitalization. Thus,
the development of social media in the digitalization era also affects creative and innovative behavior
in gathering information wisely to support strengthening micro-capital for the Small and Medium
Industry sector. Based on this description, the following hypotheses can be proposed:

H3: Social Media affects financial technology in the Creative Industry Sector in East Java
H4: Social media affects micro-capitalization in the Creative Industry Sector in East Java

2.3. Financial technology (FinTech)

FinTech is an innovation using an information-based technology platform developed by financial
service institutions to create easy and fast financial services. FinTech that is developed in an
integrated manner with marketing aspects can provide easy access to financial services for the
public. The disseminating of information related to financial services can reach a wider space, and
time is more flexible and faster. The massive growth of FinTech in the digitalization era has increased
the demand for financial services with wider and more comprehensive coverage of service aspects
(Lupikawaty & Andriyani, 2021) so that access to capital in the Small and Medium Industry sector
becomes easier and faster. Al Syahrani et al. (2021) The findings financial technology plays a crucial
role in affecting transaction efficiency, financial achievement, and financial satisfaction. Financial
Technology provides opportunities for MSME actors to access various information related to banking
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service products so that in the future, they can drive the growth of digital entrepreneurship in
a structured and massive manner (Mardiana et al., 2020). Dang and Vu (2020) In recent years, the
application of FinTech in the microfinance sector has brought many good results, such as improving
the quality of products and services, easy access to many customer groups, and scaling up the
operating model. Abu Daqar et al. (2021) The findings show that reliability/trust and ease of use are
the main issues in using a financial service. Millennials are more aware (48%) of FinTech services
than Gen Z (38%), which is different from the global view where Gen Z is the highest.

Therefore, FinTech, which was developed as a service medium by financial institutions, has now
provided adequate access to select and meet micro-capitalization needs for the Small and Medium
Industry sector. Tun-Pin et al. (2019) There are six FinTech business models implemented by
startup growth: payments, wealth management, crowdfunding, lending, capital markets, and
insurance services (Lee & Shin, 2018). Lagna and Ravishankar (2022) Financial technology
(FinTech) is seen as possessing the significant potential to provide the poor access to financial
services and help them escape the clutches of poverty

On the other hand, FinTech will grow well in the digitalization era because social media can
provide adequate space to create creative and innovative behavior for financial institutions to
develop financial services through information technology. Financial literacy programs designed
according to digital marketing needs must contribute positively to the development of FinTech.
Thus, strengthening literacy socialization can provide adequate educational value by disseminating
fast and up-to-date information regarding services from financial institutions. Therefore, as
a conceptual resource, FinTech must be able to become a medium that is easily accessible and
utilized quickly and flexibly for the community to meet the needs of financial services, especially
access to micro capital for the Small and Medium Industry sector (Banding et al., 2020) Based on
this description, the following hypotheses can be proposed:

H5: Financial technology affects micro-capital in the Creative Industry Sector in East Java

2.4. Micro capital

Micro capital is business capital that does not exceed one billion rupiahs. The Small and Medium
Industries Sector generally still has business capital that is far from ideal for supporting normal
business activities, thus requiring access to capital support from financial institutions or other
similar institutions (Al Syahrani et al., 2021). Access to capital in the Small and Medium Industry
sector often faces difficulties meeting formal requirements when dealing with financial institu-
tions. As a result, financial institutions also have difficulty meeting financing targets. On the other
hand, social media has a strategic role in people’s lives, demanding easy, fast, and flexible services
without being limited by space, place, and time. Financial institutions have used Social Media as
a very effective marketing medium to support the needs and fulfill people’s lifestyles.

The literacy program is an integral part of the FinTech platform developed by financial institu-
tions to improve financial services. FinTech allows the Small and Medium Industry sector to have
many choices in making smart and fast decisions. Access to capital can be chosen according to the
knowledge possessed through FinTech, which is increasingly complete and easily accessible.
Therefore, the many FinTech platforms offered and social media also accelerate the spread of
financial literacy to be more intensive and effective, thus taking advantage of the growth in access
to micro capital to become stronger for the Small and Medium industries sector.

3. Research model

3.1. Analysis model
Figure 1 shows that the model can be expressed in the form of an equation as follows:
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Figure 1. Model path analysis.

FL
v v Keterangan:
FT MC:I FL : Financial Literacy (X1)
N SM : Social Media (X2)
| FT : Financial Technology(Y1)
SM MC  : Mocro Capitall (Y2)
1. Z g =P1Zp  PaZsw + 1 1)
2.Zmc=P3Zr + Py Zsm i Ps Zer + 2 (2)

4. Research methodology

The population in this study was 376 SMEs in the industrial centers of East Java (Sidoarjo,
Mojokerto, Surabaya, Pasuruan, and Gresik). The creative industry sector studied includes handi-
crafts, shoes, bags, wallets, suitcases, accessories, headscarves, Muslim clothing, delivery, and
similar businesses.

The sample size is 65 respondents taken by stratified random sampling method. The sample
criteria are SMEs actors and owners, active in business for at least ten years and still actively
operating until the end of March 2021.

4.1. Variable operational definition

4.1.1. Research instruments

The data in this study were collected through a questionnaire instrument containing a list of
questions that must be answered by creative industry business actors who meet the criteria as
members of the population. As a research instrument, the questionnaire must meet the require-
ments of validity and reliability. This study uses the validity test of the Pearson product-moment
correlation coefficient formula, and the reliability test uses Cronbach’s alpha. An instrument is
declared valid if the correlation coefficient is positive and significant with the item-total correlation
value greater than 0.30. The instrument is declared reliable if the value of Cronbach’s alpha is more
significant than 0.6. Table 1 lists the variable operational definition used in this study.

5. Results

5.1. Validity and reliability

Table 2 shows that the correlation coefficient of the four variables has an r-count value between
0.3436-0.8316, with a positive value greater than 0.30. Likewise, the Cronbach Alpha of the four
variables has a value between 0.7324-0.8043, which is greater than 0.60. The correlation coeffi-
cient and Cronbach Alpha value indicate that the research instrument used to collect data from
respondents is valid and reliable.

5.2. Path analysis

The linearity test must refer to the parsimony concept, i.e., if all the models used as the basis for
testing are significant, it means that the model is said to be linear or the linear function is
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Table 2. Validity and reliability test results

Correlation
Variable coefficient Cronback Alpha Information
Financial literacy 0.3436-0.7621 0.7324 Valid and Reliable
Social media 0.4642-0.8316 0.8043 Valid and Reliable
Financial Technology 0.4218-0.7646 0.7832 Valid and Reliable
Micro Capital 0.4638-0.7492 0.7326 Valid and Reliable

Source: Data Processing

Table 3. Linearity assumption test results

Independent Variable

Dependent Variable

Test results (= 0.05)

Financial Literacy

Financial Technology

Significant linear model

Financial Literacy

Micro capital

Significant linear model

Social Media Financial Technology Significant linear model
Social Media Micro capital Significant linear model
Financial Technology Micro capital Significant linear model

Source: Data Processing

Table 4. The summary of regression

Standardized
Independent Variable | Dependent Variable Coefficient Sig. (0,05)
Financial literacy Financial Technology 0,292 0,028
Financial literacy Micro capital 0,314 0,041
Social media Financial Technology 0,326 0,043
Social media Micro capital 0,323 0,037
Financial Technology Micro capital 0,418 0,039

Source: Data Processing

substantial. The results of testing the linearity assumption for each influence between variables
are presented in Table 3.

Table 3 shows that all forms of influence between variables in the structural model are linear.
Thus, the assumption of linearity in the path analysis has been met.

5.3. Structural model

Path analysis uses standard regression values whose data is processed through Statistical Product
and Service Solutions (SPSS) Version 22 software. The direct influence path coefficient test results
are presented in Table 4.

Based on the results of testing the coefficients in Table 4 and Table 5, the model in the form of

path analysis can be expressed in the form of the following equation:

1. Zgr = 0.292 Zp + 0.326 Zgy

2. ZMC = 0.314 Ze + 0.323 ZSM + 0.418 Zet

3)

(4)
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Table 5. Indirect effect path coefficient

Standardization
Independent Variable | Intervention Variable Depends Variable d Coefficient
Financial literacy Financial Technology Micro capital 0.122 (sig. = 0.05)
Social media Financial Technology Micro capital 0.136 (sig. = 0.05)

Source: Data Processing

6. Discussion

6.1. Financial literacy dffects financial technology in the creative industry sector

Financial literacy has a weak effect on financial technology but is significant (coefficient 0.292, sig.
0.028). Although the influence is weak, financial technology will increase significantly if financial
literacy increases. Therefore, efforts to educate the public on financial services and financial
intelligence, as the main content in financial literacy, can be directed into menus available on
the FinTech platform so that people can access them in an easy and fast way. Financial institutions
focus on optimizing financial literacy programs to support the strengthening of financial services
for the community in a very flexible, easy, and fast way. Therefore, the FinTech platform as
a communication medium that is quite effective in the digitalization era can optimize its literacy
program as a whole, complete and cannot be separated from the content of the developed
FinTech platform. Literacy programs designed in a structured manner will certainly strengthen
the content of the FinTech platform to be more adequate so that financial services for the
community become easier, faster, and more accurate.

The existence of FinTech goes hand in hand with changes in people’s lifestyles, dominated by
technology users information you want fast and practical. Problems in economic activities such as
buying and selling, making payments, not having much time to look for ATM machines, or being
reluctant to visit shopping centers can be overcome more effectively and efficiently. Increasing
financial literacy in the community will lead to the emergence of Financial Technology that can
provide breakthroughs for MSME actors. With FinTech, MSME players can find it easier to get
information or use of various existing financial products.

The findings of this study: 1) there is a positive and significant direct effect of financial literacy on
FinTech; 2) there is an indirect effect of financial literacy on micro-capital through FinTech, which is
positive and significant.

6.2. Financial literacy affects micro-capital in the creative industry sector

Financial literacy has a weak direct effect on the role of micro capital but is significant, with
a coefficient of 0.314 and a significant level of 0.041. This shows that microfinance literacy can still
not educate the public about finance optimally. In the era of digitalization, microfinance literacy
should play an important and strategic role in transforming financial knowledge in society because
various media are available that can be used optimally. The community as actors in the creative
industry sector has been established with their social media life, so it is appropriate that micro-
finance literacy is also integrated with the life of their social media existence. Community users of
financial services will gain financial intelligence when financial institutions can provide services
easily, completely, and accurately according to their needs. Ease of accessing the information on
financial services will certainly strengthen the creative industry sector in meeting its capital
requirements. Therefore, literacy as an introduction and education program for knowledge about
financial intelligence for the community also accelerates the dissemination of financial service
information. It provides many choices for the public to make smart, effective, and accurate
financial decisions. Literacy programs with adequate financial content will certainly strengthen
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good knowledge in the learning process for the creative industry sector so that access to capital
fulfillment will be better.

The findings in this study: 1) there is a positive and significant direct effect of financial literacy on
micro capital; 2) there is an indirect effect of financial literacy on micro-capital through FinTech,
which is positive and significant.

6.3. Social media has an effect on financial technology in the creative industry sector
Social media has a weak direct effect on financial technology but is significant (coefficient
0.326, sig. 0.043). This shows that the higher the social media presence, the higher the FinTech
significantly. This social media can be used to develop FinTech platforms to be friendlier in
providing better financial services. Small and Medium Enterprises (SMEs) who are in a new
civilization and are accustomed to socializing on social media use this media as a place to find
and get information as needed. Social Media makes financial services easily accessible without
being hindered by space, time, and place. Therefore, as a very effective medium in the
digitalization era, social media is optimized for developing an adequate FinTech platform so
that FinTech as a financial service platform can provide optimal benefits for the community.
Social media can build a better FinTech platform so that the offered FinTech can be a good
friend and partner for the SMI sector.

The findings of this study: 1) there is a positive and significant direct influence of social media on
FinTech; 2) there is an indirect effect of social media on micro capital through FinTech, which is
positive and significant.

6.4. Social media has an effect on micro-capitalization in the creative industry sector
Social media has a weak effect on micro-capitalization but is significant (coefficient 0.323, sig. 0.037).
This shows that the higher the social media, the higher the micro-capitalization. In the era of
digitalization, financial institutions can optimally utilize social media to introduce financial services
in a structured and massive manner so that the public can obtain an adequate supply of information
to support smart decisions regarding the fulfillment of financial services. The creative industry sector
actors who are already established with their social media lives are appropriate if social media is
made part of the digital marketing aspect that is more friendly to the lives of the creative industry
sector actors in the current digital era. Ease of accessing information on financial services will
certainly strengthen the creative industry sector to meet capital needs.

It is natural that business actors currently take advantage of Social media and are very good at
promoting their products or services. Media social media is a means of promotion. From promo-
tions that have been done on social media, other social media users will begin to recognize or at
least see and know what is on offer. Usually, the promotions carried out are packaged as
attractively as possible to lure potential consumers into stopping at the sales booth, for example,
using one of the social media, namely Instagram, which is very popular. The purpose of the
promotion is to increase sales. The increase in sales will certainly affect the sustainability of
a business.

Therefore, as part of fulfilling lifestyles in society, social media has transformed knowledge and
financial intelligence for social media users through disseminating content and various financial
service information. Social media also offers an alternative for the public to make creative and
innovative financial decisions so that access to fulfillment and strengthening capital for the
creative industry sector is getting better.

The findings of this study: 1) there is a positive and significant direct influence of social media on

micro capital; 2) there is an indirect influence of the role of social media on micro capital through
FinTech, which is positive and significant.
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6.5. Financial technology dffects micro-capitalization in the creative industry sector
Financial technology has a strong enough influence on micro capital and is significant (coefficient
0.418; sig. 0.039). This shows that the higher the financial technology, the higher the micro
capitalization. The public’s response to FinTech as a financial service medium is quite good; this
aligns with understanding financial service instruments obtained through literacy and information
dissemination from various social media.

FinTech regulation today is a global demand for the financial industry. Currently, the problem faced
by developed and developing countries like Indonesia is the same, namely how to develop FinTech.
This means that the level-playing-field similarities between developed and developing countries
should be an opportunity for developing countries to catch up with regulations. It is hoped that the
growth of FinTech in Indonesia can develop well and safely in the future. In Indonesia, regulations
regarding FinTech have been accommodated by the Financial Services Authority Regulation Number
77/POJK.01/2016 concerning Information Technology-Based Lending and Borrowing Services and
Regulation Number 31/POJK.05/2016 concerning Pawnshops. This proves that the Government of
Indonesia has taken the development of FinTech in Indonesia seriously. Regulations that accommo-
date, of course, will create legal certainty and a sense of security for investors and fund seekers. The
rules issued by Bank Indonesia through Bank Indonesia Regulation Number 18/40/PBI/2016 concern-
ing the Implementation of Payment Transaction Processing are made to support the implementation
of FinTech and E-Commerce in Indonesia.

The SME sector in the digitalization era must be able to optimize the existence of FinTech to
support its business activities through these various financial services. Therefore, the financial
services available through the FinTech platform also offer a large selection of services that the
public can access. However, this is still not running optimally, so a more patient maturation
process is needed so that the strengthening of capital for the creative industry sector can grow
and develop better.

The findings of this study: 1) there is a direct influence of FinTech on micro capital; 2) the
existence of FinTech can become a significant mediation between financial literacy and social
media on micro capital; in other words, FinTech has a positive and significant influence on financial
literacy and social media on micro capital for the better

7. Conclusion

The first hypothesis, which states that financial literacy significantly affects financial technology, is
accepted. Therefore, a well-run literacy program will certainly provide a strong impetus for the
development of FinTech as a fast, easy, and accurate financial service medium.

The second hypothesis, which states that financial literacy significantly affects micro capitaliza-
tion, is accepted. Therefore, the level of regularity in delivering financial literacy according to user
needs also accelerates financial intelligence for the creative industry sector, so that the strength-
ening of micro capital is getting better.

The third hypothesis, which states that social media significantly affects financial technology, is
accepted. Therefore, social media developed through active participation can open up flexible
space and time, making financial technology provide better benefits.

The fourth hypothesis, which states that social media significantly affects micro-capitalization, is
accepted. Therefore, social media that provides an open space to play an active role in dissemi-
nating information about the community’s needs will provide access to knowledge and more
adequate financial services, thereby strengthening capital for the creative industry sector.
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The fifth hypothesis, which states that financial technology has a significant effect on micro
capital, is accepted. Therefore, financial technology, which is designed to provide easy access to
the services offered, will certainly strengthen the creative industry sector’s capital.

8. Implications
Based on the conclusions of the research results, the implications of the research results can be
stated as follows:

Financial literacy is a structured knowledge and information dissemination program to increase
public awareness and understanding of various access services. If this can be used to make wise
decisions regarding access to financial services, then the community and the creative industry
sector can easily, quickly, and accurately gain access to services.

Social media is online media that fellow users use to communicate, interact, participate, and
easily share information by creating social network content and cyberspace without being limited
by space and time. If this can be managed and utilized wisely, financial Literacy and FinTech can
be effective service mediums to improve financial services with easy, fast, and flexible access.

Financial Technology is the implementation of innovative results using information technology
platforms developed by financial institutions to create effective and flexible services without being
limited by space, time, and place. If this can be adequately developed in an integrated manner with

social media, then all forms of financial services can be accessed easily, quickly, and effectively.
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