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ABSTRACT: The rise of digital era has transform some human life behavior and activities with 
the creation of some phenomenon. The concept of coworking is sharing an office and rent 
desks, so people with different jobs can share their ideas to a community. Co-creation of value 
is build through firm and consumers interactions to create new sources of competitive 
advantage. This insights from phenomenon might be an answer for small businesses problem. 
The objective of this paper is to create a new concept framework for small busines 
s development. By using literature study and review, the framework was developed to create this 
concept framework. By understanding some rising phenomenon, then it could be established a 
new concept framework for small business development. It is called as co-business space, which 
means a sharing concept for small business in a location with some basic infrastructure, facilities, 
and services. 
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1. INTRODUCTION 

 
Coworking space phenomenon is interesting topic to be adopted into another concept. The rise 
of digital era has transform some human life behavior and activities. People could work 
independently without an office, and just facilitated by coworking space. In the other case, small 
businesses has suffering with a lot of failure on facing the digital era transition and also the lack 
of business location. Another insight come from industrial zone/park that could develop 
industrial business grew in the region. This insights from phenomenon might be an answer for 
small businesses problem. The objective of this paper is to create a new concept framework for 
small business development. By using literature study and review, the framework was developed 
to create this concept framework. 
 
 
2.  CHARACTERISTICS AND PROBLEMATICS OF SMALL BUSINESS 
DEVELOPMENT 

 
Small Business Characteristics 
 
Small business in the United States of America give important role on the stability and the health 
of nation economy. The largest small business In the United States of America was come from 
retail trade (Gaskill, et.al., 1993). “Small businesses can be a vehicle both for Schumpeterian 
entrepreneurs introducing new products and processes that change the industry and for people 
who simply run and own a business for a living” (Wennekers and Thurik, 1999).  Thurik and 
Wennekers (2004) found that entrepreneurship as a driver for economic growth, 
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competitiveness and job creation. Small business also have a role to innovative and competitive 
power. The study from Gibb and Ritchie (1982) arrange stages of starting a business, which 
start from acquiring motivation, finding an idea, validating the idea, identifying the resources, 
negotiating to get into business, and birth and survival. 
 
Success factors on Small Business 

 
Small business can grow and maintain its development because of several factors, it could come 
from human factor or other factor. In example in Hong Kong, successful on small companies 
depend on small business owners skills on business and management (Luk, 1996). Table 1 listed 
success factors on small business row and developing their companies based on some literatures. 
 

Table 1. Success Factors on small business 
 

No. Success factor Source 

1. Skills owners on business and management Luk (1996) 
2. Dedication, hard work, and a commitment to service and 

quality 
Murphy (1986) on Luk (1996) 

3. Growth potential, quality, innovation, and operating efficiency Larson (1987) on Luk (1996) 
4. Innovation, risk-taking behavior, and advance training team Bird’s (1989) on Luk (1996) 
5. High quality products and services, a good reputation, 

appropriate response to customer, hard work and devotion, 
high employee devotion and spirit, good management, and 
good employee relations 

Hills and Narayana (1990) on 
Luk (1996) 

6. Entrepreneurial characteristics, start-up behavior, and the 
firm’s strategy 

Gartner (1990) on Luk (1996) 

7. A growing interest, statewide and on the federal level Robinson and Pearce (1984) 
on Gaskill, et.al. (1993) 

8. Owner characteristics, owner behaviors, and environmental 
influences 

Keats and Bracker (1988) on 
Gaskill, et.al. (1993) 

9. Motivation and determination, idea and market, resources, 
and ability 

Gibb and Ritchie (1982) 

10. Process characteristics of action strategies Frese, et.al. (2000) 

 
Obstacles on Small Business 

 
Instead of succes factors that can develop and grow small business, there are also a lot of 
obstacles that could make failure on small business. Table 2 show the list of obstacles on doing 
small business. This list was gathered from several literatures related on it. Zhuplev and 
Shtykhno (2009) found that there are no significant differences on entrepreneurial motivation 
and obstacles between year 1994 and 2008. 
 

Table 2. Obstacles on doing small business 
 

No. Obstacle Source 

1. Owner characters, managerial deficiencies, financial 
shortcomings 

Larson and Clute (1979) on 
Gaskill, et.al. (1993) 

2. Small size firms, located in rural areas, sold low priced 
merchandise, and operated as sole proprietorships 

Star ans Massel (1981) on 
Gaskill, et.al. (1993) 

3. Lack of management expertise and financial-related factors Peterson, et.al. (1983) on 
Gaskill, et.al. (1993) 
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4. Accounting and management capabilities Wichmann (1983) on Gaskill, 
et.al. (1993) 

5. Rapidly growing firms which cause financial stress Boardman, et.al. (1981) on 
Gaskill, et.al. (1993) 

6. Managerial quality, financial problem, inferiors products, 
and government and government-related policies 

O’Neill and Duker (1986) on 
Gaskill, et.al. (1993) 

7. Heavy burden of taxation and regulation Edmunds (1979) on Gaskill, 
et.al. (1993) 

8. Low growth in money supply Clute and Garman (1980) on 
Gaskill, et.al. (1993) 

9. Managerial inadequacy, incompetence, inefficiency, 
inexperince, etc. 

Haswell and Holmes (1989) 
on Gaskill, et.al. (1993) 

10. High taxes, high interest rate, government regulation and 
bureaucracy, start up and operating capital, transportation, 
the ease of currency transactions, and reliability of business 
partners or suppliers 

Zhuplev, et.al. (1998) 

 
Village Owned Small Business 

 
Small business which owned by village is new concept in Indonesia to develop economy of the 
village. Village owned company in Indonesia has been regulated by Ministry of Home Affairs 
regulation number 39 year 2010. This system has purpose to increase villager income through 
business activity (Ramadana, et.al., 2013). This company is built by village government, with 
capital and operated by village government and villager. Village owned company has partnership 
concept between village government, private, and village community on doing this company 
business. Organization and management model also built by village government and community 
partnership (Sayuti, 2011). But, from Ramadana, et.al., 2013 research found that this village 
owned company did not support the village income. 
 
Place Factor of Marketing Mix on Small Business 

 
Marketing Mix concept was introduced by E. Jerome Mc Carthy in 1960. Those marketing mix 
concept have 4 factors, they are product, price, promotion, and place. It has definition 
(Yudelson, 1999). Product means all benefit (now or for anticipation) which buyer got from 
buying and selling process; Price means things where buyer gave to get benefit; Promotion 
means all information delivered among stakeholders in transaction; and Place means all things 
which done or need to facilitate buying and selling process. 

 
3.  THE PHENOMENON 

 
Co-creation Concept 

 
Nowadays, market is becoming conversation and interaction forum between consumers, 
consumer communities and firms (Prahalad, 2004). The locus of value creation is interaction 
between them. Customer experiences with the company can create new sources of competitive 
advantage. Co-creation of value is build through firm and consumers interactions. The basic 
interactions are created through dialog, access, risk-benefits, and transparency (DART). 
 
Co-working Space 

 
The term coworking was created by Brad Neuberg, a young computer programmer, in 2005 
(Fost, 2008). He tried to combine structure and community with freedom and independence in 
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job. The concept of coworking is arrange an office and rent desks, so people with different jobs 
can share their ideas to a community. They work side by side with other unaffiliated 
professionals (Spinuzzi, 2012). The people itself, called as coworker. Most coworkers like 
working independently, but less effective at home, that is why coworking space needed, because 
they need around other people (Fost, 2008). Coworking space is “Sharing the same space 
provides community to those workers who otherwise would not enjoy the relational component 
associated with a traditional corporate office” (Parrino, 2013). Community workspaces, 
unoffices, or federated spaces are characteristics of coworking space (Spinuzzi, 2012). By 2013, 
more than 160,000 people are coworking space user, and predicted would be increased 72% in 
2014 (Emergent Research data on Waber, et.al., 2014). Parrino found that coworkers mostly 
only share a physical space instead of knowledge transfer. 
 
Industrial Zone 

 
Industrial zone development was started in Indonesia in 1973 which known as Jakarta Industrial 
Estate Pulo Gadung (Syahruddin, 2010). Based on Government of Republic Indonesia 
regulation number 24 year 2009, several purposes of industrial zone development are: land use 
control, environment friendly industry, fostering industrial growth, increase industry 
competitiveness, increase investment competitiveness, and location assurance. Syahruddin, 
2010 on his research found that industrial zone can transform Gross National Product in 
Karawang from agriculture sector to industry sector. That also has an impact to reduction of 
poverty level on that area. In the United States of America, industrial zone also known as science 
park or technology park (Kwanda, 2000), and there is also business park concept that develop 
office, industry, trade, recreational, and housing in one area.  

 
 

4. DISCUSSION 
 

Adopting from the Phenomenon 
 

Several phenomenon is rising nowadays, since the beginning of digital era, from how people 
works until how the business run. People does not need office anymore, they could work 
independently, which then coworking space was created. From the business sector, company 
did not see customers as cunsomers anymore, but as business partner. Market is become a forum 
among cunsumers and company, where this called as value co-creation. Company could use it 
as feedback for their business product, or it could be said replacing market research. This is 
show that the way people work until the way business run this forum has change. People do not 
need an office, and also business do not need market research anymore. This phenomenon 
created an insight on how small business could run in the future. 
 
Another insight come from industrial zone/park were developed. Government or private sector 
clear the area to be selected as industrial zone, where industrial companies could operate their 
business/manufacturing process on that area. All facilities and bureaucracy has been provided 
in that area/zone, this could eliminate several process and obstacles on starting new industrial 
company. 
 
Co-business Space 

 
It has been known that there are several factors on small business succes or failure. Success 
factors gathered from Table 1 are dominated by owner/employee skills, where the other factors 
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come from internal and external. The external factors are a growing interest, nation condition, 
resources, and environmental influences. The internal factors like management system, 
innovation and efficiency, product/service quality, growth potential, and a good reputation. 
Table 2 show several factors that could make business failure. Similar with success factors, 
human skills dominated this failure factors on small business. The external factors come from 
firm location, government and government-related policies, taxation and regulation, 
transportation, and business partners and suppliers. While the internal factors are financial 
problem, firms size, inferior product, and capital. 
 
Adopting from coworking space and value co-creation concept, co-business space is created to 
answer some small business problems facing the failure of growth. Co-business space is a 
concept to share location on operating small business in an area/zone. Some basic 
infrastructure, facilities and integrated bureaucracy process are provided in this co-business 
space. This concept answering some failure factors on small business that has already mentioned 
before. Firm location, bureaucracy process, regulation obstacles, transportation, and business 
partners and suppliers relationship could be solved through this concept framework. 
 

 
Figure 1. Co-business space framework 

 
Figure 1 show how co-business space framework is drawn. Location and all of basic 
insfrastructure are provided in this area. Co-business space authority as the land lord also 
provide supplier and customer access to small businesses in that zone. The arrows show that 
among small business in that zone could have a business relationship each other. The random 
arrow show that the relationship could be happen or not happen. 
 
Benchmarking 

 
A benchmark study for this co-business space concept is industrial zone concept. In this 
industrial zone case, the location is provided by government to support investment on industrial 
sector on that region. The result was great, some established industrial zone can reduce poverty 
level on the region. 

 
 

5. CONCLUSIONS 
 

The succes of small business are influenced from several factors which dominated by human 
factor, either from owner or employee. Beside that, there are also some obstacles which make 
small business failed. Understanding from some rising phenomenon like value co-creation and 
coworking space concept, then it could be an insight to create new small business development 
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concept in a framework. Co-business space is a sharing concept for small business in a location 
with some basic infrastructure, facilities, and services. This concept has a benchmark with 
industrial zone/park concept that has already establihed long time ago. In co-business space 
concept, small businesses could reduce several obstacles on doing a business. Small business 
can also has a business relationship with other small business in the zone. Then finally co-
business space can reduce business failure for small business development. 
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