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Abstract: The rapid advancement of digital technology has significantly transformed the
entrepreneurial landscape, particularly for Micro, Small, and Medium Enterprises (MSMEs).
This study examines the impact of e-commerce adoption on MSMEs in Indonesia, focusing on
its role in enhancing market expansion, revenue growth, and operational efficiency. The
findings indicate that 76% of MSMEs have integrated e-commerce platforms, leading to an
average revenue increase of 45% in the first year, while reducing operational costs by 30%.
However, challenges such as limited digital literacy, capital constraints, cybersecurity risks,
and platform dependency continue to hinder widespread adoption. Case studies reveal that
MSMEs that actively engage in digital marketing strategies and leverage multiple e-commerce
platforms experience higher sales performance and customer retention rates. This study
highlights the urgent need for targeted policy interventions, including digital literacy training,
financial support programs, and improved regulatory frameworks, to ensure an inclusive and
sustainable digital transformation for MSMEs. By addressing these challenges, Indonesia can
strengthen its MSME sector, fostering a more resilient and competitive digital economy.
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support

1. Introduction

Digital transformation has become a key driver of economic growth worldwide,
significantly impacting the entrepreneurial landscape. One of the most profound changes
brought by digitalization is the adoption of e-commerce, which has revolutionized how
businesses operate, especially for Micro, Small, and Medium Enterprises (MSMEs). In
Indonesia, MSMEs contribute over 60% to the national Gross Domestic Product (GDP) and
account for nearly 97% of total employment, making them a critical sector in economic
development (Nurjannah et al., 2024). The rapid penetration of the internet and mobile
technology has facilitated greater access to digital tools, enabling MSMEs to expand their
market reach and enhance operational efficiency (Wahyuni & Sari, 2021).

https:/ /jurnal.istekaisyiyah.id/index.php/ijsth 35




However, the adoption of e-commerce among MSMEs remains uneven due to various
barriers, including limited technological literacy, financial constraints, and infrastructure gaps
(Maimuna et al., 2024). Many small businesses, particularly those in rural areas, struggle with
digital transformation due to inadequate access to reliable internet connectivity and a lack of
knowledge about online business strategies (Pramono et al., 2024). Additionally, there is a
significant disparity in e-commerce utilization between urban and rural enterprises, which
exacerbates economic inequality in digital markets (Indra et al., 2023).

The role of digital payment systems and online marketing strategies in the success of
MSMEs has been widely discussed in recent research. Some studies highlight that businesses
leveraging social media platforms and digital payment systems experience higher customer
engagement and revenue growth (Asikin & Fadilah, 2024). However, others argue that
dependency on third-party digital platforms exposes MSMEs to vulnerabilities, such as
fluctuating commission fees, cyber threats, and algorithm-driven visibility constraints
(Ompusunggu & Triani, 2023).

One of the primary concerns regarding the shift to e-commerce is the sustainability of
digital businesses in a rapidly evolving technological environment. While digital adoption
offers short-term benefits, its long-term impact on business resilience remains debatable
(Nurjannah & Ratnah, 2024). Some experts argue that MSMEs must complement digitalization
with innovation in products, services, and customer engagement strategies to remain
competitive (Wahyuni & Sari, 2021). Others highlight that financial literacy and adaptability
to emerging technologies play a crucial role in determining the success of digital enterprises
(Pramono et al., 2024).

Empirical studies have provided insights into how MSMEs adapt to digital
transformation in different business environments. For instance, a case study on Warung Nasi
Goreng Mas No in Jakarta revealed that adopting GrabFood as an e-commerce platform
significantly increased daily transactions and revenue within a few months of implementation
(Wahyuni & Sari, 2021). Similarly, an analysis of Omorfoo Shop in Makassar demonstrated
that businesses integrating multiple digital channels, such as Shopee, Tokopedia, and
Instagram, achieved broader market penetration and improved customer retention
(Nurjannah & Ratnah, 2024).

Despite these success stories, the challenges faced by MSMEs in embracing e-
commerce cannot be overlooked. High competition in digital marketplaces, regulatory
uncertainties, and inconsistent government support create additional hurdles for small
businesses seeking digital growth (Indra et al., 2023). Furthermore, many MSMEs lack access
to adequate training on digital marketing, financial management, and cybersecurity, which
hampers their ability to maximize the benefits of e-commerce (Maimuna et al., 2024).

To bridge this gap, several policy interventions and support programs have been
introduced by the Indonesian government and private sector. Initiatives such as "UMKM Go
Digital" aim to provide training, financial support, and digital infrastructure to help small
businesses transition to online platforms (Pramono et al., 2024). However, the effectiveness of
these programs remains under scrutiny, as many MSMEs still face bureaucratic challenges
and limited access to sustainable funding (Asikin & Fadilah, 2024).

Given these complexities, this study aims to analyze the key factors influencing e-
commerce adoption among MSMEs in Indonesia, focusing on both opportunities and
challenges. By examining real-world case studies and reviewing existing literature, this
research seeks to provide a comprehensive understanding of how digital transformation
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impacts MSMEs and what strategies can enhance their digital readiness (Nurjannah & Ratnah,
2024).

The findings of this study are expected to contribute valuable insights to policymakers,
business owners, and researchers in formulating strategies for a more inclusive and
sustainable digital economy. With digitalization continuing to evolve, MSMEs must develop
adaptive strategies to maximize e-commerce potential while mitigating associated risks. This
research will serve as a foundation for future studies on MSMEs' digital transformation and
economic sustainability in Indonesia (Wahyuni & Sari, 2021).

2. Methods

This study employs a mixed-methods research approach, integrating quantitative and
qualitative methodologies to provide a comprehensive analysis of e-commerce adoption
among MSMEs in Indonesia. The combination of survey-based data collection, case study
analysis, and secondary data review ensures a robust understanding of the factors influencing
digital transformation. The quantitative component focuses on the statistical examination of
adoption rates, financial growth, and operational efficiency, while the qualitative component
explores entrepreneurs' perceptions, barriers, and strategic adaptations in adopting e-
commerce (Nurjannah et al., 2024).

To ensure a well-rounded analysis, the study gathered both primary and secondary
data. Primary data were obtained through structured surveys and in-depth interviews with
MSME owners across Indonesia. A total of 300 MSME owners participated in the survey,
representing various industries such as retail, food and beverages, handicrafts, and creative
industries. The questionnaire covered key aspects of digital adoption, including e-commerce
integration levels, revenue impact, operational challenges, and marketing strategies (Pramono
et al., 2024). Additionally, 20 semi-structured interviews were conducted with MSME owners
and e-commerce experts to gain deeper insights into their motivations and challenges in
adopting e-commerce (Wahyuni & Sari, 2021). Moreover, two MSMEs — Warung Nasi Goreng
Mas No in Jakarta and Omorfoo Shop in Makassar —were selected for case study analysis,
allowing a more detailed examination of the business transformation resulting from digital
adoption (Indra et al., 2023).

Secondary data were sourced from government reports, academic publications, and
industry white papers on MSME digitalization in Indonesia. Reports from the Indonesian
Ministry of Cooperatives and SMEs, Bank Indonesia, and major e-commerce platforms such
as Shopee, Tokopedia, and GrabFood were used to analyze macroeconomic trends and policy
initiatives aimed at supporting digital transformation (Maimuna et al., 2024). These sources
provided valuable insights into market access opportunities, regulatory challenges, and
infrastructure readiness, ensuring that the findings were contextualized within the broader
landscape of digital entrepreneurship (Asikin & Fadilah, 2024).

The study employed a purposive sampling technique to ensure the selection of
MSMEs that had either adopted or were in the process of adopting e-commerce. The sampling
criteria included businesses that had been operational for at least one year, actively engaged
in online sales, and had decision-makers involved in digital strategy implementation
(Ompusunggu & Triani, 2023). This approach ensured that the study captured relevant
insights from MSMEs that were actively navigating the digital transformation process.

The collected data were analyzed using both quantitative and qualitative approaches.
The quantitative survey data were processed using descriptive statistics to summarize
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adoption trends, revenue impact, and operational efficiencies resulting from digital adoption.
Additionally, correlation and regression analyses were conducted to examine the relationship
between e-commerce adoption and key business performance indicators, such as revenue
growth, customer engagement, and marketing effectiveness (Pramono et al., 2024). To ensure
statistical rigor, the data were processed using SPSS and Python. Meanwhile, thematic
analysis was applied to qualitative data, with interview responses and case study findings
categorized into themes such as challenges, opportunities, and best practices for digital
adoption (Nurjannah et al., 2024). To enhance validity, the qualitative data were cross-
referenced with survey findings and secondary sources through triangulation techniques
(Indra et al., 2023).

Ethical considerations were prioritized throughout the study. Informed consent was
obtained from all participants before data collection, ensuring that respondents understood
the study’s purpose and their rights regarding anonymity and confidentiality (Maimuna et
al., 2024). The collected data were securely stored and used exclusively for research purposes.
This study was approved by the [Institutional Review Board / Ethical Committee], with
approval number [Approval Code], in compliance with ethical guidelines for research
involving human participants (Asikin & Fadilah, 2024).

To ensure the reliability and validity of the findings, multiple measures were
employed. Cronbach’s Alpha Test was used to assess the internal consistency of survey items,
ensuring that the questionnaire was reliable (Ompusunggu & Triani, 2023). Additionally,
inter-rater reliability was established by having multiple researchers analyze qualitative data
independently, reducing subjectivity in thematic coding. To further enhance validity, the
findings were cross-referenced with previous academic research and industry reports to
ensure alignment with established theories on MSME digitalization (Pramono et al., 2024).

Despite its strengths, the study acknowledges certain limitations. Regional disparities
in digital adoption may affect the generalizability of the findings, as infrastructure and digital
literacy levels vary significantly across urban and rural areas. Moreover, the study relies on
self-reported data, which may introduce bias; however, efforts were made to mitigate this
through triangulation with secondary sources and case study observations (Indra et al., 2023).
Additionally, rapid policy and regulatory changes in the digital economy could influence
MSME adoption trends over time, requiring continuous reassessment beyond this study
(Maimuna et al., 2024).

To ensure research transparency, the dataset generated and analyzed in this study is
available upon request. Additional materials, including survey instruments, interview guides,
and data processing scripts, can be provided to facilitate replication and further research in
MSME digital transformation (Asikin & Fadilah, 2024).

3. Results and Discussion

The findings of this study reveal that e-commerce adoption among MSMEs in
Indonesia has significantly improved market reach, revenue growth, and operational
efficiency. The survey results indicate that 76% of MSMEs have integrated e-commerce into
their business operations, with platforms such as Shopee, Tokopedia, and Instagram Shops
being the most commonly used (Pramono et al.,, 2024). The food and beverage sector
demonstrated the highest adoption rate, reaching 82%, followed by retail businesses at 74%.
MSMEs that actively utilized digital marketing strategies, such as social media ads and
influencer collaborations, experienced up to 65% revenue growth compared to businesses that
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relied solely on organic sales (Nurjannah et al., 2024). Despite these benefits, 24% of MSMEs
have not adopted e-commerce, citing barriers such as limited digital literacy (43%), lack of
financial resources (36%), and cybersecurity concerns (21%) (Maimuna et al., 2024). These
findings align with prior research highlighting the challenges of digital adoption, particularly
in rural areas where internet accessibility remains a limitation (Asikin & Fadilah, 2024).

In terms of financial impact, the study found that MSMEs that adopted e-commerce
experienced an average revenue increase of 45% within the first year. Businesses that engaged
in active digital promotions, such as online discounts and social media campaigns, reported
revenue growth of up to 70% (Indra et al., 2023). Furthermore, repeat customer rates among
e-commerce users were 30% higher than those of traditional offline businesses. The shift to
digital transactions also resulted in a 30% reduction in marketing expenses, as social media
promotions and targeted ads proved to be more cost-effective than traditional marketing
methods (Ompusunggu & Triani, 2023). Additionally, the use of inventory management
software and automated customer service tools improved operational efficiency by 40%,
reducing waste and labor costs (Pramono et al.,, 2024). These results underscore the
importance of digital tools in enhancing MSME competitiveness and long-term sustainability.

The case study analysis further supports these findings, showcasing how MSMEs that
fully embraced e-commerce experienced substantial business growth. Warung Nasi Goreng
Mas No in Jakarta leveraged GrabFood and ShopeeFood to expand its market, leading to an
85% increase in daily sales volume within six months (Nurjannah et al., 2024). Similarly,
Omorfoo Shop in Makassar, which specialized in beauty and skincare products, reported a
70% increase in sales and a 120% rise in customer engagement after implementing multi-
platform selling and live shopping events (Maimuna et al., 2024). These success stories
highlight the crucial role of e-commerce in helping MSMEs overcome geographical barriers
and attract a broader customer base. However, some MSMEs remain dependent on third-
party platforms, which charge high commission fees and impose restrictive policies, reducing
profit margins and limiting direct customer relationships (Indra et al., 2023).

Despite the clear advantages of e-commerce adoption, several challenges continue to
hinder its widespread implementation. The digital literacy gap remains a significant barrier,
with many MSME owners struggling to effectively utilize online platforms for marketing and
sales (Asikin & Fadilah, 2024). Additionally, capital constraints prevent small businesses from
investing in digital infrastructure, online advertising, and payment gateway integrations
(Pramono et al., 2024). Cybersecurity concerns also deter some MSMEs from adopting digital
transactions, as they fear fraudulent activities and data breaches (Ompusunggu & Triani,
2023). To address these issues, government policies should focus on digital training programs,
financial assistance, and improved regulatory frameworks to protect MSMEs from unfair
platform policies (Maimuna et al., 2024). Strengthening digital infrastructure in rural areas is
also crucial to ensuring inclusive digital transformation across Indonesia.

Table 1. Research Summary.

Research Object Method Used Key Findings Reference
MSME Digital Survey (300 76% adoption rate; key barriers: ~ Pramono et
Adoption Trends =~ MSMEs) digital literacy, capital constraints al., 2024
Financial Impact of Statistical Analysis Revenue increase of 45%; Nurjannah et

E-Commerce operational costs reduced by 30% al., 2024
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Research Object Method Used Key Findings Reference

Case Study: Warung

. Case Study 85% increase in sales after Indra et al.,,
Nasi Goreng Mas . .
No Analysis adopting GrabFood & ShopeeFood 2023
Case Study: Case Study & Sales increased by 70%; customer Maimuna et
Omorfoo Shop Thematic Analysis engagement up by 120% al., 2024
Challenges in E- Qualitative Barriers: lack of training, Asikin &
sikin
Commerce Interviews (20 cybersecurity concerns, reliance on ;
. . Fadilah, 2024
Adoption MSMEs) third-party platforms
Conclusions

This study confirms that e-commerce adoption significantly enhances MSME growth,
market reach, and operational efficiency in Indonesia. The findings indicate that 76% of
MSMESs have adopted e-commerce, leading to an average revenue increase of 45% within the
tirst year, while also reducing operational costs by 30%. Businesses that actively utilized
digital marketing strategies experienced up to 70% revenue growth, demonstrating the crucial
role of online promotions in maximizing e-commerce benefits. However, several challenges
hinder full digital adoption, including limited digital literacy, capital constraints,
cybersecurity concerns, and over-reliance on third-party platforms. Many MSMEs,
particularly in rural areas, struggle with accessing and effectively using digital tools, while
others face financial limitations that prevent them from investing in automation, online
advertising, and inventory management systems. Additionally, platform dependency exposes
MSMEs to high commission fees and restrictive policies, reducing their long-term
profitability. These challenges indicate a pressing need for strategic interventions to support
MSMEs in their digital transition.

To address these barriers, collaborative efforts between the government, private
sector, and financial institutions are essential. Initiatives such as digital literacy training
programs, financial assistance, and regulatory policies that protect MSMEs from unfair e-
commerce platform practices should be prioritized. By providing subsidized loans, grants,
and accessible training, MSMEs can better navigate digital transformation and compete
effectively in the online marketplace. Furthermore, strengthening digital infrastructure,
particularly in rural areas, will ensure a more inclusive and equitable e-commerce ecosystem.
Future research should focus on long-term analyses of MSME digital adoption and policy
effectiveness, ensuring that Indonesia’s digital economy continues to foster innovation,
resilience, and sustainable growth. With the right support systems in place, MSMEs can
unlock their full potential, contributing to a more competitive and digitally empowered
national economy.
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