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The development of digital technology has driven significant
transformation in the trade sector, particularly through e-commerce,
which plays a crucial role in supporting Micro, Small, and Medium
Enterprises (MSMEs) in Indonesia. As the backbone of the national
economy, MSMEs are required to adapt to the digital ecosystem to
be able to compete in the global market. This study aims to examine
the role of e-commerce in MSME development, identify applicable
strategies, and analyze the challenges and opportunities that arise in
the digital economy era. This study uses a qualitative approach with
a literature review method. The data used are secondary data sourced
from academic and non-academic literature, including national and
international scientific journals, books, research reports, conference
articles, official government publications, and statistical data. All
literature is critically analyzed to generate a comprehensive
understanding of the research issues. The results show that e-
commerce makes a significant contribution to strengthening the
competitiveness of MSMEs by expanding market access, increasing
operational efficiency, and supporting product innovation.
However, its implementation still faces various obstacles such as
limited digital literacy, technological infrastructure, and access to
financing.
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1. Introduction

E-commerce, or electronic commerce, is a business activity involving the
distribution, purchase, sale, and marketing of products and services using the
internet. This activity extends beyond sales transactions to include supporting
services such as promotions, payments, and after-sales service (Jurnalita, 2024). The
presence of e-commerce has transformed traditional business practices into more
modern, faster, and more efficient ones, along with increasing internet penetration
across all levels of society (Putera et al., 2023). Around 301,115 micro, small, and
medium enterprises (MSMEs) have transitioned to digital platforms during this
period. For MSMESs, e-commerce presents a significant opportunity to expand their
market reach. While previously relying solely on local sales, MSMEs can now market
their products nationally and even internationally through marketplace platforms
and personal online stores. This provides MSMEs with the opportunity to reach a
wider range of consumers without being limited by geographic location (Pratama et
al., 2024; Lestari et al., 2024).

The average revenue of Indonesian MSMEs adopting e-commerce increased
by more than 160%, and productivity increased by approximately 110%.
Furthermore, e-commerce can also improve cost efficiency. MSMEs no longer need
to rely on brick-and-mortar stores with high rental costs, as sales can be conducted
online (Sutrisno & Susanti, 2024). In terms of promotion, the use of social media,
digital advertising, and internet-based marketing strategies allows businesses to reach
consumers at relatively lower costs but with more effective results (Suharyanto et al.,

2024). Technological advances also support digital payment systems and integrated
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logistics services, making transaction processes safer, faster, and more convenient.
This further increases consumer confidence in online shopping. By leveraging digital
data, MSMEs can also study consumer behavior and market trends, enabling
innovation and increasing product competitiveness (Putera et al., 2023).

However, the implementation of e-commerce is not without challenges. Some
MSME:s still face limited digital literacy, infrastructure constraints, and intense
competition on marketplace platforms (Pratama et al., 2024). Transaction security
and stock management are also crucial aspects to avoid creating problems for
consumers. Therefore, government support, digital platforms, and capacity building
tfor business actors are key to optimizing the potential of e-commerce for MSMEs
(Kurniawati et al., 2021; Sutrisno & Susanti, 2024).

E-commerce development strategies for MSMEs are crucial amidst an
increasingly dynamic and competitive economy. Changing consumer consumption
patterns shifting to digital transactions require MSMEs to adapt through innovation
and technology utilization (Kirom et al., 2022). E-commerce serves not only as a
sales medium but also as a means to expand marketing networks, improve
operational efficiency, and build competitiveness in the digital economy. Through
digital platforms, MSMEs have the opportunity to reach a wider market without
being limited by geographic factors, while also gaining access to modern payment
services and adequate logistical support (Hendrawan et al., 2024). This study aims to
explore the role of e-commerce in supporting the successful development of

MSMEs in Indonesia, with a focus on how the use of digital technology can
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contribute to business growth, increased revenue, and business sustainability amidst

the challenges of globalization and increasingly fierce competition.

2. Methods

This research applies a qualitative approach combined with a literature review
method as the primary framework for analysis. The qualitative approach was
deliberately chosen because it allows the study to focus on achieving an in-depth and
nuanced understanding of the phenomenon under investigation, particularly the role
of e-commerce in promoting the growth and sustainability of Micro, Small, and
Medium Enterprises (MSMEs) in Indonesia. Unlike quantitative studies that
emphasize measurement and numerical data, the qualitative orientation emphasizes
meaning, interpretation, and contextual understanding, making it suitable for
exploring complex socio-economic issues.

The literature review method serves as the main instrument for gathering,
reviewing, analyzing, and synthesizing a wide range of scholarly and practical sources
relevant to the research topic. This method enables the researcher to critically
evaluate existing studies while also integrating findings into a more holistic overview.
Through this approach, the study aims to identify various strategies that can support
the development of MSMEs through e-commerce, highlight the challenges faced in
adopting digital platforms, and reveal potential opportunities that may be leveraged
within the broader digital economy. Thus, the contribution of this study is not

limited to describing e-commerce in a general sense but also extends to explaining
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its strategic importance for strengthening MSMEs in facing the pressures of global
competition.

The data used in this research are entirely secondary data collected from both
academic and non-academic sources. These sources include national and
international peer-reviewed journals, authoritative textbooks, research reportts,
articles presented in academic conferences, and official publications issued by
governments and related institutions. In addition, statistical data relevant to the
development of e-commerce and MSMEs were also examined to enrich the analysis.
All of these materials were carefully selected based on their credibility and relevance,
and then subjected to a critical review process. This process ensured that the study
was able to produce a well-rounded, comprehensive, and scientifically grounded
understanding of the issues surrounding e-commerce and its significant contribution

to the development of MSMEs in Indonesia.

3. Results

3.1. Strategic Approaches to Increasing the Competitiveness of E-Commerce-
Based MSMEs

Digitalization has brought about fundamental changes in the way companies
operate, interact with consumers, and manage supply chains. Technology opens up
new opportunities, enabling businesses to access larger markets, transcending
geographic boundaries, while increasing operational efficiency through automation,
management information systems, and data-driven marketing strategies (Kirom et

al., 2022). These changes have made technology no longer an option but a
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fundamental necessity for every business owner seeking to survive and thrive
(Mayasari & Prasetyia, 2021; Gaol, 2024).

The digital economy provides more inclusive and equitable opportunities.
The digital economy encourages new innovations in various industrial sectors, while
challenging businesses to adapt quickly to change (Putera et al., 2023). In this
context, startups and MSMEs play a crucial role, as they not only drive the economy
but also provide greater flexibility in creating innovative products and services.
Collaboration and synergy between business actors are key to success, as the digital
economy is essentially a shared economy that opens up broad participation for many
parties (Jatmiko et al., 2021). Furthermore, increasingly fierce global competition
demands that entrepreneurs leverage technological advancements to support their
management processes. Product and service innovation is essential to meet ever-
changing market needs. By utilizing digital technology, businesses can analyze
consumer trends, optimize production processes, and improve service quality
(Riyanto et al., 2021).

An effective e-commerce development strategy for MSMEs in Indonesia can
be implemented through a range of mutually supportive steps that collectively create
a strong foundation for digital transformation and sustainable growth. These steps
include enhancing digital literacy among business owners and employees to ensure
they can adapt to evolving technologies; improving infrastructure, particularly
internet connectivity and logistics systems, to facilitate seamless online transactions;
expanding access to wider markets both domestically and internationally through

digital platforms; and formulating government policies and regulatory frameworks
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that provide incentives, protection, and guidance for MSMEs in the digital economy.
In addition, strengthening collaboration between stakeholders such as government
institutions, private sector actors, financial service providers, and educational
institutions 1s crucial to create a supportive ecosystem that fosters innovation,
financial inclusion, and technological readiness. By ensuring that these various
initiatives are interconnected and mutually reinforcing, the overall strategy not only
enables MSMEs to integrate effectively into the digital marketplace but also
enhances their competitiveness, resilience, and contribution to national economic
development.

First, MSMEs need to improve the quality of their products, as quality is a key
factor in determining success in e-commerce (Agustina, 2023; Suharyanto et al.,
2024). Quality products will build consumer trust and encourage long-term loyalty.
Furthermore, the innovation process is crucial for continuously updating products
and services. Innovation not only increases competitiveness but also makes MSMEs
more adaptive to the changing needs of a dynamic digital market (Lestari et al., 2024).
Furthermore, strengthening a company's brand is also crucial. A strong brand will
increase consumer trust and differentiate MSME products from competitors. This
effort can be supported by developing a solid network through e-commerce
platforms, resulting in more effective product distribution and marketing. The use
of technology is also no less important, because technology plays a major role in
expanding marketing reach, facilitating interaction with consumers, and increasing
the efficiency of digital business management (Lukiyana & Yusuf, 2022; Agitha et
al.,, 2023).
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3.2. E-Commerce as the Foundation for Developing Digital Businesses for
MSMEs

Data is a crucial component in developing an effective e-commerce growth
strategy for MSMEs in Indonesia. Accurate and relevant information enables
businesses to understand market conditions, consumer behavior, and emerging
competitive trends (Putera et al., 2023). Marketing data, for example, can provide
insights into the most effective distribution channels, appropriate promotional
strategies, and consumer purchasing patterns over time. Meanwhile, consumer data
helps MSMEs identify customer preferences, needs, and satisfaction levels, thus
providing a basis for improving product and service quality (Gao et al., 2023;
Pratama et al., 2024). All data obtained must be processed, assimilated, and tailored
to the MSME's needs and capabilities. This is crucial because not all MSMEs have
the same capacity to manage data or implement digital strategies. Therefore, the
chosen strategy must be realistic, appropriate to existing resources, while still being
able to meet the challenges of an increasingly competitive market (Suharyanto et al.,
2024; Hendrawan et al., 2024).

Proper data utilization not only helps MSMEs make more informed decisions
but also drives innovation and increases business efficiency. With effective strategies,
MSMEs can expand their marketing reach, strengthen their brands, and ultimately
increase revenue. Therefore, data is a key foundation for sustainable e-commerce
development and key to MSME success in the digital economy era (Mahesh et al.,
2022). E-commerce growth in Indonesia has been particularly rapid. Data shows

that revenue generated from online e-commerce store members has increased
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significantly, by 151% compared to the previous year. This figure indicates that more
and more businesses, particulartly MSMEs, are beginning to utilize digital platforms
as their primary means of conducting business. This increase not only reflects the
growth in user numbers but also confirms the growing public trust in internet-based
trading systems (Achmad, 2023; Pratama et al., 2024).

Furthermore, it was recorded that throughout 2022, the value of e-commerce
transactions in Indonesia reached IDR 476.3 trillion, representing an 18.7 percent
increase compared to the previous year. This figure confirms that e-commerce has
become a key driver of the national digital economy. This increase in transactions is
influenced by changes in people's lifestyles, as people become more accustomed to
online shopping, as well as support from the digital ecosystem in the form of cashless
payment systems and increasingly integrated logistics services (Jurnalita, 2024).
Furthermore, product sales through social media and e-commerce platforms surged
by 400% as of April 2022. This phenomenon indicates a major shift in consumer
consumption patterns, where social media is no longer just a means of
communication but also an effective channel for marketing products. This opens up
vast opportunities for MSMEs to expand market share and increase revenue through

creative and innovative digital marketing strategies.

4. Conclusion

Digitalization and the development of e-commerce have brought
fundamental changes to business patterns in Indonesia, particularly for MSME:s.

Technology is no longer an option but a primary requirement for businesses to

85 | International Journal of Digital Business and Strategy



Mifta Huljanah

survive, adapt, and compete in an increasingly competitive market. E-commerce has
proven to be a crucial foundation for MSMEs to expand their market reach, improve
operational efficiency, and strengthen their position in the digital economy era.
Effective development strategies include improving product quality, continuous
innovation, brand strengthening, network building, and optimal use of technology.
Marketing and consumer data serve as the foundation for designing appropriate
strategies, helping MSMEs make more informed decisions, and driving increased
revenue.

The growth in e-commerce transaction value, which reached IDR 476.3
trillion in 2022, and the 400% surge in product sales through social media,
demonstrate the significant opportunities that MSMEs can capitalize on to
strengthen their competitiveness. With the support of education, mentoring, and the
appropriate use of technology, MSMEs have significant potential to become a key
driver in the development of an inclusive and sustainable Indonesian digital

economy.
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