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Abstract
The role of SMEs in the economy of a country, including Indonesia, cannot be
underestimated. For example, in the Netherlands, SMEs constitute 98.8% of existing
companies and absorb 55% of the workforce. A total of 35 million US dollars of Italian
exports is the contribution of SMEs that absorb 2.2 million workers. In Vietnam, 64% of the
workforce is absorbed by SMEs. The same thing happened in Indonesia. One application of
ICT and the internet in the field of business and trade is electronic commerce (e-commerce).
The purpose of the study was to determine the effect of e-commerce on improving the
performance of SMEs. Sample to be studied is Small Business Medium in Cilacap, Indonesia.
This study uses quota sampling that will be taken a sample of 30 units of SMEs. The
sampling technique used is purposive sampling Analyzed performance difference is the
performance of SMEs in the show with two dimensions of the increasing number of sales
and number of relations, Analysis using statistical program package. Based on the results of
the research can be concluded that e-commerce has a positive effect on performance SMEs.
This is shown by the increasing sales and relationships of SMEs. More sales will increase the
income that the end is the welfare of SMEs.
Keywords: Performance; SMEs; E-commerce
Introduction
Research on e-commerce related to SMEs has been done by many people(Daniel &
Daniel, 2006; Elia, Boeck, & Lefebvre, 2005; Huy, Rowe, & Truex, 2012; Olatokun & Kebonye,
2010; Rashid, Campus, & Zealand, 2001; Sergis, Zervas, & Sampson, 2014; Solaymani &
Sohaili, 2012). Small and Medium Enterprises (SMEs) are an important part of the economy
of one country or region, as well as in Indonesia. SMEs have a very important role for the
nation's economy because of its strategic role in the achievement of national goals, such as
economic growth, poverty reduction, economic democratization, job creation, strengthening
of industrial base, strengthening local economic structure, balance between sectors and subsectors, as well as a series of social and political goals in nation developmental (Sari &
Hanoum, 2012; Licker, 2001; Olatokun & Kebonye, 2010).
The role of SMEs in the economy of a country, including Indonesia, cannot be
underestimated. For example, in the Netherlands, SMEs constitute 98.8% of existing
companies and absorb 55% of the workforce. A total of 35 million US dollars of Italian exports
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is the contribution of SMEs that absorb 2.2 million workers. In Vietnam, 64% of the workforce
is absorbed by SMEs. The same thing happened in Indonesia. According to data from the
Central Bureau of Statistics and the Ministry of Cooperatives and SMEs in 2005, the number
of SMEs in Indonesia reached 43.22 million. The SME sector in Indonesia has proven to have
absorbed 79.6 million workers, contributing to 19.94% export value and 55.67% of Gross
Domestic Product (GDP) (Roosdhani, Wibowo, & Widiastuti, 2012). In the current era of
globalization, the SME sector is required to be able to compete in marketing their business.
The empowerment of small and medium enterprises (SMEs) becomes very strategic, because
of its great potential in mobilizing the economic activities of the community, and at the same
time become the source of income of most people in improving their welfare. SMEs are
required to make changes in order to improve their competitiveness. One way to be able to
compete in the tight competition of this globalization era is by utilizing information
technology in the form of an increasingly growing Internet media.
Small Medium Enterprises (SMEs) in Indonesia seems to have been aware of the
presence of B2B marketplaces and their advantages. By surveying members of global B2B
marketplace websites, it is found that thousands of Indonesian SMEs have been joining and
participating in B2B marketplace websites. In a marketplace website, the Indonesian SMEs
even outnumber Chinese SMEs. However, by evaluating the SMEs company profiles,
products posted, websites and the export statistics of 2009 provided by World Trade
Organization, it is doubtful that Indonesian SMEs have been successful in using global B2B
marketplace e-commerce to market their products abroad although e-commerce is reported as
useful for enterprises in Indonesia. This fact leads to the research questions: What are the
problems faced by Indonesia SMEs in going to global B2B e-commerce via marketplace? What
recommendations can be formulated for SMEs development? (Moertini, 2012).
One application of ICT and the internet in the field of business and trade is
electronic commerce (e-commerce). E-commerce can be defined as the application and
application of e-business (e-business) related to commercial transactions, such as: electronic
funds transfer, SCM (supply chain management), e-marketing (e-marketing), or online
marketing online marketing, online transaction processing, electronic data interchange (EDI),
product promotion and others (Jauhari, 2010). The purpose of the study was to determine the
effect of e-commerce on improving the performance of SMEs.
Literature Review
a. Small and Medium Enterprises (SMEs)
Small and Medium Enterprises (SMEs) is a form of business seen from the scale of
household enterprises and small businesses only have a number of employees between 1-19
people. While medium enterprises have employees of 20-99 people. This SME has proven to
be one form of business that can survive in an economic crisis that has occurred in Indonesia
(Jauhari, 2010).
Information technology especially internet technology today is very much utilized in
various areas of life. Internet technology can facilitate online trading without a meeting
between the seller and the buyer. Internet media is currently used as a marketing medium in
product sales such as blogs, social media, websites, and E-commerce. E-commerce is a
technology that supports online trading transactions. The form of E-commerce is a website
with buyer facilities can directly conduct transactions through the website(Suharsana,
Wirawan, & Yuniastari S., 2016).
The basic problems faced by SMEs by (Ariani & Utomo, 2017)are:
a. Weakness in gaining market opportunities and enlarging market share.
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b. Weakness in capital structure and limitations to obtain a path to capital sources.
c. Weaknesses in the field of organization and human resource management.
d. Limitations of cooperative business networks among small entrepreneurs (marketing
information systems).
e. The business climate is less conducive because the competition is mutually deadly.
f. Coaching that has been done is still less integrated and lack of trust as well.
Some major technological capabilities information includes (Eva, 2007):
a. Perform fast numerical computation and large volume capacity.
b. Produce fast, accurate, and inexpensive communication within and between
organizations.
c. Large storage capacity in smaller and more accessible media.
d. Allows quick access to information and cheap, global scope.
e. Improve the effectiveness of team/group performance that is spread/different location.
f. Business process automation.
g. Typing and editing density.
h. Abilities are done cheaply compared to the manual way.
With these capabilities, technology information provides important support in
business activities, including:
a. Increase productivity
b. Reduce costs
c. Improving the quality of decision making.
d. Increase relationships with customers
e. Consumer Build new strategy apps.
b. E-Commerce
E-Commerce (electronic commerce) is part of electronic business (business conducted
by using electronic transmission). A global definition of e-Commerce is any form of trade in
goods or services made electronically. A formal definition of e-Commerce is provided by
Baum (2000), which is: a dynamic set of technologies, applications and business processes
that connect corporations, consumers, and communities through electronic transactions and
trade in goods, services, and information electronically.
Understanding Electronic Commerce (E-Commerce) is the purchase transaction
process and product sales, either in the form of services or information that is done
electronically using computer communications and one of the networks used is internet or
website based. The World Trade Organization (WTO) also provides exposure to E-commerce
is the production, advertising, buying and selling, transfer of products/services through an
unlimited set of telecommunications online. The Microsoft Corporation Company that
defines E-commerce as an exchange of goods or services that has value using Internet
technology (Licker, 2001; Olatokun & Kebonye, 2010).
The use of technology on special purposes such as the creation of e-commerce with
the intention of expanding the marketing area that can reach the target market (consumers) to
the maximum will generate great benefits for every SME. Theoretically, use is the result of
increasing attention (Dima Nuary, 2010) E-commerce enables sellers to market their products
quickly, easily and free. By uploading photos and describing products that are supported
with recent ad updates, availability of contact links and the availability of quality control over
advertisements for the supply of goods and services, free advertising for users and coverage
of ad areas throughout Indonesia as well as many others.
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The classification of e-commerce that people usually do is based on the nature of the
transaction. The following types can be immediately distinguished:
1. Business to business (B2B), is an e-commerce model where the business is a company, so
the transaction and interaction process is between one company with another company.
Examples of this e-commerce model are some e-banking sites that serve inter-company
transactions.
2. Business to Consumer (B2C), is an e-commerce model where the business directly involves
the seller (e-commerce service provider) with individual buyers or buyers. An example of
this e-commerce model is airasia.com.
3. Consumer to Consumer (C2C), is an e-commerce model in which individuals or
individuals as sellers interact and transact directly with other individuals as buyers. This
type of e-commerce concept is widely used in online auction sites or online auctions. An
example of an e-commerce portal applying the C2C concept is e-bay.com.
4. Consumer to Business (C2B), is an e-commerce model in which individual or individual
businesses engage in transactions or interactions with one or more companies. This type of
e-commerce is very rare in Indonesia. An example of an e-commerce portal applying this
business model is priceline.com.
Benefits of E-commerce Benefits to be gained from e-commerce for organizations :
1. Expanding market place to national and international markets.
2. Reduce the cost of making, processing, distributing, storing and searching information
using paper.
3. Allow inventory and overhead reduction by simplifying the supply chain and "pull" type
management.
4. Reduce time between capital outlay and acceptance of products and services. 5.
Supporting business process reengineering effort (Rachmawati, Manajemen, Bina,
Informatika, & Bsi, 2012).
Advances in information technology have been able to create a global network called
the Internet. Utilization of the internet today has also thrived in various aspects of life.
Various applications exist developed from 3 (three) basic application categories are:
1. Discovery is an application for information access (browsing and information
retrieval/searching).
2. Communication ie e-mail, chat, newsgroups.
3. Collaboration is an application for collaboration between individuals/groups, such as
workflow systems, screen sharing, visual teleconferencing (teleconferencing), group
decision support systems (GDSS). Utilization (Eva, 2007).
c. Hypothesis
The positive effect of e-commerce on improving the performance of SMEs.
Research Methods
a. Sample
Sample to be studied is Small Business Medium in Cilacap, Indonesia. This study
uses quota sampling that will be taken a sample of 30 units of SMEs. The sampling technique
used is purposive sampling.
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b. Method of Data Collection
Method primary data collection used in this research is a Questionnaire The
questionnaire is used to obtain data on the e-commerce adoption process, perceptions of
benefits and constraints.
c. In-depth interview
In-depth interview was done to identifying more in depth related to the indicator of
the research variables used.
d. Data analysis
Data analysis using t test-test that is a different test on two samples having two
different treatment. Group one of fifteen SMEs using E-commerce and fifteen SMEs do not
use E-commerce. The analyzed performance difference is the performance of SMEs in the
show with two dimensions of the increasing number of sales and number of relations,
Analysis using statistical program package.
Results and Discussion
Table 1 Paired Samples Test
Paired Differences
95% Confidence
Mean

Std.

Std. Error

Interval of the

Deviation

Mean

Difference
Lower

Pair 1

t

Sig.

df

(2-tailed)

Upper

the number of
sales of ecommerce users
the number of

1.02857E1

5.92814

1.58436

6.86291

13.70852 6.492

13

.000

sales users
without ecommerce
Table 2 Paired Samples Test
Paired Differences
95% Confidence
Mean

Std.

Std. Error

Interval of the

Deviation

Mean

Difference
Lower

t

df

Sig.
(2-tailed)

Upper

Pair 1 number of ecommerce user
relationships number 1.87857E1

10.13128

of user relationships
without e-commerce
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Based on the t-test analysis, there is a significant difference between the number of
sales using e-commerce and those who do not use e-commerce. Relationships that use ecommerce and those that do not use e-commerce are also significant with P values of each P =
0.00.
In terms of service (Nindia, Palupi, Santoso, & Choiri, n.d.) is still not flexible. With
the e-commerce website, This is because the customer will do marketing is more flexible. the
purchase of silver jewelry products should come at a moment This is because of the ecommerce website outlet open. which is used to connect to the internet that can be accessed
24 hours non-stop, so the customer does not have to wait for the outlet to open a purchase
transaction.
In addition, customers can also view products and purchase transactions in cities
other than Bali and Yogyakarta. This is because the new system created allows the addition of
new outlets outside Bali and Yogyakarta.
Analyses were performed to identify the number of SMEs that use similar business
processes to support their operational activities. If there are SMEs which are using the similar
process above 50 percent then the process is generally required by SMEs in Indonesia
(Handayani, Hidayanto, & Budi, 2013).
The results of research (Pramudiya, Handarkho, & Rahayu, 2015) Dolanan Puzzle ECommerce successfully built and able to handle the process of selling, marketing, and
ordering goods from Dolanan Puzzle. Implementation of analytical and operational CRM in
the form of product recommendations often purchased by other customers when buying an
item using the method of Market Basket Analysis, the classification of potential customers
used as a target for delivery of new promotional items via e-mail and transaction summary
reports from Dolanan Puzzle.
Conclusion
Based on the results of the research can be concluded that e-commerce has a positive
effect on the selling performance SMEs. This is shown by the increasing sales and
relationships of SMEs. More sales will increase the income that the end is the welfare of
SMEs.
It needs the use of e-commerce in the SME business so that SMEs can grow faster and
can compete in the global. Good cooperation is needed across the field to make e-commerce
and informatics technologies an important part of the SME business.
Further research on the use of e-commerce in SMEs is required, the use of ICT
technology and its role in the development of SMEs.
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