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Abstract: This study examines the impact of e-commerce on the growth and development of 

Micro, Small, and Medium Enterprises (MSMEs) in Indonesia through a systematic literature 

review analyzing 46 peer-reviewed references from the Scopus and Google Scholar databases. 

The research employs qualitative synthesis to capture the nuanced experiences of MSME 

owners and stakeholders in their digital transformation journey. By systematically reviewing 

and synthesizing findings from prior research, the study provides a comprehensive 

understanding of how e-commerce adoption influences business performance, market 

expansion, and operational sustainability. The analysis reveals that e-commerce has 

significantly transformed MSMEs by enabling broader market reach, streamlining business 

processes, enhancing operational efficiency, and generating increased revenue streams. 

However, the study also identifies critical challenges impeding widespread digital adoption, 

including low digital literacy among entrepreneurs, inadequate technological infrastructure, 

limited access to digital financing, and complex regulatory frameworks. These barriers 

particularly affect MSMEs in rural and remote regions, creating a digital divide in Indonesia's 

MSME ecosystem. The findings contribute valuable insights for policymakers, business 

support organizations, and technology providers in developing targeted interventions to 

accelerate successful e-commerce adoption among Indonesian MSMEs. 
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INTRODUCTION   

The rapid advancement of technology and the proliferation of the Internet have 

significantly transformed the global economy, particularly through the rise of e-

commerce. In Indonesia, where Micro, Small, and Medium Enterprises (MSMEs) 

constitute a vital part of the economy, e-commerce presents substantial opportunities for 

enhancing business operations, expanding market reach, and fostering sustainable growth 

(Abbasi et al., 2022; Saputra, 2021; Tunjungsari et al., 2021). MSMEs are crucial 

contributors to Indonesia's GDP and employment, yet they often face limited access to 

markets, resources, and modern technology (Kilay et al., 2022; Mahmoud et al., 2024). 

The rise of e-commerce platforms offers solutions to these challenges by providing 

MSME with tools to compete in a highly dynamic market. Digital marketplaces, online 

payment systems, and data-driven strategies have empowered small businesses to connect 

with consumers locally and globally, accelerating their growth potential. Despite these 
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opportunities, the adoption and integration of e-commerce are not without obstacles. 

Factors such as digital literacy, infrastructure gaps, and regulatory issues continue to 

impact the effectiveness of e-commerce in driving MSME development. 

However, the adoption and integration of e-commerce are not without obstacles. 

Factors such as digital literacy, infrastructure gaps, and regulatory issues continue to 

impact the effectiveness of e-commerce in driving MSME development (Purbaningsih et 

al., 2022; Rahayu et al., 2023). Many MSME owners lack the necessary digital skills to 

leverage e-commerce effectively, hindering their ability to compete in the digital 

marketplace (Muafi et al., 2023; Rachmawati, 2024). Additionally, inadequate 

infrastructure, such as unreliable internet access, poses significant challenges for MSMEs 

adopting e-commerce solutions (Kurniawati et al., 2021; Nasution et al., 2020). This 

study aims to examine the impact of e-commerce on the growth of MSMEs in Indonesia, 

particularly in the digital era. By analyzing how e-commerce influences various aspects 

of business performance, including market expansion, operational efficiency, and revenue 

generation, this research seeks to illuminate its transformative potential. Moreover, it will 

explore the challenges faced by MSMEs in adopting e-commerce and identify strategies 

to maximize its benefits, thereby fostering economic resilience and inclusivity in 

Indonesia (Ni Made Yulia Dewati Ayu & Jakaria, 2023; Vera Maria et al., 2024). 

From an academic perspective, this research contributes to the growing literature 

on digital transformation and its implications for MSME growth in developing 

economies. The For instance, Taufik et al., emphasize that appropriate e-commerce 

adoption can enhance consumer experiences, leading to increased customer satisfaction 

and brand engagement, which are critical for MSME success (Taufik et al., 2020). 

Furthermore, Ningsih et al. provide insights into the determinant factors of e-commerce 

adoption, highlighting the importance of understanding these factors to facilitate better 

decision-making among MSME owners (Ningsih et al., 2019). The research highlights 

the role of digital transformation in enhancing MSME performance, as evidenced by 

Kilay et al. (2022) who note that technological innovations can significantly improve 

business processes and overall performance. This aligns with the findings of Gunawan et 

al., who emphasize the importance of financial literacy and inclusion in enabling MSMEs 

to make informed decisions that enhance their operational capabilities (Gunawan et al., 

2023). 
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Given this context, this research investigates the influence of e-commerce on the 

development and expansion of Micro, Small, and Medium Enterprises (MSMEs) in 

Indonesia. The significance of e-commerce as a catalyst for economic growth in the 

nation is widely acknowledged, primarily due to its vast potential, which correlates 

directly with the continuous rise in Indonesia's internet user base. This study aims to 

provide a comprehensive analysis by exploring how e-commerce adoption affects MSME 

performance in Indonesia, identifying the key factors that influence e-commerce adoption 

among these enterprises, and determining effective strategies that MSMEs can employ to 

harness e-commerce for strengthening their competitive position in the market. 

This study explores the transformative role of e-commerce in shaping the growth 

and development of Micro, Small, and Medium Enterprises (MSMEs) in Indonesia. The 

research examines how e-commerce adoption influences MSME performance, 

investigating its impact on revenue generation, customer reach, operational efficiency, 

and market competitiveness while exploring how digital platforms enable these 

enterprises to overcome traditional barriers like limited market access and high 

operational costs. Understanding the key factors affecting e-commerce adoption among 

MSMEs is another crucial aspect of this research, encompassing both internal elements 

such as business owners' digital literacy, technological readiness, and resource 

availability, as well as external factors including infrastructure, regulatory frameworks, 

and market dynamics that shape e-commerce adoption in Indonesia. To help MSMEs 

fully capitalize on e-commerce opportunities, the study proposes several strategic 

recommendations, including enhancing digital skills and literacy through comprehensive 

training programs, improving access to technology and infrastructure with a focus on 

affordable digital tools and reliable internet connectivity in underserved regions, fostering 

partnerships with established e-commerce platforms to facilitate smoother transitions 

through tailored support and integrated solutions, and addressing logistical challenges by 

optimizing supply chains and delivery networks to ensure efficient customer service 

across different regions. 

METHOD 

This research employed a systematic literature review methodology, incorporating 

the PRISMA protocol, to comprehensively examine the impact of e-commerce on the 

growth and development of Micro, Small, and Medium Enterprises (MSMEs) in 
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Indonesia. The systematic search process began with carefully selected keywords 

including "e-commerce," "impact," "growth," "micro," "small," and "enterprises" in the 

Scopus database, initially yielding 402 documents (see Figure 1). The review 

implemented a structured filtering process with specific inclusion and exclusion criteria 

to ensure academic rigor and relevance. The inclusion criteria focused on publications 

between 2019 and 2024, emphasizing recent developments in the field, particularly within 

research domains such as "Business, Management and Accounting" and "Economics, 

Econometrics, and Finance." 

Following the PRISMA protocol, 120 records were eliminated in the pre-screening 

phase due to various methodological considerations, leaving 282 records for detailed 

screening. The screening phase excluded 47 records that did not align with the research 

focus, leading to 235 reports being designated for retrieval. Of these, 138 reports were 

inaccessible through available academic channels, resulting in 97 reports proceeding to 

the eligibility assessment. During this crucial phase, 51 publications were excluded, 

comprising 36 book chapters, 13 conference papers, and 2 books, as they did not meet the 

stringent criteria for empirical research on e-commerce's impact on Indonesian MSMEs. 

The elimination process particularly focused on removing literature reviews without 

primary research, company abstracts lacking empirical evidence, and studies not 

specifically addressing the intersection of MSMEs and e-commerce in Indonesia. 

Ultimately, 46 high-quality studies were selected for inclusion in the review, 

forming a robust foundation for analyzing the transformative role of e-commerce in 

driving MSME growth within Indonesia's digital economy landscape. This methodical 

filtration process, guided by the PRISMA methodology, ensures that the review 

encompasses the most relevant and academically rigorous research contributions. The 

selected studies provide comprehensive insights into various aspects of e-commerce 

adoption among Indonesian MSMEs, including technological implementation, business 

performance metrics, market expansion strategies, and digital transformation challenges, 

thereby offering a solid empirical basis for understanding the dynamic relationship 

between e-commerce adoption and MSME development in Indonesia's evolving digital 

marketplace. 
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PRISMA Flow Diagram 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. PRISMA Flowchart of Identification and Selected Studies 

 

RESULTS AND DISCUSSION  

Result 

Descriptive analysis is a type of data analysis that focuses on summarizing and 

describing the main features of a dataset (Fuadi et al., 2021). It organizes the data in a 

way that highlights patterns, trends, and relationships, providing a clear and 

straightforward understanding. Unlike inferential analysis, which seeks to make 
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predictions or generalizations, descriptive analysis is concerned solely with presenting 

what the data shows (Purnama et al., 2021). Based on the published sources gathered for 

this research, a total of 45 articles were selected as the primary focus for analysis. This 

selection reflects a diverse range of contributions from various years and disciplines, 

offering an intriguing snapshot of the literature relevant to this study. Table 1 illustrates 

the distribution of these articles across different publication years, providing a clear 

overview of their representation and trends in the research landscape: 

Table 1. Journal Publication Year Obtained 

 

 

 

 

 

 

 

 

Table 1 highlights the distribution of articles by year of publication, showcasing a 

clear upward trend in recent years. The year 2023 stands out as the most prolific, with 19 

articles published, representing 41.30% of the total. This indicates a peak in research 

activity during that year, potentially reflecting heightened interest or advancements in the 

subject matter. It is worth noting that this significant increase may also be attributed to 

factors such as improved access to digital tools, increased funding opportunities, or a 

heightened urgency to address contemporary challenges in the field. 

In 2022, the number of published articles reached 8, contributing 17.39% of the 

total. This demonstrates steady research momentum, albeit slightly lower than in 2023. 

Similarly, the year 2021 saw 7 articles published, accounting for 15.22%, followed by 6 

articles in 2020 (13.04%). These figures suggest a consistent rise in academic interest 

over the past few years, with gradual increases in contributions as the topic gained more 

attention. 

The data for 2024 reflects partial contributions, as the year is ongoing. So far, 5 

articles have been published, making up 10.87% of the total. This figure is expected to 

rise by the end of the year as more research outputs are finalized and published. 

Conversely, 2019 recorded the lowest contribution, with only 1 article published, 

Year Amount Percentage 

2024 5 10.87% 

2023 19 41.30% 

2022 8 17.39% 

2021 7 15.22% 

2020 6 13.04% 

2019 1 2.17% 

Total 46 100% 
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representing a mere 2.17% of the total. This may indicate the initial stages of interest in 

the topic or limited research capacity at the time. 

Table 2. The Subject Areas of the Journals Obtained 

 

According to Table 2, the majority of the journals, representing 67.39% or 31 

articles, fall under the "Business, Management, and Accounting" subject area. This 

highlights a significant contribution from this publisher to the research literature in this 

field, emphasizing its relevance and importance in addressing business and management 

topics. Meanwhile, the "Economics, Econometrics, and Finance" subject area accounts 

for 21.74% or 10 articles. In contrast, the lowest representation comes from other subject 

areas, comprising 10.87% or 5 articles. 

Table 3. The languages of the journals obtained 

 

 

 

 

 

Table 3 reflects the distribution of articles by language. The contribution in English 

language had the strongest contribution with 95.65% or 44 articles. While in Chinese 

language had the lowest with 4.35% or 2 articles. 

Discussion 

E-commerce adoption has been shown to significantly enhance the performance of 

MSMEs by improving market access, operational efficiency, and customer engagement. 

Kilay et al. (2022) emphasize that integrating e-payment and e-commerce services into 

MSME supply chains boosts performance metrics, including sales growth and customer 

reach. Similarly, Purbaningsih et al. (2022) highlight the importance of digital marketing 

strategies in helping MSMEs remain competitive and visible, particularly in the post-

pandemic landscape. Taufik et al. (2020) note that e-commerce enables producers to 

penetrate challenging market segments, thereby significantly increasing market share. 

This is especially relevant in Indonesia, where the rapid growth of internet usage presents 

a vast potential market for MSMEs (Fadilah et al., 2023; Sudjatmoko et al., 2023). 

Subject Area Amount Percentage 

Business, Management and Accounting 31 67.39% 

 Economics, Econometrics and Finance 

Others 

10 

5 

21.74% 

10.87 

Total 46 100% 

Language Amount Percentage 

English 44 95.65% 

Chinese 2 4.35% 

Total  46 100% 
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Despite its numerous benefits, transitioning to e-commerce poses significant 

challenges for MSMEs. Auliya et al. (2022) highlight that many MSMEs face hurdles in 

digital transformation due to limited resources, low digital literacy, and inadequate 

understanding of information technology. Kurniawati et al. (2021) report that 

approximately 90% of Indonesian MSMEs still operate conventionally, limiting their 

ability to effectively utilize digital tools. Furthermore, Rahayu et al. draw attention to 

digital financial inclusion challenges, noting that financing gaps hinder MSMEs from 

investing in e-commerce technologies. These gaps are exacerbated by restricted access to 

financial services, which are essential for MSMEs to thrive in the digital economy 

(Kartiwi, 2006). 

E-commerce adoption among MSMEs is shaped by a combination of internal 

organizational factors and external environmental conditions (Affan, 2022). Ningsih et 

al. (2019) identify organizational readiness and technological capabilities as critical 

determinants of successful e-commerce implementation. Their research indicates that 

MSMEs with strong management support and a clear understanding of e-commerce 

benefits are more likely to succeed. Additionally, external factors, such as shifting market 

trends and evolving consumer behaviour, significantly influence adoption. Rizi et al. 

(2023) emphasize the importance of trust in e-commerce platforms, noting that consumer 

confidence—bolstered by reliable service delivery and effective communication 

strategies—directly impacts MSME sellers’ willingness to engage in online transactions. 

To ensure sustainable growth through e-commerce, MSMEs and policymakers 

should adopt strategies informed by successful case studies and best practices. Gunawan 

et al. (2023) advocate for enhancing financial literacy among MSME owners to improve 

decision-making regarding e-commerce investments. Atmojo et al. (2023) underscores 

the importance of branding and digital marketing in increasing product visibility and 

consumer engagement. Establishing partnerships between MSMEs and technology 

providers can also facilitate access to essential digital tools and training. Rahayu et al. 

(2023) recommend collaborating with financial institutions to improve digital financial 

inclusion, enabling MSMEs to secure the resources required for e-commerce adoption. 

Policymakers should focus on strengthening digital infrastructure and implementing 

targeted support programs to address the specific needs of MSMEs in the evolving digital 

landscape (Mardiani et al., 2023; Pangesti & Adyaksana, 2021). 
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The integration of e-commerce into MSME operations in Indonesia presents 

significant opportunities for growth and development (Octavia et al., 2020). While the 

benefits of e-commerce adoption are evident in terms of market access and operational 

efficiency, challenges such as digital literacy and financial inclusion must be addressed 

to fully realize its potential. By focusing on strategic recommendations and fostering a 

supportive environment, MSMEs can navigate the complexities of the digital economy 

and achieve sustainable growth (Devira Larasati & Hwihanus Hwihanus, 2023). 

E-commerce has emerged as a transformative force for micro, small, and medium 

enterprises (MSMEs), significantly enhancing their performance through improved 

market access, operational efficiency, and customer engagement. The integration of e-

payment systems and e-commerce services into MSME supply chains has been shown to 

bolster key performance metrics, including sales growth and customer reach. For 

instance, Andonov et al. discuss how the development of e-commerce has opened 

numerous opportunities for organizations, leading to varied impacts on business 

performance across different sectors (Andonov et al., 2021). E-commerce facilitates 

quicker distribution channels and broader market access, allowing producers to penetrate 

market segments that are challenging to reach through traditional methods. This is 

particularly relevant in Indonesia, where surging internet usage presents a vast potential 

market for MSMEs (Wang et al., 2023). 

Despite the benefits, the transition to e-commerce poses several challenges for 

MSMEs. E-commerce adoption among Micro, Small, and Medium Enterprises (MSMEs) 

is a complex process shaped by a combination of internal organizational factors and 

external environmental conditions (Taher, 2021). Internally, organizational readiness and 

technological capabilities emerge as critical determinants of successful e-commerce 

adoption. This includes having sufficient financial resources, skilled personnel, and a 

clear strategic vision for integrating digital tools into business operations. MSMEs with 

strong management support and an understanding of the potential benefits of e-commerce 

are more likely to adopt and implement these technologies effectively (Beyari, 2021). 

Consumer trust in e-commerce platforms plays a pivotal role in determining 

MSMEs’ success in the digital economy. When consumers feel confident in the reliability 

and security of online transactions, they are more likely to engage with MSME sellers. 

This trust is built through consistent, reliable service delivery and clear, transparent 
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communication strategies, which help to reduce uncertainties surrounding online 

purchases (Rizi et al., 2023). For MSMEs to leverage e-commerce for long-term growth 

and resilience, they need to adopt strategies based on successful case studies and best 

practices. Furthermore, fostering partnerships with technology providers ensures that 

MSMEs have access to the necessary tools and training to successfully implement e-

commerce strategies. Many MSMEs face barriers in securing the capital and resources 

needed to integrate e-commerce into their business models. By addressing these 

challenges, MSMEs can enhance their competitiveness in the digital marketplace, 

positioning themselves for sustainable growth and greater economic contribution in 

Indonesia's evolving digital landscape (Gunawan et al., 2023; Rahayu et al., 2023). 

The adoption and integration of e-commerce have proven to be transformative for 

Micro, Small, and Medium Enterprises (MSMEs) in Indonesia, offering significant 

opportunities for growth, enhanced operational efficiency, and expanded market reach. 

As key contributors to the Indonesian economy, MSMEs stand to benefit immensely from 

the digital tools and strategies that e-commerce provides, enabling them to overcome 

traditional barriers such as limited market access and high operational costs (Kedah, 

2023). Through platforms that facilitate online transactions, marketing, and distribution, 

e-commerce has become a vital mechanism for improving the performance of MSMEs 

and ensuring their competitiveness in a rapidly evolving economic landscape. The factors 

influencing e-commerce adoption among MSMEs in Indonesia are multifaceted, 

encompassing both internal organizational readiness and external environmental 

conditions (Atmojo, 2022). Organizational factors such as management support, 

technological capability, and financial literacy are critical determinants of success. 

Meanwhile, external factors, including consumer behaviour, market trends, and 

infrastructure, play a significant role in shaping the e-commerce landscape. Additionally, 

trust in e-commerce platforms is essential, as it influences the willingness of both 

consumers and sellers to engage in online transactions. Reliable services, transparent 

communication, and effective branding are crucial for building consumer confidence and 

fostering sustainable relationships between MSMEs and their customers (Sunyoto et al., 

2023). To address challenges and ensure sustainable growth, strategic interventions are 

necessary. Policymakers, industry stakeholders, and MSMEs themselves must 

collaborate to create a supportive ecosystem that facilitates e-commerce adoption. Key 
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strategies include enhancing financial literacy among MSME owners, fostering 

partnerships with technology providers, and improving access to digital tools and training 

programs (Aristawidia, 2020; Purbaningsih et al., 2022). 

Policymakers should prioritize the development of robust digital infrastructure and 

implement targeted support initiatives that address the unique needs of MSMEs in 

Indonesia's diverse economic landscape. Furthermore, initiatives aimed at improving 

digital financial inclusion, such as partnerships with financial institutions and the 

introduction of accessible financing solutions, can play a pivotal role in bridging the gap 

between traditional and digital business models (Rochmawati et al., 2023). E-commerce 

adoption also underscores the importance of digital marketing and branding strategies in 

increasing product visibility and consumer engagement. By leveraging social media 

platforms, search engine optimization, and other digital tools, MSMEs can establish a 

strong online presence and compete effectively in both local and global markets. This is 

particularly relevant in the post-pandemic context, where consumer preferences and 

purchasing behaviours have shifted significantly toward online channels. MSMEs that 

adapt to these changes and align their strategies with evolving market demands are more 

likely to achieve sustainable growth and resilience (Cai et al., 2020; Tolstoy et al., 2021). 

From an academic perspective, this study contributes to the growing body of 

literature on digital transformation and its implications for MSME development in 

emerging economies. By synthesizing findings from various studies, this research 

provides a comprehensive understanding of the benefits, challenges, and strategic 

pathways for e-commerce adoption among MSMEs in Indonesia. The insights generated 

can inform future research and serve as a foundation for designing evidence-based 

policies and initiatives that support MSMEs in their digital transformation journey (Ahi 

et al., 2023; Ballerini et al., 2023). In conclusion, while e-commerce presents vast 

opportunities for driving the growth and development of MSMEs in Indonesia, unlocking 

its full potential requires a concerted effort to address the structural and systemic barriers 

that impede digital adoption. Key challenges such as limited digital literacy, inadequate 

infrastructure, financing gaps, and a lack of trust in digital platforms must be 

systematically tackled. By fostering an enabling environment through targeted policies, 

providing MSMEs with access to essential training and resources, and promoting digital 

financial inclusion, stakeholders can empower these enterprises to fully harness the 
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benefits of e-commerce. As the digital economy continues to expand, MSMEs that 

strategically embrace e-commerce will be better equipped to navigate market 

uncertainties, seize new opportunities, and contribute to Indonesia’s economic resilience 

and inclusivity. Their active participation in the digital transformation process will not 

only enhance their competitiveness but also position them as key drivers of Indonesia's 

long-term economic development and prosperity (Murtiningsih & Caroline, 2024). 

CONCLUSION 

The study highlights the transformative impact of e-commerce on the growth and 

performance of Indonesian Micro, Small, and Medium Enterprises (MSMEs). E-

commerce adoption has enabled MSMEs to enhance market access, operational 

efficiency, and revenue generation by leveraging digital tools and platforms. However, 

challenges such as low digital literacy, inadequate infrastructure, limited access to 

financing, and complex regulatory frameworks impede broader adoption, particularly in 

rural areas. To address these barriers, the study recommends strategic interventions, 

including improving digital literacy, strengthening infrastructure, fostering partnerships 

with technology providers, and enhancing digital financial inclusion. Policymakers and 

stakeholders are urged to create an enabling environment for e-commerce adoption, 

ensuring sustainable growth, inclusivity, and resilience in Indonesia's MSME sector. 
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