West Science Journal Economic and Entrepreneurship
Vol. 1, No. 04, April 2023, pp. 153~159

The Influence of Digital Technology Adoption by Small and
Medium Enterprises and Online Consumer Behavior on the Success
of E-commerce Platforms in Bandung City

Ambar Kusuma Astuti!, Setiawan Wibowo?, Edhi Juwono3

1Universitas Kristen Duta Wacana
2STIE Mahardhika
SIKPIA Perbanas

Article Info

ABSTRACT

Article history:

Received April 2023
Revised April 2023
Accepted April 2023

Keywords:

Digital Technology

SMEs

Online Consumer Behavior
E-commerce

Bandung City

This study looks into the complex relationships that exist between the
use of digital technology by Small and Medium Enterprises (SMEs) in
Bandung City, online consumer behavior, and the performance of e-
commerce platforms. Through the use of structured surveys and a
quantitative approach, information about digital technology
integration, online customer behavior patterns, and markers of e-
commerce success was gathered from 121 SMEs. The results show that
consumer behavior dynamics are diverse, there is a moderate level of
acceptance of digital technology, and both characteristics have a
considerable beneficial impact on the performance of e-commerce. The
key component that emerges is trust, underscoring the significance of
building customer confidence in the digital economy. The study adds
to our knowledge of the complex interactions that occur between
customer engagement and technology adoption, providing SMEs
navigating the digital landscape with useful insights.
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1. INTRODUCTION

The integration of digital
technologies and the evolution of online
consumer behavior have significantly
impacted the traditional way of commerce.
This digital transformation has also affected
Small and Medium Enterprises (SMEs), which
are important contributors to economic
growth. The studies conducted on this topic
have explored various aspects of the impact of
digital transformation on SMEs. Research has
shown that digital technology adoption
strengthens SMEs' ability to address critical

business concerns, such as customer access,
competition changes, access to finance, and
regulatory changes [1]. Additionally, digital
transformation can suppress excessive
financialization in enterprises, with financing
constraints playing a mediating role [2].
Furthermore, digital technology adoption,
mediated by business model innovation, has
been found to increase the financial
performance of SMEs [3]. The progress of
digital transformation and e-commerce has
the potential to contribute to sustainable
organizational development and economic
growth [4]. Overall, the growth of e-
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commerce has played a significant role in
advancing digital industrialization, the
industrialization of business, and the
expansion of the national economy [5].

The rapid advancement of digital
technology has transformed the way
businesses operate, leading to the emergence
of E-commerce platforms as crucial
components of SME strategies. These
platforms enable SMEs to expand their reach,
streamline operations, and enhance overall
business success [6] [7]. Understanding the
dynamics between digital technology
adoption, online consumer behavior, and the
success of E-commerce platforms is
particularly important in Bandung City,
known for its diverse and growing SME
sector. This understanding is essential for
designing strategies that drive sustainable
growth [8]. The rise of Industry 4.0
technology, including the Internet of Things
(IoT), artificial intelligence (AI), and
blockchain, has the potential to revolutionize
E-commerce  platforms by  offering
personalized, secure, and convenient
shopping experiences [9]. By adopting these
technologies, E-commerce companies have
been able to improve customer service,
operational  efficiency, and  customer
satisfaction rates, resulting in increased sales
[10].

In the era of digital connectivity, the
integration of social media in E-commerce
platforms has become an important strategy
for SMEs to increase their online presence and
engage with consumers. Exploring the role of
social media in the e-commerce strategies of
SMEs in Bandung City contributes to a holistic
understanding of the digital ecosystem in
which these businesses operate. The context
of Bandung City as a growing economic
center adds a layer of complexity to the study
of E-commerce in SMEs. As Bandung City is a
vibrant SME hub, the exploration of how
digital technology adoption and online
consumer behavior collectively influence the
success of E-commerce platforms in this area
is crucial. Despite the importance of E-
commerce platforms for SMEs, there is a
critical gap in understanding how the

amalgamation of digital technology adoption
and online consumer behavior influence the
success of such platforms, particularly in the
unique context of Bandung City. Addressing
this research gap is critical to forming a
comprehensive understanding of the factors
that influence the triumphs and challenges
faced by SMEs in the ever-evolving realm of
digital commerce.

2. LITERATURE REVIEW

2.1 Digital Technology Adoption in
SMEs

The adoption of digital technology in
SMEs is influenced by factors such as
organizational  readiness,  technological
infrastructure, and perceived benefits of
digital integration. Research has shown that
the adoption of new digital technologies can
lead to changes in firm strategy, with a strong
positive association between the extent of
strategy change and the stage of adoption of
advanced digital technologies overall [11].
Additionally, the extended technology
acceptance model (TAM) framework has been
used to investigate the determinants of
adoption of digital health apps, with
perceived usefulness, attitudes, perceived
self-efficacy, and perceived ease of use
significantly predicting customers' intention
to use digital health apps [12]. In the context
of European SMEs, performance expectancy,
effort expectancy, facilitating conditions, and
competitive pressure have been identified as
salient factors explaining the adoption of
digitalization, with these factors significantly
affecting owner-managers' intentions toward
digitalization [13]. Furthermore, the adoption
of digital technology has been found to have a
positive influence on AI adoption in
electronics manufacturing enterprises, with
knowledge sharing mediating the linkage
between digital technology and Al adoption
[14]. Finally, the adoption of digital marketing
strategies by SMEs is influenced by factors
such as financial budget, technology
infrastructure, and cyber security concerns,
with the 4th industrial revolution of cyber-
physical technologies playing a significant
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role as an enabler of digital marketing
strategy [15].

2.2 Online Consumer Behavior

Online consumer behavior in digital
marketplaces is influenced by various factors
such as trust, risk perception, and overall
online shopping experience. Consumers'
interactions with e-commerce platforms are
shaped by these elements throughout the
decision-making process, from seeking
information to making a purchase decision.
Studies have shown that website design and
features, convenience, time savings, security,
price, discounts, user reviews, and product
quality are some of the main factors that
motivate online consumers [16]. In addition,
the COVID-19 pandemic has brought about
changes in online consumer behavior, with
consumer experience and awareness playing
a greater role [17]. Understanding online
consumer behavior is essential for businesses
to develop effective marketing strategies and
adapt to the changing habits and preferences
of online shoppers [18]. Further research is
needed to identify trends and address
research gaps in this area. Examining these
factors in the specific context of Bandung City
provides a better understanding of how
consumers interact with SMEs through digital
channels.

2.3 Success Factors of E-commerce
Platforms

The success of an e-commerce
platform depends on various factors,
including user experience, marketing
strategies, and adaptability to technological
advancements. SMEs face challenges in
navigating this complex landscape and
formulating strategies  for
sustainable growth. Financial constraints, lack
of skilled manpower, and resistance to change

effective

in organizational culture are common
challenges faced by SMEs in adopting digital
technology. Customizing
strategies to align with cultural preferences

e-commerce

and consumption patterns in a particular
region is crucial for success. Research
suggests that improving the efficiency of
content marketing, enhancing service quality
and customer experience through Industry 4.0

technology, and implementing automatic
recommendation systems can contribute to
the success of e-commerce platforms operated
by SMEs [8], [19]-[22].

3. METHODS

To methodically gather and examine
numerical data, this study used a quantitative
research strategy. A survey was used to
gather data from 121 Small and Medium
Enterprises (SMEs) in Bandung City that
operate E-commerce platforms, as part of a
cross-sectional methodology. This survey
design makes it easier to examine the
adoption of digital technologies, online
consumer behavior, and the performance of e-
commerce platforms in a moment, giving a
complete picture of the situation as it stands
right now. SMEs with an active e-commerce
platform in Bandung City were the study's
target group. To provide a representative
sample, SMEs were categorized by industry
sector using a stratified random sampling
technique. Through statistical calculations, a
sample size of 121 SMEs was established in
order to get a margin of error that enables
trustworthy extrapolation of findings to a
broader population.

3.1 Data Collection

An electronic structured survey was
used to gather data from the chosen SMEs.
Likert scales and multiple-choice questions
covering important topics such as online
consumer behavior, digital technology
adoption, and e-commerce  platform
performance indicators made up the survey
instrument. Data gathering and analysis were
made more efficient by the electronic format.

The survey instrument was designed
to collect information on:

1. Digital Technology Adoption: Assess the
level of digital technology adoption in
SMEs, including the integration of digital
tools and platforms in their business
operations.

2. Online Consumer Behavior: Analyzed
the behavioral patterns of online
consumers, focusing on factors such as
trust, perceived risk, and overall
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satisfaction with the online shopping
experience.

3. E-commerce Platform Success: Examine
success indicators, such as sales
performance, user engagement, and
customer satisfaction, to gauge the
overall effectiveness of the E-commerce
platform.

3.2 Data Analysis

Version 26 of the Statistical Package

for the Social Sciences (SPSS) will be used to
examine the data that has been gathered. The
following methods of analysis were applied:
The central tendency and dispersion metrics,
among other descriptive statistics, will be
employed to compile and display the
demographic features of SMEs in Bandung
City. These consist of the number of workers,
the industry sector, and the duration of
operation. The relationship between the
adoption of digital technology, online
customer behavior, and the performance of e-
commerce platforms was investigated
through correlation analysis, more especially
through the calculation of the Pearson
correlation coefficient. The strength and
trajectory of these interactions are revealed by
this study. To investigate the causal
relationship  between the independent
variables (adoption of digital technology and
online consumer behavior) and the dependent
variable (success of e-commerce platforms),
multiple regression analysis was used. It was
feasible to evaluate the combined impact of
these factors on the success of e-commerce
platforms thanks to this investigation.

4. RESULTS AND DISCUSSION

4.1 Demographic Characteristics of
the Sample

Analysis of the 121 Small and
Medium Enterprises (SMEs) in Bandung City
that participated in this study revealed
diverse demographic characteristics. The
sample comes from various industry sectors,
with an average operational duration of 6.5
years and an average workforce of 25 people.
The distribution across sectors shows a
balanced representation, with Information
Technology at 28%, Manufacturing at 23%,

Services at 20%, Retail at 18%, and the
remaining 11% belonging to other sectors.

4.2 Digital Technology Adoption
among SMEs

The digital technology adoption
assessment shows that, on average, SMEs in
Bandung City have been using digital tools
and platforms at a moderate level, with an
average adoption score of 3.8 on a 5-point
scale. The distribution of scores shows
variability among sectors, with Information
Technology SMEs scoring the highest
(average = 4.2) and traditional manufacturing
SMEs scoring the lowest (average = 3.5). This
shows a different landscape of digital
readiness across industries.

Online Consumer Behavior Patterns

Analysis of online consumer behavior
patterns revealed interesting correlations.
Trust and overall satisfaction show a strong
positive correlation (r =0.753, sig <0.01), while
perceived risk is inversely correlated with
overall satisfaction (r = -0.583, sig < 0.01). This
suggests that fostering trust and reducing
perceived risk are critical to improving the
online shopping experience. The average trust
score was 4.1 (on a 5-point scale), indicating a
generally  positive  perception among
consumers.

4.3 Impact of Digital Technology
Adoption on E-commerce Success

Regression  analysis showed a
statistically significant relationship (sig < 0.05)
between digital technology adoption and e-
commerce success. A one unit increase in
digital technology adoption score
corresponds to a predicted 0.453 unit increase
in E-commerce success score. This highlights
the positive impact of strong digital
technology integration on the overall success
of E-commerce platforms operated by SMEs.
The mean E-commerce success score was 3.9
(on a 5-point scale), indicating a moderate
level of success across the sampled SMEs.

4.4 Effect of Online Consumer
Behavior on E-commerce Success

The regression coefficients indicate
the influence of online consumer behavior on
e-commerce success. Trust emerged as the
most influential factor, with a coefficient of
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0.623 (sig<0.01), followed by overall
satisfaction (0.412, sig<0.05). Perceived risk,
although significant (sig < 0.05), showed a
lower coefficient (0.29), emphasizing its
relatively lower impact. The mean scores for
trust, overall satisfaction, and perceived risk
were 4.0, 3.8, and 3.2, respectively.

4.5 Combined Impact of Digital
Technology  Adoption and  Consumer
Behavior

Multiple regression analysis shows
that, when considered together, digital
technology adoption and online consumer
behavior significantly predict E-commerce
success (F = 28.623, sig < 0.001). The model
explained 67.4% of the variance in E-
commerce  success, underscoring the
substantial combined impact of these
variables. This implies that SMEs that achieve
higher scores in digital technology adoption
and positive consumer behavior are more
likely to experience success in their E-
commerce ventures.

DISCUSSION

This finding is in line with the
existing theoretical framework. The positive
relationship between digital technology
adoption and success is consistent with the
Technology Acceptance Model (TAM). In
addition, the observed patterns in online
consumer behavior align with the Diffusion of
Innovations Theory, which emphasizes the
role of trust and satisfaction in the adoption of
E-commerce innovations. This theoretical
alignment provides a theoretical foundation
for these empirical results and supports
previous research [23]-[25].

Implications for SMEs in Bandung
City

Practical implications for SMEs in
Bandung City include the imperative to
prioritize digital technology integration.
Strategies that enhance trust and overall
satisfaction should be central to E-commerce
endeavors. The findings underscore the need
for sector-specific approaches,
acknowledging the diverse landscape of
SMEs in Bandung City. For instance, SMEs in
the Information Technology sector might

benefit  from further technological
enhancements, while traditional
manufacturing SMEs may need targeted
strategies to boost digital adoption.

Limitations and Future Research
Directions

Limitations include the reliance on
self-reported data and the cross-sectional
nature of the study. Future research should
consider longitudinal designs and delve into
specific technological innovations that may
shape the future of E-commerce for SMEs in
Bandung City. Additionally, exploring the
role of external factors such as regulatory
environments and economic conditions could
provide a more
understanding of the challenges and
opportunities faced by SMEs in the digital
landscape.

comprehensive

5. CONCLUSION

In conclusion, this
illuminates critical facets of the E-commerce
landscape for SMEs in Bandung City. The
demographic analysis underscores the
diverse nature of the SME sector, while
insights into digital technology adoption
reveal varying degrees of preparedness across
industries. Patterns in online consumer
behavior shed light on the significance of trust
and  satisfaction, providing  practical
considerations for enhancing the online

research

shopping experience. The regression analyses
establish a clear connection between digital
technology adoption, consumer behavior, and
E-commerce success, emphasizing the need
for a holistic approach in E-commerce
strategies. The study's contribution lies in its
empirical grounding, providing numerical
values that not only enrich the discussion but
also serve as practical benchmarks for SMEs
seeking to thrive in the digital era. Overall, the
findings offer a roadmap for SMEs in
Bandung City to navigate the complexities of
digital commerce, fostering growth and
sustainability in an increasingly digitalized
business environment.
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