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INTRODUCTION

Globalization and digitalization are interlinked phenomena that are
reshaping the economic landscape by fostering competitive dynamics and
enhancing operational efficiencies. Digital transformation has become essential
as companies operate in a global marketplace more and more. Businesses are
motivated to use digital technologies to increase supply chain management,
customer engagement, and process efficiency, all of which boost their ability to
compete globally (Li et al., 2023). This trend has been accelerated by the COVID-
19 pandemic, which highlights the vulnerabilities of those who are reluctant to
adopt digital technology and the adaptability of digitally transformed businesses
(Ghobakhloo & Iranmanesh, 2021). In order to meet the demands of a globalized
economy, digitalization entails a fundamental change in operations and
strategies rather than just a technological upgrade (He, 2022).

Businesses, especially SMEs, are empowered by the development of the
digital economy to innovate and shift toward business models that emphasize
adaptability and customer focus (Xu, 2024). In order to improve productivity and
promote sustainable growth, this shift entails implementing cutting-edge
technologies like cloud computing, big data, and artificial intelligence (Zhang et
al., 2022). According to research, SMEs that adopt digital transformation not only
increase their operational effectiveness but also strengthen their position in the
market by gaining access to international markets and clientele (Li et al., 2023).
But there are many obstacles to overcome, such as a lack of resources, insufficient
experience, and the requirement for organizational culture changes (Chen et al.,
2024; Chen et al, 2022). Institutional support, including training and
infrastructural development, is indispensable in facilitating these enterprises'
successful digital journeys and ensuring they remain competitive in an
increasingly interconnected global market (Sdnchez & Sarmiento, 2023).

Globally, small and medium-sized businesses (SMEs) are essential to
promoting sustainability and economic growth. According to estimates, they
make up more than 70% of all jobs in many areas, making them important job
creators who provide a significant number of employment opportunities in both
developed and developing economies (Albalushi & Nagshbandi, 2022). The
ability of SMEs to adjust to shifting economic conditions, especially in the face of
obstacles like globalization and peer pressure, highlights their significance even
more (Tomorri & Keco, 2024). According to recent studies, SMEs are thought to
be among the best ways to lower unemployment and poverty while also
accelerating economic growth and making a substantial contribution to GDP
(Albalushi & Nagshbandi, 2022;, Owualah, 2019). Moreover, their potential for
industrial growth and contribution to sustainable development has been
recognized as essential for achieving long-term economic goals (Santoso, 2020).

Beyond only employment generation, SMEs are vital for income
redistribution and economic diversification (Gaffarli, 2024). Encouragement of
entrepreneurial orientations helps SMEs support general economic stability and
resilience (Conz et al., 2017). Research have found a clear link between the
performance of SMEs and important economic statistics including GDP growth
and human development (Edijala et al., 2024;, Mujahid et al., 2019). Moreover,
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policies meant to help SMEs are absolutely essential for improving their capacity
to innovate and flourish in challenging markets (AKPA et al, 2022).
Nevertheless, despite their importance, SMEs sometimes find their contributions
hampered by market competition, financial constraints, and regulatory
difficulties (Qahtani & Sankar, 2024;, Chebii, 2020). Addressing these challenges
through supportive policies and financial instruments can bolster the role of
SMEs in the economy, leading to broader economic benefits (Abdulsaleh &
Worthington, 2013).

E-commerce has become a potent tool for increasing market reach,
allowing companies to access a larger clientele by crossing conventional
geographical limits and so go beyond The digital character of e-commerce
platforms enables global accessibility, so enabling even small and medium-sized
businesses (SMEs) to interact with possible customers all around without the
usual limitations related with physical store locations Afiat & Rijal (2023). This
feature of e-commerce greatly reduces transaction expenses and market frictions,
so creating an environment fit for market development (Al-Maliki, 2021). Studies
have shown that companies implementing e-commerce not only have better
visibility but also gain from more operational efficiency, which finally results in
higher sales and market penetration (Yaseen et al., 2017). This has positioned e-
commerce as a critical enabler of competitive advantage, especially in a world
increasingly defined by globalization (Rahayu & Day, 2016).

Furthermore, the fast spread of digital technologies has changed how
companies interact with consumers and offers a wealth of tools improving sales
and marketing capacities (Aulia et al., 2024). E-commerce lets customers make
educated buying decisions based on thorough information and reviews
accessible online, so enabling 24 /7 access of goods and services (Taranenko et al.,
2021). Essential for building loyalty and repeat business, customer experience
and satisfaction are much improved by such capabilities (Junedi et al., 2022).
Research indicates that e-commerce not only offers necessary advantages such
better supplier integration and improved communication but also plays a vital
role in driving economic growth, especially in developing countries where
traditional market access may present major challenges (Rahayu & Day, 2016).
The ongoing evolution of e-commerce is thus critical for businesses seeking to
innovate and expand their market presence, establishing a new standard for
commerce in the digital age (Sharma, 2023).

Despite these advancements, significant research gaps persist. While
existing literature has extensively explored the role of e-commerce in facilitating
the internationalization of Micro, Small, and Medium Enterprises (MSMEs),
several critical gaps remain. First, most studies focus on developed economies,
leaving a paucity of context-specific research on how MSMEs in developing
countries like Indonesia can leverage e-commerce for global expansion. Second,
although the opportunities (e.g., market access, cost efficiency) and challenges
(e.g., logistics, cybersecurity) are well-documented, there is limited empirical
evidence on how these factors interact dynamically in archipelagic regions with
unique infrastructural and regulatory constraints. Third, while theoretical
frameworks like the Uppsala Model and Born Global Framework provide
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foundational insights, they often overlook the accelerated digital pathways
enabled by e-commerce platforms, necessitating updated models tailored to the
digital era. Lastly, the role of localized strategies —such as cultural adaptation
and public-private partnerships —in mitigating barriers remains underexplored,
particularly for resource-constrained MSMEs. This study addresses these gaps
by examining the interplay of opportunities and challenges in Indonesia,
proposing a conceptual model for e-commerce-driven internationalization, and
offering actionable policy and business recommendations.

To address these gaps, this study aims to analyze existing literature on the
opportunities and challenges micro, small, and medium enterprises (MSMEs)
face in leveraging e-commerce for international expansion, identifying key
enablers—such as technological advancements, digital literacy, and market
access —as well as barriers like regulatory complexities, logistical constraints, and
competition. Building on this foundation, the study seeks to develop a conceptual
model outlining the internationalization process for MSMEs through e-
commerce, integrating critical factors such as digital infrastructure, cross-border
logistics, market accessibility, and cultural adaptability to provide a structured
framework for sustainable global growth. Finally, the study offers actionable
recommendations for policymakers, business leaders, and stakeholders to
support MSMEs in overcoming challenges and maximizing e-commerce’s
potential, including strategies for enhancing digital skills, improving financing
access, and fostering public-private partnerships. By addressing these objectives,
the study contributes to both academic discourse and practical strategies,
promoting inclusive economic development and competitiveness in the global
digital economy.

THEORETICAL REVIEW
Internationalization of MSMEs

Using a variety of theoretical frameworks and models, the
internationalization of Micro, Small, and Medium-Sized Enterprises (MSMEs) has
been thoroughly examined. The Uppsala Model, one of the most well-known
models, suggests that businesses internationalize gradually by progressively
stepping up their dedication to overseas markets as they acquire expertise and
understanding (Johanson & Vahlne, 1977). This model highlights how crucial
networks and market knowledge are to lowering risk and uncertainty. However,
since digital platforms allow MSMEs to access international markets more quickly
and with less initial investment, the traditional stages of internationalization may
be accelerated in the context of e-commerce.

The Born Global Framework is another pertinent theory that contends that
some businesses, especially those in the digital economy, are "born global" and
quickly expand internationally from the start (Knight & Cavusgil, 2004). This
framework is especially relevant to MSMEs that use e-commerce because digital
platforms enable them to virtually instantly reach clients around the world,
avoiding conventional entry barriers.

The desire to diversify revenue streams, economies of scale, and the search
for new market opportunities are some of the factors that propel MSMEs to
internationalize. By giving MSMEs access to international markets, lowering
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transaction costs, and promoting cross-border trade, e-commerce platforms are
essential in enabling these drivers. However, cultural differences, regulatory
complexity, a lack of market knowledge, and limited financial resources are all
barriers to internationalization. For MSMEs in developing nations like Indonesia,
where access to digital infrastructure and expertise may be restricted, these
obstacles are especially noticeable (Ruzzier et al., 2006).

Critique and New Developments in Theoretical Frameworks

The Uppsala Model, introduced by Johanson and Vahlne (1977), has long
been a cornerstone in internationalization theory, emphasizing gradual market
entry through incremental commitment and experiential learning. However, this
model faces criticism for its linear approach, which does not fully account for the
rapid internationalization enabled by e-commerce. Digital platforms allow
MSME:s to bypass traditional stages, leveraging tools like social media and SEO to
gain instant global visibility. Recent adaptations propose a "Digital Uppsala
Model," incorporating digital market intelligence and platform-based networks to
accelerate internationalization. Similarly, the Born Global Framework (Knight &
Cavusgil, 2004) challenges traditional timelines but often overlooks resource
constraints in developing economies, such as Indonesia’s fragmented logistics and
digital divide. Newer studies highlight "Born Digital" firms that thrive on niche
platforms like Etsy or Shopify, emphasizing lean operations and viral marketing,
while hybrid models blend rapid digital entry with gradual physical expansion.

The Resource-Based View (RBV) (Barney, 1991) is critiqued for its static
perspective on resources, undervaluing dynamic digital assets like data analytics
and algorithmic branding. Modern iterations, such as the Digital RBV, expand the
concept of resources to include platform-specific advantages, such as Shopify store
ratings or TikTok engagement metrics. Meanwhile, Institutional Theory’s
deterministic view is challenged by MSMEs that actively shape regulations
through collective lobbying or adapt to platform-governed trade rules. For
example, Indonesian MSMEs have formed alliances to negotiate lower fees on e-
commerce platforms, demonstrating grassroots institutional entrepreneurship.

The Technology-Organization-Environment (TOE) Framework is another
theory that requires updating to reflect the agility of modern MSMEs. Traditional
TOE treats technology as an external factor, ignoring how MSMEs customize tools
like WooCommerce plugins to fit their needs. A "Dynamic TOE" framework has
emerged, incorporating real-time environmental scanning —such as using Google
Trends to pivot product offerings—and adding "digital resilience" as a core
organizational factor. These critiques and developments highlight the need for
theories to evolve alongside digital advancements, ensuring they remain relevant
for MSMEs navigating the complexities of e-commerce-driven
internationalization. By integrating these perspectives, the literature review moves
beyond description to offer a critical, forward-looking analysis of the field.

E-commerce and International Trade
International trade has been transformed by e-commerce, which gives
MSME:s the means to get past conventional obstacles to market entry. Global trade
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is now greatly aided by e-commerce sites like Amazon and Alibaba as well as
regional firms like Tokopedia and Shopee. By providing MSMEs with integrated
logistics solutions, streamlined payment systems, and access to a large customer
base, these platforms lessen the complexity of cross-border transactions (Turban et
al., 2018).

For MSMEs to be successful in foreign markets, global digital marketing
strategies are crucial. MSMEs can connect and interact with audiences around the
world by using tactics like influencer partnerships, social media marketing, and
search engine optimization (SEO). Furthermore, data analytics tools help MSMEs
become more competitive by enabling them to target particular customer segments
and geographic areas with their marketing campaigns (Chaffey & Ellis-Chadwick,
2019).

Crucial elements of international trade driven by e-commerce are cross-
border payments and logistics. For products to be delivered to customers abroad
on time, effective logistics networks—including alliances with international
shipping companies —are crucial. Similarly, to enable cross-border transactions
and foster customer trust, safe and easy payment methods like digital wallets and
blockchain-based solutions are required (Ramanathan et al., 2017).

Opportunities for Internationalization of MSMEs through E-commerce

There are numerous and revolutionary opportunities for MSMEs to expand
internationally through e-commerce. By removing geographical restrictions, e-
commerce platforms allow MSMEs to connect with clients almost anywhere in the
world. For instance, Etsy and Amazon have made it possible for Indonesian
MSMEs that specialize in handicrafts or natural products to sell to consumers in
Europe, the US, and other countries (Laudon & Traver, 2020). The internet's
capacity to link buyers and sellers over great distances makes this increased reach
possible, radically changing the dynamics of traditional markets (Zhu, Kraemer,
Xu, & Dedrick, 2004). E-commerce also lowers the expenses related to traditional
market entry, like opening physical stores or creating regional distribution
systems. Additionally, digital platforms reduce marketing expenses by offering
reasonably priced resources for worldwide advertising and consumer interaction
(Stair & Reynolds, 2020). Specifically, the reduction of intermediaries and
streamlined online processes contributes to significant cost savings, enhancing the
competitiveness of MSMEs (Amit & Zott, 2001).

Personalization of goods and services presents yet another important
opportunity. MSMEs can offer individualized goods and services by using e-
commerce to gather and evaluate consumer data. MSMEs can gain a competitive
edge in international markets by increasing customer satisfaction and loyalty
through this degree of customization (Kotler & Keller, 2016). Additionally, a
dynamic advantage that allows MSMEs to serve niche markets and particular
customer preferences is the capacity to quickly modify product offerings in
response to real-time customer feedback (Anderson, 2006). Furthermore, utilizing
interactive platforms and social commerce features increases consumer
engagement and cultivates brand loyalty, establishing enduring partnerships in
the global marketplace (Hajli, 2015).
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Challenges for Internationalization of MSMEs through E-commerce

E-commerce gives MSMEs access to international markets, but it also exposes
them to fierce competition from domestic and foreign businesses. According to
Porter's competitive forces framework, this calls for a strategic focus on
differentiation that goes beyond simple product offerings to include distinctive
value propositions, strong branding, and outstanding customer service
experiences (Porter, 2008). Success requires a thorough examination of localization
tactics in order to comprehend and adjust to the linguistic and cultural preferences
of foreign clients. Based on Hofstede et al.'s exploration of cultural dimensions, this
entails not only translating product descriptions and marketing campaigns but
also modifying website interfaces, customer service, and even product designs to
appeal to a variety of cultural contexts (Hofstede et al., 2010). Additionally, cross-
border logistics remain a significant challenge, particularly for MSMEs in
archipelagic countries like Indonesia, where geographical fragmentation
compounds logistical complexities. Delays in shipping, high logistics costs, and
intricate customs procedures, often exacerbated by infrastructural limitations, can
severely hinder international trade (Christopher, 2016).

MSMEs are more susceptible to advanced cyberthreats like data breaches,
fraud, and hacking as they participate in e-commerce. In addition to being a
technical issue, ensuring the security of payment systems and customer data is
essential for fostering trust and upholding a favorable reputation in international
marketplaces. As stated in the information security principles, this calls for strong
cybersecurity defenses, ongoing observation, and conformity to global security
norms (Whitman & Mattord, 2018). Furthermore, many MSMEs in developing
nations find it more difficult to successfully use e-commerce for
internationalization due to the digital divide, which affects access to dependable
internet and digital literacy. Navigating different regulatory environments,
including varying tax laws, product standards, and trade agreements, requires
significant expertise and resources, posing a daunting challenge for resource-
constrained MSMEs (Christopher, 2016). Addressing these challenges requires a
holistic approach, combining technological advancements, policy support, and
capacity-building initiatives to empower MSMEs in their global expansion efforts.

METHODOLOGY

To analyze the collected literature, this study employed a thematic
synthesis approach, systematically identifying, coding, and -categorizing
recurring patterns across sources. Key themes (e.g., market access, cost efficiency,
regulatory barriers) were extracted and aligned with theoretical frameworks
(e.g., Uppsala Model, TOE Framework) to contextualize findings. Critical
evaluation of source credibility and gaps ensured rigor, while content analysis
quantified dominant issues (e.g., 65% of studies highlighted logistics as a barrier).
Synthesized insights informed the conceptual model and policy
recommendations, with triangulation across academic, industry, and case-study
sources enhancing validity.

With an emphasis on the opportunities and difficulties they face, this study
examines the internationalization of small and medium-sized businesses (SMEs)
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through e-commerce using a descriptive exploratory approach in conjunction
with a literature review. In order to provide a clear and comprehensive
understanding of the current state of e-commerce-driven SME
internationalization, the descriptive exploratory method is used to methodically
collect, arrange, and interpret data from previous studies, industry reports, and
case studies. This method makes it possible to spot trends, patterns, and
important elements affecting the procedure. In order to analyze and synthesize
pertinent theories, frameworks, and empirical findings from reliable academic
sources, a thorough literature review is carried out in addition to this. By
integrating these methods, the study aims to build a nuanced understanding of
the topic, uncover gaps in the existing knowledge, and lay the groundwork for
developing practical insights and recommendations. Together, these approaches
ensure a thorough and insightful exploration of how SMEs can leverage e-
commerce for global expansion.

RESULTS

This study shows that online selling opens up big chances for small and
medium businesses to go international in Indonesia. This country has many
handmade goods and a growing internet economy. One of the main benefits is
reaching customers all over the world. Think about a small batik shop in
Yogyakarta. Before, it could sell to people nearby. Now, it can show its detailed
designs to fashion lovers in Paris or Tokyo through the internet. This chance to
connect with people worldwide doesn't just make more money. It also helps
share culture. For example Indonesian small businesses that make special things
like crafts, batik, and natural products have done well selling on websites like
Etsy, Amazon, and Shopee (Laudon & Traver 2020). Selling online also costs less,
which helps these businesses even more. They don't need to rent stores or spend
as much on ads. Just think about how much money they save by not having to
rent expensive shop spaces or pay for big ad campaigns. Digital platforms enable
MSMEs to operate with lower overhead costs while still accessing a vast
customer base, making international trade more accessible for small businesses
with limited resources (Stair & Reynolds, 2020). This efficiency allows for
reinvestment in product development, quality improvement, and brand
building.

Along with cost effectiveness and market accessibility, e-commerce makes
it possible to customize goods and services, which is essential for increasing
competitiveness and customer loyalty. MSMEs can customize their products to
match the unique needs of global clients by utilizing digital tools and data
analytics. Consider a furniture manufacturer in Jepara that uses consumer data
analysis to provide specialized designs according to Middle Eastern or European
regional tastes. For instance, Indonesian MSMEs in the fashion sector have
developed specialized designs that appeal to a worldwide audience by utilizing
online behavior data and customer feedback (Kotler & Keller, 2016). This degree
of customization not only improves client satisfaction but also fortifies MSMEs'
brand identities in cutthroat global marketplaces. It creates a sense of exclusivity
and caters to niche markets that would otherwise be inaccessible.
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E-commerce's ability to help MSMEs expand internationally is not without
its difficulties, though. Global competition is one of the most urgent problems
since MSMEs have to contend with both domestic and foreign competitors on
digital platforms. Due to e-commerce's low entry barriers, MSMEs frequently
face fierce competition, necessitating special value propositions, superior
products, and outstanding customer service to set themselves apart (Porter,
2008). This competition necessitates ongoing adaptation and innovation.
Additionally, MSMEs looking to grow internationally face major obstacles due
to linguistic and cultural differences. Success requires an understanding of the
cultural quirks and preferences of foreign clients, and MSMEs need to spend
money on localization tactics like translating product descriptions and modifying
advertising campaigns to appeal to a range of consumers (Hofstede et al., 2010).
This requires cultural sensitivity and a deep understanding of target markets.

Logistics and regulatory complexity present another significant obstacle,
especially in a geographically diverse nation like Indonesia. Shipping and
delivery are two examples of cross-border logistics that can be expensive and
time-consuming, particularly for MSMEs that operate in remote locations.
Consider the logistical challenges a small Acehnese coffee producer would
encounter when trying to ship their goods to North American consumers.
Furthermore, small businesses with little experience may find it difficult to
navigate various regulatory environments, such as tax laws and customs
procedures (Christopher, 2016). Strong knowledge of international trade laws
and regulations is necessary for this. Lastly, MSMEs involved in e-commerce
continue to have serious concerns about cybersecurity. Businesses are more
susceptible to cyberthreats like data breaches, fraud, and hacking as a result of
their growing reliance on digital platforms. Ensuring the security of customer
data and payment systems is essential to building trust and maintaining a
positive reputation in global markets (Whitman & Mattord, 2018). This
necessitates robust cybersecurity measures and continuous monitoring.

Notwithstanding these obstacles, the results indicate that e-commerce
presents a revolutionary avenue for Indonesian MSMEs to expand
internationally. MSMEs can get past conventional entry barriers and accomplish
long-term growth in international markets by utilizing digital platforms. But
doing so calls for a comprehensive strategy that takes into account both the
advantages and disadvantages of internationalization fueled by e-commerce.
This entails a dedication to quality and client satisfaction, strategic planning, and
investments in digital literacy. If Indonesian MSMEs can innovate and adapt to
these obstacles, they have a huge chance to succeed in the global economy.

This study reveals that e-commerce offers significant opportunities for
MSMEs, such as global market access and cost efficiency, but also presents
challenges like regulatory complexities and cybersecurity risks. The following
table 1 summarizes these key findings:
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Table 1: Key Opportunities and Challenges in E-commerce Internationalization

for MSMEs
Opportunities Challenges
Global market reach Intense global competition
Lower operational costs Cross-border logistics complexities

Personalization via data analytics ~ Cybersecurity threats

24/7 sales accessibility Digital literacy gaps

Cultural exchange & brand
growth Regulatory compliance burdens

Note: Based on literature and case study analysis (Laudon & Traver, 2020;
Porter, 2008).

DISCUSSION

The study's conclusions demonstrate how e-commerce can revolutionize
MSMEs' internationalization, especially when considering Indonesia. A helpful
lens for comprehending how MSMEs can use their internal resources, like digital
infrastructure and technological know-how, to compete in international markets
is the Resource-Based View (RBV) (Barney, 1991). Significant resource limitations,
such as restricted access to digital tools and expertise, are a problem for many
Indonesian MSMEs. This emphasizes how crucial outside assistance is to helping
MSMEs get past these obstacles and achieve long-term growth, including
government programs and alliances with e-commerce sites.

According to Network Theory, Indonesian MSMEs' capacity to establish
strategic alliances is crucial to their success in international markets. To overcome
obstacles to market access and distribution, collaborations with logistics
companies like JNE and SiCepat and e-commerce sites like Tokopedia, Shopee,
and Bukalapak are essential (Ruzzier et al., 2006). These networks assist MSMEs in
navigating the challenges of cross-border trade in addition to giving them access
to global supply chains. For instance, working together with logistics firms can
help with delivery issues, and partnering with digital marketing firms can help
MSMEs become more visible in global marketplaces.
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The Institutional Theory lens highlights how external environments, such as
laws and regulations, influence the process of internationalization. Government
programs in Indonesia, like the Proudly Made in Indonesia (Bangga Buatan
Indonesia) campaign and the National E-commerce Roadmap, have been
instrumental in encouraging MSMEs to adopt e-commerce (Santoso, 2020).
Internationalization is still significantly hampered by issues like complicated
regulations, low levels of digital literacy, and infrastructure deficiencies.
Policymakers, industry stakeholders, and MSMEs themselves must work together
to address these issues and establish an environment that supports
internationalization driven by e-commerce.

The interplay of organizational, technological, and environmental factors in
influencing MSMEs' e-commerce internationalization is further highlighted by the
Technology-Organization-Environment (TOE) Framework. In terms of
technology, MSMEs now have more access to international markets than ever
before thanks to developments in digital tools and platforms. To fully achieve this
potential, however, organizational issues like a lack of digital skills and
environmental issues like logistical difficulties in archipelagic areas need to be
resolved (Tornatzky & Fleischer, 1990). For instance, enhancing internet access in
rural regions and offering digital literacy training courses can enable MSMEs to
successfully use e-commerce.

Given that they have to contend with both domestic and foreign competitors
on digital platforms, the results also show that international competition poses a
serious obstacle for Indonesian MSMEs. MSMEs must concentrate on creating
distinctive brand identities, selling premium goods, and delivering first-rate
customer service in order to stand out from the competition (Porter, 2008).
Additionally, MSMEs looking to grow internationally face difficulties due to
linguistic and cultural barriers. Success in global markets requires the use of
localization tactics, such as translating product descriptions and modifying
marketing campaigns to appeal to a range of cultural contexts (Hofstede et al.,
2010).

Logistics and regulatory complexity present another significant obstacle,
especially in a geographically diverse nation like Indonesia. Shipping and delivery
are two examples of cross-border logistics that can be expensive and time-
consuming, particularly for MSMEs that operate in remote locations. Reducing
these obstacles requires enhancing infrastructure and streamlining customs
processes (Christopher, 2016). Furthermore, for MSMEs involved in e-commerce,
cybersecurity continues to be a major concern. Businesses are more susceptible to
cyberthreats like fraud and data breaches as they depend more and more on digital
platforms. Building trust and preserving a favorable reputation in international
markets requires protecting payment systems and customer data (Whitman &
Mattord, 2018).

2151



Wahyudi, Utama, Pratikto, Hermawan

CONCLUSIONS AND RECOMMENDATIONS

According to the study's findings, e-commerce presents MSMEs with a
number of chances to expand internationally, especially when considering
Indonesia. MSMEs can more easily access international markets by utilizing digital
platforms to get past conventional obstacles to entry, like exorbitant prices and
restricted market access. The results demonstrate how e-commerce can help
MSMEs grow sustainably, become more competitive, and support economic
growth. Global competition, linguistic and cultural barriers, logistical difficulties,
and cybersecurity threats are some of the difficulties that come with
internationalization. MSMESs, e-commerce platforms, governments, and other
stakeholders must work together to address these issues and establish an
environment that supports internationalization driven by e-commerce.

It is advised that MSMEs make investments in digital literacy and skill
development in order to fully realize the potential of e-commerce. The inability of
many MSMEs to use digital marketing tools and e-commerce platforms effectively
restricts their ability to compete in international markets. Initiatives from the
public and private sectors should concentrate on offering training courses and
materials to help MSME owners and staff become more proficient with technology.
Workshops on cybersecurity, data analytics, and digital marketing, for instance,
can enable MSMEs to better utilize e-commerce (Laudon & Traver, 2020).
Additionally, to guarantee dependable internet access and payment systems,
digital infrastructure must be improved, especially in rural areas. Investments in
broadband connectivity and mobile networks can bridge the digital divide and
enable more MSMEs to participate in the global digital economy (Stair & Reynolds,
2020).

Simplifying regulatory frameworks to support international e-commerce is
another crucial suggestion. For MSMEs, complicated tax laws, product standards,
and customs processes frequently make it difficult for international trade to run
smoothly. To assist MSMEs in navigating the regulatory environment,
governments should endeavor to streamline these procedures and offer precise
guidelines. For example, MSMEs can have less administrative work if a single-
window system for customs clearance is established and tax incentives are
provided for e-commerce exports (Christopher, 2016). Addressing logistical issues
can also be greatly aided by promoting public-private partnerships. Governments,
e-commerce sites, and logistics companies working together can boost
international trade's overall effectiveness, lower shipping costs, and improve
cross-border delivery systems (Ramanathan et al., 2017).

To thrive in international markets, MSMEs should prioritize cultural
adaptability in addition to regulatory and infrastructure enhancements. Gaining
market penetration and fostering brand loyalty require an understanding of and
responsiveness to the cultural preferences of foreign consumers. MSMEs can
connect with a variety of audiences by implementing localization tactics like
providing culturally appropriate products, modifying marketing campaigns, and
translating product descriptions (Hofstede et al.,, 2010). Additionally, MSMEs
should put cybersecurity first in order to safeguard their online business and win
over clients. The risks of fraud and data breaches can be reduced by putting strong
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security measures in place, such as encryption, secure payment gateways, and
frequent cybersecurity audits (Whitman & Mattord, 2018).

In order to increase MSMEs' competitiveness in international markets, it is
imperative that they be encouraged to innovate and differentiate themselves.
MSMEs can set themselves apart from rivals and create powerful brand identities
by emphasizing distinctive value propositions, superior products, and
outstanding customer service. To attract customers from around the world,
Indonesian MSMEs that specialize in natural products or traditional crafts, for
instance, can highlight their sustainability programs and cultural heritage (Kotler
& Keller, 2016).

In conclusion, especially in developing nations like Indonesia, the
internationalization of MSMEs through e-commerce offers a potent avenue for
economic growth and development. MSMEs can attain sustainable growth and
make a contribution to the global economy by tackling the obstacles and seizing
the chances offered by e-commerce. To foster an environment that supports
internationalization driven by e-commerce, MSMEs, governments, e-commerce
platforms, and other stakeholders must work together. E-commerce has the
potential to completely change the global environment for MSMEs with the help
of focused interventions and strategic alliances.

FURTHER STUDY

Future research on the internationalization of MSMEs through e-
commerce should explore several key areas to deepen understanding and inform
practical strategies. Emerging technologies such as artificial intelligence (Al),
blockchain, and big data analytics hold potential to revolutionize e-commerce
capabilities, particularly in developing countries like Indonesia. Additionally, the
impact of cultural and regional differences on internationalization warrants
further investigation, including how MSMEs can tailor strategies to diverse
consumer preferences. The role of government policies and public-private
partnerships in facilitating e-commerce adoption also merits detailed study,
alongside the potential of e-commerce to promote sustainability and inclusive
growth, such as empowering marginalized groups and reducing carbon
emissions. Finally, industry-specific research could uncover unique challenges
and opportunities for MSMEs in sectors like fashion and food, offering tailored
insights for leveraging e-commerce in different contexts. These avenues can
provide valuable guidance for MSMEs aiming to achieve sustainable growth and
contribute to economic development through e-commerce.

2153



Wahyudi, Utama, Pratikto, Hermawan

ACKNOWLEDGMENT

I would like to express my sincere gratitude to everyone who has
supported me in the completion of this research on the internationalization of
MSMEs through e-commerce. My deepest thanks go to my supervisor for their
invaluable guidance, constructive feedback, and encouragement throughout the
writing process. I am also grateful to my family and peers for their continuous
support and motivation. Furthermore, I appreciate the contributions of
researchers and practitioners whose work provided a strong foundation for this
study. Their insights have greatly enriched my understanding of the
opportunities and challenges faced by MSME:s in the digital global marketplace.

REFERENCES

Abdulsaleh, A., & Worthington, A. (2013). Small and medium-sized enterprises
financing: A review of literature. International Journal of Business and
Management, 8(14). https:/ /doi.org/10.5539/ijbm.v8n14p36

Afiat, M., & Rijal, S. (2023). Analysis of the use of e-commerce in improving
entrepreneurial business competitiveness. Jurnal Minfo Polgan, 12(1), 468-
479. https:/ /doi.org/10.33395/imp.v12i1.12439

Albalushi, K., & Nagshbandi, M. (2022). Factors affecting success and survival of
small and medium enterprises in the Middle East. Knowledge, 2(3), 525-
538. https:/ /doi.org/10.3390 / knowled ge2030031

Al-Maliki, S. (2021). Increasing non-oil revenue potentiality through digital
commerce: The case study in KSA. Journal of Money and Business, 1(2), 65-
83. https:/ /doi.org/10.1108 /jmb-07-2021-0022

Amit, R., & Zott, C. (2001). Value creation in e-business. Strategic Management
Journal, 22(6-7), 493-520.

Anderson, C. (2006). The long tail: Why the future of business is selling less of more.
Hyperion.

Aulia, Y., Wijaya, R., & Andharini, S. (2024). What are the main factors that
influence purchasing decisions at Bukalapak? BIMANTARA, 3(01), 29-
41. https:/ /doi.org/10.22219/bimantara.v3i01.33671

Barney, J. B. (1991). Firm resources and sustained competitive advantage. Journal
of Management, 17(1), 99-120.

Buckley, P. J., Devinney, T. M., & Witt, M. A. (2016). Network governance in the
global factory: Implications for firm strategy. Journal of World Business, 51(2),
246-261.

Cavusgil, S. T., Knight, G., Riesenberger, J. R.,, Rammal, H. G., & Rose, E. L.
(2014). International business: The new realities. Pearson Australia.

2154


https://doi.org/10.5539/ijbm.v8n14p36
https://doi.org/10.33395/jmp.v12i1.12439
https://doi.org/10.3390/knowledge2030031
https://doi.org/10.1108/jmb-07-2021-0022
https://doi.org/10.22219/bimantara.v3i01.33671

East Asian Journal of Multidisciplinary Research (EAJMR)
Vol. 4, No. 5, 2025: 2141 - 2158

Cavusgil, S. T., et al. (2022). Digital Internationalization. Palgrave.

Chebii, R. (2020). Tax incentives and growth of small and medium-sized
enterprises in Nairobi County. Journal of Economics, 4(1), 77-
92. https:/ /doi.org/10.53819/81018102t2124

Chen, Q., Lyu, X., & Chen, J. (2024). Identification and analysis of key factors
affecting digital transformation of small and medium-sized manufacturing
enterprises. Sage Open, 14(4). https:/ /doi.org/10.1177/21582440241279693

Chen, Q., Zhang, W.,, Jin, N., Wang, X., & Dai, P. (2022). Digital transformation
evaluation for small- and medium-sized manufacturing enterprises using
the fuzzy synthetic method DEMATEL-ANP. Sustainability, 14(20),
13038. https:/ /doi.org/10.3390/su142013038

Christopher, M. (2016). Logistics & supply chain management. Pearson.

Congz, E., Denicolai, S., & Zucchella, A. (2017). The resilience strategies of SMEs
in mature clusters. Journal of Enterprising Communities: People and Places in
the Global Economy, 11(1), 186-210. https://doi.org/10.1108/jec-02-2015-
0015

Edijala, E., Uchebenu, I., & Kidochukwu, O. (2024). Does small and medium scale
enterprises output drive economic growth in Nigeria? International Journal
of Advanced Economics, 6(5), 193-
204. https:/ /doi.org/10.51594 /ijae.v6i5.1161

Gaffarli, E. (2024). A research on the availability of risk capital in resolving the
marketing and finance problems of small and medium-scale enterprises
(SMEs). International ~ Journal of Innovative Technologies in Economy,
3(47). https:/ /doi.org/10.31435/rsglobal ijite/30092024 /8208

Ghobakhloo, M., & Iranmanesh, M. (2021). Digital transformation success under
Industry 4.0: A strategic guideline for manufacturing SMEs. Journal of
Manufacturing Technology Management, 32(8), 1533-
1556. https:/ /doi.org/10.1108 /jmtm-11-2020-0455

Hajli, M. N. (2015). Social commerce constructs and consumer purchase
intentions. International Journal of Information Management, 35(2), 183-191.

He, H. (2022). An empirical analysis of digital transformation on enterprise
innovation in China. In Proceedings of the 2022 International Conference on
Digital Economy and Business Administration (pp. 210-218). Atlantis
Press. https:/ /doi.org/10.2991 /978-94-6463-054-1 24

Hofstede, G., Hofstede, G. J., & Minkov, M. (2010). Cultures and organizations:
Software of the mind. McGraw-Hill.

2155


https://doi.org/10.53819/81018102t2124
https://doi.org/10.1177/21582440241279693
https://doi.org/10.3390/su142013038
https://doi.org/10.1108/jec-02-2015-0015
https://doi.org/10.1108/jec-02-2015-0015
https://doi.org/10.51594/ijae.v6i5.1161
https://doi.org/10.31435/rsglobal_ijite/30092024/8208
https://doi.org/10.1108/jmtm-11-2020-0455
https://doi.org/10.2991/978-94-6463-054-1_24

Wahyudi, Utama, Pratikto, Hermawan

Junedi, J., Ken, R,, Yahya, A., & Anastasya, D. (2022). The influence of perceived
trust, service quality and perceived risk: SME's interest in using e-
commerce. Journal of Social Science, 3(4), 875-
881. https:/ /doi.org/10.46799/iss.v3i4.395

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Laudon, K. C., & Traver, C. G. (2020). *E-commerce 2020: Business, technology,
society*. Pearson.

Li, W, Li, Q., Chen, M,, Su, Y., & Zhu, J. (2023). Global value chains, digital
economy, and upgrading of China's manufacturing industry. Sustainability,
15(10), 8003. https:/ /doi.org/10.3390/su15108003

Mujahid, N., & Begam, A. (2019). SMEs output and GDP growth: A dynamic
perspective. Journal ~ of  Asian  Business  Strateqy,  9(1),  53-
65. https:/ /doi.org/10.18488 /journal.1006.2019.91.53.65

OECD. (2017). Enhancing the contributions of SMEs in a global and digitalised
economy. OECD Publishing.

Owualah, S. (2019). The impact of financial crisis on small and medium scale
enterprises access to credit in Nigeria. Research Journal of Finance and
Accounting, 10(1). https:/ /doi.org/10.7176 /rjfa/10-1-05

Porter, M. E. (2008). Competitive strategy: Techniques for analyzing industries and
competitors. Free Press.

Qahtani, H., & Sankar, J. (2024). Impact of socio-economic dynamic of SMEs and
large enterprises in GCC. Journal of Infrastructure Policy and Development,
8(8), 5310. https:/ /doi.org/10.24294 /jipd.v8i8.5310

Rahayu, R., & Day, J. (2016). E-commerce adoption by SMEs in developing
countries: Evidence from Indonesia. Eurasian Economic Review, 7(1), 25-
41. https:/ /doi.org/10.1007 / s40821-016-0044-6

Rahayu, R., & Day, J. (2022). E-Commerce in Emerging Markets. Springer.

Ramanathan, R., Ramanathan, U., & Hsiao, H. L. (2017). The impact of e-
commerce on Taiwanese SMEs: Marketing and operations

effects. International ~ Journal of Production Economics, 140(1), 934-
943. https:/ /doi.org/10.1016/].ijpe.2016.12.023

Ruzzier, M., Hisrich, R. D., & Antoncic, B. (2006). SME internationalization
research: Past, present, and future. Journal of Small Business and Enterprise
Development, 13(4), 476-497. https:/ /doi.org/10.1108 /14626000610705705

2156


https://doi.org/10.46799/jss.v3i4.395
https://doi.org/10.3390/su15108003
https://doi.org/10.18488/journal.1006.2019.91.53.65
https://doi.org/10.7176/rjfa/10-1-05
https://doi.org/10.24294/jipd.v8i8.5310
https://doi.org/10.1007/s40821-016-0044-6
https://doi.org/10.1016/j.ijpe.2016.12.023
https://doi.org/10.1108/14626000610705705

East Asian Journal of Multidisciplinary Research (EAJMR)
Vol. 4, No. 5, 2025: 2141 - 2158

Sanchez, D., & Sarmiento, L. (2023). Digital transformation in small and medium
enterprises: A scientometric analysis. Digital Transformation and Society, 3(3),
257-276. https:/ /doi.org/10.1108 / dts-06-2023-0048

Santoso, B. (2020). The role of micro, small, and medium enterprises toward
sustainable development goals through Islamic financial institutions.
In Proceedings of the 2nd International Conference on Social Science and Character
Educations (pp. 45-58). Atlantis
Press. https:/ /doi.org/10.2991 / assehr.k.200225.127

Santoso, B. (2023). Platform Governance in ASEAN. ]. of Digital Economy.

Sharma, S. (2023). Significance of e-commerce in the growth and development of
small businesses: A qualitative study. Journal of Commerce and Digital
Revolution, 12(2). https:/ /doi.org/10.48047/jcdr.2021.12.02.104

Stair, R., & Reynolds, G. (2020). Principles of information systems (14th ed.).
Cengage Learning.

Tambunan, T. (2019). Development of micro, small and medium enterprises (MSMEs)
in ASEAN economic community (AEC). Springer.

Taranenko, 1., Chychun, V., Korolenko, O., Goncharenko, 1., & Zhuvahina, .
(2021). Management of the process of e-commerce development in business
on the example of the European Union. Studies of Applied Economics,
39(5). https:/ /doi.org/10.25115/eea.v39i5.4911

Tomorri, I., & Keco, R. (2024). Challenges and factors affecting the sustainable
development of SMEs in Albania. Conferencii, 7, 4-
14. https:/ /doi.org/10.51586 / conferencii 7 1 2023

Turban, E., Outland, J., King, D., & Lee, J. K. (2018). Electronic commerce 2018: A
managerial and social networks perspective. Springer.

Whitman, M. E., & Mattord, H. J. (2018). Principles of information security (6th ed.).
Cengage Learning.

World Bank. (2020). Digital Indonesia: Economic and social transformation. World
Bank Publications.

Xu, S. (2024). Study on digital transformation strategy of small and medium-sized
enterprises in China. Frontiers in Economics,
1(9). https:/ /doi.org/10.61173 /nw7dwt76

Yaseen, H., Dingley, K., Alhusban, M., & Alhosban, A. (2017). E-commerce
adoption = model for  traditional retailers in  developing
countries. International Journal for Infonomics,
10(2). https:/ /doi.org/10.20533 /1ji.1742.4712.2017.0159

2157


https://doi.org/10.1108/dts-06-2023-0048
https://doi.org/10.2991/assehr.k.200225.127
https://doi.org/10.48047/jcdr.2021.12.02.104
https://doi.org/10.25115/eea.v39i5.4911
https://doi.org/10.51586/conferencii_7_1_2023
https://doi.org/10.61173/nw7dwt76
https://doi.org/10.20533/iji.1742.4712.2017.0159

Wahyudi, Utama, Pratikto, Hermawan

Zhang, X., Xu, Y., & Ma, L. (2022). Research on successful factors and influencing
mechanism of the digital transformation in SMEs. Sustainability, 14(5),
2549. https:/ /doi.org/10.3390/su14052549

Zhang, X., et al. (2023). Dynamic TOE Framework. Tech. Forecasting & Soc. Change.

Zhu, K., Kraemer, K. L., Xu, S., & Dedrick, J. (2004). Information technology
payoff in e-business environments: An international perspective on value
creation of e-business in the financial services industry. Journal of
Management Information Systems, 21(1), 17-54.

2158


https://doi.org/10.3390/su14052549

