
E-Commerce Adoption Level in SMEs Since Pandemic 
Covid-19 Case in Bogor, Indonesia 

 
Kiki Oktora, Syafani Putri Lolita  

Department of Management, Faculty of Economics Universitas Pakuan, Bogor Indonesia 
kiki.oktora@unpak.ac.id; syafanilolita@gmail.com  

 
Verni Yuliaty Ismail, Muhammad Refki Novesar 

Department of Management, Faculty of Economics Universitas Yarsi, Jakarta Indonesia 
verni.yuliaty@yarsi.ac.id  

 
Abdul Talib Bon  

Department of Production and Operations, University Tun Hussein Onn Malaysia, Malaysia 
talibon@gmail.com 

 
Abstract  

 
The Pandemic-Covid 19 that begin in early of 2020 has caused economic growth to slow down in many sectors 
which in turn, lead to the increasing of unemployment. The outbreak is reshaping the industry in real-time, thus it 
has been forcing all the industries especially Small Medium Enterprises (SMEs) to be able to better utilize digital 
platform or e-commerce for their business in order to sustain. Previous study has indicated that SMEs E-Commerce 
Adoption Level before pandemic occurred were in the stage 2 (E-interactivity) and predominantly being influenced 
by Technological Innovation Factors. This study attempts to reconfirm the consistency of result from the previous 
study in a new pandemic situation. Assessing the quantitative data drawn from 60 SMEs in Bogor, this research has 
shown a decline of e-commerce adoption level to be in the stage-1 (E-Window) and largely affected by 
Organizational Factors.  
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1. Introduction 
On the industrial 4.0 era, many businesses have sprung up and made public more aware for opportunities in starting 
a business, particularly to establish SMEs. Small and Medium Enterprises (SMEs) have a strategic role in the 
Indonesian economy because this sector gives impact to the national economic growth, labour’s absorption and 
distribution of development results. Currently SMEs are one way to a sustainable economy, which is one of the 
national developments of 2015-2019. The Association of Southeast Asian Nations or better known as ASEAN, is an 
organization that pays attention to increase economic growth that will make the flow of goods smoother, due to the 
tax barriers that no longer exists (Dwipriyoko et al., 2019). That point makes SMEs are expected to compete in an 
increasingly competitive market and free trade ASEAN region. One of the way to do that, is by using digitization 
business. Of all the digitalization business, E-commerce is one of SMEs increasingly use nowadays.  Previous 
studies of  E-commerce found that this part of digitalization defined as utilize of the internet for various business 
activities to be easier and more practical. Business activities conducted online can include marketing, promotion, 
public relations, transactions, scheduling and delivery of goods as well as still have an innovations of online 
business activities in line with the development of e-commerce technology (Arisandi, 2018) 

The covid-19 pandemic has been began in early 2020. Changing all existing and normal life that have been 
settings in the previous year, this pandemic has an impact on all existing lines. Indonesia announced the pandemic in 
mid-March followed by the PSBB (Large-Scale Social Restrictions) this program makes all activities are carried out 
at home, and outdoor activities are minimized. Subsequently, this outbreak give a big impact in economic all over 
the world, not to mention Indonesians economic downturns. According to BPS data (BPS, 2020) as many as 6 out of 
10 companies are still operating, indicating that approximately 40% of companies are not operating normally. The 
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decline in the industrial operating rate also affected economic growth. Indonesian economy growth in the first 
quartile (Q1) in 2019 was at 5.07, in the second quartile (Q2) was at 5.05, while third quartile (Q3) was at 5.02, and 
fourth quartile or Q4 stood at 4.97. In the early of 2020 when the pandemic Covid-19 started to spread out, the 
economic growth in the Q1positioned at 2.97 points then sky rocketed in the Q2, which is at -5.32. This decline in 
the pace of the economy affected all aspects, such as Health, Transportation and other industries.  

The economic downturn gives impact as well to the existence of SMEs in Indonesia. Since the domination of 
business player in Indonesia is SMEs, they plays an important role as the backbone of the national economy. This 
situation had impacted seriously not only on the total production aspect and trade value but also on the number of 
workers who lose their jobs due to this pandemic. Furthermore, it has been a difficult time for SMEs to survive 
during pandemic, according to data from the Badan Pusat Statistik (BPS, 2020), explaining that, about 62.21% of 
SMEs encounter a financial problem that lead to shut down of their business. This, obviously induced the 
unemployment. 

Pandemic Covid-19 should be a moment for SMEs to transform and to evolve as well as to adapt the 
technology to be able to sustain. Despite the restrictions related to existing social activities, SMEs entrepreneurs 
ought to take the advantages of current technology. By adopting and using the technology platform, the business 
may still run and remain profitable. E-commerce, as one of the areas that is constantly evolving and increasing now 
becomes more important in this pandemic period. SMEs carry out electronic commerce to invent new ways of 
creating value-added, new services and new business models, to develop e-commerce strategies geared to expanding 
their business (Mesut, Ahmet, & Sefer, 2014) 

This research attempts to study how e-commerce adoptions is implemented by SMEs during pandemic, 
specifically in Bogor, West Java, Indonesia. As one of big city in Java, Bogor considered as a city having 
considerably amount of SMEs.  
 
2. Literature Review 
E-commerce has been widely researched since the early-twenties. According to Turban (2008) E-commerce is the 
process of buying, selling, transferring or exchanging products, services, and/or information via computer networks, 
mostly internet and intranets (Turban et al., 2008). This description is similar as Laudon and Traver (2016) defined 
e-commerce with the use of internet, the World Wide Web (Web), and mobile apps and browsers running on mobile 
devices to transact business. More formally, digitally enabled commercial transactions between and among 
organizations and individuals.  
 Laudon and Travers (2016) had classified E-commerce into several categories. First, B2C which is the most 
commonly discussed type of e-commerce, refers to Business to Consumer in where online business having 
individual as their target consumers. B2B is defined as Business to Business that totally focused on selling to other 
business (Laudon & Traver, 2016). The other type namely C2C (Consumer to Consumer), Mobile E-Commerce (M-
Commerce), Social E-Commerce and Local E-commerce came after to complete the categories. C2C provides a way 
for consumers to sell things to the other consumers. For example, in Ebay. While M-Commerce use only mobile 
phone as the main device for online transaction, Social Commerce focuses on social networks and online social 
relationship in doing e-commerce. Lastly, Local Commerce attempts to do e-commerce by engaging the consumer 
based on certain geographic location.  
 A substantial portion of the current research on e-commerce has focused on E-commerce adoption specifically 
in SMEs and factors that shaped the level of the e-commerce adoption (Abebe, 2014; Alrousan, Mohammad Kasem 
& Jones, 2016; Grandon & Pearson, 2004; Kareen et al., 2019; Shemi, 2012) Some of the literature were testing e-
commerce adoption in Indonesian SME’s (Fauzan Fahruzzaman1 and Apol Pribadi, 2016; Govindaraju & Chandra, 
2012; Kurnia & St, 2005; Rahayu & Day, 2017; Triandini et al., 2013, 2017) E-Commerce adoption was initially 
categorized into a number of levels/stage/clusters by previous researchers (Alrousan, Mohammad Kasem & Jones, 
2016; Daniel et al., 2002; Rao et al., 2003; Rayport & Jaworski., 2002). Daniel model described e-commerce 
adoption level with clusters as mentioned in Table 1. 
 

Table 1. E-Commerce Adoption Stages (Daniel Model) 
Cluster 1 Developers  The lowest level of e-commerce usage but very high level of services under 

development. This company is at the very beginning of their e-commerce adoption 
Cluster 2  Communicators  Making extensive use of email to communicate and web to find business information 
Cluster 3  Web Presence Using email to communicate and create website to provide information about their 

company 
Cluster 4  Transactors Taking orders online, provide after-sales services, doing recruitment online 
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At the same year, Rayport and Jaworski (2002) proposed a four-stage model of e-commerce adoption in 
organization as can be seen in Table 2.  
 
 

Table 2. E-Commerce Adoption Stages (Rayport and Jaworski Model) 
Stage 1 Broadcast Enables to show information, products and services to customer 

through a static website 
Stage 2  Interact Encompassing a dynamic website that allow interaction with customer 

using email, feedback and survey 
Stage 3  Transact Online ordering and payment transactions 
Stage 4 Collaborate Internet use for interorganisational activities and online interaction 

 
 

Rao Model (2003) then developed a similar conceptual stage based on functionality performed by e-commerce 
consisted of presence, portal, transaction, and enterprise integration. Presence defined as the first stage an 
organization adopts e-commerce. The second stage called portal in which the company had used two-way 
communication such as e-mail, order placing, but without payment transaction. The third stage named transaction 
integration that refers to company has been undertaking e-market place, online communities, and online payment. 
The last stage is enterprise integration in which company is fully integrating their business through online with high 
level collaboration. This concept by Rao has been argued to be descriptive and this limitation has created another 
further research.  

A recent e-commerce adoption research being done by Alrousan, Mohammad Kasem and Jones (2016) has 
found a conceptual model of factors affecting e-commerce adoption. The model has been developed based on a 
combination of theoretical model such as TAM (Technology Acceptance Model), TRA (Theory of Reasoned 
Action), Dol Theory, TOE model and Hofstede Cultural Dimensions. The proposed model has four major factors 
which influence E-commerce adoption : technological factors, organizational factors, environmental factors, 
owners/managers factors. Alrousan, Mohammad Kasem and Jones (2016) describe the stages of e-commerce 
adoption, starting from non-adopter (stage 00), E-connectivity (stage 0), e-window (stage 1), following with stage 2 
Interactivity and stage 3 e-transaction. The last stage is e-enterprise. This Table 3 below explain more detail. 

 
 

Table 3. E-Commerce Adoption Level  
Stage 00 Non Adopter Has no internet connection 
Stage 0 E-Connectivity Using internet only for email in business activities 
Stage 1 E-Window Static websites and one way communication without any interactivity 
Stage 2 Interactivity Has a website that accepts online orders, queries, forms and emails from 

customers and suppliers except online payment 
Stage 3 E-Transaction Undertaking all the stage 2 activities and including online payment 

transaction 
Stage 4 E-Enterprise Doing all the business process by online  

 
 

This study attempts to confirm the model created by Alrousan, Mohammad Kasem and Jones (2016) in Bogor, West 
Java Province in Indonesia during Pandemic Covid 19. The research framework will be tested to 60 SMEs owners in 
Bogor Area, Indonesia whom already being tested previously with the same questionnaire by Lolita et al in 2019. 
This is an extension research of previous study conducted by Lolita et al (2019) before the pandemic occurred.    
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Figure 1. Research Framework (Alrousan, Mohammad Kasem and Jones, 2016) 

 
3. Research Methodology 
This study applied a quantitative research method in form of survey questionnaire to the population of  SMEs 
owner/manager. The quota and purposive sampling method are being used for identifying the criteria of respondents 
which are SMEs in Bogor. This particular geographical area was chosen because of its increasing number of SMEs 
population as well as strong rise of economics. Bogor is divided into several districts or what-so-called Kabupaten 
and breakdown again into a number of sub-districts, known as Kecamatan. This study limited only to the area of 
Bogor Kota (Bogor Central) that consists of six sub-districts of Bogor Tengah, Bogor Utara, Bogor Selatan,Bogor 
Timur, Bogor Selatan, Bogor Barat and Tanah Sareal, as presented in the Table 4.  
 

Table 4. Quota Sampling 
Sub District  Number of Population  

(Total SME) 
Sample Amount 

Bogor Tengah (Central Bogor) 8069 10 
Bogor Barat (West Bogor) 4998 10 

Bogor Selatan (South Bogor) 3105 10 
Bogor Utara (North Bogor) 3007 10 

Tanah Sareal 2482 10 
Bogor Timur (East Bogor) 2045 10 

Total 23706 60 
(KUKM kota Bogor, 2019) 

 
Consistent with the previous research done by Lolita et al (2019) this study drawn the same respondents using 

quota sampling frame which applied in order to randomly select only a certain amount of sample to each sub-
district. SMEs criteria in this study is defined as firm with less than 100 employees and achieve minimum revenues 
of 5 billion Rupiah each year. Accordingly, the sample can be classified into Micro SMEs. These SMEs represent 
various industries such as Culinary/food, Fashion/Clothing, Education, Agribusiness et cetera. The generalization of 
industries in this study has a purpose to see the finding across diverse business sectors.  

The Likert scale questionnaire was created in google form and sent to respondents to be filled out through 
online. This way is inevitable since coronavirus case get increased again and lockdown (work from home) as well as 
social distancing were setting up to be the new rule.  After being filled out, the form has to be analyzed regarding its 
variability and validity using SPSS. Continuing to data processing with Partial Least Square (PLS-SEM) that has 
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been chosen owing to the limited number of sample that can be drawn for this study. This table below describe the 
systematic procedure for data processing applied with PLS-SEM , as presented in the Figure 2. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Figure 2. PLS-SEM Systematic Stage 
(Hair Jr et al., 2016)  

 
Before processing the whole data, pre-test was being done to ensure the validity and reliability. Pearson correlation 
and Cronbach alpha were tested using SPSS from 61 questionnaires and all of the item of indicators are reliable and 
valid as shown in the table 5. The Questionnaire is divided into 6 sections: Section 1 : Demographic Profile, Section 
2 : E-Commerce Adoption Level, Section 3 : Technological Innovation Factors, Section 4 : Organizational Factors, 
Section 5: Owner’s Characteristics, and lastly Section 6 : Environmental Section. The results of the validity and 
reliability test are given in the Table 5. 

 
Table 5. Validity And Reliability Test 

Variable Indicators 0.5 sig. 
level 

Pearson  
Correlation Result Cronbach 

Alpha 

E-Commerce Adoption Level 

Q1.1 0.2144 0.4725 Valid 0.896 
Q1.2 0.2144 0.4169 Valid 0.896 
Q1.3 0.2144 0.4907 Valid 0.893 
Q1.4 0.2144 0.4515 Valid 0.894 
Q1.5 0.2144 0.2656 Valid 0.898 
Q1.6 0.2144 0.2733 Valid 0.897 

Technology Innovation 

Q2.1 0.2144 0.7063 Valid 0.892 
Q2.2 0.2144 0.7036 Valid 0.891 
Q2.3 0.2144 0.6631 Valid 0.890 
Q2.4 0.2144 0.6875 Valid 0.892 
Q2.5 0.2144 0.4823 Valid 0.896 

Specifying the Structural Model 

Specifying the Measurement Model 

Data Collection and Examination 

PLS Path Model estimation

Assessing PLS SEM Result of the reflective 
Measurement Models 

Assessing PLS SEM Result of the Fomative 
Measurement Models 

Assessing PLS SEM Result of the Structural 
Model 

Advanced PLS SEM analysis
 

Interpretation of Result and Drawing 
conclusions  
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Q2.6 0.2144 0.5644 Valid 0.896 
Q2.7 0.2144 0.4492 Valid 0.893 
Q2.8 0.2144 0.4106 Valid 0.895 
Q2.9 0.2144 0.6043 Valid 0.890 

Q2.10 0.2144 0.7020 Valid 0.889 
Q2.11 0.2144 0.7386 Valid 0.893 

Organization Q3.1 0.2144 0.4767 Valid 0.892 
Q3.2 0.2144 0.6656 Valid 0.890 

Owner Characteristic 

Q4.1 0.2144 0.6501 Valid 0.892 
Q4.2 0.2144 0.2955 Valid 0.897.  
Q4.3 0.2144 0.7023 Valid 0.891 
Q4.5 0.2144 0.7575 Valid 0.889 
Q4.6 0.2144 0.7247 Valid 0.890 
Q4.7 0.2144 0.6883 Valid 0.889 

Environment 

Q5.1 0.2144 0.7628 Valid 0.888 
Q5.2 0.2144 0.6515 Valid 0.890 
Q5.3 0.2144 0.6032 Valid 0.890 
Q5.4 0.2144 0.5414 Valid 0.893 
Q5.5 0.2144 0.4017 Valid 0.891 
Q5.6 0.2144 0.4080 Valid 0.894 

 
 

4. Data Analysis  
The data processing will be break downed into three categories, first category: Demographic Data. Second category: 
Evaluation of Measurement model which include Demographic Data, Convergent Validity and Discriminant 
Validity. Last category is Evaluation of Structural model to calculate the Coefficient of determinants (R2) and f2 

effect size.  
 
4.1. Demographic Data  
Research sample were collected from 6 sub-districts of Bogor Kota. There are 10 sample drawn from each sub-
district. The final usable responses comprise of 61 respondents who were the same participants as well in previous 
research done by Lolita in Bogor (Lolita et al., 2019). Brief profile of the respondents and companies is given in 
Table 6. The majority of respondents’ gender are Male (52%) with age less than 25 (55%), while the rest 
respondents are 26 to 35 years old (20%), 36-45 years old (17%) and only 8% the rest aged is more than 45. That 
said, the owner of SMEs in this study are mostly comes from millennials generation. Out of all SMEs owner that 
were involved in this study, 48% are having high school as their educational background, followed by 45% are a 
Bachelor graduate from the University. The rest number are either finishing their Diploma Degree and/or Junior 
High School.  

Of all the SMEs, 52% of them are in the culinary sectors, 20% are in fashion, 17% are in service sectors 
(laundry), while 7% of them are in agribusiness sectors and the rest 2.5% comes from education sectors. In term of 
yearly revenues, the majority of SMEs in this study are earning yearly revenues less than 300 million rupiah (65%), 
while the other 27% of SMEs earned in the range from 300 million rupiah to less than 2,5 billion rupiah. Only 8% of 
SMEs have revenues more than 2,5 billion rupiah every year. In regard to the number of employee, 75% of SMEs 
have less than 5 employees, while the other 23% hire 5 to 19 employees, and the rest SMEs (2%) have more than 20 
employees working for them. The Demographic Profile of Respondents is given in the Table 6. 

 
Table 6. Demographic Profile of Respondents 

Characteristics  Percentage 
Gender  Male 52% 

Female 48% 
Age of Respondents < 25 years old 55% 

26 – 35 years old 20% 
36 – 45 years old 17% 
>46 years old 8% 

Educational Background High School (SMA) 48% 
Bachelor Degree (S1) 45% 
Diploma Degree 5% 
Junior High School 2% 
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Type of Industry Culinary  52% 
Fashion 20% 
Laundry 17% 
Fashion 12% 
Agribusiness  7% 
Education 2.5% 

Total number of Employees < 5 employees 75% 
5 to 19 employees 23% 
>20 employees 2% 

Yearly revenue < IDR 300.000.000 65% 
IDR 300M – IDR 2.5B 27% 
>IDR 2.5B 8% 

 
 

4.2. Evaluation of Measurement Model 
Convergent Validity 
This study constructs a Technological Innovation Factors, Organizational Factors, Owner’s Characteristics and 
Environmental Factors as the Exogenous Variables. Each of variable’s item measured by some indicators. These 
four exogenous variables are employed to measure its effect toward an endogen variables which is E-Commerce 
Adoption Level. The smart-PLS version 3.2.9 software is used to process the data in this study. Formative 
Measurement Model consisting of latent variables and its connections was created as shown in Figure 3.   
 

 
 

Figure 3. Initial Measurement Model  
 

After drawing the path measurement model, moved to the path model estimation using PLS algorithm that uses the 
known elements to estimate the unknown elements of the model. The Algorithm calculated the construct scores, the 
scores are used to estimate each partial regression model in the path model (Hair et al, 2016). For convergent 
validity, the PLS algorithm will show three assessments of Loading Factors, Average Variance Extract (AVE) and 
Composite Reliability. The value for Loading factors must be greater or equal to 0.70. Meanwhile, when the value is 
less than 0.70, will be discarded from the model. Then the benchmark value for Average Variance Extract must be 
higher than 0.50. Additionally, Composite Reliability’s value is suggested no less than 0.70. Table 7 illustrates the 
measurement model for different elements and variables. 
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Table 7. Measurement Model 
Variables Items Loading Factors Average Variance 

Extracted (AVE) 
Composite Reliability 

(CR) 
E-Commerce Adoption 
Level 

Q1.1 0.840 0.762 0.927 
Q1.2 0.853 
Q1.3 0.928 
Q1.4 0.868 

Technological Innovation Q2.2 0.766 0.754 0.859 
Q2.3 0.936 
Q2.4 0.730 

Q2.10 0.824 
Organization Q3.1 1.000 1.000 1.000 
Owner’s Characteristic Q4.3 0.862 0.758 0.758 

Q4.4 0.930 
Q4.5 0.858 
Q4.6 0.858 
Q4.7 0.842 

Environment Q5.1 0.828 0.669 0.669 
Q5.2 0.907 

 
Some indicators (manifests) were dropped down from the measurement model because they did not exceed the 

benchmark values, as illustrated in Table 7. Of all the manifest, Q1.5, Q2.1, Q2.5, Q2.6, Q2.7, Q2.8, Q2.9, Q2.11, 
Q3.2, Q4.1, Q4.2, Q5.3, Q5.4 and Q5.5 were eliminated to only left 16 so that the model measured merely the valid 
values. Loading Factors (LF) of SMEs in this study valued higher than the benchmark value (0.70) ranging from 
0.730 to 1.000. Similar to LF, the values of AVE are all met the benchmark value. As for the CR values of each 
variables they range from 0.758 to 1.000. Given the result above, the variables have fulfilled the convergent validity 
requirements. 
 
Discriminant Validity 
To measure Discriminant Validity the values of Fornell-Larckel Criterion is used with two requirements. First, the 
diagonal values (the values between the same variables) should be higher or equal to 0.50. Second, the diagonal 
values have to be greater than all the rest values appeared in the same columns. The results of measuring 
discriminant validity are given in Table 8. 
 

Table 8. Discriminant Validity 
Variable E-Commerce 

Adoption 
Environment Organization Owner 

Character 
Technological 

E-Commerce 
Adoption 

0.873     

Environment 0.351 0.868    
Organization 0.390 0.355 1.000   
Owner’s 
Character 

0.254 0.525 0.264 0.871  

Technological 0.323 0.534 0.251 0.623 0.818 
 
As described in the Table 8, all the diagonal values have fulfilled the requirements so it can be concluded that the 
data constructs are reliable and valid for the measurement model. 
 
4.3 Evaluation of Structural Model  
The structural model estimates are not examined until the reliability and validity of the constructs have been 
established. PLS-SEM assessment of the structural model involves the ability of the model to predict the variance in 
the exogenous variables (Hair et al, 2016). The main evaluation criteria in this evaluation are the coefficient of 
determination (R2) as well as the size and significance of the path coefficients. In addition, the f2 value is also 
measured to give deeper insights of quality of the PLS path model estimations. Table 9 illustrates the result of R2. 
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Table 9. R2 result 
Variables R2 

E-Commerce Adoption Level 0.224 
 
As for the f2 and T-Statistics predictions are shown in the Table 10.  
 

Table 10. f2 result and T-statistics 
Variables f2 T-value 

Environmental Factors 0.021 1.129 
Organizational Factors 0,096 1.965 
Owner Characteristic Factors 0.000 0.073 
Technological Innovation Factors 0.021 0,657 

 
 

Out of all the PLS SEM outcomes, the final model revealed to be as pictured in the Figure 4. The number appeared 
in each of manifests and variables are indicating the value of Convergent Validity. 
 
 

 

 
 

Figure 4. Final Measurement Model 
PLS SEM Data Processing 

 
 
5. Discussion 
Based on the data analysis in the previous section, four independent variables (exogenous variables) which include 
Technological Factors, Organizational Factors, Owner Characteristics Factors and Environmental Factors were 
found to contribute as much as 22% (0.224 as shown in Percentage of Variance or R2) to dependent variable 
(Endogenous Variables) : E-Commerce Adoption Level. Hence, there are 78% other factors that contribute to the E-
commerce adoption level of SMEs in this pandemic Covid-19. Many possibilities might become ‘the other factors’, 
for example the decline of customer’s purchasing power due to the loss of income which arise as a result of the 
economic downturn. Additionally, the change of lifestyle that occurred massively in this world owing to pandemic 
covid-19 called new normal and lockdown, predisposed to change people’s priority when buying the product. 
Healthy product variance from supplement into face mask as well as disinfectant were the best-selling items during 
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pandemic and happened to increase around 34% compared to other product  (Accenture, 2020) Meanwhile, the 
largest percentage of Industry of SMEs in this study which are culinary and fashion, do not include in the priority 
product buying during pandemic. 

Of all the 22% factors contribution, each factor has different level of t-value that reflects the relationship 
between exogenous and endogenous variables evaluated based on the 2-tailed value (should be more or equal to 
1.96).  As highlighted in the Table 10, Organizational Factor has the value of 1.965 and considered as the only factor 
that surpass 1.96. This indicates Organizational Factor gives the positive significant influence into E-Commerce 
Adoption Level. This is in line with the previous research done by Lim (Lim et al., 2018) who found organization 
readiness factors as the highest factor that contribute to e-commerce adoption level among SMEs in Malaysia. The 
component of Organizational Factor that consists of financial resources, ICT awareness and firm size enabled SMEs 
to easily adapt the pandemic situation as they possess sufficient resources to do the technological adoption.  

On the other hand, Owner Characteristic Factor has the least value which account for 0.073, thus this indicate 
the character of owner did not support the level of e-commerce adoption during pandemic. Relate to the SME's 
owner's demographic profile, since the majority of their education is high school, this also influences their reluctant 
to learn new things, especially e-commerce because of its complexity. Furthermore, the majority of SME owners do 
not feel as they are the owner because the business itself is running by a one-man show without employee or at least 
having only less than five employees. Consequently, they do not have a mindset as a leader in solving the problem 
and taking a risk. This, in turn, discloses to the uncertainty component included in owner’s characteristic. The high 
uncertainty avoidance in Hofstede Cultural expressed the degree to which the members of society feel 
uncomfortable with uncertain and ambiguity. The primary issue here is how SMEs owner deals with the fact that 
pandemic covid-19 is uncertain and unknown for unpredictable time span. This study found that majority of SMEs 
owner chose to avoid uncertainty situation in this pandemic by giving up and discontinuing their business or 
preferring to not adapt to the crisis and remain doing the same way (refusal to change). 
  
6. Conclusion and Future Studies 
To be concluded, it is inferred that in this pandemic Covid-19, adoption of e-commerce for SMEs in Bogor were 
influenced positively only by Organizational Factor. The adoption level they were induced is in stage 1 as shown in 
Table 7 in which the highest value in this endogenous variable is Q1.3. Stage 1 or called E-Window reflects a 
company use static websites and one-way communication without any interactivity (Alrousan. Mohammad Kasem 
and Jones, 2016) This result shows a significant difference to the previous research done by Lolita et al (2019) who 
revealed the level of e-commerce adoption in SME’s Bogor before pandemic is in stage 2 with the highest factors 
contributed is Technological Innovation. There is a decline in adopting e-commerce before and after pandemic 
Covid-19 from stage 2 into stage 1. In terms of research contribution, the research might serve as a portrait of SMEs 
adoption level towards e-commerce during pandemic Covid-19. SMEs should begin to adapt the current pandemic 
situation by learning to implement new technologies. Other solution might be to change the business model to sell 
the higher demand product. As suggestion for government, free online learning should be provided to facilitate 
SMEs in adapting and adopting e-commerce. Moreover, government can establish a market place specialized for 
SMEs to sell their product along with providing business capital loan with lower-interest. These ways will prepare 
SMEs to compete in this pandemic covid-19 and hereafter.  

The main limitation of this study corresponds to the research area which only focused in Bogor with a very 
limited sample amount, which is only 61 from around 23.706 population. Thus, the sample may be biased because it 
is not sufficiently representing the population. Larger samples are recommended to yield more accurate finding. 
Besides that, further research using qualitative method might be more effective to gain deeper insights from SMEs 
to explore other factors that affect e-commerce adoption level.  
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