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ABSTRACT 

The purpose of this study was to determine the effect of 

the implementation of E-Commerce which includes 

competence (X1) and Commerce (X2) of the Business 

Development Smal Medium Enterprises (SMEs). The 

sample in this research is 40 SMEs business actor in 

Danang City. Data collection techniques using 

questionnaires (questionnaires) that have been tested 

try first by using the validity test and reliability test. 

The data analysis technique used is the classical 

assumption (normality test, multicollinearity, 

heteroscedasticity test, autocorrelation test and 

linearity test), multiple linear regression, correlation 

coefficient, determination coefficient, t test and F test 

where researchers using SPSS version 22 . 

Regression analysis derive the equation: Y = -1.506 + 

0.360 X1 + 0.564 X2, which means Smal Medium 

Enterprises Development Enterprises (SMEs) are 

influenced by competence (X1) and Commerce (X2). 

Regression analysis also obtain the value of the 

correlation coefficient (R = 0.865) or at (86.5%) and 

the coefficient of determination (R2 = 0.749) or at 

(74.9%). This means that (74.9%) employee 

performance variable is influenced by conceptual skill 

variable and work experience. The remainder of 

(25.1%) is explained by other variables, such as 

government support, logistics. The conclusion is: 

competence (X1) and Commerce (X2) are jointly 

significant effect on the business development of SMEs 

in Palembang. This is evident from the results of the F 

test that obtained F test of 40.258 received at the level 

of significance 0.000 

Keywords: Small Medium Enterprises, E-

Commerce, Competency, Commerce, Development. 

 

1. INTRODUCTION 

Small and Medium Enterprises (SMEs) as one of the 

actors in the industrial sector, is the backbone of the 

Danang economy and has contributed near half of 

Gross Domestic Product Vietnam. The micro sector 

accounts for about 30% of Gross Domestic Product, 

5% of the small sector, and 10% of the medium sector. 

Therefore, the growth and development of Micro 

Small Medium Enterprises is very important for the 

Vietnam economy. 

Central Bureau of Statistics (BPS) of Danang City, 

predicted the growth of Small and Medium Enterprises 

(SMEs) in this year to increase up to 100 percent or 

reach 12 thousand actors of SMEs, from 5000 

thousand based on data from 2006 

The development of Small and Medium Enterprises 

that is increasing in terms of quantity, must be 

balanced by the improvement of the quality of Small 

and Medium Enterprises themselves. The problem 

faced by Small and Medium Enterprises is the low 

productivity, which is due to the low quality of human 

resources in management, organization, marketing and 

technology and faced with rapid development of 

economic globalization and technological progress that 

increasingly rapidly. 

Unfortunately, currently only 40 percent of small and 

medium enterprises (SMEs) in Danang use digital 

marketing. 40 percent of SMEs who use digital 

marketing are those who already understand IT, 

already understand how to make emails, using social 

media and so forth. While the rest, 60 percent of SMEs 

who market products conventionally. From Total there 

are about 12 thousand Small and Medium Enterprises. 
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Utilizing information technology in running a business 

or commonly known as e-commerce for small 

companies can provide flexibility in production, 

enabling faster delivery of subscribers to software 

products, delivering and receiving offers quickly and 

sparingly, and supporting paperless fast transactions . 

Utilization of the internet allows SMEs to do 

marketing with the aim of the global market, so the 

opportunity to penetrate the export is very possible. 

The need for Digital technology is also encouraged 

because Indonesia has a very high growth of digital 

users, which is a huge potential that SMEs can use as a 

medium to target the market. Of the total population of 

95 million, internet users in Vietnam have reached the 

number 50,05 million or about 53% of the population 

of Vietnam (Damio, 2017) 

Fatimah (1999) emphasizes that marketing is one of 

the scope to be considered in electronic commerce 

applications in a business. Because with marketing is a 

connectivity and role as a translator of consumer desire 

for a product. Currently marketing is in a hypermedia 

(hypermedia-computer-mediated environment) that 

works interactively and is connected to replace the 

traditional system of negotiation and communication 

activities. In addition, marketing through the concept 

of electronic commerce is considered more aktraktif 

and flexible than the traditional system. This is due to 

the flexibility of renewal of new products, product-

related information and direct feedback from 

consumers (O'Brien, 2005). Not only that, this 

flexibility also includes world-wide business 

accessibility during the 24 hours (Hagel and lannsing, 

1994). 

Problems 

How much influence from the implementation of e 

commerce on the development of small and medium 

enterprises in the city of Danang? 

What factors are the support and obstacles of small and 

medium business actors using e-commerce technology 

in running their business activities? 

2. LITERATURE REVIEW 

The word enterprise has been used in a range of 

contexts and meanings (Bridge, O’Neill & Cromie 

2003). Salminen (2000) describes an enterprise as a 

controlled system consisting of a detector, a 

selector and an effector. The detector is the function 

by which a system acquires information about its 

environment, which is then used as the basis of the 

selection of a behavioral response by the selector. 

Finally, the behavior is executed by the effector. 

The measurement system of an enterprise gathers 

information about the changes in both the 

environment and the performance of the enterprise. 

This information is then used together with the 

values and the preferences of the enterprise and its 

management to produce decisions about the 

required actions. As a result, the outputs of the 

enterprise – the products, the services, the 

operational performance and the financial 

performance - are changed. Firm performance 

refers to the firm’s success in the market, which 

may have different outcomes. Firm performance is 

a focal phenomenon in business studies. However, 

it is also a complex and multidimensional 

phenomenon. Performance can be characterized as 

the firm’s ability to create acceptable outcomes and 

actions. Success, in general, relates to the 

achievement of goals and objectives in whatever 

sector of human life. In business life, success is a 

key term in the field of management, although it is 

not always explicitly stated. Success and failure can 

be interpreted as measures of good or indifferent 

management. In business studies, the concept of 

success is often used to refer to a firm’s financial 

performance. However, there is no universally 

accepted definition of success, and business success 

has been interpreted in many ways (Foley & Green 

1989). There are at least two important dimensions 

of success: 1) financial vs. other success; and 2) 

short- vs. long-term success. Hence, success can 

have different forms, e.g. survival, profit; return on 

investment, sales growth, number of employed, 

happiness, reputation, and so on. In other words, 

success can be seen to have different meanings by 

different people. In spite of these differences, 

people generally seem to have a similar idea of the 

phenomenon, i.e. of what kind of business is 

successful. 

Factors affecting business success of 

SMEs 

There is considerable variation in the criteria for 

success used in previous studies. Empirical studies 

of factors affecting SME success can be roughly 

divided into two groups according to whether they 

focus on a quite limited set of variables or try to 

capture more holistic profiles of successful SMEs. 

Previous empirical research has used both surveys 

and case studies. There are also some compilations 

of the results of previous studies of the factors 

contributing to firm success. For instance, Storey 
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(1994) has compiled the results of previous studies 

focused on the birth, growth and death of small 

firms, on the basis of which he presents some 

normative “dos and don’ts” lessons for small firms. 

Md. Aminul Islam, Ezaz mian and Muhammad 

Hasmat Ali (2008) in their study of SMEs in 

Bangladesh found that products and services, the 

way of doing business, management know-how 

and, external environment are most significant 

factors in determining the business success of 

SMEs. The following recent studies based on 

surveys have dealt with the factors affecting SME 

success. Nurul Indarti and Marja Langenberg 

(2005) identified key components to be important 

in analyzing the business success of SMEs which 

includes the characteristics of the entrepreneurs; the 

characteristics of the SMEs; and the contextual 

elements of SME development. Westhead (1995) 

studied factors influencing the survival of 227 high-

technology small firms. Ghosh and Kwan (1996) 

made a cross national intersectoral study of the key 

success factors of 152 SMEs in Singapore and 164 

SMEs in Australia. Kauranen (1996) carried out a 

follow-up study of 37 new manufacturing firms in 

Finland and studied the determinants of the future 

success of the firm in the short term and in the long 

term. Yusuf (1995) explored critical success factors 

for small firms in several industry sectors based on 

the perceptions of 220 South Pacific entrepreneurs. 

Wijewardena and Cooray (1996) explored the 

importance of a set of success factors by studying a 

sample of 300 small manufacturing firms in Japan. 

Gadenne (1998) investigated the effect of various 

management practices on small firm performance 

by studying 369 small businesses in the retail, 

service, and manufacturing industry in Australia. 

Bracker and Pearson (1986) studied planning and 

financial performance of small mature firms in the 

dry cleaning business. Baker et al. (1993) studied 

planning in successful high-growth small firms. 

Pelham (2000) explored the relationship between 

market orientation and the performance of 

manufacturing SMEs in eight industry sectors. 

Based on the findings of earlier research, the factors 

affecting SME business success were classified into 

the following categories: (1) an entrepreneur 

Characteristics (Kristiansen, Furuholt, & Wahid, 

2003; and Rutherford & Oswald, 2000), (2) 

characteristic of SME (Kristiansen, Furuholt, & 

Wahid; 2003), (3) management and know-how 

(Swierczek & Ha, 2003), (4) products and services 

(Wiklund 1998; and Hitt & Ireland 2000). (5) 

customers and markets (William, James, & Susan; 

2005), (6) the way of doing business and 

cooperation (Hitt & Ireland 2000; and Jarillo 1988). 

(7) resources and finance (Swierczek & Ha, 2003; 

and Kristiansen, Furuholt & Wahid, 2003) strategy 

(McMahon, 2001), (9) external environment 

(Huggins, 2000; and Nurul Indarti & Marja 

Langenberg, 2005); and (10) internet (Henriette 

Hesselmann, Comcare, and Peter Bangs; 2002). 

However only 6 factors namely Characteristics of 

SMEs, Management and know-how, Products and 

Services, The Way of Doing Business and 

Cooperation, Resources and Finance and External 

Environment were considered for the theoretical 

framework of this study based on suitability with 

the Malaysian context. Therefore, Business success 

is the dependent variable and independent variables 

are: characteristic of entrepreneur and SMEs, 

management and know-how, products and services, 

the way of doing business and cooperation, 

resources and finance, and external environment 

3. RESEARCH METHODOLOGY  

SMEs Development is the dependent variable and 

independent variables are: Human Competence of 

SMEs and Commerce. A self-designed 

questionnaire was used to gather the research data. 

The questionnaire consisted of three parts. The first 

part comprised of demographic, characteristic, and 

profile information of the respondents. The 

respondents were asked to rank statements on 

contextual condition related to each success factor 

faced by the respondents in the second part. This 

part consisted of 40 questions which were intended 

to measure factors of business success, using 5-

point liker scale. 

4. RESULT AND DISCUSSION 

Please Multiple linear regression is used to test the 

influence of a dependent variable (ie boundary) that is 

the development of SMEs with independent variables 

(ie E-Commerce Implementation) which is formed 

from 2 variables namely Human Resource Competence 

(X1) and Marketing (X2) itself Displayed in the form 

of regression equation. Results of data processing with 

the SPSS program can be known results as follows: 

Table 1. Results of Multiple Regression 

Calculations 
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Based on the above calculation, then obtained the 

value b1 = 0.360, b2 = 0.564 and the value of a = -

1.506 to form a multiple linear regression equation 

Y = -1,506 + 0,360 X1 + 0,564 X2. The meaning 

of the persuasion is that the value of the constant 

(a) of -1.506 means that if there is no increase in 

competence and commerce variables then the 

development of SMEs will menururn equal to -

1.506, while the value of regression coefficient (b1) 

of 0.360 this means every increase of one unit 

variable Competence while the fixed Commerce 

variable will increase the development of SMEs by 

0.360 units. Then the value of the regression 

coefficient (b2) of 0.564 means that every increase 

of one unit of Commerce variables while the fixed 

Competence variable will increase the development 

of SMEs of 0.564 units. 

Coefficient of Correlation and Determination 

To know the strength of SMEs and Commerce 

Competence relationship to SMEs Development in 

Danang City is to enter the value to the formula of 

correlation coefficient and determination by using 

SPSS as follows: 

Table 2. Results of Correlation Coefficient and 

Determination Calculations 

 

 

 

 

 

From the calculation of correlation and determination 

above, it can be seen that the correlation coefficient of 

RSquares = 0.865. This means that the relationship of 

Competence (X1) and Commerce (X2) to SMEs (Y) 

Business Development in Danang City is very strong 

and unidirectional. While the coefficient of 

determination of R = 0.749, means that the 

contribution of Competence (X1) and Commerce (X2) 

to SMEs (Y) Development in Danang city is 74.9.0%, 

while the remaining 25.1.0% is influenced by other 

factors such as logistics and government support 

F Test 

To know whether Competence (X1) and Commerce 

(X2) have significant effect to SMEs (Y) Business 

Development in Danang City, F test using SPSS result 

is as follows. 

Table 3. F Test Calculation Result 

 

 

 

 

 

F test is performed to see the effect of the independent 

variable on the dependent variable together. Based on 

the recapitulation of multiple linear regression test, 

obtained Fcount obtained 40.248> Ftable = 3.25 Based 

on the results of data processing known fcount value of 

40.248 with a significance level of 0.000. This shows 

that together independent variable Competence (X1) 

and Commerce (X2) have a significant effect on SMEs 

(Y) Development in Danang City. 

SMEs problems, especially related to competence, 

commerce, and logistics can be solved by adopting 

information and communication technology or digital 

by utilizing various application services which is 

possible to facilitate the business process done. 

Penetration of adoption of digital technology of SMEs 

Vietnam is currently very low and only reaches 0.5% 

lower than Philippines (1.5%) and India (2.1%). 

Digital technology is also seen to increase the revenue 

growth of SMEs by 80% (Rudiantara, 2015). For that 

solution to digital is considered very important for 

SMEs. 

5. CONCLUSIONS 

Regression analysis derive the equation: Y = -1.506 + 

0.360 X1 + 0.564 X2, which means Smal Medium 

Enterprises Development Enterprises (SMEs) are 

influenced by competence (X1) and Commerce (X2). 

Regression analysis also obtain the value of the 

correlation coefficient (R = 0.865) or at (86.5%) and 

the coefficient of determination (R2 = 0.749) or at 

(74.9%). This means that (74.9%) employee 

performance variable is influenced by conceptual skill 

variable and work experience. The remainder of 

(25.1%) is explained by other variables, such as 

government support, logistics. The conclusion is: 

competence (X1) and Commerce (X2) are jointly 

significant effect on the business development of 

SMEs in Danang. This is evident from the results of 

the F test that obtained F test of 40.258 received at the 

level of significance 0.000 
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SMEs problems, especially related to competence and 

commerce, can be solved by adopting information and 

communication technology or digital by utilizing 

various application services which is possible to 

facilitate the business process done. Penetration of 

adoption of digital technology of SMEs Vietnam is 

currently very low and only reaches 0.5% lower than 

Philippines (1.5%) and India (2.1%). Digital 

technology is also seen to increase the revenue growth 

of SMEs by 80%. For that solution to digital is 

considered very important for SMEs. 

The role of government is needed in order to assist the 

development of SMEs business especially Danang City 

Government. Support can be in the form of providing 

continuous coaching, helping SMEs business 

promotion activities to be widely known both at 

regional and international level. 
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