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When entering a business competition in the digital market, SMEs
must have readiness in the use of technology or e-readiness. Readiness
to use technology is essential to compete through digital markets that
have a broader scope. SMEs in Banyuwangi are trying to enter the
digital market by increasing information technology capacity through
assistance from the local government through the online marketing
website Banyuwangi-mall.com. For this reason, this article attempts to
examine the readiness of SMEs to adopt technology (e-readiness) in
entering e-commerce facilitated by local governments. This study uses
mixed methods by conducting quantitative methods through surveys
first. To then be deepened through a qualitative research process
conducted with in-depth interviews. The research results show that
SMEs that use digital marketing Banyuwangi-mall.com already have
a high readiness for technology adoption in the aspects of strategy and
management. However, in the aspect of workers, they are still at the
middle level, or there are still some shortcomings.

A. INTRODUCTION

This article is essential to provide an updated review of the many works that analyze the
readiness of SMEs in adopting technology in utilizing e-commerce networks (Haug et al., 2011;
Hung et al., 2014; Mutula, 2009; Spinelli et al., 2013). The novelty of this study lies in the role of the
government in facilitating SMEs in entering online marketing networks. Today's business contest
requires SMEs to increase their business capacity. The way that can be taken to increase the capacity
of SMEs is through state intervention in providing supporting infrastructure, access to capital to
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increase SME capacity related to managerial aspects, entrepreneurial techniques to innovation (Ng
& Kee, 2017).

One of the central elements that the government pays attention to in helping SMEs is to provide
infrastructure, especially information technology (IT) (Passerini et al., 2012). The development of IT
infrastructure is the initial capital for every SME to develop a more comprehensive marketing
network and impact increasing income. The use of information technology provides a reference for
SMEs to adjust the right production system regarding product diversification and adjustment to
market demand (Stoldt et al., 2018). Moreover, SMEs that utilize information technology can expand
networks between business actors across territories to have a positive impact on each party in facing
the era of globalization.

When entering a business competition in the digital market, SMEs must have readiness in the
use of technology or e-readiness. E-readiness is a benchmark for assessing an organization's capacity
to adopt information technology from a small organization to a national one (Kurnia et al., 2015;
Lokuge et al., 2019). In addition, e-readiness can also function to photograph the readiness of SMEs
in using website-based digital marketing (Hung et al., 2014). There is a detailed assessment tool with
a scale and measurable indicators through the concept of e-readiness (Parasuraman et al., 2005).
There are also several indicators to measure technology adoption readiness, such as IT readiness,
innovation, cognitive, partnership, strategy, cultural, to resource aspects (Lokuge et al., 2019).

Studies on E-readiness in the scope of SMEs have a long and varied record. When speaking in
the scope of research, e-readiness can be used to cover a research scope from the most micro, such
as technological elements within organizations or small companies, to the broadest scope, such as
an industrial area with a national scope (Aboelmaged, 2014; Kurnia et al., 2015; Luyt, 2006; Spinelli
etal.,, 2013). (Mutula, 2009) has conducted an e-readiness study in a reasonably broad domain, which
looks at the use of information technology in the national sphere. Furthermore, e-readiness can be
used as a benchmark to see the readiness and benefits derived from SMEs activities in the digital
economy (Hung et al., 2014; Lou & Goulding, 2010).

One of the studies by (Mutula & van Brakel, 2006) describes the readiness to use information
technology by SMEs that carry out their business activities to an international scope. Furthermore,
some studies use e-readiness to measure information technology in SMEs business activities as part
of dynamic consumer demands (Nugroho et al., 2017). On the other hand, there is research that
looks at the suitability of using IT infrastructure by utilizing the concept of e-readiness in non-profit
organizations such as universities to libraries (Chipembele & Bwalya, 2016; Motahari-Nezhad et al.,
2018; Shonhe, 2019). The concept of e-readiness can also be used to measure the implementation of
government e-government in several developing countries(Aggarwal, 2009; Fathian et al., 2008;
Ghosh Roy & Upadhyay, 2017; Mnjama & Wamukoya, 2007). In another area, research conducted
by (Koh et al., 2007) utilizes the concept of e-readiness to see the impact of using the internet on the
performance of a profit organization or company.

Empirically, this research focuses on SMEs' readiness to adopt information technology when
using digital marketing Banyuwangi-mall.com. The Banyuwangi government innovates by
facilitating SMEs in marketing their products through e-commerce owned by the local government
(Humas Pemkab Banyuwangi, 2016). However, in its development, the number of SMEs directly
involved in online marketing through the Banyuwangi-mall.com website is still minimal compared
to all SMEs in Banyuwangi Regency. In fact, until 2018, there were 296,706 Micro and Medium
Enterprises in Banyuwangi Regency (Dinas Koperasi dan UKM Provinsi Jawa Timur, 2018). Until
2017, there were 45 Banyuwangi SMEs (0.015%) involved in online marketing. Then slightly
developed in 2018, 67 SMEs (0.015%) registered in the Banyuwangi-mall.com network.

SMEs in Banyuwangi has been facing problems in various aspects. There are 279,706 SMEs in
Banyuwangi experiencing problems carrying out their business activities, such as capital,
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marketing, and product quality (Kementerian PANRB, 2019). We can see the problems experienced
by SMEs in Banyuwangi from the problems of small businesses selling accessories, crafts, t-shirts,
culinary, and Banyuwangi batik. 800 SMEs members of the association of accessories, crafts, t-shirts,
culinary, and familiar batik entrepreneurs, 40% (320 SMEs) still need to enter digital marketing
(Setiawati, 2021). This SMEs problem is the foundation for the Banyuwangi Regency government to
realize Banyuwangi-mall.com digital-based marketing.

In the theoretical scope, a study of e-readiness in a reasonably broad area has been carried out
by looking at the use of information technology in the national realm (Mutula, 2009). Furthermore,
E-readiness can also be used as a benchmark to see the readiness and benefits derived from SME
activities in the digital economy (Goulding & Lou, 2013; Hung et al., 2014). In addition, there is also
a study that describes the readiness to use information technology by SMEs in carrying out their
business activities to an international scope (Mutula & van Brakel, 2006).

There is an e-readiness study to measure the use of information technology in SME business
activities as part of dynamic consumer demands (Nugroho et al., 2017). The concept of e-readiness
is used to measue the implementation of government E-Government in several developing countries
(Aggarwal, 2009; Fathian et al., 2008; Ghosh Roy & Upadhyay, 2017; Mnjama & Wamukoya, 2007;
Waheduzzaman & Miah, 2015). E-readiness is also used to see the impact of internet use on profit
organizations or companies (Koh et al., 2007). From the development of this study, it can be seen
that there is still a theoretical gap that there is no study that analyzes the e-readiness of SMEs in
entering digital marketing facilitated by the local government.

This study explains the readiness to adopt information technology of SMEs participating in
online marketing Banyuwangi-mall.com which the local government facilitates. The research
question from this study is How is the Readiness of SME Technology Adoption in Entering
Banyuwangi-Mall.Com Online Marketing? To answer this question, we will statistically analyze
the technology adoption readiness of each SMEs that is part of Banyuwangi-mall.com. To deepen it,
we will also present a qualitative analysis of the technology adoption readiness portrait of each
SMEs.

The concept or theory tool used in this study is E-Readiness for SMEs. When adopting a website
used for organizational activities such as SMEs, it is necessary to prepare several aspects that can
support it, both organizational aspects technology to several elements related to their external
environment (Yang et al., 2015). Another concept explaining the e-readiness model in SMEs divides
the readiness indicators into several main points: technology, management, and organization to
environmental aspects (Hung et al., 2014). The application of information technology in the SMEs
sector will provide many benefits, one of which is encouraging MSMEs to engage in an international
scope (Mutula & van Brakel, 2006). The use of information technology in SMEs is happening
massively today because today's consumers demand a company that offers easy and affordable
products (Nugroho et al., 2017). created SMEs that are adaptive to technology, preparatory steps
must be taken, starting from aspects of the company's website and resources to efforts to see market
conditions (Hung et al., 2014).

In this context, e-readiness is used as a company's benchmark for assessing a digital economy's
readiness and benefits (Lou & Goulding, 2010). In welcoming the digital era, a micro-organization
such as a company must create a new work method and carry out a new business engineering to
aspects of technology utilization that can create a competitive and efficient organization. When
adopting a website that will later be used for organizational activities such as SMEs, it is necessary
to prepare several aspects that can support it, both organizational aspects, technology, and several
elements related to their external environment (Yang et al., 2015). (Jutla, Bodorik, Dhaliwal, et al.,
2002) mention several dimensions that can be used as benchmarks to assess the readiness of
technology adoption by SMEs with government support, namely (a) Knowledge and innovation, (b)

144
|V01ume 19 | Nomor 2 | Desember 2022

mjurndl

IImu Administrasi



Infrastructure and access related to communication and information, (c) Regulation, trust, and
financial infrastructure, (d) Distribution network capabilities, (e) Leadership in e-government and
(f) Access to content. Another concept that explains the e-readiness model for SMEs was developed
by (Hung et al., 2014) dividing readiness indicators into several main points, namely from the
perspective of technology, management, and organization to environmental aspects.

Table 1. Framework for E-Readiness Indicators in SMEs

Indicator Reference Sub-indicator element
Category
Strategy (Alghamdi et al., 2011; a) Achieve business goals
Readiness Asia et al.,, 2013; Haug b) Response to IT
et al, 2011; Jutla, ¢) Change the pressure or
Bodorik, Dhaliwal, et pressure in the business
al., 2002; Mouzakitis & d) Top Management Support
Askounis, 2010). e) Innovation
Management (Haugetal., 2011; Jutla, a) Owner's education and
Characteristics Bodorik, Dhaliwal, et knowledge regarding IT
al., 2002). b) Experience from
participation in IT projects
c) Experience using IT
d) Readiness to partner with
government in digital
marketing
e) Owner/manager attitude,
owner/manager support,
f) Top management support
Worker (Haug et al, 2011; a) Employee knowledge
Characteristics b) Existence of

Hung et al., 2014; Jutla,
Bodorik, Dhaliwal, et
al., 2002; Molla &
Licker, 2005).

leaders/technology experts.
c) Employee attitudes and
acceptance of IT

Several dimensions can be used as a reference to see the readiness of MSMEs to adopt their
information technology. Some of these dimensions include the following.

a. Strategy Readiness

The strategic aspect is one of the central aspects of developing an organization in the digital era.
The strategy is implemented based on the desire to increase the added value or operational efficiency
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in economic activities carried out by SMEs (Dyerson et al., 2016). In addition, strategy is used as an
approach to transformation in the use of information technology in producing a service, information,
and interaction with parties interested in the company (Alghamdi et al., 2011). This condition forces
MSMEs to formulate several steps to anticipate the presence of pressures and demands from external
parties such as other businesses to customers (Haug et al., 2011). In addition, strategies are carried out
to respond to information technology so that SMEs have competitive advantages and reduce distances
or gaps with more advanced competitors (Haug et al, 2011). The implementation strategy is
synonymous with elements such as support from top managers in technology adoption, steps to
establish a rule of the game, and innovations carried out by an organization (Asia et al., 2013;
Mouzakitis & Askounis, 2010).

b. Management Characteristics

The capabilities of SMEs owners related to knowledge of information technology (IT) and their
education level influence business success (Haug et al., 2011). In addition, IT capacity also allows an
SMEs to experience progress in the form of increasingly advanced business value prospects (Dyerson
et al., 2016). In detail, several indicators are used as assessments in aspects of management
characteristics such as education and knowledge, experience from participating in IT projects,
experience using IT, readiness to partner with the government in digital marketing, the attitude of
owners or managers to top management support aspects (Dyerson et al., 2016; Haug et al., 2011; Jutla,
Bodorik, & Dhaliwal, 2002).

c. Characteristics of Workers

IT knowledge that builds worker capacity is essential to SMEs in improving organizational
performance. The capacity of workers or employees needed in technology adoption are those who have
the capacity and experience in using websites and other skills related to IT (Hung et al., 2014). Two
main aspects must be owned by employees when carrying out information technology-based work
functions, namely related to the management capacity of information technology and the motivational
aspects employees possess in utilizing this technology (Haug et al., 2011; Molla & Licker, 2005). If we
look, several sub-categories can be used to assess the readiness of technology adoption in SMEs, namely
the knowledge of SMEs employees or workers, the presence of technology experts within SMEs bodies,
and the attitude of employee acceptance of information technology (Haug et al., 2011; Hung et al., 2014).

B. METHOD

This study uses a mixed method between quantitative and qualitative (Mix Methods) with a
sequential explanatory design. The flow of this research is quantitative research which is carried out
first, to be deepened using qualitative research, which will be explained in more detail in the chart.
Qualitative data is a means to deepen the results of quantitative data (Creswell, 2014).The flow of
this research begins with quantitative research, which is then deepened using qualitative research
(Creswell & Clark, 2011).

Chart 1. The flow of the sequential mix methods research design

Quantitative Follow U Collection and Analysis : :
) p .| Interpretation
data collection > of qualitative data g
and analysis
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Source: (Creswell, 2014)

Descriptive quantitative research is used to describe the readiness of technology adoption for
SMEs using the Banyuwangi-mall.com website. Descriptive analysis is used to analyze data by
describing or describing data that has been collected from the results of research conducted
(Sugiyono, 2017). Then, qualitative research was conducted to look in-depth at the readiness of
SME:s to adopt technology in entering Banyuwangi-mall.com online marketing.

Data collection in the quantitative process is carried out through a SMEs survey. The
population of this research is 67 SMEs that participate in online marketing facilitated by the
Banyuwangi government through the Banyuwangi-mall.com website. Using the Slovin formula, 56
samples of SMEs were selected as objects in this research. All respondents, totaling 56 SMEs (100%),
answered questions from the questionnaire. Measurement of variables is carried out using a Likert
scale. The Likert scale is generally used to measure attitudes, opinions, and perceptions of a person
or group of people in conducting social observations. Meanwhile, there are mapping categories
related to e-readiness standards, namely low, medium, and high. These criteria can be seen as
follows (Ruikar et al., 2006).

Table 2. Category of E-Readiness Score Standards

Criteria Category Value
Shows some aspects
require urgent attention
1-25 Low to achieve readiness.

2,6-3,4 Intermediate Shows that some
aspects need attention
to achieve readiness

3,5-5 High/Tall Demonstrate that the
organization has
adequate capabilities
and is ready to adopt
information technology

Source : (Ruikar et al., 2006)

Then, qualitative data mining was carried out by conducting direct interviews with SMEs. We
conducted in-depth interviews with the owners of 13 SMEs who are members of Banyuwangi-
mall.com. Selection of informants in the research by purposive sampling where the parties
interviewed are SMEs owners who have detailed insight into their business activities. The function
of this interview is to find out in more detail how SMEs' E-readiness is in adopting E-Commerce
Banyuwangi-mall.com.The research process took place from January to July 2019.

Table 3. SMEs owners join Banyuwangi-mall.com

Name Position
Ahmad Majd firdaus Owner
M. Imron Owner
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Herawati Owner

FX Eddy Purnomo Owner
Nurul Isnan Owner
Mona Mawardi Owner
Fany Wendra Wijaya Owner
Heru Prayitno Owner
Sulastri Owner
Umi Sukasih Owner
Ahmad Heryanto Owner
Sari Owner
Muhibut Tohari Owner

C. RESEARCH FINDING AND DISCUSSION

Readiness of SMEs Technology Adoption in Online Marketing Banyuwangi-mall.com

The Banyuwangi Regency Government facilitates online marketing to local SMEs through the
Banyuwangi.mall.com website. In order to be prepared to participate in the online marketing
website, SMEs who are members must fulfill several dimensions related to information technology
aspects. SMEs must have several dimensions of technology adoption in entering online marketing
networks, including strategic readiness, management readiness, and worker readiness. The
indicators come from a framework built from various sources to see the readiness of SMEs adoption
in E-Commerce Adoption.

Readiness of SMEs in Strategic Aspect

In general, the average strategic readiness variable was obtained by an average respondent's
answer of 3,661. This value indicates that strategic readiness is in a positive category, meaning that
respondents think that, in general, SMEs involved in Banyuwangi-mall..com have readiness in
strategic aspects.

Table 4. Description of Strategy Readiness

Items Mean
Business goals 3.732
Employee 3.500
Response to IT
Ability to 3.750
Change
Pressure

Variable Mean 3.661
(High E-
readiness)

The readiness of SMEs in the strategic aspect is caused by the high number of supporting
items such as aspects of business goals, employee responses to IT, and aspects of changing
pressure. Indicators of achieving business goals/objectives obtained an average respondent's
answer of 3,732. This value shows that the indicators of achieving business goals are in a positive
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category, meaning that respondents think the indicators of achieving business goals have been
implemented well in online business activities.

Then, an indicator of workers' response to information technology obtained an average of
3,500. This value indicates that the response indicator to information technology has been
appropriately implemented in Banyuwangi-mall.com online marketing. Furthermore, points
for the ability to change the pressure in business obtained an average answer of 3,750. This value
indicates that the indicator of pressure for business change is positive. These results are in line
with several studies which state that strategic readiness is an element that must exist in micro-
businesses in the adoption of information technology (Jutla, Bodorik, & Dhaliwal, 2002; Spinelli
et al., 2013).(Jutla, Bodorik, & Dhaliwal, 2002; Spinelli et al., 2013).

Readiness of SMEs in Management Aspect

In general, the average management readiness variable obtained an average of 3.613. This
value indicates that management readiness is cheerful, meaning that management readiness has
been appropriately implemented. The readiness of SMEs management to use Banyuwangi-
mall.com is categorized as good because various supporting items show positive contributions.
The table shows that the indicators of education and knowledge of the owner related to IT
obtained an average respondent's answer of 3.661. This value indicates that the owner's
education and knowledge indicators related to IT are in a positive category.

The experience indicator of participation in IT projects obtained an average respondent's
answer of 3.536. This value indicates that the experience indicator of participation in IT projects
is in a positive category, meaning that the experience indicator of participation in IT projects has
been implemented well. Furthermore, the indicator of experience using IT obtained an average
respondent's answer of 3.518. This value indicates that the indicators of experience using IT have
been implemented well.

Table 5. Description of Management Readiness

Items Mean
Owner's Education and Knowledge 3.661
Experience from participation in IT 3.536
projects
IT experience indicators 3.518
Indicators of readiness to partner with 3.571

government in digital marketing
Owner attitude indicator 3.696

Attitude indicators of top management 3.696
or managers

Variable Mean 3.613
(High E-readiness)

The indicator of readiness to partner with the government in digital marketing obtained an
average respondent's answer of 3,571. This value shows that the indicator of readiness to partner
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with the government in digital marketing has been implemented well. The owner's attitude
indicator obtained an average respondent's answer of 3.696. This value indicates that the indicators
of the owner's attitude have been appropriately implemented. Indicators of the attitude of top
management or managers obtained an average of 3.696. This value indicates that the manager's
attitude indicators have been appropriately implemented. The description of the results of this study
is in line with several studies which state that management readiness must be present in the
readiness of technology adoption by SMEs (Haug et al., 2011; Jutla, Bodorik, & Dhaliwal, 2002).

Readiness of SMEs in the Aspect of Workers or Employees

In general, the average worker readiness variable obtained an average respondent's answer of
3.304. This value indicates that the readiness of workers is in the medium category, meaning that
respondents think that, in general, the readiness of workers has been implemented well in several
indicators and at the same time has not been good in other indicators. Several variables determine
SME:s level of readiness in online marketing, such as the employee knowledge indicator, which
obtained an average respondent's answer of 3.250. This value indicates that the employee
knowledge indicator is in the neutral category, meaning that respondents think that several things
must be improved when employees implement online marketing.

Table 6. Description of Worker Readiness

Items Mean
Employee Knowledge 3.250
Top IT Employee Recruitment 3.464
Employee Enthusiasm for IT 3.196
Variable Mean 3.304

(Intermediate e-readiness)

Furthermore, the attitude indicators and employee acceptance of IT obtained an average
answer of 3,464. This value indicates that the indicators of employee attitudes and acceptance of IT
are in a positive category. The next indicator, namely the enthusiasm of employees in IT, got a score
of 3,196. This value indicates that the indicator of employee enthusiasm in IT is in the neutral
category, meaning that respondents think that the indicator of employee enthusiasm in the use of
IT still needs to be improved. This result is undoubtedly different from several studies which state
that there is worker readiness in the adoption of information technology to enter online marketing
(Haug et al., 2011; Hung et al., 2014; Molla & Licker, 2005; Rosianti & ER, 2017).

Factors Driving the Readiness of SMEs Technology Adoption in Utilizing Banyuwangi-mall.com
Readiness of Online Marketing implementation and SMEs Product Innovation

One of the dimensions contributing to the readiness for technology adoption of SMEs
participating in the Banyuwangi-mall.com website is the strategy readiness factor. The survey
results show that the strategic readiness aspect of SMEs in the adoption of information technology
is at a score of 3,661. This value indicates that strategic readiness is in a positive category, meaning
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that respondents think that, in general, SMEs involved in Banyuwangi-mall..com have readiness in
strategic aspects (Ruikar et al., 2006). The formation of the aspect of strategic readiness certainly
does not stand alone, but several factors shape SMEs' readiness. Descriptively, a portrait of the
readiness of SMEs in strategic aspects related to their participation in Banyuwangi-mall.com will be
shown.

The first factor that drives the readiness of the SME strategy is that although it is not absolute,
the majority of businesses involved in the Banyuwangi-mall.com marketing network can utilize the
online media utilization network as a marketing base. In their business activities, they have an
orientation that their participation in online marketing networks, including Banyuwangi-mall.com,
is based on generating a profit and introducing the products they produce to consumers who have
a broader scope. We can see one of these portraits from the statement of one of the UKM Mawar
Indah, which produces chips, as follows.

“This is right, sir, the reason I use online-based marketing such as Facebook to join the Banyuwangi-mall.com
government website is because today's technology developments are very fast. I want to use online marketing
as an effort to introduce my product to many people or the wider community. Usually when you go offline,
that's all.” (Said by Ahmad Majid Firdaus)

The same thing was also expressed by M. Imron, one of the Gurame Village SMEs business
owners in Sukomaju Village, Srono District, who revealed that the ultimate goal of his business is
profit. Of course, to achieve progressive profits or continue to increase, there must be a process or
effort, namely making product innovations to carrying out online marketing processes through
various social media such as Facebook, Instagram, and WhatsApp.

“Of course, the goal of the business I run is to get as much profit as possible, sir. In the process, so that my
business can continue to advance and be able to compete with other businesses, I carry out various kinds of
product innovations from packaging to flavors of products to various marketing methods. For offline, I market
them through gift shops to outlets. As for online marketing, I use various media such as Facebook, Instagram,
WhatsApp, to the government-owned website Banyuwangi-mall.com” (Said by M. Imron R.)

The same thing was also expressed by other SMEs who innovated social media content as a
marketing tool. If viewed from the argument of SMEs, they have a strategy or special steps in
responding to the fierce competition between businesses, especially in the scope of online
marketing. One example of a specific strategy carried out in adopting information technology is to
utilize a special team, such as an IT expert, to design social media networks and other online sales
tools to become more competitive in the market. One example is Herawati's efforts to prepare the
strategy with her SMEs engaged in batik production.

“Before joining Banyuwangi-mall.com, I have used various online marketing tools so that my company can
be competitive in the market. One of the strategies I did to be able to compete was to hire a special IT team from
Surabaya to do a special design for my Instagram. 1 did that step so that my Instagram has a lot of diverse and
interesting content so that my media display is attractive to consumers who see it. I paid a few million for the
Instagram design. Apart from that, another strategy I did was to put my products in various marketplaces,
bro. So it's not just one social media or stall that I use” (said by Herawati).

In addition to strategies in terms of marketing, another particular strategy displayed by local
SMEs who are members of Banyuwangi-mall.com is product innovation. Product innovation is
carried out by considering the value of the characteristics and uniqueness of the product that will
compete in the market. The SMEs owners have an idea to do a product branding that the product is
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different from the products offered by other businesses developing in the market using the
uniqueness of regional recipes to be used as a basis for product innovation, for example, using
Banyuwangi specialties such as Sambel Tempong for the taste of snack products such as chips. This
concept was applied by UKM CB 41, owned by Mr. FX Eddy Purnomo, who produces snacks.

“In running a snack business like myself, sir, I don't only think about adventurous products, bro. The way I
see the products that are sold in the market first is whether there are products or snacks that are rarely sold in
the market. From there, I can see, what kind of product that doesn't exist yet should be displayed, sir. For
example, my product is chips with sambal tempong. It's normal for chips to be sold in shops, man. But I added
a characteristic of the Banyuwangi area to make it unique, namely the tempong sauce, mas. Likewise with
some of my other products, there are also elements of his trademark, sir, whether I add it from the sauce or the
shape, sir”. (said by FX Eddy Purnomo).

SME's Experience in Utilizing Information Technology in Online Marketing Networks

The next aspect that is immensely contributing to the readiness to adopt information
technology is the management aspect. If we look at the statistical data from the survey results, the
average value of management readiness stands at 3.613. This figure shows that SMEs involved in
Banyuwangi-mall.com already have readiness in management aspects (Ruikar et al., 2006). The
formation of management readiness cannot be separated from the experience possessed by SMEs in
the use of online marketing facilities.

The majority of SMEs members of Banyuwangi-mall.com have previous experience or have
used online marketing networks to introduce their products to consumers. Survey data in the field
shows that around 70-80% of SMEs have used digital-based marketing networks before
participating and receiving training from creative houses. These SMEs have experience operating
various marketplaces such as Bukalapak, Tokopedia to Shopee. Apart from the marketplace, SMEs
also take advantage of social media such as Facebook, Instagram, Twitter to chat-based social media
like Whatsapp. One of the SMEs that has experience using online marketing networks is Nurul
Isnan, who produces skullcaps.

“Before my business was registered at Banyuwangi-mall.com, I had used Facebook and whatsapp. I have been
doing marketing through Facebook for quite a long time. I usually use Facebook and WhatsApp as promotions
as well as my means to communicate with customers. Usually a minimum of 500 pieces I receive the order
from the buyer. If you get an order from outside Java or other friends, you can go through Facebook or the WA
group, bro.” (said by Nurul Isnan).

The same thing was also expressed by Herawati, who is in the batik business. Herawati, with
the Pendawi batik business, which has been running since its inception in 2016, has penetrated
online markets such as the Tokopedia, Bukalapak, and Shopee market places along with Instagram
social media. By being involved in online marketing, Herawati feels that she has learned a lot about
new patterns in promotions to contestations between businesses run through digital platforms. In
addition, Herawati's participation in the digital platform also gave her new experience and
knowledge in running an online-based business. Herawati, the Pendawi Batik business owner, has
experienced training organized by the Tokopedia marketplace.

“Before participating in Banyuwangi-mall.com, I have been struggling with online marketing in 2016/2017,
such as in Tokopedia, Shopee to social media such as Instagram etc. From my experience of participating in
various marketplaces such as Tokopedia, Shopee, Bukalapak, I got the experience oh it turns out this is online-
based marketing, such as the character of competition, how to be effective in promotions and so on. From
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Tokopedia some time ago I got new knowledge from the training that I attended. Yes, what is taught is related
to products, packaging, to online promotion. It's also good to join the marketplace, the bonuses are a lot.” (said
by Herawati).

Furthermore, another business with previous experience in online marketing is Mona
Mawardi, who runs an OKB business and produces batik. Independently, OKB SMEs can distribute
their products through digital marketing networks with a reasonably broad market reach. Thanks
to various marketplaces and social media, the products marketed can be sold outside the island,
such as Central Sulawesi. Several social media and marketplaces used by Mona Mawardi's mother
to run her online business are shopee, Twitter, Facebook to WhatsApp.

“I use social media such as shopee, twitter, facebook as an online marketing tool. I even independently
developed online marketing even to Central Sulawesi. I am developing marketing outside of Java so that my
product reach can be further. Of course, by using a variety of marketing tools, including online. marketplace
and social media are enough to help me in the business activities that 1 run, bro. Yes, transactions and
communications related to orders are often done via WhatsApp and social media.” (said by Mona Mawardi).

The contribution made by Rumah Kreatif to SMEs involved in Banyuwangi-mall.com can be
said to be not optimal in encouraging SMEs to have readiness in the management aspect. Some
SMEs feel that there is a role or encouragement from creative houses in encouraging their business
readiness to enter digital marketing networks, such as training that includes teaching product
design and product display on the website to the packaging. Not a few SMEs feel that the program
run by the creative house or Banyuwangi-mall.com does not have a significant impact on the
business they run.

“Often, sir, from packaging, production, computers and so on, there is training. Yesterday during the training,
I was taught how to pack. The packaging training provided enough benefits for the progress of my business.
Moreover, today's business competition is very tight.” (said by Ahmad Majid Firdaus).

However, there are also SMEs who feel that there is no significant impact on their management
readiness. They mentioned that the minimal contribution from the creative house to their business
was one of the causes of the absence of influence in the management aspect. Furthermore, conditions
emerged in the form of a lack of communication that was built simultaneously between the creative
house and the SMEs.

“Maybe there is a lack of communication with SMEs. From the Banyuwangi-mall.com marketplace, it only
provides marketing. There is no communication, such as when there is a problem, or the product is lacking,
how so, there is no communication with us. Several times he said the Creative House wanted to come here but
how come it didn't happen, bro. Actually, thank you, mas, without Banyuwangi-mall.com itself, I can actually
do marketing and manage my own company.” (said by Fany Wendra Wijaya).

Contribution of Workers in Utilizing the Use of Information Technology and the Adoption of
Online Marketing

If we look at the survey results, it shows that the aspect of readiness of SMEs workers who
participate in the Banyuwangi-mall.com marketing network is at the middle level (Ruikar et al.,
2006:105). In general, the average worker readiness variable obtained an average respondent's
answer of 3.304. This value shows that the readiness of workers in the aspect of information
technology adoption is still not at the highest level in the aspect of worker readiness. Even though
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they are not at the unprepared level, workers still face some problems in implementing online-based
marketing implementation.

One of the problems faced by SMEs workers is the lack of direct workers' roles in online
marketing through Banyuwangi-mall.com and other social media. Most workers only act as
implementers in the production phase. Most of the SME's online marketing is still directly owned
by the owner. The workers only know the aspect of using information technology related to the
company's production. It is rare for employees to be involved by the owner in marketing at
Banyuwangi-mall.com.

"For marketing management, I myself as the owner who manages online marketing through Instagram,
Facebook, Bukalapak, Shopee, Tokopedia etc. In my involvement with Banyuwangi-mall.com, I myself also
communicate directly with the office and creative houses" (said by Herawati).

The same thing was also acknowledged by Heru Prayitno, who owns the Dua Putri SMEs,
which produces dipped ginger. According to him, so far in running online-based marketing,
including his participation in the Banyuwangi-mall.com marketing network, he as the owner is the
one who directly manages and communicates with the creative house. No SMEs employees are
involved in any online marketing activities through Banyuwangi-mall.com or market places and
other social media.

"I personally handle online marketing whether through FB, WA to marketing through Banyuwangi-mall.com.
Ideally, someone should handle online marketing specifically from the employee side. However, until now, I
have been the only one handling it Mas myself because 1 am still able to manage my online marketing
business." (said by Heru Prayitno).

Workers' participation in every online-based marketing activity is related to production, for
example, the use of cover or packaging designs used for products that will later be offered through
online platform networks such as Banyuwangi-mall.com. Employee involvement is more of a
secondary item that supports a product to sell well in the online market network.

“For the development of the packaging design and appearance of this product, I designed it myself with the
production carried out by the employees. I gave the design samples to the employees, then the employees later
produced the cover designs and later carried out the packaging of the products.” (sadi by FX Eddy
Purnomo).

D. CONCLUSION AND RECOMMENDATION

Conclusion

SMEs that are members of the banyuwangi-mall.com digital marketing network are ready from
strategic and management aspects. In the aspect of workers, SMEs have a medium level of readiness.
If examined more deeply, strategic readiness, which is at a high level, is influenced by several things,
such as each business actor having a clear orientation in the form of efforts to achieve significant
profits by utilizing digital marketing networks. The next factor driving readiness is a strategy in the
form of product innovation by utilizing a distinctive clothing culture to Banyuwangi's culinary
specialties. Strategic readiness is also influenced by the experience of SMEs in utilizing online
marketing platforms, both social media and marketplace-based.
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SMEs have readiness in the management aspect for several reasons that influence it; First,
before joining Banyuwangi-amll.com, they had experience operating various marketplaces such as
Bukalapak, Tokopedia, and Shopee. In addition, SMEs can distribute their products independently
through a digital marketing network with a relatively broad market reach. Even so, there are still
pros and cons among SMEs. SMEs feel that there is a contribution from the creative house; some
even feel that there is no contribution from the creative house. While the factor that makes SMEs
only have readiness at the middle level is that workers do not have readiness at a high level. After
all, employees rarely engage in online marketing activities.

Recommendation

SMEgs, if they want to increase their capacity in the use of information technology, several steps
need to be taken, namely (1) the local government as the facilitating party needs to simultaneously
provide assistance and training related to strategic aspects of digital-based marketing to managerial
aspects carried out by SMEs. (2) SMEs independently must learn related to the latest practical and
accurate business strategies in marketing their products online, including through banyuwangi-
mall.com. (3) The government needs to conduct training to increase the capacity of workers in
marketing digital-based SMEs products. (4) SMEs owners improve workers' ability independently
by providing knowledge and insight related to management to marketing which is currently carried
out online.

Empirically this study provides recommendations for improvement for SMEs in increasing
employee participation in online marketing. In addition, the results of this study recommend that
Banyuwangi creative houses improve management and stimulate product sales through
Banyuwangi-mall.com. Theoretically, it is hoped that this study will fill the void and provide a new
perspective on the E-readiness of SMEs entering online marketing with an e-commerce website
facilitator from the local government.

Theoretically, this study fills the research gap by contributing to e-readiness in e-commerce
adoption with case portraits in developing countries. So far, the focus of other studies has only
looked at SMEs e-readiness independently, without any contribution from the government. This
study has limitations on the readiness of SMEs for adopting e-commerce assisted by the government
within the city scope. A more extensive follow-up study is needed to photograph the readiness of
SMEs to adopt e-commerce, such as comparisons between cities or at the national scope.

REFERENCE

Aboelmaged, M. G. (2014). Predicting e-readiness at firm-level: An analysis of technological,
organizational and environmental (TOE) effects on e-maintenance readiness in manufacturing
firms. International Journal of Information Management, 34(5), 639-651.
https:/ /doi.org/10.1016/j.ijinfomgt.2014.05.002

Aggarwal, A. K. (2009). A training model for e-readiness in e-governance. Electronic Government, 6(2),
111-128. https:/ /doi.org/10.1504/EG.2009.024437

Alghamdi, I. A., Goodwin, R., & Rampersad, G. (2011). A suggested e-government framework for
assessing organizational e-readiness in developing countries. Communications in Computer and
Information Science, 252 CCIS(PART 2), 479-498. https:/ / doi.org/10.1007 / 978-3-642-25453-6_41

Asia, C.S. S, Chen, J. K. C,, Windasari, N. A., & Pai, R. (2013). Exploring E-Readiness on E-Commerce
Adoption of SMEs : Proceeding of the 2013 IEEE IEEM.

Chipembele, M., & Bwalya, K. J. (2016). Assessing e-readiness of the Copperbelt University, Zambia:
case study. International Journal of Information and Learning Technology, 33(5), 315-332.

155
|V01ume 19 | Nomor 2 | Desember 2022

mjurndl

IImu Administrasi



https:/ /doi.org/10.1108/IJILT-12-2015-0036

Creswell & Clark. (2011). Designing and Conducting Mixed Methods Research. In Sage Publishing.
SAGE. https:/ /doi.org/10.1111/j.1753-6405.2007.00096.x

Creswell, J. W. (2014). Research Design :Qualitative, Quantitative, and Mixed Methods Approaches. SAGE.
https:/ /www.google.co.uk/books/edition/Research_Design/4uB76IC_pOQC?hl=en

Dinas Koperasi dan UKM Provinsi Jawa Timur. (2018). Data UMKM. In 2018 (p. 57).
http:/ /diskopukm jatimprov.go.id/subkonten/ details /57

Dyerson, R., Spinelli, R., & Harindranath, G. (2016). Revisiting IT readiness: An approach for small
firms. Industrial Management and Data Systems, 116(3), 546-563. https:/ /doi.org/10.1108/IMDS-
05-2015-0204

Fathian, M., Akhavan, P., & Hoorali, M. (2008). E-readiness assessment of non-profit ICT SMEs in a
developing country: The case of Iran. Technovation, 28(9), 578-590.
https://doi.org/10.1016/j.technovation.2008.02.002

Ghosh Roy, S., & Upadhyay, P. (2017). Does e-readiness of citizens ensure better adoption of
government’s digital initiatives? A case based study. Journal of Enterprise Information
Management, 30(1), 65-81. https:/ /doi.org/10.1108 /JEIM-01-2016-0001

Goulding, J. S., & Lou, E. C. W. (2013). E-readiness in construction: An incongruous paradigm of
variables. Architectural Engineering and Design Management, 9(4), 265-280.
https:/ /doi.org/10.1080/17452007.2013.775099

Haug, A., Graungaard Pedersen, S., & Stentoft Arlbj@rn, J. (2011). IT readiness in small and medium-
sized enterprises. Industrial Management & Data Systems, 111(4), 490-508.
https://doi.org/10.1108/02635571111133515

Humas Pemkab Banyuwangi. (2016). Banyuwangi Mall Resmi Diluncurkan Menteri BUMN Rini
Soemarno.

Hung, W. H., Chang, L. M,, Lin, C. P., & Hsiao, C. H. (2014). E-readiness of website acceptance and
implementation in SMEs. Computers in Human Behavior, 40, 44-55.
https://doi.org/10.1016/j.chb.2014.07.046

Jutla, D., Bodorik, P., & Dhaliwal, J. (2002). Supporting the e-business readiness of small and medium-
sized enterprises: Approaches and metrics. In Internet Research (Vol. 12, Issue 2).
https://doi.org/10.1108/10662240210422512

Jutla, D., Bodorik, P., Dhaliwal, J.,, Commerce, F., Mary, S., & Fax, E. (2002). Government Support for
the e-Readiness of Small and Medium Sized Enterprises Faculty of Computer Science ,
Dalhousie University , Halifax , Canada , B3H 3C4 Norwegian School of Management , 1302
Sandvika , Norway. Proceedings of the 35th Hawaii International Conference on System Sciences,
00(c), 1-11.

Kementerian PANRB. (2019). Banyuwangi Mall, Wadah Modern bagi UMKM di Ujung Timur Pulau Jawa.
Menpan.Go.Id. https:/ /menpan.go.id/site/berita-terkini/ banyuwangi-mall-wadah-modern-
bagi-umkm-di-ujung-timur-pulau-jawa

Koh, C. E., Nam, K., Prybutok, V. R., & Lee, S. (2007). A value chain perspective of internet practices,
e-readiness and organizational performance: A comparison of US and South Korean firms.
Industrial Management and Data Systems, 107(4), 519-536.
https:/ /doi.org/10.1108/02635570710740670

Kurnia, S., Choudrie, J., Mahbubur, R. M., & Alzougool, B. (2015). E-commerce technology adoption:
A Malaysian grocery SME retail sector study. Journal of Business Research, 68(9), 1906-1918.
https://doi.org/10.1016/j.jbusres.2014.12.010

Lokuge, S., Sedera, D., Grover, V., & Dongming, X. (2019). Organizational readiness for digital
innovation: Development and empirical calibration of a construct. Information and Management,
56(3), 445-461. https:/ /doi.org/10.1016/j.im.2018.09.001

156
|V01ume 19 | Nomor 2 | Desember 2022

mjurndl

IImu Administrasi



Lou, E. C. W., & Goulding, J. S. (2010). The pervasiveness of e-readiness in the global built
environment arena. Journal of Systems and Information Technology, 12(3), 180-195.
https://doi.org/10.1108/13287261011070812

Luyt, B. (2006). Defining the digital divide: The role of e-readiness indicators. Aslib Proceedings, 58(4),
276-291. https:/ /doi.org/10.1108/00012530610687669

Mnjama, N., & Wamukoya, J. (2007). E-government and records management: An assessment tool for
e-records readiness in government. Electronic Library, 25(3), 274-284.
https://doi.org/10.1108/02640470710754797

Molla, A., & Licker, P. S. (2005). Perceived e-readiness factors in e-commerce adoption: An empirical
investigation in a developing country. International Journal of Electronic Commerce, 10(1), 83-110.
https:/ /doi.org/10.1080/10864415.2005.11043963

Motahari-Nezhad, H., Shekofteh, M., & Kazerani, M. (2018). E-readiness assessment of academic
libraries: a case study in Iran. Electronic Library, 36(2), 193-207. https:/ /doi.org/10.1108 /EL-11-
2016-0254

Mouzakitis, S., & Askounis, D. (2010). A knowledge-based framework for measuring organizational
readiness for the adoption of B2B integration systems. Information Systems Management, 27(3),
253-266. https:/ /doi.org/10.1080/10580530.2010.493842

Mutula, S. M. (2009). Digital economies: SMEs and e-readiness. In Digital Economies: SMEs and E-
Readiness. https:/ /doi.org/10.4018 /978-1-60566-420-0

Mutula, S. M., & van Brakel, P. (2006). An evaluation of e-readiness assessment tools with respect to
information access: Towards an integrated information rich tool. International Journal of
Information Management, 26(3), 212-223. https:/ /doi.org/10.1016/].ijinfomgt.2006.02.004

Ng, H. S., & Kee, D. M. H. (2017). Entrepreneurial SMEs Surviving in the Era of Globalisation: Critical
Success Factors. Global Opportunities for Entrepreneurial Growth: Coopetition and Knowledge
Dynamics within and across Firms, 75-90. https:/ /doi.org/10.1108 /978-1-78714-501-620171007

Nugroho, M. A., Susilo, A. Z., Fajar, M. A., & Rahmawati, D. (2017). Exploratory Study of SMEs
Technology Adoption Readiness Factors. Procedia Computer Science, 124, 329-336.
https://doi.org/10.1016/j.procs.2017.12.162

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL a multiple-item scale for
assessing electronic service quality. Journal of Service Research, 7(3), 213-233.
https:/ /doi.org/10.1177/1094670504271156

Passerini, K., El Tarabishy, A., & Patten, K. (2012). Information Technology for Small Business. In
Information Technology for Small Business. https:/ /doi.org/10.1007/978-1-4614-3040-7

Rosianti, N. C., & ER, M. (2017). Analisis Tingkat Kematangan Proses Bisnis Dan Kesiapan Teknologi
Informasi Studi Kasus Usaha Garmen Mikro, Kecil, Dan Menengah Di Jawa Timur. Jurnal Teknik
ITS, 6(2), 264-269. https:/ / doi.org/10.12962/j23373539.v6i2.23160

Ruikar, K., Anumba, C. J., & Carrillo, P. M. (2006). VERDICT-An e-readiness assessment application
for construction companies. Automation in Construction, 15(1), 98-110.
https:/ /doi.org/10.1016 /j.autcon.2005.02.009

Setiawati, M. (2021). 40 Persen UMKM Banyuwangi Belum Go-Online. Surabaya Pagi.Com.
https:/ /surabayapagi.com/read/40-persen-umkm-banyuwangi-belum-goonline

Shonhe, L. (2019). An assessment of the technology readiness of public librarians in Botswana. Global
Knowledge, Memory and Communication, 68(4/5), 275-287. https:/ /doi.org/10.1108/ gkmc-10-
2018-0086

Spinelli, R., Dyerson, R., & Harindranath, G. (2013). IT readiness in small firms. Journal of Small
Business and Enterprise Development, 20(4), 807-823. https:/ /doi.org/10.1108/JSBED-01-2012-
0012

Stoldt, J., Trapp, T. U., Toussaint, S., Stifse, M., Schlegel, A., & Putz, M. (2018). Planning for

157
|V01ume 19 | Nomor 2 | Desember 2022

mjurndl

IImu Administrasi



Digitalisation in SMEs using Tools of the Digital Factory. Procedia CIRP, 72,179-184.
https:/ /doi.org/10.1016/j.procir.2018.03.100

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D - MPKK - Toko Buku Bandung.
In Alfabeta cv. CV. Alvabeta. http:/ /cvalfabeta.com/product/ metode-penelitian-kuantitatif-
kualitatif-dan-rd-mpkk/

Waheduzzaman, W., & Miah, S. J. (2015). Readiness assessment of e-government: a developing
country perspective. Transforming Government: People, Process and Policy, 9(4), 498-516.
https:/ /doi.org/10.1108/ TG-05-2014-0018

Yang, Z., Sun, J., Zhang, Y., & Wang, Y. (2015). Understanding SaaS adoption from the perspective of
organizational users: A tripod readiness model. Computers in Human Behavior, 45, 254-264.
https://doi.org/10.1016/j.chb.2014.12.022

158
|V01ume 19 | Nomor 2 | Desember 2022

mjurndl

IImu Administrasi



