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Abstract 

This study aims to fill a research gap, namely exploring the extent to which small companies in Indonesia, 
especially batik SMEs in the Bantul district. The aim of the research is to understand the adoption of e-
business applications. Evaluation of the extent to which the motivation of companies to adopt an e-
business strategy is carried out using Importance-Performance Analysis (IPA). A total of 122 SMEs were 
obtained and sampled using the criteria of SMEs as family businesses and have implemented electronic-
based business applications such as marketing blogs or Instagram or Facebook. The analysis technique 
used is not only based on the IPA framework but also using a sample data sorting technique with a 
Cartesian diagram to obtain what items of expectation have motivated SMEs to adopt e-business and how 
the performance achievements of these expectations have been achieved. This study identifies the priority 
items for SMEs in maximizing the use of e-commerce to support online sales, selection of potential supplier 
sources, and efforts to save promotional budgets. 
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INTRODUCTION 

Since the early 1990s, the rise of internet-based trading media has attracted a number of academics 

to observe the extent of opportunities for small companies to seize these opportunities. Is the adoption of 

internet technology able to increase the competitiveness of small companies with large scale companies 

(Robert, 2003; Schullo, 2004). Some researchers also identify that an e-business strategy will enable 

organizations to create business value in production, promotion, and recruitment activities. Hamill and 

Gregory (1997) mention that e-business practices for small companies are very effective in supporting 

companies to expand their market coverage. While Rayport and Sviokla (1995) emphasized the reasons 

for small companies adopting e-business to widely introduce the company and track customer 

preferences and tastes also make it easier for companies to change supply chain processes. Strauss et al. 

(2003) emphasized that a number of empirical evidence noted significant growth in small-scale 

companies adopting information technology or, in this case, the use of the internet to support their 

business management. 

The empirical evidence of Strauss et al. (2003) is opposed by several other researchers, for example, 

Zank and Vokurka (2003), who notes that the growth of small companies is slower in adopting internet 

technology for managing their business, still dominated by medium and large scale companies, because 

researchers provide empirical evidence that large-scale companies earn more than small companies. This 

empirical evidence also supports the results of previous studies conducted by Haynes et al. (1998), Hart et 

al. (2000), and Jeffcote et al. (2012). Some of the reasons that can prevent small companies from being 
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slow to adopt technology to manage an electronic-based business, namely because of limited financial and 

human resources capabilities. Evidence of the inaction of small companies was identified from a group of 

small companies that have not yet been adopted. Even further, a number of researchers mention cases of 

failure of small companies resulting in the company's reluctance to adopt electronic business. There are 

still many negative assessments from groups of companies that do not adopt e-based business. Most of 

them consider it a risk of investment decision. 

For this reason, this study aims to investigate whether the reluctance to adopt an e-business is also 

faced by batik SMEs, even though in this decade, the growth of Indonesian batik market share is getting 

wider. Batik is increasingly widely known in various countries; of course, this requires e-business 

management skills. The formulation of the problem in this study is what is the priority scale for batik SMEs 

as small companies in the process of adopting e-business. 

 

LITERATURE REVIEW 

E-business Motivation 

According to Levenburg, Magal, and Kosalge (2006), motivation in relation to e-business adoption 

decisions is defined as the perceived benefits that are anticipated and different from the benefits realized. 

The anticipated benefits reflect how strongly the company's motivation is to implement a particular e-

business application in order to generate realizable benefits. Realized benefits may be the same or not the 

same as what the company's motivation was before adoption. Supposed a company can implement an 

application to facilitate online sales, this is done because they are motivated to increase sales. Then the real 

benefits that will be obtained later can vary, for example, reducing sales transaction cost, increasing 

customer satisfaction, or reducing delivery times.  

Research that examines the motivation of small companies in the process of adopting e-business is 

still very minimal, and if there are three streams of literature categorized, firstly the motivations reported 

by a number of researchers to describe the readiness of small companies to engage in e-business; the 

second research focuses on testing the old concepts of the theoretical benefits of implementing e-business, 

and the third is only identifying a number of benefits obtained in the application of e-business. There is still 

a lack of research identifying the motivations of small firms to engage in e-business (Berrill et al., 2004; 

Levenburg et al., 2006). In this study, the measurement of motivation uses indicators of benefits which will 

generally be understood as something that can improve competitiveness and organizational performance. 

 

Importance-Performance Analysis. 

The lack of research that focuses on investigating how small companies understand the use of 

information technology has created research gaps. Given the search for academic literature, few studies 

have aimed to explore the extent to which small companies engaged in e-business practices believe this to 

be a prerequisite for achieving better performance.    A number of researchers note the benefits that small 

companies get when implementing e-business practices. However, research that focuses on 

understanding the motivations and benefits expected by small companies for e-business adoption is still 

very rare. 

According to Kuratko and Hodgets (2001), understanding e-business strategy in small companies 

is very important because the percentage of small companies represents the majority of businesses 

worldwide. So understanding the extent to which a small company's ability to select e-business 

applications is in accordance with their business strategy or not becomes something interesting and 

important to explore. This study is expected to be able to describe how far the maximum effort of small 
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companies is in managing their scarce resources. For this reason, in the study later, the researcher uses an 

analytical framework for evaluating e-business motivation with IPA, and the measurement of the benefits 

obtained that can motivate companies to adopt e-business replicates the research instruments developed 

by previous studies by making adjustments according to the context of small companies in Indonesia. 

 Levenburg et al. (2006) explain the use of IPA  as an analytical tool for (1) assessing e-business 

strategies based on the underlying motivation for their adoption (anticipated benefits); (2) make 

recommendations on resource allocation based on Importance – Performance Analysis. Actually, the 

benefits of this IPA are not only related to evaluating the effectiveness of strategies, but several previous 

researchers have also adopted many; for example, Skok et al. (2001) used IPA to measure the success rate 

of investment in information systems developed in the health industry, then O'Neil et al. (2001) also used 

IPA to evaluate service quality perceptions of online library service innovation. IPA itself was first 

developed by Martilla and James (1997) as a framework for understanding customer satisfaction as a 

function of both expectations related to salient attributes ("important") and assessments of their 

performance ("performance"). While each produces valuable information independently, it is potentially 

full of the type of information produced when the two are combined. So the first step should be to explore 

what attributes need to be considered and identify which are the top priority and which are the least 

priority.  

 As illustrated in Figure 1. regarding the IPA map as follows, while each produces valuable 

information independently. It is potentially full of the type of information produced when the two are 

combined. So the first step should be to explore what attributes need to be considered and identify which 

are the top priority and which are the least priority. 

In our research, an important element in the adoption process is the importance of small firm 

motivation to engage in e-business practices. Subsequently, survey instruments were developed to collect 

importance and performance ratings on each element of the sample, often using a Likert or numerical scale 

(Skok et al., 2001). The literature related to considerations of importance and performance simultaneously 

follows two methodological streams, namely gap analysis and the IP map itself. 

Figure 1: IPA Map Concept (Martilla and James, 1997) 

 

Gap analysis focuses on identifying performance gaps, which are usually measured as performance 

minus importance (O'Neill et al., 2001; Skok et al., 2001; Shaw et al., 2002). Using gap analysis, O'Neill et al. 
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(2001) identified underperformance (negative scores) on 16 of 18 attributes of online services offered by 

university libraries. Similarly, Shaw et al. (2002) apply gap analysis to measure the service quality of IS/IT 

systems. While Shaw et al. (2002) concluded that gap analysis is rigorously grounded and can be used 

appropriately in an IS context, others have criticized this method for theoretical shortcomings (Bacon, 

2003). The second approach, the importance-performance (IP) map, involves plotting the average ratings 

for importance and performance on a two-dimensional grid to produce a four-quadrant matrix that 

identifies areas for improvement as well as areas that are effective. 

 

RESEARCH METHOD 

This study is based on survey data collected using a questionnaire designed to gain insight into e-

business motivations and practices among small family-owned businesses. This sector of the economy was 

chosen because recent work has shown that small firms, dominated by family-owned businesses, are 

failing at a rapid rate (Upton et al., 2001a). For these companies, increasing competitiveness by 

implementing e-business practices may hold the key to improving business performance and increasing 

viability in the marketplace. The questionnaire was designed consisting of 19 items to measure motivation 

which refers to the research results of Levenburg et al. (2006). Respondents were asked to indicate, on a 

five-point Likert scale, namely measuring the level of importance of each item in motivating them to 

engage in e-business. In addition, they were asked to indicate, on another five-point Likert scale, how 

satisfied they were with the results. Demographic information is also collected (e.g., age of operation of the 

company, number of employees, annual income, market coverage). 

 

Discussion 

 Bantul district is known as an area with industrial growth that is very developed; one of the 

industries that are growing significantly is natural batik dye. Several batik center villages such as Triharjo, 

Wukirsari, Trimulyo, and so on are known as the center of the written batik industry. 

The batik products of SMEs in this region are well known in national and international markets, and 

efforts to increase sales growth are carried out by SMEs by adopting digital marketing practices. Using a 

sample of 122 batik SMEs in Bantul Regency, this study aims to evaluate the priority performance index 

expected by SMEs so that SMEs are motivated to adopt e-business. Table 1. presents 19 items of e-business 

motivation, which describe the level of satisfaction index of SMEs on the benefits of expectations and 

realizations obtained when they implement e-business. When the negative satisfaction index value reflects 

what is expected when e-business adoption has not been met, while if the satisfaction index value is 

positive, it reflects what the expectations can be realized, this means that the practice of e-business is able 

to provide benefits for the growth of the batik SME.  

 

Table 1. SME Satisfaction Score Index e-business motivation 

 
Items 

 
Electronic business motivation items 

e-business motivation SCI 

Actual 
 
2.14 

expectancy 
 

3.66 1 Building an SME business image 1.52 

2 Distributing SME product information 3.32 3.74 0.42 

3 Identify new customers Increase 3.52 2.42 - 1.1 

4 market reach prospects 3.12 3.62 0.5 
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5 Creating a competitive advantage 2.44 3.66 1.22 

6 Build good communication with  customers 3.04 3.64 0.6 

7 Building good relationships with SME business 
partners 

2.02 3.66 1.64 

8 Improve good communication with  SME 
employees 

2.04 3.88 1.84 

9 Helping SMEs to fulfill customer 
requirements 

3.46 3.34 - 0.12 

10 Creating online sales Improve 3.64 2.02 - 1.62 

11 marketing intelligence 2.06 2.44 0.38 

12 Assist in the identification of new supply 
sources. 

3.82 3.94 0.12 

13 Helping SMEs to understand industry data 3.98 3.84 - 0.14 

14 Able to reduce sales administration costs 3.96 3.62 - 0.34 

15 Able to reduce direct costs of the product 
production process 

3.66 3.86 0.2 

16 Reduce shipping costs Reduce 3.92 3.82 - 0.1 

17 budget for promotion Increase 4.68 3.02 - 1.66 

18 SME net profit Increase customer 3.64 3.42 - 0.22 

19 satisfaction Source: Primary data, 2.32 3.26 0.94 

 

Given that there are still indicator items that have negative satisfaction scores, it is necessary to 

carry out further analysis using IPA. With the IPA matrix, we will have a picture of which items have a high 

realization of benefits and which are not yet optimal. To improve online business practices, SMEs are 

expected to prioritize online business motivation items in column I. Figure 2. is a Cartesian diagram and 

explains in column 1 there are items 10, 12, and 17. It is important for batik SMEs to focus on maximizing 

the use of e-commerce for online support sales, selection of potential supplier sources, and efforts to save 

promotional budgets. 

Column II reflects the extent to which the success of SMEs in achieving the realization of the benefits 

obtained when they apply online business practices. Performance achievements obtained due to the 

success of managing an online business include the ability to achieve benefits such as the ability to identify 

new customers, meet the requirements demanded by their customers, build competitive advantages, 

understand competitive conditions in the batik industry well and the ability to create good profits due to 

applying online business.  

Meanwhile, in column III, explaining the benefit items that are less prioritized for batik SMEs is 

about the need to inform about product prices. Based on observations and interviews in the field, the price 

of batik products is very diverse because many things determine the price to be expensive. The type of 

motif, the application of the number of natural dyes used, and the level of refinement of the craftsmen in 

batik. 
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In column IV, it explains the items that SMEs can do for future improvements in order to support their 

online business practices. Efforts to improve skills in order to build cooperation with trading partners, 

train employees, train salespeople and create an online service concept that is able to create customers. 

The concept of electronic service must be understood as a way to increase customer satisfaction; SMEs 

must understand the content of data and information that needs to be uploaded, continuously update data 

content and provide honest information for customers. 

Figure 2. Cartesian diagram of e-business motivation 

 

CONCLUSION AND FUTURE RESEARCH 
The results of this study provide an understanding to the reader about what is the reason for batik 

SMEs in Bantul, especially in implementing online business practices. SMEs have expectations of the 

benefits that will be obtained when they adopt an online business. In order to support the success of SMEs 

in adopting e-business, it is necessary to train employees or SME owners to have skills in responding to 

transactions online sales quickly and efficiently, able to update data and information content, and able to 

sort out the correct information, so that customer reviews of SME online sales sites are positive. 
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