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ABSTRACT

The goal of this research is that in the era of the very rapid development of infor-
mation technology right now, As a developing country, Indonesia must continually
keep up with current technology trends. It is also to survive in corporate competi-
tiveness on a bigger or worldwide scale, in addition to catching up in technology
with industrialized countries. The internet, as a modern information technology
medium, has swiftly grown and expanded in all parts of people's life in Indonesia
and around the world. No exception in the business world. With the online world,
it is easy to convey information quickly, broadly and accurately. E-commerce is
one result of the application of the internet in the economic field. Literature studies
are a descriptive research method combining a qualitative approach and data col-
lection tools. The results of this study are expected with e-commerce media as well,
it is expected that communication between sellers and buyers can be done remote-
ly. And with this e-commerce medium, they can also save time and money.
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INTRODUCTION

According to Laudon and Traver (2009), e-commerce is a business transaction
carried out using the internet and the web that meets two conditions, namely that all
transactions are carried out using digital media technology (especially transactions that
occur via the internet and the web) and there is a movement currency in the transac-
tion. E-commerce as a trading medium that can be accessed using the internet, will fa-
cilitate all human activities today. With e-commerce media, companies will more easi-
ly reach everyone in providing product information and information about the compa-
ny. Research conducted by E. Soeryanto Soegoto "E-commerce and Business Social
Media Today" in this study Electronic commerce (e-Business), which uses digital tech-
nology and the internet as a means of communication, collaboration with business
partners, and company management, is a highly competitive environment in which ex-
cellence is one of the features of innovative organizations (Soegoto & Eliana, 2018). In
his research, "the use of E-commerce in increasing the power and sales of companies".
With the aim of exploring the significance of e-commerce in the corporate world,
which is predicted to deliver major benefits. Companies implementing e-commerce
can increase profits, and customers, besides having a positive impact on the develop-
ment of an unfavorable e-commerce business (Soegoto et al., 2018).

According to several researchers such as, Mahir Pradana, Telkom University stu-
dent in 2017. In the "classification of E-commerce business in Indonesia". is to analyze
and discuss the types of e-commerce businesses in Indonesia based on phenomena and
theoretical developments that underlie information systems (Pradana, 2017). Ningsih
(2018) discussed about analysis of factors affecting the interests of the E-commerce
business in students of the Faculty of Economics, Makassar State University. Besides,
Purwanto (2018) discussed about the influence of middle class economic growth on
the development of E-commerce in ASEAN (Doctoral dissertation). Seth Siyuan and
Elena Karahanna are students from Clemson University and Georgia University
(2015). They discuss online recommendation systems in the context of B2C E-
commerce: A Review and Future Directions (Li & Karahana, 2015). Jengchung Victor
Chen, David C. yen a student from the National Institute Your text will be rewritten by
QuillBot. Start by typing or pasting something into this box, then hit the enter key. and
SUNY College of Economics and Business School in Oneonta, Oneonta, United States
(2015). They discuss about E-commerce website loyalty: by cross-cultural comparison.
factors affecting e-loyalty on e-commerce websites (Chen et al., 2015).

Meanwhile, according to Melly Maulin, Asep Suryana, UUD Wahyudin, and
Susanne Dida (Padjajaran University, 2019). in-depth analysis and provide solutions
about the process and form of Islamic fashion e-commerce online relationship market-
ing (Purwaningwulan et al., 2019). Peri A. Manaf, Ivany Rachmawati, Marcella witan-
to, and Adityo Nugroho (Bina Nusantara, 2018). about "E-Satisfaction as a reflection
of E-Marketing and E-sequals in influencing E-Loyalty in e-commerce". This study
also uses data collection techniques with the example of 100 consumers in Banten,
DKI Jakarta, DI Yogyakarta, West Java, Central Java and East Java (Manaf et al.,
2018). The research was conducted by Mauricio S, Featherman and Nick Hajli, a stu-
dent from Washington State University and Newcastle University in 2016. In that
study, "self-service technology and e-services risks in the era of social commerce". Be-
cause of the popularity of social networking sites, social commerce has evolved as a
subset of e-commerce. Activitie's marketing faces additional problems as a result of
social commerce (Featherman & Hajli, 2016). "Warehousing in the e-commerce era: a
survey". Nils Boysen, Renéde Koster, and Felix Weidinger in 2019, E-commerce Re-
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tailers faced the challenge of assembling a large number of time-critical select orders
each consisting of only a few order lines with a low order quantity (Boysen et al.,
2019).

From the above background, it can be concluded that e-commerce is an online
network that is no stranger to everyday life. People's habits have now begun to change
and produce e-commerce that dominates the industry of buying and selling today. The
goal of this study is to determine how much influence the use of e-commerce media in
today's business world as a practical online promotion medium for buying and selling
products.

RESEARCH METHODS

The method used in this research is qualitative research methods. Qualitative re-
search is related to cultural studies and creative studies. The materials used in qualita-
tive research are very diverse, including texts that contain problems and a collection of
meanings in life. Therefore, qualitative research can use semiotic, narrative analysis as
well as content and discourse analysis. The information utilized in this study was gath-
ered by studying literature through print and electronic media, which was conducted
online through the internet, with a narrative flow of writing about digital trends in
transactions.

RESULTS AND DISCUSSIONS

Information technology has advanced at a breakneck pace and will continue to
do so. The internet, which is utilized as a means of communication and a source of in-
formation, is one of the most essential information technologies today. The benefits of
technology development as a medium for online trade transactions are easier to market
their products, with the hope that buyers can easily access sites for see the products
offered with internet access and e-commerce, thus, information and information The
company's items will be more easily recognized as the word spreads (Rachmawati,
2014). Another advantage that can be obtained from e-commerce media is that it
makes it easier for someone to open a business in developing their business in a flexi-
ble way. With this e-commerce media, it is hoped that Remote communication be-
tween suppliers and purchasers is possible. And it also saves time and money. There-
fore, according to the title above, the authors are looking for data related to the use of e
-commerce supported by the Internet as a medium for accessing e-commerce (See Fig-
ure 1).
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Internet users in the world by regions

B Asia 49.6%
Europe 17.3%
B Lat America/ Carib, 10.2%
B Africa 10.2%
& North America 8.5%
B Middle East 3.6%
B Oceania / Australia 0.8%

Figure 1. Data of Intemet World Statsin 2017. This figure was adopted from
https://id vpnmentor.com/blog/trend-intemet-vital’ on October 30, 2019.

The use of the internet has become a part of the daily needs of most people in the
world. Based on statistical data disclosed by Internet World stats in 2017, there are
about 4,000,000,000 internet users worldwide out of approximately 7,000,000,000 to-
tal population based on Internet World Stats more than 250 countries and regions of
the world which recorded the largest number of internet users reaching 49.6 % while
Oceania/Australia is the region with the lowest number of internet users at 0.8%. The
authors derive this percentage result from the data of frequently visited websites (see
figure 2).

Percent of Most Visited Websites
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Figure 2. Data of Internet World Statsin 2017, This fizure was adopted from
http=:/id vpnmentor.com’blo g'trend-intemet-vital’ on October 30, 2019,
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From the list of the most popular websites worldwide according to the first 50
websites listed in the global "Top Sites" list published by Alexa Internet. along with
changes in their rankings over time. Google, Facebook, and YouTube are the main
sites visited by many internet users. However, in this case, the author will also discuss
the Amazon site or e-commerce site which is ranked 5th on the site most visited by the
public. Evidence that many internet users regard digital media as a means to shop for
the products or services they need. In that way, a company has a greater opportunity to
attract public attention through this online medium. On average, visitors stay on the
site for an unspecified number of minutes and those unspecified visits bounce off after
viewing only one page. In addition, the average website page views per visit is not
specified. This is also supported based on statistical data that the author got (see figure
3).

B2C Ecommerce sales growth, worldwide
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Figure 3. Data of Intemet World Stats in 2017. This figure was adopted from
https://id vpnmentor.com/blog/trend-intemet-vital’ on October 30, 2019.
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Based on data from Vpnmentor, the number of online B2C sales transactions in
every region of the world is increasing every year. The total e-commerce retail sales
worldwide will continue to increase and reach 4,479 billion US dollars in
2021.Therefore, it can be seen the opportunities provided by the global market for
companies or brand owners in Indonesia and of course, this can be used by companies
to attract their target market using e-commerce media. This is evidenced based on data
that in 2016, the total online consumers in Indonesia had reached 8,700,000 people,
and in 2018, the total e-commerce transactions in Indonesia reached around
144,000,000,000,000 Rupiah (See figure 4).
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Based on Figure 4, that Indonesia has a tendency to shop through online media
or e-commerce, this is an opportunity for entrepreneurs, because through digital media,
they can more easily find potential buyers as well as companies or entrepreneurs who
can promote their products. According to Dr. Ir. Eddy Soeryanto Soegoto, There are
four promotional objectives: information distribution, product positioning, additional
value, and improved sales for the company. Promotion can also expand the company's
presence or the products it offers or produces. The audience will be introduced to their
goods through this advertising, which will include product information and more. The
following are some examples of promotions that certain businesses run on their web-
sites. (See figure 5).

N

CEK PRODUK
TERBARU KAMI

PRODUK TERBARU ~—p
HANYA DI ADIDAS —>

Figure 5. Sales on website. This figure was adopted from
https://shop.adidas.co.id’ on October 30, 2019.
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In figure 5, we can see that businesses utilize the internet to sell and market their
goods. This is advantageous because it is available to anybody, anywhere and anytime.
On this website, companies only need to enter a telephone number or e-mail as access
for consumers when they want to buy products. That way, customers can call the num-
ber or access this website when they will order online. Of course, in this way, custom-
ers and companies will find it easier to make the process of buying and selling their
products.

Therefore, it can be concluded that this media indirectly provides great benefits for
ordinary companies and entrepreneurs, such as:
1.  Providing flexible business opportunities

With the e-commerce media, companies can clarify market share for businesses.

Data and information on users of e-commerce websites can influence a compa-

ny's business decisions.

2. Ongoing business activities

E-commerce media is digital media that will automatically continue to work.

This is what keeps the company going 24 hours without stopping. The use of this

media certainly requires very careful planning, because submitting more than 24

hours of business activity to an e-commerce website is a big and difficult deci-

sion.
3. E-commerce as a personal shopper's assistance

E-commerce has become a personal shopper's assistant. The presence of a notifi-
cation feature via email as a reminder, starting from items that are entered into
prospective buyers' wishlists, product recommendations, to announcements of
ongoing discounts or promos. That way, users will be able to be directed, re-
minded, and make it easier to make transactions on e-commerce websites. When
you have an e-commerce website, it's the same as having a store, cashier, and
customer service in digital form.

In general, internet and e-commerce Users are typically teenagers or young
adults, thus if we conduct commerce on a website or e-commerce as much as possible
it is understandable and attractive to teenagers, but in the business world, the use of e-
commerce media must also be able to facilitate parents in meeting their needs and de-
sires, because the corporate world must adapt to different consumer tastes and needs.
The following is a data survey on e-commerce users in Indonesia and the reasons why
they prefer to do business in online media (See figure 6).

343 E-Commerce 4 Indonesis 2017-2023

Dikstadats

Figure 6. E-commerce user data based on DataBoks KataData. This figure was adopted from
https:/'databokskatadata.coid’ on October 30, 2019,
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Based on the survey results, the total e-commerce users in Indonesia in 2017
reached 139,000,000, then rose 10.8% to 154,100,000 in 2018. This year it is projected
to reach 168,300,000 users and 212,200,000 in 2023. Increase in the year 2023 is esti-
mated to reach 75.3% of the total population of the selected market. The e-commerce
sector with the highest revenue in 2023 is expected to reach US § 11.7 billion. E-
commerce, according to Loudon, is a transaction process in which buyers and sellers
acquire and sell various electronic products from corporations to other firms through
the use of computers as business middlemen. Then, the authors looked for data that
influenced people to open online businesses (See figure 7).

Alasan Berjualan Online
Waktu Usaha Fleksibe
Kemudahan Mengelola
Lebih Murah Dibandingkan Toko Offline 49,9
Jangkauan Pembeli Lebifh Luas 20,69

40 45 50 55 &0 &5

Figure 7. The reasons why they prefer to do business in online media based on DataBoks EataData.
This figure was adopted from https://databoks katadata.coid’ on October 30, 2019,

Based on the results of a survey by the Economic and Community Research In-
stitute (LPEM), Faculty of Economics and Business, University of Indonesia, revealed
that the highest reason is that sellers have more flexible business time, which is 63%.
In addition, 58.69% of sellers said it was easy to run and manage an online business.
Furthermore, the cost of selling online vs having an offline store is the third reason that
sales choose to sell online, with 49.52 percent choosing to do so. When selling online,
the seller also felt this way, the buyer's reach was wider, namely 48.69%. Finally, 44%
say selling online requires very little capital.

The potential for the development of Indonesia has a big e-commerce market.
This can be observed in the growth of e-commerce buying and selling transactions,
which has increased year after year. The growing volume of e-commerce transactions
will have a direct and indirect impact on the Indonesian economy. The application of E
-commerce as an effort to increase business competition which is a company that has
used e-commerce services that target directly to consumers where the companies stud-
ied are scattered in big cities in Indonesia. a company engaged in services and trade
with a monthly turnover of 10 million to 100 million. There are six factors that drive
companies to use e-commerce to access markets, promote products, build brands, get
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closer to customers, help communicate faster with customers, and satisfy customers.
The results of his research, vendors have a direct positive influence on the trust of e-
commerce customers in Indonesia and the influence is not significant, namely the abil-
ity and benevolence variables. Vendors have a direct positive influence on the trust of
e-commerce customers in Indonesia and the influence is significant, namely the integ-
rity variable.

CONCLUSION

With the existence of e-commerce technology, it is hoped that business actors
can follow technological developments, because with e-commerce technology it will
make it easier for business actors to carry out their business activities to be more effec-
tive and efficient. The advantage for business actors with this e-commerce technology
is that it will ease the burden on place or location costs, because there is no need to
open various branches to market products in other locations. It is enough with internet
access that buyers everywhere can find out what products we are selling. With the con-
venience of e-commerce technology, it will also benefit buyers, where buyers do not
have to go to a trading location, simply by using a smartphone, they will be connected
to internet access to make purchases easily without having to go to a location and are
not limited by time, whenever and wherever they can shop. With e-commerce technol-
ogy, besides the wider reach of buyers, with not too much capital and for people with
real solid operational activities, of course this makes it very easy to find a product.
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