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The increasingly widespread adoption of e-commerce among micro, 

small, and medium enterprises (MSMEs) in developing regions raises 

empirical questions about the extent to which product quality 

improvement strategies and the use of digital platforms influence 

consumer purchasing decisions. This study aims to examine the 

influence of product improvement strategies (X1) and e-commerce 

market potential (X2) on purchasing decisions (Y) among MSMEs in 

North Gorontalo Regency, Indonesia. A quantitative approach was used 

as the primary method, supplemented by qualitative data to enrich 

contextual interpretation. Data collected through a structured 

questionnaire administered to 100 MSME respondents purposively 

selected based on the criteria of actively using e-commerce platforms 

were then analyzed using multiple linear regression through SPSS 

version 26. The results of the analysis showed that neither X1 (β = 

−0.169; p = 0.521) nor X2 (β = −0.235; p = 0.397) had a statistically 

significant influence on purchasing decisions. The test also yielded an 

insignificant simultaneous value (F = 1.326; p = 0.287), with the model's 

ability to explain limited variance (R² = 0.112; Adjusted R² = 0.028). 

These findings indicate that product improvement strategies and e-

commerce market potential, as operationalized in this study, have not 

been proven to be the main determinants of purchasing decisions in the 

context of MSMEs in areas with limited digital infrastructure. Future 

research should consider additional variables such as digital literacy, 

price, and service quality to improve the model's predictive power. 
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1. INTRODUCTION  
The rapid development of information technology in the digital era has fundamentally 

changed patterns of social and economic interaction, including in the trade sector. This 

transformation opens up both opportunities and challenges for micro, small, and medium enterprises 

(MSMEs) in Indonesia, particularly in North Gorontalo Regency, to increase their competitiveness 

in the e-commerce-based market (Arridho et al., 2025; Probohudono et al., 2025). As a strategic 

sector driving the national economy, MSMEs contribute approximately 60% to national GDP and 

employ over 97% of the Indonesian workforce (Jati, 2025). This substantial contribution makes 
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strengthening the digital capacity of MSMEs an agenda that is not only economically relevant but 

also crucial for equitable development in regions still facing limited technological infrastructure. 

Within the framework of consumer behavior theory, product quality has long been 

recognized as a key antecedent to purchasing decisions. Kotler and Keller (2016) assert that 

consumer perceptions of product quality operate through mechanisms of trust, satisfaction, and 

perceived value, which ultimately drive or inhibit purchasing decisions. In line with this, Gozali 

(2024) identified that product quality, price, and promotion are the dominant factors influencing 

consumer purchasing decisions in the domestic market. On the other hand, the development of digital 

platforms has added a new dimension to the marketing dynamics of MSMEs. The Technology 

Acceptance Model (TAM) developed by Davis (1989) explains that user acceptance of technology 

is influenced by perceptions of the usefulness and ease of use of a system. Furthermore, the Unified 

Theory of Acceptance and Use of Technology (UTAUT) formulated by Venkatesh et al. (2003) 

expands this framework by including social influence, facilitating conditions, and performance 

expectations as determinants of technology adoption among small business owners. These two 

theoretical frameworks provide a strong conceptual foundation for understanding how product 

improvement strategies and e-commerce utilization interact to influence consumer behavior. 

In the Indonesian context, several studies have documented the potential of e-commerce as 

an instrument for increasing MSME competitiveness. Hafitasari et al. (2022) demonstrated that e-

commerce utilization is positively related to the sales performance of MSMEs nationally, while 

Melina & Sudrartono (2023) confirmed that e-commerce-based marketing strategies contribute to 

increased sales volume for small businesses in Bandung. Sari and Nuryadin (2024) further 

emphasized that optimizing digital platforms requires not only the availability of technology but also 

the competence of business actors in managing content and interacting with consumers online. 

Abigael et al. (2025) and Octaviani et al. (2025) added that e-commerce platform features and design 

significantly influence customer loyalty, which in turn impacts the continuation of purchasing 

decisions. At a more local level, Saudin et al. (2022) found that product design and price influence 

consumer purchasing decisions in culinary businesses in Luwuk, providing an initial indication that 

product attributes remain relevant even in the context of small businesses in the region. 

Although research on the digital transformation of MSMEs continues to grow, most existing 

studies focus on urban contexts or environments that are already relatively technologically advanced. 

Studies specifically examining how product quality improvement strategies and optimizing e-

commerce platform utilization jointly influence consumer purchasing decisions in developing 

regions with limited digital infrastructure are still very limited. This empirical gap is crucial to 

address, given that the dynamics prevailing in urban centers cannot necessarily be generalized to 

regions like North Gorontalo Regency, where digital literacy levels among MSMEs remain low and 

internet coverage remains uneven. 

Based on this research gap, this study formulates three hypotheses to be empirically tested. 

First, product improvement strategies (X1) are suspected to have a positive and significant effect on 

consumer purchasing decisions (Y) among MSMEs in North Gorontalo Regency. Second, e-

commerce market potential (X2) is suspected to have a positive and significant effect on consumer 

purchasing decisions (Y). Third, product improvement strategies and e-commerce market potential 

are suspected to simultaneously have a significant effect on consumer purchasing decisions among 

MSMEs in North Gorontalo Regency. 

By testing these three hypotheses, this study aims to generate empirical evidence that can 

provide a deeper understanding of the factors influencing purchasing decisions in the context of 

MSMEs in areas with limited digital access. Theoretically, the findings of this study are expected to 

enrich the literature on digital marketing and MSME competitiveness in developing countries. 

Practically, the results of this study can serve as a basis for business actors in designing more 

effective marketing strategies and provide input for policymakers in developing inclusive and 

targeted digital economic development programs in the North Gorontalo region. 
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2. RESEARCH METHODS  
This study employed a quantitative approach as the primary method, supplemented by 

qualitative data to deepen the contextual interpretation of statistical results. This design adheres to 

the explanatory sequential model proposed by Creswell & Creswell (2018), where quantitative 

analysis serves as the primary basis for hypothesis testing, while qualitative data is used to explain 

and contextualize empirical findings not fully captured by the statistical approach. 

The study population comprised MSMEs in North Gorontalo Regency who actively utilize 

e-commerce platforms for product promotion and sales. Sampling was conducted using a purposive 

sampling technique based on the following criteria: respondents were the owners or primary 

managers of MSMEs, their businesses had been operating for at least one year, and they actively 

used at least one e-commerce platform such as Tokopedia, Shopee, or Instagram Commerce. Based 

on these criteria, 100 eligible respondents were selected. This number was deemed sufficient for 

multiple regression analysis, following the recommendation of Hair et al. (2017) of a minimum of 

10 observations per predictor variable. However, the use of purposive sampling is acknowledged to 

limit the generalizability of the findings to the broader MSME population. 

This study involved one dependent variable and two independent variables. Purchasing 

decisions (Y) are defined as the cognitive and behavioral processes consumers undergo in deciding 

to purchase MSME products or services. These are measured using five indicators: need recognition, 

information search, alternative evaluation, purchase decision, and post-purchase behavior, adapted 

from Kotler and Keller (2016). Product improvement strategies (X1) refer to MSME actors' efforts 

to improve product quality and attractiveness, measured through three dimensions: raw material 

quality, production process quality, and product design, adapted from Saudin et al. (2022). E-

commerce market potential (X2) reflects the extent to which digital platforms provide effective 

channels for marketing and selling MSME products, measured through platform feature utilization, 

digital marketing reach, and consumer engagement, adapted from Hafitasari et al. (2022). All 

statement items are measured using a five-point Likert scale. Validity testing was conducted using 

Pearson Product Moment correlation with an item-total correlation threshold of 0.30, while reliability 

testing was conducted using Cronbach's Alpha with a minimum acceptable value of 0.60. 

Primary data collection was conducted through a structured questionnaire distributed directly 

to respondents at business locations and through a digital survey platform. Qualitative data were 

obtained through semi-structured interviews with eight respondents selected from the quantitative 

sample, reflecting variations in business sector, business scale, and level of e-commerce adoption. 

Interview data were analyzed thematically following the procedures of Braun & Clarke (2006) and 

used to contextualize the statistical findings. 

Quantitative data analysis was conducted using multiple linear regression. Prior to regression 

testing, a normality test was performed using the Kolmogorov–Smirnov method and the Normal 

Probability Plot. Hypothesis testing was performed using a partial t-test and a simultaneous F-test at 

a significance level of α = 0.05. The coefficient of determination (R²) was used to measure the 

proportion of variance in the dependent variable that can be explained by the model. The entire 

statistical analysis process was performed using SPSS version 26 software. 

 

3. RESULTS AND DISCUSSION 
3.1. RESULTS 

Before hypothesis testing is conducted, a normality test is first performed to ensure that the 

residual data is normally distributed, as one of the basic assumptions of the linear regression model 

(Sugiyono, 2017). The results of the normality test are displayed in a Normal Probability Plot, which 

shows that the data points are spread around and follow the direction of the diagonal line, indicating 

that the residuals of the regression model meet the normality assumption. This is supported by the 

results of the Kolmogorov–Smirnov test, which showed a significance value above 0.05, thus 

meeting the normality assumption and allowing the regression analysis to proceed. 

 



 

 P-ISSN 1412 – 2200                                Jurnal Ilmu Ekonomi dan Pembangunan  

 E-ISSN 2548 – 1851                                 Vol. 26 No. 1, May, 2026, Page 52-59  

 

55 

 

 

 https://doi.org/10.20961/jiep.v26i1.117719                                                                      jiep@mail.uns.ac.id 
  

 

 
Figure 1. Normal Probability Plot 

Source: Processed Data, 2025 
 

After the normality assumption was met, a multiple linear regression analysis was conducted 

to examine the effect of product improvement strategies (X1) and e-commerce market potential (X2) 

on purchasing decisions (Y). The results of the analysis are presented in Table 1 below. 

 

Table 1. Multiple Linear Regression Test Result 
Model B Std. Error t Sig. 

(Constant) 3.469 .652 5.322 .000 

X1 -.169 .259 -.652 .521 

X2 -.235 .272 -.865 .397 

Source: Processed Data, 2025 
 

Based on Table 1, the multiple linear regression equation obtained is as follows: 
 

𝑌 = 3.469 − 0.169𝑋1 − 0.235𝑋2 +  𝜀 ......................................................................... (1) 
 

The constant value of 3.469 with a significance of 0.000 indicates that when both 

independent variables are zero, the average purchasing decision of MSMEs remains at a statistically 

significant value of 3.469. The regression coefficient of X1 of -0.169 indicates a negative 

relationship between product improvement strategies and purchasing decisions, with a significance 

value of 0.521 which exceeds the limit of α = 0.05. The regression coefficient of X2 of -0.235 also 

indicates a negative relationship between e-commerce market potential and purchasing decisions, 

with a significance value of 0.397 which also exceeds the limit of α = 0.05. Thus, partially the two 

independent variables do not have a significant effect on purchasing decisions. 

Partial hypothesis testing was conducted using the t-test at a significance level of α = 0.05 

with degrees of freedom df = n − k − 1 = 100 − 2 − 1 = 97, resulting in a t-table value of 1.985. The 

product improvement strategy variable (X1) produced a t-count value of −0.652, which in absolute 

terms (|−0.652| = 0.652) is smaller than the t-table of 1.985, with a significance value of 0.521 > 

0.05. Thus, H1 is rejected, meaning that the product improvement strategy does not have a partial 

significant effect on the purchasing decisions of MSMEs in North Gorontalo Regency. The e-

commerce market potential variable (X2) produces a t-count value of -0.865, which in absolute 

terms (|-0.865| = 0.865) is also smaller than the t-table of 1.985, with a significance value of 0.397 

> 0.05. Thus, H2 is also rejected, which means that the e-commerce market potential does not have 

a significant partial effect on the purchasing decisions of MSMEs in North Gorontalo Regency. 

The results of simultaneous testing are presented in Table 2 below. 
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Table 2. Simultaneous Test Results (F-Test) 
Model Sum of Squares df Mean Square F Sig. 

Regression 4.252 2 2.126 1.326 0.287 

Residual 33.662 97 0.347   

Total 37.914 99    

Source: Processed Data, 2025 
 

Based on Table 2, the F-count value obtained is 1.326 with a significance value of 0.287. 

With df1 = k = 2 and df2 = n − k − 1 = 97, the F-table value at a significance level of 5% is 3.090. 

Because the F-count (1.326) < F-table (3.090) and the significance value (0.287) > α (0.05), then 

H3 is rejected. This means that product improvement strategies and e-commerce market potential 

simultaneously do not have a significant effect on MSME purchasing decisions in North Gorontalo 

Regency. 

 

Table 3. Coefficient of Determination Test Results 
Model R R Square Adjusted R Square Std. Error  

1 .335a .112 .028 1.26608 

Source: Processed Data, 2025 

Based on Table 3, the R² value of 0.112 indicates that 11.2% of the variation in purchasing 

decisions can be explained by the product improvement strategy and e-commerce market potential 

variables. The Adjusted R² value of 0.028, or 2.8%, indicates that after considering the number of 

predictors and sample size, the model's ability to explain variation in purchasing decisions is very 

limited. This is consistent with the results of the t-test and F-test, which also showed no significant 

influence of the two independent variables on the dependent variable. 

 

3.2 DISCUSSION 

Based on the results of the multiple linear regression analysis, it was found that product 

improvement strategies (X1) did not significantly influence MSME purchasing decisions in North 

Gorontalo Regency (t = -0.652; p = 0.521). This finding is inconsistent with the theoretical 

proposition of Kotler and Keller (2016), which states that consumer perceptions of product quality 

operate through mechanisms of trust, satisfaction, and perceived value, which ultimately drive 

purchasing decisions. Similarly, these results differ from the findings of Gozali (2024), who 

identified product quality as a dominant factor influencing consumer purchasing decisions in the 

domestic market, and the findings of Saudin et al. (2022), who found a significant influence of 

product design on purchasing decisions in culinary businesses in Luwuk. This discrepancy is likely 

due to the contextual conditions in the study area, where product quality improvements undertaken 

by MSMEs have not been accompanied by adequate capabilities in communicating these product 

advantages to consumers through digital platforms. Based on qualitative data obtained from 

interviews, most MSMEs in North Gorontalo Regency acknowledged limitations in managing visual 

product content, such as photos, videos, and informative descriptions, on e-commerce platforms, 

resulting in ineffective product improvement efforts for potential buyers. 

Consistent with these findings, the e-commerce market potential variable (X2) also showed 

no significant effect on purchasing decisions (t = -0.865; p = 0.397). This finding differs from the 

findings of Hafitasari et al. (2022), which showed that e-commerce utilization was positively related 

to MSME sales performance nationally, and the findings of Melina and Sudrartono (2023), which 

confirmed that e-commerce-based marketing strategies contributed to increased sales volume for 

small businesses. This difference can be explained using the TAM (Davis, 1989) and UTAUT 

(Venkatesh et al., 2003) frameworks, which emphasize that technology adoption will only produce 

measurable impacts if users, both businesses and consumers, have an adequate level of digital 

readiness. In North Gorontalo Regency, limited internet infrastructure and low digital literacy among 

consumers mean that the potential offered by e-commerce platforms has not been optimally utilized.  
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This condition aligns with the findings of Abigael et al. (2025) and Octaviani et al. (2025), which 

emphasized that the effectiveness of e-commerce features in influencing consumer behavior is 

highly dependent on consumers' level of familiarity with and trust in the digital platform. 

The results of the simultaneous F-test further confirm the aforementioned pattern of 

findings, where product improvement strategies and e-commerce market potential simultaneously 

also had no significant effect on MSME purchasing decisions (F = 1.326; p = 0.287). The Adjusted 

R² value of 2.8% indicates that most of the variation in purchasing decisions is explained by factors 

outside the model tested in this study. These factors likely include product price, service quality, 

proximity to business locations, consumer trust, and consumer social and psychological conditions, 

which were not included as variables in this study (Gozali, 2024; Sari & Nuryadin, 2024). Overall, 

these findings provide important implications that in the context of regions with limited digital 

infrastructure such as North Gorontalo Regency, efforts to increase the competitiveness of MSMEs 

are not sufficient to focus only on the dimensions of products and e-commerce platforms alone, but 

need to be preceded by strengthening digital literacy and improving technological infrastructure as 

basic prerequisites for digital marketing strategies to work effectively. 

 

4. CONCLUSION  
This study aims to examine the effect of product improvement strategies (X1) and e-

commerce market potential (X2) on consumer purchasing decisions (Y) among MSMEs in North 

Gorontalo Regency. Based on the results of multiple linear regression analysis of data collected from 

100 respondents, it was found that product improvement strategies did not have a statistically 

significant effect on purchasing decisions, with a coefficient value of -0.169 and a significance level 

of 0.521 which exceeded the α = 0.05 limit. Similarly, e-commerce market potential was not proven 

to have a significant effect on purchasing decisions, with a coefficient of -0.235 and a significance 

value of 0.397. The simultaneous F test produced an F value of 1.326 with a probability of 0.287, 

which means that both independent variables together also did not have a significant effect on the 

dependent variable. The coefficient of determination obtained (R² = 0.112; Adjusted R² = 0.028) 

indicates that the model is only able to explain a small portion of the variation in purchasing 

decisions, thus the three hypotheses formulated in this study are not empirically supported. 

The insignificance of these two variables likely reflects the specific contextual conditions in 

the study area. Based on qualitative data obtained through interviews, limited digital literacy among 

MSMEs, low mastery of e-commerce platform features, and unequal internet infrastructure in North 

Gorontalo Regency are suspected factors that weaken the effectiveness of product improvement 

strategies and e-commerce utilization in driving consumer purchasing decisions. However, it should 

be emphasized that these factors are contextual explanations derived from qualitative data and are 

not variables directly tested in the regression model. Therefore, their interpretation must be carried 

out with caution and is not causal. 

This study has several limitations that need to be explicitly acknowledged. First, the use of 

purposive sampling techniques limits the representativeness of the sample and the generalizability 

of the findings to the broader MSME population. Second, the low R² value indicates that important 

explanatory variables are not included in the model, such as product price, service quality, digital 

infrastructure accessibility, and consumers' digital literacy levels. Third, the measurement of 

variables, which relies entirely on self-report Likert scales, potentially contains common method 

bias, which could impact the internal validity of the findings. Fourth, the cross-sectional research 

design does not allow for observation of changes in consumer behavior over time. 

Based on these findings and limitations, future research is recommended to expand the 

model by including variables not yet covered, such as digital literacy, technological infrastructure, 

price, and consumer trust in digital platforms. The use of probabilistic sampling methods is also 

recommended to increase the representativeness and generalizability of the results. Furthermore, a 
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longitudinal approach can be considered to more comprehensively capture the dynamics of e-

commerce adoption and changes in consumer purchasing behavior.  

For policymakers, these findings underscore the importance of addressing fundamental 

barriers, particularly digital literacy and infrastructure, as a prerequisite for product quality and e-

commerce strategies to have a measurable impact on consumer behavior. For MSMEs, the results of 

this study imply that strengthening platform competencies and digital consumer engagement 

strategies needs to be a priority before expecting significant effects from product improvement 

efforts alone. 
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