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This study examines the impact of e-commerce, 

social media, and digital payments on enhancing 

the revenue of Micro, Small, and Medium 

Enterprises (MSMEs) in Mataram City. These 

three variables were chosen because of their role 

in expanding markets, increasing customer 

interaction, and facilitating financial 

transactions. Data were gathered from 118 

MSME participants via surveys and analyzed 

utilizing the Partial Least Squares (PLS) 

approach. The findings indicate that e-

commerce, social media, and digital payment 

positively and significantly influence the income 

of MSMEs. Where E-commerce can support 

marketing efficiency, social media increases 

product visibility, and digital payments facilitate 

transactions and increase operational efficiency.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://doi.org/10.55927/ijbae.v4i1.13252
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Aulia, Nurabiah 

250 

INTRODUCTION 
A country's economic growth is strongly influenced by economic 

development at the regional level. Meanwhile, regional economies are usually 
supported by small and medium-scale economic activities. Micro, Small, and 
Medium Enterprises (MSMEs) are the foundation of the economy at both 
regional and national levels. (Aprilyan et al., 2022).  According to data from  
Kamar Dagang dan Industri (KADIN) Indonesia (2023), the role of MSMEs is 
very significant in supporting Indonesia's economic growth, with a contribution 
of 99% of the total business units. In 2023, the quantity of MSME participants in 
Indonesia approximated 66 million. Micro, Small, and Medium Enterprises 
(MSMEs) contribute 61% to Indonesia's Gross Domestic Product (GDP), 
amounting to IDR 9,580 trillion, and employ around 117 million individuals, 
representing 97% of the national workforce. 

The significant role of MSMEs in the digital era demands effective 
strategies to increase competitiveness and revenue. The development of digital 
technology offers great opportunities for MSMEs to expand their market and 
increase their income. Many factors affect the increase in MSME income such as 
capital, financial literacy, length of business, social competence, labor, length of 
business, personal financial attitudes, organizational readiness and so on. 
However, this research only focuses on discussing three variables, namely E-
commerce, Social Media and Digital payment. These three variables were chosen 
because they have a direct impact on expanding market reach, increasing 
interaction with customers, and facilitating financial transactions, all of which are 
important for increasing MSME revenues in the digital era. 

 The first factor that drives the increase in MSME revenue is e-commerce. 
Based  laporan Kementerian Perdagangan Republik Indonesia (2024), The Gross 
Merchandise Value (GMV) of e-commerce in Indonesia will reach more than USD 
62 billion by 2023, with 58.63 million users and a penetration rate of 21.56%. The 
progression of the digital realm, particularly in e-commerce, has favorably 
influenced MSMEs by enabling entrepreneurs to innovate in business 
development. Numerous studies have investigated the effect of e-commerce on 
increasing revenue but the empirical results are inconclusive and there are 
inconsistencies in the results, where there are several researchers including : 
Achira et al. (2023); Ami et al.(2023); Ayunda et al. (2023); Fatma et al. (2024); Gao 
et al. (2023); Titasari, H. I. (2024); Kilay et al. (2022); Pratami et al. (2023); Arniyasa, 
P. Y. P., & Karmini, N. L.(2023); Usman, & Supriyati, D. (2023); Aprilyan et al. 
(2022) confirms the relationship between e-commerce and income generation 
while others imply there is no relationship between e-commerce and income 
generation. (Agnesia & Saputra, 2022; Ferliansyah & Wijaya, 2024; Setiawati & 
Pirdaus, 2024; Wahdia & Rintasari, 2023).  

The second factor influencing the rise in MSME income in the digital age 
is social media. Most MSMEs utilize e-commerce platforms, but 56.3% 56.3% of 
people prefer to sell on social media platforms like Facebook, Instagram, and 
TikTok. according to INDEF research (Datakata.co.id., 2023). Social media has 
potential functions in business, such as identifying customers, facilitating two-
way communication, and sharing information to understand customer 
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preferences. Several studies have examined that social media has an effect on 
increasing revenue such as: Agnesia & Saputra (2022); Emilia (2023); Ferliansyah 
& Wijaya (2024); Gontur et al. (2023); Mudjahidin et al. (2024); Setiawati & 
Pirdaus (2024). Conversely, there are findings indicating that social media does 
not positively impact the income of MSMEs. (Wahdia & Rintasari, 2023). 
Research by Kembang et al. (2021) found that the insufficient positive impact of 
social media on enhancing MSME income is attributed to the inadequate 
competence of human resources in understanding information technology, 
especially in content management for promotional activities and product sales 
through social media. 

The third factor influencing the increase in revenue is digital payment. 
Currently, around 32 million merchants, most of whom are MSME players, have 
registered as QRIS users, with total transactions reaching Rp 32.86 trillion 
(Antaranews, 2024). In addition, Digital payment has a positive impact by 
reducing the burden of manual administration, allowing businesses to focus 
more on product innovation, marketing, and improving service quality. 
Numerous research have demonstrated that digital payment influences revenue 
enhancement, such as Amelia (2023); Evita, Tripermata, & Anggraini (2024); 
Fatma et al. (2024); Titasari H I (2024); Kilay et al. (2022); Shanshabilla et al. (2023) 
There are also results stating Digital payment does not positively impact the 
income of MSMEs as reported by Candra & Pabulo (2021) dan Rosmawati et al 
(2023) in their research, stating that although 94% of MSME players understand 
the importance of using Digital payment, only 36.67% have adopted the system. 
This shows that although there is a high awareness of digital payments, their use 
does not directly increase MSME revenues, and many businesses are still more 
comfortable using cash payment methods. 

The development of digital technologies, including e-commerce, social 
media, and digital payment systems, offers substantial opportunity for Micro, 
Small, and Medium Enterprises (MSMEs) to enhance competitiveness and 
revenue. Numerous research have demonstrated a favorable correlation among 
these three characteristics and heightened MSME income, existing empirical 
results still show inconsistencies in results. This study seeks to examine the 
correlation between e-commerce, social media, and digital payment and their 
impact on increasing MSME income in Indonesia. In addition, the novelty of this 
research lies in combining the three variables in one digital technology study that 
has never been done by previous researchers. The study's conclusions are 
anticipated to offer practical insights for MSME entrepreneurs and stakeholders 
in developing more effective ways to enhance competitiveness in a more 
competitive market. as well as being an important reference for future studies on 
the role of digital technology in the development of MSMEs. 
 
LITERATURE REVIEW 
Technology Acceptance Model (TAM) Theory 

The Technology Acceptance Model (TAM) is a framework designed to 
elucidate the processes by which people accept and implement technology. The 
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Technology Acceptance Model (TAM) was conceived in 1986 by Fred Davis in 
his doctoral dissertation , “A Technology Acceptance Model for Empirically 
Testing New End-User Information Systems.” TAM is utilized in diverse 
technological domains, encompassing mobile technology, social media, and the 
Internet of Things (IoT). The Technology Acceptance Model (TAM) is a 
behavioral paradigm employed extensively to examine the process of 
information technology adoption. ( Aprilyan et al., 2022). The development of the 
TAM model conducted by Gahtani (2001) enhanced the TAM model by 
incorporating the intensity variables of behavioral intention to utilize and actual 
system utilization to create a technology acceptance variable (Ayem & Wahidah, 
2022). TAM helps understand how MSMEs' perceptions of the benefits and 
convenience of technology influence their decisions to adopt e-commerce, social 
media, and digital payments, and the impact on increasing their income. 
 
Hypothesis Development 
The Effect of E-commerce on Increasing MSME Revenue 

E-commerce encompasses diverse commercial operations involving 
customers, producers, service providers, and intermediate traders through the 
internet network. E-commerce encompasses all types of commercial transactions 
involving the exchange of products or services via electronic means. (Yusvita 
Aprilyan et al., 2022). In the context of e-commerce, perceived usefulness refers 
to the extent to which MSMEs feel that the use of e-commerce will improve their 
performance, particularly in terms of revenue. Referring to the TAM theory, 
MSMEs that feel that e-commerce improves their business performance and 
simplifies operations will experience an increase in revenue. E-commerce helps 
MSMEs in expanding the market, increasing product visibility, and simplifying 
the transaction process, all of which contribute to increased revenue. This is 
supported by The findings of research conducted by  Achira et al. (2023); Ami et 
al.(2023); Ayunda et al. (2023); Fatma et al. (2024); Gao et al. (2023); Titasari, H. I. 
(2024); Kilay et al. (2022); Pratami et al. (2023); Arniyasa, P. Y. P., & Karmini, N. 
L.(2023); Usman, & Supriyati, D. (2023); Aprilyan et al. (2022)that E-commerce 
has a positive and significant effect on increasing MSME revenue, so from the 
description above, the following hypothesis can be outlined: 
H1 = E-commerce has a positive effect on increasing MSME revenue 
 
The Effect of Social Media on Increasing MSME Revenue 

Social media marketing is a crucial component of digital marketing that 
entails engaging and communicating with customers via a company's platform 
or through social media channels like as Facebook, Twitter, and Instagram, in 
addition to publisher sites, blogs, and forums. (Jasri t al., 2022) The Technology 
Acceptance Model (TAM) posits that the primary determinants of technology 
adoption are perceived ease of use and perceived utility. In the context of social 
media, perceived usefulness reflects the extent to which MSMEs feel that using 
social media can improve their performance, especially in terms of revenue. 
Social media is considered effective if it can increase product promotion, attract 
new customers, and strengthen relationships with existing customers. This is 
supported by the results of research conducted by  Agnesia & Saputra (2022); 
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Emilia (2023); Ferliansyah & Wijaya (2024); Gontur et al. (2023); Mudjahidin et al. 
(2024); Setiawati & Pirdaus (2024)that social media has a positive and significant 
effect on increasing MSME revenue, so from the description above, the following 
hypothesis can be outlined: 
H2 = Social Media has a positive effect on increasing MSME revenue 
 
The effect of digital payment on increasing MSME revenue 

Digital payments in MSMEs serve not merely as a transactional 
instrument, but as a strategic support that amalgamates marketing, sales, and 
customer service. The utilization of digital payments in MSMEs is significant for 
both sellers and purchasers for transaction execution and the provision of 
payment information (Evita et al., 2024) Within the Technology Acceptance 
Model (TAM) framework, perceived ease of use and perceived usefulness are 
essential determinants of technology acceptance. In the context of digital 
payment, perceived usefulness reflects the extent to which MSMEs feel that the 
use of digital payment methods can improve their performance, especially in 
terms of revenue. Digital payment is considered useful if it can simplify 
transactions and increase customer satisfaction. MSMEs that feel the benefits of 
using digital payments in simplifying the transaction process and increasing 
customer satisfaction will experience an increase in revenue. Digital payments 
provide an efficient and convenient way to make payments, which can increase 
transaction volumes and, ultimately, MSME revenues. This is supported by the 
results of research conducted by  Amelia (2023); Evita et al. (2024); Fatma et al. 
(2024); Titasari H I (2024); Kilay et al. (2022); Shanshabilla et al. (2023) that Digital 
payment has a positive and significant effect on increasing MSME revenue, so 
from the description above, the following hypothesis can be outlined: 
H3 = Digital payment has a positive effect on increasing MSME revenue 
 
METHODOLOGY 
 This research is associative in nature and employs a quantitative 
methodology(Damayanti & Sujana, 2024; Hidayah & Nurabiah, 2024; Intan 
Berlianawati, Nurabiah, & Ridhawati, 2024; Najati, Pituringsih, & Animah, 2017; 
Nurhikmah, Bambang, & Nurabiah, 2024; Pratama, Animah, & Nurabiah, 2023; 
Ramadhan & Nurabiah, 2024; Sari, Husnaini, & Nurabiah, 2023; Suryana, L, & 
Nurabiah, 2022; Tatian, Nurabiah, Ridhawati, & Thao, 2024; Yuardi Aprilian, 
Anggun Hilendri Lestari, & Nurabiah, 2023; Yusuf & Sani, 2018). Sugiyono (2018) 
states that , associative research seeks to ascertain the relationship between two 
or more variables. This research was conducted on MSMEs in Mataram City, 
West Nusa Tenggara, Indonesia, with a population of 33,967 MSMEs (Lombok 
Post, 2024). The employed sample strategy was purposive sampling. by selecting 
MSMEs that use e-commerce, social media, and digital payment registered in the 
Gofood application with a total of 458 MSMEs using e-commerce. Respondents 
in this study are owners or managers of MSMEs, who have direct knowledge 
related to digital technology in their business. The data utilized is primary data, 
acquired via a questionnaire. The questionnaire employs a Likert scale to assess 
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respondents' attitudes, views, and perceptions. The data analysis method 
employs Partial Least Squares (PLS) utilizing SmartPLS 4.0 software. 

Table 1. Research Instrument 
No  Variable  Indicator Scale Reach  

1.  E-commerce 
(X1) 

1. Marketing or marketing 
(X1.1) 

2. Services performed (X1.2) 
3. Ease of transaction (X1.3) 
4. Capital (X1.4) 
5. Ease of access (X1.5) 

Likert (Fitroh A 
L,2020) 

2.  Social Media 
(X2) 

 

1. Ease (X2.1) 
2. Trust (X2.2) 
3. Information Quality (X2.3) 

Likert (Hardiansyah, 
2023) 

3. Digital 
payment (X3) 

1. Perceived Ease of Use 
(Persepsi kemudahan 
penggunaan) (X3.1) 

2. Perceived Usefulnes 
(Pesepsi manfaaf) (X3.2) 

3. Perceived Credibility 
(Persepsi Kemaanan) (X3.3) 

4. Sosial Influence (X3.4) 
5. Behavior Intention (X3.5) 

Likert 
(Riska,2022) 

4 Increasing 
MSME 
Revenue (Y) 

1. Business capital (Y1.1) 
2. Sales turnover (Y1.2) 
3. Business profit (Y1.3) 
4. Labor (Y1.4) 
5. Business branches (Y1.5) 

Likert (Aprilyan et 
al., 2022) 

Source: Data (2024) 
 
RESEARCH RESULT 

The questionnaires were distributed to 120 MSME players who were 
identified as the research sample. Of this total, 118 questionnaires were 
successfully returned and processed. The minimum number of participants in 
this study was calculated using the Slovin formula with a margin of error of 10%, 
yielding a requisite minimum of 97 respondents. With the number of 
questionnaires returned reaching 118 respondents, the data obtained has met the 
minimum number criteria for further analysis. 

Frequency Distribution of Respondent characteristics 
The frequency distribution of respondent characteristics in this study, 

derived from interview results, is presented in Table 2 below: 
Table 2: Frequency distribution of respondent characteristics 
Variable Frequency Percentage 

Gender 
  

female 74 63% 
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male 44 37% 

Total 118 100% 

Age of Respondents 
  

18 – 25 Years 22 19% 

26 - 35  Years 61 52% 

36 - 45  Years 30 25% 

46 – 55 Years 4 3% 

56 Years and Above 1 1% 

Total 118 100% 

Last Education 
  

High School/Vocational School 53 45% 

DIPLOMA 19 16% 

S1 45 38% 

S2 1 1% 

Total 118 100% 

Type of Business 
  

Culinary 112 95% 

Fashion 4 3% 

Trade 2 2% 

Total 118 100% 

Business Address 
  

Ampenan sub-district 8 7% 

Cakranegara sub-district 12 10% 

Mataram sub-district 59 50% 

Sandubaya sub-district 3 3% 

Sekarbela sub-district 14 12% 

Selaparang sub-district 22 19% 

Total 118 100% 

Source: Data Processing Results (2024) 
Respondent characteristics show that the majority of participating MSMEs 

are female (63%), with the largest age group between 26-35 years old (52%). A 
large proportion of respondents possessed a high school or technical school 
education (45%). and a bachelor's degree (38%), reflecting that MSME players in 
Mataram City are mostly from the productive age group and have educational 
backgrounds that support their businesses. Most MSMEs are engaged in the 
culinary sector (95%) and located in Mataram Sub-district (50%), indicating the 
dominance of the culinary sector in Mataram City as an economic center for 
business actors. 
 
Convergent Validity 

   Convergent validity in the measuring model is assessed through the 
correlation between the item or indicator score and its construct score (loading 
factor). The loading factor for each indication must exceed 0.7. This value 
represents the contribution or weight of each indicator to the measurement of the 
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variable it represents. The test results in this study include 4 variables and 33 
indicators, which are presented in the following table: 

 

 

Source: SmartPLS data processing results (2024) 
Figure 1. Partial Least Square (PLS) Model Schematic 

 
Based on the analysis results, the loading factor values of all instruments 

have met the convergent validity criteria, which are more than 0.7. Thus, all 
indicators used in this study are declared valid.However, in the initial test, there 
were several question items that had a loading factor value below 0.7, namely 
questions related to ease of access to using online applications (X1.10), friends' 
recommendations in using digital payments (X3.2), the wide range of digital 
payment applications (X3.4), and increasing labor productivity through e-
commerce, social media, and digital payments (Y.4). These items have been 
excluded from the analysis to ensure the instrument used meets the validity 
criteria. 

Discriminant Validity 
Discriminant validity is assessed by cross-loading results, which evaluate 

if each variable possesses adequate discriminant validity. This test is conducted 
by juxtaposing the loading factor value of the primary construct with the loading 
factor values of other constructs. A variable demonstrates strong discriminant 
validity when its loading value on the primary construct exceeds its loading 
value on alternative constructs. The outcomes of cross-loading testing in this 
investigation are displayed in the subsequent table: 
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Source: SmartPLS data processing results (2024) 
 

Table 3 demonstrates that the loading value for each indication on its 
respective variable exceeds that of the other variables. which indicates that each 
indicator dominantly measures the intended latent variable. 

Composite Reliability 
   A construct is categorized as reliable if the Cronbach's alpha and 
composite reliability values are more than 0.6, while the Average Variance 
Extracted (AVE) value is said to be valid if it exceeds 0.5. If all the results of testing 
the reliability and validity of the construct meet these criteria, the analysis stage 
can proceed to testing the structural model (inner model). 
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Source: SmartPLS data processing results (2024) 

 Based on table 4. the results of testing Cronbach's alpha and composite 
reliability show a value of> 0.7, and the Average Variance Extracted (AVE) 
value> 0.5. This indicates that all variables in this study are declared reliable. 

 
Analysis of Structural Model Test Results (Inner Model) 

In the bootstrapping technique, testing is carried out with a significance 
level of 5% (0.05). Hypothesis testing uses a one-way (one-tailed) approach with 
a rule of thumb, namely the hypothesis is accepted if the t-statistics value> t-table 
value (1.65) or if the p-value <0.05. This shows that the tested influence is 
considered significant and proven. The following are the results of path 
coefficient testing summarized in the following table: 

Source: SmartPLS data processing results (2024) 

Based on the results of Path Coefficient testing, the effect of the 
independent variables on the dependent variable in this study can be explained 
as follows: 

H1 is accepted: E-commerce (X1) has a positive and significant effect on 
increasing MSME revenue (Y1). This is evidenced by the t-statistics value of 
2.080> 1.65 and a p-value of 0.038 <0.05. It shows a positive direction with an 
original sample (O) value of 0.191. 

H2 accepted: Social Media (X2) has a positive and significant effect on increasing 
MSME revenue (Y1). This can be seen from the t-statistics value of 4.159> 1.65 
and a p-value of 0.000 <0.05, indicating a positive direction with an original 
sample (O) value of 0.299. 

H3 is accepted: Digital Payment (X3) has a positive and significant effect on 
increasing MSME revenue (Y1). The t-statistics value is 3.848> 1.65 and the p-
value is 0.000 <0.05. It shows a positive direction with an original sample (O) 

value of 0.446. 
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Uji R-Square (R2) 
   The R-square test is conducted to assess the degree to which the 
dependent variable is affected by the independent variables in the research 
model. A higher R² value indicates an improved capacity of the model to predict 
the dependent variable. An R² value of 0.67 signifies a high influence, 0.33 
denotes a moderate influence, and 0.19 reflects a weak influence. 

Source: SmartPLS data processing results (2024) 

Table 6 indicates that the R-square (R²) value for the dependent variable (Y) 
is 0.741. The independent variables (X1, X2, X3) collectively account for 74.1% of 
the variance in the dependent variable (Y1). Twenty-five point nine percent is 
affected by other factors not accounted for in this model. 

DISCUSSION 
The Effect of E-commerce on Increasing MSME Income 

The research findings indicate that E-Commerce positively and 
significantly impacts the income of MSMEs in Mataram City. The use of online 
applications such as Shopee, Tokopedia, Go-Food, and Grab-Food is proven to 
have a positive impact on various aspects of micro, small and medium 
enterprises (MSMEs). Based on the results of the analysis, the majority of 
respondents recognized that these applications made it easier to market their 
products. A total of 36% of respondents strongly agreed that online apps help 
market their products more effectively, followed by 28% who agreed. Moreover, 
these apps also reduce the need for advertising costs, providing an efficient and 
cost-effective marketing solution. 

In terms of service, online apps help improve the quality of service to 
consumers. A total of 36% of respondents strongly agreed that they can provide 
better service to customers through the use of these apps. This allows MSMEs to 
focus more on meeting consumer needs quickly and efficiently, resulting in 
increased customer satisfaction. Ease of transactions is also one of the main 
advantages of online applications. As many as 39% of respondents strongly 
agreed that the app makes it easier to process their sales transactions, including 
real-time access to monitor sales activities. This convenience provides significant 
benefits in business management, especially in terms of time efficiency and better 
supervision. 

In addition, online apps also help MSMEs in terms of capitalization. As 
many as 39% of respondents strongly agree that these apps allow them to reduce 
production costs and get additional business capital more easily. This shows that 
online apps not only serve as marketing tools, but also as financial support for 
businesses. Ease of access is also a factor that is widely appreciated by 
respondents. As many as 39% of respondents strongly agreed that online apps 
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make it easier for them to carry out sales transaction activities. This allows 
MSMEs to run their business practically and efficiently, without geographical or 
technical barriers. 

Based on the results of the frequency distribution of respondent 
characteristics collected through the questionnaire, all respondents, namely 
100%, are engaged in the culinary business sector and have used e-commerce as 
a means of marketing and transacting their business. This shows that they 
already understand the application of e-commerce has a direct effect on 
increasing the income of MSMEs, especially in the culinary sector. In terms of 
education, 54% of respondents have Diploma and S1 level education, which 
shows that most MSME players have a good understanding of technology, 
including e-commerce. In addition, respondents with an age range of 26-35 years, 
which reached 52%, are an age group that is technology-savvy and more 
accustomed to using e-commerce in running a business. Mataram sub-district, 
which is the business location of the majority of respondents (50%), has a 
dominance of the culinary sector in MSME activities, which is also supported by 
the presence of economic activity centers in the area. Mataram City itself, as the 
capital of West Nusa Tenggara Province, is the center of trade, tourism, and other 
economic activities that provide great opportunities for MSMEs to develop, 
especially through the use of technology such as e-commerce. 

This discovery aligns with the Technology Acceptance Model (TAM), 
which posits that perceived usefulness and perceived ease of use are the primary 
determinants of technology adoption. The use of online applications by MSMEs 
provides tangible benefits in various aspects, such as ease of transactions, 
increased product visibility, and market expansion. This indicates that the 
greater the benefits perceived by users, the higher the level of technology 
adoption, as described in TAM. With ease of use, MSMEs not only save time and 
costs but can also speed up the transaction process and expand customer 
networks, thereby driving increased revenue. 
This is supported by the results of research conducted by Achira et al. (2023), Ami 
et al. (2023), Ayunda et al. (2023), Fatma et al. (2024), Gao et al. (2023), Titasari, 
H. I. (2024), Kilay et al. (2022), Pratami et al. (2023), Arniyasa, P. Y. P., & Karmini, 
N. L. (2023), Usman, & Supriyati, D. (2023), and Aprilyan et al. (2022), which 
showed that E-Commerce plays an important role in improving the 
competitiveness, visibility, and operational efficiency of MSMEs. In the context 
of this research, E-Commerce allows MSMEs to utilize digital technology to 
introduce their products to a wider audience without geographical restrictions. 
Platforms such as Shopee, Tokopedia, GoFood, GrabFood, and other applications 
support MSMEs in buying and selling transactions, product marketing, and 
interaction with consumers. This not only speeds up the transaction process, but 
also increases consumer confidence in MSME products. Thus, E-Commerce is 
proven to be one of the important factors in improving the performance and 
income of MSMEs in the digital era. 
 
The Effect of Social Media on Increasing MSME Income 

The research findings indicate that social media usage positively and 
significantly enhances the income of MSMEs in Mataram City. Social media 
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usage significantly influences business advancement. The majority of 
respondents believe that social media facilitates the introduction of their business 
to a wider audience,with 47% of respondents strongly agreeing that social media 
helps expand market reach. In addition, the majority of respondents, 69%, felt 
that their products were more easily recognized by the public thanks to the use 
of social media. The use of social media in sales activities also makes it easier for 
consumers to make transactions, which is considered to increase business 
revenue, as perceived by 58% of respondents. 

Regarding trust, most respondents believe that ensuring the safety of 
transactions through social media can increase their business revenue. This 
shows the importance of safety in transactions conducted through social media 
platforms. In addition, 52% of respondents experienced an increase in revenue 
after their social media platforms became more popular due to the number of 
purchases made through them. This shows that social media can strengthen 
business visibility and contribute to increased revenue. In terms of information 
quality, the majority of respondents believe that the use of social media can 
increase the number of customers for their business. 49% of respondents stated 
that social media plays a role in boosting the number of customers, which leads 
to an increase in business revenue. Overall, the analysis shows that social media 
plays an important role in marketing, increasing consumer trust, and improving 
the quality of information about products, which contributes to increased 
business revenue. 

Based on the results of the frequency distribution of respondent 
characteristics, all respondents (100%) engaged in the culinary business sector 
have utilized social media, such as Instagram, Facebook, and WhatsApp, as 
marketing tools. The utilization of social media allows MSME players to reach 
consumers widely with high efficiency in terms of cost, time, and energy. In 
terms of education, 54% of respondents have a Diploma and S1 educational 
background, which reflects a good ability to understand and implement 
marketing strategies through social media to increase business income. 
Respondents in the age range of 26-35 years old, who dominate as much as 52%, 
are the age group most familiar with digital technology, making them more 
skilled in integrating social media into business activities. As the location of the 
majority of businesses, Mataram Sub-district (50% of total respondents) reflects 
the important role of social media in supporting MSME activities. Mataram City, 
as the center of economy and trade in West Nusa Tenggara, creates strategic 
opportunities for MSMEs to optimally utilize social media to increase business 
revenue. 

This finding supports the Technology Acceptance Model (TAM) theory, 
which states that the two main factors in technology adoption are perceived 
usefulness and perceived ease of use. In the context of social media, perceived 
usefulness is reflected in the understanding that social media can expand market 
reach, promote products, and increase interaction with consumers, which leads 
to increased revenue. Meanwhile, perceived ease of use can be seen from the ease 
of use of social media that can be done by MSME actors, without requiring high 
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technical expertise, thus allowing them to access and manage their social media 
accounts effectively. 

This is supported by previous studies, such as those conducted by Agnesia 
& Saputra (2022), Emilia (2023), Ferliansyah & Wijaya (2024), Gontur et al. (2023), 
Mudjahidin et al. (2024), and Setiawati & Pirdaus (2024), which show that social 
media has a positive and significant impact on MSME revenue. Social media 
allows MSMEs to reach potential consumers who were previously difficult to 
access through traditional channels. By using social media as a marketing tool, 
MSMEs can improve cost and time efficiency, which ultimately contributes to 
increasing their revenue. 
 
The effect of digital payment on increasing MSME income 

The research findings indicate that the utilization of digital payments 
positively and significantly enhances the income of MSMEs in Mataram City. The 
use of digital payment applications such as OVO, DANA, GoPay, and ShopeePay 
is proven to have a positive impact on various operational aspects of micro, small 
and medium enterprises (MSMEs). Based on the results of the analysis, the 
majority of respondents recognized that these digital payment applications make 
it easier to access finance and increase transaction efficiency. As many as 36% of 
respondents strongly agree that the use of digital payment provides convenience 
in terms of use and application, followed by 41% who agree. In addition, this 
digital payment application also plays an important role in providing a sense of 
security to users. As many as 45% of respondents feel safe using digital 
payments, and 43% of respondents feel confident that their balance has never 
been reduced without the knowledge of the account owner. This security is a 
very important factor in the adoption of digital payment, thus increasing the 
confidence of MSMEs to use it in daily transactions. 

In terms of social influence, the influence of friends and advertisements 
also plays a big role in the use of digital payments. As many as 50% of 
respondents use digital payments because of friends' recommendations, and 48% 
of respondents are influenced by advertisements that explain the benefits of 
using this technology. This reflects that social influence and media have a big 
impact on MSMEs' decisions to adopt digital payment technology. Then, 
regarding behavior intention, 49% of respondents use digital payments more 
than three times a month, and 41% of respondents often use digital payment 
applications such as GoPay and ShopeePay in their transactions. This shows that 
the intention to use digital payment is getting higher along with the increasing 
benefits felt by users, such as ease, security, and convenience of transactions. 

Based on the frequency distribution of respondent characteristics through 
questionnaires, all respondents (100%) are engaged in the culinary sector and 
have used digital payments in their business transactions. The application of 
digital payments is important in the operations of MSMEs, especially in the 
culinary sector, to simplify and speed up transactions. As many as 54% of 
respondents have Diploma and S1 level education, which shows that most 
MSME players in this region have a good understanding of technology, including 
digital payments. Respondents aged 26-35 years (52%), who are millennials and 
Z generation, are more tech-savvy and accustomed to using digital payments. 
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Mataram sub-district, where the majority of respondents (50%) are located, 
dominates the culinary sector and is driven by easy access to technology and a 
growing digital payment infrastructure. Mataram City, as the capital of West 
Nusa Tenggara Province, provides opportunities for MSMEs to utilize digital 
payments, contributing to increased revenue through more efficient and secure 
transactions. Overall, the adoption of digital payments is proven to increase the 
operational efficiency and income of MSMEs in the culinary sector, particularly 
in Mataram. 

This finding is in line with the Technology Acceptance Model (TAM) 
theory, which states that perceived usefulness and perceived ease of use are the 
main factors in technology adoption. The use of digital payments by MSMEs 
provides tangible benefits in the ease of transactions, increases security, and 
speeds up the payment process. The greater the perceived benefits, the higher the 
level of technology adoption, in accordance with the basic principles of TAM. 
Digital payments, such as e-wallets, bank transfers, credit cards, and QRIS, offer 
convenience, comfort, and efficiency, and help MSMEs speed up payments, 
increase customer satisfaction, and reduce the risk of transaction errors. QRIS, 
which is gaining popularity in Indonesia, enables payments by simply scanning 
a QR code, making transactions easy without physical cash or cards. Adoption of 
this system enables MSMEs to increase sales volume, accelerate cash flow, and 
expand markets. 

This is corroborated by prior research, including investigations 
undertaken by Amelia (2023), Evita et al. (2024), Fatma et al. (2024), Titasari, H. I. 
(2024), Kilay et al. (2022), and Shanshabilla et al. (2023), which show that digital 
payments have a positive and significant impact on MSME revenues. Digital 
payments also help MSMEs reduce operational costs and improve customer 
service efficiency. Therefore, it is important for MSME players to continue to 
adapt to the development of digital technology and make the most of digital 
payment systems in order to compete effectively in the digital era. 
 
CONCLUSIONS AND RECOMMENDATIONS 

The research findings indicate that e-commerce, social media, and digital 
payment usage significantly and positively impact the income of MSMEs in 
Mataram City. These three variables collectively account for the majority of the 
variance in the augmentation of MSME income. The use of e-commerce provides 
a great opportunity for MSMEs to expand market reach and increase 
competitiveness through digitizing the transaction and marketing process. Social 
media plays an important role in strengthening interactions with consumers, 
increasing the effectiveness of promotions, and building customer loyalty. 
Meanwhile, digital payment provides convenience and efficiency in the 
transaction process, thus enhancing customer satisfaction and business 
efficiency. These results align with the Technology Acceptance Model (TAM) 
paradigm theory, It underscores the significance of perceived usefulness and 
perceived ease in technology adoption. Therefore, the adoption of digital 
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technologies such as E-Commerce, social media, and digital payment is key for 
MSMEs to improve their competitiveness and performance in the digital era. 

Based on the findings of this study, several recommendations for future 
research can be suggested. First, future research should expand the sample and 
coverage area to increase the representativeness of the results, for example by 
examining MSMEs in all districts/cities in NTB. The addition of other variables 
that are still related to technology that can increase MSME income such as Cloud 
Computing, Big Data and Data Analytics, Internet of Things (IoT), Artificial 
Intelligence (AI) and Machine Learning, Mobile Technology (Mobile 
Applications), Augmented Reality (AR) and Virtual Reality (VR), Blockchain, as 
well as Chatbots and Customer Service Automation can also enrich the research 
model. Thus, further research can provide a more holistic insight into the 
opportunities and challenges that can increase MSME revenues. 
 
ADVANCE RESEARCH 

Future research should explore the impact of emerging digital 
technologies on MSME income and competitiveness, building on the positive 
effects of e-commerce, social media, and digital payments. Investigating tools 
such as Cloud Computing, Big Data Analytics, IoT, AI, AR/VR, Blockchain, and 
automated customer service can provide insights into their potential to optimize 
operations, enhance customer engagement, and drive revenue growth. A mixed-
methods approach, incorporating surveys and case studies, can assess the 
readiness and challenges of MSMEs in adopting these technologies while 
expanding the sample to include diverse regions. This research would offer 
practical strategies for MSME digital transformation and inform policies to 
support sustainable growth in the digital economy. 
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