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Micro, Small, And Medium Enterprises (MSMEs) are crucial drivers of regional and 
national economic growth. The growth of MSMEs, coupled with increased employment 
opportunities and output, underscores their important role in economic development. 
The pace of technological advancement has created various e-commerce options. MSMEs 
must adapt to the demands of Industry 4.0 to ensure their longevity.  This study compares 
e-commerce options for marketing use by Ledre’s Micro, Small, and Medium Enterprises in 
Bojonegoro Regency. The aim is to determine which platform is best using the Analytical 
Hierarchy Process method for effective decision support. Subjective evaluations are avoided, 
and technical terms are explained. The text adheres to conventional academic structure, 
provides logical progression, and uses formal language with precise vocabulary. The 
Analytical Hierarchy Process selects and identifies top-priority criteria and significant 
alternatives for each category of criteria in e-commerce. The categories include aspects 
of the promotion system, payment system, web design, and risk in Micro, Small, and 
Medium Enterprises (MSMEs) of Bojonegoro Regency. The Analytical Hierarchy Process 
prioritizes key-person quality over respondent quantity in research. According to the 
process calculation, the most crucial factor is risk, with a weight of 49.54%. Criteria for 
electronic marketing in Micro, Small, and Medium Enterprises should include optimizing 
social media, pay-at-site payment systems, easy-to-use website design, and legal protection 
risks. The primary option for Bojonegoro Regency Ledre Micro, Small, and Medium 
Enterprises to enhance sales through electronic marketing is the utilization of Shopee, 
an e-commerce platform.

Keywords: e-commerce; AHP (Analytical Hierarchy Process)
JEL Classification Code: L66, M20, O30
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INTRODUCTION
 Micro, Small and Medium Enter-
prises (MSMEs) have a very important 
contribution in improving the economy of 
a region and the economy of a country 
(Setiawan, 2023). In Indonesia, currently 
MSMEs are growing very rapidly from year 
to year. This development has increased 
both in the number of units, the provision of 
employment and even the amount of out-
put produced. Figures based on data from 
the Ministry of Cooperatives and Small and 
Medium Enterprises show a clear picture. 
There are 65.4 million MSMEs in Indonesia 
that employ around 114.7 million people or 
account for around 56% of the total labor 
force in Indonesia. In addition, the contri-
bution of MSMEs to Indonesia’s Gross Do-
mestic Product (GDP) also exceeds 60.5% 
(Limanseto, 2022). 
 According to the recapitulation of 
data on the number of MSMEs at the Bo-
jonegoro Regency Central Statistics Agen-
cy (BPS) in 2022, which increased from 
80,637 to 84,820 (BPS Bojonegoro 2022). 
One of the growing MSMEs in Bojonegoro 
is the Ledre MSME. Ledre is famous as 
a specialty food of Bojonegoro Regency, 
however, inappropriate marketing has re-
sulted in the slow development of Ledre 
MSMEs. Along with the development of 
technology 4.0 where business is carried 
out online by developing digital technology 
(Clausen, 2023), MSMEs need to adapt to 
these changes to maintain their sustain-
ability in the long term (Jayanti & Karnowa-
ti, 2023). Digital marketing has been car-
ried out by many MSMEs in Indonesia, one 
of which is through e-commerce (Sahlan & 
SAS, 2022). E-Commerce can be defined 
as an electronic product platform used by 
sellers and buyers in conducting transac-
tions electronically (Mahuda et al., 2021). 
 The more rapidly technology de-
velops, the more choices of E-Commerce 
platforms are available. According to Si-
miliarWeb data, Shopee became the most 
visited E-Commerce platform in Indonesia 

in the third quarter. Shopee had an aver-
age of 216.8 million visits per month, while 
Tokopedia recorded an average of 97.1 
million visits and the Lazada site with an 
average of 52.2 million visits (Databoks, 
2023).  The high number of E-Commerce 
platform users does not guarantee that a 
product will be seen by customers. In re-
search conducted by (Tran 2021) states 
that the use of e-commerce platforms 
during the pandemic is considered effec-
tive and increasingly involved in sustain-
able consumption behavior, but does not 
explain in detail which e-commerce is the 
right choice for long-term sales sustain-
ability in MSMEs. This makes business 
actors cannot be careless in choosing a 
marketplace for their business, because 
the platform chosen will also affect the de-
velopment of the business being run (Har-
tini, 2020). The existence of E-Commerce 
sites is expected to increase the income of 
MSME players because on the one hand, 
all forms of marketing mechanisms applied 
during business implementation are sup-
ported by the convenience of digital tech-
nology (Lismula, 2022). 
 The selection of platforms in e-
commerce requires careful consideration 
through strategic decisions to identify and 
select factors that play an important role 
in the successful development of MSMEs 
(Tolstoy et al., 2022) . Production theory is 
an attempt to explain the principles used 
by companies in business to determine the 
number of products they produce and sell 
and the inputs needed to carry out their 
production activities (Suryana, 2022).Pro-
duction theory includes basic economic 
concepts such as product prices and pro-
duction factor prices (wages or rent). Ac-
cording to Murti Sumarti and John Soepri-
hanto in (Rahmadani, 2017), production 
includes all activities aimed at creating or 
increasing the use of goods and services 
that require production factors.
 Production theory is divided into 
two parts, namely, short-term and long-
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term. In short-term production, there are 
fixed inputs and variable inputs. The fixed 
input is capital, and the variable input is la-
bor (Damayanti, 2020). To increase output 
in the short term, economic actors cannot 
increase capital, but can increase the num-
ber of workers. The addition of labor should 
not be too large to maintain productivity. 
However, in long-term production, capital 
and labor are variable inputs and there are 
no fixed inputs (Surur, 2021). Production 
theory helps understand how production 
factors can affect the selling price so that 
it also affects the sales and marketing of a 
product in MSMEs.
 Previous research conducted by 
(D. I. Putri et al. 2022) states that the re-
sults of research by applying the user 
screening method, namely distributing 
questionnaires, show that around 89.7% 
of Shopee users, 6.9% of Tokopedia users 
and 3.4% of Lazada users. However, the 
ease of use of electronic commerce scored 
93.1% for the Shopee application, 3.4% for 
the Lazada application, and the ease of 
the Tokopedia application was 3.4%. The 
overall survey results of the highest level 
of e-commerce usage are the Shopee ap-
plication. However, the research only aims 
to analyze which e-commerce applications 
are widely used today. Research con-
ducted (Witro et al., 2021) using the Miles 
and Huberman analysis technique method 
found that marketplace contestation such 
as Tokopedia, Shopee, Bukalapak Laza-
da and Blibli with various types of unique 
strategies and promotions, business peo-
ple began to utilize e-commerce to offer 
their products. E-commerce should create 
a local e-commerce system that can reach 
MSMEs. Research conducted by (Kalalo & 
Kindangen, 2022) using the AHP method 
shows that the most important factors in-
fluencing customers’ e-commerce choices 
are price, product variety, and security. 
 On online shopping platforms, cus-
tomers choose stores that offer affordable 
prices and diverse products. Customers 

are also very concerned about privacy 
and security when using online shopping 
platforms. Shopee is the most preferred 
online shopping platform for customers. 
Tokopedia needs to improve performance 
and recommendations on Bukalapak to 
attract more customers. (Mashuri & Der-
mawan’s research, 2022) using the Par-
tial Lest Square (PLS) method found that 
customer loyalty has a significant and 
positive direct influence on Shopee brand 
equity. The higher the impression of cus-
tomer loyalty, the higher the level of brand 
equity. Research conducted (Al-Farrel & 
Sri, 2021) states that there are several fac-
tors that support the rapid growth of the 
e-commerce sector in Indonesia, namely 
increasing smartphones and the internet, 
population, having many young people 
who are quick to adjust to new technology. 
 Based on the results of previous 
research conducted by (Lismula, 2022), it 
was found that the effect of E-Commerce 
on the development of MSMEs was to in-
crease income, increase assets and busi-
ness forms, increase production of goods, 
facilitate marketing and promotion and 
a wider and unlimited market reach. Re-
search (Jaya & Raya, 2022) and (Hendi-
ana et al., 2022) state that e-commerce 
variables affect sales but are different 
from social media variables which have 
no effect on sales. Meanwhile, research 
(Hendiana et al., 2022); (Tiandra et al., 
2019); (Firdaus et al., 2022) shows that 
e-commerce has a positive and insignifi-
cant effect on the performance of MSMEs.  
Contrary to research conducted by (Utami 
& Syahbudi, 2022); (Gustina et al., 2022) 
which shows that e-commerce has a sig-
nificant effect on increasing MSME sales in 
Binjai City.
 There are several factors that can 
influence buyers’ decisions in choosing e-
commerce that they will use in digital shop-
ping. REVISION 2 in previous research 
conducted (Ginting & Nugraha, 2019); 
(Supriyok, 2020)  found that the promotion 
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coefficient value is positive, meaning that if 
the promotion variable increases, user sat-
isfaction and sales will increase. Research 
by (Mokodompit et al., 2022); (Nasution et 
al., 2022) said that the Cash On Delivery 
(COD) payment system has a significant 
effect on consumer purchasing decisions 
in online shopping. Based on this, this re-
search tries to develop the AHP method in 
choosing the most suitable marketplace 
platform for Ledre MSMEs in Bojonegoro 
Regency. 
 The gap in previous studies in the 
application of e-commerce as digital mar-
keting lies in the lack of specificity in the 
use of e-commerce in certain businesses. 
Previous research does not explain how 
e-commerce can be effectively applied to 
MSMEs so that it can increase the devel-
opment of MSMEs. The novelty of this re-
search lies in the method carried out using 
the Analytical Hierarchy Process (AHP) 
as a decision support system to find out 
the right policy applied to Ledre MSMEs 
in Bojonegoro Regency. AHP is a practi-
cal approach to solving complex decision-
making problems involving the comparison 
of alternatives. AHP also allows decision 
makers to represent hierarchical relation-
ships between aspects, criteria or alterna-
tives in decision making (Oktapiani et al., 
2020). The purpose of this research is to 
select and identify the top priority criteria 
and the most important entities (alterna-
tives) as a representation of each type of 
criteria based on the aspects of the promo-
tion system, payment system aspects, web 
design aspects and risk aspects.  This re-
search is important for the development of 
Ledre MSMEs in Bojonegoro Regency to 
increase. Furthermore, because the need 
to identify choices using the AHP method 
involves criteria and alternatives which 
are important factors (top priorities) for the 
success of choosing the most appropriate 
e-commerce in Bojonegoro Ledre MSMEs 
is to use the Analytical Hiererchy Process 
(AHP) method. 

METHODOLOGY
 This research uses quantitative 
descriptive research with the data source 
used is primary data taken from respon-
dents who are experts by means of obser-
vations, interviews and questionnaires that 
have been filled out by experts. The meth-
od used is the Analytical Hiererchy Process 
(AHP) which is applied to support MSME 
decisions in choosing the most suitable e-
commerce based on a number of criteria 
and suggested alternatives (Magdalena, 
2018). Analytical Hierarchy Process (AHP) 
is a quantitative analysis method by break-
ing down a complex and unstructured situ-
ation into several components in a hier-
archical manner, by assigning subjective 
values that have the relative importance of 
each variable and determining which vari-
ables have the highest priority to influence 
the outcome. 
 AHP was chosen for the decision-
making method in this study because the 
advantage of using the AHP method is a 
decision support system that helps in solv-
ing complex situations into several com-
ponents in a hierarchical arrangement. 
AHP can help in identifying priorities that 
must be considered in determining poli-
cies for selecting e-commerce alternatives 
in MSMEs. The object of this research is 
Ledre MSMEs in Bojonegoro Regency. Bo-
jonegoro Regency was chosen as the loca-
tion for this research because Bojonegoro 
is a city that is famous as a Ledre city but 
in reality there are only 133 Ledre MSMEs 
in Bojonegoro Regency out of a total of 
74,768 MSMEs registered with a business 
license (Disperindag Bojonegoro 2023). In 
this study, a comparison of e-commerce 
will be examined in terms of aspects of 
the promotion system, aspects of the pay-
ment system, aspects of web design and 
aspects of risk in ledre umkm.
 Calculations with the AHP concept 
prioritize quality over quantity of keyper-
son. The keyperson is determined based 
on consideration due to his expertise who 
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is experienced and understands in the field 
of e-commerce, has experience in manag-
ing MSMEs so that he can provide knowl-
edge in the decision-making process, and 
has the ability to evaluate existing decision 
alternatives and give values to each prede-
termined criterion. The keyperson used in 
this research is as follows:

 The research steps include two 
main stages (Krisnanda Tiony et al., 2019). 
The first stage begins with a literature 
study, preparing questionnaires, collecting 
primary and secondary data and building 
an analytical hierarchy framework in accor-

dance with the Analytical Hierarchy Pro-
cess concept. The next step is to com-
plete the analytical hierarchy framework 
with alternatives. The process of identify-
ing several alternatives was carried out by 
preparing a questionnaire in the second 
stage. The results of the questionnaire 
were forwarded to experts as respondents 

(Mustofa  et al., 2023). Then the results 
of the questionnaire were analyzed using 
Saaty’s pairwise comparison scale. Fur-
thermore, in the comparison scale, the 
weight and consistency are calculated. If 
the consistency ratio value is <=10% then 

Sources: processed data, 2023

Table 1.
Key persons in the selection of e-commerce in Ledre MSMEs in 

Bojonegoro Regency

Table 2.
Analytical Hiererchy Process Framework
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the data processing results are valid, if the 
ratio value is >10% then it can be said to 
be invalid (S. A. Putri et al., 2023).
 After analyzing the data and pro-
ducing an assessment using level 1, level 
2, and level 3 criteria as alternative criteria, 
it is arranged according to the table shown 
in table 2.
 After obtaining the hierarchical 
structure, the next step is to create a pair-
wise comparison matrix. The calculation of 
the pairwise comparison matrix uses Saa-
ty’s basic scale of absolute numbers. The 
following is Saaty’s basic scale of absolute 
numbers:

 Furthermore, compiling question-
naire materials which were then given 
to lecturers as academics, the Office of 
Trade, Cooperatives and Micro Enterpris-
es of Bojonegoro Regency as the govern-
ment, several Ledre MSMEs in Bojone-
goro Regency as business people, and 
several commutas in Bojonegoro Regency. 
The analysis method used for selecting the 
right e-commerce for Ledre MSMEs in Bo-
jonegoro Regency is Analytical Hierarchy 
Process (AHP).
 
RESULTS AND DISCUSSION
 Micro, small and medium enter-
prises (MSMEs) play an important role 
in meeting the product needs of an area, 
even have a wider reach and their prod-
ucts can spread in various regions. Mar-
keting of MSME products cannot be sepa-
rated from digital technology (Dzulhaq et 
al., 2019). E-commerce is one of the digital 
marketing used by Ledre MSMEs in Bo-

jonegoro Regency. The large number of 
existing electronic commerce sites makes 
MSME players required to choose well the 
e-commerce site to be used. AHP is one of 
the decision support systems that can be 
used to compare e-commerce in Bojone-
goro Regency Ledre MSMEs. The results 
of data calculations and the preparation of 
an analytical hierarchy framework struc-
ture with the AHP concept to analyze the 
purpose of comparing e-commerce sites in 
supporting electronic commerce decision 
making as listed in table 4.

 Table 4 above shows that the Con-
sistency Ratio (CR) calculation should 
have a value of less than 0.1 or equivalent 
to 10% (CR ≤ 10%). Based on the results 
of the calculation, all data from the in-depth 
interviews with key people show consis-
tency because the Consistency Ratio (CR) 
value is less than 0.1 or 10% (CR ≤ 10%). 
Since consistency is assumed, the geo-
metric mean is calculated for each aspect. 
The priorities among the criteria obtained 
from six experts through questionnaires 
were converted and then aggregated. 
The following are the results of the priority 
weight calculation for each aspect in table 
5.
 From the results of calculating the 
priority weights for each aspect above, a 
ranking is obtained on the aspects that 
are prioritized for e-commerce in MSMEs. 
Based on the priority weights in Table 5. 
The results of the aspect ranking are 
shown in the following figure 1.

Table 3.
Fundamental Scale of Absolute Numbers
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 Based on the weighting results in 
Figure 1, it is obtained that the risk as-
pect is the aspect with the highest prior-
ity, namely 49.54%, the second priority is 
the payment system aspect with a priority 
weight of 26.64%, the third is the promo-
tion system aspect with a priority weight of 
20.26%, and the lowest priority weight is in 
the web design aspect, namely 3.55%. It 
can be interpreted that the most important 
aspect that needs attention in electronic 
commerce in Ledre MSMEs is the risk as-
pect. The data of the priority weight analy-
sis of the aspects of the support system in 
table 6.
 In Table 6. Through the AHP analy-
sis stage, the priority weights on the pro-
motion system aspects are known and the 
rankings are obtained which are then pre-
sented in the following percentage graph in 
figure 2.

 The results of the weighting of each 
criterion in the aspect of promotion system 
obtained the highest ranking of social me-
dia optimization with a weight of 33.84%, 
the second ranking of low-cost promotion 
25.82%, the third ranking of wide promo-
tional reach 22.58%, and the last ranking 
of product discounts and shipping costs 
17.76%. The weighting results for the pay-
ment system aspect in table 7.
 The table 7 is a calculation of the 
priority weight on the payment system as-
pect. Obtained rankings that are percent-
ages in figure 3.
 Hasil pembobotan masing-masing 
kriteria pada aspek sistem pembayaran 
diperoleh peringkat tertinggi pada kriteria 
cash on delivery 52,69%, transfer reken-
ing 29,12%, payment gateway 11,34% dan 
kartu kredit 6,86%. Perhitungan bobot pri-
oritas pada aspek desain web pada tabel 
8.

Source: Processed data, 2023

Table 4.
Consistency Ratio on Aspect Matrix, Criteria and Alternatives

Figure 1.
Result of Weighting on Each Aspect

        Source: Processed data, 2023
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 Based on the analysis that has 
been carried out, priority weights and rank-
ings are obtained in the web design aspect. 
The graph of the percentage calculation of 
priority weights on web design aspects in 
figure 4.
 The results of weighting each cri-
terion in the web design aspect obtained 
the highest ranking, namely easy to use 
40.76%, contact information 27.91%, prod-
uct info 21.34% and the lowest ranking is 
in web design 9.99%. Based on the results 
of data processing on risk aspects, the pri-
ority weights are obtained in the table 9. 
Weighting on the risk aspect obtained a 
ranking that is emphasized in figure 5.
 The results of weighting each cri-
terion in the risk aspect are obtained with 
the highest priority weight, namely legal 

protection 54.17%, electronic delivery 
22.57%, electronic transactions 16.29%, 
and the lowest weight is fraud 6.98%. The 
calculation of e-commerce comparison al-
ternatives is presented in the table 10.
 Based on the weighting that has 
been carried out on alternatives as a com-
parison of e-commerce, priority weights 
and rankings are obtained for each e-com-
merce. The percentage of ranking on alter-
natives in figure 6.
 The data on alternative criteria is 
displayed in Figure 6, indicating that Shop-
ee e-commerce ranks first with a weight of 
94.72%, followed by Tokopedia in second 
place with a weight of 3.95%, and Laza-
da in third place with a weight of 1.33%. 
Therefore, Shopee e-commerce is the 
most widely used and effective electronic 

Table 5.
Results of Priority Weight Calculation of Each Aspect

Sources: processed data, 2023

Table 6.
Results of Priority Weight Calculation of Each Aspect

Sources: processed data, 2023
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marketing application for Ledre MSMEs in 
Bojonegoro Regency.
Risk aspect
 The results of the analysis using 
the Analytical Hierarcy Process (AHP), 
obtained the main aspect that needs to be 
considered by Ledre MSMEs in using elec-
tronic marketing is the risk aspect. This is 
in line with research conducted by (Dewi 
Wahyuni, 2021), which shows that risk has 
a significant positive effect on consumer 
safety, but consumer safety has a signifi-
cant positive impact on their purchase in-
tention. The risk aspect has four criteria, 
namely electronic transactions, electronic 
delivery, fraud and legal protection. Based 
on the analysis using the AHP method, 
the most superior is legal protection. Le-
gal protection is very important to note in 
e-commerce transactions that are carried 
out through parties who do not meet each 

other face-to-face but remain connected 
through the internet network. (Saragih et 
al., 2023) states that e-commerce policies 
regulated in the ITE Law guarantee the 
protection and security of sellers, promot-
ers and customers in conducting business 
activities from e-commerce. To protect the 
parties in an internet sales contract, mer-
chants must comply with mutually agreed 
rules, as stipulated in article 25 of the ITE 
Law, which regulates the security of per-
sonal data between merchants and cus-
tomers, as well as providing the legal pro-
tection provided. It can be concluded that 
protection is an important aspect for busi-
ness people to consider in doing business 
on e-commerce platforms.
Payment system aspects 
 The payment system aspect is one 
of the important aspects that must be con-
sidered by MSMEs in electronic commerce.

Figure 2. 
Criteria Weighting Results on Promotion System Aspects

Table 7.
Calculation of Priority Weights for Environmental Conservation Criteria

    Sources: processed data, 2023
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The payment system aspects used in 
the comparison of e-commerce sites in 
MSMEs are pay on site, payment gate-
way, account transfer and credit card. The 
results of the AHP analysis show that the 
pay-on-site criteria are the most impor-
tant criteria in the payment system aspect. 
Payment systems with pay on the spot are 
in great demand today. In accordance with 
research conducted by (Hasan & Reza, 
2021), which states that after implement-
ing the on-site payment system, the Deal 
of The Day store succeeded in attracting 
many buyers. Most buyers prefer the pay-
on-site method when shopping at the Deal 
of The Day store. It is assumed that this 
kind of payment system will be in high de-
mand by buyers because it is easy to use 
with less risk of payment. Ledre MSMEs 
can use the same payment system to att-

ract buyers who use e-commerce with a 
payment system on the spot.
Aspects of the promotion system 
 Research conducted by (Parluhu-
tan & Setiawan, 2020), revealed that the 
promotion strategy variable has a positive 
and significant influence on the benefits of 
selling fashion MSMEs in the online mar-
ketplace. However, after analyzing using 
the AHP method, the promotional system 
aspect is only in rank 3, which means that 
the promotional system aspect is less con-
sidered in choosing the appropriate e-com-
merce for Ledre MSMEs. In the promotion 
system, the priority criterion is to optimize 
social media. (Prihadi & Susilawati’s re-
search, 2018)shows that promotion on so-
cial media has a significant effect on the 
marketing performance of traders. The use 
of advertising strategies through social me-

Figure 3.
Criteria Weighting Results on Payment System Aspects

Table 8.
Results of Priority Weight Calculation on Web Design Aspects

        Sources: processed data, 2023

        Sources: processed data, 2023
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dia can improve marketing performance. 
This is because by communicating through 
social media, the message conveyed will 
be widespread in a very short time and indi-
rectly influence the minds of consumers to 
realize that the product has been sent and 
sold. Through optimizing social media as 
an e-commerce promotion can also have 
an effect on the development of MSMEs, 
because the era of technology that makes 
digital users continue to grow, one of which 
is social media users, every day obtaining 
some information from social media.
Website design aspect
 The results of the study state that 
web design is an aspect that is not priori-
tized in the comparison of e-commerce in 
Ledre MSMEs. This is contrary to research 
conducted by (Yohanes et al. 2022), which 
resulted in the conclusion that the over-
all black box test results reached perfect 
agreement and concluded that the e-comm-

erce website design made was acceptable 
and had good functionality for users. In 
the analysis that has been done using the 
AHP concept, this website design aspect 
has four criteria, namely website design 
that can be accessed by mobile, easy to 
use, product info in the form of photos and 
videos, and contact information. Based on 
AHP calculations, the most superior crite-
rion in the aspect of website design is easy 
to use. A website that has an attractive ap-
pearance will be able to attract potential 
customers, but attractive is not enough be-
cause more and more new users will use 
the website if the website is easy to use 
and has various features that support their 
activities.
Alternative
 From the analysis that has been 
done, it is found that the alternative that 
gets the highest weight is Shopee e-com-
merce. This means that Shopee is the 

Figure 4.
Criteria Weighting Results on Web Design Aspects

        Sources: processed data, 2023

Table 9.
Results of Priority Weight Calculation on Risk Aspects

  Sources: processed data, 2023
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form of e-commerce that is most chosen 
as a top priority compared to Tokopedia 
and Lazada as an electronic trading site 
for Ledre MSMEs in Bojonegoro Regency. 
This is supported by research conducted 
by (Yuliah et al., 2021), which states that 
shopee makes it easier for MSME players 
to market products while making sales us-
ing their smartphones, thereby increasing 
market share and sales volume. The use 
of shopee e-commerce can be used as a 

policy by Ledre MSMEs in business devel-
opment in order to maximize ledre sales. 
The shopee electronic commerce system 
as a form of information technology ad-
vancement has many benefits, such as 
reducing interaction costs between buyers 
and sellers, simplifying interactions with-
out time and location restrictions, provid-
ing more alternatives, ease of advertising 
and ease of service delivery to consumers 
or customers without requiring large-scale 

Figure 5.
Results of Criteria Weighting on Risk Aspects

        Sources: processed data, 2023

Table 10.
Results of Priority Weight Calculation on Alternatives

  Sources: processed data, 2023

        Sources: processed data, 2023
Figure 6.

Results of Weighting on Alternative Criteria
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capital or investment.

CONCLUSIONS
 Based on conducted research, 
small and medium enterprises, especially 
Ledre MSMEs in Bojonegoro Regency, 
must be able to maximize the significant 
potential of electronic commerce. There 
are many types and advantages of e-
commerce. Therefore, this research has 
synthesized four AHP analysis criteria that 
highlight the benefits and types of elec-
tronic commerce as alternative options. 
According to the results of AHP hierarchi-
cal analysis and data processed with Mi-
crosoft Excel software, the most crucial 
factor of electronic commerce that is best 
suited for Ledre MSMEs is the risk aspect, 
which holds a weight of 49.54%. Other fac-
tors to be considered include optimizing 
social media, implementing pay-on-site 
payment systems, designing an easy-to-
use website, and addressing legal protec-
tion risks. Shopee dominates the online 
market with a priority weight of 94.72%, 
surpassing other entities like Tokopedia 
with a weight of only 3.95% and Lazada 
with 1.33%. Shopee’s e-commerce site is 
significantly superior when compared to 
the other two. Shopee appears to be the 
optimal choice for e-commerce and a prior-
ity for electronic commerce among Ledre 
MSMEs in Bojonegoro Regency. This is 
because the majority of the MSMEs in Bo-
jonegoro Regency specialize in producing 
specialty foods and sell their products in a 
conventional manner.
 The use of Shopee as an electronic 
commerce platform for Ledre MSMEs in 
Bojonegoro Regency is a suitable choice. 
The continuous increase in Shopee users 
every year demonstrates significant po-
tential for traders to expand their market 
reach. If the MSMEs can take advantage 
of this growing momentum on Shopee, it 
will be beneficial for the long-term trade 
of products from Ledre MSMEs in Bojo-
negoro Regency. The platform offers a 

potent solution, granting legal protection 
to both buyers and sellers in the digital 
marketplace, providing a sense of security 
and building trust between MSMEs and 
consumers. Shopee offers a user-friendly 
website simplifying the creation of online 
stores and marketing of products, even for 
those who may be less proficient in digi-
tal commerce. The presence of an instant 
payment system that simplifies the user 
experience has resulted in heightened us-
age and demand for the Shopee platform. 
Furthermore, Shopee offers an avenue for 
MSMEs to compete fairly within the digital 
economy.

REFERENCE
Al-Farrel, R. P., & Sri, Y. J. P. (2021). 

Game Theory Dalam Penentuan 
Strategi Pemasaran Optimal Dalam 
(Studi Kasus Persaingan E-Commerce 
Shopee dan Tokopedia). TIN : Terapan 
Informatika Nusantara, 2(2), 53–57.

Clausen, P. (2023). Towards the Industry 4.0 
agenda: Practitioners’ reasons why a 
digital transition of shop floor manage-
ment visualization boards is warranted. 
Digital Business, 3(2). https://doi.
org/10.1016/j.digbus.2023.100063

Damayanti, M. L. (2020). Teori Produksi. 
Jurnal UMSIDA.

Databoks. (2023, October 11). Tren 
Pengunjung E-Commerce Kuartal III 
2023, Shopee Kian Melesat. Kata-
data Media Network. https://databoks.
katadata.co.id/datapublish/2023/10/11/
tren-pengunjung-e-commerce-kuartal-
iii-2023-shopee-kian-melesat

Dewi Wahyuni, A. (2021). Kepercayaan dan 
Persepsi Risiko Terhadap Keamanan 
Konsumen dan Implikasinya Terhadap 
Minat Beli Konsumen di Marketplace 
Shopee Kota Jambi. Jurnal Manajemen 
Terapan Dan Keuangan (Mankeu), 
10(01).



Comparison of E-Commerce....... MediaTrend 18 (2) 2023 p.318-334

331

Dzulhaq, M. I., Sidik, A., & Ulhaq, D. A. 
(2019). Sistem Pendukung Keputusan 
Untuk Membandingkan Marketplace 
Terbaik Dengan Menggunakan Metode 
AHP Dan AHP. AJCSR [Academic Jour-
nal OfComputer Science Research], 
1(1), 13–22.

Firdaus, A., Habiba, C., & Prasetyia, F. 
(2022). Analisis Pengaruh Penerapan 
E-commerce Terhadap Pendapatan 
UMKM Di Masa Pandemi. Journal Of 
Development Economic and Social 
Studies, 1(3). https://doi.org/10.21776/
jdess

Ginting, D. B., & Nugraha, A. (2019). Analisis 
Faktor-faktor yang Mempengaruhi 
Kepuasan Pengguna Aplikasi Sakuku 
BCA. Media Informatika, 18(1).

Gustina, L., Novita, W., & Triadi, Y. (2022). 
Pengaruh E-Commerce Terhadap 
Peningkatan Pendapatan Usaha 
Mikro Kecil Dan Menengah Di Kota 
Padang. Jurnal Teknologi Dan Sistem 
Informasi Bisnis, 4(1), 152–161. https://
doi.org/10.47233/jteksis.v4i1.392

Hartini, S. (2020). Metode Analytical Hiear-
chy Process Pada Pemilihan Platform 
Website E-CommerceTerbaik Untuk 
Membangun Toko Online. Information 
System For Educators and Profession-
als, 4(2), 134–143.

Hasan, A., & Reza, T. S. (2021). Analisis 
Penerapan Sistem Pembayaran Cash 
On Delivery (COD) Untuk Meningkat-
kan Penjualan Bisnis Online Pada 
Aplikasi Marketplace Toko Deals Of 
The Day. Jurnal Administrasi Bisnis, 
1(2), 114–118. http://ojs.stiami.ac.id/
index.php/JUMABI

Hendiana, R., Fauzi, A., Permana, D. S., 
Zahra, F., & Ramadhona, H. (2022). 
Pengaruh Strategi Pemasaran, Peran 
Penggunaan E-commerce, Kepuasan 
Konsumen Terhadap Volume Penjualan 
UMKM Pada Masa Pandemi Covid-19. 

Jurnal Akutansi Dan Manajemen Bisnis 
(JAMAN), 2(3).

Jayanti, E., & Karnowati, N. B. (2023). Digi-
talisasi UMKM dan Literasi Keuangan 
untuk Keberlanjutan UMKM di Kabu-
paten Cilacap. Kajian Bisnis Sekolah 
Tinggi Ilmu Ekonomi Widya Wiwaha, 
31(1), 51–64. https://doi.org/10.32477/
jkb.v31i1.504

Jaya, U. A., & Raya, A. N. (2022). Pengaruh 
E-Commerce dan Media Sosial Terha-
dap Penjualan UMKM Di Era Pandemi 
(Studi Kasus Desa Cibolang). Jurnal 
Valuasi: Jurnal Ilmiah Ilmu Manajemen 
Dan Kewirausahaan, 2(1). https://doi.
org/10.46306/vls.v2i1

Kalalo, I. M. C., & Kindangen, P. (2022). 
Analytical Hierarchy Process Approach 
On E-Commerce Purchase Desicion 
(Case Study: Bukalapak, Tokopedia, 
Shopee). Saerang 521 Jurnal EMBA, 
10(2), 521–530.

Krisnanda Tiony, R., Hendrakusma Wardani, 
N., & Afirianto, T. (2019). Sistem Pen-
dukung Keputusan Pemilihan Produk 
Promo Dengan Menggunakan Metode 
Analytical Hierarchy Process-Simple 
Additive Weighting (AHP-SAW) (Studi 
Kasus : Geprek Kak Rose). Jurnal 
Pengembangan Teknologi Informasi 
Dan Ilmu Komputer, 3(9), 8413–8422. 
http://j-ptiik.ub.ac.id

Limanseto, H. (2022, October 1). Perkem-
bangan UMKM sebagai Critical 
Engine Perekonomian Nasional Terus 
Mendapatkan Dukungan Pemerintah. 
Kementerian Koordinator Bidang Per-
ekonomian. https://www.ekon.go.id/
publikasi/detail/4593/perkembangan-
umkm-sebagai-critical-engine-pereko-
nomian-nasional-terus-mendapatkan-
dukungan-pemerintah

Lismula, R. J. A. (2022a). Analisis Pengaruh 
E-Commerce terhadap Perkembangan 
Usaha Mikro Kecil dan Menengah 



Mahaneny Dian Alfika, et al. MediaTrend 18 (2) 2023 p.318-334

332

(UMKM) di Provinsi Nusa Tenggara 
Barat. Journal of Finance and Busi-
ness Digital, 1(2), 107–118. https://doi.
org/10.55927/jfbd.v1i2.1264

Lismula, R. J. A. (2022b). Analisis Pengaruh 
E-Commerce terhadap Perkembangan 
Usaha Mikro Kecil dan Menengah 
(UMKM) di Provinsi Nusa Tenggara 
Barat. Journal of Finance and Busi-
ness Digital, 1(2), 107–118. https://doi.
org/10.55927/jfbd.v1i2.1264

Magdalena, H. (2018). Komparasi Model 
E-Commerce UKM Bangka Belitung 
dengan Analytical Hierarchy Process 
(AHP). Jurnal SIMETRIS, 9(1), 
426–442.

Mahuda, I., Cendana Kusuma, A., & Meilisa, 
R. (2021). Pengenalan dan Pandamp-
ingan Pemanfaatan Marketplace 
E-Commerce Bagi Pelaku UMKM di 
Kelurahan Lialang-Serang. Indonesian 
Journal of Engagement, Community 
Services, Empowerment and Develop-
ment, 1(1). https://doi.org/10.53067/
ijecsed

Mashuri, I. B., & Dermawan, R. (2022). The 
Effect Of Customer Satisfaction And 
Loyalty On Brand Equity Shopee. Man-
agement Studies and Entrepreneurship 
Journal, 3(4), 2378–2386. http://journal.
yrpipku.com/index.php/msej

Mokodompit, H. Y., Lapian, S. L. H. V. J., 
& Roring, F. (2022). Effect Of Online 
Customer Rating, Cash On Delivery 
Payment System and Online Customer 
Review On Purchase Desicions at 
Tiktok Shop (Study OB Student and 
Alumni Equil Choir FEB UNSRAT). 
Jurnal EMBA, 10(3).

Mustofa, F. U. C., Listyo Wibowo, A., 
Saraswati, S., & Puteri, F. R. A. (2023). 
Sistem Pendukung Keputusan Dengan 
Menggunakan Metode Analytical Hier-
archy Process (AHP) Untuk Pemilihan 
E-Wallet. Jurnal Manajemen Informa-

tika, Sistem Informasi, Dan Teknologi 
Komputer, 2(1), 142. www.ojs.amiklps.
ac.id

Nasution, U. A., Harahap, E., & Rafika, 
M. (2022). Pengaruh Harga, Ulasan 
Produk, dan Sistem Pembayaran 
COD Terhadap Keputusan Pembelian 
di Shopee (Studi Kasus Mahasiswa 
FEB-ULB). Journal of Business and 
Economics Research (JBE), 3(2), 
58–63. https://doi.org/10.47065/jbe.
v3i2.1672

Oktapiani, R., Subakti, R., Azhar, M., Sandy, 
L., Gladys, D., Kartika, T., & Firdaus, D. 
(2020). Penerapan Metode Analytical 
Hierarchy Process (AHP) Untuk Pe-
milihan Jurusan di SMK Doa Bangsa 
Palabuhanratu. Jurnal Swabumi, 8(2), 
106–113.

Parluhutan, H. V., & Setiawan, A. H. (2020). 
Pengaruh Modal, Pengalaman Usaha, 
Strategi Promosi dan Pendidikan 
Terhadap Keuntungan Pelaku UMKM 
Fashion pada Marketplace Online di 
Kota Semarang. Diponegoro Journal 
Of Economics, 9(3), 38–49. http://
ejournal-s1.undip.ac.id/index.php/jme

Prihadi, D., & Susilawati, A. D. (2018). 
Pengaruh Kemampuan E-Commerce 
dan Promosi di Media Sosial Terhadap 
Kinerja Pemasaran. BENEFIT Jurnal 
Manajemen Dan Bisnis, 3(1), 15–20.

Putri, D. I., Puspitasari, M., & Maghfira, R. 
El. (2022). E-Commerce Application 
Service Analysis (Shopee, Lazada, 
Tokopedia). https://www.researchgate.
net/publication/361184773

Putri, S. A., Muslinawati, R., & Susilo, J. H. 
(2023). Analytic Hierarchy Process: 
Strategi Peningkatan Kinerja UMKM 
Batik di Kabupaten Bojonegoro. 
Jurnal Ilmiah Universitas Batanghari 
Jambi, 23(2), 2251–2259. https://doi.
org/10.33087/jiubj.v23i2.3464



Comparison of E-Commerce....... MediaTrend 18 (2) 2023 p.318-334

333

Rahmadani, S. (2017). Pengaruh Faktor-
faktor Produksi Padi Terhadap Pening-
katan Pendapatan Petani Di Kecamatan 
Turikale Kabupaten Maros. Universitas 
Islam Negeri Alauddin Makassar.

Saaty, T. L., & Vargas, L. G. (2012). Models, 
Methods, Concepts & Applications of 
the Analytic Hierarchy Process (2nd 
ed., Vol. 175). Springer US. https://doi.
org/10.1007/978-1-4614-3597-6

Sahlan, M. F. F., & SAS, A. (2022). Evalu-
asi Faktor Kesuksesan E-Commerce 
Menggunakan Fuzzy Analytical Hierar-
chy Proces. Techno Xplore Jurnal Ilmu 
Komputer Dan Teknologi Informasi, Vol. 
7(No: 2), 87–94.

Saragih, A. E., Bagaskara, M. F., & Mulyadi. 
(2023). Civilia : PERLINDUNGAN 
HUKUM TERHADAP KONSUMEN 
DALAM TRANSAKSI E-COMMERCE. 
Civilia: Jurnal Kajian Hukum Dan Pen-
didikan Kewarganegaraan, 2(2). http://
jurnal.anfa.co.id

Setiawan, Y. (2023). Digitalisasi UMKM me-
lalui E-Commerce sebagai Peningkatan 
Pendapatan Nasional. Jurnal Manaje-
men USNI, 7(2). https://doi.org/https://
doi.org/10.54964/manajemen.v7i2.250

Supriyok, K. (2020). Pengaruh Bauran 
Promosi Terhadap Volume Penjualan 
(Studi Pada UMKM “Kedai Hijau Coco” 
Pasuruan). Jurnal Ilmiah Ilmu Ekonomi 
Dan Bisnis (ECOBUSS), 8(2).

Surur, M. (2021). Teori Produksi Imam 
al-Ghazali & Ibnu Khaldun Perspektif 
Maqashid al-Syari’ah. Istidlal: Jurnal 
Ekonomi Dan Hukum Islam, 5(1), 
12–23. https://doi.org/10.35316/istidlal.
v5i1.307

Suryana, A. T. (2022). Teori Produksi. 
https://www.researchgate.net/publica-
tion/361025527

Tiandra, N., Hambali, D., & Rosalina, N. 
(2019). The Effect of E-Commerce on 

MSME’s Performance Improvement 
(Case Study on MSME’s in Sumbawa 
District). Jurnal Ekonomi Dan Bisnis 
Indonesia (JEBI), 4(1).

Tolstoy, D., Nordman, E. R., & Vu, U. (2022). 
The indirect effect of online marketing 
capabilities on the international perfor-
mance of e-commerce SMEs. Interna-
tional Business Review, 31(3). https://
doi.org/10.1016/j.ibusrev.2021.101946

Tran, L. T. T. (2021). Managing the effec-
tiveness of e-commerce platforms in 
a pandemic. Journal of Retailing and 
Consumer Services, 58. https://doi.
org/10.1016/j.jretconser.2020.102287

Utami, N., & Syahbudi, M. (2022). Penga-
ruh E-commerce dan Inovasi Produk 
Dalam Meningkatkan Penjualan UMKM 
(Studi Kasus: UMKM Kota Binjai). Jurnal 
Masharif Al-Syariah: Jurnal Ekonomi 
Dan Perbankan Syariah, 7(4). https://
doi.org/10.30651/jms.v7i4.13223

Witro, D., Nurjaman, M. I., Ayu, D., & 
Al-Rasyid, C. S. (2021). Kontestasi 
Marketplace di Indonesia pada Era 
Pandemi: Analisis Strategi Promosi To-
kopedia, Shopee, Bukalapak, Lazada, 
dan Blibli dalam Pemulihan Ekonomi 
Nasional. OIKONOMIKA : Jurnal Kajian 
Ekonomi Dan Keuangan Syariah, 2(2).

Yohanes, J., Rahasomar, S., & Hamdani, 
D. (2022). E-Commerce Web Design 
to Improve Marketing and Sales for 
Micro Small and Medium Enterprises 
During the Covid-19 Pandemic (Case 
study: Rokusan Addict’s). JTKSI (Ju-
rnal Teknologi Komputer Dan Sistem 
Informasi, 5(2), 133–141. http://ojs.
stmikpringsewu.ac.id/index.php/jtksi

Yuliah, Kartika, R., & Fauji, A. (2021). 
Promosi Penjualan UMKM “Keripik 
Singkong JAJALON” melalui Market-
place Shopee. Indonesian Journal of 
Engagement, Community Services, 
Empowerment and Development, 1(1). 



Mahaneny Dian Alfika, et al. MediaTrend 18 (2) 2023 p.318-334

334

https://doi.org/10.53067/ijecsed


