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ABSTRACT  

This study examines the impact of Digital Entrepreneurship, E-Commerce Utilization, and Product Branding 

on MSME Customer Loyalty in West Java. A quantitative approach was employed with a sample of 200 MSME 

owners and customers, using a Likert scale (1-5) for data collection and Structural Equation Modeling - Partial 

Least Squares (SEM-PLS) for analysis. The results reveal that all three factors significantly influence customer 

loyalty, with E-Commerce Utilization having the strongest effect followed by Digital Entrepreneurship and 

Product Branding. These findings suggest that MSMEs that leverage digital platforms, adopt innovative 

business models, and establish strong brands are more likely to enhance customer satisfaction and loyalty. 

The study underscores the importance of integrating digital tools, e-commerce strategies, and branding in 

MSME operations to foster long-term customer relationships and competitiveness in the market. 
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1. INTRODUCTION 

The rapid advancement of digital technologies has significantly transformed the landscape 

for Micro, Small, and Medium Enterprises (MSMEs) in Indonesia, enhancing their competitiveness 

and sustainability. Key digital trends such as e-commerce utilization, digital entrepreneurship, and 

product branding are pivotal in shaping customer experiences and influencing purchasing 

behaviors, ultimately affecting customer loyalty. E-commerce adoption has been shown to enhance 

MSME performance by improving information management, which is crucial for sustainability [1], 

[2]. Despite its benefits, many MSMEs struggle to fully leverage e-commerce due to limited 

knowledge and resources [1]. Digital transformation, including the use of social media and 

management information systems, positively impacts MSME performance, with a notable increase 

in revenue and market reach [3]. High internet access and digital literacy are essential for successful 

technology adoption, which in turn supports MSME growth [3]. Effective digital marketing 

strategies are vital for MSMEs to create markets and integrate into global supply chains, enhancing 

their competitive edge [4]. Financial literacy also plays a critical role in enabling MSMEs to navigate 

the digital economy successfully [5]. 

E-commerce serves as a transformative platform for Micro, Small, and Medium Enterprises 

(MSMEs), enabling them to expand their reach and enhance operational efficiency. By leveraging 

digital tools, MSMEs can improve visibility, streamline processes, and adapt to market changes. E-

commerce adoption significantly enhances MSME performance by improving information 

management and operational efficiency [1]. Despite its benefits, only 13% of MSMEs in Jakarta utilize 

e-commerce, indicating a need for increased digital literacy and training [6]. Successful e-commerce 

implementation can lead to increased sales and innovation in products and services [7]. Digital 
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marketing is essential for MSMEs to boost competitiveness, particularly for local products facing 

market challenges [6], [8]. Training and mentoring programs are crucial for developing the necessary 

skills to effectively utilize digital marketing strategies [8]. Strong branding fosters trust and 

emotional connections with customers, enhancing loyalty and differentiating MSMEs in competitive 

markets [8]. 

The integration of digital tools and strategies among Micro, Small, and Medium Enterprises 

(MSMEs) in West Java is crucial for their growth and competitiveness. However, many MSMEs face 

significant challenges in adopting e-commerce and digital entrepreneurship. A major barrier is the 

low level of digital literacy among MSME owners, which hampers their ability to utilize e-commerce 

platforms effectively [6]. Furthermore, many MSMEs lack the necessary resources, including 

financial support and technological infrastructure, to transition to digital platforms [9]. Additionally, 

the pressure from larger competitors can discourage MSMEs from investing in digital strategies, as 

they may feel unable to compete [10]. To overcome these challenges, initiatives like the Paguyuban 

in Bekasi provide essential support through mentorship and training, facilitating digital marketing 

transformation [11], [12], while structured training and mentoring can significantly enhance digital 

literacy and encourage e-commerce adoption among MSMEs [6]. This study seeks to explore the 

impact of these three factors—e-commerce utilization, digital entrepreneurship, and product 

branding—on MSME customer loyalty in West Java. The purpose of this research is to identify and 

analyze the relationships between e-commerce adoption, digital entrepreneurship, product 

branding, and customer loyalty in MSMEs. 

 

2. LITERATURE REVIEW  

2.1 E-Commerce Utilization 

E-commerce has significantly transformed the operations of micro, small, and 

medium enterprises (MSMEs), enhancing customer interactions and expanding market 

access. The adoption of e-commerce strategies boosts customer acquisition, product 

visibility, revenues, and operational efficiency. E-commerce enables MSMEs to reach 

broader, including international, markets, with revenue increases of up to 30% in online 

sales [13]. The shift to mobile commerce is crucial, as many purchases are now made 

via mobile devices, highlighting the need for a mobile-friendly presence [14]. Digital 

marketing tools such as social media and email marketing increase customer 

engagement and loyalty [13], while e-commerce platforms provide valuable customer 

data for tailored offerings [15]. However, challenges like limited digital literacy, 

cybersecurity risks, and investment costs hinder MSMEs from fully leveraging e-

commerce [13], [16], [17]. In regions like West Java, these barriers prevent MSMEs from 

maximizing e-commerce benefits, underscoring the need for targeted support and 

training [1]. 

2.2 Digital Entrepreneurship 

Digital entrepreneurship plays a pivotal role in enhancing the performance of 

Micro, Small, and Medium Enterprises (MSMEs) by leveraging digital technologies to 

innovate and engage customers, fostering scalability and improving operational 

efficiency. This approach encourages the development of innovative business models, 

allowing MSMEs to differentiate themselves in the market [18], and the integration of 
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digital tools enhances the ability to create scalable solutions, crucial for growth [19], 

[20]. Online platforms facilitate direct interaction with customers, helping MSMEs build 

strong brand identities and improve customer satisfaction [18], [21], while effective 

digital marketing strategies enhance customer relationship management (CRM), 

leading to increased sales and loyalty [22]. In regions like West Java, government 

initiatives are vital for promoting digital entrepreneurship among MSMEs [20], 

although the success of these initiatives depends on MSMEs' willingness to adapt to 

technological advancements and evolving consumer preferences [23]. This study 

explores the impact of digital entrepreneurship on customer loyalty in West Java 

MSMEs. 

2.3 Product Branding 

Product branding is essential for Micro, Small, and Medium Enterprises (MSMEs) 

to establish a unique identity and foster consumer loyalty in competitive markets. 

Effective branding strategies not only enhance product appeal but also communicate 

core values and create emotional connections with consumers. Branding helps MSMEs 

stand out against larger competitors by creating a distinct identity [24], [25]. A strong 

brand fosters trust and loyalty, which are crucial for customer retention [26]. Effective 

branding strategies, including visual elements and messaging, improve market 

positioning and competitive advantage [27]. However, many MSMEs face challenges 

such as limited financial and human resources, which hinder their branding efforts [24]. 

Additionally, building brand awareness in crowded markets requires innovative 

strategies, such as social media engagement [25], [28]. 

2.4 Customer Loyalty 

Customer loyalty is crucial for the sustainability and growth of Micro, Small, and 

Medium Enterprises (MSMEs), especially in West Java. It is influenced by product 

quality, customer service, and brand image, with digital tools enhancing loyalty 

through personalized experiences and consistent communication. High-quality 

products increase satisfaction and loyalty [29]. Effective service delivery, including 

responsiveness, significantly impacts retention [29], [30], while a strong brand fosters 

trust and emotional connections [31] Digital tools for personalized marketing boost 

customer experiences and loyalty [32]. MSMEs can enhance loyalty by adopting 

customer-centric approaches, using e-commerce platforms to reach wider audiences, 

and developing loyalty programs to encourage repeat purchases [32], [33].  

2.5 Theoretical Framework 

This study is grounded in the Theory of Planned Behavior (Ajzen, 1991), which 

suggests that attitudes, subjective norms, and perceived behavioral control influence an 

individual's intention to perform a behavior, such as loyalty. The integration of e-

commerce utilization, digital entrepreneurship, and product branding in this study 

aligns with the Theory of Reasoned Action (Fishbein & Ajzen, 1975), which posits that 

customer loyalty is influenced by both cognitive and emotional factors shaped by the 

overall brand experience. Based on this theoretical foundation, it is hypothesized that: 

1) e-commerce utilization positively impacts customer loyalty by enhancing 

accessibility, engagement, and satisfaction; 2) digital entrepreneurship fosters customer 
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loyalty by driving innovation, improving business adaptability, and enhancing 

customer experiences; and 3) product branding strengthens customer loyalty by 

creating emotional connections, building trust, and differentiating the business in the 

market. 

The conceptual framework for this study posits that e-commerce utilization, digital 

entrepreneurship, and product branding contribute to customer loyalty in MSMEs. 

These relationships are examined through a quantitative approach, using SEM-PLS to 

assess direct and indirect effects. This framework serves as the basis for understanding 

the dynamics between digital transformation and customer loyalty within the context 

of MSMEs in West Java. 

 

 
Figure 1. Conceptual Framework 

 

3. METHODS  

3.1 Research Design 

This study employs a quantitative research design to examine the relationships between e-

commerce utilization, digital entrepreneurship, product branding, and customer loyalty in MSMEs. 

A quantitative approach is suitable because it allows for the collection of numerical data that can be 

statistically analyzed to determine the strength and significance of the relationships among the 

variables. The research follows a cross-sectional design, where data is collected at a single point in 

time from a sample of MSMEs in West Java. 

3.2 Population and Sample 

The population for this study consists of MSMEs operating in various sectors within West 

Java, chosen due to its significant number of MSMEs and its importance in Indonesia's economy. 

According to the Indonesian Ministry of Cooperatives and Small and Medium Enterprises (2023), 

West Java has one of the highest concentrations of MSMEs in the country. To ensure the sample is 

representative of the broader population, stratified random sampling will be used, with stratification 

based on business sectors (e.g., retail, manufacturing, services) to ensure diversity. The final sample 

consists of 200 MSMEs, deemed sufficient to provide reliable statistical results while minimizing 
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sampling error. This sample size meets the requirements for Structural Equation Modeling (SEM), 

which necessitates a minimum sample size of 200 for stable and valid results [34]. 

3.3 Data Collection 

The data for this study will be collected through a survey questionnaire distributed to MSME 

owners or managers in West Java, administered both online and offline to ensure accessibility for 

businesses with varying levels of digital engagement. The survey will include questions related to 

the three key independent variables: e-commerce utilization, digital entrepreneurship, and product 

branding, as well as the dependent variable, customer loyalty. All items will be measured using a 

Likert scale ranging from 1 to 5, where 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 

and 5 = Strongly Agree. This scale allows respondents to express their level of agreement with each 

statement, ensuring that the data collected is quantitative and suitable for statistical analysis. 

3.4 Data Analysis 

The data collected will be analyzed using Structural Equation Modeling (SEM) with PLS-3 

software, a powerful technique for testing complex relationships among multiple variables. The PLS-

SEM approach is particularly useful for small to medium-sized samples and data that may not follow 

a normal distribution, common in behavioral research (Hair et al., 2017). The analysis will follow two 

main steps: first, the measurement model will be evaluated for reliability and validity, including 

internal consistency reliability using composite reliability (CR) and Cronbach’s alpha, convergent 

validity through Average Variance Extracted (AVE), and discriminant validity using the Fornell-

Larcker criterion and cross-loadings. Second, the structural model will be tested to evaluate 

relationships between e-commerce utilization, digital entrepreneurship, product branding, and 

customer loyalty. Path coefficients (β) will assess the strength and direction of these relationships, 

R-squared (R²) will evaluate predictive power, T-statistics will determine the significance of path 

coefficients using bootstrapping (5000 samples), effect sizes (f²) will measure the magnitude of each 

predictor’s impact, and predictive relevance (Q²) will assess the model's ability to predict 

endogenous variables using the blindfolding procedur. 

 

4. RESULTS AND DISCUSSION  

4.1 Demographic Sample 

The sample for this study consisted of 200 MSME owners and managers in West Java, 

Indonesia, who were surveyed about their use of e-commerce, digital entrepreneurship practices, 

product branding, and customer loyalty. The gender distribution was 60% male and 40% female, 

with a majority of respondents in the 30-39 years (35%) and 40-49 years (30%) age groups, indicating 

relatively experienced business owners. The educational background showed that 50% of 

respondents held a Bachelor's degree, while 45% were involved in retail businesses, especially those 

utilizing e-commerce. Most businesses had been operating for 4-6 years (35%) and generated a 

monthly revenue of IDR 50 million - IDR 100 million (30%). In terms of technology adoption, 50% of 

respondents used intermediate digital tools, such as e-commerce platforms and CRM software. 

Geographically, 40% of respondents were from Bandung, reflecting the concentration of MSMEs in 

urban areas with better access to digital infrastructure. 

4.2 Measurement Model 

The measurement model evaluates the reliability and validity of the constructs (latent 

variables) in this study. The primary indicators of the measurement model are E-Commerce 

Utilization (ECU), Digital Entrepreneurship (DEP), Product Branding (PDB), and MSME Customer 

Loyalty (MCL). For each of these constructs, the model utilizes multiple items to measure the 

underlying constructs, and their validity is assessed through loading factors, Cronbach's alpha, 

composite reliability (CR), and average variance extracted (AVE). 
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Table 1. Measurement Model 

Variable Code 
Loading 

Factor 

Cronbach’s 

Alpha 

Composite 

Reliability 

Average Variant 

Extracted 

E-Commerce 

Utilization 

ECU.1 0.851 

0.881 0.918 0.737 
ECU.2 0.900 

ECU.3 0.847 

ECU.4 0.835 

Digital 

Entrepreneurship 

DEP.1 0.827 

0.894 0.922 0.704 

DEP.2 0.841 

DEP.3 0.864 

DEP.4 0.881 

DEP.5 0.778 

Product Branding 

PDB.1 0.852 

0.837 0.889 0.669 
PDB.2 0.744 

PDB.3 0.826 

PDB.4 0.844 

MSME Customer 

Loyalty 

MCL.1 0.818 

0.897 0.918 0.617 

MCL.2 0.822 

MCL.3 0.701 

MCL.4 0.745 

MCL.5 0.723 

MCL.6 0.879 

MCL.7 0.794 

Source: Data Processing Results (2024) 

The measurement model for the study constructs shows strong reliability and validity. E-

Commerce Utilization (ECU) was measured with four items, with loading factors between 0.835 and 

0.900, and demonstrated good internal consistency (Cronbach’s Alpha = 0.881, CR = 0.918, AVE = 

0.737). Digital Entrepreneurship (DEP), assessed with five items, had loading factors between 0.778 

and 0.881, and high reliability (Cronbach’s Alpha = 0.894, CR = 0.922, AVE = 0.704). Product Branding 

(PDB) had four items, with loading factors from 0.744 to 0.852, showing adequate reliability 

(Cronbach’s Alpha = 0.837, CR = 0.889, AVE = 0.669). MSME Customer Loyalty (MCL) was measured 

with seven items, showing excellent reliability (Cronbach’s Alpha = 0.897, CR = 0.918, AVE = 0.617). 

All constructs met or exceeded the required thresholds for reliability and validity, confirming the 

model’s suitability for analyzing the relationships in the study. 

4.3 Discriminant Validity (HTMT) 

Discriminant validity refers to the degree to which a construct is distinct from other 

constructs in the model, and one method to assess it is the Heterotrait-Monotrait Ratio (HTMT). The 

HTMT is considered a more robust criterion as it compares the correlations between constructs to 

ensure they are not too highly correlated, indicating they are distinct. If the HTMT value exceeds 

0.85, it suggests that discriminant validity may be at risk, implying the constructs are not sufficiently 

distinct. A HTMT value greater than 0.90 indicates a more severe issue with discriminant validity. 

Table 2. Discriminant Validity 
 DEP ECU MCL PDB 

Digital Entrepreneurship     

E-Commerce Utilization 0.776    

MSME Customer Loyalty 0.804 0.829   

Product Branding 0.739 0.733 0.729  
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Source: Data Processing Results (2024) 

All the HTMT values in the current model are below the 0.85 threshold, with the highest 

value being 0.829 (between E-Commerce Utilization and MSME Customer Loyalty). Since none of 

the values exceed the critical threshold, discriminant validity is confirmed. This suggests that the 

constructs in the model—Digital Entrepreneurship, E-Commerce Utilization, MSME Customer 

Loyalty, and Product Branding—are sufficiently distinct from one another and do not overlap to the 

extent that would cause concerns about their unique contributions to the model. 

 
Figure 2. Model Results 

Source: Data Processed by Researchers, 2024 

4.4 Model Fit 

Model fit refers to how well the proposed model aligns with the actual data. In Structural 

Equation Modeling (SEM), various indices are used to evaluate model fit. These indices assess how 

well the theoretical model fits the observed data. For this study, several fit indices were calculated 

for both the Saturated Model (the model with the most parameters) and the Estimated Model (the 

model with estimated parameters based on the data). Below are the key fit indices for the model: 

Table 3. Model Fit Results Test 
 Saturated Model Estimated Model 

SRMR 0.094 0.094 

d_ULS 1.860 1.860 

d_G 1.478 1.478 

Chi-Square 813.821 813.821 

NFI 0.652 0.652 

Source: Process Data Analysis (2024) 

The model fit is evaluated using several indices. The Standardized Root Mean Square 

Residual (SRMR) value is 0.094 for both the Saturated and Estimated Models, slightly above the ideal 

threshold of 0.08 but within the acceptable range (0.08–0.10), indicating a reasonable fit. The d_ULS 

value of 1.860, reflecting the distance between observed and predicted covariance matrices, suggests 
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a stable model fit, although a lower value would be preferred. Similarly, the d_G value of 1.478 

indicates a moderate fit between the observed and predicted data. The Chi-Square value of 813.821 

is significant, as expected with the large sample size (200), but it should not be relied on in isolation 

for model assessment. The Normed Fit Index (NFI) for both models is 0.652, below the recommended 

threshold of 0.90, suggesting some room for improvement in model fit. Overall, while the model 

demonstrates an acceptable fit, improvements could be made, particularly in terms of the NFI and 

SRMR values. 

Table 4. Coefficient Model 
 R Square Q2 

MSME Customer Loyalty 0.712 0.507 

Source: Data Processing Results (2024) 

In Structural Equation Modeling (SEM), both R-Square (R²) and Q² are key indicators for 

evaluating the explanatory power and predictive relevance of the model. The R² value for MSME 

Customer Loyalty (MCL) in this study is 0.712, meaning that the model explains 71.2% of the variance 

in MSME customer loyalty, which is considered a strong explanatory power. Generally, R² values of 

0.25, 0.50, and 0.75 or higher indicate weak, moderate, and strong explanatory power, respectively, 

with 0.712 indicating that the predictors, such as Digital Entrepreneurship, E-Commerce Utilization, 

and Product Branding, significantly influence customer loyalty in MSMEs. On the other hand, the 

Q² value for MSME Customer Loyalty is 0.507, which is considered moderate to strong in terms of 

predictive relevance. A Q² value greater than 0 suggests that the model has predictive relevance, and 

a value of 0.507 indicates that the model is effective in predicting the variation in MCL, offering 

valuable insights into how MSMEs can enhance customer loyalty through the identified factors. 

4.5 Hypothesis Testing 

Hypothesis testing in Structural Equation Modeling (SEM) is a critical step in determining 

the relationships between variables. This involves assessing the path coefficients to evaluate whether 

the relationships between independent variables (predictors) and the dependent variable are 

statistically significant. The results from the hypothesis testing provide insights into the strength and 

significance of the relationships. 

Table 5. Hypothesis Testing 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics P Values 

Digital Entrepreneurship -> 

MSME Customer Loyalty 
0.470 0.464 0.088 4.059 0.002 

E-Commerce Utilization -> MSME 

Customer Loyalty 
0.608 0.616 0.075 8.051 0.000 

Product Branding -> MSME 

Customer Loyalty 
0.385 0.383 0.073 2.157 0.004 

Source: Process Data Analysis (2024) 

The path analysis results for the study indicate significant positive impacts of Digital 

Entrepreneurship, E-Commerce Utilization, and Product Branding on MSME Customer Loyalty. The 

path coefficient between Digital Entrepreneurship (DEP) and MSME Customer Loyalty (MCL) is 

0.470, suggesting a positive effect, with a T Statistic of 4.059 (greater than 1.96) and a P-Value of 0.002, 

confirming statistical significance. Similarly, the path coefficient between E-Commerce Utilization 

(ECU) and MSME Customer Loyalty (MCL) is 0.608, indicating a strong positive relationship, with a 

T Statistic of 8.051 and a P-Value of 0.000, both showing high significance. Lastly, the path coefficient 
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between Product Branding (PDB) and MSME Customer Loyalty is 0.385, with a T Statistic of 2.157 

and a P-Value of 0.004, also confirming a statistically significant positive effect. These results support 

the conclusion that each factor—Digital Entrepreneurship, E-Commerce Utilization, and Product 

Branding—significantly contributes to enhancing customer loyalty within MSMEs. 

Discussion 

The primary aim of this study was to investigate the impact of Digital Entrepreneurship, E-

Commerce Utilization, and Product Branding on MSME Customer Loyalty in West Java. The findings 

provide valuable insights into how these factors influence customer loyalty in MSMEs and 

emphasize the role of modern business practices in fostering customer relationships.  

1. The Role of Digital Entrepreneurship 

The findings suggest that Digital Entrepreneurship has a significant positive effect on MSME 

Customer Loyalty, with a path coefficient of 0.470 and a p-value of 0.002, confirming the statistical 

significance of the relationship. This supports the hypothesis that digital entrepreneurship practices 

contribute to enhancing customer loyalty, aligning with previous studies that emphasize the 

importance of digital innovation in modern business strategies [24], [35], [36]. Digital 

entrepreneurship involves leveraging digital technologies, such as online platforms, digital 

marketing, and e-commerce, to create new business models and engage customers more effectively. 

For MSMEs in West Java, digital entrepreneurship enables businesses to adapt to the evolving 

marketplace, improve operational efficiency, and connect with customers in personalized ways. By 

utilizing digital tools, MSMEs can enhance customer service, streamline communication, and offer 

tailored products or services, which boosts customer satisfaction and fosters long-term loyalty. This 

finding highlights the crucial role of digital transformation in helping MSMEs remain competitive in 

an increasingly dynamic business environment. 

2. The Influence of E-Commerce Utilization 

The most significant relationship found in this study was between E-Commerce Utilization 

and MSME Customer Loyalty. The path coefficient of 0.608 and the extremely low p-value of 0.000 

indicate a strong and statistically significant effect of e-commerce on customer loyalty. This result 

highlights the growing importance of e-commerce platforms as a critical tool for business growth 

and customer retention. 

E-commerce enables MSMEs to reach a broader audience, reduce geographical limitations, 

and improve customer convenience. For instance, MSMEs can offer 24/7 access to their products or 

services, provide easy and secure payment options, and streamline the purchasing process. This 

convenience, combined with personalized customer interactions through digital channels, leads to 

enhanced customer satisfaction, fostering loyalty. This finding aligns with prior research suggesting 

that e-commerce not only increases sales but also strengthens customer relationships by offering 

greater accessibility and convenience [37], [38]. The strong positive effect of e-commerce utilization 

emphasizes its central role in improving customer experiences, particularly for MSMEs that may 

have limited physical reach or resources. 

3. The Impact of Product Branding 

The relationship between Product Branding and MSME Customer Loyalty was also found 

to be statistically significant, with a path coefficient of 0.385 and a p-value of 0.004. Although this 

effect is slightly weaker than that of E-Commerce Utilization, it is still an important factor in fostering 

customer loyalty. This result suggests that a strong product brand can positively influence 

customers’ emotional attachment to a business, making them more likely to return and recommend 

the brand to others. 
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Product branding involves creating a distinct identity for a business that resonates with its 

target audience. This includes elements such as the brand’s logo, values, messaging, and the overall 

customer experience. A well-established and recognizable brand creates trust and a sense of 

reliability, which are critical elements in building customer loyalty. This finding supports the existing 

literature [24], [35], [36], which emphasizes that product branding plays a crucial role in 

differentiating businesses in crowded markets and developing strong emotional connections with 

customers. For MSMEs in West Java, developing a strong product brand can enhance customer 

perceptions of quality and reliability, thereby improving customer retention. 

5. Implications for MSMEs in West Java 

The results of this study have important implications for MSMEs in West Java. In a highly 

competitive market, MSMEs must continuously innovate to engage and retain customers. The 

findings highlight that digital entrepreneurship, e-commerce utilization, and product branding are 

key drivers of customer loyalty. MSMEs that successfully integrate these practices into their business 

strategies are likely to gain a competitive edge. Specifically, adopting digital entrepreneurship 

strategies, such as using digital marketing tools, social media platforms, and online business models, 

can help MSMEs expand their reach and build stronger customer connections. E-commerce 

utilization offers customers convenience and flexibility, which is crucial in today’s retail 

environment. Additionally, focusing on product branding enables MSMEs to differentiate 

themselves from competitors, foster customer loyalty, and generate positive word-of-mouth, all of 

which are essential for long-term success. 

6. Theoretical Contribution 

This study contributes to the existing literature by empirically validating the impact of 

Digital Entrepreneurship, E-Commerce Utilization, and Product Branding on MSME Customer 

Loyalty. While previous studies have discussed the importance of these factors individually, this 

research integrates them into a single framework, demonstrating how they collectively influence 

customer loyalty in MSMEs. The strong statistical support for the proposed model reinforces the 

relevance of these factors in contemporary business practice and their importance for MSME growth 

and sustainability. 

7. Limitations and Future Research 

Despite its contributions, this study has some limitations. First, the sample was limited to 

MSMEs in West Java, which may not fully represent the broader Indonesian or international context. 

Future studies could expand the geographical scope to include a more diverse range of MSMEs and 

explore whether the findings hold in other regions or countries. 

Second, this study focused on the direct effects of Digital Entrepreneurship, E-Commerce 

Utilization, and Product Branding on MSME Customer Loyalty. Future research could investigate 

potential moderating or mediating variables, such as the role of customer satisfaction, trust, or 

service quality, which may influence the strength of these relationships. Lastly, the use of a cross-

sectional design limits the ability to draw conclusions about causality. Longitudinal studies could 

provide a deeper understanding of the long-term effects of digital entrepreneurship, e-commerce, 

and branding on customer loyalty. 

 

CONCLUSION  

 The study highlights the significant role of Digital Entrepreneurship, E-Commerce 

Utilization, and Product Branding in driving Customer Loyalty among MSMEs in West Java. The 

results demonstrate that E-Commerce Utilization has the most substantial impact on customer 

loyalty, emphasizing the importance of online platforms in modern business strategies. Digital 

Entrepreneurship and Product Branding also contribute significantly, albeit to a lesser extent. These 
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findings suggest that MSMEs must embrace digital transformation, optimize e-commerce strategies, 

and invest in creating strong, memorable brands to stay competitive in the increasingly digital 

marketplace. The study offers valuable insights for MSME owners, policymakers, and stakeholders 

aiming to enhance the loyalty and sustainability of small and medium enterprises in Indonesia. 

Future research could expand the scope to include different regions and explore the influence of 

additional factors such as customer satisfaction and trust. 

  

REFERENCES 

[1] D. Damiyana, E. Maulina, A. Muftiadi, L. Auliana, and K. Kurniadi, “The influence of innovation, knowledge 

management, and e-commerce adoption on MSME performance, and its impact on MSMEs sustainability,” J. 

Infrastructure, Policy Dev., vol. 8, no. 11. 

[2] K. Chabalala, S. Boyana, L. Kolisi, B. Thango, and M. Lerato, “Digital technologies and channels for competitive 

advantage in SMEs: A systematic review,” Available SSRN 4977280, 2024. 

[3] S. R. Pratamansyah, “Transformasi Digital dan Pertumbuhan UMKM: Analisis Dampak Teknologi pada Kinerja 

Usaha Kecil dan Menengah di Indonesia,” J. Akuntansi, Manajemen, dan Perenc. Kebijak., vol. 2, no. 2, p. 17, 2024. 

[4] I. P. S. A. Prayuda, A. Basit, Y. K. Zahari, and R. A. Sakti, “Peluang dan Tantangan Pengembangan Usaha Mikro Kecil 

Menengah (UMKM) dari Berbagai Aspek Ekonomi,” Econ. Rev. J., vol. 3, no. 3, pp. 2670–2683, 2024. 

[5] M. Harnida et al., “Micro, Small, and Medium-Sized Enterprises (MSMEs) Sustainability: The Strategic Role of 

Digitalization, Financial Literacy, and Technological Infrastructure,” J. Ecohumanism, vol. 3, no. 6, pp. 1248–1260, 2024. 

[6] S. L. S. Lilya and R. D. Pasaribu, “The Influence of Digital Literacy and Relative Advantage on E-Commerce 

Adoption through Digital Training and Mentoring among MSMEs in Jakarta,” Int. J. Sci. Technol. Manag., vol. 5, no. 

5, pp. 1266–1276, 2024. 

[7] P. Sari and M. B. Nuryadin, “STRATEGI PEMASARAN UMKM DI PLATFORM E-COMMERCE: STUDI KASUS DI 

KOTA SAMARINDA,” J. Rev. Pendidik. dan Pengajaran, vol. 7, no. 4, pp. 15278–15283, 2024. 

[8] A. Hisyam and H. Fitriyah, “Digital Marketing Strategy for MSMEs to Increase Competitiveness of Local Products,” 

Indones. J. Cult. Community Dev., vol. 15, no. 3, pp. 10–21070, 2024. 

[9] H. Setiarini, H. Prabowo, S. Sutrisno, and H. C. Gultom, “Pengaruh Soft Skill dan Pengalaman Magang Kerja 

Terhadap Kesiapan Kerja Mahasiswa Melalui Motivasi Kerja Sebagai Variabel Intervening (Studi Kasus Pada 

Mahasiswa FEB Universitas PGRI Semarang),” EKOBIS J. Ilmu Manaj. dan Akunt., vol. 10, no. 2, pp. 195–204, 2022. 

[10] M. Isa, A. N. Praswatia, and S. Zulaekah, “Factors Driving Sustainability of Food and Beverage Industries,” 

Ekuilibrium J. Ilm. Bid. Ilmu Ekon., vol. 19, no. 2, pp. 162–171, 2024. 

[11] N. Herari and S. E. Marlina, “Digital Marketing Transformation of Local MSME Through Instagram Account of 

Community: A Case Study of Paguyuban UMKM Kecamatan Bekasi Timur,” in Digital Transformation and Innovation 

in Emerging Markets, IGI Global, 2025, pp. 23–60. 

[12] A. Anggraeni and R. Haryatiningsih, “Pengaruh KUR dan Jumlah UMKM terhadap Pertumbuhan Ekonomi Provinsi 

Jawa Barat,” J. Ris. Ilmu Ekon. dan Bisnis, pp. 49–56, 2024. 

[13] K. Kurniadi, S. Ibrahim, B. Badruzzaman, and H. Purnama, “Small and Medium Enterprises Business Model in 

Indonesia,” J. Econ. Bus., vol. 5, no. 3, Sep. 2022, doi: 10.31014/aior.1992.05.03.444. 

[14] S. Kadir and J. M. Shaikh, “The effects of e-commerce businesses to small-medium enterprises: Media techniques 

and technology,” in AIP Conference Proceedings, AIP Publishing, 2023. 

[15] F. A. Bowo, “Peran e-commerce dan strategi promosi ditinjau dari kebijakan klustering UMKM di era digital,” J. 

Stud. Interdisip. Perspekt., vol. 22, no. 1, pp. 59–74, 2022. 

[16] B. H. H. Al-Isami and M. Fakhfakh, “The Role of Corporate Governance in Improving the Quality of Financial 

Reports An Empirical Study on a Group of Commercial Banks Listed on the Iraq Stock Exchange,” in International 

Journal for Research Publication and Seminar, Shodh Sagar, 2024. 

[17] M. Parvin, S. Bin Asimiran, and A. F. B. M. Ayub, “Impact of introducing e-commerce on small and medium 

enterprises–a case on logistics provider,” Soc. Bus. Rev., vol. 17, no. 3, pp. 469–484, 2022. 

[18] О. Логінова, “ANALYSIS OF THE IMPACT OF DIGITALIZATION ON THE DEVELOPMENT OF 

OPPORTUNITIES FOR SMALL AND MEDIUM-SIZED ENTERPRISES,” Економічні горизонти, no. 2-3 (28), pp. 

259–265, 2024. 

[19] M. Al-Nimer, O. Arabiat, and R. Taha, “Liquidity Risk Mediation in the Dynamics of Capital Structure and Financial 

Performance: Evidence from Jordanian Banks,” J. Risk Financ. Manag., vol. 17, no. 8, p. 360, 2024. 

[20] F. I. Omar, M. F. Ahmad, N. S. Atan, S. Nadzri, and N. H. Abdullah, “Challenges, Requirements and Strategies in 

Digital Business for MSMEs: A Systematic Literature Review: Cabaran, Keperluan dan Strategi terhadap Perniagaan 

Digital Usahawan SME: Kajian Literatur Sistematik,” e-Jurnal Penyelid. dan Inov., vol. 11, no. 2, pp. 15–32, 2024. 

[21] F. Fachrurazi, “Pengaruh Penerapan Digital Entrepreneurship pada Pelaku UMKM Terhadap Peningkatan 

Penjualan,” Indo-Fintech Intellectuals J. Econ. Bus., vol. 4, no. 3, pp. 908–919, 2024. 

[22] E. Hadiyati, S. Mulyono, and G. Gunadi, “DIGITAL MARKETING AS DETERMINANT VARIABLE FOR 

IMPROVING THE BUSINESS PERFORMANCE,” e-Repository Dosen Univ. Gajayana Malang, 2024. 

[23] K. Wu, M. Zhu, and Y. Qu, “The impact of digital technology on entrepreneurship——Evidence from China General 



West Science Interdisciplinary Studies   

 

Vol. 02, No. 12, December and 2024: pp. 2395-2406 

 

2406 

Social Survey,” PLoS One, vol. 19, no. 9, p. e0310188, 2024. 

[24] A. Ramadhan, A. A. S. Harahap, N. A. K. Lubis, R. T. Andini, A. P. Sari, and S. Aini, “Application of Product 

Branding to Increase the Effectiveness of MSME Marketing (Mangrove Drinks and Onion Chips) in Kwala Langkat 

Village,” Int. J. Educ. Soc. Stud. Manag., vol. 4, no. 3, pp. 965–975, 2024. 

[25] B. Susanto, I. R. M. Rajagukguk, A. Octavia, M. Musnaini, S. Amin, and D. Dahmiri, “STRATEGI BRANDING PADA 

PRODUK KERIPIK PISANG BU OS,” EJOIN J. Pengabdi. Masy., vol. 2, no. 6, pp. 947–955, 2024. 

[26] T. Jahan, A. Jahan, M. Pallavi, M. Alekhya, and M. S. Lakshmi, “A Study on Importance of Branding and Its Effects 

on Products in Business,” Int. Res. J. Adv. Eng. Manag., vol. 2, no. 04, pp. 656–661, 2024. 

[27] Y. Shi, H. Guo, and S. Nachiangmai, “SYNERGIES BETWEEN DIGITAL MARKETING AND CORPORATE 

INNOVATION STRATEGY: INNOVATION MANAGEMENT AS A MEDIATOR,” Int. J. Cent. Bank., vol. 20, no. 1, 

pp. 633–643, 2024. 

[28] N. K. Bagiastuti, “Denpasar City Branding as Tourism Development Strategy: Law Branding Aspect Point of View,” 

Int. J. Soc. Sci. Hum. Res., vol. 6, no. 04, pp. 2462–2469, 2023. 

[29] H. Arianto, T. Pradiani, and M. Maskan, “Customer Loyalty is Affected by Service Quality, Product Quality, and 

Sales Promotion on Publishing Pareto Customers Erlangga Pekanbaru,” J. Soc. Res., vol. 2, no. 10, pp. 3503–3510, 

2023. 

[30] R. Suriansha, “The Role of Customer Loyalty on Customer Retention in Retail Companies,” 2023. 

[31] E. I. Khalif, “Formation of consumer loyalty in the field of digital ecosystem products,” Entrep. s Guid., vol. 17, no. 3, 

2024. 

[32] E. Susilowati and A. Novita Sari, “The influence of brand awareness, brand association, and perceived quality 

toward consumers’ purchase intention: a case of richeese factory, Jakarta,” Indep. J. Manag. Prod., vol. 11, no. 1, p. 

039, Feb. 2020, doi: 10.14807/ijmp.v11i1.981. 

[33] V. Sajin, A. Sajin, and I. Țvigun, “Evaluarea impactului tehnicilor de fidelizare pe piața serviciilor din Republica 

Moldova,” 2023. 

[34] J. F. Hair, C. M. Ringle, and M. Sarstedt, A Primer on Partial Least Squares Structural Equation Modelling (PLS-SEM). 2e 

Edition. USA: SAGE Publications, 2017. 

[35] N. V. Alfeb and M. Salim, “The influence of product quality and brand image on consumer loyalty is mediated by 

customer satisfaction,” Gema Wiralodra, vol. 15, no. 1, pp. 87–98, 2024. 

[36] H. S. Nuryani, “Peran Brand Management Terhadap Loyalitas Konsumen Untuk Perkembangan Usaha Mikro Kecil 

Menengah (UMKM): Suatu Kajian Literatur,” Optim. J. Ekon. dan Manaj., vol. 4, no. 2, pp. 9–22, 2024. 

[37] P. Barbaroux, “From market failures to market opportunities: managing innovation under asymmetric information,” 

2014. 

[38] J. M. T. Balmer, “The corporate identity, total corporate communications, stakeholders’ attributed identities, 

identifications and behaviours continuum,” Eur. J. Mark., vol. 51, no. 9–10, pp. 1472–1502, 2017, doi: 10.1108/EJM-07-

2017-0448. 

 

 


