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Abstract

This research aims to study the factors leading to E-Commerce adoption by Small and
Medium Entrepreneur (SMEs) in non-food industry. The 4 main research methodologies
include 1) reviewing concepts and theories related to studied context 2) Develop tools for

data collection in the form of questionnaires 3) analyzing statistically using Exploratory Factor
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Analysis (EFA) and 4) analyzing, synthesizing and concluding the result. The findings reveals
that the most 3 influential factors leading to E-commerce adoption by non-food SMEs are 1)
Characteristics of E-Commerce 2) Characteristics of SMEs and 3) Environmental Factor. Knowing
the influential factors will lead to the success in deployment of efficient strategy to increase
the number of non-food SMEs in E-commerce platform as well as strengthen the ability of

SMEs. As a result, they will be able to survive in a current highly competitive markets.
Keywords: Electronic commerce, Small and medium enterprises, Digital platform, Online sales
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Characteristics of SMEs
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