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ABSTRACT 
The ICT developments and physical distancing policies due to the Covid-19 pandemic have caused a shift in the way 

consumers buy online. Changes in consumer behavior will certainly make it difficult for small traders, especially those 

who are not familiar with the use of e-commerce technology. This study aims to analyze the effectiveness of using the 

e-commerce application warung-kampung.com as a platform for local-based online trading, covering the area closest 

to the seller and buyer. This study uses a qualitative experimental approach and analysis. This application was tested 

for validity by a communication expert and marketing expert. The instruments used were interviews, observation, and 

questionnaires. The participants were small traders who have never used any online sales application, and the consumers 

who tried warung-kampung.com. The application effectiveness was analyzed from the aspect of ease of use, security, 

and possibilities for widespread use. The results showed that warung-kampung.com provides convenience, especially 

those not accustomed to online sales applications. Respondents were greatly helped by warung-kampung.com because 

of its ease of use. The registration process and product entry received a good response, and the security aspect was 

considered good. While the possibility of widespread use received moderate response. 
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1. INTRODUCTION 

So far, the role of SMEs is considered to be able 
to drive a country's economy. Since the Coronavirus 
pandemic, all business sectors were disrupted. The 
impact of the Covid-19 pandemic is felt by business 
actors, both large and small due to the social distancing 
policy. However, small and medium enterprises 
(SMEs) are more affected by these restrictions than 
large and global companies [1]. In fact, SMEs are 
indeed the most vulnerable because they tend to have 
fewer assets, less capital reserves, and lower levels of 
productivity when compared to large companies [2]. 
This type of business is highly dependent on the 
circulation of money from the sale of merchandise, so 
that the decreasing demand will certainly disrupt the 
company's cash flow [3]. SME businesses are daily in 
nature and rely heavily on direct interaction, so these 
social distancing and lockdown policies prevent 
consumers from visiting stores. As a result, of course, 
demand and sales have dropped dramatically [4]. 

The Coronavirus pandemic and social distancing 
mandate have caused significant disruptions to 
consumer behavior because basically, all consumer 

and consumption behavior is very bound to location 
and time [5]. Meaning that, all consumption is tied to 
time and place. With flexible timing but rigidity of 
location, consumers have adapted and improvised in a 
variety of innovative and creative ways. For example, 
the boundaries between work and life are now closed 
because people work at home, relax at home, and study 
at home. Because consumers cannot go to the store, the 
store must go to the customer. As consumers return to 
old habits, they are more likely to be changed by new 
rules and procedures in how consumers shop for and 
buy products and services. Entrepreneurs who depend 
on physical space will certainly lose money, such as 
cinemas, supermarkets, gyms, traditional food 
markets, car dealerships, restaurants, etc. Because 
consumers are also stuck at home for long periods of 
time, they tend to adopt new technologies that make 
work, study, and consumption easier in a more 
convenient way. Adopting digital technology tends to 
change existing habits [5]. 

To deal with the devastating effects of 
extraordinary events such as the COVID-19 outbreak, 
SMEs use, among other things, Digital technology 
(DT). This includes, for example, e- commerce, mobile 
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and collaborative technology, social media, etc. In 
dealing with situations like this, the use of technology 
is certainly the best solution to maintain the 
sustainability of SMEs. Some SMEs who still don't 
know about digital skills that are relevant to business, 
with this condition, eventually force them to study 
online business [3]. The digital approach will work 
well if SMEs are willing to transform digitally so that 
they are able to compete intensively. The strategy is to 
change physical or offline stores into stores that serve 
online purchases, for the safety and convenience of 
consumers and sellers. During this pandemic, SMEs 
can increase online promotion for both sales and 
logistics purposes. There is evidence in the previous 
research literature that implementing the right online 
strategy can increase productivity, competitiveness, 
and business performance [6]–[9]. 

Seeing that SMEs are part of the digital economic 
ecosystem, transformation and innovation in digital 
skills is necessary so that businesses can continue to 
survive today and in the future [3]. However, changes 
are hard for micro enterprises, run by illiterate people 
from lower income families, who aren’t familiar with 
e-commerce and internet gadgets. Especially if most of 
their regular customers are just the same. Thus, this 
study aims to analyze the effectiveness of using the e-
commerce application warung-kampung.com as a 
platform for local-based online trading, covering the 
area closest to the seller and buyer. Considering that 
the early users of this e-commerce application was 
small traders who never used any online sales 
application. 

 

1.1 Warung-kampung.com E-Commerce 

Application 
 
Electronic commerce or e-commerce is related to 

buying and selling transactions made digitally using a 
computer connected to the Internet network. E-
commerce is a concept that can be explained as the 
process of buying and selling goods or services or the 
exchange of products and information through 
information networks, including the Internet [10]. E- 
commerce systems can be built on web-based 
applications or operating systems such as android, iOS, 
etc. According to Varmaat [8]. Anyone who has access 
to a computer, has a connection to the internet, and has 
a way to pay for goods or services they purchase, can 
participate in e-commerce. 

Apart from the various types of definitions offered, 
there are similarities in each definition, where e-
commerce has the following characteristics: a. The 
occurrence of a transaction between two parties; b. 
There is an exchange of goods, services or information; 
c. The internet is the main medium in this trading 
process or mechanism. The classification of e- 
commerce is usually based on the nature of the 
transaction. According to Suyanto [11] the following 
types of e-commerce are immediately distinguishable: 
1. Business to Business (B2B); 2. Business to 
Consumer (B2C); 3. Consumer to Consumer (C2C); 4. 
Consumer to Business (C2B); 5. Non Business e–
commerce; 6. Intra business (Organizational) e-

commerce. 
The use of IT, especially the e-commerce system, is 

considered as one of the best solutions that can be used 
to boost the improvement and development of SMEs. 
One essential benefit in using e-commerce is SMEs 
able to get feedback from customers quickly, besides 
cutting costs for marketing [12]. Abandoning the 
utilization of the e-commerce system, it is believed to 
make SMEs continue to weaken. Through e-commerce 
the company can expand the market, bring in new 
customers, can provide unlimited service to its 
customers, access to information quickly, and can 
approach a good relationship with customers [13]. 
Fatmariani, in her research shows that the higher the 
adoption of e-commerce system information 
technology in SMEs, the higher the performance of 
these SMEs [14]. Another research conducted by 
Sevtian shows the simultaneous influence of e-
commerce on sales volume of 90.9% and the rest is 
influenced by other factors [15]. Another study 
conducted by Maryama stated that the biggest benefit 
of using e-commerce is increasing sales turnover by 
31% [16]. Purbo and Wahyudi stated that companies 
that use e-commerce will benefit, namely (1) opening 
up more promising revenue streams that can’t be found 
in traditional transaction systems, (2) increase market 
exposure, (3) reduce operational costs, (4) widen the 
reach (global reach), (5) increase customer loyalty, (6) 
improve supplier management, (7) shorten production 
time and (8) increase value chain [17]. The use of 
information technology, especially e-commerce 
systems, can have an impact on SMEs in terms of 
marketing and operations. 

 

2. METHODS 

This study employs a qualitative experimental 
approach and analysis. This warung-kampung.com e-
commerce application has been previously tested for 
validity by a communication expert and marketing 
expert. The participants of this study were 10 local 
small traders who have never used any online sales 
application as the seller users, and 10 users with 
various demographic as the buyers. The instruments 
used were interviews, observation, and 
questionnaires. 

To analyze the effectiveness of using e-commerce 
for local based online trading, usability testing was 
conducted through an experimental study. Usability 
testing is a usability evaluation approach that is 
carried out by collecting data from the results of 
making observations on product user respondents 
who carry out a certain task using the product [18]. 
Usability comes from the word usable which means 
it can be used well. The better the usability value, the 
more effective and easy to use the website will be 
[19]. Usability can be an important quality factor for 
interactive software systems, Web sites, and a variety 
of interactive mobile services [20]. Furthermore, 
another opinion states that usability is defined as 
objective performance and subjective image or 
impression, which are considered equally important 
in designing and evaluating e-commerce products 
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[21]. Usability evaluation is a very important part of 
the user interface design process [22]. The aspect that 
is measured in usability testing or scenario testing is 
the aspect of ease of use by observing the success of 
the user in completing the assigned task effectively 
and efficiently. 

This research followed related usability testing 
with experimental studies to simulate a realistic e-
commerce scenario for both seller and buyer, and 
used tasks that involved creating an account, entering 
products, and completing transactions for the sellers; 
and browsing the e-commerce website, selecting, and 
buying a product [23-24]. The experiment was 
conducted entirely online. To start the experiment, 
the participants were asked to open the e- commerce 
website. Before that, the participants were directed to 
a landing page, on which the task of the experiment 
was explained. Then, participant filled demographic 
inquiries. 

Afterwards, the system will automatically assigned 
the participants to the interface according to their role 
as the buyer or the seller. To avoid empty product 
displays, we conduct the experiment with the seller 
first, then proceed with both seller and buyer 
accessing the application simultaneously. Provided 
with an identical amount of virtual money, the buyers 
were tasked to select and buy groceries of their 
choice, and the sellers were asked to finish the 
transactions until the staged product deliveries to the 
buyers. 

Upon the completion of the experiments, the users 
were interviewed with a structured questions adapted 
from a user experience questionnaire to analyze their 
experience with the site. User Experience 
Questionnaire (UEQ) is an instrument used to process 
survey data related to user experiences that is easy to 
practice, trustworthy, based, and used to conduct 
subjective quality assessments [25]. UEQ allows for 
a rapid assessment of the user experience of 
interactive products. The main questions asked were 
about the experience about registration process, 
product entry, buying process, security, and the 
opinion on possibility for widespread use. 

3. ANALYSIS AND DISCUSSION 

The results of scenario testing of the e-commerce 
application warung-kampung.com are summarized in 
table 1 below: 

Table 1. Scenario Testing Results on the Website 

 

  

 

 

 

The results of scenario testing in the table above 
explain the level of usability of the e-commerce 
website warung- kampung.com in terms of 
effectiveness and efficiency, both of which get good 

results of effectiveness or ease of use. 

Meanwhile, interviews with users using an adapted 
user experience questionnaire are summarized in the 
following table. 

Table 2. Interview Summary 

 

The result showed that the respondents experience 

good registration process, product entry, and security; 

almost good experience in choosing goods to buy; 

moderate experience for payment and opinion on 

possibility for widespread use; and almost bad 

experience for transaction processing. This indicates 

that warung-kampung.com provides convenience, 

especially those not accustomed to online sales 

applications. 

 

4.  CONCLUSION 
This study aimed to analyze the effectiveness of 

using e- commerce for local based online trading, 

which is done by conducting usability testing through 

experimental studies, and interviews to analyze their 

experience with the site. 

The results of scenario testing in the table above 

explain the level of usability of the e-commerce website 

warung-kampung.com in terms of effectiveness and 

efficiency, both of which get good results of 

effectiveness or ease of use. 

While the interview showed that the registration 

process and product entry received a good response, 

and the security aspect was considered good. While the 

possibility of widespread use received moderate 

response. 

However, this research is very lacking in the 

numbers of participants being researched. Thus, further 

research with bigger respondents can be done to get 

more accurate result. 
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