
 

1. Introduction 
 

Creative Industries have been another marvel with 
gigantic potential for domestic market, yet at the same 
time additionally growing their impact towards export 
market. Industry 4.0 has pushed the development of 
creative firms to embrace computerized culture quicker 
than previously, including the utilization of 
E-Commerce as one of primary channel for selling their 
labor and products. It is a novel exchanging technique 
permitting shoppers to perform online exchanges (Singh 
et al., 2021). These type of electronic sales channel 
helps numerous SME to infiltrate market proficiently, 
particularly during COVID-19 pandemic period which 
have limits their direct and personal selling channels or 
even disconnected towards some extent. Accordingly, 
E-Commerce may refer as all electronic worth value 
chain to achieve the targets of a business where cycles 
can happen mostly or absolutely and can consolidate 
B2B-B2C-C2B trades (Wigand, 1997). In more explicit 
terms, E-Commerce as online business may address the 
usage of the web and various associations for buying 
and selling works out, both sending or exchanging data 
related to items and endeavors, where they similarly 
envision that the broadest significance of E-Commerce 
is on a very basic level indistinguishable from the 
meaning of E-Business itself (Turban et al., 2018). The 
usage may not be limited to only online marketplace, 
but also the use of any application which enable 
transaction based on online method. 

The digital state a company may affect the overall 
business process. The degree of digital maturity of a 

company bring positive influence on company 
performance (Eremina et al., 2019). This may also be 
implied for e-commerce which may considered as one 
of digital tools for company. Industry 4.0 heavily 
depends on how good a company utilize their 
technology resources, including e-commerce. In 
addition to the general benefits, the level of maturity of 
e-commerce in Indonesian SMEs can also offer business 
benefits, including business performance (Triandini et 
al., 2017).  

Digital maturity state, especially when it related 
with e-commerce, can be seen as one of the important 
values in this Industry 4.0 era. On the other hand, the 
relationship between company value and its 
performance may be found within the conception 
valuable creation, that is closely regarding the concept 
of resource-based view and its impact on company 
performance (Zhu & Kraemer, 2005). Performance 
review cannot be separated from executive point of view. 
From a management perspective, business leaders need 
to consider business value as a strategic goal to ensure 
the improvement of business performance (Ji-fan Ren et 
al., 2017). Nevertheless, current situation does not show 
distinct relation and its influence between e-commerce 
maturity towards company’s e-commerce performance. 
Furthermore, the tools of how to measure e-commerce 
maturity and performance for creative industry still need 
to be explored. 

COVID-19 pandemic has pushed every line of 
business to engage customers through online channels. 
Nevertheless, every firm has different company value of 
E-Commerce which may impact their relationship 
between maturity and performance. These conditions 
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also applied towards creative industry business which 
rely heavily on their products uniqueness and resources. 

Indonesia creative industry can be characterized as 
the epitome of increased the value of protected 
innovation rights that comes from human inventiveness 
which depends on science, culture, and innovation. 
Different subsector in this kind of Industries furnish 
remarkable attributes contrasted and other sort of 
business. The vast majority of the business in this area 
may classified as SME regarding business scale. These 
unique traits may require different treatment with other 
business in distinct industries. Therefore, this study 
aimed to explore the role of E-Commerce Maturity and 
impact towards creative firms’ e-commerce performance 
and its contribution related with E-Commerce. 

 

 

2. Literature Review And Hypothesis 

Development 
 

 

2.1 E-Commerce Performance 
 

Business environment have been a competitive 
world which relied on specific advantages in order to 
advance the competitors. Organizations with the 
positive side of critical assets will have long-term 
advantages in doing business profitably by increasing 
their viability and competence (Barney, 1991; 
Wernerfelt, 1984). These critical resources will make 
sure that company will survive the competition if they 
can manage their competitive advantages. E-commerce 
have been critical point which not only act as 
supplement of sales channel, but also part of crucial 
competitive advantages in order to survive the agile 
environment. The acquisition of e-commerce companies 
can represent an advantage over competitors from home 
and abroad (Khan et al., 2016).  

Creative companies that have updated the concept 
of e-commerce in an interesting branch of commerce. 
An appraisal tools of e-commerce need to assess 
thoroughly which not only covering the sales and 
technology perspectives, but also the aspect of overall 
business process which run the e-commerce system. 
These conditions generate needs of appraisal devices to 
evaluate the execution of the type of e-commerce they 
are performing. A company cannot be valued 
exclusively in monetary terms, but certainly 
non-financially, the balanced scorecard could be an 
instrument commonly used by management to grade the 
appropriateness of the company's execution and 
methodology. This means that the implementation of 
balanced scorecard has covered almost all aspect in the 
current business practices. Therefore, it has opened the 
possibility to implement the concept to assess company 
performance without type of industry limitation related 
with e-commerce. With this unique traits, there are 
needs to define the specific definition of balance 
scorecard. In terms of e-commerce, balanced scorecard 

can be described as part of a device for evaluating the 
company's e-commerce performance.  

 
Figure 1. Balanced Scorecard 
 

 
 

Source: Kaplan & Norton (1992) 
 

Achieving a suitable scorecard is based on four 
crucial questions, more specifically, how customers see 
business as an actor who changing their interface on 
screen. Their performance will be based on what things 
they are shown on screen which should exceed customer 
expectations, whether commercial actors can move 
forward and how characters are played on the screen 
which may reflect the interests of the actors (Kaplan & 
Norton, 1992). These questions are known as the four 
key elements of the Balanced Scorecard, namely 
Customer, Internal Process, Learning and Growth, and 
Finance. Therefore, e-commerce performance can be 
defined as the company's e-commerce-related 
performance as measured by the balance scorecard.  

Balance scorecard for e-commerce may use the 
same four key dimension while measuring key specific 
indicators. Financial dimension may measure through 
Revenue Growth, Sales Growth, Inventory Turnover 
(Grigoroudis et al., 2012; Karabay & Kurumer, 2012). 
Internal Process dimension may measure through 
Returned Goods, Productivity, Employee Satisfaction 
(Grigoroudis et al., 2012; Karabay & Kurumer, 2012; 
Kefe, 2019). Customer dimension may measure through 
Customer Complaint, New Customer, Customer 
Waiting Time. Learning and Growth dimension may 
measure through Training Employee, New Technology 
Budget, Training Expenses (Grigoroudis et al., 2012; 
Karabay & Kurumer, 2012; Kefe, 2019). 

 
2.2 E-Commerce Maturity 

 

Creative industry in Indonesia can be considered as 
part of SMEs business since most of the entrepreneurs 
have SMEs scale of business in this type of industry. 
Those companies have been exposed with e-commerce 
as part of their business operation in order to gain 
competitive advantages. Nevertheless, challenges 
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related with e-commerce adoption and how to develop it 
still exist in current dynamic business environment. 

Previous research has identified that in aspect of 
E-Commerce in the Indonesia SMEs area have been 
identified with the development level of E-Commerce 
adoption and the advantages of the E-Commerce field 
likewise demonstrates that the higher level organization 
development of E-Commerce reception will give higher 
advantages to the organization (Rahayu & Day, 2017). 
Hence, the higher the maturity level, the more 
prominent the advantages acquired. Nevertheless, we 
have not seen any impact towards company 
performance, especially their effect related with 
e-commerce. 

This conditions additionally applies to the degree of 
E-Commerce appropriation on a business to business 
premise which delivers an upper hand in accordance 
with the degree of reception (Elbeltagi et al., 2016; 
Xuhua et al., 2019). As well as giving advantages as a 
rule, the development level of E-Commerce in certain 
business scale, such as SME organizations in Indonesia, 
may give several advantages towards organizations, 
including organization performance (Triandini et al., 
2017). This finding may act as the bridge in order to 
assess whether development level of maturity will bring 
impact towards firm performance related with 
e-commerce. On this premise, it ought to be expected 
that E-Commerce Maturity affects Company 
Performance which may summarized as below: 

 
H1: E-Commerce Maturity provide positive and 
significant towards company E-Commerce 
Performance. 
 

E-commerce maturity may reflect two types of 
dimensions, which are e-commerce barrier and 
e-commerce benefit. E-commerce barrier may measure 
through Technology Barrier, Environment Barrier, and 
Organization Barrier (Morais et al., 2012). E-commerce 
benefit may measure through Information Speed, 
Product Review, Market Penetration (Triandini et al., 
2017). 

Creative Industry are in conditions that required the 
help and direction in order to nurture and heading to 
grow completely, to the extent financial and regulation. 
Nowadays, E-Commerce have been a basic part to 
foster business and improve in general business, 
including firm qualities as center of business. To 
accomplish basic development for E-Commerce, 
creative firms likewise need to assess their maturity 
levels. Organization's administration related with 
E-Commerce may depends upon their performance and 
business values. This paper will be examined and 
distinguish the relationship and effect in creative 
industry between E-Commerce Performance and 
E-Commerce Maturity, especially during the COVID-19 
pandemic situation in Indonesia.   

 

 

 

3. Methodology 
 

3.1 Data Set 
 

Data were gathered from different area of 
sub-industries around Java and Bali Island which may 
address as representative of the diverse enterprises 
which have been unique part of Creative Industry in 
Indonesia. Quantitative approach has been chosen and 
applied as part of examination approach which utilizing 
online surveys from randomly selected 383 
entrepreneurs. These entrepreneurs have been grouped 
based on utilizing set of arbitrary inspecting technique 
through online host. 

 
3.2 Method 

 

Data which have been collected were measured by 
6-point Likert scale with cross-sectional investigation 
approach. Gathered information were examined by 
utilizing SPSS software in order to quantify the passing 
value of KMO that need to be higher than 0.5. at the 
same time, Bartlett Test needs to be lower than 0.005, 
and Cronbach's Alpha with esteem more than 0.7 will 
demonstrate the unwavering quality of the respondent’s 
data. Through the step of utilizing Confirmatory Factor 
Analysis through SPSS AMOS, Standardize Factor 
Loading were utilized to gauge the relationship for 
every point of view and their relations. On the off 
chance that there is frail relationship with result beneath 
0.5, the things or points of view considered as powerless 
connection and will be disregarded. As such, we may 
accomplish ideal and pertinent model to answer the 
examination issues. 

Descriptive result will be analyzed further to have 
better understanding related with the conditions of 
variable in Indonesia’s Creative Business environment. 
Regression result will be analyzed as a proof whether 
the hypothesis will be accepted or rejected. If P-value is 
less than 0.05 and standardized regression weight are 
positive, then the hypothesis is accepted. 

 

 
4. Results and discussion 
 
4.1 Figures and tables 
 

Indonesia level of e-commerce may consider as 
good environment for creative business to develop and 
practice their business process related with e-commerce. 
Variable of E-Commerce Performance (ECP) possessed 
by Indonesia Creative Firms considered as high value 
mean 57 and maximum value 72. On the other hand, 
variable of E-Commerce Maturity (ECM) also 
considered high value with mean 30 and maximum 
value 36. Furthermore, both variables may consider as 
normally distributed. Therefore, we may conclude that 
these respondents are sufficient to be representatives 
towards population. 
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Table 1. Variable Summary 
 

Variable ECM ECP 

Mean 29.96 57.44 

95% Confidence 
Interval for 
Mean 

Lower 
Bound 

29.59 56.80 

Upper 
Bound 

30.32 58.07 

5% Trimmed Mean 30.08 57.53 

Median 30.00 58.00 

Variance 13.043 39.786 

Std. Deviation 3.611 6.308 

Minimum 12 39 

Maximum 36 72 

Range 24 33 

Interquartile Range 6 10 

Skewness -0.663 -0.183 

Kurtosis 0.906 -0.724 

 
There were no proof of significant association 

between firm age and variables used in this research. 
Therefore, there will be no significant differences 
despite how long the companies has have been operated. 
We may take out the assumptions where the longer firm 
doing business, the more mature or have higher 
performance in terms of e-commerce. 

There were several dimensions which have been 
excluded from this research due to low value of relation 
towards their variable. Firstly, technology barrier which 
part of E-Commerce Maturity variable were taken out. 
Technology Barrier were excluded which may 
interpreted as there was no or minimum technology 
related issues that may hinder the maturity of 
e-commerce. This finding may differ from previous 
research (Morais et al., 2012) since every respondent in 
this research have been utilizing e-commerce as one of 
their main sales channels, which also mean that no 
technology barrier to implement e-commerce as part of 
their business process. 

 Inventory Turnover and Product Return from 
E-Commerce Performance variable was removed due to 
low relationship value (SFL below 0.5). These findings 
may imply that in Indonesia creative business 
environment, there were no technology barrier existed 
and no significant impact towards inventory related 
issue as part of e-commerce performance. Inventory 
turnover and product return may not become relevant in 
terms of creative business in Indonesia due to scale of 
business which part of the SMEs that have less focus on 
returned goods or details of stock level, especially on 
e-commerce environment in Indonesia which focus 
more on generating customer and maintain financial 

performance compared with inventory managements 
process. 
 

Figure 2. SEM Model 

 
 
 
The model has achieved good fit of model with 

result of 271.167 chi square, reach 0.914 GFI, make 
0.919 CFI, and achieve acceptable fit of 0.077 RMSEA 
with degree of freedom 83. This indication may reflect 
that the model is sufficient for further analysis through 
statistical regression. 

 
Table 2. Regression Summary 
 

Relation 
Regression 

Weight 

Std 

Regression 

Weight 

P-Value 

ECMECP 0.578 0.628 *** 
 
E-Commerce Maturity give positive and significant 

impact (p-value<0.000) towards E-Commerce 
Performance. These finding may interpret that every 
effort of entrepreneurs towards creative firm’s maturity 
level of e-commerce may resulting improvement 
towards overall company performance which have 
relation with e-commerce. It also shown that 
e-commerce maturity may measure whether creative 
companies have passed their barrier and receive its 
benefits or not. A company may categorize as mature in 
terms of e-commerce when they have surpassed its 
barrier and receive benefits related with e-commerce. 
Subsequently, E-Commerce Maturity brought positive 
effect towards variable E-Commerce Performance with 
impact 0.628 improvement. Hence, we may conclude 
that H1 is accepted with creative firm E-Commerce 
Performance may drive by firm’s Maturity related with 
e-commerce. 

Creative industry has been unique type of business 
which may require different approach with other stream 
of business. In this sector, every investment given by 
entrepreneurs in order to develop their company’s level 
of e-commerce maturity deems to be worth of spending 
and may become competitive advantages that drive the 
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firm into successful performance. These findings means 
that creative firm experienced improving state of 
e-commerce performance when increased maturity level 
related with e-commerce achieved. During COVID-19 
pandemic which require creative industry entrepreneurs 
to heavily utilize the platform of e-commerce, this 
research may help creative firm to survive and enhance 
their business performance. 
 
 
5. Conclusion 
 

Pandemic related with COVID-19 have brought 
new disruption towards business approach, especially 
for creative firms in Indonesia. E-Commerce have 
become vital elements to improve firm performance. 
Creative firms which have invested more resource to 
develop their E-Commerce Maturity may benefit from 
the positive impact towards their performance for 
E-Commerce. 

This research has experienced a few drawbacks. 
Despite the fact that broad work during information 
assortment and build approval stages have been done, 
the potential for respondents' predisposition in insight 
can't be excluded. Even though that the result has shown 
positive improvement towards Indonesia creative 
business, further examination and data testing might 
need to be done on various sorts of enterprises and 
expand the degree for global exposure. 
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