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ABSTRACT 
This study aims to examine the influence of digital literacy and market orientation on 
MSME performance mediated by E-commerce adoption with O2O Business as a 
Moderating variable. The population in this study are all MSMEs that have 
collaborated with E-Commerce. The sample in this study was obtained using a quota 
sampling technique, which only limited data acquisition to 100 MSMEs of E-
Commerce partners. Data is obtained by distributing questionnaires to respondents 
through online.  The collected data is then analysed using Path analysis assisted by 
the Smart PLS application.  The result shows that Digital Literacy and Market 
Orientation have a significant positive effect on E-Commerce Adoption, then E- 
Commerce Adoption, Market Orientation and Digital Literacy have a significant positive 
effect on Performance MSMEs, Digital Literacy, Market Orientation and E-commerce 
adoption has a significant positive effect on MSME Performance moderated by O2O 
Business Adoption. Understanding of market orientation and digital literacy in 
running a business can have an impact on customer satisfaction which then has an 
impact on improving MSME performance. Researchers who want to review the topic 
in this study can conduct a correlation test on a larger scale to get a more detailed 
picture of the impact of digital literacy and market orientation on MSMEs and other 
sectors. 
 
Keywords: digital literacy, market orientation, e-commerce adoption, O2O adoption, MSME 
performance. 
 
1. Introduction 
The target of the national entrepreneurship ratio in the National Medium-Term Development Plan 
(RPJMN) is to reach 3.9% and the growth of new entrepreneurs is 4% in 2024. MSMEs are the most 
important pillars in the Indonesian economy. Based on data from the Ministry of Cooperatives and SMEs, 
the number of MSMEs currently reaches 64.2 million with a contribution to GDP of 61.07% or worth 
8,573.89 trillion rupiah (TUC &childer ENgland., 2016). The contribution of MSMEs to the 
Indonesian economy includes the ability to absorb 97% of the total workforce and can collect up to 
60.4% of the total investment. However, the high number of MSMEs in Indonesia is also inseparable 
from the existing challenges (Hill, 2018). 
To answer this challenge, the government has implemented a number of MSME support programs, 
including incentive and financing assistance through the PEN program, People's Business Credit, the 
Proudly Made in Indonesia National Movement (Lin, 2018), Digitalization of MSME marketing, 
strengthening alumni entrepreneurs of the Pre-Employment Card Program through KUR Financing, 
and including a long-term strategy to raise the MSME class through the Job Creation Law (Gunawan, 
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M., Asyahira, R., & M Sidjabat, 2020). Apart from government support, the existence of MSMEs can 
be done by increasing brand concept, seize market share, and interact with customers at the right time 
to gain growth momentum in the new economic environment. Every organization that carries out 
business activities will also have the hope of having good and increasing performance so that the goals 
of MSMEs will be achieved. Currently, cultural or lifestyle shifts that occur in society also affect 
product marketing carried out by MSMEs, a lifestyle that is more internet-oriented makes many 
businesses move from conventional sales to digital (Charoensukmongkol, P., & Sasatanun, 2017a). 
From year to year, the number of internet users increases and Indonesia is one of the countries with the 
largest number of internet users in the world. The development of the internet has the potential to develop 
the e-commerce market in the future. The development of internet users, online shoppers and sellers who 
use e-commerce is increasing every year. It is an opportunity for MSMEs to exist a need for a liaison 
between MSME actors, and the development of the internet to maximize MSME business. 
As a business, MSMEs are required to be able to understand and evaluate the information they receive. 
The ability to receive information is of course also balanced with the ability to trace and identify the 
information received, especially in digital form or what is called digital literacy ability where digital 
literacy is the ability to understand information, and more importantly to evaluate and integrate 
information in various formats that can be provided by computers in (Gilster, M. E., Kleinschmit, J. L., 
Cummings, S. P., & Ronnenberg, 2020). Digital literacy can also be called the use of the internet as 
the first reference to find information and can also be said as a person's ability to use the internet as a 
medium in finding information. Therefore, business actors, especially small-scale businesses, have 
digital literacy skills as a goal to develop businesses and develop the community's economy for 
business actors. 
Changes in the business environment such as: globalization, trade liberalization, technological 
developments, deregulation and other changes have had an impact on customers (customers), and 
competition (competition) (Anand, S., & Rao, 2016) changes in consumer markets are characterized by 
customers who are increasingly educated and increasingly critical, customers become very picky 
(choosy), customers who determine the products and services needed, customers demand individual 
treatment. On the other hand, an MSME is required to create market opportunities. An MSME must be 
able to retain its customers or even try to seize the competitor's MSME market in order to maintain its 
existence in the midst of increasingly intense competition. The ability of MSMEs to understand 
consumer wants and needs and provide products or services that consumers want and need is known  
as market orientation or market orientation. A good market orientation of an MSME will contribute to 
the implementation of a good marketing strategy by the management (Abreu Pederzini, 2016). This will 
certainly have an impact on the level of effectiveness of MSME performance. The performance of 
MSMEs will get better along with the better orientation of MSMEs in the target market. 
Despite having good prospects and great potential for contribution, the process of digitizing MSMEs 
in Indonesia is still facing various problems at the grassroots level, for example, the lack of knowledge 
of business owners about technology, the marketing process still focus on conventional marketing, 
and the inaccessibility of internet facilities in locations, business, etc (Soni et al.,  2021). The main 
essence of the O2O model is to provide information, services, offer discounts and so on as a message 
from the outlet through the O2O platform to encourage online users to come to the outlet, thus, it can 
be said that O2O is the process of a consumer buying goods and services online; then go to a store or 
outlet to enjoy the service. Based on the description above, this study aims to examine the influence 
of digital literacy and market orientation on MSME performance mediated by E-commerce adoption 
with O2O Business as a Moderating variable. 
 
2. Literature Review 
SME Performance (Y) 
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Kitchot et al.,( 2021) states that the performance of MSMEs is the result of work achieved by an 
individual and can be completed with the individual's tasks within the company and within a certain 
period, and will be linked to the size of the value or standard of the company that the individual works 
for. MSMEs that have good performance can become stronger to become the backbone of the economy 
and will play an increasingly important role in the national economy. Micro business itself is defined as 
a productive business owned by individuals or individual business entities that meet the criteria for 
micro businesses that have been regulated in the law (Charoensukmongkol, P., & Sasatanun, 2017b). 
With the criteria for assets that amount to a maximum of Rp50 million, the criteria of a maximum 
turnover of Rp300 million per year. The successful performance of an MSME can be measured 
through the following indicators (Herman, H., Hady, H., & Arafah, 2018) SME Performance can be 
identified with the dimensions as the following: Financial performance, supported by the indicators 
sales growth and product profit, Customer Satisfaction, supported by the indicators: customer 
satisfaction, customer complain and Perceived Product Quality, Supported by the indicators successful 
Transaction. 
In general, what is meant by digital literacy is the ability to use information and communication 
technology (ICT) to find, evaluate, utilize, create, and communicate content/information, with both 
cognitive and technical skills Mihailidis, 2015 argues that digital literacy is the ability to understand 
and use information in various formats that come from various digital sources that are displayed 
through computers (Clauss et al., 2021). The rapid development of digital media provides 
opportunities, such as increasing e-commerce business opportunities, the birth of new digital media-
based jobs, and the development of literacy skills without negating print-based text. Furthermore, 
Monteiro, A., & Leite, (2021) argues that digital literacy consists of four main dimensions that must be 
mastered, namely basic abilities (underpinning), background knowledge of information (background 
knowledge), main competencies (central competencies), attitudes and perspectives (attitudes and  
perspectives). Digital Literacy can be identified with the dimensions (1) Cognitive in ability to analyze 
background information and evaluate information (2) Social such as help the poverty entrepreneur use 
digital technology (3) Technical in knowledge of how web browser work and ability use search engine. 
Market Orientation (X2) 
Market orientation as the most effective and efficient organizational culture to create the behaviors 
needed to create superior value for buyers and produce superior performance for the company 
(Mahmoud et al., 2016a). Companies that have made market orientation their organizational culture 
will be based on external basic needs, market wants and demands as the basis for formulating strategies 
for each business unit within the organization, and determining the company's success. 
With this information, the selling company will understand who its potential customers are now and 
in the future and what they want now and in the future (Leal-Rodríguez, A. L., & Albort-Morant, 
2016). Market Orientation can be identified with the dimensions (1) Customer orientation, supported 
by ability to shifting organizational values, beliefs, assumption and premises toward a two-way 
relationship between customers and the firm (2) Competitor orientation, supported by the indicators 
ability sellers have an understanding of the short term strength and weak-ness and an understanding of 
long-term capabilities (3) Technical, Supported by indicators how a business utilizes its resources to 
create superior value for its target customer. 
E-Commerce Adoption (Z) 
E-Commerce is often also called market-making because of its existence that can directly form a 
market in cyberspace that can bring together sellers and buyers from various places in the world 
through internet access. (Tian et al., 2018) developed a method called the environmental organizational 
technical framework (TOE). This framework is similar to the DOI framework and has 3 sections 
within this framework: (i) the technical context; 
(ii) the characteristics of the internal and external technology associated with the company 
(Macchion et al., 2017) 
(iii) organizational context: descriptive measures, eg organizational size, capital, etc.; TOE is common 
because the diffusion of the Innovation Framework is consistent (Mahmoud et al, 2016b). Electronic 
commerce (EC) is the use of the Internet and intranets to buy, sell, transport, or trade data, goods or 
services. In other words, the dimensions of e-commerce, namely: 1) Trade via the internet and intranets; 
2) Trading through internet web facilities; and 3) Trading through data exchange systems. 
E-Commerce Adoption It can be identified with the dimensions (1) Individual, supported by owner’s 
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innovativeness, IT ability and IT experiences (2) Technology supported by perceived ease of use, 
technological and compatibility (3) Environment supported by indicators of customer & competitor 
pressure, external driver. 
O2O (Online-to-Offline) (M) 
Online-to-offline (O2O) is one of the newest e-commerce business models that uniquely combines the 
benefits of online and offline modes to help businesses achieve increased customer reach, greater 
market share, and expanded marketing capabilities, among other improvements (Kang et al.,2021). It 
is defined as “e-commerce that combines searching and ordering products or services online, and 
consumption in physical stores” (Wan, X., & Chen, 2019) Online-to-Offline refers to the combination of 
offline business and online commerce (Kang et al.,2021). The O2O model is characterized by online 
information flow and cash flow, while offline logistics and trade flows can broaden the scope of e-
commerce business. The main essence of the O2O model is to provide information, services, offer 
discounts, etc. as a message from the outlet through the O2O platform to encourage online users to 
come to the outlet, thus, it can be said that O2O is the process of a consumer buying goods and services 
online; then go the store or outlet to enjoy the service (Sam Liu, C. H., & Huang, 2020). 
The theory further states that the level of adoption is influenced by five attributes namely relative advantage, 
complexity, suitability, observability, and the ability to try. The DOI model also categorizes adopters 
into innovators, early adopters, early majority, late majority and laggards (Sarkar, 2008). O2O 
Business Adoption can be identified with the dimensions (1) Relative advantage, supported by 
indicator market development, customer base (2) Compatibility that supported by compatible current 
business, knowledge and organizational behavior (3) Trialability that supported by exploration 
easiness and correcting mistakes. 

3. Research Method 
This study aims to determine the effect of digital literacy and market orientation on MSME performance 
mediated by E-commerce adoption with O2O Business as a Moderating variable. The design hypothesis 
in this study is shown in the following figure.  
 
 
 
 
 
 
 
 
 
 

 
 
 
 

Figure 1. The design hypothesis 
(Source: Adusted by Researcher, 2021) 
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H5 Effect of Market Orientation on E-Commerce Adoption 
H6 Effect of Digital Literacy on MSME Performance Moderated by O2O Business Adoption  
H7 Effect of Market Orientation on MSME Performance Moderated by O2O Business Adoption  
H8 Effect of E-Commerce Adoption on MSME Performance Moderated by O2O Business 

Adoption  

Indirect Effect  
H9 Effect of Digital Literacy on MSME Performance Mediated by E-Commerce Adoption 
H10 Effect of Market Orientation on MSME Performance Mediated by E-Commerce Adoption  
The research approach used in this study is a quantitative approach. Quantitative research methods aim 
to test the established hypotheses. The quantitative method is in the form of numbers derived from 
measurements using a scale on the variables in the study. The population in this study is all MSMEs 
that have collaborated with E- Commerce. The sample in this study was obtained using a quota 
sampling technique, which only limited data acquisition to 100 MSMEs of E-Commerce partners 
(Dvorkina et al., 2020). Data analysis used the structural approach of the Equation Model (SEM) 
assisted by the smart PLS application (Civelek, 2018) The research procedures in this research are 
described in the following. 
1. Reflective Measurement Model Evaluation 
The measurement model or outer model with reflexive indicators is evaluated with convergent and 
discriminant validity of the indicators and composite reliability for indicator blocks. It is carried out to 
ensure that the measurement used is feasible to be utilized as a measurement (valid and reliable). Therefore, 
this evaluation analyzes the validity and reliability, and sees the level of prediction of each indicator on the 
latent variable by analyzing the following. 

Table 1. Instrument Testing 
Instrument Test  Test Used  
1. Validity Test  1. Convergent Validity 

2. AVE  
2. Reliability 
Test 

3. Cronbach Alpha  
4. Composite Relibility  

Source: Adusted by Researcher, 2021 
 

2. Designing a Structural Model (Inner Model) and Measurement (Outer Model)  
Inner model or also called structural model, inner relation, and substantive theory functions to describe the 
relationship between latent variables based on substantive theory. 
3. Structural Model Evaluation 
The structural model or inner model is carried out to ensure that the structural model built is robust and 
accurate. This model is evaluated using R-square for the dependent construct. This test aims to explain the 
large proportion of variation in dependent variable that can be explained by all independent variables. The 
interpretation is that changes in the R-square value are used to assess the effect of certain independent latent 
variables on the dependent latent variable whether it has a substantive effect. 
 
4. Research Result 
Based on the results of testing the validity of the instrument, it is known that there are 29 indicators 
measured. 
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1. Reliability Test Result 

 

 
Figure 2. Outer Model Analysis 

(Sources: Primary Data, Processed with SmartPLS, 2021) 
 

Table 2. Reliability Test Result 

Variable Cronbach Alpha Composite Reliability Information 
Digital Literacy (X1) 0,842 0,888 Reliable 
Market Orientation (X2) 0,870 0,906 Reliable 
E-Commerce Adoption (Z) 0,908 0,924 Reliable 
O2O Business Adoption (M) 0,909 0,928 Reliable 
MSME Performance (Y) 0,878 0,911 Reliable 

 
The test results show that all instruments are declared reliable with a Cronbach Alpha score and 
Composite reliability of > 0.7. 
 
2. R-Square Test 

Table 3. R-Square Test Result 
Variables R Square R Square Adjusted 

E-Commerce Adoption (Z) 0,915 0,913 
MSME Performance (Y) 0,894 0,885 

 
Based on the test results, obtained a score of R-Square for e-commerce adoption (z) of 0,915 which 
means e- commerce adoption influenced by digital literacy (X1) and market orientation (X2) of 91.5% 
and 8.5% others are influenced by variables that have not been explained in this study. Score of R-
Square for MSME Performance is equal to 0,894 which means digital literacy (X1) and market 
orientation (X2) and O2O business adoption (M) affect MSME Performance (Y) by 89.4% and the 
other 10.6% influenced by other variables that have not been explained in this study. 
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Inner Model Analysis 
Testing the hypothesis can be seen through the value of t-statistics and probability values. The 
hypothesis testing uses statistical values, for alpha 5% by comparing t-count with t-table. Thus, the 
criteria for accepting or rejecting the hypothesis are H0 is rejected if t-statistic > t-count. To 
reject/accept the hypothesis, it uses probability; in which Ha is accepted if the p value <0.05. 

 
Table 4. Hypothesis Test Result 

Direct Effect Beta t-count P-
Values 

H1 Effect of E-Commerce Adoption on MSME Performance 0,195 2,783 0,039 
H2 Effect of Digital Literacy on MSME Performance 0,190 2,012 0,045 
H3 Effect of Market Orientation on MSME Performance 0,280 2,436 0,020 
H4 Effect of Digital Literacy on E-Commerce Adoption 0,266 2,214 0,027 
H5 Effect of Market Orientation on E-Commerce Adoption 0,498 3,780 0,000 
H6 Effect of Digital Literacy on MSME Performance Moderated 
by O2O Business Adoption 

0,457 6,372 0,000 

H7 Effect of E-Commerce Adoption on MSME Performance 
Moderated by O2O Business Adoption 

0,742 
 

5,386 0,000 

H8 Effect of Market Orientation on MSME Performance 
moderated by O2O Business Adoption 

0,495 5,113 0,001 

Indirect Effect    
H9 Effect of Digital Literacy on MSME Performance Mediated by 
Business Adoption 

0,044 0,609 0,543 

H10 Effect of Market Orientation on MSME Performance Mediated 
by Business Adoption 

0,124 2,974 0,003 

  
H1: E-Commerce Adoption Affects MSME Performance 
The results of hypothesis testing have an influence between e-commerce adoption on MSME 
performance, it is shown that the p-value is 0,039 which is smaller than 0.05. In addition, the t-statistic 
value is 2,783, which is greater than t table (1.98) and the beta score is positif (0,195). Thus, from the 
explanation above, it will show that. E-commerce adoption has a significant positive effect on MSME 
performance. E-commerce adoption is a mediator between globalization and corporate performance 
Therefore, the adoption of E-commerce can improve the performance of MSMEs. This is in line with 
research by (Cassia, F., & Magno, 2021) which states that e-commerce adoption has a significant 
positive effect on MSME performance. 
 
H2: Digital Literacy Affects MSME Performance 
The results of hypothesis testing have an influence between digital literacy on MSME performance, it 
is shown that the p-value value is 0.045, which is smaller than 0.05. In addition, the t-statistic value is 
2,012 which is greater than t-table (1.98) and the beta score is positive 0.190). Thus, from the 
explanation above, it will show that Digital Literacy has a significant positive effect on MSME 
performance. MSME performance can be interpreted as the ability of a business to achieve its goals 
through efficient and effective use of resources and describes how far a business has achieved its results 
after being compared with previous performance, previous performance and other organizational 
benchmarking performance, as well as to what extent it has achieved the goals and targets that have been 
set. Thus, from the results of this study it can be seen that the presence of digital literacy can improve 
the performance of SMEs. This is in line with research by (Abubakari et al., 2021; Ollerenshaw et al., 2021) 
who states that digital literacy has an influence on MSME performance. 
 
H3: Market Orientation Affects MSME Performance 
The results of testing the hypothesis that there is an influence between Market Orientation on MSME  
Performance, it is shown that the p-value is 0,020, which is smaller than 0.05. And the t-statistic value 
is 2,436, which is greater than t-table (1.98) and the beta score is 0.280. Thus, from the explanation 
above, it will show that Market Orientation has a significant positive effect on MSME Performance. 
Market orientation is a valuable organizational culture in helping to grow a company to follow the 
market so as to offer greater value to customers, which is the key to corporate action. So that market 
orientation does affect the performance of MSMEs. This is in line with research by (Tjahjadi et al., 
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2020)who states that market orientation has effect on MSME performance. 

H4: Digital Literacy Affects E-Commerce Adoption 
The results of hypothesis testing have an influence between digital literacy on e-commerce adoption, 
it is shown that the p-value is 0,027, which is smaller than 0.05. In addition, the t-statistic value is 
2,214, which is greater than t-tabel (1.98) and the beta score is positif 0,266. Thus, from the 
explanation above, it will show that digital literacy has a significant positive effect on e-commerce 
adoption. E-commerce adoption is all business activities carried out online using internet-based 
information technology. Therefore, the greater the value of digital literacy, the greater the e-commerce 
adoption is. This is in line with research by (Ariansyah et al., 2021; Elhajjar, S., & Ouaida, 2020) that 
states that digital literacy has an influence on e-commerce adoption. 

H5: Market Orientation Affects E-Commerce Adoption 
The results of testing the hypothesis that there is an influence between Market Orientation on E-
Commerce Adoption, it is shown that the p-value is 0,000, which is smaller than 0.05. And the t-statistic 
value is 5,747, which is greater than 1.98 and the beta score is 0,498. So, from the explanation above, it 
will show that market orientation has a significant positive effect on e-commerce adoption. Orientation 
in marketing management includes production, product, market and holistic marketing orientation. 
Therefore, E-Commerce Adoption very much needed to improve Market Orientation in holistic 
marketing. This is in line with research by (Bamfo, B. A., & Kraa, 2019; Herrero et al., 2018)which 
states that market orientation has an effect on e-commerce adoption. 

H6: Digital Literacy Affects MSME Performance Moderated by O2O Business Adoption 
The results of testing the hypothesis that there is an influence between Digital Literacy on MSME 
Performance and O2O Business Adoption as moderator, it is shown that the p-value is 0.000, which 
is smaller than 0.05. In addition, the t-statistic value is 6.372 which is greater than 1.960 and the beta 
score is 0.457. Thus, from the explanation above, it will show that Digital Literacy has a significant 
positive effect on MSME Performance which is moderated by O2O Business Adoption. Therefore, it 
is known that the presence of O2O Business Adoption as a moderator increases the influence of Digital 
Literacy on MSME Performance. This is in line with research by (Gregory et al.,  2016) which states 
that the adoption of O2O business as a moderator increases the influence of digital literacy on MSME 
performance.  

H7: E-Commerce Adoption Affects MSME Performance Moderated by O2O Business Adoption 
The results of testing the hypothesis that there is an influence between e-commerce adoption on 
MSME performance and O2O business adoption as moderator, it is shown that the p-value is 0.000, 
which is smaller than 0.05. In addition, the t-statistic value is 5.386, which is greater than 1.98 and the 
beta score is 0.742. Thus, from the explanation above, it will show that e-commerce adoption has a 
significant positive effect on MSME performance which is moderated by O2O business adoption. 
Therefore, it is known that the adoption of O2O business as a moderator strengthens the influence of 
e-commerce adoption on MSME performance. This is in line with research by (Wang et al., 2020)which 
states that the adoption of O2O business as a moderator strengthens the effect of e-commerce adoption 
on MSME performance. 

H8: Market Orientation Affects MSME Performance Moderated by O2O Business Adoption 
The results of testing the hypothesis that there is an influence between market orientation on MSME 
performance and O2O business adoption as moderator, it is shown that the p-value is 0,001, which is 
smaller than 0.05. In addition, the t-statistic value is 5,113, which is greater than 1.98 and the beta 
score is 0.495. Thus, from the explanation above, it will show that Market Orientation has a significant 
positive effect on MSME Performance which is moderated by O2O Business Adoption. Thus, it is 
known that the presence of O2O Business Adoption as a moderator increases the influence of Market 
Orientation on MSME Performance. This is in line with research by (Gregory et al., 2016; (Tsai et al., 
2015) which states that the adoption of O2O business as a moderator strengthens the influence of 
market orientation on MSME performance. 

H9: E-Commerce Adoption does not Mediate Digital literacy on MSME Performance  
According to the calculation results, it is known that e-commerce adoption is not able to mediate the 
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relationship between Digital literacy and MSME performance with a positive score (0.044), t-count < 
t-table (0.6 <1.98), and p-values of > 0.05 (0.543). On average, MSMEs that show good performance 
have been able to adapt their business. The results of this study also support the findings by (Carlson 
et al., 2012). Digital literacy has met the challenges of e-commerce adoption. With digital literacy, 
MSMEs are sure to be able to adapt their business, especially in terms of promotion which is the main 
activity that supports sales. One of them is through the use of social media. With good promotion 
through the application of digital literacy, MSMEs is able to meet sales targets, especially in this 
current situation, Indonesians are social media literate, which then makes it easier for MSMEs to carry 
out promotional activities so that with or without E-Commerce Adoption, if MSMEs have been able 
to carry out digital literacy, MSMEs will be able to improve their performance. 

H10: E-Commerce Adoption Mediates Market Orientation on MSME Performance  
According to the calculation results, it is known that e-commerce adoption is able to mediate the 
relationship between market orientation and MSME performance with a positive score (0.124), t-count 
> t-table (2.97> 1.98), and p-values of > 0.05 (0.003). Market orientation is a view, perspective, or 
culture seen from a company's processes and activities in creating the highest value for customer needs 
and desires as the core of the marketing process, namely focusing on customer satisfaction. Market 
orientation, which is strengthened by good business adaptation, is able to support the performance of 
MSMEs.With good business adaptation, MSMEs are able to develop and understand better what 
consumers need so that they can create customer value and market strategies with information on 
competitors' strengths and weaknesses. 

5. Conclusion 
From the results of the research and discussion above, it can be concluded that Digital Literacy has a 
significant positive effect on E-Commerce Adoption, Digital Literacy has a significant positive effect 
on MSME Performance, E-Commerce Adoption has a significant positive effect on Performance MSMEs. 
Market Orientation has a significant positive effect on E-Commerce Adoption. Market orientation has 
a significant positive effect on MSME performance. O2O Business Adoption has a significant positive 
effect on MSME Performance. Digital Literacy has a significant positive effect on MSME 
Performance, moderated by O2O Business Adoption. Market Orientation e-commerce adoption has a 
significant positive effect on MSME performance which is moderated by O2O business adoption. E-
Commerce adoption has a significant positive effect on the performance of MSMEs moderated by 
O2O Business Adoption. Market orientation and digital literacy are important factors in the success 
of an MSME to survive in an ever-fluctuating economic condition. Understanding of market 
orientation and digital literacy in running a business can have an impact on customer satisfaction which 
then has an impact on improving MSME performance. Digital literacy and market orientation are two 
factors that affect the performance of MSMEs. The performance of MSMEs will be more significant 
when MSMEs are able to take advantage of e-commerce properly. Even, it is recommended for MSME 
actors to be able to implement an Online to Offline system that allows people to shop online but can 
pay, take, return offline, and can even buy online at offline stores. In addition, MSMEs that use the 
O2O network are able to develop their business and provide the best satisfaction for consumers.  
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