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This	 literature	 review	 explores	 the	 evolving	 relationship	
between	e-commerce	and	consumer	behavior,	particularly	
in	 the	context	of	 the	decision	making	process.	Through	a	
review	 of	 recent	 scholarly	 literature,	 this	 study	 analyzes	
eight	 academic	 articles	 on	 the	 dynamics	 of	 digital	
consumer	 behavior	 and	 the	 factors	 in&luencing	 online	
purchase	decisions.	The	&indings	indicate	that	e-commerce	
plays	a	crucial	role	 in	shaping	how	consumers	search	for	
information,	evaluate	alternatives,	and	ultimately	complete	
transactions.	Factors	such	as	ease	of	navigation,	trust	in	the	
platform,	customer	reviews,	and	personalized	content	are	
shown	to	enhance	purchase	intention	and	decision	making.	
Additionally,	the	emergence	of	impulsive	buying	behavior	
in	digital	 contexts	highlights	a	 shift	 in	 the	emotional	and	
social	roles	involved	in	consumer	decisions.	These	&indings	
reinforce	the	understanding	that	consumer	behavior	in	e-
commerce	 is	 in&luenced	 by	 a	 combination	 of	 platform	
design,	user	experience,	and	data	driven	digital	strategies	
that	adapt	to	consumer	preferences.	
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INTRODUCTION	

E-commerce	is	an	electronic	trading	system	that	utilizes	the	internet	network	to	
facilitate	the	buying	and	selling	of	goods	and	services	without	requiring	physical	contact	
between	sellers	and	buyers.	This	system	enables	consumers	to	browse	a	wide	range	of	
products,	compare	prices,	make	digital	payments,	and	receive	goods	through	integrated	
logistics	 services.	 (Mittal,	2022)	 states	 that	e-commerce	has	 revolutionized	 traditional	
business	models	by	eliminating	geographical	and	temporal	boundaries.	Companies	can	
access	 global	markets	within	 seconds,	 and	 consumers	 have	 full	 &lexibility	 in	 selecting	
products	that	best	suit	their	needs.	In	today's	digital	era,	e-commerce	is	not	merely	an	
optional	 channel,	 but	 has	 become	 a	 primary	 avenue	 in	 modern	 sales	 strategies.	 The	
transformation	 of	 e-commerce	 extends	 to	 various	 aspects	 of	 consumer	 experience,	
ranging	 from	 intuitive	 user	 interface	 design	 to	 the	 integration	 of	 arti&icial	 intelligence	
systems	that	offer	product	recommendations	based	on	past	purchasing	behavior.	

Research	 by	 (Urne,	 2020)	 emphasizes	 that	 easy	 access	 to	 information,	
personalized	 shopping	 experiences,	 and	 the	 rise	 of	 digital	 promotions	 have	 made	 e-
commerce	a	highly	in&luential	medium	in	shaping	consumer	behavior.	Furthermore,	(L.	
Yang,	 2022)	 highlights	 that	 user	 experience	 on	 digital	 platforms	 is	 a	 dominant	 factor	
driving	 purchase	 intentions.	 The	 e-commerce	 landscape	 has	 become	 increasingly	
complex,	 encompassing	 the	 integration	 of	 social	media,	 digital	 payment	 systems,	 and	
interactive	 features	 such	 as	 livestream	 shopping	 and	 chatbots	 that	 replace	 human	
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interaction.	(Wardhana	et	al.,	2021)	found	that	features	such	as	user	ratings,	smart	search	
&ilters,	and	real	time	noti&ications	enhance	consumer	trust	and	reduce	the	time	needed	to	
make	purchasing	decisions.	In	addition,	(Komalasari	et	al.,	2021)	point	out	that	algorithm	
based	 personalization	 strategies	 strengthen	 consumer	 tendencies	 to	 make	 repeat	
purchases	on	the	same	platform,	thereby	reinforcing	customer	loyalty	and	retention.	

Decision	 making	 in	 the	 context	 of	 consumer	 behavior	 is	 a	 complex	 cognitive	
process	that	involves	need	recognition,	information	search	and	evaluation,	and	the	&inal	
decision	 to	 purchase	 or	 not.	 According	 to	 (Nasti	 et	 al.,	 2024),	 each	 stage	 is	 strongly	
in&luenced	by	individual	perceptions	of	risk,	bene&its,	and	past	experiences.	In	the	digital	
era,	 this	decision	making	often	occurs	 in	a	much	shorter	 timeframe	due	 to	 the	 instant	
availability	of	information.	This	has	shifted	the	process	from	being	deliberative	to	more	
impulsive	or	responsive	to	visual	stimuli	and	promotions.	In	the	e-commerce	experience,	
decision	making	is	also	shaped	by	psychological	elements	such	as	trust	in	the	platform,	
perceptions	of	seller	credibility,	and	emotional	engagement	with	the	brand.	(Puspitasari	
et	al.,	2023)	explain	that	factors	such	as	prior	experience,	social	recommendations,	and	
ease	of	platform	navigation	contribute	to	more	stable	consumer	preferences.	The	process	
is	no	longer	linear,	but	adaptive	to	technology	and	trends.	Therefore,	consumers	in	the	e-
commerce	context	do	not	merely	act	as	buyers,	but	also	as	active	and	dynamic	users	of	
technology.	

Various	studies	have	found	that	e-commerce	accelerates	the	stages	of	consumer	
decision	making	by	reducing	time	and	cost	barriers.	(Halim,	2022)	noted	that	the	surge	
in	e-commerce	transactions	during	the	COVID-19	pandemic	occurred	due	to	the	ef&iciency	
offered	by	digital	platforms	in	ful&illing	daily	needs.	Even	the	purchase	of	non	essential	
goods	increased	as	a	result	of	aggressive	promotions	and	digital	incentives	such	as	free	
shipping	and	vouchers.	This	reinforces	the	argument	that	speed	and	convenience	are	key	
factors	 in	 shaping	 digital	 purchase	 decisions.	 Digital	 social	 in&luences	 such	 as	
testimonials,	star	ratings,	and	customer	reviews	have	become	primary	determinants	in	
decision	making.	(Kim	&	Srivastava,	2020)	showed	that	such	social	 in&luence	creates	a	
collective	 sense	 of	 security	 that	 accelerates	 purchase	 decisions,	 especially	 for	 new	
consumers.	On	 the	other	hand,	negative	experiences	shared	by	others	may	discourage	
purchases,	making	 online	 reviews	 a	 double	 edged	 sword.	 In	 this	 context,	 trust	 in	 the	
platform	becomes	more	important	than	the	price	or	features	of	the	product	itself.	

Impulsive	behavior	is	on	the	rise	in	e-commerce	due	to	the	abundance	of	digital	
stimuli	such	as	&lash	sales,	promotional	pop	ups,	and	one	click	checkout	systems.	(Dwi	
Azizah	et	al.,	2022)	stated	 that	consumers	with	 impulsive	buying	 tendencies	are	more	
responsive	to	visual	cues	and	time	limitations,	often	leading	to	purchases	made	without	
rational	consideration.	This	signi&icantly	impacts	transaction	volume	but	also	increases	
the	risk	of	post	purchase	dissatisfaction	if	the	product	fails	to	meet	expectations.	However,	
online	purchase	decisions	remain	vulnerable	to	risk	perceptions.	Factors	such	as	payment	
security,	 store	 credibility,	 and	 return	 policies	 are	major	 concerns.	 (Islam	 et	 al.,	 2021)	
found	that	Although	e-commerce	offers	ef9iciency,	convenience,	and	a	wider	range	of	product	
choices,	consumers	still	require	strong	protective	assurances	to	avoid	feelings	of	buyer’s	remorse	
after	completing	a	transaction.	The	absence	of	physical	interaction	with	the	product,	along	with	
the	 inability	 to	 directly	 evaluate	 its	 quality	 before	 purchase,	 often	 makes	 consumers	 more	
cautious	and	vulnerable	to	dissatisfaction.	As	a	result,	they	rely	heavily	on	external	indicators	of	
reliability	 and	 credibility	 before	 making	 a	 decision.	 Therefore,	 ensuring	 data	 integrity,	
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providing	transparent	and	authentic	customer	reviews,	and	maintaining	responsive	and	
helpful	customer	service	become	essential	elements	 in	building	consumer	trust.	When	
customers	 feel	 con&ident	 that	 product	 information	 is	 accurate,	 that	 reviews	 re&lect	
genuine	user	experiences,	and	 that	any	 issues	will	be	resolved	professionally,	 they	are	
more	likely	to	proceed	with	a	purchase	and	return	for	future	transactions.	These	factors	
help	reduce	uncertainty,	strengthen	consumer	loyalty,	and	ultimately	support	more	stable	
and	consistent	buying	behavior	in	the	digital	marketplace.	

	
LITERATURE	REVIEW	
	
1. E-COMMERCE	

E-commerce	represents	an	evolutionary	form	of	commerce	that	utilizes	electronic	
media,	particularly	the	internet,	to	facilitate	the	buying	and	selling	of	goods	and	services	
without	spatial	or	temporal	limitations.	In	practice,	e-commerce	is	not	limited	to	online	
shopping	activities	but	also	encompasses	service	bookings,	digital	banking,	and	digital	
supply	chain	management.	(German	Ruiz-Herrera	et	al.,	2023)	note	that	e-commerce	has	
evolved	 into	 a	 digital	 economic	 ecosystem	 involving	 businesses,	 consumers,	 payment	
systems,	and	logistics.	This	transformation	has	driven	signi&icant	changes	 in	consumer	
behavior	as	well	as	in	corporate	operational	strategies.	The	development	of	e-commerce	
is	 inseparable	 from	 advances	 in	 information	 and	 communication	 technologies,	 which	
enable	 transaction	 automation	 and	 easy	 access	 to	 global	markets.	 From	 its	 origins	 on	
desktop	 platforms,	 e-commerce	 has	 now	 expanded	 into	 mobile	 commerce,	 social	
commerce,	and	even	voice	commerce.	

(Pavlou,	2023)	adds	that	the	growth	of	e-commerce	is	heavily	in&luenced	by	users’	
perceptions	 of	 trust,	 risk,	 and	 technological	 ease	 in	 online	 transactions.	 Therefore,	 e-
commerce	is	not	merely	a	buying	and	selling	platform	but	a	complex	and	adaptive	digital	
interaction	system.	Theoretically,	the	understanding	of	e-commerce	is	often	linked	to	the	
Technology	 Acceptance	Model	 (TAM)	 and	 the	Uni3ied	 Theory	 of	 Acceptance	 and	 Use	 of	
Technology	 (UTAUT).	 These	 models	 explain	 that	 users'	 adoption	 of	 technology	 is	
signi&icantly	in&luenced	by	their	perceptions	of	ease	of	use	and	usefulness.	In	the	context	
of	e-commerce,	this	includes	the	convenience	of	site	navigation,	the	speed	of	the	checkout	
process,	and	the	&lexibility	of	payment	methods	(Fayad	et	al.,	2024).	
	
1.1 CHARACTERISTICS	OF	E-COMMERCE	

E-commerce	has	several	key	characteristics	that	directly	in&luence	how	consumers	
access,	evaluate,	and	purchase	products	or	services.	The	&irst	is	accessibility,	which	refers	
to	the	ability	of	users	to	access	platforms	anytime	and	anywhere	through	digital	devices.	
This	shortens	the	purchase	decision	cycle	and	increases	user	convenience.	The	second	is	
the	 availability	 of	 digital	 features,	 such	 as	 smart	 search,	 customer	 reviews,	 ratings,	
product	 &ilters,	 and	 recommendation	 systems,	 which	 accelerate	 the	 exploration	 and	
evaluation	 process.	 According	 to	 (Johar	 et	 al.,	 2022)	 these	 features	 contribute	 to	
increased	purchase	intention	by	providing	relevant	and	up	to	date	information	to	users.	
The	third	characteristic	is	interactivity,	which	refers	to	the	extent	to	which	consumers	can	
interact	in	real	time	with	the	system,	sellers,	or	other	user	communities.	Examples	include	
live	 chat	 features,	 automated	 chatbots,	 and	 social	 media	 integration.	 This	 element	
provides	a	higher	sense	of	emotional	engagement	in	the	purchasing	process	and	enhances	
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user	loyalty.	The	fourth	is	transaction	convenience,	a	critical	dimension	that	includes	fast	
checkout	 processes,	 integration	 with	 digital	 payments,	 and	 flexible	 delivery	 options.	
(Valencia	et	al.,	2020)	 found	that	users'	experience	 in	digital	 transactions	significantly	
influences	 their	 perception	 of	 service	 quality	 and	 their	 intention	 to	 make	 repeat	
purchases.	These	characteristics	work	 together	 to	 create	added	value	 for	e-commerce	
compared	 to	 conventional	 channels.	 (Wang	 et	 al.,	 2023)	 also	 emphasize	 that	 the	
integration	 of	 Artificial	 Intelligence	 (AI)	 into	 e-commerce	 platforms	 strengthens	
personalization	and	the	prediction	of	consumer	behavior.	Therefore,	companies	should	
consider	these	dimensions	when	designing	digital	strategies	to	increase	engagement	and	
purchase	conversion.	
	
1.2 FACTORS	AFFECTING	THE	EFFECTIVENESS	OF	E-COMMERCE	

The	effectiveness	of	e-commerce	in	in&luencing	purchasing	decisions	is	shaped	by	
several	key	factors	related	to	user	experience	and	consumer	perception.	One	of	the	most	
crucial	is	trust.	In	a	digital	environment	with	limited	direct	interaction,	trust	becomes	a	
fundamental	element	in	building	customer	loyalty.	According	to	(Yoon	&	Occeña,	2023),	
consumers’	 perception	 of	 platform	 reliability,	 transaction	 security,	 and	 information	
transparency	are	the	main	determinants	of	trust.	Consumers	tend	to	avoid	transactions	
on	websites	that	lack	credibility,	such	as	those	with	few	reviews	or	unclear	return	policies.	
Another	important	factor	is	user	experience	(UX).	Intuitive	navigation,	attractive	visual	
design,	and	fast	loading	speed	affect	comfort	and	satisfaction	during	the	online	shopping	
process.	

(Bauboniene	&	Guleviciute,	2020)	highlight	that	a	well	designed	website	improves	
perceived	usefulness	and	ease	of	use	in	the	context	of	the	Technology	Acceptance	Model	
(TAM).	In	addition,	logistics	services	and	delivery	speed	also	play	a	key	role.	Consumers	
are	 more	 satis&ied	 with	 e-commerce	 platforms	 that	 offer	 shipment	 tracking,	 instant	
delivery	 options,	 and	 responsive	 customer	 service	 throughout	 the	 logistics	 process.	
Promotions	 and	pricing	 strategies	 also	have	 a	major	 impact	 on	 the	 effectiveness	 of	 e-
commerce.	 Discount	 offers,	 product	 bundling,	 cashback	 systems,	 and	 loyalty	 points	
trigger	 impulsive	 buying	 decisions	 and	 enhance	 customer	 retention.	 Furthermore,	
consumer	perception	of	economic	value	and	digital	shopping	ef&iciency	is	in&luenced	by	
how	competitive	the	promotional	strategies	are.	Therefore,	the	combination	of	trust,	user	
experience,	 logistics,	 and	 promotion	 forms	 the	 foundation	 of	 an	 effective	 e-commerce	
strategy.	

	
1.3 DIFFERENCES	IN	CONSUMER	PERCEPTIONS	OF	E-COMMERCE	

Consumer	 responses	 to	 e-commerce	 vary	 greatly	 depending	 on	 demographic	
factors	 such	 as	 age,	 gender,	 and	 socioeconomic	 background.	 Younger	 generations	
(Millennials	and	Gen	Z)	are	generally	more	enthusiastic	about	using	e-commerce	because	
they	have	a	high	level	of	digital	literacy	and	are	accustomed	to	technology	from	an	early	
age.	They	are	also	more	open	to	digital	payment	systems,	the	use	of	mobile	applications,	
and	engagement	through	social	media.	In	contrast,	older	age	groups	show	lower	adoption	
rates	 due	 to	 concerns	 about	 security,	 a	 preference	 for	 direct	 interaction,	 and	 limited	
understanding	of	technology.	Gender	differences	are	also	interesting	to	observe.	A	study	
(Adamkolo	et	al.,	2020)	showed	that	women	tend	to	be	more	thorough	when	comparing	
products	 and	 reading	 reviews,	 whereas	 men	 focus	 more	 on	 speed	 and	 transaction	
ef&iciency.	 This	 in&luences	 how	 platforms	 design	 their	 interfaces	 and	 structure	
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promotional	 campaigns.	 In	 addition,	 economic	 sectors	 or	 product	 types	 also	 shape	
different	perceptions.	Consumers	from	urban	sectors	or	upper	middle	class	groups	are	
more	 accustomed	 to	 shopping	 for	 secondary	 goods	 (fashion,	 electronics),	 while	
consumers	from	suburban	areas	prioritize	essential	goods	with	considerations	of	price	
and	daily	needs	(Nazir,	2022).	In	other	words,	a	successful	e-commerce	strategy	must	take	
these	 perception	 differences	 into	 account.	 Adjusting	 features,	 communication	
approaches,	and	types	of	products	offered	needs	to	be	tailored	to	the	targeted	user	pro&ile.	
This	 can	 increase	 engagement	while	 reducing	 hesitation	 in	making	 digital	 purchasing	
decisions.	
	
2. CONSUMER	BEHAVIOR	IN	PURCHASE	DECISION	MAKING	

Consumer	 behavior	 refers	 to	 the	 mental,	 emotional,	 and	 physical	 processes	
individuals	 go	 through	 when	 selecting,	 purchasing,	 using,	 and	 evaluating	 goods	 or	
services.	 In	 the	 context	 of	 e-commerce,	 this	 behavior	 becomes	more	 complex	 due	 to	
digital	 experiences,	 technology,	 and	 rapidly	 changing	online	 information.	According	 to	
(Mittal,	2022),	digital	consumer	behavior	involves	the	interaction	between	perceived	risk,	
product	value,	and	ease	of	platform	navigation,	all	of	which	contribute	to	the	formation	of	
&inal	purchase	decisions.	The	decision	making	process	in	e-commerce	can	be	explained	
through	a	&ive	stage	model:	need	recognition,	information	search,	alternative	evaluation,	
purchase	decision,	and	post	purchase	evaluation.	This	model	is	expanded	in	the	online	
context	 by	 including	 factors	 such	 as	 social	media	 engagement,	 customer	 reviews,	 and	
personalized	 promotions.	 A	 study	 by	 (Qiu	 et	 al.,	 2023),	 found	 that	 information	
transparency,	data	security,	and	ease	of	canceling	transactions	signi&icantly	in&luence	the	
evaluation	and	&inal	decision	stages	in	the	e-commerce	ecosystem.	

Impulsive	buying	behavior	becomes	prominent	in	digital	transactions,	as	found	by	
(Dwi	 Azizah	 et	 al.,	 2022)	 where	 the	 use	 of	 fast	 mobile	 applications	 and	 promotional	
discounts	leads	to	a	surge	in	unplanned	purchases.	This	is	supported	by	the	Theory	of	
Planned	Behavior	approach,	which	states	that	purchase	intention	is	strongly	in&luenced	
by	 attitudes	 toward	 the	 behavior,	 subjective	 norms,	 and	 perceived	 behavioral	 control.	
Additionally,	social	interaction	in	the	form	of	reviews,	ratings,	and	customer	testimonials	
has	a	strong	in&luence	on	the	decision	making	process.	(Kim	&	Srivastava,	2020)	showed	
that	social	in&luence	in	the	online	environment	shapes	trust	and	con&idence	in	a	product	
collectively,	 even	 before	 consumers	 make	 their	 &irst	 purchase.	 Therefore,	 previous	
customer	experiences	and	information	from	online	communities	become	integral	aspects	
in	predicting	purchase	decisions	Finally,	post	purchase	behavior,	especially	in	the	form	of	
evaluation	and	repurchase	intention,	plays	an	important	role	in	creating	customer	loyalty.	
Research	 by	 (Wardhana	 et	 al.,	 2021)	 on	 Tokopedia	 customers	 showed	 that	 positive	
experiences	 during	 the	 purchasing	 process	 encourage	 consumers	 to	 recommend	
products	and	make	repeat	purchases,	strengthening	e-commerce’s	position	as	a	dominant	
channel	in	the	modern	trade	landscape.	
	
2.1 CONSUMER	BEHAVIOR	INDICATORS	IN	E-COMMERCE	

To	 empirically	 understand	 consumer	 behavior	 in	 e-commerce,	 researchers	 use	
various	 standardized	 quantitative	 measurement	 tools	 and	 indicators.	 One	 of	 the	
commonly	used	tools	is	the	Impulsive	Buying	Scale,	which	assesses	the	extent	to	which	
spontaneous	urges	drive	unplanned	purchase	actions.	A	study	by	(Mittal,	2022)	explains	
that	high	scores	on	this	scale	are	often	found	in	consumers	who	are	frequently	exposed	
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to	&lash	promotions	and	interactive	digital	interfaces.	Another	indicator	is	the	trust	scale,	
which	 measures	 consumer	 trust	 in	 e-commerce	 sites,	 including	 payment	 security,	
personal	 data	 protection,	 and	 service	 reliability.	 This	 trust	 model	 is	 particularly	
important	 in	 the	context	of	e-commerce	due	 to	 the	 lack	of	physical	 contact	and	direct	
seller	veri&ication.	According	to	(W.	Yang	&	Guo,	2022),	the	use	of	this	scale	helps	predict	
consumer	loyalty	and	repurchase	intentions.	

In	terms	of	user	experience,	the	website	satisfaction	scale	is	used,	covering	aspects	
such	as	navigation	ease,	visual	design,	loading	speed,	and	product	information	accuracy.	
A	positive	user	experience	signi&icantly	increases	visit	duration	and	purchase	conversion.	
Research	by	 (Lv,	2023)	 concludes	 that	data	 from	click	behavior,	 abandoned	 carts,	 and	
visited	pages	can	serve	as	predictive	metrics	of	consumer	behavior.	Furthermore,	in	the	
context	 of	 personalization,	 variables	 such	 as	 brand	 preference,	 visit	 frequency,	 and	
average	transaction	value	are	also	used	as	indicators	of	online	shopping	behavior.	The	use	
of	big	data	processing	algorithms	strengthens	the	validity	of	this	behavioral	measurement	
through	 the	analysis	of	 consistent	patterns	 formed	 from	consumers’	historical	activity	
(Caroline	et	al.,	2023).	
	
2.2 THE	IMPACT	OF	CONSUMER	BEHAVIOR	ON	PURCHASING	PATTERNS	

Digital	consumer	behavior	has	a	tangible	impact	on	purchasing	patterns,	including	
transaction	frequency,	types	of	products	purchased,	and	brand	loyalty	tendencies.	One	of	
the	most	prominent	impacts	is	the	increased	frequency	of	purchases	due	to	ease	of	access,	
personalized	promotions,	and	automated	reminders.	A	study	by	(Qiu	et	al.,	2023)	states	
that	consumers	who	actively	engage	on	e-commerce	platforms	are	40	to	60	percent	more	
likely	 to	make	 repeat	 purchases	 in	 the	 short	 term.	 Consumer	 behavior	 in&luenced	 by	
continuous	promotions	and	information	also	increases	the	likelihood	of	brand	switching.	
Instead	of	remaining	loyal	to	a	single	brand,	consumers	tend	to	choose	based	on	reviews,	
ratings,	 or	 the	 latest	 discounts.	 (Petcharat	 &	 Leelasantitham,	 2021)	 show	 that	 this	
behavior	pushes	companies	to	continuously	innovate	in	marketing	communication	and	
personalization	strategies	to	retain	customers.	

The	phenomenon	of	 abandoned	 carts	 is	 also	 a	 direct	 result	 of	 the	 dynamics	 of	
digital	 shopping	 behavior.	 Many	 consumers	 add	 products	 to	 their	 carts	 as	 an	 initial	
intention,	but	do	not	complete	the	transaction	due	to	minor	disruptions	such	as	shipping	
fees,	payment	method	preferences,	or	price	comparisons	across	platforms.	(Ebrahimi	et	
al.,	2021)	emphasize	that	remarketing	and	retargeting	strategies	are	crucial	to	address	
this	 issue.	 Meanwhile,	 positive	 impacts	 can	 be	 observed	 in	 the	 form	 of	 increased	
consumer	 loyalty	when	the	shopping	experience	meets	 their	expectations.	Satisfaction	
with	 service,	 information	 clarity,	 and	 checkout	 convenience	 contribute	 to	 long-term	
loyalty	and	customer	advocacy.	(Nasti	et	al.,	2024)	explain	that	the	formation	of	digital	
shopping	 habits	 causes	 consumers	 to	 tend	 to	 repurchase	 on	 the	 same	 platform,	
establishing	a	pattern	of	habitual	consumption.	
	

Tabel	1.	Previous	Research	
Ar#cle Title & Author	 Research	 Implica#on	

(Wardhana	 et	 al.,	 2021).	 The	
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purchasing	 decision	 process	 of	

Consumer	 behavior	
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A	 deep	
understanding	 of	
customer	 behavior	
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Tokopedia	 e-commerce	 customers	
in	Indonesia.	

purchasing	
decisions	 on	
Tokopedia	

preferences	supports	
more	 effective	
segmentation	
strategies.	

(Mittal,	 2022)	 E-commerce:	 It’s	
Impact	on	Consumer	Behavior.	

Perceived	 value	 and	
perceived	risk	affect	
online	 consumers'	
purchasing	
decisions.	

E-commerce	
platform	 design	
should	 reduce	
perceived	 risk	
through	 information	
and	transparency.	

(Qiu	 et	 al.,	 2023).	 Predicting	
customer	purchase	 behavior	 in	 the	
e-commerce	context.	

Algorithms	 can	
predict	 purchasing	
patterns	 based	 on	
customer	 behavior	
data.	

E-commerce	
platforms	 can	
increase	 sales	
through	personalized	
recommendation	
systems.	

(Dwi	Azizah	et	al.,	2022). Impulsive	
buying	behavior:	Implementation	of	
IT	on	technology	acceptance	model	
on	E-Commerce	purchase	decisions.	

Impulsive	 buying	
increases	 due	 to	
interactive	 digital	
displays.	

User	 experience	 and	
gami&ication	 need	 to	
be	 optimized	 to	
encourage	
spontaneous	
purchases.	

(Nasti	et	al.,	2024).	Analysis	of	 the	
In3luence	of	Consumer	Behavior	on	
Purchasing	 Decisions	 in	 the	 E-
Commerce	Industry.	

Overall	 customer	
experience	
determines	 loyalty	
and	 repurchase	
intentions.	

Managing	 user	
experience	should	be	
a	 priority	 in	 e-
commerce	strategy.	

(Bauboniene	&	Guleviciute,	2020).	
E-commerce	 factors	 in3luencing	
consumers’	 online	 shopping	
decision.	

Factors	 such	 as	
convenience,	 price,	
and	 ease	 in&luence	
consumer	decisions.	

Optimizing	 search	
features	 and	
discounts	is	essential	
to	 increase	 purchase	
conversions.	

(Gunawan	 et	 al.,	 2020). The	
determinant	factors	of	e-commerce	
purchase	 decision	 in	 Jakarta	 and	
Tangerang.	

Perceived	 ease	 of	
use	 and	 trust	 in	 the	
site	 are	 key	 to	
decision	making.	

Data	 security	
systems	 and	
customer	 reviews	
must	 be	 highlighted	
to	build	trust.	

(Kim	&	Srivastava,	2020). Impact	of	
social	 in3luence	 in	 e-commerce	
decision	making.	

Social	 in&luences	
such	as	reviews	and	
ratings	have	a	strong	
impact	 on	
purchasing	
decisions.	

E-commerce	 should	
facilitate	 community	
features	 and	 social	
validation	to	enhance	
buyer	con&idence.	
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RESEARCH	METHOD	
This	 study	 employs	 a	 literature	 review	 method	 by	 examining	 and	 analyzing	

various	relevant	scholarly	sources	to	understand	the	impact	of	e-commerce	on	consumer	
behavior	 in	making	 purchasing	 decisions.	 No	 primary	 data	 collection	was	 conducted;	
instead,	 the	 research	explores	 secondary	 literature	 including	 journal	articles,	 research	
reports,	 academic	 books,	 and	 digital	 marketing	 review	 documents.	 The	 literature	
selection	 was	 carried	 out	 systematically	 based	 on	 relevance	 to	 the	 research	 focus,	
particularly	 on	 aspects	 of	 e-commerce	 such	 as	 consumer	 trust,	 user	 experience,	
promotional	features,	and	the	decision-making	process	from	information	search	to	post	
purchase.	The	analysis	was	conducted	descriptively	 to	 identify	conceptual	patterns	on	
how	 e-commerce	 in&luences	 purchasing	 decisions	 cognitively,	 affectively,	 and	
behaviorally.	This	method	was	chosen	to	build	a	comprehensive	synthesis	of	theoretical	
and	 practical	 developments	 in	 contemporary	 e-commerce,	 while	 also	 revealing	 the	
moderating	 or	 strengthening	 factors	 that	 in&luence	 consumer	 decisions	 across	
demographic	and	sectoral	contexts.	
	
RESULT	AND	DISCUSSION	

The	analysis	of	eight	scienti&ic	articles	reveals	a	strong	and	consistent	tendency	
regarding	 the	 relationship	 between	 the	 development	 of	 e-commerce	 and	 changes	 in	
consumer	 behavior	 in	 the	 purchasing	 decision	 making	 process.	 Each	 reviewed	 study	
shows	 that	 digital	 technology	 has	 transformed	 the	main	 stages	 of	 consumer	 decision	
making,	 from	 need	 recognition,	 information	 search,	 and	 alternative	 evaluation	 to	
purchase	 and	 post	 purchase.	 In	 this	 context,	 e-commerce	 is	 not	merely	 a	 distribution	
channel,	 but	 an	 interactive	 ecosystem	 that	 shapes	perceptions,	 triggers	 emotions,	 and	
directs	consumers	toward	purchasing	actions.	Factors	such	as	perceived	value,	perceived	
risk,	 visual	 stimuli,	 platform	 credibility,	 and	 social	 validation	 have	 been	 shown	 to	 be	
important	variables	that	interact	in	in&luencing	the	direction	and	intensity	of	consumer	
decisions	in	the	digital	environment.	Therefore,	understanding	these	dynamics	is	crucial	
for	 e-commerce	 players	 who	 aim	 to	 maintain	 consumer	 loyalty	 while	 sustainably	
increasing	conversion	rates.	

A	study	conducted	by	(Wardhana	et	al.,	2021)	states	that	active	and	responsive	
consumer	 behavior	 on	 the	 Tokopedia	 platform	 is	 highly	 correlated	 with	 fast	 and	
completed	purchasing	decisions.	Consumers	who	perceive	that	product	search	systems,	
product	 information,	 and	 payment	 processes	 operate	 ef&iciently	 tend	 to	 have	 higher	
con&idence	 to	 complete	 the	 transaction	 immediately.	 This	 is	 supported	 by	 research	
(Mittal,	2022)	who	emphasizes	that	two	main	elements,	perceived	value	and	perceived	
risk,	greatly	in&luence	&inal	decisions	in	online	purchases.	The	higher	the	value	perceived	
by	consumers	and	the	lower	the	level	of	risk	they	associate	with	the	transaction,	the	more	
likely	 they	 are	 to	 complete	 the	 purchasing	 process.	 Therefore,	 e-commerce	 platforms	
must	prioritize	creating	a	sense	of	security,	comfort,	and	clarity	of	information	to	reduce	
ambiguity	 and	 build	 trust.	 Customer	 reviews,	 transparent	 product	 information,	 and	
return	 guarantees	 can	 serve	 as	 practical	 instruments	 to	 reinforce	 positive	 consumer	
perceptions.	

In	the	study	by	(Qiu	et	al.,	2023)	a	user	behavior	based	approach	demonstrates	
that	 an	 effective	 recommendation	 system	 can	 be	 built	 from	 clickstream	 data,	 search	
patterns,	page	visit	duration,	and	consumers'	transaction	history.	Their	&indings	indicate	
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that	 the	 accuracy	 of	 predicting	 purchase	 likelihood	 improves	 when	 e-commerce	
platforms	 can	 identify	 users'	 tendencies	 and	 preferences	 through	 algorithms.	 These	
results	 align	 with	 a	 research	 by	 (Dwi	 Azizah	 et	 al.,	 2022)	 which	 emphasizes	 the	
importance	of	visual	features	such	as	interactive	images,	attractive	colors,	promotional	
animations,	and	limited	time	discounts	in	triggering	impulse	purchases.	Consumers	who	
initially	 had	 no	 intention	 of	 purchasing	 a	 particular	 product	 can	 be	 persuaded	 by	
emotional	 and	 digital	 aesthetic	 factors.	 Therefore,	 an	 engaging	 and	 dynamic	 user	
interface	 design	 can	 increase	 the	 likelihood	 of	 spontaneous	 transactions,	 particularly	
among	 young	 consumer	 segments	 who	 have	 high	 visual	 expectations	 in	 online	
interactions.	Consequently,	e-commerce	platforms	need	to	be	not	only	functional	but	also	
capable	of	activating	the	emotional	side	of	consumers	during	each	interaction.	

The	&indings	from	(Nasti	et	al.,	2024)	expand	the	understanding	of	the	importance	
of	a	holistic	consumer	journey	in	building	customer	loyalty.	Their	study	shows	that	user	
experience	is	 inseparable	from	long	term	purchase	decisions.	Aspects	such	as	intuitive	
navigation,	page	 loading	speed,	ease	of	 selecting	payment	methods,	and	 the	quality	of	
customer	service	have	a	cumulative	impact	on	satisfaction	perception.	Consumers	who	
experience	 a	 smooth	 and	 seamless	 transaction	 &low	 are	 more	 likely	 to	 develop	 an	
intention	to	repurchase.	Meanwhile,	(Bauboniene	&	Guleviciute,	2020)	add	that	shopping	
time	 convenience,	 location	 &lexibility,	 and	 price	 transparency	 create	 psychological	
conditions	that	support	trust	and	positive	decision	making.	In	this	context,	time	&lexibility	
and	 high	 accessibility	 are	 unique	 strengths	 of	 e-commerce	 that	 are	 not	 offered	 by	
conventional	stores.	When	consumers	feel	they	have	full	control	over	the	time,	place,	and	
shopping	process,	the	decisions	they	make	feel	more	personal	and	ful&illing,	ultimately	
strengthening	the	bond	between	consumers	and	the	platform.	

Trust	in	the	platform	becomes	a	dimension	that	cannot	be	ignored,	as	explained	
by	 (Gunawan	 et	 al.,	 2020)	 who	 found	 that	 the	 clarity	 of	 privacy	 policies,	 user	 data	
protection,	brand	reputation,	and	refund	systems	are	key	elements	in	building	consumer	
con&idence.	 This	 trust	 is	 not	 only	 about	 technical	 security	 but	 also	 about	 the	 moral	
perception	 and	professionalism	of	 the	 service	 provider.	When	 consumers	 believe	 that	
their	rights	are	protected,	they	are	more	open	to	conducting	transactions.	These	&indings	
align	with	the	research	by	(Kim	&	Srivastava,	2020)	which	shows	that	social	 in&luence	
such	 as	 user	 reviews,	 positive	 testimonials,	 and	 high	 ratings	 have	 a	 signi&icant	
psychological	effect	on	decision	making.	Validation	from	other	users	provides	legitimacy	
to	consumer	choices,	making	purchase	decisions	not	merely	individual	acts	but	the	result	
of	a	collective	consideration	process.		
	
CONCLUSION	

E-commerce	 is	 reshaping	 the	 landscape	 of	 consumer	 behavior	 by	 making	 the	
decision	making	process	faster,	more	dynamic,	and	in&luenced	by	various	digital	elements.	
Based	on	a	literature	review	of	eight	studies,	it	was	found	that	ease	of	use,	trust	in	the	
platform,	display	quality,	and	relevant	recommendation	systems	have	a	signi&icant	impact	
on	 triggering	 purchasing	 decisions.	 In	 addition,	 social	 and	 emotional	 factors	 such	 as	
consumer	 reviews,	 product	 visual	 appearance,	 and	 impulsive	 tendencies	 further	
strengthen	 buying	 intention	 in	 the	 digital	 environment.	 Purchasing	 decisions	 in	 the	
context	of	e-commerce	are	no	longer	entirely	rational,	but	are	heavily	in&luenced	by	direct	
user	experience	and	data	driven	marketing	strategies.	Therefore,	a	deep	understanding	
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of	these	dynamics	is	essential	for	digital	business	actors	to	design	responsive	platforms,	
build	consumer	trust,	and	increase	long	term	customer	loyalty.	
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