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Abstract

The exponential growth of digital technologies has significantly transformed retail
ecosystems, leading to the rapid expansion of e-commerce and reshaping consumer behavior.
This study investigates the impact of e-commerce development on consumer buying behavior
in the digital era. Primary data were collected from 200 respondents using a structured
questionnaire and analyzed through descriptive statistics, correlation, and multiple
regression techniques. The findings indicate that convenience, perceived trust, product
reviews, and promotional incentives significantly influence online purchase intention and
customer satisfaction. The regression model explains 68% of the variance in consumer
behavior, highlighting the critical role of digital experience factors. The study contributes to
the existing literature by providing empirical insights into consumer decision-making in
emerging digital markets and offers managerial implications for enhancing customer
engagement strategies. The study further emphasizes that the integration of advanced digital
technologies such as artificial intelligence, machine learning, and big data analytics plays a
crucial role in shaping personalized shopping experiences and improving customer
engagement. E-commerce platforms are increasingly leveraging these technologies to
analyze consumer preferences, predict buying patterns, and deliver customized
recommendations, thereby enhancing overall satisfaction and loyalty. Overall, the study
provides valuable insights for marketers, policymakers, and researchers, while also paving
the way for future studies to explore emerging trends and cross-cultural differences in e-

commerce adoption and consumer behavior.
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Introduction

The proliferation of internet technologies, mobile devices, and digital payment
systems has fundamentally altered the global commerce landscape. E-commerce has emerged
as a dominant channel, enabling businesses to reach consumers beyond geographical

constraints while offering enhanced convenience and accessibility.

In emerging economies, particularly in developing regions, the growth of e-commerce
is driven by increasing internet penetration, digital literacy, and changing consumer lifestyles.
However, consumer behavior in online environments is complex and influenced by multiple
psychological, technological, and economic factors. Understanding these dynamics is

essential for businesses aiming to remain competitive in the digital marketplace.

This study aims to examine how key determinants such as convenience, trust,

reviews, and pricing strategies influence consumer behavior in e-commerce environments.

Literature Review

Trust is a significant determinant of online purchasing behavior. (Miao et al, 2022)
discusshow perceived trustworthiness of e-commerce platforms influences customer
satisfaction and retention. eBay and Amazon pioneered trust-building mechanisms like buyer
protection policies and user-rating systems, which instilled confidence in consumers. In
contrast, new entrants like Temu must also establish trust amidst skepticism towards

unfamiliar platforms (Holma et al, 2024).

The literature points out that trust influences consumers' propensity to explore new
platforms and engage in riskier purchases. In a comparative study of US and UK consumers,
(Poppe et al, 2003) found that while both cohorts value trust, cultural differences can lead to

variations in the weight assigned to certain trust signals.
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Research emphasizes the significance of user experience in shaping consumer
behavior in e-commerce. (Hasan and Bassam, 2016) found that elements such as website
layout, navigation ease, and aesthetic appeal can significantly influence a customer's
likelihood to purchase. In platforms like Amazon, personalized recommendations and a

streamlined checkout process enhance user satisfaction and drive repeat purchases.

Temu, as a newer player, faces the challenge of creating a compelling UX that can
compete with established giants like Amazon. According to (Gerea et al, 2021), integrating
omnichannel experiences and responsive customer service can enhance UX and foster loyalty
among digital consumers. Price is a critical factor in consumer decision-making in
ecommerce. Research indicates that online consumers exhibit heightened price sensitivity due
to the ease of price comparison (You and Jiye, 2020). T

Research Gap

While previous studies have examined individual factors affecting e-commerce
adoption, limited research integrates multiple behavioral determinants using empirical
primary data in a unified framework. This study addresses this gap by analyzing combined

effects of trust, convenience, reviews, and promotional strategies on consumer behavior.

Objectives of the Study
e To examine the development of e-commerce in the digital era
e To analyze consumer buying behavior in online environments
e To identify key factors influencing purchase intention

e To evaluate the relationship between trust, convenience, and satisfaction

The Impact of E-Commerce on Consumer Behaviour

E-commerce provides ease of accessibility that allows users to shop anytime and from
anywhere. Unlike physical stores that have limited operating hours, e-commerce platforms
operate, providing time flexibility for consumers. This is very beneficial, especially for those
who have a busy schedule and do not have time to visit the store in person. This condition
makes consumers prefer to make online purchases, because it is more practical and efficient
(Patel & Kumar, 2023).
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With e-commerce, consumers have access to a variety of products from all over the
world with just a few clicks. E-commerce platforms enable sellers from various locations to
offer their products to a wider market. This not only gives consumers more choice, but also
allows them to compare prices and product features more easily. As a result, consumers can
make smarter purchasing decisions based on more comprehensive information (Li &
Edwards, 2014).

The role of technology in e-commerce also influences an increasingly personalised
shopping experience. With the help of algorithms and big data analysis, e-commerce
platforms can study consumer behaviour and preferences. This enables them to provide
product recommendations that match consumer interests, as well as special offers tailored to
their shopping history. This personalisation not only increases customer satisfaction, but also

encourages long-term customer loyalty and retention (Clark, 2023).

Reviews and ratings from customers play an important role in purchasing decisions on
e-commerce platforms. Consumers often rely on feedback from previous users before
purchasing a product or using a particular service. This factor increases transparency and
gives consumers confidence in the quality and safety of the products they buy. Meanwhile,
for sellers, positive reviews and high ratings are valuable assets that can boost their reputation
in a highly competitive market (KPMG, 2023).

One of the negative impacts of e-commerce is the reduction of social interaction that
occurs in the shopping process. Shopping in a physical store usually involves direct contact
with staff and other people, which can add value to the consumer's social experience. With
the increasing use of e-commerce, this social contact is reduced, which can cause feelings of
loneliness or alienation in some consumers. However, e-commerce platforms continue to
look for ways to create interactive interactions such as chatbots and direct customer service to
keep interacting with consumers (Hill et al., 2023).

Although e-commerce offers many advantages, challenges related to data security and

consumer confidence remains. Consumers are often concerned about the security of their
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personal information and transactions when shopping online. Issues such as fraud, identity
theft, and data misuse can hamper consumer confidence in ecommerce platforms. Therefore,
e-commerce service providers must continue to improve their security systems and ensure

strong data protection policies to build and maintain consumer trust (Clark, 2023).

Overall, e-commerce has had a significant impact on consumer behaviour by
changing various aspects, from the way people shop to their expectations of the shopping
experience itself.

Managerial Implications

E-commerce firms should focus on enhancing user interface and experience design to
ensure smooth navigation, visual appeal, and overall customer satisfaction. At the same time,
investing in secure payment infrastructure is essential to protect user data and build trust
through reliable and safe transactions. Companies should also encourage authentic customer
reviews and ratings to improve transparency and help customers make informed decisions.
Furthermore, implementing data-driven personalized marketing strategies can effectively
target customer preferences and increase engagement. Finally, optimizing logistics and
delivery systems is crucial to ensure timely delivery, reduce operational inefficiencies, and

improve the overall customer experience.

Hypotheses Development
H1: Perceived convenience positively influences online purchase intention
H2: Trust in e-payment systems significantly affects consumer satisfaction
H3: Online product reviews positively influence purchase decisions

H4: Discounts and promotional offers significantly impact buying behavior

Research Methodology
Research Design: This study adopts a quantitative, descriptive, and explanatory research

design.

Data Collection: Primary data were collected through a structured questionnaire distributed

via online platforms.
____________________________________________________________________________________________________________|

Special Issue-April 2026 | International Conference on “Transforming Business and Commerce in

the Era of Digitalization and Sustainability (IC-TBCDS 2026)” | JP College of Arts & Science

(Autonomous), Tenkasi | International Journal of Business and Economics Research (IJBER) e- 187
ISSN: 2455-3921



© 2026 The Author(s) | Open Access. Published by Dr. BGR Publications

Sample Size and Technique
Sample size: 200 respondents

Sampling method: Convenience sampling

Measurement Scale: A 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree)

was used.

Data Analysis Tools
> Descriptive Statistics
» Pearson Correlation

» Multiple Regression Analysis

Results and Analysis
Descriptive Statistic

The majority of respondents were aged between 18-35 years, indicating high digital
adoption among younger consumers. Most participants reported frequent online shopping

behavior, with mobile devices being the dominant access channel.

Correlation Analysis

Variables Correlation (r) Significance

Reviews & Purchase 0.65 p<0.01

Trust & Satisfaction 0.70 p<0.01

Discounts & Purchase 0.60 p<0.01
(p <0.01)

The results indicate strong positive relationships among key variables.

Regression Analysis
Model Summary:
R2=0.68
Adjusted R? = 0.66
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The model explains 68% of variance in consumer behavior.
Significant Predictors:

Convenience (p =0.32, p <0.01)

Trust (B=0.28, p<0.01)

Discounts (B =0.25, p <0.05)

Reviews (B=0.30,p <0.01)

Discussion

The findings align with existing theoretical frameworks such as TAM and consumer
decision-making models. Convenience emerged as the strongest predictor, reflecting the
importance of user-friendly interfaces and seamless shopping experiences. Trust and security
also play a critical role, particularly in digital payment environments.

The influence of reviews highlights the importance of social validation in online

contexts, while discounts continue to drive price-sensitive consumers.

Limitations and Future Research

The study is limited to a sample size of 200 respondents, which may not fully
represent the broader population. Additionally, the use of convenience sampling reduces the
generalizability of the findings, as it may introduce bias in the selection process. Future
research should consider adopting probability sampling techniques to obtain more reliable
and representative results. Moreover, conducting comparative studies across different regions
or countries is recommended to gain deeper insights and enhance the applicability of the
findings.

Suggestions

Enhancing website and application usability is essential to provide a smooth and user-
friendly experience through intuitive navigation, fast loading speeds, and mobile
responsiveness. At the same time, strengthening payment security systems by implementing
advanced measures such as encryption, secure gateways, and two-factor authentication helps

build customer trust and protect sensitive data. Ensuring the availability of genuine customer
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reviews through proper verification mechanisms increases credibility and supports informed
decision-making. Additionally, offering personalized discounts and recommendations using
data analytics and Al can improve customer engagement and satisfaction. Finally, improving
delivery speed along with clear, flexible, and customer-friendly return policies will

significantly enhance overall customer experience and loyalty.

Conclusion

E-commerce continues to reshape consumer behavior in the digital era. This study
demonstrates that convenience, trust, reviews, and promotional strategies significantly
influence online purchase decisions. Businesses must adopt a customer-centric approach and
leverage digital innovations to remain competitive. Future growth in e-commerce will depend

on personalization, technological advancement, and trust-building mechanisms.

References

1) Al Kafit, M. A., & Saputri, R. D. A. (2023). Pengaruh Diklat Karyawan, Kemampuan
Karyawan dan Komunikasi terhadap Kinerja Karyawan Pada PT. PIn (Persero) Area
Pelayanan dan Jaringan Sidoarjo. Jurnal Informatika Ekonomi Bisnis, 1162-1165.

2) Cummins, S., W. Peltier, J., A. Schibrowsky, J., & Nill, A. (2014). Consumer behavior
in the online context. Journal of Research in Interactive Marketing, 8(3), 169-202.

3) Feng, S. (2019). Analysis of the Relationship between Online Consumer Behavior and
E-commerce Service Quality Based on Similar Trust Degree. In 2019 5th
International Conference on Economics, Business, Finance and Management
(ICEBFM 2019) (pp. 186-189).

4) Fionasari, R. (2017). A Comparison Between the Effect of Using Visual Imagery
Strategy and Self-Monitoring Approach for Reading and Thinking (SMART) Strategy
on Students’ Reading Comprehension at SMK Keuangan Pekanbaru (Doctoral
dissertation, Universitas Islam Negeri Sultan Syarif Kasim Riau).

5) Fionasari, R. (2024). Economic, Social and Environmental Impacts on Community-
Based Ecotourism. Economics Studies and Banking Journal (DEMAND), 1(1), 1-8.

6) Huda, A., Kurniawan, I., Purba, K. F., Ichwani, R., & Fionasari, R. (2024). Techno-
economic assessment of residential and farm-based photovoltaic systems. Renewable
Energy, 222, 119886.

Special Issue-April 2026 | International Conference on “Transforming Business and Commerce in

the Era of Digitalization and Sustainability (IC-TBCDS 2026)” | JP College of Arts & Science
(Autonomous), Tenkasi | International Journal of Business and Economics Research (IJBER) e- 190
ISSN: 2455-3921



© 2026 The Author(s) | Open Access. Published by Dr. BGR Publications

7) lIvan, Z. B. J. (2019). Consumer Behavior as a Determinant Factor of E-Commerce
Development in Cameroon. International Journal of Engineering and Management
Research.

8) Jemmy, J., Hendrilia, Y., Suharmono, S., Aji, L. J., Oci, M., & Ahyani, E. (2023).
Systematic Education Management And Conceptual Framework In Improving The
Quality Of Education: Literature Review. Innovative: Journal Of Social Science
Research, 3(5), 351-362.

9) Jemmy, J., Mokodenseho, S., Yanti, D., Arifannisa, A., & Mu'min, H. (2024). The
Influence of Multicultural Education, Cultural Identity, and Political Participation on
Minority Rights Awareness in Jakarta. West Science Social and Humanities Studies,
2(01), 68-76.

10) Kutyk, P., & Michatowska, M. (2016). Consumer behaviour on the e-commerce
market in the light of empirical research in Lubuskie voivodeship. Management,
20(1), 239-255.

11) Kurnia, R., Fionasari, R., & Ramdha, T. (2022, December). The Importance of
Mechatronic Media in Word Repetition for Early Childhood. In 5th International
Conference on Language, Literature, and Education (ICLLE-5 2022) (pp. 325-330).
Atlantis Press.

12) Kurniawan, I., Ichwani, R., Fionasari, R., Batubara, A., & Huda, A. (2022).
Indonesia’s Renewable Energy Outlook: What to Expect in The Future Renewable
Energy of Indonesia. A Brief Review. Elkawnie: Journal of Islamic Science and
Technology, 8(2), 298-313.

13) Lei, F., Yan, Y., Luo, W,, Jia, S., Ye, L., Huang, X., & Deng, A. (2021). Research on
Guiding Consumer Behavior Based on App Information Management of Fresh Food
E-commerce in the Post-epidemic Era. In E3S Web of Conferences (Vol. 253, p.
02079). EDP Sciences.

14) Lubis, A. F. (2022). The Application Of Law in The Empowerment of The Defense
Area by Using Joint Training Method Between TNI and The Local Government.:
10.2478/bjlp-2022-002112. Baltic Journal of Law & Politics, 15(3), 1614-1626.

15) Lubis, A. F. (2023). International Law Principles Recognized by Civilized Countries
(A Perspective). Jurnal Hukum dan Sosial Politik, 1(1), 32-40.

16) Lubis, A. F. (2020). Authority for Judicial Determinations in Connection Cases. Pena
Justisia: Media Komunikasi dan Kajian Hukum, 19(2).

Special Issue-April 2026 | International Conference on “Transforming Business and Commerce in

the Era of Digitalization and Sustainability (IC-TBCDS 2026)” | JP College of Arts & Science
(Autonomous), Tenkasi | International Journal of Business and Economics Research (IJBER) e- 191
ISSN: 2455-3921



