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Abstract 

This qualitative study investigates the complex dynamics of consumer shopping behaviors on e-commerce 
platforms, with a particular focus on the significant changes brought about by the COVID-19 pandemic. 
Conducted from June to August 2023, the research engaged 16 key informants from Indonesia's leading e-
commerce sector through semi-structured interviews and direct observations to gather a rich diversity of insights. 
This methodological approach allowed for an in-depth exploration of how shopping habits have evolved before, 
during, and after the pandemic, alongside the various factors influencing online purchase decisions and how these 
shifts have affected consumer preferences and the functionalities of e-commerce platforms. Through thematic 
analysis, the study unveiled six key themes: Consumer Data Management and Analysis, Changing Consumer 
Behavior, Technology and Innovation, Market and Competition Dynamics, Consumer Trust and Security, and 
Strategic Marketing and Branding. These themes highlight the critical role of big data and artificial intelligence 
in adapting to consumer behavior changes, a shift towards prioritizing service quality and personalization, and 
the rapid move towards digital, health-conscious, and convenience-driven consumer preferences catalyzed by the 
pandemic. Furthermore, the findings underscore the importance of agile and adaptive marketing strategies in an 
omni-channel setup and the pivotal role of trust and security in e-commerce. This research offers a nuanced 
perspective on the pandemic-induced shifts in online shopping behavior, providing a comprehensive framework 
for understanding these changes and actionable insights for practitioners to develop tailored product offerings, 
enhance customer service, and refine marketing strategies to meet evolving consumer needs effectively. 

Keywords: Consumer Shopping Behavior, E-commerce Platforms, COVID-19 Pandemic Impact, Strategic 
Marketing and Branding, Online Purchase Decisions 

1. Introduction 

In the wake of the swift evolution of Web 2.0, the landscape of modern life has been 
significantly shaped by the prominence of online shopping (Bacay et al., 2022). The advent of 
Business-to-Consumer (B2C) electronic commerce (e-commerce) has empowered consumers 
to directly access and acquire goods and services from online retailers through the vast expanse 
of the Internet (Yasin et al., 2023). Within the Business-to-Consumer (B2C) e-commerce cycle, 
consumers engage with the Internet for diverse purposes, including product feature searches, 
price and review comparisons, product and service selection, order placement, online 
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payments, and subsequent product delivery, followed by post-sales services through the 
Internet or other channels (Sinha, 2010). The transformative impact of e-commerce 
technologies extends to aiding companies in broadening their marketplace, connecting with a 
larger customer base and identifying optimal suppliers and business partners on both national 
and international scales with speed and cost-effectiveness (Chaffey, 2022). The surge in E-
shopping retailers over the past two decades serves as a clear indication that, moving forward, 
retailers are increasingly likely to rely on this mode of shopping (Saribut, 2022). 

The profound impact of the COVID-19 pandemic resonates across multiple aspects of society, 
with a particularly transformative effect on the e-commerce industry. The pandemic, coupled 
with subsequent social distancing measures, has not only reshaped the habits and lifestyle of 
the population but has also accelerated the digitization of the economy and society at large 
(Itani & Hollebeek, 2020; Kol et al., 2022). A striking phenomenon during the pandemic was 
the widespread adoption of online shopping, in-store payment alternatives, and contactless 
payment methods, marking a paradigm shift for many consumers who explored these avenues 
for the first time (Morales, 2021; Prasetya et al., 2022). E-commerce, emerging as a dominant 
force during the pandemic, witnessed a concerted effort from retailers who invested substantial 
resources to build, enhance, and promote their online stores (N. Chen & Yang, 2023; Saribut, 
2022). The rapid surge of e-commerce has been a catalyst in fundamentally altering consumer 
shopping behaviors, heralding a reshaped future for the retail industry. E-commerce platforms, 
positioned as a secure refuge from the risks posed by the pandemic, prompted a substantial 
46% shift in purchasing preferences toward online sites during the crisis (Shiu et al., 2023).  

A report from Singapore-based institutions unveiled that half of Indonesia's population 
engages in online shopping, contributing significantly to the digital economy, with 72% of its 
value originating from the robust e-commerce sector (Kaplan et al., 2022a, 2022b). The 
momentum in Indonesia's online shopping landscape was further accentuated by a consulting 
firm's findings, revealing a surge in online shoppers from 75 million pre-COVID to 85 million 
during the pandemic. McKinsey's survey, conducted both during and post-pandemic, 
underscored the transformation of consumer behavior, with 87% of Indonesians adopting new 
shopping habits such as increased online shopping and a surge in digital banking usage (Das & 
Ramalingam, 2022). However, a recent survey by Katadata (2023) indicated a post-pandemic 
decline in e-commerce customer visits in Indonesia, coinciding with a decrease in national e-
commerce transactions that fell short of the Bank of Indonesia's target, reaching only 476.3 
million Rupiahs instead of the projected 489 million. This trend suggested a notable shift 
towards conventional offline shopping methods among certain individuals (Katadata, 2023). 
Interestingly, this trend was not exclusive to Indonesia, as evidenced by Amazon's third-quarter 
2022 decline in net transactions (Annur & Katadata, 2022b). Despite these shifts, Google's 
predictions remain optimistic, suggesting continued growth in Indonesia's e-commerce sector 
until 2025 (Annur & Katadata, 2022a). This optimism aligns with the broader trajectory of 
Indonesia's digital economy, where e-commerce is anticipated to play a pivotal and enduring 
role in its continued expansion (Ahdiat & Katadata, 2022). 

The existing body of literature has emphasized the significance of e-commerce platforms that 
facilitate virtual interactions and provide comprehensive product information as potential 
economic benefits for customers (Chandna & Salimath, 2018; Li et al., 2018; Zhang et al., 
2017). Analyzing millions of in-store and online shopping experiences over the 14 four-week 
intervals since the onset of COVID-19, researchers aimed to identify product categories 
exhibiting consistent increases in purchases, offering insights into anticipated growth patterns 
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(NielsenIQ, 2021). Despite the common knowledge of online shopping, the objective of these 
studies is to forecast sales trends during pandemic and post-pandemic periods, considering the 
impact of marketing and advertising strategies, government policies, and natural disasters like 
COVID.  

Despite the acknowledged transformative impact of the COVID-19 pandemic on e-commerce, 
a significant research gap exists in analyzing customer decision-making patterns through the 
evolving phases of the pandemic. The literature has yet to systematically explore how consumer 
behaviors have transitioned from the predominance of in-person shopping pre-pandemic, 
through the pivot to online platforms due to pandemic-induced restrictions, to a potential re-
emergence of pre-pandemic shopping habits as restrictions ease. This dynamic shift, influenced 
by a complex interplay of marketing and advertising strategies, government policies, natural 
disasters, and evolving consumer habits, remains largely unexamined. Addressing this gap is 
imperative for a nuanced understanding of shifts in e-commerce consumer behavior, offering 
critical insights for businesses and policymakers to develop informed strategies and policies 
tailored to the post-pandemic e-commerce landscape. Consequently, this paper aims to map 
the landscape of consumer shopping behavior across the pre, during, and post-pandemic 
periods, including behavioral segmentation and commodity consumption patterns. 
Furthermore, it endeavors to uncover the multifaceted factors driving changes in e-commerce 
purchase behaviors and to construct a comprehensive research model that encapsulates these 
behavioral shifts, thereby equipping stakeholders with the knowledge to navigate the e-
commerce domain effectively in the aftermath of the pandemic. 

2. Literature Review 

2.1. E-Commerce in Indonesia 

Online commerce has a profound socioeconomic impact on Indonesia (Davy & Borycki, 
2022), yielding substantial financial benefits, job creation for micro, small, and medium 
enterprises (MSMEs), and providing buyers with savings of up to 25%. From 2017 to 2022, 
30% of e-commerce transactions addressed previously unfulfilled needs, contributing to a more 
than 200% increase in online commerce usage among Indonesian citizens over the last five 
years.  

Online commerce encompasses two primary platforms: e-tailing and social commerce 
(Hariandi et al., 2019). E-tailing involves the buying and selling of physical goods through 
online platforms facilitating transactions, with notable examples in Indonesia being Bukalapak, 
Blibli, JD.ID, Lazada, Shopee, and Tokopedia. Additionally, brand players like Ace Hardware 
and Gramedia operate as e-tailers. Social commerce, on the other hand, centers around 
informal markets that encourage buying and selling through social media and messaging 
platforms such as Facebook, Instagram, WhatsApp, and Line. Notably, these social media 
platforms have developed their own marketplaces, including TikTok Shop, Facebook 
Marketplace, and Instagram Shop.  

The Indonesian e-commerce industry has rapidly evolved over the past 15 years. In the 2010s, 
homegrown platforms like Bukalapak and Tokopedia emerged, becoming two of Indonesia's 
four startup unicorns by 2017, each valued at over 1 billion USD. According to Startup rankings 
in 2019, six of the top ten startups were e-commerce, including Bukalapak, Blibli, Traveloka, 
Zalora Indonesia, Blanja.com, and Elevenia, determined by their influence on SR Web and 
social media (Katadata, 2019). In 2018, marked by festivals, discounts, and cashbacks, became 
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a pivotal period for online shopping, intensifying e-commerce competition (Katadata, 2018). 
By 2021, Indonesia led globally in e-commerce adoption, with 88.1% of the population utilizing 
e-commerce services, surpassing the United Kingdom and The Philippines at 86.9% and 
86.2%, respectively, showcasing widespread familiarity and fostering the digital economy 
through e-commerce usage (Lidwina & Katadata, 2021). 

2.2. Consumer Behavior Theories 

The theory of consumer behavior encompasses various perspectives and models that seek to 
understand and predict consumer actions. Some of the prominent theories and models include 
the Theory of Reasoned Action (TRA), the Theory of Planned Behavior (TPB), and the 
Integrated Behavioral Model (IBM) (De Jong et al., 2015; Farronato et al., 2022). The Theory 
of Reasoned Action (TRA) emphasizes the role of an individual's beliefs in predicting their 
behavior. It posits that an individual's attitude toward a behavior and subjective norms (social 
pressures to perform or not perform the behavior) together shape their behavioral intentions, 
which in turn influence their actual behavior. This theory suggests that if a person believes that 
a particular behavior is positive and perceives that important others also view it favorably, they 
are more likely to engage in that behavior. The Theory of Planned Behavior (TPB) extends 
TRA by incorporating the concept of perceived behavioral control (Elaziz & Kurt, 2017; Li et 
al., 2022). This addition reflects the idea that an individual's perception of the ease or difficulty 
of performing a particular behavior can significantly influence their behavioral intentions and 
actual behavior. TPB has been widely used to understand and predict a variety of consumer 
behaviors, including environmentally sustainable consumption. Further expanding on these 
concepts, the Integrated Behavioral Model (IBM) includes additional factors such as habit and 
past behavior. IBM proposes that behavior is not only influenced by behavioral intentions but 
also by environmental and personal factors. This model has been applied in various contexts 
to study consumer behaviors, particularly in health-related decisions and environmental 
sustainability. In summary, consumer behavior theories such as TRA, TPB, and IBM provide 
comprehensive frameworks for understanding the multitude of factors that influence 
consumer decision-making and behavior. These theories have been extensively utilized in both 
research and marketing to predict and influence consumer actions, offering valuable insights 
into the complex nature of consumer behavior. 

3. Research Design 

3.1. Data Collection 

Utilizing a qualitative approach, this study conducted semi-structured interviews with key 
informants involved in the e-commerce industry, coupled with direct observations (RK Yin, 
2003). The goal is to comprehensively understand the factors influencing shopping behavior 
on e-commerce platforms. The semi-structured interview method blends predetermined 
questions with flexibility to explore emergent themes. Data collection occurred from June to 
August 2023, ensuring a diverse temporal context. Interviews, lasting approximately 45 
minutes, were audio recorded with participant consent for accurate transcription. The interview 
guide, aligned with research objectives and literature review, is designed before obtaining 
informed consent from participants. The guide explores topics like changing shopping 
behavior, factors influencing decisions, and pandemic impacts. The interview questions are as 
follows: 

- How has your shopping behavior on e-commerce platforms changed prior to, during, and 
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post-pandemic? 
- What factors influenced your decision to purchase products or services on e-commerce 

platforms? 
- How did the pandemic impact your shopping preferences and habits? 
- Have you noticed any changes in the availability of products, delivery options, or customer 

service on e-commerce platforms? 
- How do you perceive the trustworthiness and security of e-commerce platforms, especially 

in relation to the pandemic? 
- Did you experiment with new online shopping platforms or features during the pandemic? If 

yes, what motivated you to try them? 
- What role did online reviews, recommendations, or social media influencers play in your 

purchasing decisions? 
- How do you evaluate the overall customer experience when shopping on e-commerce 

platforms? 
- Have you encountered any challenges or frustrations while shopping on e-commerce 

platforms? How did you overcome them? 
- What improvements or changes would you like to see in e-commerce platforms to enhance 

your shopping experience? 

Moreover, this study also performed direct observation of participants' behavior and 
interactions on e-commerce platforms. Researchers observe and document participants' 
browsing patterns, navigation choices, clicks, and other actions performed while shopping 
online. This type of data helps researchers understand the actual behaviors and decision-
making cues participants exhibit during their shopping experiences. 

3.2. Sample 

In Indonesia, the e-commerce landscape is primarily shaped by five prominent platforms: 
Shopee, Tokopedia, Bukalapak, Lazada, and Blibli. In this specific research endeavor, our focus 
is directed toward XYZ company, one of these leading e-commerce platforms. To ensure the 
acquisition of profound and comprehensive insights, we have meticulously selected key 
informants who boast substantial expertise within the e-commerce industry, particularly with 
regard to comprehending the intricate dynamics of customer decision-making processes. Our 
cohort of interview participants encompasses a diverse spectrum of viewpoints and experiences 
within this domain, including e-commerce platform managers, marketing professionals, and 
seasoned online shoppers. In total, we have conducted interviews with 16 participants. 

In the realm of qualitative research, the emphasis is placed on the richness and depth of 
gathered information rather than being exclusively tethered to sample size, thereby diminishing 
the latter's criticality for research significance (Leech and Onwuegbuzie, 2007). Additionally, 
according to Francis et al. (2010), a minimum sample size of 13 is recommended for theory-
based interview studies, a threshold that our study comfortably surpasses. Consequently, we 
are confident that our research benefits from a sufficiently robust and diverse set of 
interviewees, thereby enabling us to glean comprehensive insights into the intricacies of e-
commerce operations and customer decision-making processes within the Indonesian market. 

3.3. Data Analysis 

The principal analytical approach employed for the processed transcribed data in this study was 
thematic analysis. This qualitative research method is primarily oriented towards the 
identification, scrutiny, and interpretation of patterns of significance or themes that emerge 
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within qualitative data. Thematic analysis is particularly well-suited for investigating inquiries 
related to the lived experiences, perspectives, behaviors, and practices of research participants, 
as well as examining the social construction of meaning and the portrayal of societal 
phenomena. Notably, thematic analysis can be undertaken via either an inductive or deductive 
approach, encompassing a comprehensive six-step process: 1) immersion in the data, 2) 
establishment of codes, 3) generation of thematic constructs, 4) evaluation of thematic 
constructs, 5) definition and nomenclature of themes, and 6) production of the research report. 
This methodological choice is particularly advantageous when exploring subjective 
information, such as the experiences, viewpoints, and opinions of research subjects, and is 
conventionally applied to data sourced from interviews, dialogues, open-ended survey 
responses, and content from social media platforms. The selection of thematic analysis as the 
analytical framework is contingent upon the overarching research objectives and the 
methodological preferences of the researcher. 

In accordance with the methodological guidelines presented by Maguire and Delahunt (2017), 
the thematic analysis process in our study was rigorously executed in six distinct stages. Firstly, 
data familiarization entailed the comprehensive assimilation of the dataset, fostering an in-
depth understanding. Subsequently, the creation of coding categories facilitated the systematic 
categorization of diverse data elements. Theme generation involved the identification of 
prominent thematic elements emerging from the dataset. The ensuing review of these themes 
ensured precision and reliability. Each theme was then meticulously labeled to impart clarity 
and distinctiveness. Lastly, exemplars were selectively identified to vividly illustrate each 
thematic construct, further enhancing the qualitative richness of the analysis. 

The utilization of NVivo software was instrumental in enabling a systematic and 
comprehensive thematic analysis, particularly in the context of investigating shifts in e-
commerce shopping behavior. This software's capabilities streamlined the orderly organization 
and classification of data, adhering to stringent data management protocols. Rigorous integrity 
checks and validation procedures were executed to verify the fidelity of transcriptions against 
the original audio recordings. Within NVivo, the data was methodically coded, allowing for the 
discernment of patterns, themes, and underlying concepts, thereby facilitating data 
organization and the extraction of meaningful insights. The software's inherent flexibility 
accommodated the ongoing development and refinement of codes throughout the analysis 
process. In adherence to ethical principles and privacy concerns, excerpts from the data were 
diligently anonymized or deidentified. This meticulous process entailed the removal or 
pseudonymization of personally identifiable information, thereby ensuring compliance with 
data protection regulations and the upholding of ethical research standards. 

3.4. Validity and Reliability 

In qualitative research, particularly when data saturation is achieved, it's essential to establish 
validity and reliability to ensure the integrity and credibility of the findings. Data saturation, the 
point at which no new information or themes emerge from the data, signifies the depth and 
comprehensiveness of the research. To bolster validity, researchers can employ triangulation, 
using multiple data sources, methods, or theories to cross-verify findings, thus enhancing 
consistency and confirmation of results. Member checking, where participants review and 
validate the findings or interpretations, also plays a crucial role in establishing the accuracy and 
resonance of the research outcomes. Providing rich, thick descriptions of the context, 
participants, and settings enhances the transferability of the findings, allowing readers to gauge 
the applicability of the results to their contexts. Reflexivity is another critical aspect, where 
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researchers reflect on and document their biases, values, and experiences, and how these might 
influence the research process. 

Regarding reliability, maintaining consistency in data collection is paramount. A clear, 
documented process for data collection ensures systematic and replicable procedures, 
strengthening the study's reliability. These measures collectively contribute to the robustness 
of qualitative research, ensuring that the findings are both credible and dependable, even when 
data saturation indicates a comprehensive coverage of the subject matter. 

4. Analysis of the Result 

A total of 17 participants from prominent e-commerce platforms were involved in the study, 
revealing key themes as displayed in Appendix 1. These themes were derived through a detailed 
thematic analysis conducted for each participant. Examples of the emerging themes from each 
participant are presented in Appendix 1, across columns P1 to P17. Following this analysis, a 
process of code saturation was undertaken to refine and consolidate these themes, which are 
documented in the "theme" column. These themes are vital for understanding the current 
dynamics of consumer behavior and business strategies in the digital era, drawing on 
established theories and recent research in the field. 

The first theme "Consumer Data Management and Analysis", highlights how customers are 
expecting more and more customisation options and individualized online buying experiences 
. The need for customized goods and services has increased as a result of this trend (Smith, 
2013), underscoring the need for big data in understanding and adapting to the shifting patterns 
of consumer behavior. This need has been made even more pressing by worldwide disruptions 
like the COVID-19 epidemic. The body of research continually emphasizes how important big 
data is for gaining understanding of customer behavior and enabling tactical changes, especially 
in the dynamic environment of e-commerce and changing customer demographics. Zhang and 
Tan (2020) for example, clarified how big data shapes consumers' decision-making processes 
by mediating external influences and influencing consumers' internal perceptions.  
Furthermore, the emergence of real-time data analytics serves as a dynamic counterpart to big 
data, proving vital for tracking and adjusting to quick changes in customer preferences, as 
indicated by the spike in online shopping and dependency on digital platforms. Precise and 
timely insights into consumer preferences can be derived from the integration of both internal 
and external real-time data, spanning from website traffic to consumer purchasing habits and 
competing pricing strategies (Simchi-Levi & Wu, 2018).  

The process of analyzing customer behavior involves the systematic collection and 
interpretation of data to gain an understanding of how consumers interact with a company's 
offerings and marketing initiatives, alongside their preferences, habits, and requirements (Alves 
Gomes & Meisen, 2023; Hadhoud & Salameh, 2020; Martinez, 2022). This analysis is crucial 
not only for enhancing customer experiences but also for devising effective marketing 
strategies (Agarwal et al., 2022). By identifying segments with significant potential for product 
or service adoption or a propensity for repeat purchases, businesses can tailor their marketing 
strategies to these segments, thereby optimizing their return on investment (Agarwal et al., 
2022). Additionally, customer behavior analysis can reveal opportunities for cross-selling or 
upselling, where businesses can offer supplementary products or services to existing customers, 
thus increasing revenue (Tomczyk et al., 2016). 

Similarly, the theme “Technology and Innovation” emphasizes how important data analytics 
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and artificial intelligence (AI) are to understanding and predicting customer behavior. This is 
in line with the findings of Davenport and Ronanki's (2018) regarding the revolutionary impact 
of artificial intelligence in the business domain. According to the McKinsey Global Institute, 
the broad application of AI in a variety of industries is expected to boost marketing and sales 
by an additional $2.6 trillion by 2020. This phenomena demonstrates the deep ways in which 
AI and data analytics are altering the commercial environment and customer relationships, 
hence illuminating Christensen's concept of disruptive innovation as stated in "The Innovator's 
Dilemma" (1997). In this context, AI and data analytics become vital for companies seeking a 
competitive edge by understanding market trends and consumer behavior (Ebrahimi, 2022; 
Essien, 2023; Gupta et al., 2023).  

Furthermore, the wider range of technology advancements has a notable influence on the 
actions of consumers. Social media's widespread effect and the Internet's ubiquity have 
drastically changed how people obtain information, which has shaped their behavior (Lopez & 
Castaño, 2018). In example, social media platforms enable users to quickly learn about brands 
and items, which has a direct impact on their decision to buy (Tarnanidis et al., 2023). 
Businesses must adjust their digital strategy in light of this transformation in order to improve 
mobile engagement and manage the changing dynamics between online and offline retail 
environments. Furthermore, as technology has advanced, customer expectations for overall 
experience, service quality, and product quality have increased (Park & Koh, 2017). The 
integration of the Internet of Things (IoT) and AI into daily life is not only transforming how 
consumers interact with products and services but also heralds a future where consumer 
behavior is intricately linked with technological advancements. While these developments 
present opportunities to improve decision-making and satisfaction, they simultaneously 
introduce challenges related to privacy and data security (Bandara et al., 2020). 

The "Changing Consumer Behavior" theme topic highlights a notable shift in consumer 
behavior towards online buying and digital solutions, based on insights from Solomon et al.'s 
"Consumer Behavior: Buying, Having, and Being" (2014). This change is ingrained in consumer 
psychology; consumers' priorities are being shaped by a greater emphasis on convenience and 
health, which points to a broader evolution in consumer values and decision-making processes 
(Leonov et al., 2023). Consumer behavior is changing from the traditional cognitive-based 
perspective of consumer actions to one that is more impacted by emotional variables, perceived 
value, and peer influence (Rajagopal et al., 2016). These changes represent a move away from 
traditional shopping habits towards preferences that are more digitally-oriented, health-
conscious, and convenience-driven. The COVID-19 pandemic has notably accelerated these 
changes in consumer preferences, with individuals turning to digital platforms for contactless 
transactions, motivated by health considerations and the need for convenience (X. Wang et al., 
2021). Furthermore, there is a rising demand for health-centric products, affecting in-store 
shopping behaviors (Agrawal et al., 2022). Notably, consumers are showing tendencies towards 
product substitution and impulsive buying (Lavuri et al., 2023). Studies examining the 
pandemic's effects have shown that retail consumer behavior has undergone both temporary 
and permanent changes worldwide (Gupta et al., 2023), suggesting that businesses must evolve 
to cater to these changing consumer needs. Moreover, the pandemic has amplified consumer 
consciousness regarding the environmental footprint of products, with a noticeable tilt among 
younger demographics towards organic products and quality (Sohn et al., 2022), indicating a 
broader shift in consumer priorities and values. 

For "Market and Competition Dynamics" theme, the emphasis is placed on the swiftly 
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changing market environment, which resonates with the dynamic capabilities framework 
introduced by Teece et al. (1997). In order to stay ahead in a market that is changing quickly, 
this theme highlights how important it is for companies to be flexible and agile in their 
marketing strategies, especially when using omni-channel techniques (Eckstein et al., 2023; 
Palmatier et al., 2019). The importance of such adaptability has been further highlighted by the 
COVID-19 pandemic, which has had a broad impact on various aspects including market 
uncertainty, investor behavior, and the recovery paths of firms (C. Liu et al., 2023; Madaan & 
Chugh, 2021; L. Zhang et al., 2023). Due to the rapid pace of digitalization, the pandemic has 
accelerated the shift to a "winner takes most" situation, increasing market concentration and 
productivity gaps. Research indicates that businesses possessing inventive skills and a wide 
market penetration have exhibited greater resilience (Engelen et al., 2024), highlighting the need 
for flexibility and creativity in the wake of the pandemic. Businesses must embrace digital 
transformation and swiftly adjust to changing conditions in order to meet these problems 
(Khosrojerdi et al., 2023). In order to promote a robust, inclusive, and competitive economic 
environment after COVID-19, policymakers and stakeholders must collaborate simultaneously 
(Olayele, 2023). 

The themes of "Consumer Trust and Security" and "Strategic Marketing and Branding" are 
increasingly vital in the modern business environment, each addressing crucial aspects of 
market engagement and consumer perception. In the world of e-commerce, consumer trust 
and security are underpinned by a variety of critical factors. Foremost among these is 
transaction security, which is crucial in establishing consumer confidence through secure 
payment processes (Harshita & Tanwar, 2017). Equally important is data privacy, which 
involves the protection of consumer data from unauthorized access and breaches (Mäki & 
Alamäki, 2019). Another important aspect that affects the development of trust is the veracity 
of the information offered on e-commerce platforms (C. T. Liu et al., 2023). Online purchasing 
propensity is positively correlated with consumers' general degree of trust (Oliveira et al., 2017). 
Building trust is critically dependent on customer pleasure, which is heavily impacted by the 
entire experience, including factors of data security and privacy (Kang & Hustvedt, 2014). The 
e-commerce site's reliability and reputation  (Nguyen et al., 2023), reliable logistics for efficient 
delivery (X. Chen, 2017), and adherence to legal and regulatory standards (Chang et al., 2013), 
are additional aspects that contribute to this confidence. These components form an essential 
structure that e-commerce entities must establish and maintain to secure consumer trust, which 
is a crucial determinant of success in the digital market space. 

Alongside, the "Strategic Marketing and Branding" theme stresses the need for businesses to 
be proactive and visionary in their marketing efforts. Drawing inspiration from the strategic 
market planning approach of Kotler and Keller in "Marketing Management" (2015), this theme 
highlights the necessity for businesses to not only understand but also anticipate consumer 
needs and market trends. In an era marked by rapid changes in consumer preferences and 
technological advancements, it is crucial for businesses to adapt their marketing strategies to 
stay relevant. Modern consumers, who are sensitive to prices and spoiled for choice, demand 
exceptional service quality, convenience, quick responses, and rapid market introductions 
(Kautish, 2016). Companies are encouraged to adopt a customer-centric and competitive 
approach by updating their marketing techniques and leveraging technological innovations 
(Santos & Sousa, 2022). The advent of new technologies has transformed marketing strategies, 
focusing on the application of cutting-edge technologies and data to forge more impactful 
marketing initiatives (Polat & Akgün, 2017). Strategies suited for tough and competitive 
markets involve creating customer value, fostering differentiation and innovation, enhancing 
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brand value, and concentrating on precise marketing communications (Nasir, 2018). This 
encompasses using data analytics to understand consumer behaviors (Yangzom & Ahuja, 2023) 
tapping into digital marketing channels for wider reach (Arbittier, 2023), and developing a 
strong brand identity that resonates with the target market (Muchenje et al., 2023). Companies 
need to be agile in their marketing approaches, continuously evolving to meet the demands of 
a dynamic global marketplace. By doing so, they can create a strong brand presence that not 
only attracts but also retains customers in a highly competitive environment. 

Both themes highlight critical strategies for modern businesses: establishing trust and security 
as foundational elements of customer relationships in the digital age, and employing strategic, 
data-driven marketing and branding efforts to adapt to and anticipate market changes. 
Together, these approaches are key to achieving sustainable business success and customer 
loyalty in a rapidly evolving global marketplace. Together, these strategies present a multi-
faceted view of the current state of business and consumer engagement, emphasizing the need 
for data-driven decision-making, technological integration, and consumer-centric approaches 
in navigating the complexities of the digital business environment.  

In summary, this research has identified themes that comprehensively cover various critical 
dimensions of the modern business landscape. These themes, detailed in Table 2, reflect the 
complex interaction among consumer behavior, market dynamics, technological progress, and 
strategic marketing practices. They are crucial in comprehending how businesses are adjusting 
to the changing needs and expectations of consumers in a progressively digitalized world. 

Theme Phrase Definition 

Consumer Data 
Management and 

Analysis 

Understanding consumer behavior, 
adapting media strategies, technology 
role, social media trends, digital data 

Focus on analyzing consumer data to 
predict trends, shifting from price to 
service quality and personalization. 

Business Ecosystem 
and Integration 

E-commerce adaptability, online-offline 
integration, ecosystem for retention, 

social media engagement, omni-channel 
strategies 

Adapting to e-commerce needs, 
integrating online and offline 

experiences, and focusing on a robust 
business ecosystem. 

Changing Consumer 
Behavior 

Shift to online shopping, e-commerce 
dependency, safety in transactions, 
health consciousness, digitalization 

Adapting to the online shopping trend, 
emphasizing health and safety, and 

responding to digital behavior 
changes. 

Technology and 
Innovation 

AI and data analytics, CRM strategies, 
efficiency through technology, AI in 

marketing, demand prediction 

Leveraging technology, particularly AI 
and data analytics, for customer 

understanding and business 
innovation. 

Market and 
Competition Dynamics 

E-commerce market changes, service 
quality, agile marketing, customer 
demands, omni-channel approach 

Adapting to rapidly evolving market 
and competition, with a focus on 
service quality and technology. 

Consumer Trust and 
Security 

Product quality, transaction safety, trust 
in advertising, digital experience, safe 

delivery 

Building trust and ensuring security in 
product quality and transactions, 

critical in consumer decision-making. 

Strategic Marketing 
and Branding 

Responsive marketing, customer 
experience, personalization, emotional 

connection, demand prediction 

Developing strategies focusing on 
customer needs, personalization, and 

predicting market trends. 

Each theme in the modern digital business landscape plays a crucial role in shaping consumer 
purchase intentions. For instance, "Consumer Data Management and Analysis" enables 
personalized marketing and adaptable strategies by understanding consumer data, directly 
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influencing consumer buying decisions (Earley, 2017; Khorrami et al., 2023). Similarly, 
"Changing Consumer Behavior" highlights the need for businesses to align with shifting 
consumer preferences towards online shopping and health-conscious choices (X. Wang et al., 
2022), thereby meeting new consumer expectations and positively impacting purchase 
intentions (Mehta et al., 2022). The integration of "Technology and Innovation" enhances 
customer experiences and introduces innovative solutions (Ylilehto et al., 2021), attracting 
consumers and influencing their purchasing decisions (Klaus et al., 2023). In the realm of 
"Market and Competition Dynamics," maintaining a competitive edge and responding adeptly 
to market changes, such as those brought about by the COVID-19 pandemic, are crucial for 
influencing consumer choices. The importance of "Consumer Trust and Security" cannot be 
overstated, as building trust through transaction security and data protection is essential for 
consumers' willingness to purchase, especially online (Aggarwal & Rahul, 2018). Lastly, 
"Strategic Marketing and Branding" shapes consumer perceptions and anticipates market 
trends (Bezerra et al., 2018), positioning products and services in a way that resonates with 
consumer desires (Blankson, 2016), thereby increasing the likelihood of purchases (Muhamad 
Radzi et al., 2021). Altogether, these themes collectively contribute to determining how and 
why consumers decide to make purchases, underlining the multifaceted approach needed for 
businesses to effectively influence consumer purchase intentions in the digital era.  

In this marketing model, the pathway from personalized strategies to purchase intention is delineated 
through a series of interconnected steps (see Figure 1). Initially, Personalized Marketing, Adaptable 
Strategies, and Aligning with Consumer Trends work in unison to meet new customer expectations 
(Khorrami et al., 2023). The meeting of expectations, combined with an Enhanced Customer 
Experience, lays the foundation for Building Trust among consumers (M. Y. Wang et al., 2019). 
Simultaneously, the development of Innovative Solutions and anticipation of Market Trends give a 
Competitive Edge in the market (Day, 2023). This Competitive Edge, when supported by Quality 
Assurance, shapes a positive Brand Perception (Andik & Rachma, 2022). Additionally, the ability to 
effectively Respond to Market Changes enhances this perception even further (Desai & Waller, 2015). 
Thus, a positive Brand Perception, reinforced by trust, culminates in the final goal: Purchase Intention 
(Singh et al., 2021). 

 
Figure 1: Customer Decision Making. 



2104 Examining E-Commerce Shopping Behavior: Investigating the Influence of Customer Decision-Making 

www.KurdishStudies.net 
 

Conclusion 

This research aims to identify the current state of consumer shopping behavior pre, during, and 
post-pandemic, including behavioral segmentation and consumed commodities. Additionally, the 
research seeks to identify factors influencing changes in purchase behavior in the context of e-
commerce and create a comprehensive research model that relates to purchase behavior, 
considering the changes observed pre, during, and post-pandemic. Using a qualitative approach 
through interviewing 16 participants from notable e-commerce companies, the findings of our 
coding saturation analysis reveal crucial insights into the current state of consumer behavior and 
business strategies in the digital age. We found six themes, namely, Consumer Data Management 
and Analysis, Changing Consumer Behavior, Technology and Innovation, Market and Competition 
Dynamics, Consumer Trust and Security, and Strategic Marketing and Branding. Key takeaways 
include the growing significance of big data in analyzing and adapting to consumer dynamics, 
particularly in the wake of the COVID-19 pandemic. The analysis highlights a shift towards 
prioritizing service quality and personalization over price, as well as the transformative impact of 
AI and data analytics on understanding and predicting consumer behavior. Additionally, there is a 
growing trend towards digital, health-conscious, and convenience-driven consumer preferences, 
which has been accelerated by the pandemic. The research also emphasizes the need for businesses 
to be agile and adaptable in their marketing strategies, particularly in an omni-channel environment. 
Furthermore, the study underscores the importance of consumer trust and security in e-commerce, 
as well as the need for strategic and adaptive marketing and branding in response to rapidly evolving 
consumer needs and preferences. These insights provide valuable guidance for businesses looking 
to navigate the complex digital landscape effectively. 

5.1. Theoretical Implications 

This study makes a substantial contribution to the body of knowledge regarding the behavior 
of online shoppers, particularly in the context of the pandemic's revolutionary effects. It 
examines how pre-pandemic in-person purchasing habits changed, how the pandemic led to 
an increase in internet shopping, and how there may be a subtle shift back toward traditional 
shopping practices in the post-pandemic period. The study fills a void in the body of literature 
by methodically examining these transitions, which has mostly been ignored when it comes to 
a thorough examination of the variables influencing these dynamic changes. This encompasses 
the interaction between marketing and advertising strategies, government policies, natural 
disasters, and evolving consumer habits. 

By providing a thorough analysis of how consumer behavior changes in times of global crisis 
and looking beyond the immediate consequences of the epidemic to take into account wider 
influencing variables, the research advances current theories. By presenting a unique research 
methodology, it questions and enhances well-established theoretical frameworks in the fields 
of consumer behavior and e-commerce. This model offers a comprehensive framework for 
comprehending and projecting future e-commerce trends, capturing the core of changing 
customer behaviors driven by a myriad of factors. 

5.2. Implications for Practitioners 

This research offers a nuanced understanding of contemporary consumer shopping behaviors 
and the variables that drive shifts in e-commerce purchasing patterns. The study offers 
practitioners in the e-commerce business useful insights by creating a thorough research model 
that incorporates these components. The findings have led to the development of the following 
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useful applications and tactics that help improve decision-making procedures, maximize 
customer interactions, and eventually promote customer engagement, satisfaction, and loyalty. 

The research findings might be utilized by practitioners to enhance their strategic methods, 
especially in comprehending the intricate preferences and behaviors of their clientele. The 
insights can guide the creation of more specialized product offerings, customer service 
improvements, and marketing efforts that are in line with the detected trends and preferences 
of the target audience. Moreover, the consumer behavior insights gleaned from the study can 
help e-commerce companies tailor their interaction techniques. Through customization of 
communication, marketing messaging, and online experiences based on the preferences 
identified by the study, businesses can improve the efficacy of their consumer interactions. 
Practitioners can create tactics that increase customer engagement by having a better 
understanding of the factors influencing consumer behavior and buying decisions in e-
commerce contexts. This entails developing engagement campaigns, loyalty programs, and 
tailored purchasing experiences that align with the values and expectations of the target 
audience. The study emphasizes how crucial it is to implement customer-centric tactics. To 
keep their understanding of client demands and preferences up to date and their strategies in 
line with expectations from customers, businesses should incorporate feedback loops from 
customers, carry out frequent market research, and utilize data analytics. E-commerce 
companies can adjust their customer service procedures, user experience design, and marketing 
tactics in light of the study's findings in order to better serve their clientele. To improve the 
entire customer experience, this could involve personalizing user journeys, improving customer 
service channels, and optimizing website interfaces. 

5. Limitations and Future Research Directions 

It is important to recognize that this study is limited to Indonesia geographically and that it focuses on 
one of the top e-commerce sites in the country. The examination of purchase patterns is limited to 
the consumers of this particular platform, which may not be representative of the larger Indonesian 
or global e-commerce user base. The study's scope and ability to capture the wide range of consumer 
behaviors across many platforms and geographies are limited by this focus. 

Given the study's geographical and platform-specific constraints, there is a significant opportunity 
for future research to expand the horizon and diversify contexts, thereby enhancing the 
generalizability and relevance of the findings. Future studies could carry out comparative analysis. 
Through cross-national comparisons of e-commerce consumer behavior, scholars can identify 
the ways in which cultural disparities impact online purchasing patterns. This would provide 
insight into the distinctive consumer behaviors influenced by social, cultural, and economic 
variables. Moreover, future research can extend the reach of the e-commerce platform. Including 
more e-commerce platforms in the study, both domestically in Indonesia and abroad, may 
provide a deeper, more complex knowledge of customer behavior. Examining several platforms 
will yield significant insights for e-commerce enterprises functioning in an international setting 
by highlighting both platform-specific and universal customer trends. 

6. References 

Agarwal, M., Parashar, P., Mathur, A., & Sinha, A. (2022). Customer Analytics for Purchasing 
Behavior Prediction. Advanced Computational Techniques for Sustainable Computing, 
123–137. https://doi.org/10.1201/9781003046431-9 



2106 Examining E-Commerce Shopping Behavior: Investigating the Influence of Customer Decision-Making 

www.KurdishStudies.net 
 

Aggarwal, A., & Rahul, M. (2018). The effect of perceived security on consumer purchase 
intensions in electronic commerce. International Journal of Public Sector Performance 
Management, 4(1), 1–20. https://doi.org/10.1504/IJPSPM.2018.088691 

Agrawal, V., Cake, D., & Gresham, G. (2022). Effect of gender and unplanned shopping on 
healthy product buying and digital technology use. International Journal of Electronic 
Marketing and Retailing, 13(1), 25–42. https://doi.org/10.1504/IJEMR.2022.119244 

Alves Gomes, M., & Meisen, T. (2023). A review on customer segmentation methods for 
personalized customer targeting in e-commerce use cases. Information Systems and 
E-Business Management, 21(3), 527–570. https://doi.org/10.1007/s10257-023-
00640-4 

Andik, S. D. S., & Rachma, A. F. (2022). The Impact of Brand Awareness, Brand Association, 
and Perceived Quality towards Brand Loyalty (A case study of New Product). E3S Web of 
Conferences, 348, 00035. https://doi.org/10.1051/e3sconf/202234800035 

Arbittier, G. M. (2023). Building the case to embed a digital mindset among internal 
stakeholders. Journal of Digital and Social Media Marketing, 11(3), 236–243. 

Bacay, I., Roiel Anthony Ramirez, Franceline Naomi Ramos, & Jun R. Grimaldo. (2022). 
Factors Influencing Shopee Users’ Intention to Purchase Products during Shopee 
Philippines’ Big Online Shopping Events. Journal of Business and Management Studies, 
4(2). https://doi.org/10.32996/jbms.2022.4.2.3 

Bandara, R., Fernando, M., & Akter, S. (2020). Privacy concerns in E-commerce: A taxonomy 
and a future research agenda. Electronic Markets, 30(3), 629–647. 
https://doi.org/10.1007/s12525-019-00375-6 

Bezerra, P., Arruda, A., Laila, T., & Moroni, I. (2018). Strategic design: Enhancing experiences 
and developing local products. Advances in Intelligent Systems and Computing, 588, 453–
461. https://doi.org/10.1007/978-3-319-60582-1_45 

Blankson, C. (2016). Positioning a brand. In The Routledge Companion to Contemporary 
Brand Management (pp. 164–185). Taylor and Francis. 
https://doi.org/10.4324/9781315796789-20 

Chaffey, D. (2022). E-commerce conversion rates benchmarks 2022 – how do yours compare? 
Smart Insights. 

Chang, M. K., Cheung, W., & Tang, M. (2013). Building trust online: Interactions among trust 
building mechanisms. Information and Management, 50(7), 439–445. 
https://doi.org/10.1016/j.im.2013.06.003 

Chen, N., & Yang, Y. (2023). The Role of Influencers in Live Streaming E-Commerce: 
Influencer Trust, Attachment, and Consumer Purchase Intention. Journal of Theoretical 
and Applied Electronic Commerce Research, 18(3), 1601–1618. 
https://doi.org/10.3390/jtaer18030081 

Chen, X. (2017). Research on e-commerce logistics service quality and trust degree based on 
structural equation model. Boletin Tecnico/Technical Bulletin, 55(4), 601–609. 

Das, M., & Ramalingam, M. (2022). What drives product involvement and satisfaction with 
OFDs amid COVID-19? Journal of Retailing and Consumer Services, 68. 
https://doi.org/10.1016/j.jretconser.2022.103063 

Davy, A., & Borycki, E. M. (2022). Business Intelligence Dashboards for Patient Safety and 
Quality: A Narrative Literature Review. Studies in Health Technology and Informatics, 
290. https://doi.org/10.3233/SHTI220113 

Day, G. S. (2023). Accelerating growth with strategic innovation: Putting market driving into 
context. Industrial Marketing Management, 113, 341–344. 
https://doi.org/10.1016/j.indmarman.2023.06.013 



Johnson, Purwanegara, Mulyono 2107 

Kurdish Studies 
 

De Jong, J. P. J., Von Hippel, E., Gault, F., Kuusisto, J., & Raasch, C. (2015). Market failure in 
the diffusion of consumer-developed innovations: Patterns in Finland. Research Policy, 
44(10). https://doi.org/10.1016/j.respol.2015.06.015 

Desai, D. R., & Waller, S. W. (2015). Brands, competition, and antitrust law. In Brands, 
Competition Law and IP (pp. 75–112). Cambridge University Press. 
https://doi.org/10.1017/CBO9781316216576.005 

Earley, S. (2017). The Problem of Personalization: AI-Driven Analytics at Scale. IT 
Professional, 19(6), 74–80. https://doi.org/10.1109/MITP.2017.4241471 

Ebrahimi, M. (2022). Development of competitive intelligence to formulate business strategy using 
emerging technologies: Deployment of artificial intelligence. In Driving Transformative Change 
in E-Business Through Applied Intelligence and Emerging Technologies (pp. 124–143). IGI 
Global. https://doi.org/10.4018/978-1-6684-5235-6.ch006 

Eckstein, G., Shrestha, A., Sassenburg, A. M., & Dwivedi, Y. K. (2023). Marketing agility in 
volatile, uncertain, complex and ambiguous (VUCA) contexts: a systematic literature 
review and future research agenda. Management Review Quarterly. 
https://doi.org/10.1007/s11301-023-00382-0 

Elaziz, M. F., & Kurt, A. (2017). Religiosity, consumerism and hala! tourism: A study of seaside 
tourism organizations in Turkey. Tourism, 65(1). 

Engelen, A., Huesker, C., Rieger, V., & Berg, V. (2024). Building a resilient organization 
through a pre-shock strategic emphasis on innovation. Journal of Product Innovation 
Management, 41(1), 36–61. https://doi.org/10.1111/jpim.12697 

Essien, A. (2023). AI-Driven Innovation: Leveraging Big Data Analytics for Innovation. In 
Innovation Analytics: Tools for Competitive Advantage (pp. 119–137). World Scientific 
Publishing Co. https://doi.org/10.1142/9781786349989_0006 

Farronato, N., Scuotto, V., Pironti, M., & Del Giudice, M. (2022). The Green Frontier of 
Mobile Applications in Improving Recycling Consumers&amp;#x0027; Behavior. IEEE 

Transactions on Engineering Management. https://doi.org/10.1109/TEM.2022.3200945 
Gupta, A. S., Mukherjee, J., & Garg, R. (2023). Retailing during the COVID-19 lifecycle: a 

bibliometric study. International Journal of Retail and Distribution Management, 51(11), 
1413–1476. https://doi.org/10.1108/IJRDM-09-2022-0363 

Hadhoud, R., & Salameh, W. A. (2020). How business intelligence can help you to better 
understand your customers. International Journal of Business Intelligence Research, 11(1), 
50–58. https://doi.org/10.4018/IJBIR.2020010104 

Hariandi, M. S. I., Gumanti, T. A., & Wahyudi, E. (2019). E-commerce, competitive advantage 
and business performance of banyuwangi small and medium-sized enterprises. 
International Journal of Scientific and Technology Research, 8(8). 

Harshita, & Tanwar, S. (2017). Security issues and countermeasures of online transaction in E-
commerce. Mobile Commerce: Concepts, Methodologies, Tools, and Applications, 2, 982–
1013. https://doi.org/10.4018/978-1-5225-2599-8.CH046 

Itani, O. S., & Hollebeek, L. D. (2020). Consumers’ health-locus-of-control and social 
distancing in pandemic-based e-tailing services. Journal of Services Marketing, 35(8), 1073–
1091. https://doi.org/10.1108/JSM-10-2020-0410 

Kang, J., & Hustvedt, G. (2014). Building Trust Between Consumers and Corporations: The 
Role of Consumer Perceptions of Transparency and Social Responsibility. Journal of 
Business Ethics, 125(2), 253–265. https://doi.org/10.1007/s10551-013-1916-7 

Kaplan, Z., Zhang, N., & Cole, S. V. (2022a). A Capture The Flag (CTF) Platform and Exercises for 
an Intro to Computer Security Class. Annual Conference on Innovation and Technology in 
Computer Science Education, ITiCSE, 2, 597–598. https://doi.org/10.1145/3502717.3532153 



2108 Examining E-Commerce Shopping Behavior: Investigating the Influence of Customer Decision-Making 

www.KurdishStudies.net 
 

Kaplan, Z., Zhang, N., & Cole, S. V. (2022b). A Capture The Flag (CTF) Platform and 
Exercises for an Intro to Computer Security Class. Annual Conference on Innovation and 
Technology in Computer Science Education, ITiCSE, 2, 597–598. 
https://doi.org/10.1145/3502717.3532153 

Kautish, P. (2016). Digital and internet marketing: Crucial business management landscape. In 
E-Governance in India: Problems, Prototypes and Prospects (pp. 91–118). Nova Science 
Publishers, Inc. 

Khorrami, M., Foroudi, P., & Nasab, M. H. (2023). Personalisation: The construct and its 
dimensions. In Business Digitalization: Corporate Identity and Reputation (pp. 126–143). 
Taylor and Francis. https://doi.org/10.4324/9781003401285-9 

Khosrojerdi, F., Motaghi, H., & Gagnon, S. (2023). Digital Transformation: Prior to 
and Following the Pandemic. In Contributions to Economics (pp. 139–152). 
Springer Science and Business Media Deutschland GmbH. 
https://doi.org/10.1007/978-3-031-27886-0_5 

Klaus, P., Kuppelwieser, V. G., & Heinonen, K. (2023). Quantifying the influence of customer 
experience on consumer share-of-category. Journal of Retailing and Consumer Services, 
73, 103375. https://doi.org/10.1016/j.jretconser.2023.103375 

Kol, O., Zimand-Sheiner, D., & Levy, S. (2022). A (local) apple a day: pandemic-induced 
changes in local food buying, a generational cohort perspective. European Journal of 
International Management, 19(1), 1–26. https://doi.org/10.1504/ejim.2023.127297 

Lavuri, R., Jaiswal, D., & Thaichon, P. (2023). Extrinsic and intrinsic motives: panic buying and 
impulsive buying during a pandemic. International Journal of Retail and Distribution 
Management, 51(2), 190–204. https://doi.org/10.1108/IJRDM-01-2022-0010 

Leonov, Y., Nakonechnyi, O., Khalimanenko, V., Nikolaiko, H., & Heraimovych, V. (2023). 
Analysis of the Influence of Psychological Factors on Consumer Behavior and the 
Decision-making Process. Economic Affairs (New Delhi), 68(3), 1643–1651. 
https://doi.org/10.46852/0424-2513.3.2023.29 

Li, J., Zheng, R., Sun, H., Lu, J., & Ma, W. (2022). Broadcasters’ expertise and consumers’ 
purchase intention: The roles of consumer trust and platform reputation. Frontiers in 

Psychology, 13. https://doi.org/10.3389/fpsyg.2022.1019050 
Liu, C., Sun, X., Feng, Q., & Yao, X. (2023). How did the macroeconomic sectors respond 

under the pandemic in China? Evidence from FAVAR model. Procedia Computer Science, 
221, 488–492. https://doi.org/10.1016/j.procs.2023.08.005 

Liu, C. T., Guo, Y. M., & Hsu, J. L. (2023). Creating and Validating an Information Quality 
Scale for E-Commerce Platforms. Journal of Electronic Commerce in Organizations, 
21(1), 1–28. https://doi.org/10.4018/JECO.327350 

Lopez, A., & Castaño, R. (2018). Consumer behavior on social media: A thematic exploration 
and an agenda for future inquiry. In Business Governance and Society: Analyzing Shifts, 
Conflicts, and Challenges (pp. 281–301). Palgrave Macmillan. 
https://doi.org/10.1007/978-3-319-94613-9_17 

Madaan, J., & Chugh, P. (2021). Investor strategies to abridge the pandemic’s effect. In 
Stakeholder Strategies for Reducing the Impact of Global Health Crises (pp. 53–67). IGI 
Global. https://doi.org/10.4018/978-1-7998-7495-9.ch004 

Mäki, M., & Alamäki, A. (2019). Data Privacy Concerns Throughout the Customer Journey 
and Different Service Industries. IFIP Advances in Information and Communication 
Technology, 568, 516–526. https://doi.org/10.1007/978-3-030-28464-0_45 

Martinez, J. (2022). Customer-centric framework: The missing link between data and business 
value. Applied Marketing Analytics, 7(4), 345–354. 



Johnson, Purwanegara, Mulyono 2109 

Kurdish Studies 
 

Mehta, A., Serventi, L., Kumar, L., Viejo, C. G., Fuentes, S., & Torrico, D. D. (2022). Influence 
of expectations and emotions raised by packaging characteristics on orange juice 
acceptability and choice. Food Packaging and Shelf Life, 33, 100926. 
https://doi.org/10.1016/j.fpsl.2022.100926 

Morales, M. (2021). Post-pandemic consumer behavior towards e-commerce and retail 
stores in United States | Comportamiento del consumidor hacia el comercio 
electrónico y las tiendas minoristas en los Estados Unidos posterior a la pandemia. 
Revista Venezolana de Gerencia, 26(Special Is), 47–64. 
https://doi.org/10.52080/rvgluz.26.e6.4 

Muchenje, C., Mtengwa, E., & Kabote, F. (2023). Building a strong brand: Future strategies 
and insights. In Sustainable Marketing, Branding, and Reputation Management: Strategies 
for a Greener Future (pp. 238–257). IGI Global. https://doi.org/10.4018/979-8-3693-
0019-0.ch012 

Muhamad Radzi, W. N. W., Abd Rashid, I. M., Saraih, U. N., Md Isa, E. V., & Yih, T. W. 
(2021). Factors influencing the intention to purchase android smartphones among 
generation Y. AIP Conference Proceedings, 2339, 020050. 
https://doi.org/10.1063/5.0046102 

Nasir, S. (2018). Marketing strategies in competitive markets and challenging times. In Brand 
Culture and Identity: Concepts, Methodologies, Tools, and Applications (Vol. 1, pp. 248–
271). IGI Global. https://doi.org/10.4018/978-1-5225-7116-2.ch015 

Nguyen, Q. H., Nguyen, T. T. A., Nguyen, L. T., & Tran, H. T. (2023). Impact of e-trustmark 
reputation on customer loyalty and online purchase intentions: empirical evidence from an 
emerging country. International Journal of Electronic Business, 18(4), 466–492. 
https://doi.org/10.1504/IJEB.2023.134130 

Olayele, F. (2023). Regional economic systems after COVID-19. In Regional Economic 
Systems after COVID-19. Edward Elgar Publishing Ltd. 
https://doi.org/10.4337/9781802208214 

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and testing consumer trust 
dimensions in e-commerce. Computers in Human Behavior, 71, 153–164. 
https://doi.org/10.1016/j.chb.2017.01.050 

Palmatier, R. W., Sivadas, E., Stern, L. W., & El-Ansary, A. I. (2019). Marketing 
channel strategy: An omni-channel approach. In Marketing Channel Strategy: An 
Omni-Channel Approach. Taylor and Francis. 
https://doi.org/10.4324/9780429291999 

Park, K., & Koh, J. (2017). Exploring the relationship between perceived pace of technology 
change and adoption resistance to convergence products. Computers in Human Behavior, 
69, 142–150. https://doi.org/10.1016/j.chb.2016.12.017 

Polat, V., & Akgün, A. E. (2017). Revisiting the Marketing Capabilities from an Adaptive 
Perspective: An Abstract. In Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science (pp. 1139–1140). Springer Nature. 
https://doi.org/10.1007/978-3-319-45596-9_209 

Prasetya, P., Widyanti, W., Rosdiana, R., Mahliza, F., & Oktasari, D. P. (2022). Optimization 
of digital marketing strategy through e-commerce is increasing SME sales Batik Cikadu, 
Tanjung Lesung, Pandeglang. Priviet Social Sciences Journal, 2(3). 
https://doi.org/10.55942/pssj.v2i3.174 

Rajagopal, X., Castaño, R., & Flores, D. (2016). Consumers and markets: Analyzing behavioral 
shifts and emerging challenges. In Consumers and Markets: Analyzing Behavioral Shifts 
and Emerging Challenges. Nova Science Publisher Inc. 



2110 Examining E-Commerce Shopping Behavior: Investigating the Influence of Customer Decision-Making 

www.KurdishStudies.net 
 

RK Yin. (2003). Qualitative Research Methods. SAGE Publication Ltd. 
https://books.google.co.id/books?hl=en&lr=&id=KdneDQAAQBAJ&oi=fnd&pg=PA
359&dq=yin+2003+case+study&ots=gOMrExv99_&sig=N_u3j0-
8cHDhYjeAG7m4bnBzAp0&redir_esc=y#v=onepage&q=yin%202003%20case%20stu
dy&f=false 

Santos, J. D., & Sousa, B. M. (2022). Promoting organizational performance through 5G and 
agile marketing. In Promoting Organizational Performance Through 5G and Agile 
Marketing. IGI Global. https://doi.org/10.4018/978-1-6684-5523-4 

Saribut, S. (2022). Moderating Effects of Generation Y’s Online-to-Offline E-Commerce 
(O2O E-Commerce) Shopping Experience. Indian Journal of Marketing, 52(8). 
https://doi.org/10.17010/ijom/2022/v52/i8/171221 

Shiu, J. Y., Liao, S. T., & Tzeng, S.-Y. (2023). How does online streaming reform e-commerce? 
An empirical assessment of immersive experience and social interaction in China. 
Humanities and Social Sciences Communications, 10(1). https://doi.org/10.1057/s41599-
023-01731-w 

Simchi-Levi, D., & Wu, M. X. (2018). Powering retailers’ digitization through analytics and 
automation. International Journal of Production Research, 56(1), 809–816. 
https://doi.org/10.1080/00207543.2017.1404161 

Singh, D., Bajpai, N., & Kulshreshtha, K. (2021). Factors underlying brand trust for affecting 
brand love leading to customers’ purchase intention in Indian hypermarkets. International 
Journal of Electronic Marketing and Retailing, 12(3), 254–284. 
https://doi.org/10.1504/IJEMR.2021.116503 

Smith, A. D. (2013). Beneficial e-personalization and related technological innovations applied 
to e-tailing. In Trends in E-Business, E-Services, and E-Commerce: Impact of Technology 
on Goods, Services, and Business Transactions (pp. 20–46). IGI Global. 
https://doi.org/10.4018/978-1-4666-4510-3.ch002 

Sohn, S., Seegebarth, B., & Woisetschläger, D. M. (2022). The same only different? How a 
pandemic shapes consumer organic food purchasing. Journal of Consumer Behaviour, 
21(5), 1121–1134. https://doi.org/10.1002/cb.2060 

Tarnanidis, T. K., Papachristou, E., Karypidis, M., & Ismyrlis, V. (2023). How social media 
affects consumer behavior in the fashion industry. In Social Media and Online Consumer 
Decision Making in the Fashion Industry (pp. 324–337). IGI Global. 
https://doi.org/10.4018/978-1-6684-8753-2.ch017 

Tomczyk, P., Doligalski, T., & Zaborek, P. (2016). Does customer analysis affect firm 
performance? Quantitative evidence from the Polish insurance market. Journal of Business 
Research, 69(9), 3652–3658. https://doi.org/10.1016/j.jbusres.2016.03.026 

Wang, M. Y., Zhang, P. Z., Zhou, C. Y., & Lai, N. Y. (2019). Effect of Emotion, Expectation, 
and Privacy on Purchase Intention in WeChat Health Product 

Consumption: The Mediating Role of Trust. International Journal of Environmental Research 
and Public Health 2019, Vol. 16, Page 3861, 16(20), 3861. 
https://doi.org/10.3390/IJERPH16203861 

Wang, X., Wong, Y. D., Chen, T., & Yuen, K. F. (2022). An investigation of technology-
dependent shopping in the pandemic era: Integrating response efficacy and identity 
expressiveness into theory of planned behaviour. Journal of Business Research, 142, 1053– 

1067. https://doi.org/10.1016/j.jbusres.2022.01.042 Wang, X., Wong, Y. D., Liu, F., & Yuen, 
K. F. (2021). A push–pull–mooring view on technology-dependent shopping under social 
distancing: When technology needs meet health concerns. Technological Forecasting and 
Social Change, 173, 121109. https://doi.org/10.1016/j.techfore.2021.121109 



Johnson, Purwanegara, Mulyono 2111 

Kurdish Studies 
 

Yangzom, T., & Ahuja, L. (2023). Uses of Big Data to Understand Consumers’ Buying 
Behavior. 2023 4th International Conference on Electronics and Sustainable 
Communication Systems, ICESC 2023 - Proceedings, 819–823. 
https://doi.org/10.1109/ICESC57686.2023.10193596 

Yasin, R., Huseynova, A., & Atif, M. (2023). Green human resource management, a gateway 
to employer branding: Mediating role of corporate environmental sustainability and 
corporate social sustainability. Corporate Social Responsibility and Environmental 
Management, 30(1). https://doi.org/10.1002/csr.2360 

Ylilehto, M., Komulainen, H., & Ulkuniemi, P. (2021). The critical factors shaping customer 
shopping experiences with innovative technologies. Baltic Journal of Management, 16(5), 
661–680. https://doi.org/10.1108/BJM-02-2021-0049 

Zhang, C., & Tan, T. (2020). The Impact of Big Data Analysis on Consumer Behavior. Journal 
of Physics: Conference Series, 1544(1), 012165. https://doi.org/10.1088/1742-
6596/1544/1/012165 

Zhang, L., Hu, S., & Xu, G. (2023). Pandemic uncertainty and firm investments. Finance 
Research Letters, 55, 103924. https://doi.org/10.1016/j.frl.2023.103924 

Them
e 

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14 P15 P16 P17 
Conclus

ion 

Consu
mer 
Data 

Manag
ement 
and 

Analysi
s 

Importa
nce of 
underst
anding 
consum

er 
purchas
ing data 

Import
ance of 
service 
quality 
over 

discou
nts 

Focus 
on 

custom
er 

underst
anding 

Adapti
ng 

mass 
media 
strategi

es 

Role 
of 

techno
logy in 
adapti
ng to 
trends 

Social 
media 
trends 
affecti

ng 
decisio

n-
makin

g 

Use of 
perfor
mance 
analysi

s in 
consu
mer 

behavi
or 

Shift 
from 

offline 
to 

online 
behavi

or 

Increa
se in 

e-
comm
erce 

due to 
pande
mic 

Enhance
d digital 
presence 

Transit
ion to 
online 

in 
event 

contex
ts 

Shift in 
consu
mer 

online 
habits 

Impac
t of 

COVI
D-19 
on 

online 
behavi

or 

Predicti
ng 

trends 
with 

digital 
data 

Optimiz
ing big 
data use 

for 
deeper 

consum
er 

understa
nding. 

Integrati
ng 

consum
er 

behavio
r 

analysis 
into 

product 
strategy. 

Advanc
ed 

techniq
ues in 
market 
trend 

predicti
on 

throug
h 

consum
er data. 

There is 
a strong 
emphasi
s on the 
use of 

consume
r data 

for 
understa

nding 
and 

predictin
g trends, 
with a 
shift 
from 
price-

focused 
strategie

s to 
service 
quality 

and 
personali
zation. 

Busine
ss 

Ecosys
tem 
and 

Integra
tion 

Need 
for e-

comme
rce 

adaptab
ility 

Integra
tion of 
online 
and 

offline 
worlds 

Comple
te 

ecosyste
m for 

custom
er 

retentio
n 

Adapti
ng 

media 
to 

consu
mer 

change
s 

Brand 
strateg

ies 
adapti
ng to 
consu
mer 

behavi
or 

Role 
of 

social 
media 

in 
consu
mer 

engage
ment 

Attribu
tion 

analysi
s in 

adverti
sing 

Trust 
in e-

comm
erce 

platfor
ms 

Digital 
storefr
onts' 
signifi
cance 

Importa
nce of 

omnicha
nnel 

approac
h 

Hybrid 
event 

format
s 

Digital 
and 

social 
media 
focus 

SEO 
and 
AI 

impact
s 

Empha
sis on 
omni-

channel 
strategi

es 

Develop
ing 

synergie
s among 
business 
units for 
operatio

nal 
efficienc

y. 

Cross-
industry 
collabor

ation 
for 

product 
and 

service 
innovati

on. 

Leverag
ing 

technol
ogy for 
smooth

er 
supply 
chain 

integrat
ion. 

The 
integrati

on of 
online 

and 
offline 

experien
ces is 

crucial. 
There's a 
focus on 
creating 
a robust 
business 
ecosyste

m to 
cater to 
evolving 
consume
r needs. 

https://doi.org/10.1016/j.frl.2023.103924


2112 Examining E-Commerce Shopping Behavior: Investigating the Influence of Customer Decision-Making 

www.KurdishStudies.net 
 

Them
e 

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14 P15 P16 P17 
Conclus

ion 

Changi
ng 

Consu
mer 

Behavi
or 

Shift 
towards 
online 

shoppin
g 

Depen
dency 
on e-
comm
erce 
for 

everyd
ay 

items 

Custom
er-

centric 
approac

h 

Long-
term 

change
s in 

consu
mer 

needs 

Chang
es in 

produ
ct 

interes
t 

Role 
of 

social 
media 

in 
shoppi

ng 

Shifts 
in 

types 
of 

goods 
bought 

Behavi
oral 

change 
during 
COVI
D-19 

Safety 
in 

transa
ctions 
as a 
new 

norm 

Safety 
concern

s 
accelerat

ing e-
commer

ce 
adoptio

n 

Virtual 
and 

hybrid 
events 

Chang
es in 

online 
shoppi

ng 
habits 

Post-
COVI

D 
offline 
trend 

Increas
ed 

health 
conscio
usness 

and 
digitaliz

ation 

Adaptin
g 

marketi
ng 

strategie
s to 

shifting 
consum

er 
trends. 

Analyzi
ng the 
impact 

of 
digitaliz
ation on 
consum

er 
choices. 

Predicti
ng 

future 
shifts 

in 
consum

er 
needs. 

A clear 
shift 

towards 
online 

shoppin
g and 
digital 

solutions
, with 

changing 
priorities 
such as 
health 
and 

convenie
nce. 

Techn
ology 
and 

Innova
tion 

Use of 
AI and 

data 
analytic

s 

Role 
of 

techno
logy in 
CRM 

strategi
es 

Empha
sis on 

technol
ogy for 
efficien

cy 

New 
techno
logies 

in 
media 

Techn
ology 

in 
brand 
strateg

ies 

Techn
ology 

in 
social 
media 
interac

tion 

Machi
ne 

learnin
g and 
AI in 

market
ing 

E-
comm
erce as 

a 
techno

logy 
compa

ny 

Gener
ative 
AI 
and 

custo
mer 

prefer
ences 

AI in 
custome

r 
interacti

on 

Techn
ology 

in 
event 
organi
zation 

AI and 
large 

langua
ge 

models 

AI in 
SEO 

Digitali
zation 
and 

demand 
predicti

on 

Implem
enting 
AI to 

enhance 
custome

r 
experien

ce. 

Continu
ous 

innovati
on as a 
key to 

business 
growth. 

Market 
penetra

tion 
strategi
es with 
cutting-

edge 
technol

ogy. 

Technol
ogy, 

especiall
y AI and 

data 
analytics, 
is central 

to 
understa

nding 
consume

r 
behavior 

and 
innovati

ng in 
response

. 

Market 
and 

Compe
tition 

Dynam
ics 

E-
comme

rce 
market 
changes 

Evolvi
ng 

service 
quality 
in e-

comm
erce 

Focus 
on 

effectiv
e 

operati
ons 

Digital 
market

ing 
adaptat

ion 

Brand 
identit

y in 
the 

marke
t 

Evolvi
ng 

social 
comm
erce 

Market
ing 

strategi
es 

post-
pande
mic 

Omni-
channe

l 
market

ing 
strateg

y 

Custo
mer 

deman
ds and 
quality 

Agile 
marketin

g 
strategie

s 

Market
ing 

adapta
tion in 
events 

Market 
trends 
and 

custom
er 

loyalty 

Marke
t 

trends 
post-
COVI

D 

Omni-
channel 
approac
hes and 
digitaliz

ation 

Strategie
s to face 
competi
tion in 
global 

markets. 

Underst
anding 
market 

dynamic
s shifts 

for 
competi

tive 
advanta

ge. 

Adapti
ng to 
rapid 

change
s in 

market 
conditi

ons. 

The 
market is 
rapidly 

evolving 
with a 

focus on 
service 
quality 

and 
technolo

gy. 
Compan
ies are 

employi
ng omni-
channel 
strategie
s to stay 
competit

ive. 

Consu
mer 

Trust 
and 

Securit
y 

Importa
nce of 

product 
quality 

and 
paymen

t 
security 

Consu
mer 

trust in 
transac

tion 
safety 

Empha
sis on 
operati

onal 
transpar

ency 

Trust 
in 

adverti
sing 
and 

media 

Brand 
image 
and 

consu
mer 
trust 

Trust 
in 

social 
media 
platfor

ms 

Advert
ising 
trust 
and 

consu
mer 

decisio
ns 

Authe
nticity 

in 
private 
labelin

g 

Trust 
in e-

comm
erce 

platfor
ms 

Trust in 
digital 

experien
ces 

Securit
y in 

online 
event 

transac
tions 

Trust 
in 

online 
shoppi

ng 

Trust 
in 

digital 
inform
ation 

Focus 
on safe 
delivery 

and 
digitaliz

ation 

Enhanci
ng 

transpar
ency to 
build 

consum
er trust. 

Prioritiz
ing data 
security 
as a top 
concern

. 

Cybers
ecurity 
initiativ
es for 

consum
er 

protecti
on. 

Trust 
and 

security, 
both in 
product 
quality 

and 
transacti
ons, are 

key 
factors 

in 
consume

r 
decisions

. 



Johnson, Purwanegara, Mulyono 2113 

Kurdish Studies 
 

Them
e 

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14 P15 P16 P17 
Conclus

ion 

Strategi
c 

Market
ing and 
Brandi

ng 

Need 
for 

respons
ive 

marketi
ng 

strategie
s 

Emph
asis on 
custo
mer 

experie
nce 

Focus 
on 

custom
er 

needs 
and 

retentio
n 

Adapti
ng 

market
ing to 
consu
mer 

change
s 

Emoti
onal 

conne
ction 
with 

consu
mers 

Influe
nce of 
social 
media 

on 
brandi

ng 

Adapti
ng 

market
ing 

strategi
es for 

change
s 

Omni-
channe

l 
strateg

y 
import
ance 

Custo
mer-

centric 
market

ing 

Personal
ization 

in 
marketin

g 

Adapti
ng 

event 
market
ing to 
consu
mer 

behavi
or 

Produc
t 

manag
ement 
and 

market
ing 

strategi
es 

SEO 
strateg
ies in 

respon
se to 

behavi
or 

Importa
nce of 
predicti

ng 
demand 

and 
trends 

Develop
ing 

brands 
that 

resonate 
with 

consum
er 

values. 

Creative 
content 
strategie

s for 
brand 

strength
ening. 

Trend 
analysis 

for 
effectiv
e and 

relevan
t 

brandin
g. 

Marketin
g 

strategie
s are 

increasin
gly 

focused 
on 

understa
nding 
and 

catering 
to 

consume
r needs, 
with an 
emphasi

s on 
predictin
g future 
trends. 

 


