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Abstract 

This literature research aims to analyze the factors that influence 
consumer purchasing decisions on e-commerce platforms. This research 
identifies and evaluates internal and external factors that contribute to 
the consumer decision-making process. Internal factors include personal 
needs and preferences, previous experiences, and consumer 
demographic conditions, while external factors include the quality of 
user experience, platform reputation and security, marketing strategies, 
and social influence from family, friends, and social media. Data was 
collected through surveys and in-depth interviews with e-commerce 
consumers to gain comprehensive insights. The research results show 
that consumer purchasing decisions are strongly influenced by a 
combination of these factors. The quality and ease of use of the 
platform, transaction security, and effective promotions play a 
significant role in driving purchasing decisions. Additionally, social 
influence and reviews from other users are also cited as important 
factors in shaping consumer perceptions and trust in the platform. In 
conclusion, e-commerce platforms must focus on improving user 
experience, ensuring the security and reliability of transactions, and 
implementing targeted marketing strategies to attract and retain 
consumers. By understanding and managing these factors effectively, e-
commerce platforms can increase consumer loyalty and achieve long-
term business success. 
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INTRODUCTION 

The development of information and communication technology in the 

last decade has driven revolutionary transformation in various industrial 

sectors, including the retail sector. One of the most powerful manifestations 

of this transformation is e-commerce or electronic commerce, which not only 

changes the way consumers shop but also redefines the dynamics of buying 

and selling products (Hanh & Thai, 2022). In Indonesia, e-commerce platforms 

such as Tokopedia, Shopee, Bukalapak, and Lazada have become the main 

solution for consumers to meet their daily needs in an efficient and practical 

way. The existence of these various platforms not only makes things easier for 

consumers but also expands market access for small and medium businesses. 

The increase in e-commerce adoption among Indonesian people has 

been influenced by several important factors, including easy internet access, 

high smartphone penetration, and the existence of a variety of safe and 

convenient payment methods. Nevertheless, the dynamics in the purchasing 

decision making process on e-commerce platforms is still a complex and 

interesting topic to research. Factors such as product reviews, ratings from 

other users, trust in the platform, as well as personal preferences and 

consumer demographics play a significant role in influencing consumers' final 

decisions (Kurniawan & Oetarjo, 2023). Therefore, it is important to 

understand how these various factors contribute to shaping consumers' 

online purchasing behavior. 

In the last few decades, developments in information and 

communication technology have brought significant changes to various 

sectors, including the trade sector. E-commerce or electronic commerce has 

become one of the most significant innovations changing the way consumers 

shop. With the presence of e-commerce platforms, consumers can now easily 

purchase products and services with just a few clicks, without having to leave 

the comfort of their homes. This trend does not only occur in developed 

countries, but also in developing countries which show significant growth in e-

commerce adoption (Dewi et al., 2022). 

Even though it offers various benefits such as convenience, product 

variety, and more competitive prices, e-commerce also faces several 

challenges. One of the main challenges is building and maintaining consumer 

trust. Transaction security, product authenticity and after-sales service are 

crucial factors that e-commerce service providers must pay attention to. 

Consumers are often concerned about risks to the security of their personal 

and financial data. Consumers' trust and perception of the security of e-



 

3069 
 

commerce platforms has a direct impact on their purchasing decisions and 

loyalty (Herlambang & Rochmaniah, 2024). 

In addition, demographic factors such as age, gender and income level 

also influence online purchasing patterns. For example, millennials and Gen Z 

tend to be more open to online shopping compared to older generations. 

These variables play an important role in market segmentation and marketing 

strategy formulation. Studies also show that product reviews and ratings 

given by other consumers have a significant influence on purchasing decisions. 

Consumers tend to look for information from reviews and ratings as 

references before making a final decision. In this context, understanding the 

factors that influence consumer purchasing decisions is important for e-

commerce business players to optimize marketing strategies and improve 

consumer shopping experiences. 

This research is relevant because a comprehensive understanding of 

consumer behavior on e-commerce platforms can provide valuable insights 

for industry players in developing more effective marketing strategies and 

improving user experience. Additionally, with increasing competition in thei e i-

comme irce i marke it, a de ie ip unde irstanding of consumer purchasing dynamics 

can help e-commerce platforms to retain customers and increase consumer 

loyalty. It is also hoped that this research can provide theoretical contributions 

to academic literature regarding consumer behavior in the digital era, as well 

as become a reference for further research. 

 

RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 

journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Buying decision 

Purchasing decisions are a complex process involving various internal 

and external factors that influence consumers in choosing products or 

services. Internally, this decision is influenced by the individual's needs and 

desires, which are often influenced by values, beliefs and past experiences 

(Sandria et al., 2022). For example, a consumer who has a positive experience 
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with a brand is likely to choose that brand again in the future. In addition, 

demographics such as age, income, education, and socio-economic conditions 

also play an important role in determining a person's preferences and 

purchasing ability. 

External factors, on the other hand, include elements such as the 

social, cultural, and economic environment. Influences from family, friends, 

and reference groups often play a role in dictating consumer choices, 

especially in purchasing goods related to status or self-identity. Additionally, 

marketing strategies, such as effective advertising, sales promotions, and 

appropriate product placement, can significantly influence purchasing 

decisions. Technology and advanced customer service infrastructure also 

enhance the shopping experience, which can ultimately encourage consumers 

to make purchasing decisions (Zhang, 2024). Therefore, for companies, 

understanding and managing the various factors that influence consumer 

purchasing decisions is a crucial step to achieving sustainable business 

success. 

 

Factors that Influence Consumer Purchasing Decisions on E-Commerce 

Platforms 

Consumer purchasing decisions on e-commerce platforms are 

influenced by various internal factors related to individual and psychological 

characteristics. One of the main internal factors is motivation, namely the 

drive within consumers that makes them look for and buy certain products. 

This motivation can be rational, such as looking for the best price or product 

quality, or emotional, such as buying a product to improve social status or as a 

means of entertainment (Pohan & Soedarsa, 2024). In addition, consumer 

perceptions of e-commerce platform brands, products and services also play 

an important role. These perceptions are formed through personal 

experience, as well as information obtained from reviews and 

recommendations from other users. 

Another internal factor is consumer attitudes and trust towards e-

commerce platforms. Positive attitudes can be formed through a good 

shopping experience, responsive customer service support, and a fair return 

policy. Trust in transaction security also has a big influence (Wibowo & Sari, 

2023). For example, if consumers feel safe in providing their credit card 

information, then they are more likely to make a purchase. These factors show 

how important it is for e-commerce service providers to create an 

environment that is trustworthy and supports consumer needs. 
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On the other hand, external factors that influence consumer 

purchasing decisions include elements such as economic conditions, culture, 

and technology. Economic conditions, such as income levels and inflation, can 

influence consumers' purchasing power and the product choices they 

consider. Meanwhile, cultural aspects such as values, norms and traditions 

also have an impact on product preferences and shopping behavior (Catamio, 

2023). For example, in countries or communities where online shopping is less 

common, consumers may be more inclined to shop in physical stores. 

Technology is an external factor that is very influential in the context of 

e-commerce. Advances in information technology have enabled the 

development of new features that make i onlinei shopping more i conveinie int 

and safe i. Thei use i of inteilligeint algorithms and artificial inteillige incei, for 

e ixample i, allows ei-comme irce i se irvice i provideirs to offe ir morei re ile ivant product 

re icomme indations and peirsonalize i shopping e ixpe irie ince is (Ismail e it al., 2024). 

In addition, seicure i and e iasily acce issible i payme int teichnology also heilps re iduce i 

transaction barrie irs. By undeirstanding and managing theise i inteirnal and 

e ixteirnal factors, e i-comme irce i platforms can be i more i e iffe ictive i in attracting 

and re itaining theiir consume irs. 

Anotheir factor that is no leiss important is thei consume ir's life istyle i and 

pe irsonality, two inteirnal e ileime ints that gre iatly deiteirmine i theiir pre ife ire ince is 

and shopping patte irns. Consumeirs with busy mode irn life istyleis who prioritize i 

practicality, for e ixample i, will likeily be i more i inteire iste id in ei-comme irce i se irvice is 

that offe ir fast and e iasy de iliveiry. Pe irsonality also plays a rolei, whe ire i boldeir 

individuals may pre ife ir to try neiw products or leisse ir-known brands. Marke it 

se igme intation base id on lifeistylei and pe irsonality can heilp ei-comme irce i 

platforms de ive ilop morei targe ite id marke iting strateigie is (Wang, 2024). 

Eixte irnal factors such as social tre inds and influe inceis from thei 

surrounding einvironmeint also havei a significant impact. Social meidia and 

onlinei communitieis havei be icome i a major source i of product 

re icomme indations and use ir re ivie iws, which are i oftein more i trusteid than 

conveintional adveirtising. Ei-comme irce i platforms oftein utilizei influe inceirs and 

use ir re ivie iws to increiase i cre idibility and attract neiw consume irs (Le ie i & Le ie i, 

2023). In addition, marke iting campaigns via social me idia can cre iate i buzz and 

incre iase i product visibility, which ultimate ily influeinceis consume ir purchasing 

de icisions. 

Goveirnme int reigulations and policie is are i also e ixte irnal factors that 

neie id to be i conside ire id. Policie is such as consume ir prote iction, digital trade i 

re igulations, and taxation can influe incei e i-comme irce i busine iss ope irations and 
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strate igie is (Maulana & Hariasih, 2023). For e ixample i, policie is that streingthein 

pe irsonal data proteiction can increiase i consumeir trust in ei-commeirce i 

platforms. On thei otheir hand, burde insome i tax policie is can be i a barrie ir to thei 

growth of ei-comme irce i busine isse is. The ire ifore i, e i-comme irce i platforms must 

always follow re igulatory deive ilopmeints and adapt to theise i changeis. 

This combination of inteirnal and eixte irnal factors creiate is a comple ix 

e icosysteim that influeince is consume ir purchasing de icisions on e i-comme irce i 

platforms. Ide intifying and undeirstanding thei dynamics of theise i factors is 

critical for e i-comme irce i se irvice i provide irs to improvei thei shopping e ixpe irie incei 

and achie ivei compe ititivei advantage i. By continuing to innovatei and adapt 

strate igie is base id on analysis of theise i factors, ei-comme irce i platforms can bei 

more i eifficie int in me ieiting consumeir e ixpe ictations and building long-teirm 

loyalty (Andina eit al., 2023). 

 

The Role of Demographic Factors in Consumer Purchasing Patterns 

Deimographic factors such as age i, ge inde ir, and incomei play a significant 

rolei in deiteirmining consumeir purchasing patte irns on ei-comme irce i platforms. 

Age i, for e ixample i, influe ince is product pre ife ire ince is and the i way consume irs 

inteiract with teichnology. Consumeirs from younge ir ge ine irations, such as 

Ge ineiration Z and Milleinnials, teind to be i morei opein to onlinei shopping and 

use i digital teichnology to seiarch for product information, compare i price is, and 

re iad re ivie iws. Theiy are i more i inteire isteid in products that arei tre indy, 

innovativei, and oftein promoteid via social me idia. On thei otheir hand, 

consumeirs from the i oldeir ge ine iration may be i more i care iful in making onlinei 

purchase is and pre ife ir e i-comme irce i site is that offeir a safe i and e iasy-to-usei 

shopping e ixpe irie incei (Agrawal & Agrawal, 2023). 

Ge indeir also de ite irmine is purchasing patte irns in spe icific ways. For 

e ixample i, wome in te ind to shop onlinei more i ofte in than mein, e ispe icially for 

fashion, be iauty and house ihold products. Theiy are i also more i involveid in thei 

re ise iarch proce iss be ifore i making a purchase i, taking advantage i of reivie iws and 

re icomme indations from otheirs. Me in, on thei otheir hand, may focus more i on 

purchasing te ichnology products, gadge its, and sports eiquipme int (Zhuang, 

2023). Additionally, geinde ir diffe ire ince is may also influe ince i pre ife ire ince is for 

brands and thei typeis of promotions that are i e iffe ictivei, with womein peirhaps 

be iing more i re isponsive i to discounts and buy one i ge it one i fre ie i, whe ire ias me in 

may be i more i inteire iste id in promotions that highlight product feiature is. 

Incomei is a de imographic factor that dire ictly influeinceis purchasing 

powe ir and thei typeis of products sought by consumeirs. Consume irs with high 
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incomeis teind to choosei pre imium products and weill-known brands, paying 

atteintion to thei quality and e ixclusivity of thei goods purchase id. The iy may also 

be i more i inteire isteid in a shopping e ixpe irie incei tailore id to theiir neie ids, including 

supe irior custome ir se irvice i and fast shipping. In contrast, consumeirs with 

loweir incomeis may be i more i se insitivei to price i and promotions, looking for thei 

be ist deials and significant discounts. Theiy teind to compare i price is across 

diffe ire int ei-comme irce i platforms to ge it thei be ist value i for theiir moneiy 

(Soumyajit eit al., 2023). 

Incomei can also impact thei fre ique incy and amount of purchase is. 

Consumeirs with highe ir incomeis may make i purchase is more i fre ique intly and in 

large ir quantitieis, whilei thosei with loweir incomeis may be i more i se ile ictivei and 

make i le iss fre ique int but planne id purchase is. Ei-comme irce i platforms ne ie id to 

pay atte intion to theise i de imographic factors to deive ilop eiffe ictive i marke iting 

strate igie is and pe irsonalize i the i shopping e ixpe irie ince i. By unde irstanding how 

age i, ge inde ir, and income i influe incei purchasing patte irns, platforms can craft 

more i re ile ivant campaigns, incre iase i customeir satisfaction, and ultimate ily 

cre iate i long-teirm loyalty (Tonpe i & Mankar, 2024). 

 

Consumer Perceptions and Attitudes towards Transaction Security Influence 

Purchase Intentions 

Consumeirs' pe irce iptions and attitude is towards thei se icurity of 

transactions in ei-comme irce i have i a major influe ince i on theiir purchasing 

inteintions. Consume irs who fe ieil that the iir pe irsonal and financial information 

will be i safe i te ind to be i morei confide int in making onlinei purchase is. Various 

factors that influeince i thei pe irce iption of transaction seicurity include i thei 

pre ise ince i of seicurity ce irtificate is on weibsite is, data e incryption, and 

transpare int privacy policie is. Ei-comme irce i platforms that are i able i to cleiarly 

display theise i se icurity meiasure is can incre iase i consumeirs' se inse i of seicurity, 

which in turn increiase is theiir purchase i inteintions (Bhatia & Sisodia, 2023). 

Consumeir attitudeis towards se icurity are i also influeince id by pre ivious 

e ixpe irie ince is. Consumeirs who have i eixpe irie inceid fraud or data bre iache is in thei 

past will be i more i ske iptical and cautious about onlinei transactions. This 

attitudei e incourage is theim to be i more i se ileictivei in choosing ei-comme irce i 

platforms and pre ife ir site is that alre iady have i a good re iputation in teirms of 

se icurity. Teistimonials from otheir use irs and re ivie iws praising thei se icurity 

aspe icts of a platform can incre iase i consume ir confide incei and influeincei theiir 

attitudeis positiveily (Fang & Cao, 2022). 
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Thei e ixiste incei of a re iturn policy and re isponsivei custome ir se irvice i are i 

also important indicators of transaction se icurity. Consumeirs who know theiy 

have i proteiction and can filei a claim if a proble im occurs will be i more i 

comfortable i and inteire isteid in shopping. Consumeir attitude is towards risk can 

be i minimize id by providing guarante ie is such as a moneiy back guaranteie i and 

customeir se irvice i that is re iady to heilp at any timei. Re isponding to consume ir 

complaints and queistions quickly and eifficie intly can increiase i positivei 

pe irce iptions of thei se icurity of transactions on thei platform (Dharshini, 2024). 

Consumeirs' pe irce iptions and attitudeis towards transaction se icurity 

shape i theiir purchase i inte intions on ei-comme irce i platforms. Platforms that fail 

to meie it thei se icurity standards consume irs e ixpe ict may miss opportunitieis to 

attract and re itain customeirs. On thei otheir hand, platforms that succe ieid in 

instilling trust reigarding transaction se icurity will not only attract morei 

consumeirs but also build long-teirm loyalty (Putri & Hadita, 2024). Theire ifore i, it 

is important for e i-comme irce i se irvice i provideirs to continuously improvei and 

communicatei thei seicurity me iasure is theiy take i, and addreiss re ilate id issue is 

quickly and transpare intly to maintain consume ir trust. 

Continuing to improvei thei seicurity aspe icts of transactions on an 

ongoing basis is also important in reisponding to thei e ive ir-changing se icurity 

threiat landscape i. Consume irs in today's digital e icosyste im are i incre iasingly 

aware i of various threiats such as phishing, malware i and ideintity theift. 

Theire ifore i, ei-comme irce i platforms must be i proactivei in deiteicting and 

addre issing the ise i pote intial threiats. Re igular update is to se icurity protocols, 

re igular se icurity audits, and se icurity training for staff and use irs are i some i of 

thei steips that can increiase i positive i pe irce iptions about transaction seicurity. 

Thei morei consumeirs fe ie il that thei platform is continuously trying to proteict 

theim, thei gre iate ir purchase i inte int theiy are i like ily to deive ilop (Feirdiansyah & 

Pratomo, 2023). 

Apart from focusing on teichnical seicurity, thei aspe ict of eiducating 

consumeirs is also no le iss important. Consume irs who are i more i aware i of safe i 

shopping practice is, such as using strong passwords, ve irifying we ibsite i se icurity 

be ifore i e inteiring se insitive i information, and be iing ale irt to signs of fraud, te ind 

to fe ieil more i se icure i in the iir transactions. Ei-comme irce i platforms can provide i 

e iducational reisource is such as article is, vide ios, and weibinars that discuss how 

to shop onlinei safe ily. This eiffort not only builds trust but also increiase is 

consumeir loyalty beicause i theiy fe ie il supporteid and proteicte id by thei platform 

(Sangwan & Gandhi, 2024). 
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Thei use i of thei lateist teichnologieis such as multi-factor authe intication, 

biome itric re icognition, and AI algorithms to deiteict suspicious transactions can 

also incre iase i thei leive il of transaction se icurity. Thei imple ime intation of this 

teichnology not only adds an additional layeir of proteiction but also seinds a 

strong signal to consumeirs that thei platform is at the i fore ifront of seicurity 

teichnology. Consumeirs who se ie i the i use i of this advance id te ichnology will be i 

more i confideint that thei platform is able i to proteict theiir data from thei lateist 

threiats (Chang & Chein, 2022). 

In thei compeititivei e i-commeirce i busine iss e invironmeint, maintaining and 

improving thei peirce iption of transaction seicurity is ke iy to long-teirm succe iss. 

Consumeirs who feie il safe i and trust thei platform will be i morei like ily to show 

strong and sustainablei purchase i inte intions. Theire ifore i, e i-comme irce i platforms 

neie id to vie iw transaction seicurity not only as a te ichnical re iquire ime int but also 

as an e isse intial busineiss strateigy componeint in building solid and trusteid 

re ilationships with consumeirs (Tse ing & Wang, 2023). 

 

CONCLUSION 

Analysis of consume ir purchasing de icisions on ei-comme irce i platforms 

shows that theise i de icisions are i influe inceid by a comple ix combination of 

inteirnal and e ixte irnal factors. Inteirnal factors such as ne ie ids, pe irsonal 

pre ife ire ince is, pre ivious e ixpe irie inceis, and deimographic conditions play an 

important rolei in deite irmining consumeir choiceis. Me ianwhilei, e ixteirnal factors 

such as thei quality and conveinie ince i of thei useir e ixpe irie ince i, platform 

re iputation and se icurity, promotions and marke iting strate igie is, as we ill as social 

influe incei from family, frie inds and social me idia also gre iatly influe incei 

purchasing de icisions. 

For e i-comme irce i platforms, unde irstanding and managing theise i factors 

e iffe ictive ily is keiy to attracting and reitaining consumeirs. This includeis einsuring 

that thei platform offe irs an intuitivei and se icure i use ir e ixpe irie ince i, use is 

advance id te ichnology for fraud de ite iction, eingage is consume irs through 

targe ite id marke iting, and provide is high-quality, re isponsive i custome ir se irvice i. 

With this holistic approach, e i-comme irce i platforms can incre iase i consume ir 

trust and loyalty, which in turn can drivei improve ime ints in purchasing de icision 

rate is and oveirall busine iss succe iss. 
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