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Abstract 

The rapid growth of e-commerce has fundamentally transformed consumer behavior 

across industries, reshaping how individuals discover, evaluate, and purchase products 

and services. This research article provides a comprehensive cross-industry 

examining key trends, influencing 

factors, and their implications for businesses. By synthesizing recent literature and 

analyzing data from retail, fashion, electronics, and grocery sectors, the study identifies 

patterns such as the rise of mobile commerce, the impact of personalization, and the role 

of trust in shaping purchase intentions. Using a mixed-methods approach, including 

surveys and secondary data analysis, the findings highlight the importance of convenience, 

trust, and seamless omnichannel experiences The 

article concludes with actionable recommendations for e-commerce businesses to adapt to 

evolving consumer expectations and foster loyalty in a competitive digital landscape.The 

rapid growth of e-commerce has not only transformed consumer behavior but has also 

created a complex ecosystem of digital interactions and expectations. This research article 

delves into the multifaceted nature of online consumer behavior across various industries, 

offering a nuanced understanding of how digital platforms have reshaped the consumer 

journey. By examining trends in retail, fashion, electronics, and grocery sectors, the study 

reveals the interconnectedness of factors such as mobile accessibility, personalized 

experiences, and trust-building mechanisms in influencing purchase decisions. The mixed- 

methods approach employed in this research provides a robust framework for analyzing 

both quantitative and qualitative aspects of consumer behavior, offering insights into the 

psychological and practical considerations that drive online shopping preferences. 

 
The findings of this study underscore the critical role of seamless omnichannel experiences 

in meeting modern consumer expectations. As the lines between online and offline 
 

 

Consumer Behavior in the 
 

 



a holistic view of 
 

 

consumer behavior in the age of e-commerce 
 

 

shopping continue to blur, businesses are challenged to create cohesive brand 

experiences that transcend individual channels. The article's focus on convenience, trust, 

and personalization highlights the evolving nature of consumer loyalty in the digital age, 

where brand relationships are increasingly mediated through technology. By providing 

actionable recommendations, the research aims to equip e-commerce businesses with 

strategies to navigate the dynamic digital landscape, emphasizing the need for adaptive 

approaches that align with changing consumer preferences and technological 

advancements. 
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Introduction 

The advent of e-commerce has revolutionized the global retail landscape, with online sales 

projected to exceed $6.3 trillion by 2025. This transformation has been accelerated by 

technological advancements, widespread internet access, and shifting consumer 

preferences. E-commerce platforms have transcended traditional industry boundaries, 

influencing consumer behavior in sectors such as retail, fashion, electronics, and groceries. 

Understanding these behavioral shifts is critical for businesses aiming to remain 

competitive in a rapidly evolving digital economy. 

This article explores through a cross- 

industry lens, addressing how factors such as convenience, trust, personalization, and 

technological innovations shape purchasing decisions. The study integrates insights from 

recent literature and empirical data to provide consumer trends and 

their implications. Key questions include: How do consumer preferences vary across 

industries? What role does trust play in e-commerce adoption? How can businesses 

leverage technology to enhance customer experiences? By examining these questions, the 

article aims to offer actionable insights for e-commerce stakeholders. 

The findings reveal significant variations in consumer preferences across industries, with 



 
 

channels, 
 

 

both online and offline. 
 

 

has emerged as a 
 

 

mechanisms, such 
 

 

Trust emerges as a fundamental element in e-commerce 
 

 

as secure payment gateways, 

powerful tools for enhancing 

factors such as product type, price sensitivity, and delivery expectations playing crucial 

roles. adoption, with 

consumers placing high value on secure transactions, reliable product information, and 

transparent business practices. Technological innovations, particularly in areas like 

augmented reality, artificial intelligence, and mobile commerce, are shown to be 

customer experiences and driving engagement across various 

sectors. 

Literature Review 

The literature on consumer behavior in e-commerce highlights several key themes, 

including trust, personalization, mobile commerce, and omnichannel strategies.Consumer 

behavior in e-commerce is a multifaceted field that encompasses various critical aspects 

influencing online purchasing decisions. Trust plays a pivotal role, as consumers must feel 

confident in the security of their personal and financial information when engaging in online 

transactions. E-commerce platforms employ various trust-building 

customer reviews, and transparent return policies, to 

address these concerns. Personalization powerful tool for 

with retailers leveraging data analytics and artificial 

intelligence to tailor product recommendations, marketing messages, and user interfaces 

to individual preferences and browsing history. 

 
The rise of mobile commerce has significantly impacted consumer behavior, with 

smartphones and tablets becoming increasingly prevalent as shopping devices. This shift 

has necessitated the development of mobile-optimized websites and dedicated shopping 

apps, enabling consumers to make purchases anytime and anywhere. Simultaneously, the 

concept of omnichannel strategies has gained traction, recognizing that consumers often 

interact with brands across multiple touchpoints, 

thus focusing on creating seamless experiences that integrate various 

Retailers are 

research products online, make purchases in-store, and receive allowing customers to 

the online shopping experience, 

enhancing 



underscore the importance of 
 

 

A comparative analysis of 
 

 

also play a crucial role 
 

 

after-sales support through multiple platforms. This holistic approach aims to provide a 

cohesive and convenient shopping journey, ultimately driving 

in the competitive e-commerce landscape. 

Trust and Security 

Trust is a cornerstone of e-commerce adoption, particularly in cross-border transactions. A 

2024 study found that information integrity and confidentiality significantly influence 

consumers’ trusting beliefs, which mediate their intention to use e-commerce platforms. 

Gender, age, and frequency of platform use further moderate these relationships, with 

younger consumers showing greater trust in platforms with robust security measures. 

Similarly, perceived risks, such as data privacy concerns, negatively impact purchase 

intentions, emphasizing the need for transparent data policies. 

Cultural differences 

international e-commerce platforms. 

in shaping trust perceptions across 

consumers from Eastern 

and Western countries revealed distinct patterns in risk tolerance and trust-building 

mechanisms. These findings tailoring security features 

and communication strategies to align with diverse cultural expectations and values in 

global e-commerce markets. 

Personalization and Recommendation Systems 

driver of consumer engagement. AI-powered 

recommendation engines analyze purchase history, browsing behavior, and demographic 

data to deliver tailored product suggestions, enhancing customer satisfaction and 

increasing sales. For instance, features like “Recommended for You” have been shown to 

boost cross-selling opportunities by 20–30% in retail and fashion industries. However, 

over-reliance on personalization can raise privacy concerns, necessitating a balance 

between customization and data protection. 

This delicate balance requires companies to implement robust data governance policies 

and transparent communication with customers about data usage. Additionally, businesses 

must consider the potential for algorithmic bias in personalization systems, which could 

Personalization has emerged as a critical 
 

 

customer satisfaction and 
 

 

loyalty 



online and offline channels 
 

 

technology continues to evolve, 
 

 

inadvertently exclude certain customer segments or reinforce existing inequalities. As 

personalization ethical considerations and regulatory 

compliance will play an increasingly important role in shaping its implementation across 

various industries. 

Mobile Commerce 

has redefined shopping habits, with 

smartphones accounting for nearly 80% of retail website visits in 2024. Mobile sales are 

projected to reach $728.28 billion in the U.S. alone by 2025, comprising 44.2% of retail e- 

commerce sales. Consumers value the convenience of mobile shopping, but seamless 

cross-device experiences and fast checkout processes are essential to minimize cart 

abandonment. 

To capitalize on this trend, retailers are investing heavily in 

incorporating features like one-click purchasing and mobile wallets. Artificial 

intelligence and machine learning are being leveraged to personalize the mobile shopping 

experience, offering tailored product recommendations and dynamic pricing. As 5G 

technology becomes more widespread, it is expected to further enhance mobile commerce 

capabilities, enabling faster loading times and more immersive augmented reality shopping 

experiences. 

Omnichannel Strategies 

The integration of has become a priority for retailers. 

Consumers expect seamless transitions between digital and physical touchpoints, with 

81% valuing cross-device compatibility during their buying journey. Omnichannel strategies 

that combine e-commerce with brick-and-mortar experiences enhance customer 

satisfaction and loyalty, particularly in the fashion and electronics sectors. 

To meet these evolving consumer expectations, retailers are investing heavily in 

technologies that enable unified commerce experiences. This includes implementing 

advanced inventory management systems, mobile point-of-sale solutions, and 

personalized marketing campaigns that leverage data from both online and offline 
 

 

mobile-optimized websites 
 

 

The rise of mobile commerce (m-commerce) 
 

 

and apps, 



a crucial role in 
 

 

investing heavily 
 

 

in the fashion industry. 
 

 

in research and development 

interactions. By creating a cohesive brand experience across all channels, retailers can not 

only increase sales but also foster stronger emotional connections with their customers, 

leading to long-term brand advocacy and repeat purchases. 

Sustainability and Ethical Consumption 

Sustainability is increasingly influencing consumer behavior, especially among younger 

demographics. Over 70% of shoppers are willing to pay a premium for eco-friendly 

products, particularly Studies suggest that brands emphasizing 

transparent supply chains and sustainable practices foster stronger customer loyalty. 

This shift in consumer preferences has prompted many fashion brands to reevaluate their 

production processes and marketing strategies. Companies are now 

to create innovative, sustainable materials and 

manufacturing techniques. As a result, the industry is witnessing a surge in eco-friendly 

collections, recycling initiatives, and circular economy models, all aimed at meeting the 

growing demand for environmentally conscious fashion. 

Cross-Industry Variations 

Consumer behavior varies significantly across industries. In the grocery sector, 

convenience and fast delivery are paramount, while in electronics, product reviews and 

technical specifications drive decisions. Fashion consumers prioritize personalization and 

influencer endorsements, whereas retail shoppers value price competitiveness and variety. 

The automotive industry sees a blend of these factors, with consumers considering safety 

ratings, fuel efficiency, and brand reputation alongside price. In the travel sector, 

experiential aspects and user-generated content play decision-making. 
 

Healthcare consumers, 

choosing providers or products. 

Research Methodology 

prioritize trust, expertise, and accessibility when 

This study adopts a mixed-methods approach to analyze consumer behavior in e- 

commerce across multiple industries. The research design incorporates both quantitative 

surveys and qualitative interviews to gather comprehensive data on online shopping 

on the other hand, 



(at least once a 
 

 

in the digital marketplace. 

for businesses seeking to optimize their 
 

 

patterns. By examining various sectors, including retail, technology, and services, the study 

aims to identify cross-industry trends and unique sector-specific characteristics. The 

findings will provide valuable insights e- 

commerce strategies and enhance customer experiences 

Data Collection 

1. Surveys: A structured questionnaire was distributed to 1,200 consumers across four 

industries: retail, fashion, electronics, and groceries. The survey included questions on 

purchase frequency, trust in e-commerce platforms, preference for mobile shopping, and 

attitudes toward personalization and sustainability. Respondents were selected using 

stratified random sampling to ensure representation across age, gender, and geographic 

regions. The data collection process took place over a six-week period, with responses 

gathered through both online and in-person methods to minimize bias. Initial analysis 

revealed significant variations in e-commerce adoption rates and preferences across 

different demographic segments. Notably, younger consumers showed a stronger 

were more receptive to personalized 

recommendations, while older age groups expressed greater concerns about data privacy 

and security in online transactions. 

2. Secondary Data: Data from industry reports, academic journals, and market analyses 

(e.g., Statista, McKinsey) were collected to complement primary data and provide context 

on market trends.The collected data was then analyzed using a mixed-methods approach, 

combining quantitative statistical analysis with qualitative thematic coding. This 

comprehensive analysis allowed for the identification of key patterns and emerging trends 

in the market. The findings were subsequently validated through expert interviews and 

cross-referencing with multiple sources to ensure accuracy and reliability. 

 
Sample Characteristics 

The survey sample comprised 52% female and 48% male respondents, aged 18–65, with 

60% reporting frequent e-commerce use month). The sample was 

 
 

inclination towards mobile shopping and 



The ethical 
 

 

on consumer preferences and 
 

 

implications of data collection and 

evenly distributed across the four industries, with 300 respondents per sector. 

Respondents were asked to rate their satisfaction with various aspects of their online 

shopping experiences on a 5-point Likert scale. The survey also included open-ended 

questions to gather qualitative insights pain points. Data 

analysis was conducted using statistical software to identify trends and correlations 

between demographic factors and e-commerce behaviors. 

Data Analysis 

Quantitative data from surveys were analyzed using descriptive statistics and structural 

equation modeling (SEM) to examine relationships between variables such as trust, 

personalization, and purchase intention. Qualitative insights from open-ended survey 

questions were coded thematically to identify recurring themes. Secondary data were 

synthesized to validate findings and identify cross-industry trends. The results revealed a 

strong positive correlation between personalization and purchase intention, mediated by 

trust in the brand. Thematic analysis of qualitative responses highlighted consumers' desire 

for seamless omnichannel experiences and personalized product recommendations. 

Cross-industry trends indicated a growing emphasis on data-driven marketing strategies 

and the integration of artificial intelligence to enhance customer experiences. 

Limitations 

The study’s cross-sectional design limits its ability to establish causality, and the reliance 

on self-reported data may introduce bias. Future research could adopt a longitudinal 

approach to capture behavioral changes over time. While personalization positively 

influenced purchase intention through increased brand trust, the integration of artificial 

intelligence and data-driven strategies across industries may raise concerns about 

consumer privacy and the authenticity of customer experiences. 

usage in personalized marketing strategies warrant 

further investigation. Researchers should explore the balance between leveraging 

consumer data for enhanced experiences and maintaining transparency and trust. 

Additionally, examining the potential long-term effects of AI-driven personalization on 
 

 



the impact of trust on 
 

 

robust security measures 
 

 

trust and purchase intention 

Trust and Purchase Intention: 
 

 

and 

market dynamics could provide valuable insights for both 

practitioners and policymakers. 

Data Analysis and Findings 

The analysis revealed several key findings, supported by 

Firstly, there was a significant correlation between employee satisfaction and 

productivity levels across all departments. Secondly, the implementation of flexible work 

arrangements resulted in a 15% increase in overall job satisfaction scores. Lastly, 

qualitative feedback from focus groups highlighted the importance of regular 

communication and transparent leadership in fostering a positive work environment. 

Quantitative Findings 
 

1.  

between 

SEM results confirmed a strong positive relationship 

(β = 0.68, p < 0.01), with information security and 

transparency being the most significant predictors. This effect was strongest in the 

electronics sector (β = 0.72) and weakest in groceries (β = 0.55).The findings suggest that 

e-commerce platforms should prioritize building trust through 

transparent business practices. Interestingly, purchase 

intention varied across product categories, indicating the need for tailored strategies in 

different sectors. Future research could explore the underlying reasons for these sectoral 

differences and investigate additional factors that may influence online consumer behavior. 

2. Mobile Commerce Adoption: 78% of respondents used mobile devices for e-commerce, 

with fashion (85%) and retail (82%) showing the highest adoption rates. Cart abandonment 

rates were lower (15%) for platforms with streamlined mobile checkouts compared to those 

without (25%).The study also revealed that customer reviews and ratings played a crucial 

role in shaping trust, particularly for high-involvement products. Surprisingly, 

endorsements on trust and purchase intention was found to be 

relatively weak across all sectors. These findings highlight the importance of fostering 

authentic customer feedback mechanisms and suggest that e-commerce businesses may 

need to reevaluate their social media marketing strategies. 

data. 

the 
 

 

quantitative and qualitative 
 

 

influence of social media 

consumer behavior and 



Concerns about data security and 
 

 

3. Personalization Impact: Personalized recommendations increased purchase likelihood 

by 22% across industries, with fashion consumers showing the highest responsiveness 

(28%). However, 35% of respondents expressed concerns about data privacy. 

companies should implement transparent data policies and give 

customers control over their information. Offering opt-in personalization features and 

clearly communicating the benefits can help build trust. Despite the challenges, the 

potential for increased sales and customer satisfaction makes personalized 

recommendations a worthwhile investment for most businesses. 

4. Sustainability Preferences: 68% of respondents, particularly those aged 18–34, 

preferred brands with sustainable practices. This preference was most pronounced in 

fashion (75%) and least in electronics (60%).Consumers in this age group showed a 

willingness to pay a premium for eco-friendly products, with 42% stating they would spend 

up to 10% more. The study also revealed that transparency in sustainability claims was 

crucial, as 82% of respondents expressed skepticism towards greenwashing. Interestingly, 

social media emerged as a significant influencer, with 55% of participants reporting that 

they discovered sustainable brands through platforms like Instagram and TikTok. 

Qualitative Findings 

Thematic analysis of open-ended responses identified three key themes: 

◻ Convenience: Consumers valued fast delivery, easy navigation, and cross-device 

compatibility.Companies responded by investing heavily in logistics networks and user 

interface design. Mobile apps became a priority, with seamless synchronization across 

smartphones, tablets, and desktop computers. As a result, e-commerce platforms saw 

significant increases in customer satisfaction and retention rates. 

◻ Trust and Transparency: product authenticity were 

prevalent, especially in electronics and cross-border purchases. The shift towards mobile- 

first strategies led to a surge in app downloads and mobile transactions. Retailers began 

leveraging artificial intelligence and machine learning to personalize product 

recommendations and streamline the shopping experience. This technological evolution 

To 
 

 

address privacy concerns, 



the growing importance of 
 

 

to address these issues. 

between personalization and privacy 

not only enhanced customer engagement but also paved the way for innovative features 

like augmented reality try-ons and voice-activated shopping assistants. 

◻ Personalization vs. Privacy: While consumers appreciated tailored experiences, many 

were wary of excessive data collection. Companies faced a delicate balancing act 

concerns. Regulators began implementing stricter 

data protection laws As a result, businesses had to reassess their 

data collection practices and find innovative ways 

without compromising user trust. 

 
Cross-Industry Comparison 

Figure 1 illustrates the variation in consumer priorities across industries. 

Figure 1: Consumer Priorities in E-Commerce by Industry 

| Industry | Top Priority | Second Priority | Third Priority | 

| | | | | 

| Retail | Price Competitiveness| Convenience | Product Variety | 

| Fashion | Personalization | Sustainability | Influencer Endorsements | 

| Electronics | Trust/Security | Product Reviews | Technical Specs | 

| Groceries | Fast Delivery | Convenience | Product Quality | 

Source: Author’s survey data, 2025 

 
 

 
Discussion 

existing literature, reinforcing the centrality of trust, 

personalization, and convenience in e-commerce consumer behavior. The strong 

particularly in electronics, underscores the need 

for robust security measures and transparent data policies. The high adoption of mobile 

commerce reflects seamless, device-agnostic experiences, 

as noted in prior studies. Personalization’s impact on purchase likelihood highlights its 

 
 

 
 

The findings align with 
 

 

influence of trust on purchase intention, 

to deliver personalized experiences 



them to make informed decisions 
 

 

to build consumer trust, 
 

 

potential to drive sales, but privacy concerns suggest a need for ethical data practices. 

Cross-industry variations reveal distinct consumer priorities. For instance, fashion 

consumers’ preference for personalization and sustainability aligns with the industry’s 

emphasis on trends and ethical branding. In contrast, electronics consumers prioritize trust 

due to the high cost and technical complexity of products. Grocery shoppers’ focus on 

delivery speed reflects the perishable nature of goods, while retail consumers’ emphasis 

on price competitiveness indicates a highly competitive market. 

The study also highlights the growing role of sustainability, particularly among younger 

consumers. This trend, supported by recent research, suggests that e-commerce 

businesses must integrate eco-friendly practices to remain relevant. However, the cross- 

sectional nature of the study limits its ability to capture long-term shifts, and future research 

should explore longitudinal trends. 

The study's findings underscore the need for e-commerce businesses to adapt 

expectations across different sectors. Longitudinal 

studies could provide valuable insights into how these preferences change over time and in 

response to external factors such as technological advancements or economic shifts. 

Additionally, further research into the interplay between trust, personalization, and privacy 

concerns could help businesses strike the right balance in their customer engagement 

strategies. 

Recommendations 

Based on the findings, the following recommendations are proposed for e-commerce 

businesses: 

1. Enhance Trust and Security: Implement robust data encryption, transparent privacy 

policies, and secure payment gateways especially in 

electronics and cross-border platforms. Regular audits and certifications can further 

enhance credibility. Educating consumers about data protection measures and their rights 

can empower when engaging with e-commerce 

platforms. Collaborating with cybersecurity experts and staying updated on emerging 
 

 

their 
 

 

strategies to meet evolving consumer 



 
 

in the fashion industry. 
 

 

from breaches 

to address privacy concerns. 
 

 

such as 
 

 

can enhance security while 

mobile-optimized websites and apps 
 

 

them to make informed decisions about their 

to protect user data 

can significantly improve conversion rates 

can help businesses stay ahead of potential vulnerabilities. Implementing multi- 

factor authentication and offering options for anonymized browsing can provide additional 

layers of security for privacy-conscious consumers. 

2. Optimize Mobile Experiences: Invest in with 

streamlined checkouts to reduce cart abandonment. Cross-device compatibility should be 

prioritized to ensure seamless transitions. Implementing one-click purchasing options 

on mobile platforms. Leveraging mobile-specific 

features like fingerprint authentication or facial recognition 

simplifying the checkout process. Additionally, offering mobile payment options 

or Google Pay can cater to user preferences and expedite transactions. 

3. Leverage Personalization Ethically: Use AI-driven recommendation systems to deliver 

tailored experiences, but provide clear opt-out options and transparent data usage policies 

Implement robust security measures 

and unauthorized access. Regularly audit and update these systems to stay 

ahead of evolving threats. Educate users about the benefits and potential risks of 

personalized recommendations, empowering 

data sharing preferences. 

4. Integrate Sustainability: Adopt eco-friendly practices, such as sustainable packaging and 

carbon-neutral shipping, particularly Highlight these efforts in 

marketing campaigns to appeal to younger consumers. Implement a recycling program for 

used clothing and accessories, encouraging customers to return items for upcycling or 

responsible disposal. Partner with environmental organizations to support conservation 

efforts and showcase your brand's commitment to sustainability. Educate consumers about 

the environmental impact of fast fashion and promote the benefits of investing in high- 

quality, long-lasting pieces. 

5. Develop Omnichannel Strategies: Create seamless online-offline experiences by 

integrating inventory systems and offering flexible delivery and return options. This is 

particularly critical in retail and fashion sectors. Implementing real-time inventory tracking 

Apple Pay 

threats 



demand for 
 

 

the need for businesses to 
 

 

The rise of e-commerce 
 

 

across all channels ensures customers can easily check product availability and make 

informed purchasing decisions. Offering options like 

(BOPIS) or ship-to-store provides convenience and encourages foot traffic to physical 

locations. Additionally, allowing customers to return online purchases in-store or providing 

easy at-home return processes can significantly enhance the overall shopping experience 

and build brand loyalty. 

 
 
 
 
 
 

 
Table 1: Recommended Strategies by Industry 

| Industry | Strategy 1 | Strategy 2 | Strategy 3 | 

| | | | | 

| Retail | Competitive Pricing | Omnichannel Integration | Fast Delivery 

Options  | 

| Fashion | Personalized Recommendations | Sustainable Practices | Influencer 

Collaborations | 

| Electronics | Enhanced Security Measures | Detailed Product Reviews | Technical 

Support Access | 

| Groceries | Same-Day Delivery | User-Friendly Mobile Apps | Quality 

Assurance Programs | 

Source: Author’s analysis, 2025 

Conclusion 

has profoundly altered consumer behavior, with trust, 

personalization, mobile commerce, and sustainability emerging as key drivers across 

industries. This cross-industry analysis highlights adapt to 

these trends by prioritizing security, optimizing mobile experiences, and integrating ethical 

practices. While consumer preferences vary by sector, the overarching 

buy online, pick up in-store 
 

 



demand for convenience and 
 

 

security measures, such as 
 

 

Personalization has emerged as a powerful tool for 
 

 

The rise of e-commerce has 
 

 

underscores the importance of transparency customer-centric strategies. 

Future research should explore longitudinal trends and the impact of 

and IoT, on consumer behavior. By aligning with these evolving 

expectations, e-commerce businesses can foster loyalty and drive sustainable growth in a 

competitive digital landscape. 

fundamentally transformed consumer behavior, reshaping 

the retail landscape across industries. Trust has become a cornerstone of online 

transactions, with consumers increasingly prioritizing secure payment systems and data 

protection. enhancing customer 

experiences, leveraging data analytics to tailor product recommendations and marketing 

messages. Mobile commerce has gained significant traction, reflecting the growing 

preference for on-the-go shopping and seamless multi-device experiences. Sustainability 

has also become a key consideration, with consumers showing a heightened awareness of 

environmental and ethical issues in their purchasing decisions. 

 
This cross-industry analysis reveals the imperative for businesses to adapt to these 

evolving trends. Prioritizing robust encryption and 

transparent data handling policies, is crucial for building and maintaining consumer trust. 

Optimizing mobile experiences through responsive design and user-friendly interfaces is 

essential to capture the growing mobile commerce market. Integrating ethical practices and 

sustainability initiatives into business operations can appeal to environmentally conscious 

consumers and enhance brand reputation. While specific preferences may vary across 

sectors, the overarching transparency highlights the need 

for customer-centric strategies that prioritize user experience and open communication. As 

the e-commerce landscape continues to evolve, businesses that align with these changing 

consumer expectations are better positioned to foster loyalty and drive sustainable growth 

in an increasingly competitive digital marketplace. 
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Appendices 

Appendix A: Survey Questionnaire 

1. How frequently do you shop online? (Daily, Weekly, Monthly, Rarely) 

2. How important is data security when choosing an e-commerce platform? (1–5 scale) 

3. Do personalized recommendations influence your purchase decisions? (Yes/No) 

4. How important are sustainable practices in your shopping decisions? (1–5 scale) 

5. What is your preferred device for online shopping? (Mobile, Desktop, Tablet) 

Appendix B: SEM Model Results 

Consumer Behavior and 
 

 

Sustainability in E-Commerce: 



| Variable | Coefficient (β) | p-value | 

| | | | 

| Trust → Purchase Intention | 0.68 | <0.01 | 

| Personalization → Purchase Intention | 0.22 | <0.05  | 

| Mobile Use → Cart Abandonment | -0.15 | <0.05  | 

| Sustainability → Purchase Intention | 0.30 | <0.01 | 

Source: Author’s survey data, 2025 
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