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INTRODUCTION

Along with the development of the times, driven by the rapid
development of technology, it has brought changes in people's lifestyles. Now,
people tend to seek convenience in various aspects of life, including in meeting
daily needs. With the development of technology, there has been a change in
conventional (offline) buying styles to online buying styles, because they are
considered more practical and profitable. The availability of internet access
through mobile devices, both standard phones and smartphones, makes it easier
for people to make buying and selling transactions online the concept of e-
commerce, or electronic commerce, allows the buying and selling process to be
carried out digitally through platforms such as Shopee, Lazada, and TikTok Shop
(although it has now ceased operations in Indonesia). In addition to e-commerce
applications, people also use social media such as Facebook, Instagram, and
WhatsApp to make transactions.

This form of ease of online shopping has a big effect on changes in
consumer behavior. Shopping no longer requires consumers to come directly to
a physical store—simply through an app on their phone, products can be
purchased quickly. However, this phenomenon also fosters consumptive
behavior, where consumers are encouraged to buy goods for convenience or
momentary desire, not just needs. According to Alamin, Missouri, Sutriawan,
Fathir, and Khairunnas, 2023). Farki, and Baihagqji, 2016 stated that one form of
ease of online shopping is the buying and selling of a marketplace that holds a
place consisting of a website/website for companies/sellers to sell their products
by providing safe transactions online.

From the development of this technology, there is the development of
online business, there are several factors that cause customers' purchasing power
for goods/services through online on the site/ website ranging from price, time
efficiency, various types of products, trust, ease of communication (Setyarko,
2016). Novitasari, S.Pd., M. Ak, and Sari, S. Hum., M.M (2019) said that the factors
that influence the decision to shop online are the price factor, trust factor,
convenience factor, product quality factor, security factor, and service quality
factor. (Muttaqin, and Pasaribu, 2024) states that online stores can provide
convenience for customers who will shop and choose products without having
to go to the market/store and can consider the prices of several online stores.
With today's technology, buying and selling activities have become common in
the community. This technology also benefits business people because it has
great profit opportunities without requiring large efforts. With the development
of technology today, it is not strange that buying and selling business is more
often carried out online through e-commerce (Muttaqin, and Pasaribu, 2024).

In the competition of the e-commerce business in the fashion sector, it is
very hard to market the merchandise that it sells in various ways, one of which
is to promote the product. With the development of current technology, fashion
products can be obtained by customers in various regions. The trend of online
shopping for fashion products is increasing over time due to the existence of e-
commerce that makes it easy to buy digitally. The existence of websites/websites
in e-commerce, one of which is Shopee, in which there are online stores on one
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site/website, this benefits customers because there is no need to move around
looking for the desired fashion products (Azzahra, 2022).

The next factor is the quality of service and price factors The quality of
service and price are related in making customer purchase decisions. With the
right price with the appropriate quality of service, it will add value to customers,
strengthen loyalty, and provide a competitive advantage for companies in an
increasingly narrow market (Lubis, et al., 2017). Therefore, companies must
oversee the equivalence between service quality and price in their marketing
strategies to meet customer wants and needs and generate a competitive
advantage (Sianipar, et al., 2023, in Mulyadi and Pasaribu, 2024).

Wardhana (2024) wrote a book about consumer behavior in the digital era.
With the material taken, namely consumer purchase decisions. The purchase
decision process involves consumers deciding to buy products directly.
Generally, consumer purchasing decisions are based on preferences for specific
brands. However, two factors affect the relationship between purchase intent and
purchase decision. The first factor is the views of others that have significance for
consumers. If the important person to the consumer suggests the purchase at the
lowest price, the likelihood of buying a more expensive product can be reduced.
The second factor is the unforeseen situation, where consumers form purchase
intentions based on considerations such as expected revenue, desired price, and
anticipated benefits of the product (Kotler, Keller, Chernev, 2021; Kotler &
Armstrong, 2020; Solomon, 2019; Blackwell & Miniard, 2017, Amanah, 2017;
Peter & Olson, 2013).

Purchasing decisions involve a series of choices made by consumers
before executing a purchase. This process begins after the consumer has a desire
to meet a specific need. Consumers must make decisions regarding the place of
purchase, desired brand, product model, purchase amount, transaction time,
amount of money to be spent, and payment method. Marketers have a role to
play in influencing these decisions by providing relevant information about their
products or services, which can guide the assessment process. Sudirman, S.E.,
M.M, et al. (2020) wrote a book on consumer behavior and its development in the
digital era. The material taken is the consumer's purchase decision. Buying
decision making is a process of a person's behavior to make choices about the
product he will buy, this will be an attraction to buy the product.

Problem Formulation

Referring to the background and results of the literature review that has
been presented, the main problems to be studied in this study can be formulated
as follows: 1) How do the ease of access to technology and time efficiency affect
consumer decisions in purchasing fashion products online? 2) To what extent are
competitive prices and attractive promotions able to encourage consumer
purchasing power on fashion e-commerce platforms? 3) How does the level of
trust in the platform and the quality of service affect consumers' purchasing
decisions? 4) What is the role of social media and influencers in shaping
consumer consumptive behavior and impulsive decisions towards digital
fashion products? 5) How does the interaction between rational and emotional
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factors affect consumer purchasing power decisions in the context of online
fashion? 6) How do social media and public figures (influencers) influence in
shaping views, increasing interest, and encouraging consumer purchasing
decisions for digital fashion products? 7) How strong is the influence of
emotional factors, product visuals, and digital marketing approaches in
stimulating consumptive behavior and impulsive purchases of fashion
consumers? 8) How do the dynamics between rational considerations (such as
price and quality) and emotional aspects (such as lifestyle and trends) play a role
in shaping consumers' final purchase decisions on online fashion products?

LITERATURE REVIEW

E-commerce is a modern trading system that replaces conventional
methods through the use of Information and Communication Technology (ICT).
Transactions in e-commerce can be in the form of business-to-business (B2B),
business-to-consumer (B2C), consumer-to-business (C2B), or consumer-to-
consumer (C2C) relationships. Its development is aimed at improving the
efficiency, speed, and ease of business activities. Systems such as Electronic Data
Interchange (EDI) allow data exchange between companies digitally, without the
need for physical documents.

Marketplace is a type of e-commerce that provides a digital space for
many sellers to offer their products to consumers in a single platform.
Marketplaces like Shopee allow various online stores to operate under one digital
roof, giving consumers the flexibility to compare and choose products from
various sellers. (Setyarko, 2016)

In addition, factors that influence consumers' purchasing decisions on
platforms such as Shopee, Instragram, and other online stores include: product
prices, quality of goods, ease of transactions, attractive offers (discounts and free
shipping), and the variety of products available. Consumers also undergo a
decision-making process consisting of: identification of needs, search for
information, evaluation of alternatives, purchase decisions, and post-purchase
behavior.

All of these aspects show that in the digital age, purchasing power is no
longer only determined by revenue or price, but also by consumers' digital
experience, platform image, and careful and adaptive marketing strategies.
Novitasari, S.Pd., M. Ak, and Sari, S. Hum., M.M (2019).

Consumer purchasing decisions are the result of cognitive and emotional
processes that involve various considerations such as needs, information,
product evaluation, and belief in the brand or store. In e-commerce, this decision
is greatly influenced by how attractive the digital promotion is received as well
as how convincing the reviews or recommendations from other users are.

The ease of online shopping, time efficiency, flexibility, and the ability to
compare prices and quality directly from different sellers, make digital platforms
the top choice for consumers today — especially in the highly dynamic and trend-
sensitive fashion sector. (Muttaqin, and Pasaribu, 2024).

Consumer behavior is the study of how individuals and groups select, purchase,
use, and evaluate products or services to meet their needs and desires. According
to Kotler and Keller (2016), this behavior includes cognitive, emotional, and real
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processes influenced by the surrounding environment. Factors that drive
consumers to behave include motivation, perception, learning, and memory,
which collectively form the basis for decision-making.

Purchasing decisions are the mental and behavioral processes that
consumers go through before deciding to buy a product. This process consists of
five main stages: identification of needs, search for information, evaluation of
alternatives, decision to purchase, and post-purchase evaluation (Kotler & Keller,
2017). Purchasing decisions are influenced by internal factors such as
psychological and personal, as well as external factors such as social and cultural.

Factors influencing purchasing decisions include: 1) Culture, as the main

determinant of consumer value and preferences; 2) Social, such as reference
groups, families, roles, and status; 3) Personality, including age, occupation,
lifestyle, and personality; 4) Psychological, such as motivation and perception.
In the context of fashion products, e-commerce has changed people's
consumption patterns, especially women. Fashion not only serves as a basic need,
but also as an expression of one's identity and lifestyle. This phenomenon is
reinforced by digital trends, such as social media and influencer marketing,
which encourage impulse and visual aspiration-based purchases.
Based on data from Katadata Insight Center and Kredivo, fashion products are
the most popular category in online shopping in Indonesia, with a proportion of
22% of total e-commerce transactions in 2020. This shows the great interest of
consumers in digital fashion and the importance of understanding the factors
that drive their purchase. (Azzahra, 2022).

Service quality and price are closely related in influencing consumer
purchasing behavior. The balance between the two must be the main focus of
marketing strategies so that companies can meet customer expectations while
achieving a competitive advantage in an increasingly dynamic market (Sianipar
et al., 2023; Lubis et al., 2017 in Mulyadi and Pasaribu, 2024).

Framework

The rapid advancement of digital technology has brought a significant
transformation in people's consumption patterns, including in the purchase of
tfashion products. This transformation led to a shift from traditional shopping
methods to online shopping systems that are considered more practical, flexible,
and easily accessible through mobile devices. E-commerce platforms and social
media are now the main means of supporting the transaction process digitally.

Wide internet access, the existence of marketplace features, and various
attractive offers such as discounts, cashback, and free shipping services, also
encourage convenience and increase consumer opportunities to make purchases.
Consumers' decisions to buy fashion products online are not only based on
logical considerations such as price and quality of goods, but are also heavily
influenced by emotional aspects —such as the push from social media, lifestyle,
growing trends, and reviews from influencers.

Previous studies have shown that some of the main factors that influence
consumer purchasing power decisions in the digital context include: 1) ease of
access to technology, 2) time savings and ease of transaction processing, 3)

213



Triyana, Pasaribu

competitive price offers and promotions, 4) level of trust in platforms and
security guarantees in transactions, 5) quality of service, 6) social media and the
role of industry, 7) Emotional factors and product visualization, 8) Interaction
between rational and emotional aspects

Based on these things, the framework of thinking in this study is designed to link
technological advances and digitalization with changes in consumer behavior
patterns. This research focuses on the analysis of the interaction between rational
factors, including: efficiency, quality, and price. With emotional factors, such as
lifestyle trends, visual appearance, and social media influences. In influencing
consumers' decisions to buy fashion products through online platforms.

METHODOLOGY

This study applies a qualitative approach using the literature study
method. The selection of this method is considered appropriate to explore,
understand, and analyze social dynamics related to changes in consumer
behavior in purchasing fashion products in the digital era, by referring to various
relevant literature.

The data sources in this study come from secondary literature, including
scientific journals, academic books, research articles, industry reports, and digital
publications related to consumer behavior, e-commerce, and digital marketing
strategies. The selection of references is carried out purposively, namely by
filtering sources that specifically review factors that influence purchasing
decisions in the digital realm, especially in the fashion industry.

The data analysis process is carried out through the content analysis
method, which is by identifying, classifying, and interpreting content from the
literature obtained to find the main themes related to consumer purchasing
power decisions online. To maintain the validity of the findings, source
triangulation is carried out, namely by comparing the results of the study from
various reliable and up-to-date references.

RESEARCH RESULT AND DISCUSSION

This research was carried out with a qualitative approach through a
literature study method to explore and analyze various factors that affect
consumer decisions in purchasing fashion products in the digital era. Based on
the results of the literature review, a number of important points were found that
were directly related to the focus of the problem that had been formulated.

Ease of Access Technology

Advances in information technology allow people to connect to the
internet faster and easier, especially through mobile devices. The speed and
stability of the internet connection support consumer activities in accessing e-
commerce and social media platforms anytime and anywhere. This condition
offers convenience and flexibility, so many consumers are starting to switch from
traditional shopping methods to online systems.
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Time Efficiency and Practical Transactions

The fast-paced lifestyle of modern society makes online shopping a top
choice because it saves time. Without having to go to a physical store, consumers
can search for products and complete transactions directly through the app or
website. This is very suitable for the characteristics of busy urban society and
prioritizes efficiency and practicality in daily activities.

Affordable Prices and Attractive Promotions

Discounts, cashback, and free shipping are important factors in attracting
the attention of online shoppers. Online fashion business actors take advantage
of these various promotional strategies to attract and retain customers. In
addition, the price comparison feature in the e-commerce platform helps
consumers make more informed and economical purchasing decisions.

Trust in the Platform and Transaction Security

The level of consumer trust in the services of online shopping platforms
greatly influences their decisions. Security in the payment system, clarity of other
buyers' reviews, return policy, and seller reputation are factors that determine
this trust. The higher consumer confidence, the greater the chance of online
purchase transactions.

Quality of Consumer Service

Consumer satisfaction is greatly influenced by the seller's quick response,
clarity of product information, and timeliness of delivery. When the service
provided is satisfactory, it can build loyalty and increase the chances of repeat
purchases. Conversely, poor service has the potential to hinder purchasing
decisions from customers.

Social Media Influence and Influencers

Social media has evolved into an effective means of shaping consumer
perceptions and decisions. Engaging visual content, user testimonials, and
promotions carried out by influencers or public figures have an important role in
generating buying interest. The aesthetic appearance of the product also
strengthens the desire of consumers to buy to support their appearance or
lifestyle.

Consumptive Tendencies and Impulse Purchases

Research shows that not all purchases are made on a need-based basis.
Many consumers are driven by momentary emotions, such as being captivated
by product displays, following fashion trends, or because of personalized ads
that appear on digital media. This shows the strong tendency of impulsive
behavior in the consumption of fashion products online.

Thematic Analysis of Influencing Factors

The results of the literature review indicate that all the factors that have
been described are related to each other in influencing consumer purchasing
decisions. Considerations in buying are not only based on logic such as price and
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product quality, but are also greatly influenced by emotional and social aspects.
For example, the urge to follow trends or influences from the digital environment
is often more dominant than mere rational considerations.

Strategic Impact for Digital Fashion Business Actors

The results of these findings can be used as a basis for consideration for
online-based fashion business people in designing marketing strategies that are
more targeted and personalized. Some of the approaches that can be taken
include:

1) Presenting high-quality product visual content to attract consumer interest.

2) Establish cooperation with influencers who have a close relationship with the
target audience.

3) Improve the quality of customer service as well as optimize the overall user
experience.

4) Implement a personalized promotional program that is tailored to consumer
behavior segmentation.

With a thorough understanding of the various factors that influence
purchasing decisions, digital fashion business actors can develop more adaptive
and competitive strategies in dealing with the changing dynamics of the online
market.

CONCLUSIONS AND RECOMMENDATIONS

The development of digital technology has brought major changes to
consumer behavior, especially in terms of purchasing fashion products. The shift
from traditional shopping methods to online shopping through e-commerce and
social media is not only driven by the aspects of convenience and efficiency, but
also by the social and psychological factors that emerge in the digital age.

The results of the study show that consumers' decisions in purchasing fashion

products online are influenced by several main factors, including;:

1) Easy access to technology, allowing consumers to shop anytime and
anywhere;

2) Time efficiency and ease of transaction process, which is in accordance with
the practical lifestyle of modern society;

3) Competitive price offers and attractive promotions such as discounts,
cashback, and free shipping services;

4) The level of trust in the platform, including payment security systems and
information disclosure;

5) Quality of customer service, which includes response speed and timeliness
of delivery;

6) The role of social media and influencer figures in shaping product perception
and encouraging visual desire;

7) Consumptive attitude and tendency to make impulsive purchases influenced
by emotions, trends, and visual appearance of products.

Overall, consumer purchasing decisions in the realm of digital fashion are
the result of a combination of logical and emotional considerations. These
findings emphasize the importance of responsive and data-driven marketing
strategies for digital fashion businesses to optimize communication with
consumers and create a satisfying shopping experience.
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Based on the results of the research that has been conveyed, here are some
suggestions that can be conveyed:

1. Business actors in the digital fashion sector should not only focus on price and
product quality aspects, but also design effective visual and emotional
approaches, for example through the use of social media and strategic
cooperation with influencers to strengthen brand appeal.

2. E-commerce platform operators are advised to improve service quality and
strengthen transaction security systems in order to build consumer trust and
maintain long-term loyalty.

3. Meanwhile, consumers are expected to be able to be more rational in online
shopping by considering between actual needs and emotional impulses, so
that they can avoid impulsive shopping behavior.

4. For future researchers, it is recommended to develop this study using a
quantitative approach or mixed methods in order to gain a deeper
understanding of the influence of each variable on consumer purchasing
decisions.

ADVANCED RESEARCH

Future research is encouraged to adopt a more comprehensive
methodological approach by employing quantitative or mixed-methods designs
to validate and measure the significance of each identified factor influencing
consumer purchasing decisions in digital fashion. In particular, exploring the
mediating roles of emotional triggers and social influence in the relationship
between platform trust and impulsive buying behavior could offer deeper
insights into consumer psychology. Moreover, comparative studies across
different demographic groups, cultural contexts, or regional markets would
enrich the understanding of how digital behavior patterns vary globally.
Longitudinal studies could also be conducted to assess changes in consumer
attitudes over time as digital ecosystems continue to evolve, especially with the
emergence of technologies such as Al-driven recommendations, augmented
reality try-on features, and live commerce.
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