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This article aims to understand the dynamics of 

consumer purchasing behavior in the digital era 

through a Qualitative Literature Review approach on 

a number of academic journals and other relevant 

materials. The research background focuses on the 

urgency of understanding consumer purchasing 

behavior, which is increasingly complex due to 

technological advances, socio-cultural changes, and 

the growing role of digital media in the consumer 

decision-making process. The review data were 

obtained through critical analysis of empirical 

findings, theories, and key concepts in the relevant 

literature. The Qualitative Literature Review method is 

applied by tracing focused literature, describing 

phenomena, and comparing relevant research results 

without quantitative statistical mapping. The study 

results indicate that consumer preferences, 

motivations, and purchasing decision processes are 

now greatly influenced by personalization, online 

social interactions, as well as digital reviews in the 

form of e-WOM. Psychological, social, cultural, and 

digital technology factors contribute to the shift in 

consumer paradigms from passive to critical and 

active, therefore companies are required to adapt data-

driven marketing strategies and customer experience. 

The conclusion of this research emphasizes the 

importance of a multidimensional, adaptive, and 

innovative approach in designing relevant marketing 

and product strategies, as well as the need for synergy 

between digital innovation and sensitivity to modern 

consumer behavior dynamics 
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INTRODUCTION 
Understanding consumer purchasing behavior is a crucial element in the 

world of business and modern management, especially in the competitive and 
rapidly evolving digital era. This behavior reflects the process by which 
individuals or groups search, select, purchase, use, and evaluate a product or 
service, all of which are influenced by a combination of psychological, social, 
cultural, and technological factors. With changing consumption patterns and 
increasingly dynamic consumer preferences, businesses are required to gain a 
deeper understanding of how purchasing decisions are formed and change over 
time (Mertaningrum et al., 2023). 

The urgency of understanding consumer purchasing behavior is 
increasing along with the digital transformation that is changing the entire 
marketing ecosystem. Today, consumers have broad access to information, 
online reviews, and social networks that also influence their purchase intentions 
and decisions. Social media and e-commerce platforms have become key arenas 
for consumer interaction with brands and products, so traditional marketing 
strategies need to be refined with approaches based on the customer journey and 
digital engagement. Studies show that message personalization, digital 
influence, and emotional engagement are now major determinants in shaping 
loyalty and customer experience across various industry sectors (Parmini & 
Yuliastuti, 2025). 

The paradigm of purchasing behavior is no longer only rationally 
oriented, but is also heavily influenced by emotional and social factors. 
Consumers do not merely react to marketing stimuli, but actively construct 
preferences and decisions based on experiences, identity, personal values, as well 
as inspiration from online communities and influencers. The Stimulus-
Organism-Response (SOR) theory and various other behavioral approaches 
demonstrate how information quality, social interactions, and intrinsic and 
hedonic motivations play a role in driving or inhibiting purchasing behavior in 
the digital era (F. Anggraini & Ahmadi, 2024). 

Academic exploration of consumer buying behavior also found significant 
differences between the behavior patterns of individual and organizational 
consumers. Individual consumers tend to be influenced by emotional aspects, 
brand perception, and social relationships, whereas decision-making at the 
organizational level is more based on rational considerations, efficiency, and 
functional needs. The socio-cultural context of consumers, lifestyle, income, and 
the role of reference groups also color the variation in buying behavior across 
market segments (Lay et al., 2022). 

Amid the acceleration of information technology, digital factors such as e-
WOM (electronic word of mouth) and social commerce are very significant in 
shaping consumers' purchase intentions and final decisions. Today's consumers 
tend to be increasingly critical, selective, and highly influenced by digital 
narratives as well as trust in community reviews compared to just conventional 
promotional messages. This underscores the need for a marketing approach that 
is adaptive, inclusive, and responsive to changes in consumption behavior based 
on data and customer experience (Mertaningrum et al., 2023). 
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With the dynamics and complexity of consumer behavior, the main goal of 
writing this article is to comprehensively analyze how consumers make 
purchasing decisions, identify the key factors that influence this process, and 
offer practical implications for developing relevant and sustainable marketing 
strategies in the digital era. Specifically, this article aims to elaborate on the role 
of motivation, perception, culture, digitalization, and social influence in affecting 
consumer purchasing behavior in Indonesia, complete with the latest empirical 
examples and analyses of current research trends (N. Anggraini & Suroto, 2025). 
The main contribution of this article is expected to enrich the scientific discourse 
and managerial practice related to consumer purchase decision-making, as well 
as provide an important reference for researchers, business practitioners, and 
policymakers in designing marketing strategies based on an authentic 
understanding of the dynamics of modern consumer buying behavior (Tarigan 
et al., 2025). 
 
LITERATURE REVIEW 

Understanding consumer buying behavior becomes a fundamental 
element in business strategy and the development of products that are relevant 
to market needs. In an increasingly digitized and competitive world, knowing 
how consumers think, feel, and act before making purchasing decisions becomes 
vital. The complexity of consumer behavior is not only influenced by 
psychological and social factors but also by technological developments, cultural 
trends, and dynamic individual preferences (Umpusinga et al., 2026). 
Definition of Consumer Buying Behavior 

Consumer buying behavior is a complex process that describes how 
individuals make decisions when selecting, purchasing, using, and evaluating 
goods or services in the market. This process involves a series of interrelated 
cognitive, affective, and behavioral activities that are influenced by various 
internal and external factors. Internally, consumer behavior is influenced by 
motivation, perception, attitude, personality, and previous experiences. 
Externally, social, cultural, economic influences, as well as marketing 
environment factors such as advertising and promotions, play a significant role. 
Consumers are no longer regarded as passive entities who merely react to 
marketing stimuli, but rather as active individuals who are critically involved in 
the decision-making process. Buying behavior encompasses a process that begins 
with identifying needs, seeking information, evaluating alternatives, making a 
purchase decision, and evaluating post-purchase which determines satisfaction 
and loyalty (Vicario et al., 2025). 

Understanding consumer buying behavior also includes studying 
consumption patterns, brand preferences, purchase frequency, and factors that 
drive or inhibit consumption actions. Consumers purchase products not only 
based on functional reasons but also due to emotional, symbolic, and social value 
attached to the product. In the digital era, shifts in consumption patterns are 
becoming increasingly fast, dynamic, and influenced by technology platforms 
such as social media, e-commerce, and mobile applications. Consumers now 
have broad access to product information and other users' experiences, which 
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greatly affect the decision-making process. Purchasing decisions that were 
previously private have now become a social phenomenon through online 
reviews, influencers, and online communities that shape consumption norms. 
Consumer buying behavior is inseparable from the social and cultural context 
that surrounds it (A. Putra & Setyawan, 2021). 

Consumer purchasing behavior is a series of decisions and actions taken 
by individuals based on the drive of needs, perceptions of products, and external 
influences such as socio-cultural, economic, and continuously evolving digital 
technology. This definition emphasizes the importance of a comprehensive 
understanding of the psychological and sociological dynamics that shape 
consumer preferences. This understanding supports companies in designing 
increasingly focused, effective, and relevant marketing strategies for target 
audiences (Setyawan & Kurniawan, 2021). 
The Development of Consumer Behavior Research in a Modern Context 

Consumer behavior research has transformed in line with technological 
development, globalization, and the complexity of modern consumer needs. In 
the past, consumer behavior research focused more on rational aspects and logic-
based decisions, such as price evaluation and product quality. However, in the 
current context, research approaches have expanded to include emotional, social, 
and cultural factors that deeply influence consumer decisions. Consumers are no 
longer seen merely as economic actors but as social individuals with unique 
identities, values, and preferences shaped by the digital environment. With the 
help of technologies such as artificial intelligence (AI), machine learning, and big 
data analytics, researchers can now analyze consumer behavior more accurately 
and deeply, as well as identify patterns that are not visible with conventional 
methods (P. Lestari & Amalia, 2022). 

Consumer behavior research now focuses on understanding the holistic 
experience of consumers during interactions with brands, covering the pre-
purchase, purchase, and post-purchase stages. The concept of the customer 
journey has become a new foundation for designing experience-based marketing 
strategies. Consumers are evaluated not only for their transactional value but 
also for their contribution to brand reputation, both through word of mouth and 
reviews on digital platforms. In a digitally connected world, consumer behavior 
is more open and can be observed in real-time through various channels such as 
social media, e-commerce sites, and online forums (Hartono, 2025). 

The current trend in consumer behavior research tends to focus on 
personalization, digital influence, and consumer emotional engagement, which 
have become dominant factors in shaping purchasing decisions in the era of 
advanced technology. Emphasis on personalization allows brands to craft 
messages that are more relevant and appealing to specific market segments, 
while understanding emotional engagement paves the way for creating deeper 
and more sustainable relationships. With this paradigm shift, consumer behavior 
research has shifted from merely identifying consumer needs to a strategic tool 
in creating value and building loyalty (H. Nugroho & Rahmawati, 2023). 
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Differences in Individual and Organizational Consumer Behavior 
The behavior of individual and organizational consumers shows 

fundamental differences in motivation, decision-making processes, and factors 
that influence purchasing behavior. Individual consumers usually make 
decisions based on personal or family needs, and considerations often involve 
emotional, aesthetic aspects, as well as personal preferences, and they are more 
easily influenced by promotions, public opinions, brands, and past experiences. 
Organizational consumer behavior is driven by institutional needs and aimed at 
supporting business activities, such as production, operations, or service 
provision. The purchasing process in organizations is more rational and 
structured, and involves more than one person in the evaluation process, such as 
the procurement department, technical users, and management. This makes the 
decision-making process in organizations longer, more complex, and filled with 
strategic considerations, efficiency, and operational risk (N. Lestari & Wulandari, 
2022). 

Organizational consumer buying behavior prioritizes objective aspects 
such as product reliability and cost efficiency, while individual consumer 
behavior is more influenced by brand perception, emotions, and personal values 
towards the product purchased. This means that marketing strategies aimed at 
individual consumers should emphasize emotional narratives, brand identity, 
and ease of access, whereas marketing to organizations should highlight quality, 
technical support, and operational efficiency. Understanding these differences 
not only helps in crafting marketing messages but also in product development 
according to the context of its use (Pranata & Dewi, 2020). 
Purpose and Scope of Consumer Purchase Behavior Analysis 

The analysis of consumer buying behavior has the main objective of 
understanding how consumers make decisions, as well as the factors that 
influence this process, with the hope that companies can develop precise 
marketing and product strategies. The main benefit of this analysis is to help 
companies identify consumer needs and desires more specifically, thereby 
enabling the personalization of products, services, and marketing 
communications.  This analysis includes observations of what consumers buy, 
how they make purchases, when and where transactions occur, and why they 
make those decisions. This understanding serves as the basis for creating a 
relevant and comprehensive customer journey. Another goal of this behavioral 
analysis is to anticipate changes in consumer preferences that can be triggered by 
technological, social, or economic factors, so that the company's strategy remains 
adaptive to market dynamics (Ramadhani & Ali, 2025). 

The scope of purchasing behavior analysis, besides the final decision in 
the form of a purchase, also includes the stages leading up to the purchase and 
the reactions afterward. In the pre-purchase phase, companies analyze how 
consumers seek information, which channels are used, and the extent to which 
consumers compare alternatives. In the purchasing process, companies need to 
understand which variables influence the final decision, such as price, brand 
image, user reviews, or recommendations from their social circle. In the post-
purchase phase, the focus of analysis shifts to the level of satisfaction, the 
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likelihood of repeat purchases, and the extent to which consumers provide 
references to others. The entire series supports the company in building a 
strategy that is not only transactional but also relational, with the aim of fostering 
brand loyalty and advocacy in the long term. The scope of this analysis includes 
consumer segmentation based on psychographic variables, online behavior, and 
even geographic location (Hidayat & Sari, 2024). 
 
METHODOLOGY 

This study uses the Qualitative Literature Review (QLR) method, which is 
a qualitative approach based on a review of literature from various previous 
research results, scientific journals, and relevant academic sources published in 
several national and international databases. This method is chosen to provide 
an in-depth understanding of consumer purchasing behavior phenomena, by 
collecting, tracing, and analyzing various key findings, theories, and concepts 
that have been developed by previous researchers. Thus, QLR becomes effective 
in enriching theoretical understanding and describing empirical developments, 
including factors that influence consumer purchasing behavior in different 
temporal and spatial contexts (Zahrani & Aprelyani, 2025). 

The procedure for conducting a Qualitative Literature Review in this study 
includes the identification of literature sources with criteria focused on journal 
articles indexed both nationally and internationally, up-to-date reference books, 
and other research documents relevant to the topic. Data collection is carried out 
purposively, meaning the researcher actively selects sources that align with the 
focus of the study without strict limitations on the quantification of studies as in 
a Systematic Literature Review. Furthermore, the analysis process is conducted 
through techniques of meaning tracing, theme exploration, comparison between 
studies, and synthesis of key ideas that develop from the existing literature to be 
able to explain the dynamics and main determinants of consumer purchasing 
behavior (Puspitasari et al., 2023).  

 The qualitative approach in this literature review plays an exploratory 
and descriptive role, without focusing on statistical testing or meta-analysis, but 
rather emphasizing the integration of theory and critical reflection on findings 
that vary from one study to another. Through QLR, the research aims to build a 
conceptual model and holistic theoretical argumentation, as well as to identify 
research gaps for mapping future research agendas. The results of the literature 
synthesis are then used as the main basis for discussion, drawing conclusions, 
and formulating practical and theoretical implications of consumer purchasing 
behavior dynamics (Ibrahim & Ali, 2024). 
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RESULTS AND DISCUSSION 
Factors that Influence Consumer Buying Behavior 

Consumer buying behavior is not formed randomly, but rather is the 
result of a complex interaction of various internal and external factors that 
influence each other. Understanding these factors is important in developing 
targeted marketing strategies. Each consumer makes purchasing decisions based 
on experience, emotions, values, and environmental influences, making the 
buying process a dynamic psychosocial response (Alzikri & Susanti, 2021; 
Ayunda et al., 2025; Wungow et al., 2025). 
Psychological Factors: Motivation, Perception, Learning, and Attitude 

Consumer purchasing behavior is greatly determined by psychological 
aspects that form the basis for all forms of decision-making carried out by 
individuals. Motivation as the main driver of purchase arises when consumers 
feel unmet needs, both physiologically and psychologically. This motivation 
becomes an internal force that directs a person to act, including in choosing 
products or services believed to fulfill those needs. An individual who feels 
hungry will be motivated to seek food, while someone who feels less confident 
may be driven to buy certain cosmetic products or clothing to enhance their 
appearance. Besides motivation, perception becomes an important component 
that influences how consumers receive, interpret, and respond to information 
they obtain from the environment. Perception can be shaped by past experiences, 
personal expectations, and information obtained from various media, both 
traditional and digital. Perception is not always objective because each individual 
filters information based on their personal values and beliefs. Consumers with a 
positive perception of a brand are more likely to have an increasingly higher 
preference for that brand compared to other brands, even if similar products are 
offered at a lower price (Febryanty & Suryowati, 2021; Mulyati, 2023; Wijayanti 
et al., 2023). 

Consumer attitudes are the result of the integration of motivation, 
perception, and learning experiences. Attitudes reflect an individual's tendency 
to feel likes or dislikes toward something, which will influence consumption 
choices. A positive attitude toward a brand will strengthen loyalty and increase 
the likelihood of repeat purchases, while a negative attitude can lead consumers 
to seek other alternatives. Companies need to understand how to form and 
change consumer attitudes through targeted marketing communication. Good 
marketing strategies must be able to adjust promotional messages to be relevant 
to the motivations and perceptions of the target audience, as well as build 
positive experiences through customer service and product quality.  Technology 
and social media can also be used to shape perceptions and reinforce positive 
attitudes by presenting content that educates and inspires. Motivation and 
perception have been proven to have a real impact on purchasing behavior, 
where positive perceptions of product quality can strengthen consumers' 
purchase intentions (N. Anggraini & Suroto, 2025; Harahap & Nugroho, 2021). 
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Social Factors: Family, Reference Groups, and Social Roles 
Social factors have a very strong influence in shaping consumer buying 

behavior because humans as social beings tend to be influenced by the 
environment in which they interact. Family is the first agent of socialization in a 
person's life that forms habits, values, and consumption preferences from an 
early age. The values obtained from the family environment affect the brand 
chosen, consumption style, and long-term purchasing decisions. Household 
purchasing decisions are not made individually, but rather as a result of 
discussion and compromise among family members. Decisions to buy vehicles 
or household appliances generally consider input from the husband, wife, and 
even children. Reference groups such as peers, hobby communities, or colleagues 
also influence consumer preferences. Individuals tend to conform to the norms 
and expectations of the group to gain social acceptance and reinforce their self-
identity. In a highly connected society like today, reference groups can form not 
only physically but also virtually through social media and digital forums. The 
influence of reference groups on consumption behavior is now becoming 
increasingly complex and dynamic (Elza, 2025; Wulandari & Pratama, 2021). 
The social roles carried out by individuals in society also help determine the 
consumption choices they make. Someone who becomes an executive at a well-
known company may feel compelled to buy formal clothing and luxury products 
that reflect their social status. Individuals who work in the arts and creative fields 
may prefer products that are unique, characterful, and reflect self-expression 
(Prasetyo & Wijayanti, 2022). 
Personal Factors: Age, Lifestyle, Occupation, and Economic Situation 

Personal factors provide a strong demographic and individual framework 
in explaining variations in purchasing behavior among individuals. Age is one 
of the most basic indicators in market segmentation because consumers' needs 
and desires are closely related to their stage in the life cycle. Children, teenagers, 
young adults, and the elderly have very different product needs from one 
another. Teenage consumers are more interested in fashionable products and 
those related to self-image, while older consumers prefer products that provide 
comfort, convenience, and health. Lifestyle becomes a more dynamic factor in 
describing consumer behavior because it reflects how someone manages their 
time, interacts with the environment, and sets their life priorities. Two people 
with the same age and income can have very different purchasing behaviors 
depending on the lifestyle they lead. Consumers who are active and enjoy 
exercising are more likely to buy fitness products and healthy foods, while 
consumers who prefer activities at home are more interested in household 
products and digital entertainment (Karisma & Kusumawati, 2026; Mulyono, 
2012; Sofyan, 2023). 

Consumer work also determines the level of need and type of product 
used daily. A person who works in the field sector is likely to need more durable 
and practical products, in contrast to office workers who are more in need of 
digital devices, formal work clothes, and work performance support products. 
Economic conditions also greatly affect purchasing power and the way 
consumers prioritize spending. Consumers with high incomes tend to have 
flexibility in purchasing premium products, while consumers with middle to 
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lower incomes are more selective in choosing products based on utility and price 
efficiency. Changes in the economic situation, such as increases in the prices of 
basic necessities or financial crises, can directly affect the intensity and types of 
purchases (Glael Y. Tumundo et al., 2025; Reza & Ramadhon, 2025; Saputra et al., 
2023). 

Lifestyle factors and monthly income greatly determine brand 
preferences, where consumers with high income prefer premium products that 
reflect an aspirational lifestyle. These findings imply that companies need to 
design product positioning based on the lifestyle identity that consumers want 
to achieve. By understanding the personal characteristics of the target market, 
marketers can create offerings that not only meet functional needs but also build 
stronger emotional and symbolic relationships. This reinforces the importance of 
personalized strategies, especially in the context of digital marketing that allows 
messages to be delivered individually. Today's consumers increasingly desire 
products and experiences that reflect who they are and how they want to be seen 
in their social environment (Ayunda et al., 2025; Mukhyidin et al., 2025; Mulyani 
& Ramadhan, 2023). 
Cultural and Subcultural Factors in Decision Making 

Culture becomes the main foundation in shaping values, beliefs, and 
norms that underlie a person's mindset and behavior, including in the context of 
purchasing. Culture creates a cognitive framework that shapes how individuals 
understand products, brands, and the symbolic value behind them. Each culture 
has certain standards regarding what is considered worth buying, how the 
purchasing process is conducted, and the extent to which consumption becomes 
part of social expression. In collective cultures, purchasing, in addition to being 
based on individual considerations, also takes into account the perceptions and 
needs of family members or the wider community. The chosen products often 
reflect social values such as politeness, solidarity, and group harmony. 
Consumers, besides purchasing products for themselves, also buy them as a form 
of representation of the cultural identity they adhere to. Culture also influences 
preferences for color, design, advertising language, as well as certain symbols 
that can trigger emotional or spiritual associations in the minds of consumers 
(Fitriani et al., 2025; Munthe et al., 2025; Pratama, 2025). 

In addition to the main culture, there are also subcultures that develop 
within a smaller sphere but have a significant influence on purchasing behavior. 
Subcultures can take the form of ethnic groups, religions, local communities, or 
even certain lifestyles that create a distinctive collective identity. Muslim 
communities have preferences for halal products, whether in food, cosmetics, or 
finance. Urban communities with a minimalist lifestyle tend to avoid purchasing 
products considered excessive or non-essential. These subcultures shape unique 
value systems and preferences that differ from the dominant culture. In 
marketing strategy, the presence of subcultures requires a more specific and 
personalized segmentation approach. Companies that understand and respect 
the values of certain subcultures tend to be more successful in building brand 
loyalty because they are considered more authentic and relevant (Azka, 2024; 
Haryono, 2025; Soemarsono et al., 2024). 
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Cultural and subcultural factors significantly determine the consumer 
decision-making process, especially in purchasing products with high symbolic 
value such as food, clothing, and service offerings. Cultural meanings, besides 
being symbolic, also influence functional considerations in product selection. A 
deep understanding of local cultural values allows companies to tailor brand 
communication, product design, and customer service to meet the social 
expectations of the local community. Products deemed inconsistent with local 
culture often fail to be accepted in the market, even if they are of high quality 
(Aula & Anwar, 2024; Febri Milano et al., 2025; Y. A. Siregar & Tanjung, 2020). 
The Influence of Digital and Social Media on Consumer Preferences 

Advances in digital technology have created significant changes in 
consumer purchasing behavior, where social media has become one of the main 
drivers in shaping consumers' perceptions, preferences, and decisions. Social 
media is no longer merely a means of communication but has evolved into a 
highly influential marketing platform. Modern consumers obtain information 
about products, compare prices, read reviews, and even complete purchase 
transactions directly through social media such as Instagram, TikTok, Facebook, 
or YouTube. In addition to abundant information, the main strength of social 
media lies in its ability to create social interactions and influence among users. 
Recommendations from friends, testimonials from influencers, as well as viral 
trends become important factors that instantly affect purchasing decisions. 
Consumers are no longer passive recipients of advertisements, but are actively 
involved in searching for and validating information that is personal and 
trustworthy (Efendi & Giyana, 2025; Meliza & Asmail, 2025; Tatasari et al., 2025). 
Personal branding and creative content have become key strategies in attracting 
the attention of digital consumers. The use of storytelling, attractive visuals, and 
an emotional approach makes social media an effective platform for building 
engagement between brands and audiences. Algorithms customized to user 
behavior facilitate companies in delivering messages that are increasingly 
accurate and personal, creating a consumer experience that feels exclusive and 
personally relevant. Consumers also show a preference for brands that are 
transparent, responsive, and have clear social values. Digital consumers are 
smarter and more critical, so they are not easily influenced by manipulative 
promotional messages and expect honest, value-based two-way communication. 
The presence of social media also allows small and local brands to compete on 
equal terms with big brands, because influence is now determined by the quality 
of relationships, not merely by capital strength (An-Nisaa & Suryono, 2025; 
Astuti & Wulandari, 2024; Widyatmoko et al., 2025). 
Consumer Purchase Decision Making Process 

Consumer purchasing decision-making is a series of cognitive, affective, 
and behavioral stages that an individual goes through before, during, and after 
making a purchase. This process reflects the complexity of the interaction 
between personal needs and external influences, which shapes how consumers 
evaluate and choose products. Social dynamics, technological developments, and 
changing preferences also affect how consumers act in decision-making, making 
understanding this process important for relevant and adaptive business 
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strategies (Amalina & Aesthetika, 2024; Amanda & Fitri, 2023; Vicario et al., 
2025). 
1. Identify Needs and Emotional Influences 

Identifying needs is the initial and fundamental phase in the consumer 
purchasing decision-making process. Needs arise when individuals realize a 
discrepancy between the actual state and the desired state. This discrepancy can 
be physical, such as hunger, thirst, or a desire for comfort, and it can also be 
psychological, such as the desire to be recognized, to feel confident, or to 
demonstrate social status. Needs are divided into two main groups, namely 
functional needs and emotional needs. Functional needs are more practical and 
rational, while emotional needs often arise due to deeper psychological or social 
drives. Consumers often do not fully realize that their purchasing actions are 
driven by emotional needs, and this makes the process of identifying needs very 
complex. Companies that are able to understand and map consumers' emotional 
needs have a strategic advantage in influencing decisions from the early stage 
(Habibi & Rosmanidar, 2025; Puspita et al., 2024; Ramadhani & Ali, 2025; U. M. 
Siregar & Herman, 2025). 

Emotional influence in need identification is inseparable from social and 
cultural contexts. Emotions, besides being individual responses, are also shaped 
by the environment and collective experiences. Consumers in urban societies 
tend to more easily identify needs based on image and lifestyle, such as owning 
the latest gadgets or luxury vehicles due to social pressure and group norms (R. 
A. Putra & Rachmawati, 2021; U. M. Siregar & Herman, 2025; Yusup, 2025). 
2. Information Search: Internal and External Sources 

After needs are identified, the next stage that consumers go through is 
information search. This process involves active efforts by individuals to gather 
various data, references, and inputs related to products or services that can meet 
their needs. Information search can come from two main categories, namely 
internal and external sources. Internal sources include memory, personal 
experiences, and past impressions of certain products. Consumers often rely on 
what they previously know, whether positive or negative experiences, to form 
the basis of current decision-making. External sources involve outside parties 
such as recommendations from friends, advertisements, online reviews, social 
media, and discussion forums (Azka, 2024; Baihaqi & Nasution, 2025; Chaidir et 
al., 2024). 

The credibility of information sources becomes an important factor in 
determining how much influence that information has on consumer decisions. 
Consumers tend to trust sources that are considered neutral and relevant to the 
situation. Reviews from fellow consumers who are considered 'genuine' are often 
more trusted compared to official advertisements from producers. This 
phenomenon reflects the importance of user-generated content in shaping 
consumer perceptions and preferences (Andari & Handrijaningsih, 2026; Ilyas et 
al., 2025; M. Lestari & Widodo, 2022). 
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3. Evaluating Alternatives Based on Consumer Criteria 
The alternative evaluation stage occurs after consumers have gathered 

enough information and begin comparing various available product or service 
options. Consumers assess the important attributes of each choice based on 
certain criteria that align with their needs and interests. These criteria can be 
objective, such as price, features, and technical quality, or subjective, such as 
design, comfort, or brand reputation. This evaluation process is not always 
rational because it is often influenced by perceptions, emotions, and personal 
values held by consumers. Two products with similar specifications can be 
evaluated differently if one has a more prestigious brand or if the consumer has 
had a positive experience with that brand previously. Perception becomes more 
important than objective reality, because the final consumer decision is shaped 
by a subjective interpretation of the information received (Abner et al., 2026; 
Dhiyaulhayat & Zahrah, 2025; Surya & Candraningrat, 2025). 

The evaluation process is also influenced by consumers' emotional 
involvement with certain product categories. Products that have a high symbolic 
charge, such as clothing, vehicles, or luxury goods, tend to be evaluated not only 
based on utility but also based on the image and social value they carry. 
Consumers who feel that a product reflects their identity or personal values are 
more likely to choose that product even if it is more expensive or its function is 
equivalent to other products. Pressure from the social environment, such as 
friends, family, or community, can also influence evaluative decisions (Huriyah 
& Erdiana, 2025; Nurjannah et al., 2025; Sari & Gunawan, 2020). 
4. Purchase Decisions: Determining Factors and External Interventions 

The purchase decision is a crucial moment that marks the end of the 
analytical and emotional processes that the consumer has gone through. After 
evaluating various alternatives, the consumer ultimately decides to buy a 
particular product or service. This process does not occur in a vacuum but is 
greatly influenced by a range of determining factors such as price, availability, 
ease of access, and convenience during the transaction. One of the most 
important determinants is the perception of value, which is the extent to which 
consumers feel that the benefits received are commensurate with the costs 
incurred. The higher the perceived value, the greater the likelihood of a purchase 
decision being made. Time also plays an important role in this decision. 
Consumers faced with urgent needs tend to make decisions more quickly, 
sometimes without fully rational consideration. Decisions are often more 
impulsive or based on momentary impressions. Companies can take advantage 
of this condition by creating urgency through limited promotions or flash offers 
designed to encourage consumers to make decisions quickly (Devina et al., 2025; 
D. A. Lestari et al., 2025; Pangesti et al., 2026). 

Purchase decisions can also change at the last second due to unexpected 
external interventions. Environmental factors such as store ambiance, the 
attitude of salespeople, or even the scent of the room can have a significant effect 
on the final decision. Other common interventions include recommendations 
from close friends, user testimonials, and online product reviews. Merchandising 
strategies, such as placing products on easily visible shelves or using certain 
colors, can unconsciously guide consumers to make specific choices. 
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Technological developments also expand the spectrum of these interventions 
through app notifications, digital reminders, and location-based advertisements 
(Fitria, 2024; Kusumowidagdo, 2026; B. Nugroho & Santosa, 2023; Rijali, 2023). 
Post-Purchase Evaluation: Satisfaction, Loyalty, and Word of Mouth 

After consumers complete a purchase, they will enter the post-purchase 
evaluation stage, which greatly determines the overall experience and attitude 
toward the brand or product. This evaluation arises from the comparison 
between pre-purchase expectations and the perceived performance of the 
product after use. If the product provides benefits according to expectations or 
exceeds them, consumers feel satisfied. If the product fails to meet expectations, 
dissatisfaction arises and may lead to negative consequences such as complaints, 
refusal to repurchase, or even spreading bad information to other potential 
consumers. Customer satisfaction becomes a key indicator of the long-term 
success of a product or brand. This process is subjective but has objective impacts 
in the form of loyalty and recommendations. Consumers who experience 
satisfaction tend to make repeat purchases and act as loyal supporters of a brand, 
even without direct incentives. This kind of loyalty is highly valuable because it 
creates revenue stability for the company and reduces dependence on the cost of 
acquiring new consumers. Loyalty generates positive effects in the form of word 
of mouth (WOM), which is a form of informal communication among consumers 
about purchase experiences. WOM becomes a very powerful marketing tool 
because it has a high level of trust among other consumers. Positive WOM can 
enhance the credibility and reputation of a brand, as well as accelerate the 
purchasing decision cycle of potential customers. In the digital era, WOM has 
evolved into electronic word of mouth (e-WOM), where consumers share 
reviews through social media, online forums, or e-commerce platforms (Dewi & 
Hartanto, 2021; Naufal & Zahrah, 2026; Purwitasari & Sulistyowati, 2024; Zed et 
al., 2025). 
  
CONCLUSIONS AND RECOMMENDATIONS 

Consumer purchasing behavior in the digital era has undergone a very 
significant evolution. This change is influenced by technological advancements 
and increased access to digital information, so consumers are now more 
independent, intelligent, and have power in negotiation and purchasing 
decision-making. Consumers actively search for and compare product 
information before making a purchase, showing a shift in paradigm from passive 
recipients of marketing information to subjects who are highly critical and 
selective. 

Digital transformation has also changed the interaction patterns between 
consumers and business actors. Social media, e-commerce, and mobile 
applications have become primary spaces for exchanging information, reviews, 
and product recommendations. Positive reviews and testimonials from fellow 
consumers as well as influencers are considered more credible than traditional 
promotions, so companies need to build a strong and responsive digital presence.  
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FURTHER STUDY 
 This research still has limitations so further research is needed on the topic 
of Transformation of Consumer Buying Behavior in the Digital Era: A Review to 
perfect this research and increase insight for readers and writers. 
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