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ABSTRACT 

 

The study delves in analyzing the move from brick-and-mortar retail to e-commerce that 

focused on the consumers purchasing behavior in the apparel industry. It investigates the 

impact of perceived usefulness, perceived ease of use, attitude towards e-commerce, and 

subjective norms on consumer purchasing behavior provided in Technology Acceptance 

Model (TAM) and Theory of Planned Behavior (TPB).  By employing a quantitative research 

design and survey methodology of 50 participants, this study aims to shed light on the 

underlying motivations driving the shift towards online. The findings reveal factors such as 

convenience, product variety, and competitive pricing are key drivers of e-commerce 

adoption. Furthermore, the study discussed the implications of these findings for business and 

policy makers emphasizing the need for strategies that enhance the online shopping 

experience and address evolving consumer expectations.  

 

Keywords: Brick-and-mortar, Consumer’s Purchasing Behavior, E-commerce, Technology 

Acceptance Model (TAM), and Theory of Planned Behavior (TPB). 

 

INTRODUCTION 

 

Brick-and-mortar stores are physical retail establishments with typical storefronts (Kotler & 

Armstrong, 2023). These retailers have locations where customers can explore, buy, and try 

things firsthand. They are distinguished from brick stores, which primarily use traditional 

forms and do not have internet touch points. Despite the rise of e-commerce, brick-and-

mortar stores remain an important part of the retail scene. They provide consumers with a 

concrete experience, allowing them to physically inspect and engage with things before 

purchasing. Furthermore, brick-and-mortar establishments foster a sense of community and 

social connection, which can improve the shopping experience. 

 

The exponential growth of e-commerce has fundamentally transformed the retail landscape, 

necessitating adaptations from businesses and policymakers to the evolving dynamics of 

consumer behavior (Palanisamy, 2024). As consumers increasingly migrate towards online 

platforms for their shopping needs, comprehending the underlying factors driving this 
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transition and the subsequent alteration in purchasing patterns is imperative for navigating the 

challenges and opportunities presented by the digital era. E-commerce, or electronic 

commerce, is purchasing and selling goods and services via the Internet (Zhang & Hoffman, 

2019). It comprises a wide range of activities, such as online shopping, online auctions, 

electronic banking, and B2B transactions. 

 

In relation to both physical stores and online sales, the study of consumer purchasing 

behavior focuses on how people choose what to buy, where to buy, and when to buy it 

(Solomon, 2019). It entails comprehending the cultural, sociological, and psychological 

elements that affect the decisions made by consumers. Businesses can obtain important 

insights into their target market and create more successful marketing strategies by analyzing 

the purchase behavior of consumers. Because online platforms provide a bigger selection of 

products at lower rates and with more ease, e-commerce has had a substantial impact on 

customer purchase behaviors (Hoffman & Novak, 2024). Customers are now more price-

sensitive and inclined to compare prices from traditional stores because of this, companies 

have had to implement more aggressive pricing policies and marketing campaigns in order to 

draw in and keep clients in the fiercely competitive e- commerce market. 

 

According to David and Ajzen, the shift from brick-and-mortar to e-commerce has been 

driven by a confluence of factors, including technological advancements, changing consumer 

preferences, and the global pandemic. The Technology Acceptance Model (TAM) and 

Theory of Planned Behavior (TPB) provide valuable frameworks for understanding the 

factors influencing consumers' adoption of e-commerce. By examining perceived usefulness, 

perceived ease of use, attitudes, subjective norms, and perceived behavioral control, 

researchers can gain insights into the underlying motivations and barriers to e-commerce 

adoption. All of this is also acknowledged by the journal study of Feng, et al (2021). 

 

One significant trend in the evolving e-commerce landscape is live selling, which combines 

real-time interaction with direct sales not only through various e-commerce platforms but 

through social media platforms as well. This innovative approach allows business owners to 

showcase their products in an engaging format, enabling consumers to ask questions, see 

demonstrations, and make purchases during the live event (Li et al., 2020). Research suggests 

that this interactive method resonates particularly well with younger consumers who seek 

authentic and personalized shopping experiences. As live selling continues to gain traction, it 

presents an exciting opportunity for brands to connect with their audience dynamically, 

further blurring the lines between entertainment and commerce (Huang et al., 2021). 

 

However, the shift to e-commerce has not been done without its obstacles. One of the most 

pressing worries is the possibility of greater customer susceptibility to online fraud and data 

breaches. Consumers who reveal personal and financial information online are more 

vulnerable to identity theft and other security risks (Smith & Anderson, 2017) this aligns with 

the findings of Javelin's (2023) study reported a significant increase in identity theft cases in 

recent years, primarily due to the growing reliance on digital platforms for personal and 

financial transactions. To address these issues, firms must invest in strong security measures 

and educate customers about safe online habits. 

 

This study intends to look at the variables that drive customers to select e-commerce over 

traditional brick-and-mortar retailers, as well as the changing tastes and habits of online 

shoppers. This study will shed light on the major drivers of shifting brick-and-mortar to e-

commerce adoption by analyzing consumers purchasing behavior. The study will also 
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examine the influence of tailored suggestions and focused marketing on customer purchase 

decisions, offering insight into how technology shapes consumer behavior in the digital age. 

 

The major goal of this research is to explore the transition from brick-and-mortar retail to e-

commerce and how it has affected customer purchasing behavior in apparel industry market. 

The study intends to address the following questions: 

 

1.What factors drive consumers to choose e-commerce over traditional brick-and-mortar 

stores based on technology acceptance model (TAM)?  

1.1Perceived Usefulness (PU) 

1.2Perceived Ease of Use (PEOU)  

 

2.What influence the consumers purchasing behavior in choosing e-commerce over 

traditional brick-and-mortar based on the theory if reasoned action (TRA)?  

2.1Attitude towards E-commerce 

2.2SubjectiveNorms 

 

3. Is there a significant relationship between the factors that drive consumers to choose e-

commerce over traditional brick-mortar and its influence on the consumers’ purchasing 

behavior? 

 

4.What recommendation can be proposed to enhance the brick and mortar and e-commerce 

business? 

 

The transition from physical retail to e-commerce has important implications for customer 

purchasing behavior. Understanding the reasons driving this shift is crucial for businesses and 

policymakers alike. By analyzing the factors that influence consumers choices between 

online and offline shopping, we can gain valuable insights into the evolving dynamics of the 

retail landscape. 

 

LITERATURE REVIEW 

 

The rapid digitization of the retail landscape has significantly transformed consumer 

behavior, particularly in the apparel industry. As consumers increasingly turn to online 

shopping, understanding the factors influencing their adoption of e-commerce is crucial for 

businesses and policymakers.  

 

Davis proposed the Technology Acceptance Model (TAM) to explain technology adoption 

behavior. This model suggests that perceived usefulness and perceived ease of use are the 

primary determinants of technology acceptance. Perceived usefulness refers to the extent to 

which an individual believes that using a particular technology will enhance their job 

performance or personal life. Perceived ease of use, on the other hand, is the degree to which 

an individual believes that using a particular technology will be free of effort. 

 

Ajzen also developed the Theory of Planned Behavior (TPB) in connection and support 

Davis proposed theory (TAM) to predict and explain human behavior. This theory posits that 

behavioral intentions are influenced by two primary factors: attitude toward the behavior and 

subjective norms. Attitude toward the behavior refers to an individual’s positive or negative 

evaluation of performing a specific behavior. Subjective norms represent the perceived social 

pressure to perform or not perform a behavior.  
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According to the journal study of Feng et al. (2021) the strengths of TAM and TPB provide a 

more comprehensive understanding of e-commerce adoption. By incorporating additional 

constructs such as perceived risk, trust, and perceived security, they extend the predictive 

power of the models and also acknowledged and consider the power of perceived usefulness 

and perceived ease of use  of TAM and the Attitude towards behavior and subjective norms 

of TPB in the study empirical findings further validate the importance of these factors in 

influencing consumer behavior these represents a significant contribution to the field of 

technology acceptance research, particularly in the realm of e-commerce. By integrating the 

core tenets of the Technology Acceptance Model (TAM) and the Theory of Planned Behavior 

(TPB), Feng et al. have effectively extended and acknowledged the understanding of the 

factors influencing consumer adoption of online shopping platforms. 

 

Several studies have found that perceived usefulness and perceived ease of use are significant 

predictors of online shopping behavior in the apparel industry (Venkatesh & Davis, 2020; 

Kim & Lee, 2008). Consumers are more likely to adopt e-commerce if they believe it will 

save time, provide a wider range of products, and offer competitive prices. Positive attitudes 

toward online shopping and social norms that encourage online purchasing have also been 

identified as important drivers of e-commerce adoption (Bhattacherjee, 2020; Lin & Lu, 

2021). Consumers are more likely to engage in online shopping if they perceive it to be 

convenient, secure, and socially acceptable.  

 

In addition to the core constructs of TAM and TPB, convenience, product variety, and 

competitive pricing have emerged as key drivers of e-commerce adoption in the apparel 

industry. Online shopping offers several conveniences, such as 24/7 access, home delivery, 

and flexible payment options. These factors significantly influence consumer behavior and 

contribute to the growth of e-commerce. E-commerce platforms provide access to a vast array 

of products from various brands and designers. This wider selection of products attracts 

consumers who may not find their desired items in traditional brick-and-mortar stores. Online 

retailers often offer competitive prices due to lower overhead costs and the ability to compare 

prices across different platforms. This price advantage further incentivizes consumers to shop 

online (Skrilant Gupta, 2023).  

 

In today’s digital age, the rapid evolution of technology has fundamentally reshaped 

consumer behavior and business models. The transition from traditional brick-and-mortar 

retail to e-commerce has become a pivotal shift, necessitating a deep understanding of 

consumer purchasing behavior. In the context of the brick-and-mortar to e-commerce shift 

empowers businesses to thrive in the digital age. By adapting to changing consumer 

preferences and leveraging the power of technology, businesses can not only survive but also 

prosper in the ever-evolving landscape of online commerce. 

 

METHODOLOGY 
 

The researcher will employ the quantitative method and use the descriptive research design to 

analyze the move of brick-and-mortar and e-commerce towards the study of consumer 

purchasing behavior. This method will use to gather data about perceived usefulness that 

drive consumers to choose e-commerce over traditional brick-and-mortar stores and 

perceived ease of use that influence the consumers purchasing behavior in choosing e-

commerce over traditional brick-and-mortar. Thus, the descriptive quantitative research 

design which is quantitative research method attempts to collect quantifiable information for 
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statistical analysis of the population sample (Bhat, 2023). The respondents of the study were 

fifty(50) consumers of apparel who purchase on a various e-commerce platform, including 

but not limited to Shopee, Lazada, Tiktok, and various physical store.Due to time and 

accessibility constraints, it is inconceivable to survey the entire population of different 

consumers in brick-and-mortar and e-commerce company. The researchers used Raosoft to 

determine the sample size required for the study. It analyzed the information derived from a 

sample to establish the least possible sample size for the analysis (IvyPanda, 2022).  

 

The researcher employed a conventional method for data collection by the used of survey 

questionnaires as the main instrument. Survey questionnaires are a common instrument used 

in purposive sampling because they offer a structured and efficient way to collect data from a 

targeted group (Nikolopoulou, 2022) and researchers will be utilizing Google Forms, which 

were disseminated electronically via a shared link. This approach facilitated immediate 

responses and streamlined data organization. 

 

Purposive convenient sampling will use to select the respondents to validate the out the 

outcome of this study. The respondents were selected regardless of its segmentation. A 

convenience sampling is one that is drawn from a source that is conveniently accessible to the 

researcher (Andrade, 2020). This sampling is a technique wherein the researcher relies on his 

or her own judgment when choosing members of the population to participate in the study.  

To obtain the desired data from the apparel industries, the researchers used a self-made 

survey questionnaire as a major instrument, composed of two parts, having a total of twenty 

(20) items, the first part will focus on the factors that drive consumers to choose e-commerce 

over traditional brick-and-mortar stores based on technology acceptance model (TAM) such 

as perceived usefulness (PU), and perceived ease of se (PEOU), while the second part will 

use theory of reasoned action (TRA) to analyze what influences the consumers’ purchasing 

behavior in choosing e-commerce over brick-and-mortar stores that includes attitude towards 

e-commerce and subjective norms. A four-point Likert scale will be utilized to analyze the 

data in accordance to the below presented scale. 

 

Table 1. Likert Scale 

Assigned Points Numerical Ranges 
Categorical 

Responses 

Verbal 

Interpretation 

4 4.00-3.25 Strongly Agree Highly Effective 

3 3.24-2.50 Agree Effective 

2 2.49-1.75 Disagree Less Effective 

1 1.74-1.00 Strongly Disagree Not Effective 

 

The data will be assessed using descriptive statistics, emphasizing frequency and mean 

(central tendency). It will be organized into tables and processed with frequencies to facilitate 

the collection, analysis, and interpretation of information. This research aims to provide 

actionable insights and recommendations based on these analyses, incorporating findings 

from both the Technology Acceptance Model (TAM) and the Theory of Reasoned Action 

(TRA). Pearson r will be utilized to evaluate the correlation between the factors driving 

consumers to choose e-commerce over traditional brick-and-mortar stores and the attitudes 

and the purchasing behavior of the consumers limited to the apparel industry in the 

Philippines. 
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To protect the privacy of respondents’ personal data and comply with the Data Privacy Act of 

2012 (RA 10173), several ethical considerations were prioritized throughout this research. 

Informed consent will be obtained from all respondents before completing the survey, 

ensuring that the respondents understand the study's purpose, procedures, and their right to 

withdraw at any time without penalty. The collection of personal information in the survey 

will be minimal, with respondents given the option to withhold any details they prefer not to 

share. Confidentiality will be upheld by anonymizing respondents’ data and securely storing 

it to safeguard their privacy. Moreover, the study will be mindful of the diverse backgrounds 

of respondents, recognizing individual characteristics that may influence their responses. To 

prevent potential harm, participation in the survey will be voluntary, and questions will be 

designed to avoid pressuring respondents. Finally, this research will maintain transparency in 

presenting results, ensuring that insights and recommendations are rooted in ethical research 

practices and contribute positively to the understanding of consumer behavior. 

 

 

RESULTS AND DISCUSSION 
 

The paper analyzing the move from brick-and-mortar retail to e-commerce a study on 

consumer purchasing behavior is shown in the following tables and textual presentations.  

 

I. The factors drive consumers to choose e-commerce over traditional brick-and-

mortar stores.  

 

Table 2. Perceived Usefulness (PU) 

Indicative Statement 
Weighted 

Mean 

Verbal 

Interpretation 
Rank 

1. I find online shopping to be more useful than 

shopping in physical stores. 
3.17 Effective 5 

2. E-commerce allows me to accomplish my shopping 

tasks more quickly than traditional stores. 
3.36 

Highly 

Effective 
3 

3. Shopping online improves my shopping experience 

by providing better product variety. 
3.21 Effective 4 

4. The convenience of home delivery makes online 

shopping more attractive than going to a store. 
3.51 

Highly 

Effective 
2 

5. E-commerce platforms offer better deals and 

discounts than brick-and-mortar stores. 
3.57 

Highly 

Effective 
1 

Average Weighted Mean 3.36 
Highly 

Effective 
 

 Note: Highly Effective - 4 / Effective - 3 / Less Effective - 2 / Not Effective - 1 

 

The data presented in Table 2 reflect a generally positive attitude towards online shopping, 

suggesting that consumers recognize its advantages in enhancing their purchasing 

experiences. 

 

Based on the above data, respondents largely agree that online shopping is more useful than 

shopping in physical stores with the weighted mean score of 3.17. This suggests a recognition 

of the benefits that online shopping can offer, although the slightly lower score implies that 

some consumers still appreciate the tangible experience of shopping in physical stores. 

According to Nysveen et al. (2018), when consumers recognize that online shopping 

enhances their purchasing efficiency and satisfaction, they are more inclined to adopt e-
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commerce platforms. The responses regarding the better accomplishment of shopping tasks 

online, having a mean score of 3.36 reinforces the notion that efficiency is a significant factor 

driving e-commerce adoption. A study by Algharabat et al. (2020) emphasizes that online 

shopping facilitates faster transactions, appealing to consumers seeking efficiency in their 

shopping experiences. 

 

The perception of the respondents, having expressed strong agreement regarding the 

availability of a broader product variety online, as indicated by a mean score of 3.21, is vital 

for understanding consumer preferences. This shows that one of the e-commerce's strengths 

is offering diverse options and supports the study by Birtwistle and Freeman (2016) which 

states that, the extensive product selection available on e-commerce platforms is a significant 

motivator for consumers, allowing them to find products that meet their specific needs more 

easily than in traditional stores. The convenience of home delivery, having achieved the mean 

score of 3.51, indicating that this feature is a critical factor influencing consumers' choice to 

shop online. Research by Pookulangara and Koeske (2017) suggests that home delivery 

services are not only a convenience factor but also enhance the overall shopping experience, 

making e-commerce platforms more appealing compared to physical stores. 

 

Lastly, e-commerce offering better deals and discounts demonstrates that competitive pricing 

significantly attracts consumers to online platforms, with its mean score of 3.57. This is 

reinforced by findings from Chekima et al. (2016), who state that consumers are often drawn 

to online shopping due to the competitive pricing strategies employed by e-commerce 

platforms. This notion is further supported by findings from Hsu et al. (2019), indicating that 

consumers equate online shopping with better price advantages compared to traditional retail. 

 

Overall, the data illustrates that while consumers appreciate the efficiency, variety, and 

convenience associated with e-commerce, there are still areas where traditional shopping 

holds appeal. These insights underscore the importance for businesses to enhance online 

shopping experiences, focusing on optimizing speed, product offerings, and pricing strategies 

to cater to evolving consumer preferences. 

 

Table 3. Perceived Ease of Use (PEOU) 

Note: Highly Effective - 4 / Effective - 3 / Less Effective - 2 / Not Effective - 1 

 

Table 3 presents the results of respondents' perceptions regarding the ease of use and 

convenience of e-commerce platforms. The convenience of navigating e-commerce websites 

Indicative Statement 
Weighted 

Mean 

Verbal 

Interpretation 
Rank 

1. It is easy for me to navigate e-commerce websites 

to find the products I need. 
3.51 

Highly 

Effective 
1 

2. The process of making payments online is 

straightforward and convenient. 
3.43 

Highly 

Effective 
2 

3. Online shopping platforms provide clear and easy-

to-understand product descriptions and reviews. 
3.17 Effective 3 

4. I can easily return or exchange products when 

shopping online. 
2.60 Effective 5 

5. I feel comfortable using e-commerce websites, 

even if they are new or unfamiliar to me. 
2.98 Effective 4 

Average Weighted Mean 3.14 Effective  
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to find the products needed by the respondents, having the mean score of 3.51, indicates a 

strong agreement among respondents. This suggests that consumers generally find e-

commerce websites user-friendly, which is a crucial factor influencing their purchasing 

behavior. A positive user experience in navigation can significantly enhance customer 

satisfaction and encourage repeat purchases. Further, research by Zhang et al. (2017) 

highlights that intuitive navigation on e-commerce platforms significantly enhances the 

shopping experience, contributing to higher customer satisfaction and increased purchase 

intentions. Similarly, the payment process is viewed positively, with a weighted mean of 3.43 

for the statement regarding the convenience of online payments. A study by Faqih and 

Purnamasari (2019) emphasizes that when payment methods are straightforward and secure, 

consumers are more likely to complete transactions, reinforcing the effectiveness of user-

friendly payment interfaces. 

 

However, some areas show potential for improvement. The result regarding product 

descriptions and reviews scored a weighted mean of 3.17, indicating that while users find the 

information adequate, clarity could be enhanced. According to Matzler et al. (2016), detailed 

and clear product descriptions significantly impact consumer trust and purchase decisions. 

Enhancing the quality and clarity of information can further facilitate a positive online 

shopping experience. 

 

Additionally, the ease of returns and exchanges received a lower mean of 2.60, highlighting 

concerns among respondents about this aspect of online shopping. This aligns with the 

research by McKinsey & Company (2019) which indicates that a complicated return process 

can deter consumers from shopping online. Overall, the average weighted mean for perceived 

ease of use is 3.14, reflecting an overall rating of Efficient. This finding is echoed by studies 

such as those by Alshurideh et al. (2020), which show that familiarity with online platforms 

increases consumer confidence. Thus, while e-commerce platforms are generally user-

friendly, enhancements in product return processes and clarity in product information could 

significantly improve the user experience. 

 

II. The consumers’ purchasing behaviour in choosing e-commerce over brick- and-

mortar 

 

Table 4. Attitudes Toward E-commerce 

 

Note: Highly Effective - 4 / Effective - 3 / Less Effective - 2 / Not Effective - 1 

Indicative Statement 
Weighted 

Mean 

Verbal 

Interpretation 
Rank 

1. I believe shopping online is more convenient than 

shopping at physical stores. 
3.28 

Highly 

Effective 
4 

2. I find that e-commerce provides better deals and 

discounts compared to brick-and-mortar stores. 
3.47 

Highly 

Effective 
1 

3. I prefer shopping online because it saves me time. 3.40 
Highly 

Effective 
3 

4. E-commerce offers a wider variety of products than 

traditional stores. 
3.45 

Highly 

Effective 
2 

5. I enjoy the experience of shopping online more 

than visiting physical stores. 
3.06 Effective 5 

Average Weighted Mean 3.33 
Highly 

Effective 
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The data presented in Table 4 highlight consumers' perceptions of e-commerce compared to 

traditional brick-and-mortar shopping. Above result indicates that consumers perceive online 

shopping as more convenient than traditional retail. This aligns with research by Verhoef et 

al. (2015), which highlights that convenience is a primary driver for consumers when 

choosing online shopping. The ability to shop anytime and anywhere significantly enhances 

the overall shopping experience. 

 

The mean score of 3.47 relative to e-commerce providing better deals and discounts 

compared to brick-and-mortar stores reflects a strong inclination among respondents to 

perceive online shopping as a more economical choice, reinforcing the competitive pricing 

strategies often associated with e-commerce platforms. This result is supported by a study by 

Chen and He (2017), which notes that competitive pricing and promotional strategies are 

critical factors that attract consumers to online shopping. The perception of value for money 

is a crucial element influencing purchasing decisions. Moreover, the responses about the time 

saved with preference to shopping online, having a mean score of 3.40, further illustrates that 

efficiency in time management is a significant driver for consumers choosing e-commerce. 

Research by Kantar Worldpanel (2021) emphasizes that the efficiency of online shopping, 

particularly the ability to quickly compare products and make purchases, is a significant 

factor that influences consumer behavior. 

 

Additionally, E-commerce offering a wider variety of products than traditional stores scored 

the highest among all questions with a weighted mean of 3.45. A study by Yu et al. (2018) 

found that consumers value the vast selection available online, which allows them to explore 

options that may not be available in physical stores. This emphasizes that the appeal of 

product variety as a critical factor in consumer preference for online shopping. 

 

Lastly, enjoyment in the experience of shopping online more than visiting physical stores 

resulted in a weighted mean of 3.06, while still positive, this suggests that the enjoyment 

factor may not be as compelling as the convenience and value offered by e-commerce. 

According to a study by Balakrishnan et al. (2016), the enjoyment of the shopping experience 

is essential but often secondary to pragmatic considerations like convenience and pricing. 

 

Overall, table 4 suggesting a general tendency among respondents to favor the convenience, 

variety, and overall experience offered by e-commerce over traditional retail. These insights 

not only illustrate current consumer attitudes but also underscore the areas where traditional 

retailers may need to enhance their offerings to remain competitive in an increasingly digital 

marketplace. 

 

Table 5. Subjective Norms 

Indicative Statement 
Weighted 

Mean 

Verbal 

Interpretation 
Rank 

1. My friends and family prefer to shop online, and 

this influences my decision to do the same. 
2.94 Effective 5 

2. People whose opinions I value generally 

recommend online shopping over physical stores. 
2.96 Effective 4 

3. I see online shopping as a trend among people in 

my social circles. 
3.23 Effective 2 

4. I am influenced by online reviews and 

recommendations when deciding to shop online rather 
3.38 

Highly 

Effective 
1 
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than at a physical store. 

5. Social media and influencers affect my decision to 

shop online. 
3.17 Effective 3 

Average Weighted Mean 3.14 Effective  

Note: Highly Effective - 4 / Effective - 3 / Less Effective - 2 / Not Effective – 1 

 

Table 5 assesses the influence of social factors on consumers' preferences for online 

shopping, specifically focusing on peer influence, recommendations, and the role of social 

media. The results reveal a generally psositive inclination toward online shopping driven by 

social circles. Although respondents indicated agreement with the notion that their friends 

and family prefer online shopping with a weighted mean of 2.94, the impact is relatively 

modest compared to other factors. Research by Van der Heijden (2015) suggests that social 

relationships play a role in shaping consumer behavior, but the extent varies based on 

individual differences and social dynamics. 

 

Similarly, the opinion of people whom the respondents value scored a weighted mean of 

2.96. This suggests recommendations from valued individuals may not be as compelling as 

other factors, such as online reviews or personal experiences. A study by Hsu and Lin (2016) 

emphasizes that personal recommendations can sway consumer decisions, but the rising 

importance of online feedback and community sentiment often takes precedence in the digital 

shopping environment. 

 

With a mean score of 3.23, respondents recognize online shopping as a trend within their 

social circles. This perception aligns with findings from Leung et al. (2019), who argue that 

consumers often follow social trends, particularly when they align with peer behavior. Such 

trends can create a sense of belonging and encourage individuals to adopt similar shopping 

habit. 

 

The influence of online reviews and recommendations emerged as a critical factor, 

highlighting the growing reliance on digital feedback when making purchasing choices. This 

is consistent with research by Chevalier and Mayzlin (2015), which indicates that consumer 

reviews act as a critical source of information in the decision-making process. Respondents 

also acknowledged the role of social media and influencers, reinforcing the idea that these 

platforms significantly shape consumer attitudes toward e-commerce. According to a study 

by Casaló et al. (2018), influencers have become pivotal in marketing strategies, as they can 

sway consumer preferences and behaviors through their perceived authenticity and 

relatability. 

 

Overall, these findings suggest that social influences are a substantial factor in the shift 

toward e-commerce. Understanding how social circles and online communities affect 

consumer decisions can provide valuable insights for retailers aiming to enhance their 

marketing strategies and foster a sense of community in the online shopping experience. By 

leveraging social proof and engaging with influencers, businesses can effectively tap into the 

collective preferences of consumers, further driving the transition from traditional retail to e-

commerce. 
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Table 6. Correlation between Factors driving consumers to choose e-commerce over 

traditional brick-and-mortar stores and Consumers’ Purchasing Behavior 

Factors driving 

consumers 

Consumers’ Purchasing Behavior 

Attitudes Toward E-commerce Subjective Norms 

PU 
r = 0.776 r = 0.649 

p = .00001** p = .00001** 

 
High Positive Correlation Moderate Positive Correlation 

PEOU 

r = 0.736 r = 0.684 

p = .00001** p = .00001** 

High Positive Correlation Moderate Positive Correlation 

*Note: Correlational at the level of 0.05 

** Correlation is significant at p < 0.05 

 

The data presented reveals significant relationships between various factors influencing 

consumers' purchasing behavior in the context of e-commerce. Notably, perceived usefulness 

(PU) exhibits a high positive correlation with both attitudes toward e-commerce (r = 0.776) 

and subjective norms   (r = 0.649), with a p-value of .00001 indicating statistical significance. 

This suggests that when consumers perceive online shopping as beneficial and useful, they 

are more likely to develop positive attitudes towards it, and these attitudes are further 

reinforced by the opinions of those in their social circles. The strong correlation highlights 

the critical role that perceived usefulness plays in shaping consumers’ intentions and 

behaviors, suggesting that marketing strategies should focus on clearly communicating the 

benefits of e-commerce. 

 

In addition, perceived ease of use (PEOU) also shows a high positive correlation with 

attitudes toward e-commerce (r = 0.736) and a moderate correlation with subjective norms (r 

= 0.684), both statistically significant at p = .00001. These findings indicate that when 

consumers find e-commerce platforms user-friendly, their positive attitudes are likely to 

strengthen, contributing to their overall purchasing behavior. Furthermore, the moderate 

correlation with subjective norms implies that ease of use is also influenced by the 

experiences and recommendations of peers. Overall, these correlations suggest that enhancing 

both the perceived usefulness and ease of use of e-commerce platforms can significantly 

influence consumers' purchasing decisions, underscoring the importance of a seamless and 

intuitive online shopping experience in fostering favorable consumer attitudes and behaviors. 

 

CONCLUSIONS 

 

This study highlights the significant transition from brick-and-mortar retail to e-commerce, 

driven by factors such as perceived usefulness, perceived ease of use, attitude towards e-

commerce and subjective norms provided by TAM and TPB. Respondents expressed a strong 

preference for online shopping, emphasizing its conveniency, product variety, and 

competitive price. The influence of social circles and online reviews further underscores the 

critical role of community in shaping purchasing decisions. As e-commerce continues to 

expand, it is essential for businesses to adapt to these evolving preferences in order to 

enhance customer engagement and loyalty within the digital marketplace. Ultimately, 
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understanding these dynamics can help retailers effectively navigate the challenges and 

opportunities presented by this shift in consumer behavior. 
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