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Abstract	

Background: The COVID-19 pandemic accelerated Indonesian e-commerce adoption 
by 3-5 years, fundamentally altering consumer shopping behaviors, channel 
preferences, and purchase decision processes. Questions remain regarding behavioral 
persistence post-pandemic and underlying factors sustaining digital commerce 
engagement.	

Aims: This research investigates post-pandemic e-commerce consumer behavior 
transformation examining persistent behavioral changes, psychological and functional 
drivers sustaining adoption, and consumer segmentation patterns based on digital 
literacy and shopping orientations.	

Research Method: A mixed-methods design combined survey analysis of 342 
consumers with 18 in-depth interviews. Statistical analysis utilized paired t-tests for 
behavioral changes and cluster analysis for segmentation.	

Results and Conclusion: Findings reveal 67% increase in purchase frequency, 58% 
category expansion, and 72% preference for online channels versus pre-pandemic 
baselines. Trust (β=0.44), convenience (β=0.39), and value perception (β=0.36) 
emerge as primary drivers. Four distinct segments identified: Digital Natives (28%), 
Pragmatic Adopters (35%), Hesitant Users (24%), Traditional Preferrers (13%).	

Contribution: This study extends consumer behavior literature by empirically 
documenting pandemic-accelerated digital transformation persistence and identifying 
psychological mechanisms sustaining adoption. The segmentation framework provides 
practical guidance for targeted marketing strategies.	
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The COVID-19 pandemic catalyzed unprecedented e-commerce growth across 
Indonesian markets as movement restrictions, health concerns, and retail closures 
compelled consumers to rapidly adopt digital shopping channels.	

However, as pandemic restrictions eased, questions emerged regarding behavioral 
persistence. Understanding this transformation permanence carries significant 
implications for retailers, platforms, payment providers, and logistics operators.	

The pandemic represented a unique natural experiment wherein external shocks forced 
rapid behavioral changes among broad population segments including previous non-
adopters.	

Research Method	

This investigation employed convergent mixed-methods design. The survey sample 
comprised 342 Indonesian consumers recruited through online panels ensuring 
geographic and demographic diversity.	

Respondents completed retrospective assessments of pre-pandemic, pandemic, and 
post-pandemic shopping behaviors alongside psychographic measures.	

Qualitative interviews involved 18 consumers purposively sampled to represent 
diverse adoption trajectories including new adopters, increased users, and reverters.	

Results and Discussion	

Statistical analysis revealed substantial persistent behavioral changes contradicting 
reversion predictions. Average monthly online purchase frequency increased 67% from 
pre-pandemic baselines.	

Channel preference analysis demonstrated 72% of consumers preferring online 
shopping for suitable products versus 34% pre-pandemic.	

Regression analysis identified trust (β=0.44, p<0.001) as strongest behavioral driver. 
Convenience orientation (β=0.39, p<0.001) reflected time savings and shopping 
flexibility valuation.	

Cluster analysis revealed four distinct consumer segments. Digital Natives (28%) 
demonstrated high literacy and strong e-commerce preference. Pragmatic Adopters 
(35%) selectively used e-commerce based on situational fit.	

Conclusion	
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This research provides comprehensive evidence of substantial persistent e-commerce 
behavioral transformation following pandemic-accelerated adoption.	

The study contributes by empirically documenting digital transformation persistence 
and identifying psychological mechanisms. Practically, findings inform retailer 
omnichannel strategies and targeted marketing approaches.	
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