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Abstract: - Rapid technological advancements have led to significant growth in e-commerce, with more people
purchasing products online. These online shopping activities are associated with multiple benefits, such as
convenience, access to various products, and consumer ability to compare offers and select the most favorable
deal. So, understanding consumer behavior in online retail is crucial for businesses to design effective
marketing strategies, enhance the user experience, build trust, and drive sustainable growth in the digital
marketplace. This paper aims to identify research trends in the field through a systematic bibliometric literature
review of research on consumer behavior in online retail. The review includes 115 articles published in the
Scopus™ and WoS™ databases, presenting up-to-date knowledge. The R-Tool “Biblioshiny for Bibliometrix”
was used to perform a comprehensive bibliometrics analysis based on evaluative and relational bibliometrics
techniques, which allow us to analyze the knowledge structure in terms of three different structures: conceptual,
intellectual, and social. The findings indicate that the factors affecting consumer online behaviors in e-
commerce can be categorized into seven significant classifications: demographic, psychographic, economic,
technological, social, environmental, and cultural. The success of online retail businesses depends on their
ability to cater to diverse customer needs and expectations to ensure that these factors are met. As a result,
companies need to address potential challenges such as cybersecurity risks, data privacy concerns, cultural
stereotypes, and misinterpretations that may hinder customers' willingness to participate in online shopping
activities.
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1 Introduction best deals. According to [2], global e-commerce
Online shopping has become a significant aspect of retail sa!es- reached US.$5.7 trillion in 2022. With
daily life in modern society. Most people have over 5 t.)llll.OIl people'usmg the Interne':t, oqllne sales
hectic schedules, making online shopping a have s1gn1ﬁgantly 1ncreased.' [1] ¥dent1fy ther
convenient option. In addition, Internet adoption and factors causing the surge in online shopping,
easy access to affordable digital devices like including convenience, fun, price comparisons,
smartphones and tablets have changed how reduced traveling time, easy payment, and
consumers buy products. Initially, the Internet was consumers' ability to shop from the comfort of their
used as a source of information and communication homes. Some other customers prefer online retail
with family, friends, and peers. However, there has due to the ability to access feedback from other
been a significant increase in its use for purchasing customers, quick services, user-friendliness, and
and engaging with brands in recent years. This has discounted prices. AS. technglogles become Fhe
resulted in the rapid growth of online shopping, norm, more people increasingly prefer online
which [1] defined as selling and buying products shopping over traditional shopping. o
online. Online retail exposes consumers to products _ However, the success of online shopping is
from competing brands, allowing them to choose the primarily shaped by consumer behaviors. [3] defines
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consumer behavior as "the study of individuals,
groups, or organizations and the processes they use
to select, secure, and dispose of products, services,
experiences, or ideas to satisfy needs." It entails
consumer preferences, attitudes, and emotions
influencing purchasing behaviors or decisions, [4].
Several factors influence consumer online
behaviors, including personal innovativeness, trust,
access to information, search engines, product
presentation in the online store, and navigation
structure, [S]. Some customers consider specific
product characteristics such as product knowledge,
differentiation, and price. In addition, different
consumer demographics have varying purchasing
behaviors due to factors like resources, lifestyles,
values, and cultural beliefs and practices. However,
[1] found that in some cases, customers have trouble
making purchasing decisions online since they
cannot see, smell, touch, or try the products they
intend to purchase. For example, products like shoes
and apparel may require the customer to try them on
before purchasing, which is impossible in online
stores, [6]. This lack of tangibility creates the fear of
purchasing low-quality or imitated goods, affecting
consumer trust in online vendors, [7]. Based on
these findings, this systematic literature review
synthesizes data from multiple studies to create a
comprehensive report on consumer behaviors in
online retail. It provides a detailed analysis of the
consumer decision-making process in online
environments, the  theoretical  frameworks
explaining consumer online behaviors, the
importance of understanding these behaviors,
factors influencing them, and potential challenges
hindering positive consumer online behaviors.

2 Methodology

The literature review is a research method that
contributes to the systematic advancement of new
knowledge in the field, [8]. A systematic review is a
specific methodology that uses systematic and
explicit methods to identify, select, and critically
appraise relevant research and collect and analyze
data from the studies included in the review, [9].
This study follows the principles of transparency,
inclusivity, explanatory, and heuristic nature
recommended by [10]. In addition to the systematic
literature review, a bibliometrics analysis was also
performed to provide a structured analysis of a large
body of information, infer trends over time, identify
shifts in the boundaries of the disciplines, and detect
the most prolific scholars and institutions, [11]. The
bibliometric analysis is founded on science
mapping, based on the quantitative approach of
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bibliometric research methods. It maps the structure
and development of scientific fields and disciplines,
[12]. This study follows the standard workflow
proposed by [12], namely the last four stages: (a)
data collection, (b) data analysis, (c) data
visualization, and (d) interpretation.

2.1 Data Collection
The first sub-stage in data collection is selecting the
databases to search the publications for the literature
review. Therefore, the databases Web of Science™
(WoS), run by Clarivate, and Scopus™ produced by
Elsevier Co., were considered for the search for
relevant literature.

The second sub-stage is data loading and
converting. The two databases used the keywords

“consumer behavior/behaviour,” “retailing,” and
“online retailing” for data loading (Table 1 and
Table 2 in Appendix).

In this stage, the Preferred Reporting Items for
Systematic Reviews and Meta-Analyses (PRISMA)
reporting guideline was used to prepare an accurate,
transparent, and complete systematic literature
review. This model was used since it provides
researchers with a rigorous methodology to
demonstrate why the review was done, how studies
were identified and selected, and the findings, [9].
Adapted from PRISMA, Figure 1 (Appendix)
presents the systematic literature review workflow
used for screening and selecting information sources
to ensure the precision and validity of the presented
data. This process resulted in 115 documents, which
will be analyzed in this systematic literature review.

Since the primary data source for most of the
science mapping software is the Web of Science
format, we used the CiteSpace software, [13] to
convert the Scopus file to a WoS file format. In the
end, we obtained two text files for use with the R-
Tool “Biblioshiny for Bibliometrix” [11].

2.2 Data Analysis

The R-Tool “Biblioshiny for Bibliometrix™ [11] was
used to perform a comprehensive bibliometrics
analysis. The bibliometrix R-package [11] provides
tools for quantitative research in bibliometrics and
scientometrics. Data analysis entails descriptive
analysis and network extraction using different units
of analysis (author, document, journal, reference,
keyword, country, etc.), [11].

The bibliometric analyses used in this study
were co-word analysis (which studies the conceptual
structure of a research field), co-author analysis
(which studies the social structure and collaboration
networks), and co-citation analysis (which helps
detect a shift in paradigms and schools of thought).
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2.3 Data Visualization

Visualization techniques represent a science map
and the results of the different analyses, [11]. One
technique used is thematic analysis, which assisted
in identifying and discussing the themes in the
literature. Thematic analysis is a method for
identifying, analyzing, and reporting patterns
(themes) within the data, [14]. The bibliometric
findings presented in the next section include
evaluative and relational techniques.

3 Bibliometric Results

Bibliometrics is a research field in information and
library sciences that applies mathematics and
statistical methods to books and other media of
communication, [15]. This represents a method of
statistical analysis applied to publications, offering
quantitative insights into academic literature, [16],
[17], [18].

This study applied evaluative and relational
bibliometric techniques, [19], [20]. Evaluative
metrics focused on measuring productivity, such as
the number of papers published per academic year
or author, and impact metrics, such as the total
number of citations, citations within a specific time
frame, and citations per author. Hybrid metrics,
which combine productivity and impact, were also
considered, including the average number of
citations per paper and specific indices designed to
reflect both aspects. On the other hand, relational
techniques explored connections within the research
landscape, such as the structure of scientific fields
and the emergence of new themes and
methodologies, [16]. Commonly used relational
methods include co-citation, co-authorship, co-
word, and bibliographic coupling analyses. These
techniques enable the examination of (i) the social
structure of a scientific field (e.g., co-authorship
analysis); (ii) the international dimension of the
research (e.g., authors’ affiliations at the
institutional, university, or country level); (iii) the
conceptual framework and critical topics addressed
within a field (e.g., co-word analysis); and (iv) the
intellectual structure of a research domain (e.g., co-
citation and bibliographic coupling), [12], [21].

The bibliometrics analysis was conducted based
on the 115 documents, allowing us to highlight the
topic’s significance.

3.1 Evaluative Techniques Collection

3.1.1 Publication Trends
The research on the topic under study can be
divided into three phases (Figure 2, Appendix): the
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first phase (2019-2021) is characterized by constant
production of 22 and 23 publications, the second
phase (2021-2022) is the most productive with 28
publications, and the last phase (2022-2023) shows
a sharp decrease compared with the precedent
periods (20 documents published). On the other
hand, the average number of citations per year
reveals a decreasing trend, going from an annual
average of 37 citations in 2019 to a yearly average
of 2 citations in 2023.

Figure 3 (Appendix) presents the relationships
among top authors, the references they cite
(intellectual roots), and the keywords (research
contents) they use.

3.1.2 Most Relevant Sources

Table 3 (Appendix) shows the sources that have
published the most documents on the topic. The
International Journal of Retail and Distribution
Management and the Journal of Retailing and
Consumer Services are the sources with the most
publications, with 13 papers each. The International
Review of Retail, Distribution, and Consumer
Research and the Journal of Marketing Intelligence
& Planning rank second, with three publications
each.

3.1.3 Seminal Articles

Analyzing the most cited documents allows for
identifying seminal articles according to the quality
expressed by the scientific community. Table 4
(Appendix) shows the number of author citations for
each article, identifying seminal works. With 284
citations, the article ‘Why do people use food
delivery apps (FDA)? A uses and gratification
theory perspective’ [22], is the most cited, followed
by ‘Online consumer resilience during a pandemic:
An exploratory study of e-commerce behavior
before, during and after a COVID-19 lockdown’
[23], with 170 citations and ‘Online retailing across
e-channels and e-channel touchpoints: Empirical
studies of consumer behavior in the multichannel e-
commerce environment’ [24], with 117 citations.

3.2 Relational Techniques

In this section, we draw a big picture of scientific
knowledge supported by science mapping provided
by the R-Tool “Biblioshiny for Bibliometrix”, [11].
Science mapping allows investigating scientific
knowledge from a statistical point of view in terms
of three different structures: (1) conceptual
structure, presenting what science talks about, the
main themes and trends; (2) intellectual structure,
informing how the work of an author influences a
given scientific community; and (3) social structure,
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enlightening how authors, institutions and countries
interact each other.

3.2.1 Conceptual Structure

The conceptual structure represents relations among
concepts or words in a set of documents. It is used
to understand the topics covered by a research field
to define the most important and most recent issues,
[11]. The co-occurrence network represented in
Figure 4 (Appendix) is composed of nine clusters of
keywords, with relevance to the red cluster, where
the keywords ‘impact’, ‘satisfaction, ‘intentions’,
and ‘loyalty’ stand out, and the purple cluster, where
the most representative keys are ‘internet’,
‘consumption behavior’, and ‘retailing’.

Applying a clustering algorithm on the keyword
network, Biblioshiny™ summarizes the results in
various research themes, mapped in two-
dimensional spaces: importance degree (centrality)
and development (density), [11]. The map classified
‘personalization and customer satisfaction’ research
into four groups: motor themes (strong centrality
and high density), niche themes (high centrality and
low density), emerging or declining themes (low
centrality and low density), and basic themes (low
centrality and high density) (Figure 5, Appendix).
Each theme on the thematic map contains three
clusters, except the niche themes, which only
contain two clusters.

Emerging themes (lower-left quadrant) represent
themes such as ‘haptic information,” interactivity,’
and ‘planned behavior.” Motor themes (upper-right
quadrant) identify well-developed and relevant
subjects of academic investigation that can drive
future research. The results show that ‘consumer
behavior and online retail’ have been investigated as
‘impact,” ‘internet,” and ‘satisfaction.” This
investigation stream is a base to develop relevant
aspects such as ‘consumer returns’, ‘consumption
behavior’, and ‘electronic commerce’. Basic themes
(lower-right quadrant) include only subjects such as
‘delivery’. Niche themes (upper-left quadrant)
present a cluster with ‘impulse buying’ and ‘virtual
reality’ as the most important subjects.

3.2.2 Intellectual Structure

The intellectual structure shows the relationships
between nodes, which represent references. Citation
analysis is the most common analysis in
bibliometrics in the form of co-citations between
authors or documents. Figure 6 (Appendix) shows a
co-citation network comprising seven clusters. The
most salient clusters are the blue and purple clusters.
The authors Fornel, C. and Hair, J. stand out in the
blue cluster. On the other hand, Podsakoff, P.M. and
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Armstrong, J.S. are the most relevant authors in the
purple cluster.

3.2.3 Social Structure

The social structure shows how authors or
institutions relate to others in scientific research.
The most common social structure is the co-
authorship  network.  This network allows
researchers to discover, for example, groups of
regular authors, influential authors, hidden
communities of authors, and relevant institutions in
a specific research field, [11]. Figure 7 (Appendix)
exhibits the country’s collaboration map. The most
relevant collaborations are from China to the USA
(four frequencies).

4 Theoretical Perspectives

The rapid growth of online retail continues to
influence  consumer behavior, fundamentally
altering how people shop and interact with
businesses. With the convenience of purchasing
goods and services at the click of a button,
consumers increasingly turn to online platforms for
their shopping needs, [32]. Several factors are
driving this shift, including the growth of mobile
devices, the availability of high-speed Internet, and
the expansion of e-commerce offerings. In addition,
the COVID-19 pandemic accelerated this trend due
to lockdowns and social distancing measures that
prompted more consumers to embrace online
shopping for safety and convenience, [33].
Consequently, businesses are adapting their
strategies to meet the changing demands of digitally
savvy consumers. This has resulted in an increased
focus on user experiences, personalized
recommendations, and efficient delivery services to
stay competitive in the dynamic online retail
environment, [34]. This section of the literature
review brings together insights about the rapid
growth of online retail, focusing on the key
consumer behaviors and decision-making processes
that drive this trend.

4.1 Overview of the Key Concepts

4.1.1 Online Retail

E-commerce can be defined as the process of buying
and selling goods and services over the Internet. It
has rapidly expanded in recent years changing the
face of trade how companies conduct their business
and how consumers make their purchases, [35].
These factors have been pivotal to this growth since
the convenience and the ability of consumers to
purchase goods and services at any given time and
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from any location have been key, [36]. To sell their
merchandise, companies utilize different channels
which may include websites, mobile applications,
and marketplaces, among others, [37], [38]. This has
been one of the most influential factors as it
provided equal opportunities for all businesses. It
has provided small businesses and entrepreneurs a
platform to sell their products across the globe even
without having a brick-and-mortar store, [29].
Innovations in technology such as secure payment
systems, inventory management systems, and data
analytics, have been instrumental to this growth,
enhancing the experience of businesses and their
operations in the shopping industry, [39]. Online
retail is now a dominant player in the new world
order of economics, an influential force that is
changing the face of various industries, disrupting
the conventional ways of doing retail business, and
spurring progress in the field of commerce.

4.1.2 Consumer Behaviors

Consumer behaviors are actions, preferences, and
decisions of consumers in buying or using products
and services. It is crucial for companies to know
these behaviors in order to be able to market their
products well, forecast the demand, and come up
with products that will be best suited for the
consumers, [40]. This has been made possible by the
growth of online retailing which has altered
consumer behavior in terms of increasing the use of
digital channels, evolving shopping behaviors, and
increasing the standard of convenience, value and
personalized experiences, [24], [41]. The use of the
Internet has made it easier for consumers to get the
information they need to make a purchase decision,
which includes the ability to search for products,
compare prices, read reviews, and make informed
decisions, [42]. Social media and online
communities have also emerged as critical
influencers of consumer perceptions and behaviors.
Word of mouth, social media influencers, and trends
that go viral are some of the factors that greatly
affect what people decide to buy, [23], [43]. In
response to these changes, businesses must adapt by
using digital tools and data-driven insights to
provide  personalized experiences. = Whether
interacting online or in physical stores, aligning with
evolving consumer behaviors is critical to staying
competitive in today’s market.

4.2 Consumer Decision-Making Process in
Online Retail

Consumer decision-making in online retail

undergoes various stages. Although they may differ

from one individual to another, the Engel-Kollat-
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Blackwell (EKB) model identifies five main stages
(Figure 8, Appendix), which include i) recognizing
the problem, searching, evaluating alternatives,
purchasing, and assessing post-purchase outcomes,
[44]. These stages are widely accepted in research to
reflect consumer behaviors when making
purchasing decisions. For example, after identifying
a need, consumers use the Internet to search for
products that address their needs, [45]. E-commerce
platforms allow them to compare alternative
products from distinct brands before purchasing.
After purchasing products online, they may have
positive or negative experiences, which form their
post-purchase outcomes.

However, online consumer behavior is a
complex phenomenon with multiple underpinnings
and interactions. For example, customer product
knowledge and perceived risks can influence their
willingness to complete online transactions, [46].
Other factors that affect the decision-making
process include time costs, retailer characteristics,
social media influence, trends, trust, and enabling
technologies.

4.2.1 Product Knowledge

Product knowledge influences consumers' online
decision-making processes. For instance, consumers
make more informed decisions when they deeply
understand the products they are considering
purchasing, [47]. This understanding encompasses
various aspects, such as the product's features,
specifications, benefits, and potential drawbacks,
[48], [49]. Access to comprehensive product
information, including detailed descriptions, images,
videos, and customer reviews, empowers consumers
to evaluate the suitability and value of the product
relative to their needs and preferences, [50].
Besides, product knowledge enables consumers to
compare alternatives effectively, assess quality, and
anticipate the overall experience associated with the
purchase. This helps reduce uncertainty and increase
confidence in their decision-making.

4.2.2 Time Costs

Modern consumers value convenience and
efficiency and are often sensitive to the time
required to complete transactions online. Time costs
refer to factors like how easy it is to navigate a
website, the speed and simplicity of the checkout
process, and the efficiency of delivery services,
[28]. When consumers face delays, complicated
steps, or lengthy wait times, they are likelier to
abandon their shopping carts or turn to competitors,
[51], [52]. In order to do this, businesses need to
simplify their websites and business models. By
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minimizing time, it is possible to enhance the
customers’ experience, enhance their satisfaction,
and thus enhance the chances of completing a sale.

4.2.3 Perceived Risk

Perceived risk is one of the most important factors
that influence consumers’ decisions in the context of
online shopping. If the buyers feel that there are
high risks involved in the purchase process in terms
of finance, quality of the product, or security then
they may cancel the order or not place the order at
all, [31], [53]. This risk perception can be attributed
to various factors that include the risk of buying a
product that may not meet the expected performance
standards, risks posed by privacy and data concerns,
or even the risk of transacting with an unknown
retailer, [54]. There are several measures that
businesses can implement to minimize risk
perception and gain the trust of consumers. These
are: ensuring that information is accurate, installing
strong security systems, and ensuring that trust
factors are incorporated in all the stages of the
purchasing process, [55], [56]. Some of the
measures may include providing easy return and
exchange policies, providing secure ways of
transacting, and having authentication seals to make
the customers comfortable and enhance their
experience.

4.2.4 Retailer Characteristics

Retailer characteristics influence  consumers'
perceptions and preferences when making online
purchasing decisions. Brand reputation,
trustworthiness, customer service, and pricing
strategies  significantly influence consumers'
perceptions of retailers and willingness to engage in
transactions, [57], [58], [59]. Established brands
with a compelling reputation for quality, reliability,
and customer satisfaction often enjoy a competitive
advantage in the online marketplace, [60]. In
addition, retailers that demonstrate responsiveness,
professionalism, and integrity in their interactions
with customers are more likely to foster trust and
loyalty, thus influencing purchase decisions and
driving repeat business.

4.2.5 Social Media Influence and Trends

Consumers are exposed to constant content with the
pervasive use of social media platforms. These
product recommendations, reviews, endorsements,
and viral trends are shared by peers, influencers, and
brands, [61]. As a result, social media serves as a
source of inspiration and discovery and facilitates
social validation and peer influence, [62]. These
roles are crucial since most consumers seek

E-ISSN: 2224-2899

885

Albérico Travassos Rosario, Joaquim A. Casaca

validation and reassurance from their social
networks before making purchase decisions, [63].
Therefore, businesses should leverage social media
platforms to engage with consumers, amplify their
brand messaging, and capitalize on emerging trends
to drive awareness, engagement, and conversion.

4.2.6 Trust

Trust is a foundational element that underpins
consumers' online decision-making processes. Trust
encompasses confidence, reliability, and credibility
in the retailer, the product, and the shopping
experience, [64], [65]. Trust is essential for building
long-term customer relationships and fostering
loyalty and advocacy. Trust can be cultivated
through various means, including transparent
communication, consistent delivery of promises,
ethical business practices, and positive customer
experiences, [30]. Businesses must prioritize trust-
building initiatives, such as secure transactions,
authentic customer reviews, and responsive
customer support, [66]. These approaches can instill
consumer confidence and differentiate businesses in
the competitive online marketplace.

4.2.7 Enabling Technologies

Enabling technologies like website design, usability,
and recommendation systems influence consumers'
online decision-making experiences. For instance, a
well-designed and user-friendly website enhances
navigation, facilitates information retrieval, and
simplifies purchasing, [67], [68]. Consequently,
these positive aspects reduce friction and improve
the overall shopping experience. Intuitive interfaces,
clear navigation menus, responsive design, and fast-
loading pages provide a seamless user experience
and increase engagement and conversion rates, [69],
[70]. In addition, recommendation systems leverage
data analytics and machine learning algorithms to
personalize product recommendations based on
consumer preferences, browsing history, and
purchase behavior, [71]. Presenting relevant and
timely recommendations enables businesses to
enhance discoverability, cross-selling, and upselling
opportunities, ultimately influencing purchase
decisions and driving revenue growth.

4.3 Theoretical Frameworks

Consumer behaviors in online retail can be
interpreted using various theoretical approaches. For
instance, [72] identify multiple theories that can be
used to understand consumer behavior in online
grocery shopping, including the theory of
interpersonal behavior, norm activation model
(NAM), theory of research action (TRA), theory of
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planned behavior (TPB), and technology acceptance
model (TAM). However, the researchers found that
TPB and TAM are the most researched and
commonly used theories since they encompass
multiple aspects explaining different consumer
behaviors. On the other hand, [22] applies the uses
and gratifications (U&G) theory to illustrate the
increased use of food delivery apps (FDA). This
research focuses on three theories (TPB, TAM, and
U&QG) to explain consumers' online behavior in e-
commerce.

4.3.1 Theory of Planned Behavior

The theory of planned behavior (TPB) is a
theoretical model that aims to explain human
behavior, especially in decision-making situations.
TPB postulates that the decision to perform a certain
behavior is determined by three factors: the attitude
towards the behavior, subjective norm, and
perceived behavioral control, [72]. An attitude
toward the behavior is defined as a psychological
phenomenon that consists of the positive or negative
appraisal of the behavior, and this attitude is a
function of the perceptions of the consequences of
the behavior and the importance placed on those
consequences, [25]. Subjective norms are the
perceived social pressure to perform or not perform
a certain behavior and it is influenced by the
opinions of significant others such as family,
friends, or peers. Control of behavior is the
perception of an individual on the level of difficulty
or ease in performing an action, including
consideration of skills, resources, and other
conditions. TPB is especially applicable to the
analysis of online consumer behavior since it helps
to reveal how and why consumers decide to shop
online. For example, the attitudes towards online
shopping can be influenced by factors like perceived
convenience, product variety, price competitiveness,
and the quality of experience that is provided by e-
commerce sites, [73], [74]. In this context,
subjective norms encompass influences from online
communities, social media contacts, and
recommendations from friends and peers, which
define consumers’ perception of the acceptability
and desirability of online shopping, [75]. Perceived
behavioral control includes features like how easy it
is to use the website, the level of trust that the
customer has in the retailer, the security of the
transaction when paying online, and the experience
that the consumer has when it comes to online
shopping, [76]. All these elements play a role in
determining the consumer’s confidence and the
consumer’s perceived potential for success in the
online shopping process, [77]. It thus enables
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businesses to formulate proper marketing plans,
develop enhanced website features, and increase
customer participation in line with the consumers’
desires and preferences. In this way, it improves the
satisfaction of the customer, increases the likelihood
of repeat business, and increases the conversion rate
in the e-commerce market that is increasingly
becoming crowded.

4.3.2 Technology Acceptance Model

The technology acceptance model (TAM) is a
theoretical model that explains the factors
influencing the acceptance of technology, [72].
TAM proposes that the likelihood of a person using
technology depends on the perceived usefulness and
perceived ease of use. Perceived usefulness can be
defined as the perception that the use of technology
will enhance task performance and increase personal
productivity, [78]. Perceived ease of use, on the
other hand, is the perception that a technology is
simple and free of effort, [72]. TAM postulates that
these factors determine users’ attitudes toward the
technology, thus affecting their decision to embrace
or reject it, [69]. Also, TAM also considers other
factors such as demographic characteristics, social
influences, and availability of resources that may
affect users’ attitudes and their decision to use the
technology. TAM is particularly useful in the
framework of online consumer behavior since it
helps to identify the factors that affect the adoption
of e-commerce, websites, mobile applications, and
other digital technologies. This model is especially
useful to businesses as it allows them to determine
the consumers’ perception of the usefulness and
ease of use of their digital platforms, [79]. This
understanding helps them to determine where they
can make enhancements to the design and features
of the online platforms so that the experience can be
more pleasing to the customers, resulting in higher
satisfaction, engagement, and conversion rates, [80],
[81]. Also, TAM makes it possible for businesses to
determine the factors that can hinder the adoption of
new technologies by consumers, hence the
development of strategies that can be used to
overcome these barriers, [78]. Therefore, TAM
provides a solid theoretical framework for analyzing
the interactions between technology and consumers
in the context of e-commerce.

4.3.3 Uses and Gratifications Theory

The uses and gratifications (U&G) theory is a
communication framework that explores why and
how individuals use media to meet their needs and
achieve specific gratifications. Unlike traditional
media theories, which focus on the impact of media
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messages on audiences, the U&G theory emphasizes
the active role of individuals in selecting and using
media based on their motivations and goals, [22].
According to this theory, people are not passive
consumers of media content but active participants
who deliberately choose media platforms and
content to fulfill needs such as information,
entertainment, social interaction, personal identity,
and emotional satisfaction. The U&G theory is
valuable for businesses because it helps them
understand why consumers engage with online
platforms and how they derive gratification from
them. By applying this model, companies can gain
insights into the motivations behind consumers’
online behaviors and use these insights to create
offerings that align with their needs and preferences,
[82]. For example, consumers may visit online retail
platforms to meet their needs for convenience,
variety, or social interaction, [83]. By recognizing
patterns in consumer behavior, businesses can
anticipate these needs and craft personalized
marketing campaigns, recommendations, and user
experiences that resonate with consumers’
motivations and gratifications, [22], [84]. In
addition, the U&G theory highlights the importance
of user engagement and satisfaction in driving
loyalty and repeat business. It emphasizes the need
for companies to create compelling and meaningful
online experiences that align with consumers' goals
and aspirations.

4.4 Factors Affecting Consumer Behavior in
Online Retail

Research findings on the factors that influence
online consumer behavior in e-commerce are still
fragmented. Different studies found factors ranging
from consumer engagement to personality,
usefulness, ease of use, convenience, price,
trustworthiness, physical environment, and social
surroundings. This research classifies the distinct
factors into seven major categories (Figure 9,
Appendix), including demographic, psychographic,
economic, technological, social, cultural, and
environmental.

4.4.1 Demographic Factors

Multiple demographic factors, such as age, gender,
income, education, occupation, and family status,
influence consumer behavior in online retail. These
factors collectively define consumer segments
within a population. For instance, age is a
significant demographic variable, as different age
groups exhibit distinct online shopping behaviors.
This is evidenced in [85] research, which found that
people born during the same period have shared
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values, attitudes, expectations, and beliefs, which
affect their shopping behaviors. For example,
younger demographics, such as millennials and Gen
Z, are often more tech-savvy and digitally native,
[84]. As a result, they embrace new digital trends
and platforms with ease. They may prefer mobile
shopping apps, social media-driven commerce, and
interactive shopping experiences. For example, [86]
found that the increased concerns among millennials
about their appearance and wellness have increased
young men's use of online retail stores to purchase
fitness equipment, merchandise, and skin care. On
the other hand, older demographics, such as baby
boomers and Generation X, may have varying levels
of comfort with technology and prefer more
traditional online retail channels with user-friendly
interfaces and reliable customer support.

Gender can also influence online shopping
preferences, with research suggesting that men and
women may have different purchasing priorities and
preferences for product categories. [87] found that
women spend more hours searching for information
before purchasing, while men pay little attention to
product comparisons regarding prices and functions.
In addition, the researcher found that women often
use e-commerce platforms to buy cosmetics and
health products, while men use online platforms to
pay for computer programs. In addition, income
levels impact consumers' purchasing power and
preferences for premium or budget-friendly
products and services in online retail, [88], [89].
Education and occupation can play a significant role
in shaping online shopping behaviors. Those with
higher levels of education tend to be more digitally
inclusive and know the various measures that need
to be taken when it comes to online security which
in turn affects their buying behavior, [90]. Also,
family status, for instance being married or having
children may influence the products and services
that are offered in the online market such as
household items, children’s apparel, or family
entertainment, [91]. Therefore, demographic factors
provide relevant information regarding the needs,
wants, and behaviors of the different consumer
segments in the online retailing environment.

4.4.2 Psychographic Factors

Psychographic factors are related to the personal
characteristics of people such as their lifestyles,
personalities, values, beliefs, interests, and attitudes
towards shopping and consumption. These factors
assist in determining the consumers’ motivation
and psychological needs, thus providing a richer
understanding of the consumers’ behavior in online
shopping, [92], [93]. It is thus important to
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understand these elements in order to develop more
specific and relevant marketing strategies,
messaging, products, and customer interactions that
would speak to the consumers’ wants and needs,
[94]. For example, consumers with the adventurous
personality type who enjoy the new and unordinary
may be interested in online stores that provide an
opportunity to buy unique or unusual products and
services, [95], [96]. However, some customers may
value factors such as quick delivery and a seamless
shopping experience, which is why they may prefer
websites that are simple to use, have brief checkout
processes, and provide reliable shipping services.
Also, environmental friendliness, social
responsibility, and ethical sourcing have been found
to have an impact on the choice of brands and
products that consumers purchase in online stores,
[97], [98]. Thus, by understanding consumers’
psychographic profiles and addressing their needs
and values, it is possible to establish more effective
communication with the target audience, increase
the likelihood of repeat purchases, and enhance
customers’ involvement.

4.4.3 Economic Factors

Economic factors are the key factors that influence
consumer behavior in the online retailing process.
Such factors include the general economic
environment, the personal economic position of the
consumer, and the buying power, [99]. Some of the
key factors that include the unemployment rates,
inflation rates, and the income levels of consumers
determine the amount of money that consumers can
spend as well as their willingness to spend it. For
example, during economic stability and growth
periods, consumers tend to have higher disposable
incomes, [100], [101]. This increased financial
flexibility often leads to more discretionary
spending and a greater willingness to shop online.
On the other hand, economic downturns, recessions,
or financial crises can make consumers more
cautious and price-sensitive, [102]. In such times,
they may focus more on essential purchases and
seek value-driven options in online retail, such as
discounts, promotions, or affordable alternatives,
[103]. As a result, businesses in the online retail
sector must keep a close eye on economic trends
and adjust their strategies to align with consumers’
changing needs and preferences during different
economic conditions.

4.4.4 Technological Factors

Technological factors play a crucial role in driving
innovation and transforming the digital shopping
landscape, which, in turn, influences consumer
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behaviors.  Advances in  technology  have
revolutionized how consumers shop online, interact
with brands, and experience the shopping process,
[104], [105]. One of the key technological
developments affecting online retail is the growth of
e-commerce platforms and the widespread use of
mobile devices, [106]. Due to the use of
smartphones and tablets, consumers can shop for
products and services on the Internet at any time and
at any place thus increasing m-commerce
transactions. In addition, technologies such as social
commerce, augmented reality (AR), and virtual
reality (VR) have changed the face of e-commerce
and have provided new ways of shopping online,
[107], [108], [109], [110]. These innovations enable
the consumers to engage with more engaging and
interactive products like the ability to try on goods
virtually or see them in 3D.

Al and machine learning algorithms are also
instrumental in the operation of personalized
recommendation systems, chatbots, and virtual
personal assistants, for example, in recommending
products, customer’ service, and shopping advice,
[111], [112], [113]. These technologies enable
businesses to suggest specific products, respond to
customers’ queries, and help them in choosing the
right products. Moreover, the development of the
digital payment system including the use of mobile
wallets, contactless payments, and even the
integration of cryptocurrency has ensured that
transactions are processed faster, are more secure,
and are convenient for consumers, [114]. Thus,
these technologies can be leveraged by businesses to
outperform their competitors and offer better
services to the customers through improved user
engagement, interaction, and introducing new
features and options as per the customer’s
preference and needs, [115], [116]. However, while
technological factors enable and drive innovation
and revolutionize online retail, it also poses
challenges such as threats to cybersecurity, data
privacy, and the need for more capital to invest in
infrastructure and digital capabilities, [117], [118].
Firms that wish to be successful in the digital store
concept have to meet these challenges by putting in
place strong security measures as well as adequate
infrastructure that will enhance the growth and
performance of the firms.

4.4.5 Social Factors

Social factors include interactions with others, peer
groups and cultural influences that affect the
shopping behavior of individuals. This is so because
social media platforms have emerged as powerful
influencers of consumer behavior, [119]. They
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shape perceptions, preferences, and purchase
decisions through user-generated content, peer
recommendations, influencer endorsements, and
social  validation, [120], [121]. Consumers
increasingly turn to social media channels to
discover new products, seek recommendations, and
engage with brands, [122], [123]. These activities
create opportunities for businesses to leverage social
commerce and influencer marketing strategies to
effectively reach and engage with their target
audience.

Moreover, social factors such as social status,
social identity, and social comparison play a role in
shaping consumers' preferences for specific brands,
products, and shopping experiences. Consumers
may be influenced by social networks and reference
groups, where they seek to emulate or differentiate
themselves through their purchasing choices in

online retail, [124], [125]. Businesses that
understand and align with prevailing social factors
can enhance their brand reputation, foster

community engagement, and build trust and loyalty
with consumers in the online retail space, [27].
However, social factors also present challenges,
such as managing online reputation, addressing
negative feedback, and navigating cultural
sensitivities in diverse markets.

4.4.6 Cultural Factors

Cultural factors include cultural values, beliefs,
norms, and traditions influencing individuals'
shopping decisions. Culture encompasses a broad
spectrum of dimensions, including language,
religion, ethnicity, social customs, and historical
context, which shape consumers' perceptions,
preferences, and consumption patterns, [66].
Cultural differences across regions and demographic
segments influence consumers' attitudes toward
online retail brands, products, and shopping
experiences, [126]. For example, cultural
preferences for specific colors, symbols, or
aesthetics may impact product design and marketing
strategies to resonate with local tastes and
sensibilities, [127]. Moreover, cultural values such
as collectivism versus individualism, uncertainty
avoidance, and long-term orientation influence
consumers' motivations and decision-making
processes in online shopping. Therefore, businesses
must consider cultural nuances and adapt their
marketing messages, product offerings, and user
experiences to align with cultural preferences and
sensitivities. This helps to engage with diverse
consumer segments in the global marketplace
effectively.
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Cultural ~ factors  influence  consumers'
perceptions of brand authenticity, trustworthiness,
and credibility, as well as their expectations for
ethical and socially responsible business practices.
Businesses that demonstrate cultural sensitivity,
respect for local customs, and inclusivity in online
retail operations can build stronger connections with
consumers, foster brand loyalty, and drive
engagement and sales in culturally diverse markets,
[128], [129]. However, cultural factors also pose
challenges, such as navigating cultural differences,
managing  cross-cultural communication, and
avoiding cultural stereotypes or misinterpretations,
[130]. Ultimately, cultural factors highlight the
importance of cultural relevance, adaptation, and
inclusivity in shaping successful online shopping
experiences and driving business growth in diverse
cultural contexts.

4.4.7 Environmental Factors

Environmental factors encompass external forces
and contextual influences that impact consumer
behavior in online retail. They reflect individuals'
broader social, economic, and ecological conditions,
[131]. These factors include situational variables
such as time constraints, geographic location,
weather conditions, and accessibility to online
resources, which can influence consumers' online
shopping behaviors and preferences, [26], [132]. For
example, consumers may be more inclined to shop
online during inclement weather or in regions with
limited access to physical stores, seeking the
convenience and flexibility of online shopping to
fulfill their needs. Environmental factors can also
encompass regulatory policies, industry standards,
and ethical considerations related to environmental
sustainability, labor practices, and data privacy,
[133], [134]. Businesses prioritizing environmental
sustainability, ethical sourcing, and transparency in
their online retail operations can enhance their brand
reputation, build trust with consumers, and
differentiate themselves from their competitors,
[135], [136]. Integrating environmental factors in
strategic planning and decision-making processes
enables businesses to understand better and respond
to the evolving needs of environmentally conscious
consumers, thereby fostering long-term
relationships.

5 Conclusion

Rapid technological advancements have led to
significant growth in e-commerce, with more people
purchasing products online. In addition, changes
like busy schedules, improved access to the Internet,
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and affordable mobile devices have led to increased
adoption of online shopping. People are now using
these technologies to make purchases of goods
directly from their homes without even visiting
traditional stores. The usage of the internet has
numerous advantages such as efficiency, a large
product offering, and an ability for consumers to
compare and contrast offers and make a suitable
choice. Furthermore, the online platforms provide
the customers with information on the reviews of
other clients which in turn enable them to determine
the quality of the product they are purchasing. These
benefits affect consumer behavior and are important
in explaining consumer’s intention to participate in
online transactions. Several factors influence
decision-making, such as product knowledge,
perceived risk, time, retailer characteristics, social
media influence, trends, trust, and ease of use of
technology. For instance, consumers will prefer to
purchase through the Internet if they have good
product knowledge, if they perceive low risks, and
if they have confidence in the retailer. Knowing
these factors enables businesses to come up with
better ways of capturing the right customers.

There are various categories of consumer
behaviors in e-commerce, which include
demographic, psychographic, economic,
technological, social, environmental, and cultural.
Demographic factors include age, gender, education,
occupation, and income which research has shown
that they affect participation in online shopping. The
findings indicate that the youth, particularly the
millennial and Gen Z generations, as well as
women, are more likely to engage in e-commerce.
Psychographic data focuses on why consumers
engage in online shopping, which includes their
interests, values, beliefs, and attitudes toward e-
retail.

Most of the decisions made by the consumers
are influenced by social factors which include peer
influence and recommendations.  However,
technologies like AR, VR, Al, and ML have
enhanced the shopping experience and increased the
rate of e-commerce adoption. For instance, AR and
VR enhance the experience of online shopping, thus
making the customer happy. Some of the cultural
factors include the need for culturally appropriate
products and services while the environmental
factors include the need to embrace green
consumption and sustainable business practices. The
success of online retailing thus depends on the
ability of the firms to meet these diverse customer
needs while navigating challenges that include
cybersecurity threats, data privacy issues, and
cultural errors.
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Understanding the consumers’ behavior in the
context of online retail has theoretical as well as
practical significance for both the companies and
the consumers. First, it is important to note that
online retailing provides convenience to consumers
as they are able to shop anytime and any day of the
week with no restrictions of geography or time.
Theoretical models, such as the Technology
Acceptance Model and the Unified Theory of
Acceptance and Use of Technology, can be used to
explain consumers’ adoption and use of e-commerce
sites. Second, online retailers apply consumer data
to create individual approaches using
recommendation systems and targeted marketing.
These models of consumer decision-making and
cognitive biases will assist us in understanding how
people react to such strategies. Third, trust and
security issues are paramount in the field of online
retailing. The Technology Trust Model and the
Theory of Perceived Risk offer explanations
regarding consumers’ perceptions of trust and
security. To build the confidence of online retailers’
customers, the latter has to make necessary
investments in secure payment systems, encryption,
and clear privacy policies. The use of social media
and online reviews are also found to have a great
impact on consumer behavior while the Theory of
Planned Behavior and the Social Identity Theory
help in explaining how social norms and an
individual’s self-identification with a group affect
the purchase decisions. It is therefore important for
retailers to monitor and respond to their online
image and interact with  their  client's
recommendations through social deal networks with
to criticism. The Technology Acceptance Model and
the Stimulus-Organism-Response model help in
understanding how design elements influence
consumer perceptions. Some of the practical
recommendations that may be useful for businesses
include the following: ensuring that the website is
easy to navigate, using the appropriate mobile-
friendly design, and having a clear and easy-to-use
checkout process in order to improve the user
experience. In addition, online retailers collect large
volumes of data regarding consumer behavior,
choices, and transactions. There are theories such as
data mining, machine learning, and predictive
modeling that assist businesses in making sense of
this data. These analytics tools help retailers
categorize their customers, address them with the
right offers and promotions, and set the right prices
for their products and services depending on the
consumers’ behavior. It is therefore important for
businesses to understand consumer behavior in
online retail to enable them to develop proper
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marketing strategies, enhance the user experience,
gain the trust of consumers, and hence enhance
long-term growth in the digital marketplace.
Theoretical frameworks and practical applications
are equally important in defining the prospects of
online retail companies.

Future courses of study in consumer behavior in
the context of online retailing will encompass the
following: (i) with the advent of new technologies
and trends such as augmented reality and virtual
reality, it is possible that future research will
examine how these technologies can be
implemented in online retailing to enhance the
shopping experience, and how these technologies
can shape consumer behavior. Studies could explore
the effectiveness of augmented reality/virtual reality
technologies in reducing uncertainty and enhancing
the shopping experience; (ii) with the rise of voice
assistants and smart speakers, researchers may
examine how voice-based interfaces shape
consumer behavior in online retail. This could
include understanding consumer trust in voice-based
transactions, the impact of voice search on product
discovery, and the effectiveness of personalized
recommendations  through  voice  commerce
platforms; (iii) as consumers become more socially
and environmentally conscious, future research may
explore how ethical considerations influence online

purchasing  behavior. This could involve
investigating consumer perceptions of corporate
social  responsibility, the effectiveness of

sustainability messaging in online marketing, and
the role of eco-labeling and certifications in driving
purchase decisions; (iv) cross-Channel Shopping
and Omnichannel Experiences: With consumers
increasingly using multiple channels (e.g., websites,
mobile apps, social media) during the shopping
journey, researchers may examine how omnichannel
experiences influence consumer behavior. This
could include studying cross-channel consistency,
the impact of seamless integration between online
and offline channels, and the role of mobile devices
in facilitating omnichannel shopping experiences;
(v) as Artificial Intelligence technologies continue
to advance, researchers may explore how Al-driven
personalization impacts consumer behavior in
online retail. This could involve investigating the
effectiveness of Al algorithms in predicting
consumer preferences, the ethical implications of
personalized marketing tactics, and the role of
transparency and control in  Al-powered
recommendation systems. By focusing on these
emerging areas, researchers can deepen our
understanding of consumer behavior in online retail
and provide insights that can inform business
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strategies, policy-making, and the development of
more user-centric digital experiences.

Declaration of Generative Al and Al-assisted
Technologies in the Writing Process

During the preparation of this work, the authors
used Grammarly to improve the readability and
language of the manuscript. After using this tool, the
authors reviewed and edited the content as needed
and took full responsibility for the content of the
publication.

References:

[1] Daroch, B., Nagrath, G., & Gupta, A. (2021).
A study on factors limiting online shopping
behaviour of consumers. Rajagiri
Management Journal, 15(1), 39-52.
https://doi.org/10.1108/RAMJI-07-2020-
0038.

Van Gelder, K. (2023, December 21). E-
commerce worldwide - statistics & facts.
Statista, [Online].
https://www.statista.com/topics/871/online-
shopping/#editorsPicks Accessed Date:
March 24, 2024).

Singh, D. B. (2018). Consumer behaviour
towards online shopping: a study of district
Kangra in Himachal Pradesh. National
Journal of Commerce and Management,
5(1), 43-53.

Lazaroiu, G., Negurita, O., Grecu, l., Grecu,
G., & Mitran, P. C. (2020). Consumers’
decision-making process on social commerce
platforms: Online trust, perceived risk, and
purchase intentions. Frontiers in
Psychology, 11, 890.
https://doi.org/10.3389/fpsy£.2020.00890.
Sayyida, S., Hartini, S., Gunawan, S., &
Husin, S. N. (2021). The impact of the
COVID-19 pandemic on retail consumer
behavior. Aptisi Transactions on
Management (ATM), 5(1), 79-88.
http://dx.doi.org/10.33050/atm.v5i1.1497.
Ruusunen, N., Hallikainen, H. &
Laukkanen, T. (2023). Does imagination
compensate for the need for touch in 360-
virtual shopping? International Journal of
Information Management, 70, June 2023,
102622
https://doi.org/10.1016/].ijinfomgt.2023.1026
22.

Vander Schee, B. A., Peltier, J., & Dahl, A.
J. (2020). Antecedent consumer factors,

[3]

[4]

[3]

[6]

Volume 22, 2025


https://doi.org/10.1108/RAMJ-07-2020-0038
https://doi.org/10.1108/RAMJ-07-2020-0038
https://www.statista.com/topics/871/online-shopping/#editorsPicks
https://www.statista.com/topics/871/online-shopping/#editorsPicks
https://doi.org/10.3389/fpsyg.2020.00890
http://dx.doi.org/10.33050/atm.v5i1.1497
https://doi.org/10.1016/j.ijinfomgt.2023.102622
https://doi.org/10.1016/j.ijinfomgt.2023.102622

[8]

[9]

[11]

[12]

[13]

[14]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2025.22.76

consequential branding outcomes and
measures of online consumer engagement:
current research and future

directions. Journal of Research in Interactive
Marketing, 14(2), 239-268.
http://dx.doi.org/10.1108/JRIM-01-2020-
0010.

Trunfio, M., & Rossi, S. (2022). Advances in

Metaverse  Investigation:  Streams  of
Research and Future Agenda. Virtual
Worlds, 1(2), 103-129.

https://doi.org/10.3390/virtualworlds102000
7.

Moher, D., Liberati, A., Tetzlaff, J., Altman,
D. G., & Prisma Group. (2009). Preferred
reporting items for systematic reviews and
meta-analyses: the PRISMA statement. PL0S
Medicine, 6(7): ¢1000097.
http://doi.org/10.1371/journal.pmed.1000097
Denyer, D., & Tranfield, D. (2009).
Producing a systematic review. In D.
Buchanan & A. Bryman (Eds.), The Sage
Handbook of Organizational Research
Methods (pp. 671-689). SAGE Publications.

Aria, M., & Cuccurullo, C. (2017).
bibliometrix: An R-tool for comprehensive
science mapping analysis. Journal of
Informetrics, 11(4), 959-975.

https://doi.org/10.1016/1.101.2017.08.007.
Zupic, L., & Cater, T. (2015). Bibliometric
Methods in Management and Organization.
Organizational Research Methods, 18(3),
429-472.
https://doi.org/10.1177/1094428114562629.
Chen, C. (2004). Searching for intellectual
turning points: Progressive knowledge
domain visualization. Proceedings of the
National Academy of Sciences, 101(suppl 1),
5303-5310.
https://doi.org/10.1073/pnas.0307513100.
Braun, V., & Clarke, V. (2006). Using
thematic analysis in psychology. Qualitative
Research in Psychology, 3(2), 77-101.
https://doi.org/10.1191/1478088706qp0630a.
Pritchard, A. (1969). Statistical bibliography
or bibliometrics? Journal of Documentation,
25(4), 348-349.

Benckendorff, P., & Zehrer, A. (2013). A
network analysis of tourism research. Annals
of Tourism Research, 43, 121-149.
https://doi.org/10.1016/j.annals.2013.04.005.
Khiste, G. P., & Paithankar, D. R. R. (2017).
Analysis of bibliometric term in Scopus.
International Journal of Library Science and

E-ISSN: 2224-2899

892

[19]

[20]

[21]

[23]

[24]

[25]

Albérico Travassos Rosario, Joaquim A. Casaca

Information Management (1JLSIM), 3(3), 81-
88. ISSN: 2454-910X.

Sun, J., & Yuan, B. Z. (2020). Bibliometric
mapping of top papers in Library and
Information Science based on the Essential

Science  Indicators Database. Malaysian
Journal of Library & Information
Science, 25(2), 61-76.

https://doi.org/10.22452/mjlis.vol25n02.4.
Mukherjee, D., Lim, W. M., Kumar, S., &
Donthu, N. (2022). Guidelines for advancing
theory and practice through bibliometric
research. Journal of Business Research, 148,
101-115.
https://doi.org/10.1016/j.jbusres.2022.04.042
Rousseau, S., & Rousseau, R. (2021).
Bibliometric techniques and their use in
business and economics research. Journal of
Economic Surveys, 35(5), 1428-1451.
https://doi.org/10.1111/joes.12415.
Bernatovié, L., Slavec Gomezel, A., & Cerne,
M. (2022). Mapping the knowledge-hiding
field and its future prospects: a bibliometric
co-citation, co-word, and coupling analysis.
Knowledge Management Research &
Practice, 20(3), 394-409.
https://doi.org/10.1080/14778238.2021.1945
963.

Ray, A., Dhir, A., Bala, P. K., & Kaur, P.
(2019). Why do people use food delivery
apps (FDA)? A uses and gratification theory
perspective. Journal of Retailing and
Consumer Services, 51, 221-230.
https://doi.org/10.1016/j.jretconser.2019.05.0
25.

Guthrie, C., Fosso-Wamba, S., & Arnaud, J.
B. (2021). Online consumer resilience during
a pandemic: An exploratory study of e-
commerce behaviour before, during and after
a COVID-19 lockdown. Journal of Retailing
and Consumer Services, 61, July 2021,
102570.
https://doi.org/10.1016/j.jretconser.2021.102
570.

Wagner, G., Schramm-Klein, H., &
Steinmann, S. (2020). Online retailing across
e-channels and e-channel touchpoints:
Empirical studies of consumer behaviour in
the multichannel e-commerce environment.
Journal of Business Research, 107, 256-270.
https://doi.org/10.1016/j.jbusres.2018.10.048
Fan, X., Chai, Z., Deng, N., & Dong, X.
(2020). Adoption of augmented reality in
online retailing and consumers’ product
attitude: A cognitive perspective. Journal of

Volume 22, 2025


http://dx.doi.org/10.1108/JRIM-01-2020-0010
http://dx.doi.org/10.1108/JRIM-01-2020-0010
https://doi.org/10.3390/virtualworlds1020007
https://doi.org/10.3390/virtualworlds1020007
http://doi.org/10.1371/journal.pmed.1000097
https://doi.org/10.1016/j.joi.2017.08.007
https://doi.org/10.1177/1094428114562629
https://doi.org/10.1073/pnas.0307513100
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1016/j.annals.2013.04.005
https://doi.org/10.22452/mjlis.vol25no2.4
https://doi.org/10.1016/j.jbusres.2022.04.042
https://doi.org/10.1111/joes.12415
https://doi.org/10.1080/14778238.2021.1945963
https://doi.org/10.1080/14778238.2021.1945963
https://doi.org/10.1016/j.jretconser.2019.05.025
https://doi.org/10.1016/j.jretconser.2019.05.025
https://doi.org/10.1016/j.jretconser.2021.102570
https://doi.org/10.1016/j.jretconser.2021.102570
https://doi.org/10.1016/j.jbusres.2018.10.048

[28]

[29]

[30]

[31]

[32]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2025.22.76

Retailing and Consumer Services, 53, March
2020, 101986
https://doi.org/10.1016/j.jretconser.2019.101
986.

Nguyen, D. H., de Leeuw, S., Dullaert, W.,
& Foubert, B. P. J. (2019). What Is the Right
Delivery Option for You? Consumer
Preferences for Delivery Attributes in Online
Retailing. Journal of Business Logistics,
40(4), 299-321.
https://doi.org/10.1111/jbl.12210.

Khan, I., Hollebeek, L. D., Fatma, M., Islam,
J. U., & Riivits-Arkonsuo, 1. (2020).
Customer experience and commitment in
retailing: Does customer age matter? Journal
of Retailing and Consumer Services, 57,
November 2020, 102219
https://doi.org/10.1016/].jretconser.2020.102
219.

Gawor, T., & Hoberg, K. (2019). Customers’
valuation of time and convenience in e-
fulfillment. International Journal of Physical
Distribution and Logistics Management,
49(1), 75-98.
https://doi.org/10.1108/IJPDLM-09-2017-
0275.

Cheah, J.-H., Lim, X.-J., Ting, H., Liu, Y., &
Quach, S. (2022). Are privacy concerns still
relevant? Revisiting consumer behaviour in
omnichannel retailing. Journal of Retailing
and Consumer Services, 65, March 2022,
102242.
https://doi.org/10.1016/].jretconser.2020.102
242.

Punyatoya, P. (2019). Effects of cognitive
and affective trust on online customer
behavior.  Marketing  Intelligence &
Planning, 37(1), 80-96.
https://doi.org/10.1108/MIP-02-2018-0058.
Saad, A. T. (2021). Factors affecting online
food delivery service in Bangladesh: An
empirical study. British Food Journal,
123(2), 535-550.
https://doi.org/10.1108/BFJ-05-2020-0449.
Zheng, B., Wang, H., Golmohammadi, A., &
Goli, A. (2022). Impacts of logistics service
quality and energy service of Business to
Consumer (B2C) online retailing on
customer loyalty in a circular economy.
Sustainable Energy Technologies and
Assessments, 52, Part D, August 2022,
102333.
https://doi.org/10.1016/j.seta.2022.102333.

E-ISSN: 2224-2899

893

[33]

[35]

[36]

[37]

[38]

[39]

Albérico Travassos Rosario, Joaquim A. Casaca

Basile, V., Caboni, F., & Pizzichini, L.
(2022). The new profile of the online
consumer behaviour in a post-pandemic
world. In Handbook of Research on Global
Networking Post COVID-19 (pp. 38-54). IGI
Global. https://doi.org/10.4018/978-1-7998-
8856-7.ch003.

Brylla, D., & Walsh, G. (2022). When Faster
Online Delivery Backfires: Examining the
Negative Consequences of Split Deliveries.
International ~ Journal ~ Of  Electronic
Commerce, 26(4), 497-525.
https://doi.org/10.1080/10864415.2022.2123
647.

Acquila-Natale, E., & Iglesias-Pradas, S.
(2021). A matter of value? Predicting
channel preference and  multichannel
behaviours in  retail.  Technological
Forecasting and Social Change, 162,
January 2021, 120401.
https://doi.org/10.1016/j.techfore.2020.12040
1.

Thaichon, P., Dharmesti, M., Quach, S.,
Liyanaarachchi, G., Weaven, S., & Ratten,
V. (2020). Online retailing and relationship
marketing: The current landscape and future
developments. In Transforming Relationship
Marketing: Strategies and Business Models
in the Digital Age (pp. 145-159).
https://doi.org/10.4324/9781003090717-10.
Al-dweeri, R., Moreno, A., Montes, F.,
Obeidat, Z., & Al-dwairi, K. (2019). The
effect of e-service quality on Jordanian
student’s e-loyalty: An empirical study in
online retailing. Industrial Management &
Data Systems, 119(4), 902-923.
https://doi.org/10.1108/IMDS-12-2017-
0598.

Bansal, S., Nangia, P., Singh, S., & Garg, L.
(2023). Electronic Retailing: Mapping the
past for informing the future. International
Review of Retail, Distribution and Consumer
Research, 33(3), 300-317.
https://doi.org/10.1080/09593969.2022.2152
075.

Zhu, Y., Shi, H., Bin Azam Hashmi, H., &
Wu, Q. (2023). Bridging artificial
intelligence-based services and online
impulse buying in E-retailing context.
Electronic  Commerce  Research  and
Applications, 62, November—December
2023, 101333.
https://doi.org/10.1016/j.elerap.2023.101333.

Volume 22, 2025


https://doi.org/10.1016/j.jretconser.2019.101986
https://doi.org/10.1016/j.jretconser.2019.101986
https://doi.org/10.1111/jbl.12210
https://doi.org/10.1016/j.jretconser.2020.102219
https://doi.org/10.1016/j.jretconser.2020.102219
https://doi.org/10.1108/IJPDLM-09-2017-0275
https://doi.org/10.1108/IJPDLM-09-2017-0275
https://doi.org/10.1016/j.jretconser.2020.102242
https://doi.org/10.1016/j.jretconser.2020.102242
https://doi.org/10.1108/MIP-02-2018-0058
https://doi.org/10.1108/BFJ-05-2020-0449
https://doi.org/10.1016/j.seta.2022.102333
https://doi.org/10.4018/978-1-7998-8856-7.ch003
https://doi.org/10.4018/978-1-7998-8856-7.ch003
https://doi.org/10.1080/10864415.2022.2123647
https://doi.org/10.1080/10864415.2022.2123647
https://doi.org/10.1016/j.techfore.2020.120401
https://doi.org/10.1016/j.techfore.2020.120401
https://doi.org/10.4324/9781003090717-10
https://doi.org/10.1108/IMDS-12-2017-0598
https://doi.org/10.1108/IMDS-12-2017-0598
https://doi.org/10.1080/09593969.2022.2152075
https://doi.org/10.1080/09593969.2022.2152075
https://doi.org/10.1016/j.elerap.2023.101333

[40]

[42]

[44]

[45]

[46]

[47]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2025.22.76

Groppel-Klein, A., Kirsch, K.-M., & Spilski,
A. (2021). (Hedonic) ShoppingWill Find
aWay: The COVID-19 Pandemic and its
Impact on Consumer Behavior. Marketing,
Zeitschrift Fur Forschung Und Praxis, 43(1-
2), 95-108. https://doi.org/10.15358/0344-
1369-2021-1-2-95.

Meng, H., Sun, Y., Liu, X., Li, Y., & Yang,
Y. (2023). Antecedents and mediators
of experiential retailing consumer behavior.
International  Journal of Retail and
Distribution Management, 51(7), 920-938.
Scopus.  https://doi.org/10.1108/IJRDM-11-
2022-0470.

Ezhil Kumar, M., Sharma, D. P., & Tapar, A.
V. (2021). Out-of-stock justifications and
consumers’ behavioral outcomes— exploring
the role of product type and sales level
information in  out-of-stock situations.
Journal of Retailing and Consumer Services,
60, May 2021, 102458.
https://doi.org/10.1016/j.jretconser.2021.102
458.

Gupta, A. K., & Shukla, A. V. (2019).
Online Retail Format Choice Behaviour of
Indian Customers for Reasoned Purchase: A
Cultural Perspective. Journal of
International Consumer Marketing, 31(5),
469-491.
https://doi.org/10.1080/08961530.2019.1611
518.

Dimitriou, C. K., & AbouFElgheit, E. (2019).
Understanding generation Z’s travel social
decision-making. Tourism and hospitality
management, 25(2), 311-334.
https://doi.org/10.20867/thm.25.2.4.

Shen, Y., Zhang, Q., Zhang, Z., & Ma, X.
(2022).  Omnichannel retailing return
operations with consumer disappointment
aversion. Operations Research Perspectives,
9, 2022, 100253.
https://doi.org/10.1016/j.0rp.2022.100253.
Huang, M., Zhang, Y., & Fan, H. (2022).
Research on retail channel decisions
considering consumer’s fairness concern.
Rairo-Operations Research, 56(1), 23-47.
https://doi.org/10.1051/r0/2021171.
Chenavaz, R., Klibi, W., & Schlosser, R.
(2022). Dynamic pricing with reference price
effects in integrated online and offline
retailing. International Journal of Production
Research, 60(19), 5854-5875.
https://doi.org/10.1080/00207543.2021.1973
136.

E-ISSN: 2224-2899

894

[48]

[49]

[50]

[52]

[53]

[54]

Albérico Travassos Rosario, Joaquim A. Casaca

Kalantary, M., Hejazi, S., & Khosroshahi, H.
(2023). Pricing for different return policies in
an online  marketplace  considering
appeasement during a post-return out-of-
stock. International Journal of Production
Economics, 266, December 2023, 109039.
https://doi.org/10.1016/].ijpe.2023.109039
Kuhnle, J. S., Stokburger-Sauer, N. E.,
Hofmann, V., & Hebborn, H. M. (2023).
Designed for Success: The Role of Long-
Term User-Product Interaction for Product
Design  Success: An  Abstract. In
Developments in  Marketing  Science:
Proceedings of the Academy of Marketing
Science (pp. 203-204).
https://doi.org/10.1007/978-3-031-24687-
6_78.

Klein, A., & Sharma, V. M. (2022).
Consumer decision-making styles,
involvement, and the intention to participate
in online group buying. Journal of Retailing
and Consumer Services, 64, January 2022,
102808.
https://doi.org/10.1016/j.jretconser.2021.102
808.

Li, Z., Zhao, X., & Ou, G. (2023).
Understanding customer satisfaction in
curated subscription services: Moderating
roles of subscription time and information
disclosure. Information and Management,
60(6), September 2023, 103834.
https://doi.org/10.1016/j.im.2023.103834.
Nasibov, E., Demir, M., & Vahaplar, A.
(2019). A fuzzy logic apparel size decision

methodology  for  online  marketing.
International Journal of Clothing Science
and Technology, 31(2),  299-315.

https://doi.org/10.1108/IJCST-06-2018-
0077.

Bashir, S., Khwaja, M. G., Mahmood, A.,
Turi, J. A., & Latif, K. F. (2021). Refining e-
shoppers’ perceived risks: Development and
validation of new measurement scale.
Journal of Retailing and Consumer Services,
58, January 2021, 102285.
https://doi.org/10.1016/j.jretconser.2020.102
285.

Ghadge, A., Bag, S., Goswami, M., &
Tiwari, M. (2021). Mitigating demand risk of
durable goods in online retailing.
International  Journal Of Retail &
Distribution Management, 49(2), 165-186.
https://doi.org/10.1108/IJRDM-04-2020-
0127.

Volume 22, 2025


https://doi.org/10.15358/0344-1369-2021-1-2-95
https://doi.org/10.15358/0344-1369-2021-1-2-95
https://doi.org/10.1108/IJRDM-11-2022-0470
https://doi.org/10.1108/IJRDM-11-2022-0470
https://doi.org/10.1016/j.jretconser.2021.102458
https://doi.org/10.1016/j.jretconser.2021.102458
https://doi.org/10.1080/08961530.2019.1611518
https://doi.org/10.1080/08961530.2019.1611518
https://doi.org/10.20867/thm.25.2.4
https://doi.org/10.1016/j.orp.2022.100253
https://doi.org/10.1051/ro/2021171
https://doi.org/10.1080/00207543.2021.1973136
https://doi.org/10.1080/00207543.2021.1973136
https://doi.org/10.1016/j.ijpe.2023.109039
https://doi.org/10.1007/978-3-031-24687-6_78
https://doi.org/10.1007/978-3-031-24687-6_78
https://doi.org/10.1016/j.jretconser.2021.102808
https://doi.org/10.1016/j.jretconser.2021.102808
https://doi.org/10.1016/j.im.2023.103834
https://doi.org/10.1108/IJCST-06-2018-0077
https://doi.org/10.1108/IJCST-06-2018-0077
https://doi.org/10.1016/j.jretconser.2020.102285
https://doi.org/10.1016/j.jretconser.2020.102285
https://doi.org/10.1108/IJRDM-04-2020-0127
https://doi.org/10.1108/IJRDM-04-2020-0127

[55]

[57]

[58]

[59]

[60]

[61]

[62]

[63]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2025.22.76

Zhang, D. J., Dai, H., Dong, L., Qi, F.,
Zhang, N., Liu, X., Liu, Z., & Yang, J.
(2020). The long-term and spillover effects
of price promotions on retailing platforms:

Evidence from a large, randomized
experiment on Alibaba. Management
Science, 66(6), 2589-2609.

https://doi.org/10.1287/mnsc.2019.3316.
Saini, C. (2020). Difficulty in Transition:
Study on Hindrances in Online Shopping for
Potential Shoppers. International Journal of
Online Marketing, 10(2), 17-29.
https://doi.org/10.4018/1JOM.2020040102.
Al-Nabhani, K., Wilson, A., & McLean, G.
(2022). Examining consumers’ continuous
usage of multichannel retailers’ mobile
applications. Psychology and Marketing,
39(1), 168-195.
https://doi.org/10.1002/mar.21585.

Ma, T., Wu, X., & Li, Y. (2023). Integrating
online and offline channels for online
customer loyalty: The moderating role of
retailer credibility. Information Technology
& People, 36(2), 758-784.
https://doi.org/10.1108/ITP-06-2021-0441.
Mainardes, E., Coutinho, A., & Alves, H.
(2023). The influence of the ethics of E-
retailers on online customer experience and
customer satisfaction. Journal of Retailing
and Consumer Services, 70, January 2023,
103171.
https://doi.org/10.1016/j.jretconser.2022.103
171.

Rani, A., & Shivaprasad, H. (2021).
Revisiting the antecedent of electronic word-
of-mouth (eWOM) during COVID-19
Pandemic. DECISION, 48(4), 419-432.
https://doi.org/10.1007/s40622-021-00298-

2.

Senanu, B., Anning-Dorson, T., & Tackie, N.
N. (2023). Social media insights for non-
luxury fashion SMEs in emerging markets:
Evidence from young consumers. Journal of
Fashion Marketing and Management, 27(6),
965-987. https://doi.org/10.1108/JFMM-02-
2022-0026.

Scholz, M., Brenner, C., & Hinz, O. (2019).
AKEGIS: automatic keyword generation for
sponsored search advertising in online
retailing. Decision Support Systems, 119, 96—
106.
https://doi.org/10.1016/].dss.2019.02.001.
Katta, R. M. R., & Patro, C. S. (2020).
Consumers’ perceived value in internet

E-ISSN: 2224-2899

895

[64]

[65]

[68]

[69]

[70]

[71]

Albérico Travassos Rosario, Joaquim A. Casaca

shopping: An empirical study. International
Journal of Customer Relationship Marketing
and Management, 11(2), 17-36.
https://doi.org/10.4018/IJCRMM.202004010
2.

Bhattacharya, S., Sharma, R., & Gupta, A.
(2023). Does e-retailer’s country of origin

influence consumer privacy, trust and
purchase intention? Journal Of Consumer
Marketing, 40(2), 248-259.

https://doi.org/10.1108/JCM-04-2021-4611.
Miao, M., Jalees, T., Zaman, S. 1., Khan, S.,
Hanif, N.-U.-A., & Javed, M. K. (2022). The
influence of e-customer satisfaction, e-trust
and perceived value on consumer’s
repurchase intention in B2C e-commerce
segment. Asia Pacific Journal of Marketing
and  Logistics,  34(10), 2184-2206.
https://doi.org/10.1108/APJML-03-2021-
0221.

Qin, L., Qu, Q., Zhang, L., & Wu, H. (2022).
Platform trust in C2C e-commerce platform:
The sellers’ cultural perspective. Information
Technology & Management, 23(4), 233-243.
https://doi.org/10.1007/s10799-021-00349-
1.

Connell, C., Marciniak, R., Carey, L. 1., &
McColl, J. (2019). Customer engagement
with  websites: A transactional retail
perspective. European Journal of Marketing,
53(9), 1882-1904.
https://doi.org/10.1108/EJM-10-2017-0649.
Ramezani Nia, M., & Shokouhyar, S. (2020).
Analyzing the effects of visual aesthetic of
Web pages on users’ responses in online
retailing using the VisAWI method. Journal
of Research in Interactive Marketing, 14(4),
357-389. https://doi.org/10.1108/JRIM-11-
2018-0147.

Islam, H., Jebarajakirthy, C., & Shankar, A.
(2021). An experimental based investigation
into the effects of website interactivity on
customer behaviour in on-line purchase
context. Journal of Strategic Marketing,
29(2), 117-140.
https://doi.org/10.1080/0965254X.2019.1637
923.

Wang, J., Wang, Z., & Chen, Y. (2021).
Equilibrium strategies and optimal pricing in
an online retailing queueing system. Naval
Research  Logistics, 68(5), 556-576.
https://doi.org/10.1002/nav.21890.

Jiang, Y., & Stylos, N. (2021). Triggers of
consumers’ enhanced digital engagement and

Volume 22, 2025


https://doi.org/10.1287/mnsc.2019.3316
https://doi.org/10.4018/IJOM.2020040102
https://doi.org/10.1002/mar.21585
https://doi.org/10.1108/ITP-06-2021-0441
https://doi.org/10.1016/j.jretconser.2022.103171
https://doi.org/10.1016/j.jretconser.2022.103171
https://doi.org/10.1007/s40622-021-00298-2
https://doi.org/10.1007/s40622-021-00298-2
https://doi.org/10.1108/JFMM-02-2022-0026
https://doi.org/10.1108/JFMM-02-2022-0026
https://doi.org/10.1016/j.dss.2019.02.001
https://doi.org/10.4018/IJCRMM.2020040102
https://doi.org/10.4018/IJCRMM.2020040102
https://doi.org/10.1108/JCM-04-2021-4611
https://doi.org/10.1108/APJML-03-2021-0221
https://doi.org/10.1108/APJML-03-2021-0221
https://doi.org/10.1007/s10799-021-00349-1
https://doi.org/10.1007/s10799-021-00349-1
https://doi.org/10.1108/EJM-10-2017-0649
https://doi.org/10.1108/JRIM-11-2018-0147
https://doi.org/10.1108/JRIM-11-2018-0147
https://doi.org/10.1080/0965254X.2019.1637923
https://doi.org/10.1080/0965254X.2019.1637923
https://doi.org/10.1002/nav.21890

[73]

[74]

[75]

[76]

[77]

[78]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS
DOI: 10.37394/23207.2025.22.76

the role of digital technologies in
transforming the retail ecosystem during

COVID-19 pandemic. Technological
Forecasting and Social Change, 172,
November 2021, 121029.

https://doi.org/10.1016/j.techfore.2021.12102
9.

Brand, C., Schwanen, T., & Anable, J.
(2020). ‘Online Omnivores’ or ‘Willing but
struggling’?  Identifying online grocery
shopping behaviour segments using attitude
theory. Journal of Retailing and Consumer
Services, 57, November 2020, 102195.
https://doi.org/10.1016/j.jretconser.2020.102
195.

Riquelme, I., & Roman, S. (2023). Personal
antecedents of perceived deceptive pricing in
online retailing: The moderating role of price
inequality. Electronic Commerce Research,
23(2), 739-783.
https://doi.org/10.1007/s10660-021-09490-
Z.
Teixeira, R., Duarte, A., Macau, F., & de
Oliveira, F. (2022). Assessing the
moderating effect of brick-and-mortar store

on omnichannel retailing. International
Journal of Retail &  Distribution
Management, 50(10), 1259-1280.

https://doi.org/10.1108/IJRDM-03-2021-
0139.

Silva, E. S., & Bonetti, F. (2021). Digital
humans in fashion: Will consumers interact?
Journal of Retailing and Consumer Services,
60, May 2021, 102430.
https://doi.org/10.1016/].jretconser.2020.102
430.

Rajagopal. (2022). Impact of retailing
technology during business shutdown.
Marketing Intelligence & Planning, 40(4),
441-459. https://doi.org/10.1108/MIP-08-
2021-0255.

Rintamiki, T., Spence, M., Saarijarvi, H.,
Joensuu, J., & Yrjold, M. (2021). Customers’
perceptions of returning items purchased
online: Planned versus unplanned product
returners. International Journal of Physical
Distribution & Logistics Management, 51(4),
403-422. https://doi.org/10.1108/IJPDLM-
10-2019-0302.

Cheng, E. W. (2019). Choosing between the
theory of planned behaviour (TPB) and the
technology acceptance model
(TAM). Educational Technology Research

E-ISSN: 2224-2899

896

[80]

[83]

[84]

Albérico Travassos Rosario, Joaquim A. Casaca

and Development, 67, 21-37.
https://doi.org/10.1007/s11423-018-9598-6.
Vrechopoulos, A., Lazaris, C., & Doukidis,
G. (2022). Humans and digital technologies
in the omnichannel post-covid-19 era. In
Handbook of Research on  Global
Networking Post COVID-19 (pp. 55-75).
https://doi.org/10.4018/978-1-7998-8856-
7.ch004.

Bauer, J. C., Linzmajer, M., Nagengast, L.,
Rudolph, T., & D’Cruz, E. (2020).
Gamifying the digital shopping experience:
Games without monetary participation
incentives increase customer satisfaction and
loyalty. Journal of Service Management,
31(3), 563-595.
https://doi.org/10.1108/JOSM-10-2018-
0347.

Chaklader, G. (2020). Active and upcoming
deals: Effect on purchase intention.
Marketing Intelligence & Planning, 38(1),
32-45. https://doi.org/10.1108/MIP-01-2019-
0004.

Kaur, P., Dhir, A., Chen, S., Malibari, A., &

Almotairi, M. (2020). Why do people
purchase virtual goods? A wuses and
gratification (U&G) theory

perspective. Telematics and Informatics, 53,
October 2020, 101376.
https://doi.org/10.1016/j.tele.2020.101376.
Davies, A., Dolega, L., & Arribas-Bel, D.
(2019). Buy online collect in-store:
Exploring grocery click&collect using a
national case study. International Journal of
Retail & Distribution Management, 47(3),
278-291. https://doi.org/10.1108/[JIRDM-01-
2018-0025.

Cicea, C., Marinescu, C., & Banacu, C. S.
(2023). Multi-Channel and Omni-Channel
Retailing in the Scientific Literature: A Text
Mining Approach. Journal of Theoretical
and Applied Electronic Commerce Research,
18(1), 19-36.
https://doi.org/10.3390/jtaer18010002.
Caboni, F., & Pizzichini, L. (2022). How the
COVID-19 pandemic may accelerate
millennials’ adoption of augmented reality.
International Journal of Retail and
Distribution Management, 50(13), 95-115.
https://doi.org/10.1108/IJRDM-10-2021-
0509.

Stoian Bobalca, C., Tugulea, O., Ifrim, M., &
Mabha, L.-G. (2021). Analysing the predictors
of the young buyers’ satisfaction in the e-

Volume 22, 2025


https://doi.org/10.1016/j.techfore.2021.121029
https://doi.org/10.1016/j.techfore.2021.121029
https://doi.org/10.1016/j.jretconser.2020.102195
https://doi.org/10.1016/j.jretconser.2020.102195
https://doi.org/10.1007/s10660-021-09490-z
https://doi.org/10.1007/s10660-021-09490-z
https://doi.org/10.1108/IJRDM-03-2021-0139
https://doi.org/10.1108/IJRDM-03-2021-0139
https://doi.org/10.1016/j.jretconser.2020.102430
https://doi.org/10.1016/j.jretconser.2020.102430
https://doi.org/10.1108/MIP-08-2021-0255
https://doi.org/10.1108/MIP-08-2021-0255
https://doi.org/10.1108/IJPDLM-10-2019-0302
https://doi.org/10.1108/IJPDLM-10-2019-0302
https://doi.org/10.1007/s11423-018-9598-6
https://doi.org/10.4018/978-1-7998-8856-7.ch004
https://doi.org/10.4018/978-1-7998-8856-7.ch004
https://doi.org/10.1108/JOSM-10-2018-0347
https://doi.org/10.1108/JOSM-10-2018-0347
https://doi.org/10.1108/MIP-01-2019-0004
https://doi.org/10.1108/MIP-01-2019-0004
https://doi.org/10.1016/j.tele.2020.101376
https://doi.org/10.1108/IJRDM-01-2018-0025
https://doi.org/10.1108/IJRDM-01-2018-0025
https://doi.org/10.3390/jtaer18010002
https://doi.org/10.1108/IJRDM-10-2021-0509
https://doi.org/10.1108/IJRDM-10-2021-0509

[87]

[88]

[89]

[90]

[91]

[92]

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS

DOI: 10.37394/23207.2025.22.76

retailing apparel sector.  International
Journal of Retail and Distribution
Management, 49(12), 1597-1620.

https://doi.org/10.1108/IJRDM-08-2020-
0302.

Do, Q. A. (2019). Is there any gender
difference in online shopping decisions
among consumers? An exploratory study on
young Vietnamese consumers, [Online].
https://aaltodoc.aalto.fi/server/api/core/bitstre
ams/90d6bf85-b2cd-4b4c-833c-
e3ca3aad644c/content  (Accessed
March 24, 2024).

Gaidarzhy, K., Wozniak, T., & Schu, M.
(2022). Returns management practices in
Swiss online apparel retailing: a multiple
case study approach. 35th Bled eConference
Digital Restructuring and Human (Re)
action, Slovenia, 403-415.
https://doi.org/10.18690/um.fov.4.2022.25.

Date:

Wang, G., Ai, X., & Zhong, L. (2019).
Managing product variety on online
platform: Consumer heterogeneity and

diseconomies of scope. PLOS ONE, 14(8):
€0219177.
https://doi.org/10.1371/journal.pone.0219177
Vahdani, M., & Sazvar, Z. (2022).
Coordinated inventory control and pricing
policies for online retailers with perishable
products in the presence of social learning.
Computers & Industrial Engineering, 168,
June 2022, 108093.
https://doi.org/10.1016/j.cie.2022.108093.
Tupikovskaja-Omovie, Z., & Tyler, D.
(2020). Clustering consumers’ shopping
journeys: Eye tracking fashion m-retail.
Journal of Fashion Marketing and
Management, 24(3), 381-398.
https://doi.org/10.1108/JFMM-09-2019-
0195.

Gupta, P., & Sachan, A. (2019). The
influence of customer’s belief about e-service
delivery process on behavioral intentions:
The mediating role of attitude in a B-A-I

model. 9th International Conference on
Industrial Engineering and Operations
Management, IEOM 2019, Bangkok,
2019(MAR), 927-927, [Online].

https://www.scopus.com/inward/record.uri?e
1d=2-s2.0-
85067241377 &partner] D=40&md5=54¢219d
87d977863d69386196f4d3eb6 (Accessed
Date: March 24, 2024).
Zaharia, S. (2019).
Motives—An Empirical

Online  Shopping
Investigation of

E-ISSN: 2224-2899

897

[94]

[96]

[97]

[98]

[99]

[100]

Albérico Travassos Rosario, Joaquim A. Casaca

Consumer Buying Behaviour in Germany's
Main Online Retail Segments (F. Nah & K.
Siau, Eds.; WO0S:000657960200023; Vol.
11588, Pp- 333-349.
https://doi.org/10.1007/978-3-030-22335-

9 23.

Kiihn, F., Lichters, M., & Krey, N. (2020).
The touchy issue of produce: Need for touch
in online grocery retailing. Journal of
Business Research, 117, 244-255.
https://doi.org/10.1016/].jbusres.2020.05.017
Menidjel, C., Bilgihan, A., & Benhabib, A.
(2020). Exploring the impact of personality
traits on perceived relationship investment,
relationship quality, and loyalty in the retail
industry. International Review of Retail,
Distribution and Consumer Research, 31(1),
106-129.
https://doi.org/10.1080/09593969.2020.1781
228.

Nasiri, M. S., & Shokouhyar, S. (2021).
Actual consumers’ response to purchase
refurbished smartphones: Exploring
perceived value from product reviews in
online retailing. Journal of Retailing and
Consumer Services, 62, September 2021,
102652
https://doi.org/10.1016/j.jretconser.2021.102
652.

Imschloss, M., & Schwemmle, M. (2023).
Value creation in post-pandemic retailing: A
conceptual framework and implications.
Journal of Business Economics. 94(6), 851-
&89. https://doi.org/10.1007/s11573-023-
01189-x.

Mishra, S., Malhotra, G., & Tiwari, S. R.
(2021). Moderating effect of cognitive
conflict on the relationship between value
consciousness and online shopping cart
abandonment. International Review of Retail,
Distribution and Consumer Research, 31(5),
511-530.
https://doi.org/10.1080/09593969.2021.2002
386.

Khandelwal, U., Yadav, S., & Kumar, Y.
(2020). Understanding Research Online
Purchase Offline (ROPO) Behaviour of
Indian Consumers. International Journal of
Online Marketing, 10(1), 1-14.
https://doi.org/10.4018/1JOM.2020010101.
Patel, P., Baldauf, C., Karlsson, S., &
Oghazi, P. (2021). The impact of free returns
on online purchase behavior: Evidence from
an intervention at an online retailer. Journal

Volume 22, 2025


https://doi.org/10.1108/IJRDM-08-2020-0302
https://doi.org/10.1108/IJRDM-08-2020-0302
https://aaltodoc.aalto.fi/server/api/core/bitstreams/90d6bf85-b2cd-4b4c-833c-e3ca3aa4644c/content
https://aaltodoc.aalto.fi/server/api/core/bitstreams/90d6bf85-b2cd-4b4c-833c-e3ca3aa4644c/content
https://aaltodoc.aalto.fi/server/api/core/bitstreams/90d6bf85-b2cd-4b4c-833c-e3ca3aa4644c/content
https://doi.org/10.18690/um.fov.4.2022.25
https://doi.org/10.1371/journal.pone.0219177
https://doi.org/10.1016/j.cie.2022.108093
https://doi.org/10.1108/JFMM-09-2019-0195
https://doi.org/10.1108/JFMM-09-2019-0195
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85067241377&partnerID=40&md5=54c2f9d87d977863d69386196f4d3eb6
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85067241377&partnerID=40&md5=54c2f9d87d977863d69386196f4d3eb6
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85067241377&partnerID=40&md5=54c2f9d87d977863d69386196f4d3eb6
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85067241377&partnerID=40&md5=54c2f9d87d977863d69386196f4d3eb6
https://doi.org/10.1007/978-3-030-22335-9_23
https://doi.org/10.1007/978-3-030-22335-9_23
https://doi.org/10.1016/j.jbusres.2020.05.017
https://doi.org/10.1080/09593969.2020.1781228
https://doi.org/10.1080/09593969.2020.1781228
https://doi.org/10.1016/j.jretconser.2021.102652
https://doi.org/10.1016/j.jretconser.2021.102652
https://doi.org/10.1007/s11573-023-01189-x
https://doi.org/10.1007/s11573-023-01189-x
https://doi.org/10.1080/09593969.2021.2002386
https://doi.org/10.1080/09593969.2021.2002386
https://doi.org/10.4018/IJOM.2020010101

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS

DOI: 10.37394/23207.2025.22.76

[101]

[102]

[103]

[104]

[105]

[106]

[107]

[108]

[109]

of Operations Management, 67(4), 511-555.
https://doi.org/10.1002/joom.1135.

Wang, Y., Anderson, J., Joo, S., & Huscroft,
J. (2019). The leniency of return policy and
consumers’ repurchase intention in online
retailing. Industrial Management & Data
Systems, 120(1), 21-39.
https://doi.org/10.1108/IMDS-01-2019-0016
Slaton, K., & Pookulangara, S. (2022). The

Secondary  Luxury Consumer: An
Investigation into Online Consumption.
SUSTAINABILITY, 14(21), 13744.

https://doi.org/10.3390/sul42113744.

Georgie, N. A. (2021). ‘The influence of
selected factors on online shopping
behaviour’: A study with respect to

Kottayam district. International Journal of
Business and Globalisation, 29(3), 376-384.
https://doi.org/10.1504/1JBG.2021.118682.
Kumar, H. (2022). Augmented reality in
online retailing: A systematic review and
research agenda. International Journal of
Retail and Distribution Management, 50(4),
537-559. https://doi.org/10.1108/IJRDM-06-
2021-0287.

Yang, S., & Xiong, G. (2019). Try It On!
Contingency Effects of Virtual Fitting
Rooms. Journal of Management Information
Systems, 36(3), 789-822.
https://doi.org/10.1080/07421222.2019.1628
894.

Zhang, T., Wang, W., Cao, L., & Wang, Y.
(2019). The role of virtual try-on technology
in online purchase decision from consumers’
aspect. INTERNET RESEARCH, 29(3), 529-
551. https://doi.org/10.1108/IntR-12-2017-
0540.

Bonetti, F., Pantano, E., Warnaby, G., &
Quinn, L. (2019). Augmenting reality:
Fusing  consumers’  experiences  and
interactions with immersive technologies in
physical retail settings. International Journal
of Technology Marketing, 13(3—4), 260-284.
https://doi.org/10.1504/IJ TMKT.2019.10459
2.

Kashyap, A. K., & Sahu, 1. (2023). Virtual
experiences, real consequences: How virtual
reality transforms consumer behaviour in e-
commerce. In Al and Emotional Intelligence
for Modern Business Management (pp. 254—
262).  https://doi.org/10.4018/979-8-3693-
0418-1.ch017.

Schmidt, J., Reichstein, C., & Harting, R.-C.
(2022). Influence of Augmented Reality on

E-ISSN: 2224-2899

898

[110]

[111]

[112]

[113]

[114]

[115]

[116]

[117]

Albérico Travassos Rosario, Joaquim A. Casaca

Consumer Behaviour in Online Retailing. In
W. Abramowicz, S. Auer, & M. Strézyna
(Eds.), Business Information  Systems
Workshops  (pp.  131-143).  Springer
International Publishing.

Zhang, M., Li, Y., Li, Y., & Ren, X. (2023).
Beyond presence: Creating attractive online

retailing stores through the cool AR
technology.  International Journal  Of
Consumer  Studies, 47(3), 1139-1156.

https://doi.org/10.1111/ijcs.12894.

Javaid, K., Siddiqa, A., Naqvi, S., Ditta, A.,
Ahsan, M., Khan, M., Mahmood, T., &
Khan, M. (2022). Explainable Artificial
Intelligence Solution for Online Retail.
CMC-Computers Materials & Continua,
71(3), 4425-4442,
https://doi.org/10.32604/cmc.2022.022984.
Kakaria, S., Saffari, F., Z. Ramsgy, T., &
Bigné, E. (2023). Cognitive load during
planned and unplanned virtual shopping:
Evidence from a  neurophysiological
perspective.  International ~ Journal  of
Information Management, 72, October 2023,
102667.
https://doi.org/10.1016/j.ijinfomgt.2023.1026
67.

Yang, G., Ji, G., & Tan, K. (2022). Impact of
artificial intelligence adoption on online

returns policies. Annals of Operations
Research, 308(1-2), 703-726.
https://doi.org/10.1007/s10479-020-03602-
y.

Tuerkdemir, P., Yildiz, E., & Ates, M.
(2023). The acquirements of e-service

quality in fashion e-storescapes: Mediating
effect in an S-O-R model. International
Journal of Retail &  Distribution
Management, 51(6), 755-772.
https://doi.org/10.1108/IJRDM-03-2022-
0085.

Shi, M., Zhou, J., & Jiang, Z. (2019).
Consumer heterogeneity and online vs.
Offline retail spatial competition. Frontiers
of Business Research in China, 13, June
2019, 10. https://doi.org/10.1186/s11782-
019-0059-9.

van Berlo, Z., & Bock, H. (2023). A Serial
Mediation of  Deceptive Discount
Advertising Effects in Online Retailing.
Cyberpsychology Behaviour And Social
Networking, 26(6), 440-446.
https://doi.org/10.1089/cyber.2022.0275.
Aiolfi, S., Bellini, S., & Pellegrini, D.
(2021). Data-driven digital advertising:

Volume 22, 2025


https://doi.org/10.1002/joom.1135
https://doi.org/10.1108/IMDS-01-2019-0016
https://doi.org/10.3390/su142113744
https://doi.org/10.1504/IJBG.2021.118682
https://doi.org/10.1108/IJRDM-06-2021-0287
https://doi.org/10.1108/IJRDM-06-2021-0287
https://doi.org/10.1080/07421222.2019.1628894
https://doi.org/10.1080/07421222.2019.1628894
https://doi.org/10.1108/IntR-12-2017-0540
https://doi.org/10.1108/IntR-12-2017-0540
https://doi.org/10.1504/IJTMKT.2019.104592
https://doi.org/10.1504/IJTMKT.2019.104592
https://doi.org/10.4018/979-8-3693-0418-1.ch017
https://doi.org/10.4018/979-8-3693-0418-1.ch017
https://doi.org/10.1111/ijcs.12894
https://doi.org/10.32604/cmc.2022.022984
https://doi.org/10.1016/j.ijinfomgt.2023.102667
https://doi.org/10.1016/j.ijinfomgt.2023.102667
https://doi.org/10.1007/s10479-020-03602-y
https://doi.org/10.1007/s10479-020-03602-y
https://doi.org/10.1108/IJRDM-03-2022-0085
https://doi.org/10.1108/IJRDM-03-2022-0085
https://doi.org/10.1186/s11782-019-0059-9
https://doi.org/10.1186/s11782-019-0059-9
https://doi.org/10.1089/cyber.2022.0275

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS

DOI: 10.37394/23207.2025.22.76

[118]

[119]

[120]

[121]

[122]

[123]

[124]

Benefits and risks of online behavioral
advertising. International Journal of Retail
& Distribution Management, 49(7), 1089-
1110. https://doi.org/10.1108/IJRDM-10-
2020-0410.

Li, Y., Liu, H., Lee, M., & Huang, Q. (2020).
Information privacy concern and deception
in online retailing: The moderating effect of
online-offline  information  integration.
Internet  Research, 30(2), 511-537.
https://doi.org/10.1108/INTR-02-2018-

0066.

Guo, X., Li, X., Bian, J., & Yang, C. (2023).
Deposit or reward: Express packaging
recycling for online retailing platforms.
Omega, 117. June 2023, 102828.
https://doi.org/10.1016/j.omega.2022.102828
Hirogaki, M. (2019). Frequency of retail
services, membership fees and real store
shopping experience: Analysing consumer
preferences.  International  Journal  of
Business and Globalisation, 23(3), 367-382.
https://doi.org/10.1504/1JBG.2019.102911.
Hu, M., Chaudhry, P., & Chaudhry, S.
(2022). Linking customized logistics service
in online retailing with E-satisfaction and E-
loyalty. International Journal of Engineering
Business Management, 14,
https://doi.org/10.1177/18479790221097528
Kardes, 1., Reinecke Flynn, L., & Dugan, M.
(2021). Online retailing: Determinants of
competition between multinationals and local
firms in emerging markets. International
Journal of Retail and Distribution
Management, 49(2), 263-280.
https://doi.org/10.1108/IJRDM-07-2020-
0236.

Keegan, F., Ritch, E. L., & Siddiqui, N.
(2021). The Changing Landscape of
Consumerism—Advancing the SOR
Framework of Stimuli that Encourages
Impulsive Online Consumption. In New
Perspectives on Critical Marketing and
Consumer Society (pp- 23-37).
https://doi.org/10.1108/978-1-83909-554-
220211003.

Kazancoglu, [, & Demir, B. (2021).
Analysing flow experience on repurchase
intention in e-retailing during COVID-19.
International ~ Journal of Retaill &
Distribution Management, 49(11), 1571-
1593. https://doi.org/10.1108/IJRDM-10-
2020-0429.

E-ISSN: 2224-2899

899

[125]

[126]

[127]

[128]

[129]

[130]

[131]

[132]

Albérico Travassos Rosario, Joaquim A. Casaca

Khaled, A. S. D., Al-Homaidi, E. A., Tabash,
M. L, Almugari, F., & Qaid, M. M. (2022).
COVID-19 pandemic and behaviour of
Indian consumers: A sustainable transition.
World  Review of  Entrepreneurship,
Management and Sustainable Development,
18(3), 325-347.
https://doi.org/10.1504/WREMSD.2022.122
541.

Kumar, J. R., Saha, R., Manohar, S., &
Sekar, P. C. (2020). Retail brand equity:
Moderating role of retail price deals on retail
brand association and retail brand equity
relationship.  International  Journal  of
Business Innovation and Research, 21(2),
217-237.
https://doi.org/10.1504/1JBIR.2020.104815.
Kiihn, F., & Lichters, M. (2022). The Power
of Touch for Degustation in Produce
Retailing: An Abstract. In Developments in
Marketing Science: Proceedings of the
Academy of Marketing Science (pp. 219-
220). https://doi.org/10.1007/978-3-030-
89883-0_59.

Liang, X., Hu, X., Meng, H., Jiang, J., &
Wang, G. (2022). How does model type
influence consumer and online fashion
retailing? International Journal of Retail and
Distribution Management, 50(6), 728-743.
https://doi.org/10.1108/IJRDM-05-2021-
0224.

Park, S., Rabinovich, E., Tang, C., & Yin, R.
(2020). The impact of disclosing inventory-
scarcity messages on sales in online retailing.
Journal of Operations Management, 66(5),
534-552. https://doi.org/10.1002/joom.1082.
Patten, E., Ozuem, W., Howell, K., &
Lancaster, G. (2020). Minding the
competition: The drivers for multichannel
service quality in fashion retailing. Journal
of Retailing and Consumer Services, 53,
March 2020, 101974
https://doi.org/10.1016/j.jretconser.2019.101
974.

Peterson, R. A., Kim, Y., & Jeong, J. (2020).
Out-of-stock, sold out, or wunavailable?
Framing a product outage in online retailing.
Psychology and Marketing, 37(3), 428-440.
https://doi.org/10.1002/mar.21309.
Neiberger, C., Mensing, M., & Kubon, J.
(2020). Geographical Retail Research in the
Age of Digitization: An Inventory.
Zeitschrift Fur Wirtschaftsgeographie, 64(4),

Volume 22, 2025


https://doi.org/10.1108/IJRDM-10-2020-0410
https://doi.org/10.1108/IJRDM-10-2020-0410
https://doi.org/10.1108/INTR-02-2018-0066
https://doi.org/10.1108/INTR-02-2018-0066
https://doi.org/10.1016/j.omega.2022.102828
https://doi.org/10.1504/IJBG.2019.102911
https://doi.org/10.1177/18479790221097528
https://doi.org/10.1108/IJRDM-07-2020-0236
https://doi.org/10.1108/IJRDM-07-2020-0236
https://doi.org/10.1108/978-1-83909-554-220211003
https://doi.org/10.1108/978-1-83909-554-220211003
https://doi.org/10.1108/IJRDM-10-2020-0429
https://doi.org/10.1108/IJRDM-10-2020-0429
https://doi.org/10.1504/WREMSD.2022.122541
https://doi.org/10.1504/WREMSD.2022.122541
https://doi.org/10.1504/IJBIR.2020.104815
https://doi.org/10.1007/978-3-030-89883-0_59
https://doi.org/10.1007/978-3-030-89883-0_59
https://doi.org/10.1108/IJRDM-05-2021-0224
https://doi.org/10.1108/IJRDM-05-2021-0224
https://doi.org/10.1002/joom.1082
https://doi.org/10.1016/j.jretconser.2019.101974
https://doi.org/10.1016/j.jretconser.2019.101974
https://doi.org/10.1002/mar.21309

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS

DOI: 10.37394/23207.2025.22.76

[133]

[134]

[135]

[136]

197-210. https://doi.org/10.1515/zfw-2019-
0018.

Kordrostami, E., Liu-Thompkins, Y. &
Rahmani, V. (2021). Investigating the
influence of regulatory focus on the efficacy
of online review volume versus valence.
European Journal of Marketing, 55(1), 297—
314.  https://doi.org/10.1108/EJM-04-2019-
0346.

Pennarola, F., Caporarello, L., & Magni, M.
(2019). Different Strategies for Different
Channels: Influencing Behaviours in Product
Return Policies for Consumer Goods. In
Lecture Notes in Information Systems and
Organisation (Vol. 27, pp. 247-259).
https://doi.org/10.1007/978-3-319-90500-
6_19.

Ratchford, B., Soysal, G., Zentner, A., &
Gauri, D. K. (2022). Online and offline
retailing: What we know and directions for
future research. Journal of Retailing, 98(1),
152-1717.
https://doi.org/10.1016/j.jretai.2022.02.007.
[136] Xu, Q., Shao, Z., & He, Y. (2020).
Optimal delivery strategies for packing box
recycling in online platforms. Journal of
Cleaner Production, 276, 10 December
2020, 124273.
https://doi.org/10.1016/].jclepro.2020.124273

E-ISSN: 2224-2899

900

Albérico Travassos Rosario, Joaquim A. Casaca

Contribution of Individual Authors to the
Creation of a Scientific Article (Ghostwriting
Policy)

The authors equally contributed in the present
research, at all stages from the formulation of the
problem to the final findings and solution.

Sources of Funding for Research Presented in a
Scientific Article or Scientific Article Itself
No funding was received for conducting this study.

Conflict of Interest
The authors have no conflicts of interest to declare.

Creative Commons Attribution License 4.0
(Attribution 4.0 International, CC BY 4.0)

This article is published under the terms of the
Creative Commons Attribution License 4.0

https://creativecommons.org/licenses/by/4.0/deed.en
US

Volume 22, 2025


https://doi.org/10.1515/zfw-2019-0018
https://doi.org/10.1515/zfw-2019-0018
https://doi.org/10.1108/EJM-04-2019-0346
https://doi.org/10.1108/EJM-04-2019-0346
https://doi.org/10.1007/978-3-319-90500-6_19
https://doi.org/10.1007/978-3-319-90500-6_19
https://doi.org/10.1016/j.jretai.2022.02.007
https://doi.org/10.1016/j.jclepro.2020.124273
https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS

DOI: 10.37394/23207.2025.22.76 Albérico Travassos Rosario, Joaquim A. Casaca
APPENDIX
Table 1. Search process within Scopus database
Process Identification Results

Search field used Article title, abstract, keywords

Query on Topic "Consumer behav*" AND "retailing" 1,459

1.° refine (search within results) “online retailing” 244

2.° refine (subject area) Business, Management and Accounting 182

3.° refine (years) 2009 - 2023 86

Table 2. Search process within Web of Science database

Process Identification Results
Database selected Web of Science Core Collection
Search field used Topic (title, abstract and indexing)
Query on Topic "Consumer behav*" AND "retailing" 5,198
1.° refine (search within topic) “online retailing” 154
2.° refine (research area) Business Economics 146
3.° refine (years) 2009 - 2023 95

Table 3. Most relevant sources

Sources Articles

International Journal of Retail and Distribution Management 13
Journal of Retailing and Consumer Services 13
International Review of Retail, Distribution and Consumer Research 3
Marketing Intelligence & Planning 3
Developments in Marketing Science: Proceedings of The Academy of Marketing Science 2
European Journal of Marketing 2
Frontiers of Business Research in China 2
Handbook of Research on Global Networking Post Covid-19 2
Industrial Management & Data Systems 2
International Journal of Business and Globalisation 2

Table 4. Most globally cited documents
Total

Paper DOl Citations

[22] 10.1016/j.jretconser.2019.05.025 284
[23] 10.1016/j.jretconser.2021.102570 170
[24] 10.1016/j.jbusres.2018.10.048 117
[25] 10.1016/j.jretconser.2019.101986 114
[26] 10.1111/jb1.12210 100
[27] 10.1016/j.jretconser.2020.102219 92
[28] 10.1108/1JPDLM-09-2017-0275 86
[29] 10.1016/j.jretconser.2020.102242 78
[30] 10.1108/M1P-02-2018-0058 68
[31] 10.1108/BFJ-05-2020-0449 63
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Fig. 1: PRISMA flow chart for screening records (adapted from [9])
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