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ABSTRACT  

This study examines the impact of cultural influences on consumption patterns in e-commerce in 

China and Indonesia. While there is extensive research on consumer behavior in e-commerce, there 
is still a gap in cross-cultural understanding. This study aims to explore how cultural values, such 

as collectivism and trust, influence consumer behavior. The study employs a Systematic Literature 
Review (SLR) method, analyzing 57 publications from various sources. The findings reveal that in 

China, factors such as brand reputation and social interactions are more prominent, while in 

Indonesia, transaction ease and user experience are key. This research enriches the literature on 
cultural impacts in e-commerce and provides guidance for companies to tailor their marketing 

strategies to meet the culturally diverse needs of consumers. 
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1. INTRODUCTION 

 The rapid development of information and communication technology has had a 

significant impact on the global economy, including in Indonesia. One of the most striking 

changes is the appearance of E-commerce as the main platform for online buying and selling 

goods and services. E-commerce It has now become an integral part of the life of modern 

society, not only facilitating access to products, but also changing consumption patterns and 

consumer behavior (Sasabone et al., 2023). 

 In Indonesia, growth E-commerce It is very rapid and is influenced by a variety of 

factors, including diverse cultural influences. A culture steeped in collectivism and strong 

social relationships, for example, contributes to the pattern of consumer interaction with 

platforms E-commerce. Trends like Social Commerce, which prioritizes social interaction in 

the buying process, is increasingly popular, especially among the younger generation. 

Previous research has shown that trust in (Lee & Chen, 2020). Influencers and social 

interaction on the platform E-commerce has a significant effect on consumer purchase intent 

(.(Judijanto et al., 2024; Rolando, 2024b; Rolando, Angelica, et al., 2024; Rolando, Nur 

Azizah, et al., 2024; Rolando & Sunara, 2024; Zhao et al., 2023) 

 Furthermore, millennials and Gen Z in Indonesia show different consumption 

patterns compared to previous generations, especially in the context of E-commerce. They 

are more likely to take advantage of online information and rely on platforms E-commerce 

to shop, reflects the importance of social values such as ease of access and speed of 

transactions. The convenience offered by platforms such as Shopee and Tokopedia has 
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encouraged consumers to transact online more often ( Nugraha & Arijanto , 2022; X. Wang 

et al., 2022; Ingriana, 2025; Widjaja, 2025; Zahran, 2025). 

 Although there is a lot of research on the influence of culture on consumption patterns 

in E-commerce, there is still a lack of comprehensive and systematic reviews. Most studies 

focus only on specific aspects of E-commerce or consumer behavior, so that it does not 

provide a comprehensive picture of how culture affects the ecosystem E-commerce overall 

in Indonesia. Therefore, a more in-depth and systematic analysis is needed to understand the 

role of culture, especially Chinese culture, in shaping consumption patterns in the world. 

(Pratiwi, 2022;Maha et al., 2024; Mulyono, Ingriana, et al., 2024; Rahardja et al., 2024; 

Rolando, 2024a; Rolando & Ingriana, 2024; Wigayha et al., 2024) 

 Chinese culture is known for its values of collectivism, social hierarchy, and strong 

interpersonal relationships. These values are reflected in the way consumers interact with 

the platform E-commerce, such as beliefs that are based on social norms and 

recommendations from the inner circle . In addition, Chinese marketing trends such as the 

use of (Paștiu et al., 2020; H. Yin, 2021)Influencers and promotion through social media has 

had a huge influence on the market E-commerce in Indonesia. In this regard, understanding 

how Chinese culture influences consumption patterns in Indonesia is important to identify 

new dynamics that are developing in the (Wan et al., 2023; M. Wang & Yang, 2021; 

Ingriana, Chondro, et al., 2024; Ingriana, Gianina Prajitno, et al., 2024; Mulyono, Hartanti, 

et al., 2024; Putri & Setiawan, 2025; Rolando et al., 2025; Tan & Alexia, 2025; Wigayha et 

al., 2025; Winata & Arma, 2025). 

Based on this background, this research aims to: 

1. Analyze the influence of Chinese culture on consumption patterns in e-commerce in 

Indonesia. 

2. Identify Chinese cultural factors that influence consumption patterns in e-commerce 

in Indonesia. 

3. Explain the practical and theoretical implications of the influence of Chinese culture 

on consumption patterns in e-commerce in Indonesia. 

4. Exploring how Chinese culture-based marketing trends can be adopted by e-

commerce players  in Indonesia. 

5. Formulate recommendations for relevant marketing strategies to increase the 

competitiveness of e-commerce in Indonesia based on the influence of Chinese 

culture. 

 By conducting this analysis, it is hoped that the research can provide new insights 

for business people to design more effective marketing strategies and enrich the existing 

literature related to the influence of culture on consumer behavior in the digital era.  

2. RESEARCH METHODS 

 This study uses a structured and systematic qualitative research method approach. 

This approach was chosen because of its ability to provide a deep understanding of socio-

cultural phenomena that affect consumption patterns in E-commerce, especially in the 

context of Chinese and Indonesian culture. Qualitative research allows researchers to explore 

and understand the complexities of consumer behavior in a broader context, including the 

cultural factors that influence purchasing decisions and consumption patterns.(Bae et al., 

2022; Siregar, 2023) 
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 In context E-commerce, research shows that Chinese culture, characterized by the 

values of collectivism and hierarchy, plays an important role in shaping consumer behavior. 

For example, research by Wang shows that younger generations in China, such as Gen Z, 

tend to have a more rational approach to consumption decision-making, reflecting cultural 

influences on their shopping behavior(Alam et al., 2023; J. Wang, 2023). Additionally, 

factors such as trust in the platform e-commerce and social interaction is also an important 

element that influences consumption patterns among consumers.(Fan et al., 2022; Xie et al., 

2023) 

 The research process began with a comprehensive literature search through a leading 

academic database, namely Mendeley. This search uses a combination of relevant keywords, 

such as "e-commerce," "consumer behavior," "Chinese culture," and "Indonesia." From this 

initial search, the researchers found a total 2,548 documents which includes relevant journal 

articles, books, and research reports. After that, the literature found was selected based on 

inclusion and exclusion criteria. 

 The inclusion criteria include articles published within a period of time 2019 to 2024 

to ensure the relevance of the data, as well as articles relevant to the fields of business and 

management, social and humanities, and social sciences. Articles that only discuss technical 

aspects that are not directly related to consumption patterns or culture, as well as articles that 

are not available in English or Indonesian, are excluded from the selection. The results of 

this screening process are 1,211 documents who meet these criteria. 

 Advanced screening is carried out by checking the full text of the document to ensure 

its quality and feasibility. This results in 589 documents that still meet the relevance criteria. 

The final step is a quality assessment, in which the remaining documents, such as conference 

papers, books, and book chapters, are excluded from the analysis. This process results in 57 

Final Documents which is used for the analysis and synthesis of findings. 

 This literature selection process is clearly illustrated through the PRISMA diagram, 

which visualizes the number of documents identified, screened, and analyzed at each stage 

of the research. This diagram provides transparency in the literature selection process, 

ensuring that the research used meets the quality standards required to answer existing 

research questions. 
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Figure 1. PRISMA flowchart from this study 

 After the selection stage is completed, the next process is the synthesis of the selected 

literature. This step is done using a thematic approach, which involves identifying key 

themes, coding data, and grouping findings based on thematic similarities. Some of the main 

themes that emerged from this analysis were the influence of collectivism culture, social 

relations, and hierarchy on consumption patterns, as well as the influence of platforms E-

commerce in shaping consumer behavior. 

 For example, research shows that millennials in Indonesia are experiencing 

significant changes in their consumption patterns, shifting from offline to online shopping, 

especially during the COVID-19 pandemic (Rahmawati et al., 2022). On the other hand, in 

China, trust in the platform e-commerce which are influenced by local culture such as 
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 Through this approach, this research not only provides deeper insights into 

consumption patterns in E-commerce, but also reveals the cultural factors that influence 

consumer behavior in Indonesia and China, each of which has different cultural 

characteristics. The results of this research are expected to make a theoretical and practical 

contribution in formulating effective marketing strategies in this diverse market. 

3. RESULTS AND DISCUSSION 

3.1 Descriptive Analysis 

 From the sources of publications that have been collected for this research, there are 

57 articles that will be the focus of the analysis. This distribution provides an interesting 

overview of the variation in the source literature. Here's the distribution table: 

 Table 1.  Source of Journal Publications obtained 

Source Sum Percentage 

IEEE Conferences 6 10.53% 

Emerald Publications 4 7.02% 

Others 47 82.46% 

         Total 57 100% 

 This table shows the distribution of journal publication sources used in the study. Of 

the total 57 publications obtained, most of them came from the "Others",  that includes a 

variety of sources outside of IEEE and Emerald. The dominance of this category reflects the 

diversity in the accessible literature, including journals that are specific to the field E-

commerce and consumer behavior. Publications from the conference IEEE, although only 6 

journals, make important contributions in the field of technology and innovation relevant to 

E-commerce. Meanwhile, Emerald Publications With 4 journals showing a focus on 

management and business studies that support consumer behavior analysis. 

 In the categorization of research types, there are striking variations. The following is 

a distribution table of the types of research obtained: 

Table 2.  Types of journals obtained 

Source Sum Percentage 

Conceptual Research 25 43.86% 

Empirical Research 22 38.60% 

Literature Review 10 17.54% 

         Total 57 100% 

 This table details the types of research from the journals obtained. Conceptual 

research (Conceptual Research) dominated with 25 publications, showing that many studies 

focused on the development of theories and frameworks in context. E-commerce. Empirical 

research (Empirical Research) which totals 22 publications provide concrete data-driven 

evidence that supports the analysis of the phenomenon being studied. In addition, 10 

publications in the form of literature reviews (Literature Review) plays an important role in 

providing context, summary, and a comprehensive view of existing research. The diversity 
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of this type of research reflects a holistic approach as a unit in understanding the dynamics 

of E-commerce. 

Table 3. Year of Publication of the Journal 

Source Sum Percentage 

2024  4 7.02% 

2023 25 43.86% 

2022 

2021 

2020 

2019  

14 

8 

4 

2    

24.56% 

14.04% 

7.02% 

3.51% 

Total 57 100% 

 The distribution of journal publication years shown in this table shows that the latest 

research dominates, with the highest number in 2023 of 25 articles (43.86%). This 

dominance reflects the high relevance and current research activities in the field E-

commerce. Articles published in 2022 and 2021 were also significant, totaling 14 and 8 

publications, respectively, signifying that trends and findings from those years are still 

relevant in the current analysis. Publications from 2019 and earlier, although fewer, still 

provide an important theoretical foundation for the study E-commerce newer. 

Table 4.  Most Cited Journals Obtained 

Cities Authors Title Year 

65 Chiu et al.

  

E-commerce brand: The effect of perceived 

brand leadership on consumers' satisfaction 

and repurchase intention on e-commerce 

websites 

2019 

27 Tseng et al. 
 

Shaping path of trust: the role of information 

credibility, social support, information sharing 

and perceived privacy risk in social commerce 

2022 

24 Paștiu et 

al.  

The perspective of e-business sustainability and 

website accessibility of online stores 

2020 

23 Dias et al. Assessing the effects of delivery attributes on e-

shopping consumer behavior 

2021 

 

17 
 

Bae et al.

  

Technology-Based Strategies for Online 

Secondhand Platforms Promoting Sustainable 

Retailing 

2022 

15 Chen et 

al.  

The Role of Influencers in Live Streaming E-

Commerce: Influencer Trust, Attachment, and 

Consumer Purchase Intention 

2023 

14 Lee et al.

  

An empirical study of social commerce 

intention: An example of China 

2020 

12 Chen et 

al.  

Does identification influence continuous e-

commerce consumption? The mediating role of 

intrinsic motivations 

2019 

https://dynamicjournal.my.id/index.php/jiss
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This table presents the articles with the highest number of citations from the 

publications analyzed, which shows the relevance and influence of such research in the field 

of e-commerce. The article by with 65 quotes became the most influential, discussing the 

importance of brand leadership in influencing consumer satisfaction and repurchase intent. 

The article highlights the role of information credibility and social support in building 

consumer trust on social (Chiu & Cho, 2019)(Tseng, 2022)commerce platforms. Other 

articles, such as by and , describe various aspects of consumer behavior, sustainability, and 

(Paștiu et al., 2020)(Dias et al., 2021)e-commerce strategies that are constantly evolving. 

3.2 Literature Review 

 The results of this systematic literature analysis provide a comprehensive overview 

of the influence of Chinese culture on consumption patterns in E-commerce. Research shows 

that cultural values such as collectivism, hierarchy, and trust in platforms E-commerce play 

a significant role in shaping consumer behavior in China and Indonesia. 

 In the Chinese context, a strong culture of collectivism encourages the younger 

generation, especially Gen Z, to adopt a more rational approach to consumption decision-

making. These decisions are often based on the information available and the level of trust 

in the platform E-commerce used. These cultural values directly influence consumer 

shopping behavior, where they tend to prioritize social recommendations, reviews, and 

platform reputation before making a purchase.(X. Chen et al., 2019; Q. Zhang et al., 2024) 

 Meanwhile, in Indonesia, the shift in consumption patterns from offline to online 

shopping is increasingly visible, especially during the COVID-19 pandemic. Social 

restrictions and the need to maintain health are driving consumers to switch to E-commerce 

as a safer and more efficient shopping solution. Research shows that factors such as ease of 

transactions, internet accessibility, and increased smartphone use contribute to changes in 

the consumption behavior of Indonesian people. In addition, a positive user experience on 

the platform (A.Wang et al., 2023)E-commerce It is also one of the main drivers that increase 

consumer trust and loyalty towards online shopping.(Alhumsi, 2021; Qin et al., 2022) 

 Trust is a very important element in E-commerce, both in China and in Indonesia. In 

China, consumers show a strong tendency to rely on platforms E-commerce that are 

considered credible and receive social support from the user community. Previous studies 

have shown that trust in the credibility of the information provided by platforms, coupled 

with positive social interactions, can increase consumer purchase intent. In Indonesia, trust 

in the security and reliability of the platform is also a major factor in purchasing decisions. 

Consumers tend to choose platforms that have a good reputation and strong consumer 

protection features.(Tikhomirova et al., 2021; Tseng, 2022) 

 By integrating cross-cultural perspectives, the results of this study make important 

theoretical and practical contributions in understanding the dynamics of consumer behavior 

in the market E-commerce diverse. An understanding of how culture influences consumption 

behavior can assist companies in designing marketing strategies that are more effective and 

relevant to local needs. For example, in China, companies can emphasize elements of 

collectivism and trust in their marketing campaigns. In contrast, in Indonesia, strategies that 

focus on ease of transactions, positive user experience, and responsive customer service can 

be more appealing to local consumers.(Koh & Seah, 2023; Shao, 2023) 

 This analysis confirms that culture not only shapes social values and norms, but also 

directly influences the way consumers interact with platforms E-commerce. By 
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understanding the different cultural contexts, businesses can tailor their approach to meet 

consumer expectations and needs in different markets. These findings offer strategic 

guidance for companies E-commerce to develop a more personalized, locally-based, and 

highly competitive approach to facing challenges in the global marketplace. 

3.3 Theoretical implications 

 This research has significant theoretical implications in enriching the literature on 

the influence of culture on consumer behavior in the environment E-commerce. The findings 

of this study provide new insights into how cultural values such as collectivism, hierarchy, 

and trust in platforms E-commerce shaping consumer consumption patterns in China and 

Indonesia. In the Chinese context, the value of collectivism encourages the younger 

generation to prioritize rational and information-based decisions in their shopping behavior. 

This approach is different from other cultures that may be more individualistic. Research 

conducted by Wang revealed that Generation Z in China shows a preference for efficient and 

effective consumption experiences, which reflects the strong influence of cultural values on 

their consumption behavior.(Huang & Nuangjamnong , 2023; J. Li et al., 2022)(    Heuritech     

Solutions, 2022; Y. Hu, 2023) 

 In Indonesia, the shift in consumption patterns from shopping offline to Online during 

the COVID-19 pandemic illustrates how social changes can affect consumer behavior. 

Research by shows that the ease of transactions and accessibility of the platform (Farhani et 

al., 2022; Kim et al., 2023)E-commerce is an important factor that drives consumers to 

switch to shopping Online. This highlights the interaction between cultural contexts and 

social situations in shaping different consumption patterns in each country. Thus, this study 

contributes to cross-cultural research by revealing the unique dynamics of consumer 

behavior in both countries that have different cultural characteristics. 

 In addition, this research also highlights the importance of trust in context E-

commerce. In China, trust in the platform E-commerce and social interaction among users is 

a key element in shaping consumption patterns. Consumers are more likely to make a 

purchase if they feel confident in the credibility of the information provided by the platform 

as well as the social support they receive from the community. A similar thing is happening 

in Indonesia, where consumers prefer platforms that have been proven to be safe and 

reliable.(    Muruah     et al., 2023; Roubal, 2023)(Paharizal    , 2024;     Srikasem     et al., 

2022) 

 The results of this study can be a theoretical basis for future studies in analyzing the 

influence of cultural factors on consumer behavior in the realm E-commerce. Further 

research can explore how different cultural values influence purchasing decisions as well as 

how companies can tailor their marketing strategies to meet consumer needs in diverse 

markets. In addition, this research opens up opportunities to explore how factors such as 

trust, social interaction, and ease of transaction contribute to consumption behavior in the 

ever-evolving digital era.( Aynie et al., 2021; J. Li et al., 2024) 

3.4 Practical Implications  

 This research provides significant practical implications for companies E-commerce 

in developing marketing strategies that are more effective and in accordance with the needs 

of consumers in culturally diverse markets. By understanding the influence of culture on 

consumer behavior, companies can tailor their approach to meet consumer expectations and 

preferences in different regions. 
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 In China, the company E-commerce can focus their strategy on elements of 

collectivism and trust. The values of collectivism in China encourage younger generations, 

such as Gen Z, to make rational and information-based decisions in their shopping behavior. 

Therefore, companies can take advantage of an approach that emphasizes recommendations 

from friends and family and builds trust through positive testimonials and reviews on the 

platform (L. Hu, 2020; Zhu & Liu, 2022)E-commerce. This strategy can increase the 

credibility of the platform and attract more consumers to make purchases. 

 In contrast, in Indonesia, strategies that emphasize ease of transactions, positive user 

experience, and responsive customer service tend to be more effective. Research by shows 

that the ease of transactions and accessibility of the platform (Vagdevi H. S., 2023)E-

commerce is the main factor that encourages Indonesian consumers to switch to shopping 

Online. Therefore, companies need to ensure that the payment and delivery process runs 

smoothly and efficiently. Additionally, providing friendly and responsive customer service 

can increase consumer satisfaction while driving brand loyalty. 

 These findings provide strategic guidance for companies E-commerce in facing the 

challenges of the global market through a more personalized, local-based, and highly 

competitive approach. By understanding the characteristics of different cultures, companies 

can design relevant and effective marketing campaigns. For example, in China, companies 

can leverage Influencers local that has a strong influence among consumers to build trust 

and increase product appeal. In Indonesia, companies can use analytics data to understand 

consumer behavior and adjust product offerings to better suit local preferences.(N. Chen & 

Yang, 2023; C. Zhang & Gong, 2023)(    Phau     et al., 2022; Yuan et al., 2022) 

 The research not only provides insights into consumer behavior in China and 

Indonesia, but also offers practical strategies that companies can implement E-commerce to 

increase their competitiveness in an increasingly competitive market. With an approach 

based on understanding local culture and needs, companies can create a better shopping 

experience for consumers. This will ultimately increase sales while building consumer 

loyalty to their brand.(Kong & Lou, 2023; R. Shen, 2020) 

3.5 Research Gap and Future Research 

 This study shows several gaps that can be explored further in the future. First, an in-

depth study is needed to understand how specific cultural values, such as individualism and 

hierarchy, influence consumer behavior in the marketplace E-commerce different. Previous 

research by revealed that consumer confidence in (New, 2023)E-commerce are dynamic and 

influenced by cultural factors. This opens up opportunities to further explore the interaction 

between the values of individualism and collectivism in shaping consumer trust. In addition, 

more comprehensive research is needed to analyze the direct and indirect impact of cultural 

factors on purchase intent, loyalty, and consumer satisfaction. For example, studies show 

that cultural characteristics can influence consumers' perception of the value of spending, 

which in turn impacts their loyalty to the platform (X. Li, 2022)E-commerce. 

 Going forward, cross-cultural research comparing consumer behavior in China, 

Indonesia, and other countries will provide richer insights into consumption dynamics in the 

market E-commerce Global. Studies by show that the cultural dimension can moderate the 

relationship between trust and purchase intent, highlighting the importance of cross-cultural 

approaches to understanding consumer behavior. In addition, longitudinal research is also 

indispensable to explore how shifts in culture and values affect the evolution of consumer 
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behavior in the long term. Research highlights that technological developments and (J. Shen 

et al., 2023)(C. C. Yin et al., 2021)E-commerce can change people's way of life, so it is 

important to understand how these changes interact with existing cultural values. 

 The future research agenda can also expand theoretical and practical insights 

regarding the interaction between cultural factors and consumer behavior in context. E-

commerce that continues to grow. The focus of the research can be directed at how 

companies can tailor their marketing strategies to meet the needs of culturally diverse 

consumers. In addition, strategies to build consumer trust and loyalty in different markets 

are also promising areas to explore. In-depth research on influence Influencers and new 

platforms such as Live Commerce It can also provide valuable insights into how consumers 

interact with brands in the ecosystem E-commerce modern.(J. Chen, 2024; Tong, 2023) 

 By investigating these aspects, future research is expected to make a significant 

contribution to understanding the relationship between culture, technology, and consumer 

behavior, so as to support the development of more effective and relevant business strategies 

in the digital age. 

4. CONCLUSION 

 This study highlights the influence of culture on consumption patterns in E-

commerce, focusing on the differences between consumers in China and Indonesia. Cultural 

values such as collectivism, brand reputation, and social interaction are important factors in 

shaping consumer shopping behavior in China. Strategies that focus on positive reviews and 

trust through online communities have proven effective. In contrast, in Indonesia, practical 

aspects such as ease of transactions, convenient user experience, and responsive customer 

service are top priorities for local consumers. 

 The study also revealed that E-commerce Not only does it serve as a trading platform, 

but it also reflects local cultural values. A deep understanding of the cultural context allows 

companies to E-commerce to adapt their marketing strategies, both in building consumer 

trust and increasing loyalty in different markets. 

 Furthermore, the study makes a theoretical contribution by identifying opportunities 

for future exploration, such as the influence of certain cultural dimensions on consumer trust, 

loyalty, and behavior. Cross-cultural and longitudinal studies are indispensable to deepen 

understanding of consumption dynamics in an ever-evolving global market. 

 The findings of this study not only expand the literature related to consumer behavior 

in E-commerce, but also offers practical guidance for companies to design relevant and 

effective marketing strategies in culturally diverse markets. 

 

 

  

https://dynamicjournal.my.id/index.php/jiss


  Vol. 4, No. 1, May 2025 

JISS: Journal of Interconnected Social Science 

https://dynamicjournal.my.id/index.php/jiss 

 11 

 

REFERENCES 
Alam, S. S., Masukujjaman, M., Makhbul, Z. K. M., Ali, M. H., Omar, N. A., & Siddik, A. B. (2023). Impulsive 

hotel consumption intention in live streaming E-commerce settings: Moderating role of impulsive 

consumption tendency using two-stage SEM. International Journal of Hospitality Management, 115. 

https://doi.org/10.1016/j.ijhm.2023.103606 
Alhumsi, H. (2021). The Practicability of Language in Business Context: A Reviewed Study. Education and 

Linguistics Research, 7(2). https://doi.org/10.5296/elr.v7i2.18450 

Aynie, R. Q., Hurriyati, R., & Dirgantari, P. D. (2021). Electronic word of mouth marketing strategy in e-commerce 

in facing the digital era 4.0 in Indonesia. Journal of Financial Economics and Management, 17(1). 

Bae, Y., Choi, J., Gantumur, M., & Kim, N. (2022). Technology-Based Strategies for Online Secondhand Platforms 

Promoting Sustainable Retailing. Sustainability (Switzerland), 14(6). https://doi.org/10.3390/su14063259 

Chen, J. (2024). The "Gamification" of E- Commerce App Media in the Process of Humanistic Transformation-- 

Taking "Taobao" App as an Example. Lecture Notes in Education Psychology and Public Media, 37(1). 

https://doi.org/10.54254/2753-7048/37/20240553 

Chen, N., & Yang, Y. (2023). The Role of Influencers in Live Streaming E-Commerce: Influencer Trust, Attachment, 

and Consumer Purchase Intention. Journal of Theoretical and Applied Electronic Commerce Research, 18(3). 

https://doi.org/10.3390/jtaer18030081 

Chen, X., Fang, S., Li, Y., & Wang, H. (2019). Does identification influence continuous e-commerce consumption? 

The mediating role of intrinsic motivations. Sustainability (Switzerland), 11(7). 

https://doi.org/10.3390/su11071944 

Chiu, W., & Cho, H. (2019). E-commerce brand: The effect of perceived brand leadership on consumers' satisfaction 

and repurchase intention on e-commerce websites. Asia Pacific Journal of Marketing and Logistics, 33(6). 

https://doi.org/10.1108/APJML-10-2018-0403 

Dias, E. G., de Oliveira, L. K., & Isler, C. A. (2021). Assessing the effects of delivery attributes on e-shopping 

consumer behaviour. Sustainability (Switzerland), 14(1). https://doi.org/10.3390/su14010013 

Fan, Y., Sheng, J., & Zhao, H. (2022). Research on the Domestic Beauty Brand Marketing Strategy of Florasis——

A Case study of Gen Z consumers. BCP Business & Management, 32. 

https://doi.org/10.54691/bcpbm.v32i.2883 

Farhani, H., Raihan, R., & Sekarini, R. A. (2022). MILLENNIAL GENERATION'S CONSUMPTION PATTERNS 

IN ONLINE SHOPPING (E-COMMERCE) DURING THE COVID 19 PANDEMIC. Performance, 4(1). 

https://doi.org/10.34005/kinerja.v4i1.1700 

Heuritech Solutions. (2022). The digital transformation of the fashion industry: Fad or future? Heuritech Solutions. 

Hou, H. (2023). Research on the Influence of E-commerce Development on Social Economy. Advances in 

Economics, Management and Political Sciences, 5(1). https://doi.org/10.54254/2754-1169/5/20220064 

Hu, L. (2020). International digital marketing in China: Regional characteristics and global challenges. In 

International Digital Marketing in China: Regional Characteristics and Global Challenges. 

https://doi.org/10.1007/978-3-030-38160-8 

Hu, Y. (2023). The Influence of Platform E-commerce UGC Mode on the Consumption Willingness of "Generation 

Z." Journal of Innovation and Development, 4(1). https://doi.org/10.54097/jid.v4i1.10675 

Huang, J. X., & Nuangjamnong, C. (2023). The Impact of Customer Satisfaction on Customer Loyalty in Chinese 

E-Commerce Platforms in China. The AU EJournal of Interdisciplinary Research, 8(2). 

Ingriana, A. (2025). THE INFLUENCE OF E-TRUST ON CONSUMER PURCHASING BEHAVIOR IN E-

COMMERCE. 1(3). https://journal.dinamikapublika.id/index.php/Jumder 

Ingriana, A., Chondro, J., & Rolando, B. (2024). DIGITAL TRANSFORMATION OF CREATIVE BUSINESS 

MODELS: THE CENTRAL ROLE OF E-COMMERCE AND TECHNOLOGICAL INNOVATION IN 

INDONESIA (Vol. 1, Issue 1). https://journal.dinamikapublika.id/index.php/JUMDER 

Ingriana, A., Gianina Prajitno, G., & Rolando, B. (2024). THE UTILIZATION OF AI AND BIG DATA 

TECHNOLOGY FOR OPTIMIZING DIGITAL MARKETING STRATEGIES (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/IJEBS 

Judijanto, L., Rolando, B., & others. (2024). APPROACHES TO PERFORMANCE MANAGEMENT IN 

MODERN ORGANISATIONS. INTERNATIONAL JOURNAL OF FINANCIAL ECONOMICS, 1(3), 755–

764. 

Kim, J., He, N., & Miles, I. (2023). Live Commerce Platforms: A New Paradigm for E-Commerce Platform 

Economy. Journal of Theoretical and Applied Electronic Commerce Research, 18(2). 

https://doi.org/10.3390/jtaer18020049 

Koh, W. C., & Seah, Y. Z. (2023). Unintended consumption: The effects of four e-commerce dark patterns. Cleaner 

and Responsible Consumption, 11. https://doi.org/10.1016/j.clrc.2023.100145 

Kong, J., & Lou, C. (2023). Do cultural orientations moderate the effect of online review features on review 

helpfulness? A case study of online movie reviews. Journal of Retailing and Consumer Services, 73. 

https://doi.org/10.1016/j.jretconser.2023.103374 



Volume 4 Issue 1 (2025) 

 
THE IMPACT OF CHINESE CULTURE ON CHANGING E-COMMERCE CONSUMER BEHAVIOR 

IN INDONESIA: A SYSTEMATIC LITERATURE REVIEW 

Kowiyanto 

12 
Journal of Interconnected Social Science | JISS 

https://dynamicjournal.my.id/index.php/jiss  

 

Lee, C. H., & Chen, C. W. (2020). An empirical study of social commerce intention: An example of China. 

Information (Switzerland), 11(2). https://doi.org/10.3390/info11020099 

Li, J., Liu, S., Gong, X., Yang, S. B., & Liu, Y. (2024). Technology affordance, national polycontextuality, and 

customer loyalty in the cross-border e-commerce platform: A comparative study between China and South 

Korea. Telematics and Informatics, 88. https://doi.org/10.1016/j.tele.2024.102099 

Li, J., Ul Haq, J., & Hussain, S. (2022). Millennials' online perceptions: the role of cultural characteristics in creating 

e-loyalty. Aslib Journal of Information Management, 74(6). https://doi.org/10.1108/AJIM-09-2021-0262 

Li, X. (2022). Research on the Development Level of Rural E-Commerce in China Based on Analytic Hierarchy and 

Systematic Clustering Method. Sustainability (Switzerland), 14(14). https://doi.org/10.3390/su14148816 

Maha, V. A., Derian Hartono, S., Prajitno, G. G., & Hartanti, R. (2024). LOCAL VS GLOBAL E-COMMERCE: AN 

ANALYSIS OF BUSINESS MODELS AND CONSUMER PREFERENCES (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/Jumder 

Mulyono, H., Hartanti, R., & Rolando, B. (2024). CONSUMER VOICES IN THE DIGITAL AGE: HOW ONLINE 

REVIEWS SHAPE DIGITAL CONSUMER BEHAVIOR (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/JUMDER 

Mulyono, H., Ingriana, A., & Hartanti, R. (2024). PERSUASIVE COMMUNICATION IN CONTEMPORARY 

MARKETING: EFFECTIVE APPROACHES AND BUSINESS RESULTS (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/IJEBS 

Muruah, I., Winarno, S. T., & Setyadi, T. (2023). The Effect of Price and Promotion on Interest in Buying Coffee 

Drinks Online Through Go-Food with Trust as a Mediating Variable (Case Study of Coffee Consumers in 

Beli Coffee, Episode 24). Journal of History Education and Social Humanities Research, 3(3). 

Nugraha, S. A. A., & Arijanto, S. (2022). The Influence of E-commerce Use and Consumer Behavior on Generation 

Z Consumption Patterns. Proceedings of FTI Dissemination. 

Paharizal, R. (2024). Dromology: Technological Traps Against Consumerism Culture and Increasing Volume of 

Waste in Cities. PUBLIC, 12(1). https://doi.org/10.37631/populika.v12i1.1223 

Paștiu, C. A., Oncioiu, I., Gârdan, D. A., Maican, S. Ștefania, Gârdan, I. P., & Muntean, A. C. (2020). The 

perspective of e-business sustainability and website accessibility of online stores. Sustainability (Switzerland), 

12(22). https://doi.org/10.3390/su12229780 

Phau, I., Akintimehin, O. O., Shen, B., & Cheah, I. (2022). "Buy, wear, return, repeat": Investigating Chinese 

consumers' attitude and intentions to engage in wardrobing. Strategic Change, 31(3). 

https://doi.org/10.1002/jsc.2503 

Pratiwi, K. D. (2022). E-COMMERCE AND ECONOMIC GROWTH IN INDONESIA: ANALYSIS OF PANEL 

DATA REGRESSION. PUBLIC CONFERENCE, 7(1). https://doi.org/10.14710/gp.7.1.2022.171-186 

Putri, L. W. B., & Setiawan, B. L. T. (2025). ANALYZING THE STRATEGIC CONTRIBUTION OF SOCIAL MEDIA 

INFLUENCERS TO E-COMMERCE MARKETING EFFECTIVENESS. 1(2). 

https://journal.dinamikapublika.id/index.php/Jumder 

Qin, L., Qu, Q., Zhang, L., & Wu, H. (2022). Platform trust in C2C e-commerce platform: the sellers' cultural 

perspective. Information Technology and Management, 23(4). https://doi.org/10.1007/s10799-021-00349-1 

Rahardja, B. V., Rolando, B., Chondro, J., & Laurensia, M. (2024). DRIVING E-COMMERCE GROWTH: THE 

INFLUENCE OF SOCIAL MEDIA MARKETING ON SALES PERFORMANCE (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/JUMDER 

Rahmawati, A., Febriyanti, S. N., & Tutiasri, R. P. (2022). Thrift Shopping and Indonesian Urban Youth Fashion 

Consumption. JOMEC Journal, 0(17). https://doi.org/10.18573/jomec.224 

Rolando, B. (2024a). CULTURAL ADAPTATION AND AUTOMATED SYSTEMS IN E-COMMERCE 

COPYWRITING: OPTIMIZING CONVERSION RATES IN THE INDONESIAN MARKET (Vol. 1, Issue 1). 

https://journal.dinamikapublika.id/index.php/IJEBS 

Rolando, B. (2024b). THE INFLUENCE OF FINTECH ON FINANCIAL INCLUSION: A SYSTEMATIC 

REVIEW. Journal of Accounting and Business (Accounting), 4(2), 50–63. 

https://doi.org/https://doi.org/10.51903/jiab.v4i2.808 

Rolando, B., Angelica, N., Bangsa, D., Jl Jendral Sudirman, J., South Jambi, K., & Jambi, K. (2024). The Influence 

of Live Streaming Selling and Discount on Tiktok Shop. https://doi.org/10.47065/arbitrase.v5i2.2092 

Rolando, B., Chandra, C. K., & Widjaja, A. F. (2025). TECHNOLOGICAL ADVANCEMENTS AS KEY DRIVERS 

IN THE TRANSFORMATION OF MODERN E-COMMERCE ECOSYSTEMS. 1(2). 

https://journal.dinamikapublika.id/index.php/Jumder 

Rolando, B., & Ingriana, A. (2024). SUSTAINABLE BUSINESS MODELS IN THE GREEN ENERGY SECTOR: 

CREATING GREEN JOBS THROUGH RENEWABLE ENERGY TECHNOLOGY INNOVATION (Vol. 1, 

Issue 1). https://journal.dinamikapublika.id/index.php/IJEBS 

Rolando, B., Nur Azizah, F., Karaniya Wigayha, C., Bangsa, D., Jl Jendral Sudirman, J., South Jambi, K., & Jambi, 

K. (2024). The Influence of Shopee Affiliate Viral Marketing, Product Quality, and Price on Shopee Consumer 

Buying Interest. https://doi.org/10.47065/arbitrase.v5i2.2167 

https://dynamicjournal.my.id/index.php/jiss


  Vol. 4, No. 1, May 2025 

JISS: Journal of Interconnected Social Science 

https://dynamicjournal.my.id/index.php/jiss 

 13 

 

Rolando, B., & Sunara, N. T. (2024). Social Media Marketing's Effect on Purchase Intentions for Puma: Mediation 

by Brand Image, Awareness, and Equity. Journal of Business and Economics Research (JBE), 5(3), 340–351. 

Roubal, O. (2023). Consumer Culture and Abundance of Choices: Having More, Feeling Blue. 

https://doi.org/10.5772/intechopen.105607 

Sasabone, L., Sudarmanto, E., Yovita, Y., & Adiwijaya, S. (2023). The Influence of E-commerce and Ease of 

Transaction on Changing Consumption Patterns in the Digital Era in Indonesia. Sanskara Social Sciences and 

Humanities, 1(01). https://doi.org/10.58812/sish.v1i01.304 

Shao, C. (2023). The influence of consumer culture on feminist consciousness in social media field. SHS Web of 

Conferences, 179. https://doi.org/10.1051/shsconf/202317903010 

Shen, J., Zhu, Z., Qaim, M., Fan, S., & Tian, X. (2023). E-commerce improves dietary quality of rural households 

in China. Agribusiness, 39(S1). https://doi.org/10.1002/agr.21864 

Shen, R. (2020). The Comparative History and Development of E-Commerce in China and the United States. Journal 

of Mathematical Finance, 10(03). https://doi.org/10.4236/jmf.2020.103029 

Siregar, W. (2023). Analysis of Consumer Behavior in Transactions in E-commerce. Indonesian Journal of 

Computer Science, 12(6). https://doi.org/10.33022/ijcs.v12i6.3483 

Srikasem, C., Sureepong, P., Dawod, A. Y., & Chakpitak, N. (2022). Data-Driven Approach to Raise the Marketing 

and Trade Strategy based on Halal Food Product Transactions of China Market. International Conference on 

Software, Knowledge Information, Industrial Management and Applications, SKIMA, 2022-December. 

https://doi.org/10.1109/SKIMA57145.2022.10029536 

Tan, D. M., & Alexia, K. R. (2025). THE INFLUENCE OF TIKTOK AFFILIATE CONTENT, QUALITY AND 

CREDIBILITY ON PURCHASE DECISIONS VIA THE YELLOW BASKET FEATURE. 1(2). 

https://journal.dinamikapublika.id/index.php/Jumder 

Tikhomirova, A., Huang, J., Chuanmin, S., Khayyam, M., Ali, H., & Khramchenko, D. S. (2021). How Culture and 

Trustworthiness Interact in Different E-Commerce Contexts: A Comparative Analysis of Consumers' 

Intention to Purchase on Platforms of Different Origins. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.746467 

Tong, Y. (2023). The Influence of Online Celebrity Live Streaming on Consumers' Purchasing Decisions. Highlights 

in Business, Economics and Management, 8. https://doi.org/10.54097/hbem.v8i.7239 

Tseng, H. T. (2022). Shaping path of trust: the role of information credibility, social support, information sharing 

and perceived privacy risk in social commerce. Information Technology and People, 36(2). 

https://doi.org/10.1108/ITP-07-2021-0564 

Vagdevi, H. S. (2023). Content Consumption in Streaming Frenzy Milieu: An Analysis Among College Students in 

Mysuru. Proceedings International Conference on Science and Engineering, 11(1). 

https://doi.org/10.52783/cienceng.v11i1.308 

Wan, X., Lee, K. Y., & Ho, K. C. (2023). Changes in Trade Structure and Social Relationship between China and 

Malaysia Under Cross-border E-commerce Culture. International Journal of China Studies, 14(1). 

https://doi.org/10.22452/ijcs.vol14no1.6 

Wang, A., Pan, J., Jiang, C., & Jin, J. (2023). Create the best first glance: The cross-cultural effect of image 

background on purchase intention. Decision Support Systems, 170. https://doi.org/10.1016/j.dss.2023.113962 

Wang, J. (2023). The consumption behaviors of Generation Z: evidence from China. Advances in Economics and 

Management Research, 7(1). https://doi.org/10.56028/aemr.7.1.568.2023 

Wang, L. (2023). Generational Dynamics of Innovation Adoption in Chinese Consumer Markets: A Comprehensive 

Analysis. Proceedings of Business and Economic Studies, 6(6). https://doi.org/10.26689/pbes.v6i6.5693 

Wang, M., & Yang, W. (2021). What drives rural consumers to change e-commerce attitude and adopt e-commerce 

through the moderating role of corporate social responsibility in an emerging market? An empirical 

investigation in the chinese context. Sustainability (Switzerland), 13(23). 

https://doi.org/10.3390/su132313148 

Wang, X., Zhao, B., & Chen, J. (2022). The construction of consumer dynamic trust in cross-border online shopping 

– qualitative research based on Tmall Global, JD Worldwide and NetEase Koala. Journal of Contemporary 

Marketing Science, 5(1). https://doi.org/10.1108/jcmars-08-2021-0031 

Widjaja, A. F. (2025). FACTORS INFLUENCING PURCHASE INTENTION IN E-COMMERCE: AN ANALYSIS 

OF BRAND IMAGE, PRODUCT QUALITY, AND PRICE. 1(3). 

https://journal.dinamikapublika.id/index.php/Jumder 

Wigayha, C. K., Rolando, B., & Wijaya, A. J. (2024). BUSINESS OPPORTUNITIES IN GREEN INDUSTRY AND 

RENEWABLE ENERGY (Vol. 1, Issue 1). https://journal.dinamikapublika.id/index.php/Jumder 

Wigayha, C. K., Rolando, B., & Wijaya, A. J. (2025). A DEMOGRAPHIC ANALYSIS OF CONSUMER 

BEHAVIORAL PATTERNS ON DIGITAL E-COMMERCE PLATFORMS. 1(2). 

https://journal.dinamikapublika.id/index.php/Jumder 

Winata, V., & Arma, O. (2025). ANALYZING THE EFFECT OF E-WALLET USABILITY ON CUSTOMER 

RETENTION IN MOBILE PAYMENT APPS. 1(2). https://journal.dinamikapublika.id/index.php/Jumder 



Volume 4 Issue 1 (2025) 

 
THE IMPACT OF CHINESE CULTURE ON CHANGING E-COMMERCE CONSUMER BEHAVIOR 

IN INDONESIA: A SYSTEMATIC LITERATURE REVIEW 

Kowiyanto 

14 
Journal of Interconnected Social Science | JISS 

https://dynamicjournal.my.id/index.php/jiss  

 

Xie, K., Lin, D., Zhu, W., Ma, Y., Qiu, J., Chen, Y., & Chen, Z. (2023). Analysis of Influencing Factors on the 

Willingness and Behavioral Consistency of Chinese Consumers to Purchase Tea via E-Commerce Platforms. 

Agriculture (Switzerland), 13(10). https://doi.org/10.3390/agriculture13101897 

Yin, C. C., Hsieh, Y. C., Chiu, H. C., & Yu, J. L. (2021). (Dis)satisfied with your choices? How to align online 

consumer's self-awareness, time pressure and self-consciousness. European Journal of Marketing, 55(8). 

https://doi.org/10.1108/EJM-03-2020-0187 

Yin, H. (2021). Research on the Relationship Between Consumption and Demand of E-commerce in China. Learning 

& Education, 10(2). https://doi.org/10.18282/l-e.v10i2.2300 

Yuan, M., Zhang, N., & Wong, Z. G. (2022). Walmart China Faces the Marketing Strategic Issues and What's their 

Future Plan. Proceedings of the 2021 3rd International Conference on Economic Management and Cultural 

Industry (ICEMCI 2021), 203. https://doi.org/10.2991/assehr.k.211209.474 

Zahran, A. M. (2025). THE IMPACT OF MARKETING STRATEGIES ON THE SUCCESS OF THE FAST FASHION 

INDUSTRY: A SYSTEMATIC REVIEW. 1(3). https://journal.dinamikapublika.id/index.php/Jumder 

Zhang, C., & Gong, T. (2023). The brand strategy and cross-border promotion of Han Chinese clothing under the 

digital economy. Electronic Commerce Research, 23(1). https://doi.org/10.1007/s10660-022-09628-7 

Zhang, Q., Wang, Y., & Ariffin, S. K. (2024). Consumers purchase intention in livestreaming e-commerce: A 

consumption value perspective and the role of streamer popularity. PLoS ONE, 19(2 February). 

https://doi.org/10.1371/journal.pone.0296339 

Zhang, X., Lyu, W., & Han, S. (2023). College Students Consumption Behavior Under the Background of E-

Commerce and Smart Logistics Technologies. International Journal of E-Collaboration, 19(7). 

https://doi.org/10.4018/IJeC.316881 

Zhao, L., Xu, Y., & Xu, X. (2023). The effects of trust and platform innovation characteristics on consumer behaviors 

in social commerce: A social influence perspective. Electronic Commerce Research and Applications, 60. 

https://doi.org/10.1016/j.elerap.2023.101284 

Zhu, W., & Liu, D. (2022). A Cross-Cultural Comparison of E-commerce Company Profiles Between China and 

America. Advances in Economics and Management Research, 2(1). https://doi.org/10.56028/aemr.2.1.300 

  
 

https://dynamicjournal.my.id/index.php/jiss

	Keywords: E-Commerce, Chinese Culture, Consumer Behavior, Indonesia
	REFERENCES

