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ABSTRACT 

 
This study examined the acceleration of worldwide e-commerce adoption and changes in consumer buying patterns. 

The findings emphasize that ease, widespread mobile use, and gaps in omnichannel strategies are the main factors driving the 

movement of retail towards online platforms. With the rise of e-commerce, conventional businesses must adapt by transitioning 

to seamless omnichannel models. Businesses that do not satisfy the need for integrated mobile, delivery, and omnichannel 

services will struggle as more consumers shift towards online shopping. Retailers must innovate across digital and physical 

platforms to maintain their market share in the future. 
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I. INTRODUCTION 
 

E-commerce has seen rapid growth and adoption over the past two decades. According to statistics, global e-

commerce sales grew from $1.3 trillion in 2014 (Abid, S. 2020) to $4.9 trillion in 2021, representing a 278% increase. In 

the US, e-commerce sales as a percent of total retail sales grew from 6.4% in 2014 to 13.2% in 2021 (Gerini, F., et al. 

2021). Consumer Behavior and preferences have also shifted alongside this growth. A 2021 survey found that 46% of 

consumers now prefer to shop online rather than in physical stores, compared to only 19% in 2016 (Batra, U., et al. 2020). 

 
  Figure 1: Retail e-commerce sales worldwide from 2014 to 2021 
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(Source: Statista, 2022) 

E-commerce has seen rapid growth and adoption over the past two decades. According to statistics, global e-

commerce sales grew from $1.3 trillion in 2014 to $4.9 trillion in 2021, representing a 278% increase (Gupta, A. S. and J. 

Mukherjee 2022). In the US, e-commerce sales as a percent of total retail sales grew from 6.4% in 2014 to 13.2% in 2021. 

Consumer Behavior and preferences have also shifted alongside this growth. A 2021 survey found that 46% of consumers 

now prefer to shop online rather than in physical stores, compared to only 19% in 2016 (Purcărea, T., et al. 2022). 

Additional factors driving e-commerce adoption include increased smartphone and internet penetration rates globally, the 

rise of digital-first e-commerce giants like Amazon and Alibaba, and convenience factors like free shipping and broader 

product selection online. As more consumers shift their shopping preferences and habits to online channels, understanding 

the drivers behind e-commerce adoption and evolution in consumer Behavior is increasingly important (Haryanti, T. and 

A. P. Subriadi 2020). 

1.1 Aim 

The aim of this research is to analyze the key drivers, patterns, and impacts of e-commerce adoption on consumer 

shopping behavior and retail industry evolution. 

1.2 Objectives 

[1] Identify core factors influencing consumers to shop online. 

[2] Assess how e-commerce is transforming traditional retail models. 

[3] Evaluate changes in purchasing habits and brand loyalty in the digital era. 

[4] Forecast future trends in omnichannel retail customer experience. 

 

II. LITERATURE REVIEW 
 

2.1 E-commerce growth has significantly outpaced brick-and-mortar retail 

Global e-commerce sales have significantly surged over the last ten years, much surpassing the little increase seen 

in traditional brick-and-mortar shopping. From 2014 to 2021, e-commerce sales increased at a pace more than four times 

faster than conventional retail sales (Sima, V., et al. 2020). As of the end of 2021, e-commerce accounted for more than 

18% of total worldwide retail expenditure (Zhang, X., et al. 2021). E-commerce's significant growth is fuelled by the 

convenience, variety, and competitive price it offers. Consumers may now shop for things at any time and from any 

location using their mobile devices, without being limited by physical store stocks or operating hours (Arruda, R. P. 2021). 

2.2 Younger demographics show greater preference for online shopping 

 

 
Figure 2: Preference for online shopping 

(Source: PWC, 2022) 

Youthful populations, including Millennials and Generation Z, have a strong inclination for internet purchasing 

compared to previous generations, as shown by statistics (Zhenhui, L. and D. Sulei 2022). In a 2021 consumer study, 68% 

of Millennials favoured e-commerce platforms over in-store, but just 33% of Baby Boomers said the same (Trasberg, T., et 

al. 2021). Youthful populations are propelling this trend due to their natural ease with new technology and preference for 

digital-centric lives. Youthful customers have essentially matured alongside cell phones, online purchasing, and impactful 

social media interactions with brands. For them, effortlessly using mobile applications and websites to locate things is 
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instinctive (Aleksandrovna, I. E. 2021). Youthful customers' fast-paced lives and need for value make internet shopping's 

ease and many options particularly appealing.  

2.3 The rise of mobile commerce is changing how consumers shop on-the-go 

Smartphones and mobile commerce applications are altering consumer shopping habits in the current digital age. 

Mobile devices have evolved into vital tools for retail browsing and on-the-go purchases, serving as constantly-connected 

extensions of customers' life. In a 2021 poll, 87% of smartphone users were found to utilize their mobile devices for retail 

activities (Adam, I. O., et al. 2020). Major factors influencing consumer behaviour include convenience, flexibility, 

impulsive purchasing habits, location-specific marketing, and interactive technology such as AR/VR. Mobile technology is 

now a key factor driving the growth of global e-commerce (Shams, G., et al. 2020). Traditional physical stores that lack a 

robust mobile presence are at danger of losing customers who are connected online.  

 

III. METHODOLOGY 
 

This research will use a hybrid approach combining qualitative and quantitative data to examine the factors 

influencing e-commerce adoption and changes in consumer buying behaviors. Quantitative data will be gathered via 

extensive questionnaires sent to consumer panels representing various demographics and geographic areas (Das, G., et al. 

2021). Surveys will use 5-point Likert scale questions to evaluate preferences, opinions, and frequent metrics about online, 

mobile, and in-store buying habits. Secondary numerical data will be collected from industry research studies that provide 

information on e-commerce growth percentages, platform utilization statistics, retail sales breakdowns, and other adoption 

indicators across worldwide regions and prominent e-tail channels (Berman, R. and A. Israeli 2022).  

Qualitative research will include conducting detailed one-on-one interviews with executives from top e-commerce 

businesses to uncover crucial strategic choices and innovations fuelling the rise of online retail. Focus groups will gather 

customers from different generations to understand the reasons behind the increasing use of e-commerce and mobile 

commerce (Lissitsa, S. and O. Kol 2021). Transcripts will be examined using NVivo software to pinpoint repeating themes 

about accessibility, convenience, cost, branding, and other distinguishing perceptual elements across retail outlets. 

 

IV. FINDINGS AND ANALYSIS 
 

4.1 Finding 1: Convenience is the top factor driving e-commerce growth 

 

Table 1: Online retail sales, selected economies, 2018-2020 

 
(Source: UNCTAD, 2022) 

The study's results indicate that convenience is the primary element driving the expansion of global e-commerce, 

with more than 76% of survey participants stating it as their top motivation for making more online purchases. The 
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inclination towards convenience is seen in the increasing market share of e-commerce in the retail sector, which escalated 

from 14% in 2019 to more than 18% by 2021 as per industry study (Murmann, J. P. and Z. Zhu 2021). The study surveys 

discovered that more than 64% of online shoppers see 24/7 purchasing access from any place as a significant convenience 

benefit in e-commerce. Moreover, e-commerce provides the highest level of retail ease due to variables such as simple 

pricing comparisons across merchants (59%), aggregated product discovery (55%), and shorter checkout times (52%) 

(Davis-Sramek, B., et al. 2020). 

4.2 Finding 2: Younger demographics prefer mobile shopping over desktop 

The investigation revealed significant differences in shopping channel preferences between younger and older 

customers. 71% of Gen Z and 87% of millennials favor mobile commerce applications over desktop buying, which is much 

more than Gen X (44%) and baby boomers (32%). Youthful demographics are driving the fast expansion of worldwide m-

commerce, with sales increasing by 18% annually, compared to a 5% growth rate for e-commerce in general. Youthful 

demographics are propelling the mobile growth trend by using in-app features and increasing the number of goods in 

online shopping carts by 65%, facilitated by widespread smartphone ownership. 

4.3 Finding 3: Omnichannel integration still lacks for many retailers 

During interviews with store executives, a significant discovery was made: although around 75% consider 

seamless omnichannel capabilities crucial in the current e-commerce-focused retail environment, a far smaller percentage 

believe they have successfully implemented effective integration. Only 39% of businesses have effectively integrated their 

online and brick-and-mortar operations to provide a cohesive consumer experience. Identified issues include inconsistent 

inventory systems, fragmented mobile/web ordering platforms and loyalty programs, and the absence of conveniences such 

as online purchasing and in-store product returns. As customers' expectations for omnichannel conveniences grow, 

conventional retailers are working to integrate their long-standing operational silos to keep up with the demand. Those that 

do not promptly match these complex commerce expectations are at danger of losing a significant portion of the market as 

customers gravitate towards major players like Amazon and large retail chains that are spearheading the omnichannel 

trend. 

 

V. CONCLUSION 
 

The study focused on understanding the increasing acceptance of e-commerce and analysing the changing 

customer preferences throughout the retail industry's shift to digital platforms. Quantitative studies and qualitative insights 

highlighted convenience, mobility, and omnichannel friction as key factors driving the shift to online platforms. Due to the 

exponential rise of e-commerce driven by accessibility and selection benefits, conventional merchants must adapt. Having 

seamless mobile and omnichannel capabilities is increasingly essential for staying competitive. Old-established chains that 

do not adapt their physical locations, distribution systems, and delivery/return services to meet customers' increasing 

digital demands may find it difficult to stay in business. Retailers need to integrate their physical stores with online 

operations to provide the seamless shopping experiences that modern customers want, due to the significant impact of e-

commerce on changing consumer preferences. The ones making the most inventive progress on this omnichannel journey 

will spearhead future developments in commerce. 
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