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Abstrak

Digitalization has a broad and significant impact on economic situations. E-Commerce is
commonly defined as electronic buying and selling transactions via the internet. The
purpose of this study is to identify important changes and types of behavioral change in
Bandung customers who use e-commerce before and during the digitalization period. This
is considered quantitative research. The study's population and sample size were 112
respondents. The collected data was analyzed using linear regression. The regression
coefficient results indicate that the constant has a large impact on consumer behavior, with
a high level of statistical significance. This demonstrates that, even at the zero sales level,
the value is not statistically significant, despite having a significant consumer behavior level
coefficient. However, there are coefficients for the independent variables. These findings
suggest that, in the context of this study, increasing sales volume had no meaningful impact
on consumer behavior. The study concluded that there was no substantial change in
consumer behavior toward e-commerce in Bandung Regency.
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Introuction
Adopting digitalization or transitioning from traditional trade methods to online trading, also

known as electronic commerce, can assist them retain efficiency and safety during
digitalization. Digitalization has a broad and significant impact on economic situations. It can
even be claimed to have virtually completely altered the economic and commercial landscape
of different departments. This condition prompts professionals to create detailed activity
models. What businesses can be implemented, and what marketing models are available? The
most effective way for surviving the crisis. This decision is a logical result of digitalization,
which has also influenced changes in consumer behavior in terms of purchasing diverse

products to suit everyday demands (Suryanto, 2022).
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The uniqueness of the research that will be conducted to search for information connected
to changes in consumer behavior in the element of seeking for information on goods and
services, purchase, usage, and disposal of previously consumed goods and services. Pre-
digitalization activities are quite valuable for analyzing customer changes. This event piqued
the interest of scholars, who sought to delve deeper into societal changes, particularly those
affecting consumer behavior. As a result, the purpose of this study is to provide information or
an overall picture of the scenario that arises as consumer behavior evolves.

According to Suganda (2021), transformation has two components: narrow aspects and
broad aspects. Individual behavior and thought patterns are examples of change in the narrow
sense, but change in the broad sense refers to changes in societal structure that might influence
future societal growth. Change is unavoidable due to strong external stimulation and internal
requirements (Yusuf, 2022). Change is the replacement or change of one object into another
without removing the original. According to Abdulsyani, change is a process that might take
the form of growth or a setback. Change refers to the process of changing or altering the shape,
nature, appearance, or condition of anything due to a variety of reasons.

According to Solomon, consumer behavior encompasses not only purchasing but also the
impact of items on our lives, emotions, and relationships. Online transactions and trading, also
known as e-commerce, are not new. However, client behavior changes as a result of
Digitalization. The epidemic has resulted in a variety of new behaviors that necessitate
restrictions on outside activities, large gatherings, and distances, thus customers are
increasingly turning to the internet to meet their fundamental daily demands.

As previously said, it was found that many retail shops were closed as a result of
digitalization, as well as changes in consumer attitudes toward shopping online rather than
offline. This leads to severe competition among retail business owners. As a result, every

producer or business actor is progressively competing to grow and strengthen his or her own
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firm. To attain this goal, organizations must be able to run their businesses successfully in order
to thrive in the increasingly fierce competition.
Method

This research employs a quantitative technique.

In this scenario, quantitative research is used to obtain an overview of the research topic to
be examined using descriptive phenomena (Kushendar, 2022). This is a descriptive research
approach. Descriptive research uses data to explain potential solutions to present problems. This
form of qualitative descriptive study is applied in research. This study seeks to understand
customer behavior in opting to make online purchases through e-commerce, specifically among
Bandung residents. Data collection is the process of seeking, recording, and gathering
everything objectively and in accordance with the outcomes of observations, utilizing a Google

form. The researchers' goal number of respondents was 112 persons.

Results and Discussion
Theory Simple linear regression analysis examines the relationship between one

independent variable and one dependent variable. The primary purpose is to understand and
model how changes in the independent variable affect the dependent variable (Kurhayadi,
2022). The statistical technique utilized in this study was basic linear regression. This analysis
is used to determine the degree of influence of the independent variables. (Consumer behavior
toward the dependent variable leads to increased sales. The SPSS software yielded the
following regression results:

Table of analysis of the impact of changes in consumer behavior during digitalization

Model Sum of d Mean Square F S
1 | Regression 3 1 3 2.353
Residual 33.0 1 1
Total 33.3 1

a. Dependent variable: consumer behavior.

b. Predictors: (Constant) Increase in Sales

376



Journal of Management E-ISSN: 3026-3239
https://myjournal.or.id/index.php/JOM Vol. 3, No. 1, January - June (2024), pp. 374-379

A simple regression analysis was carried out to determine the association between higher
sales (independent variable) and consumer behavior (dependent variable). The study findings
show that the regression model has a F value of 2.353 and a significance level (p-value) of.125.
A significance value greater than the customary alpha level (0.05) suggests that the regression
model may be statistically insignificant.

Although the constant has a considerable impact on consumer behavior, suggesting that
there is a steady level of consumer behavior even at zero sales levels, the coefficients are for
the independent variables. This suggests that, while sales may have significant implications
under normal circumstances, in the context of Digitalization, additional factors such as
economic uncertainty, changes in consumer preferences, and shifts in shopping behavior may
have a greater influence on consumer behavior. This interpretation gives valuable insights for
scholars and practitioners dealing with the market difficulties associated with COVID-17
digitalization. The complexities of elements influencing consumer behavior underline the need
for more research and knowledge of market dynamics under crisis conditions. By analyzing the
relationship between sales and consumer behavior in the context of digitalization, this research
provides a good basis for developing more responsive and adaptive tactics in response to quick
and unforeseen market developments.

Conclusion

From the results of the research that has been carried out, it can be concluded that there
was no significant change in consumer behavior in e-commerce before and during the
digitalization period in Bandung Regency and there was no change in consumer behavior in e-
commerce before and during the digitalization period in Bandung Regency.
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