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Abstract: Various factors can influence consumer purchasing behavior, including 
psychological factors, including motivation, perception, attitude, trust, and risk perception. 
These factors play a significant role in how consumers evaluate, consider, and ultimately 
decide to purchase a product. This study aims to determine the influence of psychological 
factors on consumer purchasing decisions, drawing on the results of several previous studies. 
The descriptive narrative method was used. The analysis shows that purchasing decisions, 
both in conventional and digital contexts, are significantly influenced by psychological factors. 
Increased intention and action are evidenced by positive motivation and perceptions, while 
high risk perceptions tend to inhibit purchasing decisions. On the other hand, trust plays a 
crucial role in reducing consumer uncertainty, particularly in online transactions. By 
understanding consumer psychology, companies can design more effective and 
consumeroriented marketing strategies, thereby increasing customer satisfaction and loyalty 
in the long term. 
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Introduction 

According to Kotler et al., (2025) consumer buying behavior is one of the most 
essential aspects of modern marketing, as it reflects how individuals select, purchase, use, 
and evaluate a product or service to fulfill their needs. Generally, this behavior is influenced 
by four major groups of factors cultural, social, personal, and psychological. Among these, 
psychological factors are often the most complex as well as significant, because they involve 
internal human aspects such as motivation, perception, learning, personality, beliefs, and 
attitudes (Nurcahyo, 2016a). Motivation functions as the primary driving force that 
encourages individuals to act in order to satisfy their needs or desires. Highly motivated 
consumers tend to be more active in seeking information and exploring products that they 
perceive to be capable of meeting those needs. In the context of cosmetic purchases in 
Jambi City, for instance, research shows that motivation is the dominant factor in 
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determining consumers decisions to purchase local products (Sari, 2017). Meanwhile, 
perception serves as a mental process through which consumers select, organize, and 
interpret information they receive until they form a view of a product or brand (Haryono et 
al., 2021). Learning also plays an important role, because through previous experiences and 
acquired information, consumers develop the ability to distinguish between quality, price, 
and value among various products in the market (Meilinda & Susanti, 2018). 

Purchase decisions are influenced not only by motivation and perception, but also by 
personality and self-concept, as consumers tend to choose products that match their 
personality or reflect their ideal self-image. Research conducted by Fitrayanti & Purwanto, 
(2020), found that consumer purchasing decisions are influenced by personality and self-
concept. Another key psychological aspect in consumer behavior is belief and attitude. This 
aligns with a study by Nisya & Baidun, (2013) which confirmed that purchasing decisions are 
indeed affected by consumer beliefs and attitudes. The dynamics of psychological factors in 
today’s digital era have become increasingly complex. Factors such as perception of online 
platforms, trust, perceived ease of use, as well as emotional elements such as satisfaction, 
anxiety, or fear, can shape online purchasing decisions c. A recent study by Judijanto & 
Wattiheluw, (2024) also revealed that psychological and personal factors significantly 
influence online purchasing decisions, especially among young consumers with a high level 
of digital literacy. This reinforces the notion that in the digital economy context, 
understanding consumer psychological aspects is extremely important to ensure that 
marketing strategies can be more effective and well targeted. 

Based on this, it can be concluded that consumer purchasing decisions occur as a 
result of psychological factors that contribute to the process. Therefore, this literature 
review was conducted to summarize the dimensions and key indicators of psychological 
factors related to buying behavior, connect psychological theories with consumer behavior, 
and highlight empirical research findings that demonstrate how these factors influence 
purchasing decisions across various product categories and marketing platforms. Through 
this review, it is expected that a deeper understanding can be obtained regarding how 
psychological factors such as motivation, perception, learning, personality, and attitudes 
interact with social and cultural influences in shaping the purchasing behavior of Indonesian 
consumers. The results of this review are also expected to serve as a foundation for 
marketers and business practitioners in formulating communication and promotional 
strategies that align with the psychological conditions and characteristics of today’s 
Indonesian consumers. 

 
Literature Review 

Psychological factors are one of the primary determinants in consumer behavior and 
play a crucial role in the decision-making process of purchasing. (Nurcahyo, 2016) found 
that motivation and perception act as the main triggers in the purchasing decisions of 
electronic products among university students in Jakarta. Consumers with high motivation 
tend to seek more information, evaluate product alternatives, and choose based on 
personal needs. This finding is consistent with research conducted by Fitrayanti & Purwanto, 
(2020), which shows that motivation and personality influence purchasing decisions, 
especially in fashion products, where self-image and lifestyle function as strong 
psychological drivers. This suggests that individuals often choose products that align with 
their personal character or represent the ideal self-image they wish to convey. 

In addition to motivation and personality, perception and learning have also been 
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proven to influence consumer purchasing behavior. Reza and Suastrini, (2021) noted that 
perceptions of product quality and previous purchasing experiences increase consumer 
confidence in a brand, as shown in the study of refill drinking water purchases. Individuals 
who have had positive experiences are more likely to make repeat purchases compared to 
new consumers without similar exposure. This reinforces the view that learning through 
past experience can shape attitudes and beliefs in purchasing decisions. 

The dynamics of consumer purchasing behavior have become more complex in the 
digital era, where individuals are exposed to various psychological stimuli within online 
platforms. Nuradina, (2022) emphasized that psychological elements such as trust, 
perceived transaction security, convenience, and emotional responses (such as excitement, 
fear, and curiosity) play a significant role in online purchase decisions. A similar study by 
(Wijayanti, E, Budiarti, & Pribadi, 2023) supported these results, showing that consumer 
attitudes and beliefs toward a brand have a strong correlation with purchasing decisions in 
e-commerce settings. Consumers are more likely to purchase when the digital system is easy 
to use, informative, and provides a sense of security during transactions. 

Based on these findings, it can be concluded that psychological factor sincluding 
motivation, perception, learning, personality, and attitude consistently influence consumer 
purchase decisions in both offline and online environments. However, a research gap 
remains because only a few studies investigate how these psychological dimensions operate 
simultaneously within a comprehensive model, particularly among modern consumers who 
are increasingly digital-oriented. Therefore, this study has the potential to contribute 
significantly by examining the integration of multiple psychological factors to more 
accurately predict consumer purchasing decisions in the digital marketplace. 

 
Research Methods 
 

No Authors Title Year Method Key Findings 

1 (Mulyadi 
& Efawati, 

2024) 

Understanding the 
Consumer Mindset: 
How Psychological 

Aspects Drive 
Purchases in E-

commerce 

2024 Quantitative Survey The study shows that the 
most dominant 

psychological variables 
influencing purchase 

decisions in e-commerce 
are motivation and 

perception. 
Consumers with high 

motivation and a 
positive perception of 

convenience and 
transaction security tend 

to have stronger 
purchase 
intentions. 

https://ejurnal.ubharajaya.ac.id/index.php/PARS


https://ejurnal.ubharajaya.ac.id/index.php/PARS,                                                  Vol. 3, No. 1, December 2025  

200 
 

2 (Agustina & 
Bahri, 
2024) 

The Influence of 
Perceived Risk, Trust, 

and Information 
Seeking on Consumer 
Behavior (A Study of 
the Erigo Brand on 

Shopee) 

2024 Quantitative Survey Findings indicate that 
online purchase intention 

is primarily affected by 
trust and information 

seeking. Although 
perceived risk (such as 

fraud concerns and 
Product quality 

uncertainty) has a 
negative effect, it can be 

reduced through 
consumer trust in 

platforms and more 

3 (Maryati, 
Situmorang
, & Rinaldi, 
2022) 

The Influence of 
Consumer Motivation, 

Perception, and 
Attitude on Purchase 

Decisions 

2022 Quantitative Results reveal that 
purchase decisions are  

influenced by 
motivation, perception, 
and attitude. A positive 

consumer attitude 
toward a brand and 

purchasing experience 
strengthens the effect of 

motivation on actual 
buying behavior. 

4 (Helfiy
ana, 

Alwie, 
& 

Samsir, 
2024) 

The Influence of Online 
Customer Review and 

Perceived Riskon E- 
Trust and Purchase 

Intention on E- 
Commerce Lazada in 

Pekanbaru City 

2024 Quantitative The study states that 
online customer reviews 

are an important 
perceptual stimulus in 

digital consumer 
behavior.  

 

5 (Nuradina, 
2022) 

Psychological Factors 
Affects Online Buying 

Behaviour 

2022 Systematic Review & 
Synthesis 

The study shows that 
psychological triggers 
such as emotion and 

internal motivation are 
the primary drivers  of 

consumer behavior shifts 
in the digital era. 

 
Result and Discussion 

Based on the analysis of the five reviewed journals, it is evident that psychological 
factors play a crucial role in shaping and influencing consumer purchasing decisions, 
particularly in today’s digital-oriented marketplace. Various components such as motivation, 
perception, attitude, trust, and perceived risk significantly contribute to both purchase 
intention and actual buying behavior. In other words, purchasing decisions are not solely 
influenced by economic, social, or cultural elements, but also by the internal psychological 
state of the individual, which determines how consumers evaluate, respond to, and select 
certain products. 

One of the findings highlights that motivation acts as the primary driver in the 
purchasing process. When individuals possess strong psychological impulses whether driven 
by functional needs or emotional desire their willingness to purchase products tends to 
increase. Meanwhile, perception plays a role in how consumers interpret information 
regarding brand image, quality, and product benefits. Positive perception may generate 
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confidence and comfort, leading consumers to be more certain in their decision-making. 
Additionally, attitude and trust are key components that bridge the gap between purchase 
intention and actual purchasing behavior. Consumers who hold positive attitudes toward a 
brand or selling platform, and who believe in its security and credibility, are more likely to 
make a purchase. Conversely, perceived risk often becomes a barrier, especially in online 
buying contexts. Concerns about fraud, product quality, or personal data security may reduce 
consumer purchase intention. 

In the context of digital marketing in Indonesia, psychological factors are also shaped 
by emotional influence and digital shopping experience. Customer reviews, ease of platform 
usability, and positive online shopping experiences have been shown to increase trust while 
reducing perceived risk. This demonstrates that purchasing decisions are not merely the 
outcome of rational evaluation, but are also strongly affected by individual emotions and 
perceptions. Overall, this literature analysis reinforces that managing consumer psychological 
factors is a key strategy in fostering sustainable buying behavior. When companies are able 
to understand emotional needs, cultivate positive perceptions, and build consumer trust, 
they will be more capable of creating loyalty and strengthening brand positioning within the 
market. 

 
Conclusion 

Based on the review of the journals discussed above, it can be concluded that 
psychological factors have a significant influence on consumer purchasing decisions. 
Elements such as motivation, perception, attitude, trust, and perceived risk are key 
components that determine a consumer’s purchase intention and behavior. Consumers with 
high motivation, positive perceptions, and strong trust in both the product and the seller tend 
to make purchasing decisions more quickly and confidently. Conversely, high perceived risk 
such as concerns regarding product quality or transaction security can decrease consumer 
interest and willingness to buy. By understanding these psychological factors, companies can 
design more effective and consumer-oriented marketing strategies that help build trust, 
increase satisfaction, and strengthen long-term customer loyalty. 
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