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ABSTRACT

This article aims to describe young people’s consumption habits on e-commerce platforms during COVID-19 in Barranquilla. A
quantitative analytical method with a non-experimental design was applied through a questionnaire administered to a sample of
83 young people. The findings showed that 591% of young women reported a higher frequency of using e-commerce to purchase
products and services. Likewise, purchase decisions increased when companies offered customers discounts and promotions. The
study concludes that consumption habits and behaviors are changing: the tendency to purchase products from home, or from any
location where the consumer may be, is attractive to this generation. However, companies must address two latent problems in last-
mile value creation: delivery dates and product returns.

Keywords: Digital Consumption; E-Commerce; Digital Platforms.
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RESUMO

Este artigo tem como objetivo descrever os habitos de consumo dos jovens em plataformas de comércio eletronico durante a pandemia
da COVID-19 em Barranquilla. Foi aplicado um método analitico quantitativo com um desenho nao experimental, por meio de um
questionario aplicado a uma amostra de 83 jovens. Os resultados mostraram que 59,1% das jovens relataram uma maior frequéncia
no uso do comércio eletrnico para adquirir produtos e servigos. Da mesma forma, as decisoes de compra aumentaram quando as
empresas ofereciam descontos e promogoes aos clientes. O estudo conclui que os habitos e comportamentos de consumo estao
mudando: a tendéncia de comprar produtos de casa, ou de qualquer local onde o consumidor se encontre, é atraente para essa
geracao. No entanto, as empresas devem abordar dois problemas latentes na criacao de valor na dltima milha: prazos de entrega e
devolugoes de produtos.

Palavras-chave: Consumo Digital; Comércio Eletronico; Plataformas Digitais.
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INTRODUCTION

In Colombia, according to the Colombian Chamber of Electronic Commerce (CCCE), e-commerce
sales grew by 40% in 2021, generating revenues above COP 40 trillion and maintaining double-digit
growth in a market that continues to expand. At the same time, e-commerce became a strategic ally for
companies during the pandemic, as it allowed them to continue promoting and selling their products. In
this sense, e-commerce can be understood as a new way of doing business, since it enables companies to
sell and transact their products from anywhere in the world.

This article applies an analytical method with a quantitative approach and a non-experimental de-
sign, based on the administration of a questionnaire to a sample of 83 young people in Barranquilla.
Accordingly, the study is framed by the following research question: What are the consumption habits of
young people from Barranquilla on e-commerce platforms during COVID-19?

Thus, the objective of this article is to describe young people’s consumption habits on e-com-
merce platforms during COVID-19 in Barranquilla. The article is structured as follows: first, the
methodology used in the study is presented; then, the theoretical foundation is developed; next, the
results derived from a rigorous analysis of the collected information are presented; and finally, the
conclusions are discussed.
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METHODOLOGY

The article was developed using a quantitative methodology, with a descriptive scope and a non-ex-
perimental design (Hernandez et al., 2014:). A questionnaire was administered through the survey tech-
nique to an intentional sample of 83 young people in the city of Barranquilla. Participants were selected
according to their geographic location, willingness to complete the questionnaire, and purchasing activity
on digital platforms. The information was collected through specialized software and analyzed to deter-
mine the most widely used e-commerce platforms, identify the most pressing physiological needs satisfied
through these platforms, determine purchase motivators, analyze the relevance of discounts, promotions,
delivery speed, and other essential factors in consumer purchasing decisions, and estimate average pur-
chase amounts on these platforms. Finally, the conclusions were developed based on the objective of the
study (Lechuga and Loaiza, 2025).

Theoretical Framework

This research is grounded in different topics, models, and theories related to electronic commerce, ba-
sed on a review of the main authors who have worked on the subject. The theories analyzed are presented
below:

Maslow’s Hierarchy of Needs

The hierarchy of human needs proposed by Maslow (1981, as cited in Sennett, 2016), in his work A
Theory of Human Motivation, serves as a basis for establishing the basic conditions that e-commerce
must meet in order to satisfy human needs.
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Customers access virtual platforms in order to satisfy a need, thereby fulfilling the first category
of Maslow’s hierarchy: physiological needs. For this reason, platforms must be more descriptive and
clearly show the need they satisty, the use of the product, prices, availability, and related information.

Belonging and acceptance constitute another category in Maslow’s hierarchy. If the product satisfies
the consumer’s need, the purchase price represents utility, the purchase process is easy, and the store
platform generates trust, the consumer will decide to purchase the product.

Websites must convey and generate a trustworthy environment for customers in order to satisfy the
consumer’s need for security and protection on the web.

Companies should never neglect their customers. When a person becomes a customer of a brand or
virtual store, companies must maintain and strengthen that trust in order to improve the relationship
with customers and, at the same time, satisfy the need for esteem.

When each of these steps is carried out effectively, the customer may become a brand advocate and
develop a close bond that allows them to identify with the style and products of a company’s brand. At
this point, it may be said that the customer has satisfied the need for self-actualization.

When integrated into e-commerce, this theory explains how companies can increase their sales
while satisfying more than one need among people who visit their virtual platforms.

Theory of Planned Behavior

From the perspective of the theory of planned behavior (Ajzen, 1991, as cited in Venkatesh et al.,
2012), deliberate behavior can be predicted because the intention that drives behavior is determined by
three functions: attitude, subjective norm, and perceived behavioral control.

Similarly, Taylor and Todd (1995, as cited in Lai, 2011) state that behavior is a weighted function of
intention and perceived behavioral control, while intention is the weighted sum of attitude, subjective
norm, and perceived behavioral control. These premises provide the foundations of the theory and are
related to digital consumer behavior and behavioral patterns on e-commerce platforms (Mejia et al.,
2023).

Electronic Commerce

According to Castaneda and Zavala (2012), “electronic commerce consists of conducting commer-
cial transactions electronically; it is any activity in which companies and consumers interact and do
business with each other through electronic means” (p. 8). Likewise, Fernandez-Portillo et al. (2014,
argue that “e-commerce makes it possible to rethink business objectives through clear strategic direc-
tion, facilitating the creation of new products and markets, new distribution channels, the reduction of
business activity costs, and the opening of new markets” (p. 108).

Therefore, from the perspective of Sanabria et al. (2016), e-commerce is any transactional form in
which different parties converge on the network in order to sell or purchase products or services.

Digital Platforms
Evans and Schmalensee (2016), Hein et al. (2020), and Reuver et al. (2018) argue that digital pla-
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tforms are changing the way large companies interact with consumers, transforming their operating
models and establishing a new way of conducting operations through networks and digital platforms.

Similarly, Boudreau and Hagiu (2009) propose that digital platforms are multi-sided platforms
because they bring together and connect a critical mass of buyers and sellers who interact with one
another within the different digital platforms available on the web.

Along the same line, other authors, such as Katz and Shapiro (1985, as cited in Lin et al., 2011) and
Shapiro and Varian (1998, as cited in Van, 2013), suggest that as digital platforms develop and gain ac-
ceptance among users, they generate positive externalities that increase the utility or value proposition
of the platform. This is directly proportional to the number of agents or users who use the platform. In
other words, platforms grow when they effectively satisfy users’ needs, resulting in a positive externali-
ty: an increase in the number of users (Uribe et al., 2022).

Perceived Usefulness

According to Moore and Benbasat (1991, as cited in Williams et al., 2015), an individual’s per-
ception improves when the developed technological innovation is appropriately adopted. Likewise, its
acceptance depends on how efficiently the primary and secondary attributes inherent to human beings
are satisfied in relation to the innovative process or system designed. This innovation has been mani-
fested in conventional distribution channels through the development of a web-based technological
system known as e-commerce, which offers enormous potential to retail industries and to any brand
wishing to establish a sales channel on the internet, thereby redesigning how current consumers acqui-
re products and services.

The perceived usefulness of this sales system derives from consumers’ acceptance of latent advan-
tages, which in this article are referred to as variables: convenience, assortment variety, offer value,
discounts, promotions, delivery times, guarantee, quality, and product security.

Table 1
Definition of perceived usefulness variables in the case study

Variables Definition

Convenience Optimization of time and ease of execution in the consumer purchasing process.

| |
| |
Quality | Product attributes that effectively satisfy consumer needs. |
| |
| |

Discounts A commercial strategy aimed at increasing product sales by reducing the price.
Guarantee The seller’s responsibility for the product’s value proposition to the buyer.
. Purchase incentives for a product through different strategies that generate, capture, and
Promotions |
stimulate demand.
Product security | Guidelines that ensure the security of transactions conducted through electronic commerce

| The total time elapsed from when the customer makes a purchase through any e-commerce

Delivery times platform until the product is finally received at the agreed location.

Assortment variety | The breadth of the offer available within e-commerce platforms. |

| A web-based space where a wide variety of product offers at highly competitive prices are
brought together, combined with a satisfactory digital consumer experience.

Source: Authors’ own elaboration (2020).

Offer value
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The variables described above represent attributes that distinguish electronic commerce and stron-
gly influence technological acceptance among consumers. This virtual hypermedia environment, which
enables interactions between major brands and their buyers, has unique and valuable characteristics
that integrate purchasing experiences and behaviors while navigating the web (Hoffman & Novak,
1996, as cited in Kannan, 2017).

Technology Acceptance Model

Davis (1993, as cited in Awa et al., 2015), Davis et al. (1996, as cited in Al-Debei et al., 2015), and
Venkatesh (2008, as cited in Marangunic et al., 2015) explain how users accept or reject information
systems and how these systems may be accepted through the causal relationships among perceived
usefulness, perceived ease of use, and perceived enjoyment. These factors are crucial and essential in
strongly influencing whether a user appropriately adopts a technological system.

Along the same line, Davis (1989, as cited in Venkatesh et al., 2016) defines perceived usefulness as
the degree to which a user perceives that using an information system will improve their work perfor-
mance. Another determinant is perceived ease of use, defined as the degree to which a user perceives
that using an information system will be free of effort. Finally, perceived enjoyment refers to the degree
to which a user finds the use of the system satisfactory.

RESULTS

Regarding the questions asked, women were found to make more online purchases than men, with
a percentage of 59.1% compared to 40.9% for men. This suggests that young women have stronger
habits of using e-commerce to acquire products and services.

The age range of the participants was mainly between 21 and 30 years old, representing 54.5%,
followed by young people under 21 years old with 40.9%, and finally those over 30 years old with 4.6%.
Considering that the population to whom the measurement instrument was applied was under 30
years of age, their main occupation was being students, at 63.6%.

The e-commerce platforms most frequently used by young people in Barranquilla during CO-
VID-19 were Rappi, with 40.9%, and Dafiti, with 27.8%. This shows a consumption pattern oriented
toward satisfying needs related to food, clothing, and footwear. It may also be inferred that during the
confinement period in Barranquilla in 2020, young people increased their purchases on these platfor-
ms in order to buy products from the comfort and safety of their homes while the virus was spreading
throughout the city.

The main purchase motivations were discounts, at 31.8%, purchase security, at 22.7%, and promo-
tions, at 18.2%. This indicates that it is important for young people in Barranquilla to feel that their
purchase is protected and that the pages where they buy provide assurance that the product will arrive
at its destination. Purchase decisions increase even more when companies offer discounts and pro-
motions to their customers. Consumers seek protection for their money and, combined with effective
business strategies such as promotions and discounts, young people are more likely to choose these
companies to satisfy their needs.
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Other relevant factors for consumers were product delivery speed, with 95.5% totally agree-
ing, product guarantee, also with 95.5% totally agreeing, and product quality, with 100% totally
agreeing. In general, consumers seek security regarding their money, the purchasing process, and
product use. Therefore, if e-commerce platforms provide security to customers, accompanied by
excellent logistics to send orders as quickly as possible, and if there is a discount or another mar-
keting strategy, young people would quickly choose to purchase and would be satisfied with the
shopping experience provided by the virtual store.

The frequency of purchases made by young people on e-commerce platforms during the pande-
mic shows that 54.5% of respondents totally agreed that they make weekly purchases, while 27.3%
partially agreed that they make purchases during the week. This reflects a behavioral pattern in
which more than half of young people make some purchases on different platforms during the
week. This is not surprising, since projections for that year were already growing, and the CO-
VID-19 pandemic was a determining factor that allowed e-commerce to grow by 300% in Latin
America alone.

The average purchase amount ranged between COP 100,000 and COP 500,000 for 47.1% of
respondents. This explains why people demand security in the electronic commerce purchasing
process, since buying products valued above COP 100,000 requires young people to be certain that
their order will arrive at its destination. Additionally, 29.4% reported an average purchase above
COP 500,000, indicating that this population is turning to e-commerce to make high-value and
important purchases. It is no longer only about ordering food; it can now involve the purchase of
a car through electronic commerce.

Figure 1

E-commerce platforms

Source: Authors’ own elaboration.
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Figure 2

Purchase categories

Source: Authors’ own elaboration.

Figure 3

Purchase motivation
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Source: Authors’ own elaboration.

Figure 4

Importance of promotions

Source: Authors’ own elaboration.

RIECA - Revista Internacional de Universidad Nacional de Tumbes Vol.1- No.1-e:003 7
Economia, Contabilidad, y Administraciéon ISSN: 3152-9259 (En linea) Enero - Junio * 2026



Digital Consumption Habits: The Barranquilla Case during COVID-19

Figure 5

Importance of discounts

Source: Authors’ own elaboration.

Figure 6
Importance of product delivery times
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Source: Authors’ own elaboration.

Figure 7

Importance of security in the shopping experience

Source: Authors’ own elaboration.
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Figure 8
Importance of the product guarantee

Source: Authors’ own elaboration.

Figure 9
Importance of product quality

Source: Authors’ own elaboration.

Figure 10
Frequency of platform use

Source: Authors’ own elaboration.
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Figure 11
Average purchase amount in Colombian pesos

Source: Authors’ own elaboration.

CONCLUSIONS

The context created by COVID-19 strongly stimulated e-commerce worldwide, allowing Colombia
to achieve exponential growth beyond the projections estimated for that year. It also became a strategic
ally for companies during the pandemic, integrating itself into the value chain of many businesses.
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The study found that the device most frequently used for e-commerce purchases is the mobile pho-
ne, and that companies must address two latent problems: delivery dates and product returns. Tradi-
tional commerce was displaced during confinement by electronic commerce. Although confinement
was a determining factor in the increase in online purchases and sales, it should also be noted that
e-commerce was already expected to experience significant growth during these years, even without
anticipating a pandemic.

In conclusion, there is currently an increase in the consumption of products and services through
e-commerce. At the same time, the pandemic reduced traditional commerce sales by 90%. An interes-
ting finding is that people never stopped consuming products during the pandemic; rather, they sought
to satisfy their needs through the internet.

Consumption habits and behaviors are changing. The tendency to buy products from the comfort of
home, or from anywhere the consumer may be, is attractive to this generation. Therefore, shopping ex-
periences on brand platforms are being reinvented. Innovations such as augmented reality, which allows
people to see what a product would look like in their hands without touching it, and other technological
advances, show that e-commerce provides companies with innovation in their value proposition.

The technological adaptation of e-commerce in digital consumption among young people from Ba-
rranquilla during the COVID-19 pandemic was accepted and incorporated into their daily consump-
tion habits. It satisfied physiological needs inherent to the human condition, such as food and clothing,
which were effectively addressed through digital platforms. This process developed efficiently through
the determinants of the technology acceptance model and the theory of planned behavior. In other
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words, e-commerce users perceive product security, delivery times, offer value, guarantee, convenience,
and other characteristic factors of these technological systems as useful, and these perceptions are po-
sitively affected by externalities that increase consumption.

Companies in the e-commerce sector are advised to conduct continuous market research in order
to establish and determine the perceived usefulness of digital consumers on their platforms. Likewise,
they should identify the most important criteria that drive purchase decisions and the consumer’s be-
havioral patterns, using the foundations of the theory of planned behavior, so they can effectively and
appropriately satisfy needs and increase rewarding experiences within this environment.
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