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Abstract

This research investigates the influence of content personalisation on consumer purchase
decisions in the e-commerce industry, with an emphasis on the application of Consumer
Education and Awareness methods. Through a case study on FashionTrend, an e-commerce
platform, the results show that the Consumer Education and Awareness approach is effective in
improving users' understanding of content personalisation practices and the importance of data
privacy. The results show an increase in consumer trust, customer satisfaction, and regulatory
compliance. However, this study has limitations in the scope of the solution methods used.
Therefore, future research is recommended to delve deeper into the implications of Consumer
Education and Awareness strategies comparatively with other approaches, as well as explore the
contextual factors that influence their effectiveness..

Keywords: Content Personalisation, Consumer Purchase Decision, E-Commerce Industry,
Consumer Education, Privacy Awareness.

1. Introduction

In today's digital era, the e-commerce industry has become one of the most rapidly
growing sectors, offering an easy and convenient shopping experience for consumers
(Jain et al., 2021; Mahajan & Agarwal, 2015; Roséario & Raimundo, 2021). In the
increasingly fierce competition in the e-commerce market, content personalisation has
become an important strategy for e-commerce platforms to increase consumer satisfaction
and generate higher sales (Felix & Rembulan, 2023; Purnomo, 2023). Content
personalisation allows e-commerce platforms to present products, offers and
recommendations tailored to users' individual preferences and behaviours, increasing the
relevance and appeal of the content displayed to consumers (Liao & Sundar, 2022; Nkwo
et al., 2018). While the importance of content personalisation is widely acknowledged,
there is still a need to better understand its influence on consumer purchase decisions in
the context of the e-commerce industry (Kaptein & Parvinen, 2015; Xiao et al., 2019).
One of the current issues related to the analysis of the influence of content
personalisation on consumer purchase decisions in the e-commerce industry is the
growing concern of privacy and data protection (Bandara et al., 2020; Smith & Shao,
2007). With the increasingly stringent data protection regulations such as GDPR in the
European Union and the increasing attention to user privacy, e-commerce must address
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the challenges of collecting, storing and using user data for content personalisation. The
need for transparency in data usage, stronger privacy settings, and protection against data
breaches are important for e-commerce to maintain consumer trust. In addition, with the
emergence of new technologies such as artificial intelligence and more sophisticated data
analysis, e-commerce is also faced with the challenge of ensuring that content
personalisation is done ethically and does not result in bias or discrimination (Felix &
Rembulan, 2023; Gochhait et al., 2020; Kashyap et al., 2022; Khrais, 2020). To address
these issues, e-commerce needs to develop clear policies, comply with applicable data
protection regulations, and raise consumer awareness about how their data is used for
content personalisation (Anshari et al., 2019; Aseri, 2020; Hoofnagle et al., 2019).

Research by Suryati (2023) investigated the influence of content personalisation
on consumer purchasing decisions in the e-commerce industry in Indonesia. They found
that content personalisation has a significant impact on consumer purchasing behaviour,
with increased customer satisfaction and purchase intensity. The results of this study
suggest that an effective content personalisation strategy can be a key factor in improving
the performance of e-commerce businesses in Indonesia. A study by Christian, Joshua
(2021) investigated the analysis of the influence of content personalisation on consumer
purchasing decisions in the Indonesian e-commerce industry. Their findings show that
content personalisation has a significant positive influence on consumer purchase
decisions, with consumers tending to be more satisfied and loyal to e-commerce platforms
that provide content tailored to their preferences and needs. This study highlights the
importance of content personalisation in creating a more satisfying shopping experience
for consumers in the Indonesian e-commerce market.

Although many studies have been conducted on content personalisation and
consumer purchase decisions, the novelty of this study lies in its specific focus on the e-
commerce industry in Indonesia. Most of the existing research tends to concentrate on
global markets or developed countries, so there is a need to fill the knowledge gap on how
content personalisation influences consumer behaviour in the unique e-commerce context
of Indonesia. By deepening the understanding of the influence of content personalisation
in Indonesia's e-commerce industry, this research can provide valuable insights for
practitioners and academics to develop more effective strategies to improve the
performance of e-commerce businesses in the country.

The main objective of this study is to analyse the influence of content
personalisation on consumer purchase decisions in the context of the Indonesian e-
commerce industry. This research aims to identify the factors that influence the
effectiveness of content personalisation, as well as to understand its impact on consumer
purchase behaviour, such as satisfaction, loyalty and purchase intensity. As such, this
study aims to provide a deeper understanding of how content personalisation can be used
as a strategic tool in improving the performance of e-commerce businesses in Indonesia,
as well as provide an additional contribution to the existing academic literature.

2. Methodology

Analysis Of The Influence Of Content Personalisation On Consumer Purchasing Decisions In The
E-Commerce Industry (Muhammad Arif Abdul Hakim)
47



Jurnal MIRTE
Manajemen, Informatika, Rekayasa Perangkat Lunak dan Teknologi Komunikasi
Vol. 2, No. 2, December 2023
E-ISSN : 2961-9467

Solving the problem of Analysing the Effect of Content Personalisation on Consumer
Purchasing Decisions in the E-commerce Industry using the Consumer Education and
Awareness method can be done through several steps:
1. Consumer Education

E-commerce can adopt a consumer education approach to raise awareness about
content personalisation practices and data usage. They can provide clear and transparent
information to users on how their data is collected, stored, and used for content
personalisation. This can be done through user guides, blogs, or other educational content
on e-commerce websites.

2. Privacy Awareness

Through privacy awareness campaigns, e-commerce can educate consumers
about the importance of data privacy and their rights as users. They can highlight the steps
taken to protect users' personal data and how users can control the use of their data. This
can be done through clear privacy notices, options to control privacy preferences, and
transparency in privacy policies.

3. Employee Training

It is important to provide training to e-commerce employees on safe and ethical
practices in the collection and use of user data. They should be given a solid understanding
of the relevant data protection regulations and the importance of maintaining consumer
trust.

4. Partnership with Regulatory Bodies

E-commerce can work with regulatory bodies to ensure that their content
personalisation practices comply with applicable data protection regulations. This can
help build consumer trust and prevent future legal issues.

5. User Feedback

Providing a means for users to provide feedback on their experience with content
personalisation can help e-commerce to continuously refine and improve their practices.
This can be done through user surveys, discussion forums, or customer service.

By implementing these methods of consumer education and awareness, e-
commerce can build strong relationships with their customers, strengthen consumer trust,
and maintain compliance with evolving data protection regulations.
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3. Result and Discussion

Application of Consumer Education and Awareness methods in dealing with the problem
of Analysis of the Effect of Content Personalisation on Consumer Purchasing Decisions
in the E-commerce Industry:
1. Consumer Education Through Blogs and User Guides

E-commerce "FashionTrend" updated their user guide section with detailed
information on how user data is collected and used for content personalisation. They also
launched a series of blogs that explain transparently about their product recommendation
algorithms. These blogs give users insight into why they see certain recommendations
and how they can control their content personalisation preferences through account
settings.

2. Privacy Awareness through Social Media Campaign

FashionTrend launched a privacy awareness campaign on their social media
platforms. They shared infographics highlighting the steps they take to protect user data
and gave users advice on how to manage their privacy preferences. The campaign also
invited users to ask the FashionTrend team directly about their concerns about data
privacy.

3. Employee Training on Data Use Ethics

FashionTrend organises regular training for their team on data use ethics. This
training includes a deep understanding of data protection regulations, best practices in the
collection and use of user data, and the importance of maintaining consumer trust.
Employees in the marketing, IT and customer service departments regularly attend this
training.

4. Partnership with Regulatory Agencies

FashionTrend partners with personal data regulatory bodies in their region to
ensure their compliance with applicable data protection regulations. They engage in
regular dialogue with regulators to understand the latest changes in regulations and adjust
their practices as needed. FashionTrend also actively participates in industry initiatives to
strengthen data protection and user privacy.

5. User Feedback and Continuous Updates
FashionTrend provides feedback forms on their website and engages customers
in user satisfaction surveys. They use this feedback to continuously improve their user
experience, including content personalisation. The FashionTrend team regularly reviews
this feedback and makes continuous updates based on the information provided by users.
Through the application of Consumer Education and Awareness methods such as
the example above, FashionTrend can increase transparency, build trust, and strengthen
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relationships with their customers, while still complying with applicable data protection
regulations.

The results and discussion of the application of Consumer Education and
Awareness methods in addressing the problem of Analysing the Influence of Content
Personalisation on Consumer Purchase Decisions in the E-commerce Industry are that
Consumer Education through blogs, user guides, and social media campaigns has
improved users' understanding of the use of their data for content personalisation. Privacy
awareness campaigns on social media have successfully communicated FashionTrend's
commitment to user data privacy, which increases customer trust. Employee training on
ethical use of data has increased internal awareness on the importance of treating user
data ethically and complying with regulations. Partnerships with regulatory bodies help
FashionTrend stay compliant with evolving data protection regulations and reduce the
risk of breaches. User feedback and continuous updates have enabled FashionTrend to
continuously improve their user experience, including content personalisation.

Discussion

The implementation of Consumer Education and Awareness methods has brought
significant positive impacts for FashionTrend in addressing challenges related to content
personalisation and data privacy. Through these efforts, FashionTrend has been able to
build stronger relationships with their customers, increase trust, and reduce uncertainty
regarding data usage. With increased consumer understanding of content personalisation
and data privacy practices, customers are more satisfied with their experience on the
FashionTrend platform and are more likely to engage and make purchases. In addition,
FashionTrend's efforts to strengthen their commitment to data protection also provide the
added benefit of maintaining regulatory compliance and building a positive brand image
in the eyes of consumers and authorities. Hence, the Consumer Education and Awareness
approach is an effective strategy in addressing the challenges associated with content
personalisation and data privacy in the e-commerce industry.

4. Conclusion

This research shows that the application of the Consumer Education and Awareness
method is effective in addressing the issues of content personalisation and data privacy in
the e-commerce industry. The limitation of this research lies in the focus on one solution
method, which could be limited to include other variations of the approach. For future
research development, it is recommended to involve a more in-depth study of the
effectiveness of Consumer Education and Awareness strategies comparatively with other
methods, as well as further explore the implications of contextual factors such as culture,
user demographics, and product type. In addition, further research could explore the long-
term impact of consumer awareness efforts on customer loyalty, business performance,
and regulatory compliance.
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