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Abstract

Digital transformation has significantly reshaped grocery shopping behaviors, transitioning from traditional markets to digital platforms. This research explores how the adoption of e-commerce, specifically the Segari application, influences consumer purchasing patterns for staple groceries within the context of the modern market era. The primary issue addressed by this study is understanding the factors prompting consumers, particularly budget-conscious migrants, to shift their shopping habits from conventional to online marketplaces. Consequently, this research aims to identify critical elements influencing consumer preferences, purchasing behaviors, and satisfaction levels when using Segari. Employing a qualitative approach, this study integrates a comprehensive literature review and empirical data collected through structured interviews with selected respondents using the Critical Incident Technique (CIT). Respondents were budget-conscious migrants who regularly use Segari. Findings indicate that key factors driving consumer preference toward Segari include ease of access, broader product availability, promotional attractiveness, and stable pricing compared to traditional markets. Furthermore, consumers reported improved shopping convenience and higher satisfaction due to consistent pricing and efficient access to essential goods. This research offers valuable insights into consumer behavior shifts caused by digital adoption, providing strategic recommendations for e-commerce platforms like Segari to enhance user engagement and optimize customer satisfaction in a competitive market environment.
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[bookmark: _Hlk201559531]INTRODUCTION
In recent years, the development of information and communication technology has significantly changed the way we shop. According to research, as of the second quarter of 2020, there were 196.7 million people who were already internet literate (Jatmiko, 2020). One notable trend is the increasing use of shopping or e-commerce applications through mobile devices. Shopping applications like Segari, which offer a variety of products online, have become a popular choice for consumers seeking convenience and ease in making purchases. The digital transformation of e-commerce has had a significant impact on customer experience, engagement, and loyalty towards the company's platform (Felix & Rembulan, 2023a).
[image: Output image]
Figure 1. 
Reasons Consumers Prefer Online Grocery Shopping Apps 

Consumers prefer online shopping applications like Segari primarily due to ease of access (90%), as these platforms offer the convenience of shopping anytime and anywhere, significantly reducing the time and effort required for traditional shopping. Additionally, the wider product variety (85%) available through online apps allows consumers to easily find alternatives, particularly for products challenging to locate in traditional markets. Migrants especially benefit from improved product availability (80%), as they can conveniently obtain necessary items without extensively searching local markets. Furthermore, discounts and special promotions (75%), such as free shipping, make online shopping more economically attractive than traditional stores. Finally, stable and transparent pricing (70%) on digital platforms provides consumers with predictability, addressing concerns regarding fluctuating prices common in traditional markets.
The use of shopping applications like Segari provides many benefits for consumers. First, this application allows consumers to shop anytime and anywhere without having to go to a physical store. This saves the time and effort required for traditional shopping. Second, this application can help migrants obtain the desired products more easily, as research data shows that from 2020 to 2022, 6 million people migrated to Central Java, 3.47 million to East Java, 3.06 million to DKI Jakarta, and so on (Santika, 2023).
Third, shopping applications often provide discounts, promotions, or special offers that are not always available in physical stores. This provides an opportunity for consumers to obtain products at more affordable prices, where according to (Unisma et al., 2021), free shipping promotions and discounts significantly influence product purchases for consumers.
Therefore, the Segari application has become one of the useful applications for consumers in obtaining staple and food products more easily. This affects consumer behavior in seeking alternative options to make things easier for them. The considerations made by consumers in differentiating purchases between traditional markets and e-commerce are as follows: in traditional markets, the prices set are always fluctuating or uncertain, whereas, on the contrary, the products provided in the Segari application have fixed prices or can even decrease due to promotional discounts.
The second reason is product availability, where traditional markets do not always have or take time to find the basic and food products we want, but through Segari e-commerce, consumers can more easily obtain the desired products. For example, if the product desired by the consumer is out of stock or experiences a significant price increase in physical stores or traditional markets, the consumer will look for a more affordable substitute to replace that product. In e-commerce, Segari's access to all food and essential products can make it easier for consumers, especially migrants who are new residents in the area, to directly obtain the desired products.
However, there are limitations in the use of shopping alternatives through applications. Where preferences, motivations, and factors that can influence consumers in the use of alternative grocery shopping methods are concerned. Addressing the above-mentioned factors can provide a better understanding and insight into these matters for consumers. By having that understanding, producers can develop a strategy that can be applied in the development of marketing strategies and customer satisfaction in using the Segari application.
Therefore, this research aims to identify alternative substitutions in the purchase of staple foods. Where this research aims to show that with the development of technology that can be utilized for shopping, it can make it easier for people to obtain necessities that are hard to find, such as migrants who have difficulty finding markets, where a variety of products are also available and many discounts can relieve consumers who feel burdened by the purchase of staple foods. By also analyzing consumer behavior regarding the reasons for shopping using e-commerce applications like Segari, researchers can establish results or a strategy that can be developed to better support the Segari application in serving consumers in this modern era and also provide e-commerce insights.

REVIEW OF LITERATURE
Recent Studies 
Recent studies have examined changes in grocery shopping patterns, particularly in Indonesia. The emergence of hypermarkets has influenced traditional market patronage, with factors like price and convenience driving shopping behavior changes (Justin & P., 2012). The COVID-19 pandemic accelerated the shift from modern markets to online shopping, especially among urban residents (Falahiyah & Hariyanto, 2022). E-grocery platforms have gained popularity, with consumers valuing website design, fulfillment, and customer service (Ayudhia et al., 2020). Millennials have shown increased online shopping behavior during the pandemic (Farhani et al., 2022). Factors influencing supermarket shopping among housewives include an affordable location (Darmawan, 2022). The transformation of traditional grocery stores into digitalized businesses has helped small retailers compete (Posroha & Ardansyah, 2023). Shopping location selection is influenced by travel characteristics, activity arrangements, and spatial conditions (Muhamad & Joewono, 2019). These changes reflect evolving consumer preferences and technological advancements in the retail sector.
Traditional and Modern Markets
Traditional markets are markets built and managed by the government, local government, private entities, state-owned enterprises, and regional-owned enterprises. These markets often include collaborations with private entities and typically feature small-scale businesses engaging in bargaining for goods (Rivaldo et al., 2018). In contrast, modern markets or stores are self-service oriented and retail various types of goods. These include minimarkets, supermarkets, department stores, hypermarkets, and wholesale outlets (Perpres No.112, 2007).
E-Commerce
E-commerce is predicted to dominate future commerce as it enables sellers to market their products quickly, easily, and for free (Rahmidani, 2015). This method of commerce allows for product uploads, descriptions supported by recent advertising updates, available contact links, and quality control over the advertisements. E-commerce platforms offer a space for business information, maintaining business relationships, and executing transactions through telecommunications networks (Administrasi Niaga & Negeri Bandung, 2021). E-commerce involves the buying, selling, or exchanging of products, services, and information via computer networks and is a subset of e-business, which includes collaborations with business partners, customer services, and job opportunities (Purnama & Putri, 2021). E-commerce has been well-received in Indonesia, providing benefits like reduced operational costs and improved communication (Dewi et al., 2011). Key success factors for E-commerce include tangible assets, intangible assets, and processes (Solihat & Sandika, 2022). Factors such as convenience, product excellence, loyalty programs, exclusive promotions, responsive customer service, and special incentives and rewards play crucial roles in building positive experiences, enhancing customer engagement, and reinforcing loyalty (Felix & Rembulan, 2023b).
Easing Accessibility
Technological advancement, which aligns with the progress of science, is inevitable and introduces innovations for the benefit of society (Febriyantoro & Arisandi, 2018). The advent of technologies, particularly in commerce, has transitioned from face-to-face transactions to online venues, eliminating the need for physical presence at the point of purchase (Herawanty & Santoso, 2023; Nurhakim, 2017). These advancements facilitate consumer access to product information and available products (Wibowo et al., 2020).
Product and Price Variability
In pricing, there are three main objectives: generating revenue, which is vital for most businesses and often depends on customer spending; considering capacity, where prices are adjusted according to demand and supply and production limits; and addressing customer needs, which involves setting prices to reflect different market segments, customer groups, and purchasing power levels. Strategies may include price reductions, bonuses, etc. (Felix et al., 2024). Product variety is crucial in purchasing decisions, as seen at Warung Mina Peguyangan, which attracts customers with its diverse menu options (KHRISNA, 2022). A wide range of products changes consumer perceptions and influences buying interest (Saputra et al., 2023). Product variety refers to the number and range of products differentiated by specifications or brands offered by a seller (Aunillah & Himawan, 2023). The diversity of products a company offers is based on design, size, features, or type, distinguishing elements that define a brand (Firdayanti et al., 2023; Cahyati, 2023).

[bookmark: _Hlk201559556]RESEARCH METHOD
[bookmark: _Hlk201559572]The research methodology utilized for this study effectively integrates both literature reviews and empirical data gathered through interviews with users of the Segari app, specifically targeting those who are budget-conscious and reside away from their native places. This dual approach allows for a comprehensive exploration of online shopping behaviors and their implications on the purchase of staple food products, thereby providing a deeper understanding of the nuances within this context.
The literature review segment of the research serves as the foundational base, offering insights into existing research findings and studies that are pertinent to consumer behavior in online shopping, the efficacy of various marketing strategies, and the significant impact e-commerce platforms have on purchasing decisions. This aspect of the research helps in framing the theoretical underpinnings necessary for analyzing consumer interactions with e-commerce environments.
In parallel, the empirical data is collected through direct interviews with selected Segari app users who are non-locals striving to manage their budgets effectively. These interviews are particularly insightful as they delve into the personal experiences of the users, uncovering the specific challenges they face, their particular needs regarding staple goods, and the factors that influence their decisions when utilizing online shopping platforms. Given their budget-conscious nature, these respondents provide valuable perspectives on aspects such as pricing sensitivity, quality assessment, and the convenience of shopping, which are crucial for tailoring e-commerce solutions to meet their needs.
To systematically capture and analyze the data, the Critical Incident Technique (CIT) is employed, consisting of several structured steps:
1. Identifying Respondents: Selection is based on respondents who possess relevant experiences with online shopping, especially in buying staple foods.
2. Structured Interviews: These are conducted using open-ended questions to encourage detailed and uninhibited responses from the participants.
3. Documenting Incidents: Significant incidents as reported by the respondents are documented meticulously.
4. Analyzing and Classifying Incidents: These incidents are then categorized into relevant themes to aid in the analytical process.
5. Validation with Respondents: This step involves confirming the accuracy of the documented incidents with the respondents to ensure reliability.
6. Data Analysis: Patterns and commonalities among the incidents are identified, providing insights into prevalent behaviors and preferences.
7. Formulating Findings: Finally, these insights are synthesized into research findings, which are utilized to formulate conclusions and potentially recommend strategies for enhancing user engagement and satisfaction on e-commerce platforms like Segari.
This methodological approach ensures a thorough exploration of the dynamics at play in the decision-making processes of consumers using e-commerce platforms for their grocery needs.

RESULTS AND DISCUSSION
[bookmark: _Hlk201560059]From the results of the Google Form disseminated to 50 people, only 19 opted in as respondents. Among these respondents, it was noted that 47.4% are employed while the remainder, 52.6%, are students. Furthermore, interviews were also held with 5 students who do not reside locally. 
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Figure 2. 
Respondent Profile

The first part of the response indicates that the online media advertising shopping outlets saves time shoppers and adds convenience through the array of products that are accessible for selection through e-commerce applications. Shoppers do not have to leave their houses to carry out transactions which makes e-commerce very advantageous.
The results that came from an overwhelming number of respondents for the second question pointed out that a large number of promotional references are taken into account by consumers such as 50% off, free shipping, cash back, buy one get one free and adds other inexpensive items to the growing lists that bolsters online shopping.
Discussion: During the year 2020, the COVID-19 pandemic caused a lot of trouble, also triggering many uncited events globally. Thus, the government recommended people sit at their homes and avoid going out, which posed a challenge to consumers looking for daily essentials. This made e-commerce the go to answer for the easy availability of goods making accessibility tailored to consumer needs.As e-commerce grew, it started to focus on specific areas such as accessories, fashion, food, and even staple groceries. Segari is an example of an online shopping platform that specializes in selling staple foods at a more competitive price. This platform aims to make the shopping experience easier for customers, especially for non-locals, helping them to conveniently and efficiently address their daily needs.
Segari features non-local consumer supportive services for non-locals that provide a wide range of products. The assortment available on Segari includes spices, various meats (excluding pork), rice, oil, vegetables, and fruits which help consumers to search and choose easily. Moreover, the prices available on Segari are relatively low and tend to be the same as those offered in the markets or supermarkets. The platform works together with local producers to control the price of each product. It also provides payment through specific banks, which offer them 40% off, along with a free liter of oil. It also provides 50% of certain events such as Ramadan and Christmas, providing numerous promotional discounts. The same goes for flash sales with time-restricted discounts, free shipping essentials, and many more. These benefits assist with every purchase made.
Segari is a problem solver in aiding consumers, especially those who don’t reside near the areas of business. With its distinct features, the app seeks to enhance the consumer shopping experience by making it inexpensive, secure, and rapid. It aims to capture convenience and time savings which are advantageous to consumers when acquiring essential food items. The app is a solution of great practicality and efficiency that aid in fulfilling the day to day requirements of the consumers, more so the people who do not reside locally. Segari employs a very strategic STP approach, focusing on demographic, psychographic, and geographic segmentation. By looking at these segments, where demographic segmentation looks at the age of the subjects, psychographic segmentation looks at their lifestyle, and geographic segmentation looks at their precise location, Segari easily tailors its focus market. Non-locals such as students and workers are part of the main target audience outlined by Segari. Also, Segari targets non-local students and employees who prefer remote shopping. Through these approaches, Segari attends to the market need for consumer attention through promotions and discounts in order to position itself against the competition.
An analysis of the literature along with the interviews conducted on the Segari app users reveals that most findings on the expansion of e-commerce offered during the COVID-19 pandemic period are the same or closely related. The need for safety and convenience stated by users of Segari confirms broader studies by Falahiyah & Hariyanto (2022), which point out an increase in online shopping activities during this time. Broadly, both sources focus on the impact of marketing on consumer behavior. Segari users pointed out the relevance of promotional activities such as discounts and free shipping. This confirms literature that suggests these offerings greatly enhance consumer engagement and loyalty (Felix & Rembulan, 2023b). Additionally, the shift in consumer behavior towards the use of technology for shopping is noted across both data sets, enhancing ease of access and convenience for users, which is one of the drivers of its popularity (Herawanty & Santoso, 2023; Nurhakim, 2017).
Nevertheless, primary research focuses on non-local students' interactions with the Segari app, revealing specific behaviors and preferences that form an intricate part of their e-commerce activities. Unlike the basic research, the literature review is not very focused; it takes into consideration non-local students as a part of broad demographic shifts and general behavior patterns, as opposed to focusing on specific segments like non-local students. Also, unlike the literature which tends to discuss generalized trends within e-grocery and online shopping, the interviews capture details on product range and pricing geared towards non-local students and the competitively priced, wide selection of staple foods offered.
In addition, the Segari case study examines more intricately the strategic marketing methods focusing on segmentation, targeting, and positioning for classmates and outsiders which are planned for students and residents from outside the area. Such detail stands opposed to the more general consideration of factors influencing shopping behavior in the literature, which is not focused on particular marketing approaches aimed at specific subdivided e-commerce markets. Such information illustrates how deeply targeted approaches can satisfy specific gaps identified in the transformative realm of digital commerce.

CONCLUSION
The synthesis of the findings from the interviews with Segari app users and comparing it with the literature review provides a new perspective on changes in the behavior of consumers concerning e-commerce trends during the COVID-19 pandemic. The data collected from both sources corroborate the sharp increase in e-commerce activities due to the heightened need for safety and convenience during global health crises. Marketing techniques like offering discounts and free shipping are of utmost importance in shaping the purchasing choices of consumers, as both primary data and literature indicate the ability of these marketing approaches to positively impact consumer loyalty.
Nonetheless, the studies do differ independently in some aspects. The segmentation of more remote users of e-commerce platforms, as studied using the Segari app, sheds light on the unique attitudes and behavioral patterns of non-local students who experience geographical and logistical limitations. This contrasts with a broader approach used in the literature, which seeks to provide general shifts without zooming in on certain consumer segments.
In addition, the Segari app case study showcases particular methods of product and non-local student pricing as a sub-strategy for serving non-local students, which emphasizes that the app enables students access to reasonably priced staple foods. These considerations are usually not covered in more general literature that appears to concentrate on overarching developments in e-commerce without examining individual platform offerings intricately.  
Marketing strategies like segmentation, targeting, and positioning (STP) are systematically incorporated in the Segari case study to address the needs of a specific user group. This is distinctly different from the broader literature influence, which provides a more general discussion of factors, revealing a gulf between strategic execution and broad theoretical discourse.
In summation, while general developments in e-commerce serve as a useful context for analyzing market dynamics, more deeply focused insights based on targeted user feedback spotlight the effectiveness of customized marketing approaches. Such marketing approaches not only meet the distinct requirements of certain consumer segments but also improve the shopping experience by providing products and advertising that are closely matched to what consumers wish to purchase. Businesses looking to succeed in the digitally complex marketplace will find that a combination of detailed user feedback and analysis of broader macro trends will be the most helpful balance to strike.
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