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Abstract

In the contemporary e-commerce environment, ethical consumerism is gaining increasing attention,
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with consumers becoming more concerned about the environmental impact, social responsibility,
and production conditions of products. However, there is often a discrepancy between consumers’
ethical beliefs and their actual purchasing behavior, which leads to cognitive dissonance—a psy-
chological discomfort that arises when behavior conflicts with beliefs. Previous studies have shown
that e-commerce platforms can help reduce cognitive dissonance by enhancing information trans-
parency, providing user-friendly design, and offering price incentives, ultimately promoting ethical
consumer choices. This review explores how cognitive dissonance theory applies to ethical consum-
erism and analyzes how e-commerce platforms can leverage technological tools to guide consumers
towards decisions that align with their moral values. The findings suggest that e-commerce plat-
forms have great potential in improving transparency, reducing price barriers for ethical products,
and designing interfaces that foster sustainable purchasing behaviors.
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