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Introduction. In recent decades, technological development has significantly
changed the nature of economic processes and the behavior of consumers and businesses.
Innovations in information technology create new opportunities and challenges for all
market participants. Modern technologies open new horizons for effective interaction,
improve the quality of products and services, and optimize business processes. However,
they also lead to the transformation of traditional consumption models, changes in
preferences and user needs, and the adaptation of companies to new competitive conditions.

The influence of digital technologies on consumer behavior is actively studied in
various scientific fields, such as marketing, psychology, economics, and sociology. There
are several theoretical and empirical studies dedicated to different aspects of this problem.
However, it is still evolving and requires further research, especially in the context of rapid
technological progress and changing consumer preferences. Moreover, to the best of our
knowledge, the scientific literature on this topic has not been systematized. All this provides
the relevance of the study.

This article aims to explore the influence of emerging digital technologies on
consumer economic behavior and to analyze key transformations in the structure of
consumer demand through a comprehensive review of the existing literature. The specific
research objectives include: examining scholarly research on the relationship between
technological advancement and consumer behavior, identifying digital innovations that
shape consumer decision-making, analyzing evolving patterns in consumer demand, and
assessing the role of digital transformation in shaping consumption trends.

The study employs a literature review methodology, involving the identification,
selection, analysis, and interpretation of relevant academic sources. This approach provides
a structured framework for synthesizing existing knowledge on the impact of digital
technologies on consumer behavior, allowing for the identification of core trends, significant
technological developments, and emerging behavioral dynamics. The review is based on
peer-reviewed articles and publications retrieved from leading academic databases,
including Scopus and Web of Science.

Increased Access to Information.With the rise of the internet, consumers now
have instant access to vast amounts of information. They can research products, read
reviews, compare prices, and get recommendations from other customers before making
purchasing decisions.

The role of information flow in terms of its influence on consumer behavior has
been explored in scientific works by foreign authors from various perspectives. A group of
American scientists investigated the influence of Internet search capabilities on consumer
decision-making during the pre-purchase phase. By analyzing shifts in U.S. consumer
attitudes between 2000 and 2005, the research reveals several key findings:

1. Consumers are increasingly utilizing online information search when
preparing for major financial commitments.
2. Consumers who engage in online searches perceive it as enhancing their

shopping and decision-making processes.
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3. There is a noticeable reduction in consumer dependence on traditional mass
media sources as a primary source of information.

4. Despite the vast array of online information available, most consumers
report not feeling overwhelmed or confused by the abundance of options.

The study concludes with strategic implications for marketers and media firms,
emphasizing the need to adapt to the growing role of online search in consumer decision-
making processes’. The use of the internet by consumers as a channel for purchasing goods
and services has not met the expectations initially set when online access became widely
available. Despite the increasing number of online shoppers, empirical data on e-commerce
continues to reveal low conversion rates, with many consumers failing to complete the
purchase journey after expressing initial interest. This phenomenon has prompted
researchers to investigate potential explanations, with several scholars suggesting that the
dynamics of consumer information search in the online context are not fully understood.

A comprehensive review of the literature on consumer information search behavior
reveals that the utility of information sources, individual consumer characteristics, and
product-specific attributes play a critical role in shaping the search process. These elements
collectively influence the perceived value and usefulness of online information, particularly
in the context of complex purchasing decisions. However, significant barriers to effective
information retrieval persist, including the prevalence of inaccurate, disorganized,
insufficient, or unreliable content. Such impediments can hinder informed decision-making
and contribute to consumer frustration, ultimately disrupting the overall search process.

The prevalence of information overload and misinformation can disrupt the
consumer decision-making process, often leading to transaction abandonment. Moreover,
scholars emphasize the need for further investigation into consumer behavior related to the
subjective evaluation of "experience" goods such as recreational equipment, apparel, and
travel services. Such research offers valuable insights into the multifaceted nature of
consumer needs and can significantly enhance the development of marketing theory. A
nuanced understanding of these dynamics enables marketers to design strategies that are
more effectively aligned with the complexities and opportunities inherent in the digital
marketplace?.

In analyzing the impact of information flows on consumer behavior,
particular scholarly attention has been devoted to the role of misinformation disseminated
via social media. Drawing on the frameworks of information asymmetry and signaling
theory, recent research has demonstrated that the detrimental effect of fake news on
consumer trust is significantly amplified in contexts marked by high levels of information
asymmetry. However, this negative impact can be mitigated by the perceived credibility of
signals transmitted by suppliers, as well as consumers’ perception of the suppliers’
reputation, both of which serve to reinforce trust and counterbalance the effects of
misinformation®,

1 Dan Shaver (2007) Impact of the Internet on Consumer Information Search Behavior in the United

States, Journal of Media Business Studies, 4:2, 27-39, DOI: 10.1080/16522354.2007.11073450

2 Robert Grant, Rodney J. Clarke & Elias Kyriazis (2007) A review of factors affecting online

consumer search behavior from an information value perspective, Journal of Marketing Management,

23:5-6, 519-533, DOI: 10.1362/026725707X212801

3 Hossain, M. A., Sabani, A., Bandyopadhyay, A., Raman, R., Goyal, D. P., & Dwivedi, Y. K. (2023).

Investigating the effect of social media fake news on consumer behavior: an empirical study with
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The impact of information technology on consumer behavior in the context of
information access is also examined in the scholarly works by O. M. Bondarenko and Liubov
O. Striy*, Gita Rani Sahu®.

Personalization and Customization, Experience With AR/VR

The advent of digital technology has transformed the way businesses interact with
consumers, providing an abundance of data that can be harnessed to improve the customer
experience. Big data analysis offers businesses the tools to gain insight into consumer
behavior and preferences, optimize the customer journey, and create personalized
experiences.

Big data analysis has the potential to transform digital consumer behavior by
providing businesses with valuable insights into consumer preferences, behavior, and needs.
By using advanced analytics technigues to analyze large volumes of data, businesses can
gain a better understanding of their customers and create more personalized and engaging
experiences. However, the use of big data analysis also raises several challenges and ethical
considerations that must be addressed. These include technical challenges around data
management and analysis, as well as ethical considerations around privacy, personalization,
and bias. To ensure that the use of big data analysis is responsible, ethical, and legal,
businesses must invest in the necessary infrastructure and hire skilled data analysts to
manage and analyze the data. They must also be transparent about the data they collect and
how it is used and ensure that they comply with relevant data privacy laws. Moreover,
businesses must use data in a responsible and ethical way, avoiding personalization that is
invasive or manipulative and ensuring that data analysis technigues are unbiased and do not
reinforce stereotypes or biases. By addressing these challenges and ethical considerations,
businesses can use big data analysis to drive engagement, loyalty, and ultimately, growth.
With the right approach to big data analysis, businesses can gain a competitive advantage
by providing their customers with personalized and engaging experiences that meet their
needs and exceed their expectations®.

Acrtificial Intelligence (Al) in consumer products presents two distinct perspectives.
On one side, Al provides substantial advantages, such as enhancing health monitoring,
offering personalized recommendations, and increasing convenience, thereby improving
overall consumer efficiency and quality of life. These benefits, often perceived as enhancing
user experience, are integral to modern technological ecosystems.

Conversely, the deployment of Al introduces complex social and individual
challenges, which are frequently underappreciated when Al is viewed solely as a neutral
tool. The integration of Al in consumer products raises concerns about the broader ethical
and societal implications, particularly regarding issues of bias, privacy, and inequality.

multiple moderations. Journal of Strategic Marketing, 1-18.
https://doi.org/10.1080/0965254X.2023.2253824

4 0. M. Bondarenko and Lyubov O. Striy. "The Impact of Modern Digital Communications on
Consumer Behavior." Business Inform (2024). https://doi.org/10.32983/2222-4459-2024-2-346-355.
5 Dr. Gita Rani Sahu. "Understanding Contemporary Consumer Behaviour in the Digital Age."
International Research Journal on Advanced Engineering and Management (IRJAEM) (2024).
https://doi.org/10.47392/irjaem.2024.0068.

6 Vasilopoulou, C., Theodorakopoulos, L., & Giannoukou, I. (2023). Big Data and Consumer
Behavior: The Power and Pitfalls of Analytics in the Digital Age. Technium Social Sciences Journal.
https://doi.org/10.47577/tssj.v4511.9135
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Research identifies four distinct categories of consumer experiences with Al: data
capture, classification, delegation, and social interaction. These categories highlight the
varying levels of consumer engagement with Al systems, from the collection of personal
data to the delegation of decision-making processes to automated systems.

While Al holds potential for addressing societal issues such as poverty and
discrimination, it is crucial to recognize that the design and implementation of Al
technologies are far from neutral. If Al systems are developed without due consideration of
the broader social and ethical contexts, they risk perpetuating existing biases or excluding
marginalized groups. This underscores the importance of adopting a holistic approach to Al
development that prioritizes fairness, transparency, and inclusivity in its design and
deployment’.

The influence of personalized marketing, social media marketing, augmented and
virtual reality, as well as voice assistants and smart home devices on consumers' purchasing
decisions and interactions with brands is examined in the scholarly work by Yijia Liu®.

Digitalization is influencing consumer behavior, necessitating the adaptation of
marketing approaches to the new realities of the digital environment, and personalized
digital campaigns can significantly increase customer acquisition, conversion, and ROI®,

E-Commerce and Mobile Shopping

The growth of online shopping platforms and mobile commerce has drastically
changed how consumers buy products.

Digitalization has drastically increased the convenience of shopping. Consumers
can now buy almost anything from the comfort of their homes at any time.

The growth of e-commerce platforms like Amazon, eBay, and specialized online
stores means consumers have more choices, greater price transparency, and faster delivery
options.

With smartphones, shopping has become even more accessible. Mobile apps, social
media shopping features (like Instagram and Facebook Shops), and mobile-friendly websites
allow consumers to make purchases on the go.

In this context, the effect of internet service quality on consumers' purchase behavior
was considered in a scientific article. The study aimed to investigate the impact of Internet
service quality on consumer purchasing behavior, with a particular focus on the mediating
roles of consumer satisfaction, attitude, and online purchase intention. The research targeted
the citizens of Ardebil, Iran, and involved the distribution of 540 survey questionnaires to
the selected participants. Ultimately, 417 completed surveys were collected and analyzed
using SPSS and SmartPLS. The findings revealed that Internet service quality had a
significant positive effect on consumer satisfaction. In contrast, technical, structural, and
information-related factors did not show a significant influence on consumer satisfaction.

" Puntoni, S., Reczek, R., Giesler, M., & Botti, S. (2020). Consumers and Artificial Intelligence: An
Experiential Perspective. Journal of Marketing, 85, 131 -
151. https://doi.org/10.1177/0022242920953847

8 Yijia Liu. "A Study of the Impact of Emerging Digital Marketing Technologies on Consumer
Behaviour." International Journal of Global Economics and Management (2024).
https://doi.org/10.62051/ijgem.v5n2.02.

% Olena Moroz, Viktoria Korobchenko, and M. Tonkoshkur. "Transformation of Marketing Strategies
in the Digital Age: the Impact of Digital Technologies on Consumer Behavior." Central Ukrainian
Scientific Bulletin. Economic Sciences (2024). https://doi.org/10.32515/2663-1636.2024.11(44).47-
55.
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However, the security of Internet services was found to have a notable impact on consumer
satisfaction. Additionally, consumer satisfaction was found to significantly influence
attitudes toward online purchases. Furthermore, the intention to make online purchases had
a significant effect on actual online purchasing behavior. The study also demonstrated that
online purchase intention acted as a mediator between online purchase attitude and
purchasing behavior. Consequently, the results suggest that Internet service quality plays a
measurable role in influencing online purchase behavior'®.

Another article proposes a novel framework for understanding online consumer
behavior by integrating the 'seeking and consumption' perspective in web-based
communication. The theoretical foundation of this perspective draws on two innovative
approaches to online consumer behavior: the web-based communication exposure approach
and the internal psychological behavioral processes approach. These approaches, alongside
the integration of diverse theoretical models and frameworks, aim to address the gaps in both
offline and online consumer behavior research.

The central research problem revolves around the limitations of existing, fragmented
models of consumer behavior, particularly in the context of interactive information-seeking
and consumption activities. Current theories and models fail to offer sufficient explanatory
power regarding the complexities of consumer behavior in digital environments. Therefore,
the primary objective of that article is to establish new, comprehensive theoretical criteria
for understanding online consumer behavior. These criteria aim to fill the gaps left by
traditional models and provide a more robust framework for analyzing consumer interactions
in web-based contexts™.

The World Wide Web has brought about significant changes in people's attitudes
and behaviors around the world. One such development is the rise of online shopping, which
has had a significant impact on the daily lives of consumers. In Bangladesh, online shopping
has emerged as a growing trend, although frequent adoption is still relatively low compared
to other regions. This study aims to explore the behavior of online shoppers through a self-
constructed questionnaire administered to 160 respondents from Dhaka city. The results
indicate that consumers are primarily engaged in online shopping to save time and access a
wider variety of products and services. Gender analysis shows that both male and female
consumers have similar preferences and aversions: they appreciate the convenience of home
delivery but express dissatisfaction with the inability to physically inspect or experience the
product before purchasing*2.

Mobile shoppers increase order rates and order sizes, especially for low-spending
customers, by using smartphones or tablets to place online orders'®. Mobile shopping

10 Ghasem Zarei, Bagher Asgarnezhad Nuri & Nasim Noroozi (2019): The effect of Internet service
quality on consumers’ purchase behavior: The role of satisfaction, attitude, and purchase intention,
Journal of Internet Commerce, DOI: 10.1080/15332861.2019.1585724
11 Janette Hanekom & Rachel Barker (2016) Theoretical criteria for online consumer behaviour: web-
based communication exposure and internal psychological behavioural processes approaches,
Communicatio, 42:1, 75-99, DOI:10.1080/02500167.2016.1140665
12 Rahman, M. A., Islam, M. A., Esha, B. H., Sultana, N., & Chakravorty, S. (2018). Consumer buying
behavior towards online shopping: An empirical study on Dhaka city, Bangladesh. Cogent Business
& Management, 5(1). https://doi.org/10.1080/23311975.2018.1514940
13 R. Wang, E. Malthouse, and L. Krishnamurthi. "On the Go: How Mobile Shopping Affects
Customer  Purchase = Behavior."  Journal of  Retailing, 91  (2015): 217-234.
https://doi.org/10.1016/J.JRETAL.2015.01.002.
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platform characteristics, such as entertainment, personalization, information, visuality, and
economic benefits, significantly influence consumer's arousal, pleasure, and impulsive
buying,

Payment Innovations. Technological advances in payment systems, such as
contactless payments, mobile wallets (Apple Pay, Google Pay), and cryptocurrencies, have
changed the way consumers pay for goods and services. The article "The Role of Financial
Innovations in Consumer Behavior in the Russian Retail Payments Market™" by Egor
Krivosheya examines the impact of financial innovations on the frequency of cashless
payments among Russian consumers. Using data from a representative survey of 1,500
individuals, the study aims to fill a gap in the existing literature on the factors influencing
consumer behavior in the retail payments sector.

The results of the research indicate a significant positive correlation between the use
of financial innovations and the frequency of cashless payments. Some innovations, such as
online banking and mobile payments, were found to be particularly effective in increasing
transaction frequency, while others (e.g. social media transfers) had less impact.

The article concludes that financial innovations are pivotal in advancing the
adoption of cashless payment systems, underscoring the importance of developing tailored
marketing strategies and financial products to enhance consumer engagement. The study
further highlights the critical need to understand consumer behavior within the dynamic and
rapidly evolving retail payments landscape, with particular emphasis on the unique
challenges and opportunities present in emerging markets such as Russia®®.

Another study explored consumer acceptance of third-party payment systems in e-
commerce, using the Innovation Diffusion Theory (IDT) and the modified Technology
Acceptance Model (TAM). The findings highlight several key points:

1. Users were classified into three categories based on their acceptance of
innovative technologies: early-stage mass market, mainstream mass market, and
underdeveloped mass market. Consumers in the mainstream market who perceive
challenges are more likely to find third-party payment systems useful and easy to use.

2. Anpositive external environment (e.g., better organizational support and easier
interfaces) leads to greater perceived usefulness and ease of use, boosting acceptance.

3. Users with higher self-efficacy and those open to trying new methods perceive
third-party payment systems as more useful and easier to use.

4. High-quality information systems, with good security and fast transaction
processes, enhance perceived usefulness and ease of use, increasing acceptance.

5. Perceived ease of use positively influences perceived usefulness, making users
more likely to adopt third-party payments.

6. Both perceived usefulness and ease of use are strongly correlated with
consumers' behavioral intentions to use third-party payment systems. If users find these
systems useful and easy to use, they are more likely to continue using them.

7. The study suggests that to promote the adoption of electronic payment systems,
e-commerce platforms, and the financial industry should:

14 Yang Liu, Qi Li, T. Edu, L. Jozsa and 1. Negricea. "Mobile shopping platform characteristics as
consumer behavior determinants." Asia Pacific Journal of Marketing and Logistics, 32 (2019): 1565-
1587. https://doi.org/10.1108/apjml-05-2019-0308.
15 Krivosheya, E. (2020). The role of financial innovations in consumer behavior in the Russian retail
payments market. Technological Forecasting and Social Change, 161, 120304;
https://doi.org/10.1016/J. TECHFORE.2020.120304
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https://consensus.app/papers/on-the-go-how-mobile-shopping-affects-customer-purchase-wang-malthouse/ecf17e5b677d5893b8096374566abd11/?extracted-answer=Mobile+shoppers+increase+order+rate+and+order+size%2C+especially+for+low-spending+customers%2C+by+using+smartphones+or+tablets+to+place+online+orders.&q=The+impact+of+mobile+shopping+on+consumer+behavior&pro=on
https://consensus.app/papers/on-the-go-how-mobile-shopping-affects-customer-purchase-wang-malthouse/ecf17e5b677d5893b8096374566abd11/?extracted-answer=Mobile+shoppers+increase+order+rate+and+order+size%2C+especially+for+low-spending+customers%2C+by+using+smartphones+or+tablets+to+place+online+orders.&q=The+impact+of+mobile+shopping+on+consumer+behavior&pro=on
https://consensus.app/papers/on-the-go-how-mobile-shopping-affects-customer-purchase-wang-malthouse/ecf17e5b677d5893b8096374566abd11/?extracted-answer=Mobile+shoppers+increase+order+rate+and+order+size%2C+especially+for+low-spending+customers%2C+by+using+smartphones+or+tablets+to+place+online+orders.&q=The+impact+of+mobile+shopping+on+consumer+behavior&pro=on
https://doi.org/10.1108/apjml-05-2019-0308
https://doi.org/10.1016/J.TECHFORE.2020.120304

e Improve organizational support, and user interfaces, and ensure security to
enhance consumer trust and ease of use.

e Focus on educating consumers to improve their confidence in using these
systems, especially by highlighting the benefits and ease of use of electronic payments.

Based on the findings of the study, the following recommendations are proposed:

e Financial institutions and e-commerce platforms should prioritize system
quality, security, and user-friendly interfaces to increase consumer trust and ease of use.

e More focus on consumer education and support could increase perceived
usefulness and ease of use, enhancing consumer adoption of third-party payment systems®®.

The impact of digital payment on consumer behavior in different countries (China,
Russia, India) is presented in many articles'’.

Conclusion. The analysis of scholarly research on the influence of information
technologies on consumer behavior has revealed several key thematic areas: enhanced
access to information, increased personalization and customization, consumer experiences
with augmented and virtual reality (AR/VR), the expansion of e-commerce and mobile
shopping, and innovations in payment systems.

Technological advancements have produced more informed, autonomous, and
discerning consumers. The shift toward personalized purchasing experiences and the
widespread adoption of mobile and online commerce have redefined consumer expectations
around convenience, speed, and accessibility. However, challenges such as digital
misinformation and information overload continue to complicate consumer decision-
making. These developments necessitate that marketers revise and adapt their strategies to
remain effective within a rapidly evolving digital environment.
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BJUSHUE [IA®POBBIX TEXHOJIOT I HA IOTPEBUTEJIbCKOE
HOBEJAEHHUE: CTPYKTYPUPOBAHHBIU OB30P JIUTEPATYPbBI

I'EBOPI' APYTIOHSH

AHHOTaNUA

B mocnemnnue pecsTuneTHss OBICTPBIE TEMITBI TEXHOJOTHYECKOTO Pa3BUTHS
3HAYUTEIbHO M3MEHUIU IIPUPOAY SKOHOMUYECKUX IIPOLECCOB U IOBEACHHUE KakK
norpedurenei, Tak u pupm. MHHOBaMM B ”HPOPMAITMOHHBIX TEXHOJIOTHAX CO3/IAl0T HOBEIE
BO3MOXXHOCTH ¥ BBI30BBI JUISI BCEX YYAaCTHHUKOB phIHKA. COBpeMEHHBIE TEXHOJIOTHH
OTKPBIBAIOT HOBBIE TOPU3OHTHI AJIs1 3((PEKTUBHOTO B3aMMOACHCTBHSA, yIy4Yllas KaueCTBO
OPOAYKIMHM M YCIYT, a TakkKe ONTHMHU3UpYs OusHec-mpouecchbl. OIHAKO OHU TaKXkKe
MPUBOMAT K TpaHCHOpPMAlMU TPAJUIMOHHBIX MOJENed MOTpeOIeHus, U3MEHEHUSM B
MPENoYTEeHUAX U TpeOOBaHUAX MOJb30BaTeNel, a Takke K ajanTaudd GupM K HOBBIM
KOHKYPEHTHBIM YCIOBUSM.

Tema BiugHUS TUQPPOBBIX TEXHOJOTHH Ha IOBEACHHE TOTpEeOMTENell aKTUBHO
W3ydYaeTcss B PAa3MYHBIX HAyYHBIX O00NACTAX, TAaKMX KaK MAapKETHHT, IICHXOJIOTHS,
9KOHOMHKa U couuojyorus. CyIecTByeT MHOKECTBO TEOPETHYECKMX M SMITUPUYECKUX
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HCCIICIOBAaHMH, IIOCBSIIEHHBIX pa3IM4YHBIM aclekraM 3Toi npoOieMbl. OJHAKO OHa
IIPOIOJKAET Pa3BUBATHCA U TpeOyeT NaJbHEUIINX HCCIEAOBAaHUN, 0COOEHHO B KOHTEKCTE
OBICTPOrO TEXHOJIOTHYECKOTO Mporpecca W H3MEHEHHUsS MPeANoYTeHHH MMOTpeOuTeme.
Kpome Toro, HaCKOIbKO HaM M3BECTHO, CUCTEMATH3AlMA HAYYHOU JINTEPATYpHl IO 3TOMY
BOIIPOCY €I1Ie HE MPOBOAMIIACE. BCce 9TO aKTyaJM3uPyeT TeEMY HCCIIEIOBAHNS.

Henbro gaHHON CcTAaThU SABJISETCA HUCCIEIOBAHNUE BIMSHHA HOBBIX TEXHOJOTHH Ha
SKOHOMHYECKOE TIOBEACHHE TMOTpeOuTeNneil ©  aHalIM3  KIIOYEBBIX H3MEHEHHH,
MPOUCXOSIUX B CTPYKTYpE MOTPEOUTENBCKOrO CIpOca Ha OCHOBE 0030pa JHUTEPaTypBhI.
OcHOBHBIE 3aJaydl BKIIOYAIOT 0030p CYIIECTBYIOIIEH JHUTEPaTypbl IO B3aUMOCBS3U
TEXHOJIOTH M TOBEJCHHS MOTpeOUTENeH, BBIABICHHE TEXHOJOTMYECKUX TOCTHKCHHH,
BIIMSIOLIMX HA BEIOOP MOTpeOUTENeH, aHaIN3 U3MEHCHUH B MOJIEIISX CIIPOCa U OLIEHKA POJIH
nudpoBoit TpaHchopMaIK B MOTPEOUTEITHECKIX PACXOaax.

Hcnonb3yemble MeTOAbI MCCAEI0BAHNS BKIIOYAIOT BBISBICHUE, OTOOD, OLEHKY,
aHAJIM3 W UHTEPOPETAlMI0 COOTBETCTBYIOIIMX HCCIENOBAaHMM KAaK HHCTPYMEHTHI
CHCTEMAaTUYECKOro Moaxo1a K 00630py JIUTEpaTyphl.

Hayuynbiii pesyabrar. IIpoBefcHHBIM aHANM3 HAYYHBIX HCCIECNOBAaHUU IO
BOIPOCAM BIUSHUS HHHOPMAIMOHHBIX TEXHOJIOTHH Ha MTOBEICHHE MOTPEOUTENEH TO3BOJINIT
BBIJICJIUTH KIIFOUEBBIE 00J1aCTH, BKIIOYAIOIIKE B ce0s1 paclIMpeHne JocTyna K nHpopMauuy,
MEPCOHAIN3ALNI0 U KaCTOMU3ALUIO, OMBIT UCHOIb30BAHNAA TEXHOJIIOTHH JOMOJHEHHON U
BUPTYaJIbHOH peaIbHOCTH, JJIEKTPOHHYIO KOMMEPIIHUIO K MOOHMIIbHBIE TTOKYIIKH, TNIATeKHEBIE
MHHOBALINH.

TexHonOrMYeCKHe U3MEHEHHUS IPUBEIH K HOSABICHUIO 0ojee MHYOPMHUPOBAHHBIX,
YIIOJIHOMOUYEHHBIX U TpeOoBaTeNbHBIX MoTpeduTenei. OT MepcoHANN3UPOBAHHOTO OIBITA
MOKYTIOK JI0 POCTa MOOWJIBHOW M DJIEKTPOHHOW KOMMEpIHMH TMOBEACHUE MOTpeduTeneit
CMECTWJIOCH B CTOPOHY YyA00CTBa, HEMOCPEACTBEHHOCTH M JOCTYHHOCTH. OIHAKO
HEKOTOpBIE MPOOIEMBI, TAKHE Kak Je3nH(opMays 1 MHQOpMaIlMOHHAS ITeperpy3Ka, MOTyT
3aTPYIHUTH NPOLIECC MPUHATHUS PEILICHHUH.

KiroueBble ci1oBa. noTpeduTens, oBeaeHne, HuppoBu3anus, BIUsHNIE, 0030p

THE IMPACT OF DIGITAL TECHNOLOGIES ON CONSUMER BEHAVIOR: A
STRUCTURED LITERATURE REVIEW

GEVORG HARUTYUNYAN

Abstract

In recent decades, rapid technological advancement has profoundly reshaped
economic processes and the behavior of consumers and businesses alike. Innovations in
information technology have introduced new opportunities for market participants by
enhancing product and service quality, improving business efficiency, and enabling more
effective interactions. At the same time, these changes have disrupted traditional
consumption models, altered consumer preferences, and compelled businesses to adapt to
new competitive dynamics.

The impact of digital technologies on consumer behavior is a subject of growing
interest across disciplines such as marketing, psychology, economics, and sociology. While
numerous theoretical and empirical studies have addressed specific facets of this
transformation, the body of research remains fragmented and lacks a comprehensive
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synthesis, especially given the rapid pace of technological change and evolving consumer
expectations. This highlights the relevance and timeliness of the present study.

The article aims to examine how emerging digital technologies influence consumer
economic behavior and to identify key transformations in consumer demand. Specifically,
it seeks to: review academic literature on the relationship between technological innovation
and consumer behavior, identify digital tools and platforms that shape consumer decision-
making, analyze changing consumption patterns, and assess the broader implications of
digital transformation on consumption trends. A literature review methodology is employed
to identify, select, analyze, and interpret relevant scholarly sources.

Main research findings: The analysis reveals several core themes: enhanced access
to information, increased personalization, and customization, the integration of augmented
and virtual reality (AR/VR) into consumer experiences, the rise of e-commerce and mobile
shopping, and innovations in digital payment systems. These technological shifts have
empowered consumers to become more informed, autonomous, and selective. However,
issues such as digital misinformation and information overload present new challenges.
These developments require marketers to adapt their strategies to thrive in an increasingly
complex digital landscape.

Keywords: consumer, behavior, digitalization, impact, review
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