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ABSTRACT

This study presents a systematic literature review on the evolution of digital consumer behavior from
2020 to 2025. Rapid technological advancements, including mobile commerce, social media, and
Al-driven personalization, have transformed how consumers make decisions, express identity, and
engage with brands. The review synthesizes 45 peer-reviewed articles, applying thematic analysis
and bibliometric mapping to identify key trends and knowledge gaps. Findings highlight empowered
consumers, growing sustainability values, and challenges such as decision fatigue and privacy
concerns. Digital behavior is also shaped by cultural and generational differences, requiring brands
to adopt localized and ethical engagement strategies. Methodologically, the review reveals
fragmentation in existing research and a need for more cross-cultural, longitudinal, and
interdisciplinary approaches. The study offers practical insights for marketers and policymakers to
better align with the expectations of modern, value-driven consumers. It also provides a roadmap
for future research focused on ethical personalization, consumer trust, and inclusive digital
strategies. This review contributes to a deeper understanding of how digital environments are
reshaping consumer behavior and offers a framework for navigating the fast-evolving digital
marketplace.

Keywords: algorithmic personalization, consumer behavior, digital marketing, social influence,

sustainability

1. INTRODUCTION

The evolution of consumer behavior in the context of technological advancements, particularly
in the digital age, has become a focal point of research due to its intricate dynamics that reflect
changes in how consumers interact with brands and make purchasing decisions. The historical shift
from traditional to digital marketing contexts illustrates not only new consumer engagement
pathways but also the fragmentation of decision-making processes as influenced by varying digital
touchpoints and experiences, necessitating continuous adaptation of marketing strategies (Spais &
Jain, 2025; Yadav et al., 2023). As digital environments increasingly shape consumer expectations
and interactions, scholars have recognized the need to investigate the psychological, cultural, and
technological mechanisms underlying these shifts.

Technological developments, including the proliferation of mobile devices and social media
platforms, have significantly transformed the landscape of consumer behavior. Mobile payment
systems, for example, have provided insight into phenomena such as user resistance, emotional
attachment, and trust in technology (Leong et al., 2022). These technologies are no longer simply
transactional tools; they are embedded in everyday life, enabling consumers to engage in self-
expression and real-time social interactions. The COVID-19 pandemic further catalyzed the digital
shift, accelerating consumers’ migration to online platforms for both functional and emotional needs
(de Morais et al., 2025; Dutta & Singh, 2025).

Contemporary consumers are increasingly empowered by digital accessibility. They have
immediate access to information, peer reviews, and social feedback, allowing for more autonomous
and informed purchasing decisions (Akram et al., 2021; Stangaciu et al., 2024). In parallel, data-



mailto:benedictavaniaa@gmail.com

Volume 4 Issue 1 (2025)

CHANGING PATTERNS OF DIGITAL CONSUMER BEHAVIOR
Rahardja

driven strategies such as behavioral targeting, segmentation, and algorithmic personalization have
become critical tools for businesses to predict and influence consumer behavior (Wang, 2025). These
developments have raised expectations for seamless, customized experiences, particularly among
digital-native generations (Cardoso et al., 2024).

Sociocultural dynamics have further influenced the digital consumer landscape. Online spaces
have become arenas for identity expression, value alignment, and community formation. For
instance, sustainability has emerged as a critical dimension of consumer preference, shaped by
heightened awareness of environmental issues and facilitated through online discourse and corporate
transparency tools (Cloarec et al., 2024; Ozansoy Cadlrcl, 2022; Vassalo et al., 2024). Similarly, the
growing influence of electronic word-of-mouth and digital influencers highlights the increasing
importance of authenticity, peer validation, and emotional resonance in brand interactions (Akbari et
al., 2022; Liu et al., 2024).

However, these opportunities are also accompanied by challenges. The saturation of
information and choice can overwhelm consumers, leading to decision fatigue, anxiety, and reduced
satisfaction (Cardoso et al., 2024; Dutta & Singh, 2025). In response, businesses must not only adopt
innovative strategies but also ensure that their engagements are ethical, emotionally intelligent, and
tailored to evolving consumer needs (Li et al., 2025; Mehmood & Hamid, 2024)

Although a growing body of research explores aspects of digital consumer behavior, it remains
fragmented, methodologically inconsistent, and often outdated given the rapid evolution of digital
technologies. The need for an integrated, critical, and updated synthesis of literature is evident. A
systematic literature review that consolidates themes, maps theoretical and methodological trends,
and identifies knowledge gaps is both timely and essential for advancing scholarly understanding
and guiding practical applications.

1.1 Research Questions

This systematic literature review is guided by the following research questions:

a. How has digital transformation influenced the core attributes of consumer
behavior, including decision-making, loyalty, and engagement?

b. What technological and sociocultural forces are most influential in shaping the
digital consumer experience?

c. What theoretical models and methodological approaches dominate the literature
on digital consumer behavior?

d. What are the key knowledge gaps in current scholarship, and what directions
should future research pursue?

These questions aim to uncover not only what is already known about digital consumer
behavior but also how existing knowledge can be integrated, critiqued, and extended to reflect the
complex realities of modern consumerism in digital contexts.

1.2 Research Objectives

In addressing the questions above, this review has four main objectives:

a. To identify and synthesize the dominant themes and patterns in contemporary
digital consumer behavior literature.

b. To evaluate how emerging technologies such as mobile commerce, Al-driven
personalization, and social media influence consumer expectations and decisions.

c. To examine the psychological and sociocultural mechanisms—such as motivation,
identity, and community—that underpin consumer interactions with digital
platforms.

d. To uncover limitations in existing research and offer a roadmap for future
investigations that are theoretically robust, methodologically sound, and practically
relevant.
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Through these objectives, the review seeks to create a comprehensive framework for
understanding digital consumer behavior while critically assessing how well existing studies have
captured its evolving nature.

1.3 Research Significance

This systematic literature review holds significant value for both academic and practical
domains. Academically, it contributes by organizing and contextualizing a wide-ranging yet
fragmented body of research, thus offering scholars a consolidated understanding of key issues,
trends, and theories in digital consumer behavior. It also engages critically with foundational models
and proposes updates that reflect recent technological and cultural shifts. This is particularly
important in light of the fact that much of the foundational theory in consumer behavior predates the
widespread adoption of mobile technology, algorithmic personalization, and influencer marketing.

Practically, the review serves as a resource for marketers, digital strategists, and policymakers
by offering actionable insights into how consumers behave in digital environments. Understanding
these behaviors is essential for designing user-centered interfaces, developing personalized
engagement strategies, and fostering brand loyalty in increasingly competitive and saturated markets.
Additionally, the findings may inform policies concerning digital ethics, privacy, and consumer
protection—topics that are gaining prominence in global discussions.

In sum, this review not only fills a theoretical and methodological void in the literature but
also responds to urgent industry and societal needs. By systematically exploring how digital
consumers think, decide, and act, this review provides a robust foundation for more informed, ethical,
and future-ready approaches to marketing, research, and policy.

2. RESEARCH METHOD
2.1 Research Design

This study employed a Systematic Literature Review (SLR) methodology, conducted in
accordance with the PRISMA 2020 guidelines to ensure transparency, replicability, and
methodological rigor. The SLR approach enabled a comprehensive synthesis of contemporary
literature on digital consumer behavior, a field shaped by rapid technological innovation and
evolving sociocultural dynamics. To complement the qualitative synthesis, a bibliometric analysis
was conducted using VOSviewer software to map intellectual structures, research trends, and
thematic clusters within the selected body of literature.
2.2 Data Sources and Search Strategy

The literature search was conducted using two major academic databases: Scopus and Google
Scholar. These platforms were selected for their broad coverage of peer-reviewed publications
across business, marketing, management, and social sciences disciplines. The search aimed to
capture both established and emerging research on the interplay between technology and consumer
behavior.

The search strategy combined relevant keywords and Boolean operators to refine results. The
following string was applied to titles, abstracts, and keywords: ("'digital consumer behavior" OR
"online consumer behavior" OR '"social media marketing" OR "e-commerce' OR '"digital
marketing') AND ("consumer decision-making" OR '"consumer loyalty" OR '"consumer
engagement').

To ensure the currency and relevance of the review, the search was limited to peer-reviewed
journal articles published in English between 2020 and 2025.

2.3 Inclusion and Exclusion Criteria

Specific inclusion and exclusion criteria were established to guide the selection of studies.
Articles were included if they explored aspects of consumer behavior in digital contexts, analyzed
technological or sociocultural influences on consumer decision-making, or examined digital
marketing practices and their impact on consumer experiences. Eligible publications included
empirical studies, theoretical papers, and systematic reviews published in English within the

designated time frame.
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Studies were excluded if they focused solely on technological innovation without reference to
consumer behavior outcomes, addressed fields unrelated to business, marketing, management, or
social sciences, or were non-peer-reviewed materials such as blog posts or opinion pieces. A
summary of the applied inclusion and exclusion criteria is presented in Table 1.

Table 1. Inclusion and Exclusion Criteria

Criteria Inclusion Exclusion
Publication Year  2020-2025 Before 2020 or after 2025
Language English Non-English
Document Type Peer-reviewed journal articles Conference papers, book
chapters, editorials, reviews,
unpublished reports
Subject Area Business, Marketing, Management, Pure computer
Social Sciences science/engineering studies with
no consumer behavior focus
Focus Studies exploring consumer behavior in ~ Studies focusing only on
digital contexts (e.g. online purchase technological development (Al
behavior, social media engagement, e- models, blockchain, etc.)
commerce adoption, digital without consumer focus

loyalty/decision-making)

Source: Authors’ own work

2.4 Screening and Selection Process

The initial search across the selected databases yielded a total of 8,432 records. After the
removal of duplicates, the remaining articles underwent a rigorous two-stage screening process. In
the first stage, titles and abstracts were reviewed to identify articles aligned with the research
questions and objectives of this review. Articles deemed potentially relevant were retrieved in full
text and evaluated against the predefined inclusion and exclusion criteria.

Following this screening process, 45 articles were selected for inclusion in the final synthesis.
The selection process is illustrated in Figure 1, which presents the PRISMA flow diagram
summarizing the identification, screening, eligibility, and inclusion stages.
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Figure 1. PRISMA SLR: “Evolution, “Digital”, AND “Consumer Behavior”
Source: Authors’ own work
2.5 Data Extraction and Quality Assessment

A structured data extraction form was used to systematically capture essential information
from each included study. Extracted data included the author(s), publication year, country of study,
research design and methodology, theoretical frameworks employed, main findings related to digital
consumer behavior, and reported study limitations.

To ensure methodological rigor, a quality assessment was conducted using an adapted version
of the Mixed Methods Appraisal Tool (MMAT). Studies that scored below 70% on
methodological quality were excluded from the synthesis, thereby enhancing the credibility of the
review findings.

2.6 Data Analysis

The synthesis of findings combined thematic analysis and bibliometric mapping. Thematic
synthesis followed a three-stage process: open coding of extracted data, development of descriptive
themes, and construction of analytical themes that integrated insights across studies. This process
facilitated a deep understanding of recurring patterns and emerging trends in digital consumer
behavior research.

In parallel, a bibliometric analysis was conducted using VOSviewer (version 1.6.18). The
analysis generated visualizations of co-citation networks, keyword co-occurrence maps, and the
temporal evolution of research focus areas. This approach enabled the identification of dominant
research clusters and conceptual linkages, offering a comprehensive view of the intellectual
landscape of the field.

2.7 Ethical Considerations

As this review did not involve primary data collection from human participants, formal ethical
approval was not required. Nevertheless, the research was conducted in adherence to academic
ethical standards. Proper citation of all reviewed sources was ensured, and findings were presented
objectively without selective reporting or misrepresentation. Intellectual property rights were fully
respected, and neutrality was maintained throughout the analysis of potentially sensitive topics.

3. RESULTS AND DISCUSSION
3.1 Bibliometric Analysis Results

To gain a deeper understanding of the evolution of digital consumer behavior, a bibliometric
analysis was conducted on the 45 selected articles published between 2020 and 2024. Using
VOSviewer (version 1.6.18), co-occurrence mapping and overlay visualization techniques were
employed to uncover patterns and trends in the literature. The bibliometric analysis generated two
key visualizations: a network map of co-occurring keywords and an overlay map showing the
temporal development of research topics.

The network visualization (Figure 2) reveals five major thematic clusters based on keyword
co-occurrence:

Figure 2. Network Visualization 56 Articles
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Source: Authors’ own work

The first and most central cluster, highlighted in green, includes terms such as "marketing,"
use," "effect," and "social network." These keywords form the intellectual backbone of research into
how marketing strategies and digital platforms shape consumer experiences. The density and
centrality of this cluster indicate that social media marketing and digital interaction are pivotal to the
field.

The red cluster contains keywords such as "factor," "understanding," "effect," "intention," and
"pandemic." This cluster encompasses literature addressing the psychological and behavioral
dimensions of digital consumer activity. It reflects a strong focus on consumer motivation, perceived
risks, and decision-making processes, particularly under the disruptive influence of the COVID-19
pandemic.

The blue cluster features terms like "value," "digital technology," and "innovation," pointing
to research that evaluates digital transformation from a technological and value-creation standpoint.
This cluster connects literature that explores how innovations such as artificial intelligence, machine
learning, and digital payment systems contribute to consumer engagement.

The yellow cluster involves concepts such as '"practice," '"consumption," and
"communication." This group represents research focused on sustainable consumption practices,
peer-to-peer communication, and the cultural meanings embedded in digital consumption patterns.
It emphasizes consumer participation in shaping digital narratives and market trends.

Lastly, the purple cluster includes terms like "firm," "covid," "digital channel," and "e-
commerce." This cluster primarily deals with firm-level responses to digital disruption. It
underscores how organizations have adapted their strategies to digital platforms, focusing on
resilience, crisis management, and online value delivery mechanisms.

In total, these five clusters provide a comprehensive overview of the major research areas in
digital consumer behavior. Their interconnected nature underscores the multidisciplinary approach
of the field, where psychology, sociology, technology, and marketing converge.

The overlay visualization (Figure 3) offers additional insights by mapping the average
publication year of articles associated with each keyword. Older topics, typically from 2020 to 2021,
are shaded in blue and include keywords such as "firm," "digital channel," and "e-commerce." These
terms reflect the initial research response to the growing importance of digital sales channels,
especially during the early phases of the COVID-19 pandemic.

More recent research trends, shaded in yellow, are associated with keywords like
"communication," "practice," and "social media platform." This shift highlights the growing
emphasis on experiential aspects of digital consumer behavior, including personalized engagement,
influencer dynamics, and co-creation practices. The visual progression from blue to yellow across
the map confirms a thematic evolution from infrastructural and technological issues to more
interactive, community-driven, and emotional dimensions of digital consumption.
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Figure 3 Overlay Visualization 56 Articles
Source: Authors’ own work

Overall, the bibliometric analysis illustrates a vibrant and evolving field. Digital consumer
behavior research has matured from examining basic adoption patterns to dissecting complex
interactions involving technology, identity, trust, and sustainability. The insights derived from this
analysis help situate the thematic synthesis that follows and support the formulation of a coherent
research framework.

3.2 Thematic Synthesis of Findings

This section presents a synthesis of key themes that emerged from the literature review. These
themes represent critical areas of interest and recurring findings across the 45 selected studies. Each
theme is supported by evidence from empirical research, providing a grounded understanding of the
mechanisms shaping digital consumer behavior.

3.2.1 Empowered and Informed Consumers

One of the most prominent findings across the literature is the rise of the empowered digital
consumer. The proliferation of mobile devices, widespread internet access, and digital platforms has
fundamentally altered how consumers gather information, evaluate options, and make purchasing
decisions. Consumers are no longer passive recipients of marketing messages; they actively seek out
reviews, compare products across platforms, and engage with brands on social media.

Several studies underscore the significance of information availability in enhancing consumer
autonomy. Akram et al., (2021)and Stangaciu et al., (2024) highlight how real-time access to reviews
and peer recommendations increases consumers' bargaining power, enabling them to make more
informed choices. This empowerment has forced companies to shift from persuasion-based
advertising to value-driven engagement strategies.

As digital consumers become more knowledgeable, their expectations evolve. Transparency,
responsiveness, and ethical conduct are now central to brand evaluation. Brands that fail to meet
these expectations risk losing credibility and loyalty. The consumer-brand relationship has become
more dynamic, with trust serving as the foundation for sustained engagement.

3.2.2 Sustainability and Digital Responsibility

Environmental consciousness has gained traction among digital consumers, particularly in the
context of global climate discourse and sustainability-driven innovations. A growing body of
literature suggests that consumers are increasingly aligning their purchasing behaviors with personal
values concerning environmental impact, ethical sourcing, and corporate responsibility.

Studies by Vassalo et al.,, (2024), Ozansoy Cadlrcl, (2022), and Cloarec et al.,
(2024)demonstrate that digital tools such as eco-labeling, corporate transparency reports, and
sustainability certifications influence consumer preferences. Platforms that facilitate access to this
information, such as product review websites or apps like Good On You, play a pivotal role in
enabling consumers to make value-aligned choices.

Moreover, digital platforms support sustainability by fostering communities that share eco-
conscious values. Social media enables users to promote sustainable lifestyles, advocate for ethical
consumption, and hold brands accountable. This has created a participatory culture where
sustainability is both a product attribute and a social norm.

3.2.3 E-Commerce and Mobile Integration

The rapid ascent of e-commerce and mobile commerce (m-commerce) has redefined the retail
experience. Driven by convenience, speed, and personalization, online platforms have become the
primary point of interaction between consumers and brands. The COVID-19 pandemic accelerated
this shift, pushing even traditionally resistant consumer segments toward digital adoption.

Leong et al., (2022) and Luceri et al., (2022) explore the technological underpinnings of this
transformation. Mobile apps, contactless payment systems, and real-time logistics have created
frictionless shopping experiences. Personalization algorithms further enhance engagement by
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recommending products based on behavioral data, thus reducing search costs and increasing
satisfaction.

Millennials and Gen Z consumers are at the forefront of m-commerce adoption. Their comfort
with digital interfaces and preference for instant gratification have made mobile platforms
indispensable for retailers. This demographic shift underscores the need for mobile-first strategies
that prioritize usability, speed, and personalization.

3.2.4 Decision Fatigue and Personalization Paradox

While digital tools empower consumers, they also present challenges. The vast availability of
choices, coupled with algorithmic targeting, can lead to decision fatigue—a psychological
phenomenon where excessive information and options impair decision-making capacity.

Cardoso et al., (2024) and Dutta & Singh, (2025) address this paradox, noting that consumers
often feel overwhelmed by the volume of personalized content. Although personalization is intended
to streamline the user experience, over-targeting can erode trust and lead to avoidance behaviors.
The tension between relevance and intrusion remains a critical issue for digital marketers.

To navigate this paradox, brands must design personalization strategies that are transparent,
opt-in, and minimally invasive. Ethical data collection and user-centric design can help mitigate
cognitive load while preserving the benefits of personalization.

3.2.5 Digital Identity and Self-Expression

Another key theme emerging from the literature is the role of digital platforms in enabling
identity construction and self-expression. Consumers increasingly use digital channels not only to
shop but also to craft personal narratives. Platforms like Instagram, TikTok, and Pinterest allow users
to share lifestyle choices, ethical stances, and brand affiliations as forms of social signaling.

Studies by Liu et al., (2024) and Akbari et al., (2022) highlight how digital consumer behavior
is often performative, with individuals curating content that reflects their values and aspirations. This
shift elevates the role of brands as identity markers and increases the stakes of brand alignment. A
misstep in corporate values or messaging can alienate entire consumer segments whose identities are
tied to brand loyalty.

This phenomenon is particularly pronounced among Gen Z and younger millennials, for whom
digital interaction is a primary mode of communication. Brand alignment with social causes,
diversity, and sustainability becomes not just a marketing strategy but a cultural expectation.

3.2.6 Social Influence and Digital Word-of-Mouth

The digital environment has amplified the power of social influence. Online reviews, user-
generated content, and influencer endorsements significantly shape consumer decision-making.
Unlike traditional advertising, digital word-of-mouth is perceived as more authentic and credible.

Dutta & Singh, (2025) and Katyal & Sehgal, (2025) find that peer validation is a critical
determinant of purchase intention in digital settings. Influencer marketing, in particular, has become
a dominant strategy. Micro- and nano-influencers are especially effective due to their perceived
relatability and niche expertise.

This dynamic has led to the emergence of community-based consumption, where consumer
decisions are made collectively through discussions, forums, and comment sections. Trust is no
longer built solely through brand messaging but is co-created in digital ecosystems.

3.2.7 Algorithmic Mediation and Predictive Behavior

Algorithms now mediate a significant portion of the consumer journey. Recommendation
engines, retargeting ads, and personalized feeds shape what consumers see, evaluate, and eventually
purchase. While these technologies offer convenience, they also raise concerns about autonomy and
surveillance.

Wang, (2025) and Mehmood & Hamid, (2024)note that algorithmic curation influences not
only individual decisions but also market trends. Products with higher algorithmic visibility often
outperform superior but less visible alternatives. This creates a feedback loop where algorithmic
popularity becomes a self-fulfilling prophecy.
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Concerns around data privacy and algorithmic bias are also surfacing. Consumers are
increasingly aware of how their data is used, prompting demands for transparency and ethical Al
practices. Regulatory frameworks like GDPR and CCPA reflect these evolving expectations.

3.2.8 Cross-Cultural and Generational Variations

Digital consumer behavior is not monolithic. Cultural values, economic conditions, and
generational traits all influence how consumers interact with digital technologies. For instance,
collectivist cultures place higher value on peer reviews and community engagement, whereas
individualist cultures prioritize autonomy and uniqueness.

Studies by Robinson, (2023), (Cheah et al., (2025), andBabics & Jermolajeva, (2024) provide
comparative insights. They show that Gen Z values authenticity and inclusion, while older
generations are more concerned with trust and reliability. Similarly, consumers in emerging markets
may focus on price and access, while those in developed regions emphasize sustainability and
experience.

These variations necessitate localized digital strategies. Global brands must tailor their
messaging, platform usage, and engagement techniques to resonate with diverse audiences.

3.3 Discussion

The contemporary digital consumer is a multifaceted and empowered actor influenced by a
range of psychological, technological, and cultural variables. At the psychological level, consumers
seek autonomy, meaning, and social validation. Digital environments fulfill these needs through
personalized experiences, social engagement, and identity expression.

Technologically, innovations such as AL, mobile commerce, and algorithmic curation have
redefined convenience and access. These tools enable real-time interaction and predictive
customization, setting new standards for consumer satisfaction. However, they also introduce
challenges such as decision fatigue, privacy concerns, and algorithmic manipulation.

Culturally, consumer behavior varies across regions and demographics. Identity, community,
and values drive engagement, making it essential for brands to develop culturally sensitive strategies.
This includes aligning with social causes, fostering inclusivity, and demonstrating ethical
responsibility.

Brands operating in the digital economy must therefore adopt multidimensional strategies.
These include:

a. Prioritizing transparency and data ethics to build trust.

b. Investing in sustainable practices and communicating them effectively.

c. Leveraging social proof through community engagement and influencer
collaboration.

d. Designing inclusive and adaptive personalization mechanisms.

e. Continuously monitoring cultural trends to stay relevant.

The evolving landscape of digital consumer behavior demands agility, empathy, and
innovation. As consumers become more discerning and values-driven, the role of brands shifts from
seller to collaborator. Those who embrace this shift are more likely to thrive in the complex, rapidly
changing digital marketplace.

4. CONCLUSION

This review has shown that digital consumer behavior is changing quickly due to
technology, culture, and psychology. Today’s consumers are more informed, connected, and value-
driven. They use digital tools not just to shop, but to express identity, seek social proof, and support
ethical brands. At the same time, they face challenges like too many choices, privacy concerns, and
overwhelming personalization.

The study also found that while research in this area is growing, it still lacks enough focus on
cultural differences, ethical use of data, and long-term consumer trust.
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For businesses, this means being transparent, ethical, and responsive to consumer values is
more important than ever. For researchers, there is a need to study how different groups of people
experience digital platforms, and how technology continues to shape their decisions.

In the future, successful strategies will combine technology, empathy, and responsibility to
meet the needs of modern digital consumers.
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