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ABSTRACT: This study aims to examine the influence of digital transformation on consumer buying behavior in retail operations.
It seeks to understand how technological progressions such as E-commerce, mobile apps, artificial intelligence, and digital marketing
reshape consumer expectations, purchasing habits, and decision-making processes. The study aims to provide insights into how
retailers can adapt their strategies to meet the evolving demands of digitally empowered consumers and enhance their operational
effectiveness in the competitive retail landscape. This paper thus synthesizes several years of scholarly research on consumer
behavior and, the decision-making process in getting a product or a service that has been featured in some of the journals in the
field of study.
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1. INTRODUCTION:

Understanding consumer behaviour in India’s diverse market involves considering the complex psychological, social, and cultural
factors that affect buying decisions. People from different regions have different tastes, budgets, and shopping priorities, which makes
it difficult for retailers to predict their behaviour. To address this, retailers need a mix of traditional strategies and digital tools. Digital
platforms allow consumers to browse a wide variety of products, make informed choices, and easily complete their purchases [1].
With digital tools, retailers can gather and analyse large amounts of data to know better customer preferences to forecast demand.
This also supports to create personalized shopping experiences tailored to individual needs and allows retailers to stay flexible as
customer preferences change. Overall, digital transformation helps retailers customize products and services while staying ahead of
evolving consumer expectations in a competitive market.

11 CONSUMER BEHAVIOUR

The study of consumer buying behaviour is a challenging task, as individuals have unique perceptions. It is impossible to predict
how someone will behave in a given situation. Behaviour refers to the actions, decisions, and psychological processes that individuals
go through when selecting, purchasing, using, and disposing of products or services [2]. However, the features and services offered
on e-commerce websites can significantly influence buying decisions. Buyer behavior is formal to investigate individual qualities
such as demographics, personality, lifestyles, and Behavioural variables such as usage patterns, loyalty, brand promotion, and the
willingness to provide referrals are analyzed to gain insights into people’s preferences and consumption behaviours. It involves
understanding the psychological, social, cultural, personal, and economic factors that influence consumers' purchasing choices [3].
Consumer behavior also investigates how the consumer gets influenced by lifestyle, fashion trends, income, product attributes, social
groups such as family, friends, and reference groups, society in general (brands- influencers, opinion leaders) recommendations from
social media, and so on in making a purchase decision. Consumers often struggle with deciding What to purchase, when to make
the purchase, how much to spend, and which product to select. Sensitivity to price changes also affects their choices, with some opting
for discounts or cheaper options, while others prioritize quality or brand. Situational factors, such as the physical environment, time
constraints, and emotional state, impact consumer purchasing behavior. The layout, lighting, music, and ambiance of a store or website
can influence decisions, encouraging impulse buying and longer visits. Limited time can lead to quicker, less thoughtful purchases.
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Additionally, consumers' emotions, whether happy, stressed, or bored, can result in impulsive buys, often referred to as "retail
therapy.”

The factors that influence consumers' choices and actions with brands and to make purchasing choices hence The customer
decision-making process typically follows these steps: first, recognizing the need; second, seeking information; third, evaluating
alternatives; fourth, making the purchase decision; and finally, post-purchase behavior[4]. Therefore, retailers should develop
strategies that effectively influence each of these stages, ensuring they remain relevant both to the market and to their customers. By
examining consumer behaviour, businesses can gain insights into what motivates consumers, what factors drive their preferences, and
how they perceive products and brands. This knowledge helps businesses develop more operational marketing strategies, improve
customer satisfaction, and build strong relationships with their target audiences.

1.2 DIGITAL TRANSFORMATION ON CONSUMER BUYING BEHAVIOUR:

The term Digital transformation refers to the integration of digital technologies into all aspects of business operations, basically
changing the organization's function and delivering value to customers. The rapid development of technology and the rise of digital
platforms have significantly reshaped consumer behaviour over the past decades, mainly in the framework of retail operations.
consumer behaviour in retail operations was deeply influenced only after the outbreak of the pandemic when the physical stores turned
to online retail activities digitization became a key tool for continuity in many sectors [5] .With the rise of E-commerce, mobile
shopping, and cutting-edge technologies like artificial intelligence and augmented reality, consumers today have more convenience,
choices, and personalized experiences than ever before [6]. This shift has altered how they research, purchase, and interact with
brands. Retailers are increasingly adopting digital tools to enhance customer engagement, optimize inventory, and streamline
operations. As a result, consumer expectations have evolved, demanding faster, more seamless, and more customized shopping
experiences across both online and offline channels [7]. The sales of a company are based on the circumstances that are investigated,
and analysed, and hence four Criteria have been established for improved clarity.1) price 2) quality of the product 3) decisions that
are unplanned/impulsive buyers 4) brand. Discounts also influences customers' perceptions. Paying less can also be seen as a way of
saving money, and since money is a strong motivator for many, it can have both positive and negative effects on the final purchasing
decision. Social media platforms and targeted advertising have further influenced consumer choices by providing personalized
recommendations based on behaviour and preferences the digital era has amplified the importance of customer experience
increasingly seeking brands that offer not just quality products, but also engaging, convenient, and user-friendly interactions across
various digital touchpoints. Consumers no longer see a distinction between online and offline shopping. They may browse products
online, compare prices, check reviews, and even make purchases through mobile apps or social media platforms. This change has
driven companies to create Omni channel strategies that integrate both physical and digital touchpoints to provide a consistent and
cohesive customer experience. For example, features like "buy online, pick up in-store™ (BOPIS) have emerged, promoting businesses
to embrace digital tools that connect different shopping channels [8]. Consumers are becoming more socially and environmentally
conscious, which influences their purchasing decisions. Businesses that align with ethical values, sustainability, and transparency in
their operations are more likely to attract loyal customers. Digital transformation plays a role in this by enabling businesses to
communicate their values effectively, implement sustainable practices through technology (such as eco-friendly packaging solutions
or energy-efficient operations), It empowers consumers to make informed and ethical choices when making purchases[9] . This change
is forcing businesses to adapt their strategies to meet the requirements of the modern, tech-savvy consumer. Consumers' buying
behaviours generate huge amounts of data, and businesses that can harness and analyse this data are better positioned to understand
market trends and customer needs. The shift toward data-driven decision-making is at the core of digital transformation. By leveraging
data analytics, firms can optimize product offerings, predict trends, and make informed business decisions. The ability to track
customer preferences, purchasing habits, and sentiment allows businesses to react rapidly to deviations in consumer behaviour. [10]
This prospect highlights the need for companies to embrace technological innovations, stay agile, and focus on creating personalized,
seamless experiences to capture and retain consumer attention in an increasingly digital world. As consumers continue to embrace
digital platforms and expect more personalized, convenient, and ethical shopping experiences, businesses must invest in new
technologies and rethink their traditional business models. This ongoing evolution is shaping the future of industries and creating a
competitive landscape where those who embrace digital transformation are more likely to thrive in the face of changing consumer
expectations.

2. GOALS OF THE SCHOLARLY REVIEW :

The literature review aims to explore consumer buying behaviour towards digitalization in retail operations the study seeks to
compile research papers that highlight various factors influencing purchase decisions, focusing on how digital advancements are
impacting consumers. The objectives of the literature review are as follows:

To examine the impact of digital transformation on consumer buying behavior in retail operations

To know various gaps in the area of consumer buying behaviour to the digital transition

To explore how the integration of digital and physical retail environments affects consumer attitudes and shopping habits.
To understand the impact of personalized marketing, targeted advertisements, and online customer experiences on consumer
behavior in retail.

o To investigate the challenges and opportunities digital transformation presents to traditional retail operations in meeting
evolving consumer expectations.
o To evaluate how digital tools and innovations are altering consumer perceptions of value, pricing, and brand loyalty in the

retail sector.
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3. METHODOLOGY::

Information For this Study, was gathered from various sources like Google Scholar, Academia, Science Direct, Research Gate,
scholarly articles, theses, and conference proceedings. The literature review was further enriched by incorporating books and online
resources, focusing on Consumer Behavior and Digital Transformation. To explore and identify overlooked areas, the study focused
on finding the gaps in the current research. This process was organized into following steps, This approach was carefully structured
to systematically identify these gaps and guide the direction of future research endeavours.

1. Keywords were used across different search engines such as Google Scholar, Academia, and Cross Reference, Science
Direct.

2. A set of inclusion and exclusion criteria was established to guide the review process.

3. Filtered out irrelevant sources.

4. The selected articles were synthesized to construct a theoretical framework that outlines the factors influencing consumer

buying behaviour in the digital era .

A conceptual framework has been designed keeping digital transformation in changing consumer behavior in has been drafted for the
study

Key words Digitalization, Consumer
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Fig. 1: Summary of literature review steps

4, RELATED WORK OF REVIEW OF LITERATURE:

A literature review is a critical analysis and synthesis of existing research on a specific topic, providing an overview of current
knowledge, highlighting gaps, and establishing a foundation for future studies. It plays a vital role in academic research by offering
insights into both theoretical and empirical frameworks related to the subject. This literature review aims to develop a comprehensive
understanding of the impact of digital transformation in reshaping consumer behaviour toward retail operations.

Table 1: A collection of publications by scholars on customer behavior and digital transformation

References
Anil Kumar, Sachin

Focus
The study reveals that consumers are

SI.No Research Area
1 Changing patterns/decision-

making

increasingly focused on innovative and
trendy products, brand and quality.

Kumar Mangla, Sunil
Luthra 2018 [11]

Consumer Behaviour

Users behavior on the internet is
connected to the actions they take on the
digital channels where they spend their
time.

Jose Ramon Saura,
Ana Reyes Menendez,
Nelson de Matos
2020 [12]

Innovations Transforming

Consumer Decision Processes

New technologies can play a key role in
decision-making, with choices
reflecting both the consumer's
preferences. ( vocal speakers )

Shiri Melumad, Rhonda
Hadi, Christian
Hildebrand

2020[13]

Digital Transformation

DT has lead to improvements in product
availability and affordability. It

Prashant Yadav

2024 [14]
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facilitates the process of making
decisions in a better way.

Consumer Behaviour

Online marketing is appealing and
convenient for customers, allowing them
to easily provide feedback, compare
prices with substitute products, access
hassle-free return policies, and take
advantage of better offers and discounts.

Rashmi Gujrati, Uma
Gulati 2023 [15]

Digital transformation

Building a supportive system for the
development of organization culture.

Marzenna Cichosz,Carl
Marcus
Wallenburg,2020[16]

Digital humans in retail
operations.

This suggests that gender and location
significantly  affect  how likely
consumers are to engage with digital
humans.

Emmanuel Sirimal
Silva,Francesca Bonetti,
2021 [17]

Customer Satisfaction

The level of customer contentment is
with price, time and comparison of the
similar type of products. It’s been
analysed that larger store formats are
associated with greater satisfaction
levels.

Marcel Goi, Camilo
Levenier, Ricardo
Montoya

2021 [18]

Online Consumer’s Buying
Behaviour

The buying behavior depends on the age,
income earned and other benefits
obtained in the means of making
purchases.

Bilgihan, A.,
Kandampully, J., &
Zhang, T.2016. [19]

10

Digital transformation and
sustainable innovation

Digital transformation has had diverse
lewvels of influence on the operational
effectiveness of retail industries and also
MSME as it is more competitive and
resilient in an evolving business
landscape

Dr. Abhinav Goel
2024 [19-20]

11

Digital transformation in the
retail industry

Strategies need to be built by retailers so
that they can adapt to survive in this
competitive

market

Sourav Dutta, Raghav
Sandhane
2022 [20]

12

Digital Technologies reshape
marketing as evidence

DT in marketing is Enhancing market
analytics, pricing, network management,
and fostering client relationships to drive
value co-creation.

Federica Pascucci,
Elisabetta Savelli
2023 [21]

13

Examining digital
transformation in the fashion
industry

Technologies unleash new avenues to
innovation in products/services and
provide Opportunities to transform the
traditional fashion supply chain model of
garment production and distribution into
a more digital approach.by optimizing
the operational process.

Daria Casciani , Olga
Chkanikova
2022 [22]

14

Future of in-store technology

Technologies provide consumers with
new ways to explore, shop, and
experience products or services. These
conveniences motivate and encourage
consumers.

Dhruv Grewal , Stephanie
M. Noble, Anne L.
Roggeveen

2020 [23]

15

Technology is Changing
Retail

Technological changes emphasize smart
distancing, retailer disintermediation,
hybrid bundles, the sharing economy,
and the emergence of new types of
retailers.

Venkatesh shankar, Tom
Douglass, John Hennessey
2020 [24]
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16

Human Interactions and
digital Transformations

Retailers should focus more on Digital
marketing channels that customers
engage with the most, aimed at
achieving the highest levels of
satisfaction.

Uma S. Singh, Nidhi
Singh, Kamal Gulati
2021 [25]

17

Digital transformation in
retail and e-commerce SCM

Most Businesses plan to adjust their
supply chain strategies post-competitive
era to make them more resilient,
sustainable, and collaborative with
suppliers, customers, and stakeholders.
With the introduction of blockchain, Al,
Analytics, etc.

Shuanglei Gong
2023 [26]

18

Retail Tech and consumer
behaviour

With the analysis of various cases
concerning retail sectors, it is shown that
retailers are more focused on Customer-
centricity and  innovation  have
established new global benchmarks for
e-commerce.

Sahil Sagar
2024 [27]

19

Customer acceptance of smart
technologies

Technology readiness does not directly
impact customer attitude but influences
it indirectly through  perceived
innovation characteristics and brand
management strategies that enhance
customer  acceptance  of  smart
technologies.

Sanjit Kumar Roy, M.S.
Balaji , Ali Quazic
2018 [28]

20

Omni channel

personalized assistance adds value to the
shopping experience, allowing
customers to make informed purchasing
decisions whereas online shopping
channels provide a better price
comparison and transparency, allowing
customers to find the best deals and
discounts available, with the emergence
of digital transformation big data are
profoundly influencing the Channel-
switching behavior of customers

Archiman Biswas ,
Subrata Chattopadhyay,
Parama Barai

2024 [29]

21

Innovation-driven

New technologies play a key role in
decision-making by combining
consumer preferences with algorithmic
models that enhance those
preferences..eg digital voice assistance

Shiri Melumad, Rhonda
Hadi, Christian
Hildebrand

2024 [30]

22

Omni Channel

Omni channels provide a reliable,
combined experience for customers,
whether they are spending online, in-
store, or through any other platform the
strategies ensure that all interactions
with the brand are connected, allowing
customers to transition smoothly
between various platforms and access
the same level of service and
information across the channels.

'Yogesh Hole, Snehal
Pawar, E. B. Khedkar
2019 [31]

23

Consumer Behaviour

The level of consumer satisfaction
towards an industry focuses on the
quality, tracking facility, and delivery
speed Online marketers can strengthen
customer loyalty, increase repurchase
intentions, and encourage word-of-
mouth by  improving  customer
satisfaction. After post-purchase.

Vipin Vihari Ram Tripathi
, Manish Kumar
Srivastava , Rukmani
Jaiswal

2024 [32]
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24

Customer experience

Retailers should prioritise physical
Customer experience includes factors
like store layout, ambiance, signage,
lighting, product placement, and overall
atmosphere. physical  customer
experience design and augmentative
strategies is to improve the overall
experience for customers.

Bethan Alexander,
Rosemary Varley
2025 [33]

25

Digital humans in customer
interactions

The indicators used to measure the
likelihood of interacting with digital
humans were found to be highly reliable,
as indicated by Cronbach's alpha,
suggesting that consumers are inclined
to engage with digital humans.

Emmanuel Sirimal Silva,
Francesca Bonetti
2021 [34]

26

Automated stores

Key factors that influence consumers'
shopping intentions in Al-powered
automated stores include how easy the
store is to use, its usefulness, enjoyment,
ability to customize, and level of
interactivity.

Rajasshrie Pillai , Brijesh
Sivathanu
2020 [35]

27

Consumers’ Behaviour
Attitudes to Online Purchase

Lack of awareness about its optimum
utilization of technology. Factors that
affect consumer buying behavior include
lifestyle, the desire to impress others,
financial ability, family background, and
employment status.

V. Murugan
2021 [36]

28

Consumer Purchasing
Behaviour

The ease of using Digital platforms
offering a wide variety of products has
made it possible for consumers to access
items at prices of their choosing.

Dr Rachna Thakkar,
Prachi ,
2024 [37]

29

Customer Expectations
Towards Marketing Mix

A well-crafted marketing mix creates a
seamless and enjoyable shopping
experience, ultimately leading to higher
customer engagement and increased
sales.

V Devi Prasad Kotni,
Mahendra Reddy Bogala ,
Dr. Rajesh Vemula

2023 [38]

30

Digital Transformation and
its influence in business

The generations of people studied have
different

financial histories and have their own
“financial fears”. generations is not
something stable. Each generation earns
and saves for different stages of life —
foe eg : retirement, car purchase and
more.

Yuliia Radzikhovska
2021 [39]

31

Examining the Digital
Transformation and Digital
Entrepreneurship

Entrepreneurs may identify and
capitalize on technological opportunities
by starting new ventures.

Mohammad Rakibul Islam
Bhuiyan
2024 [40]

32

Innovating fashion
industry

fashion brands can innovate their
operations, offer customized products,
and respond more quickly to market
demands. stay competitive, reduce
waste, and meet consumer expectations

Paola Bertola , Jose
Teunissen
2018 [41]

34

Social Commerce

Brand engagement is impactful in need
recognition and choosing alternatives
among the available products .The level
of social media usage varies depending
on the product or service category
consumers are interested in.

Jaya Mehrotra , Dr. Pallavi
Kumar
2020 [43]

35

Data Privacy Concerns On
Consumer Trust

Consumers need reassurance that their
personal information is protected from
cyber threats, data breaches, or misuse.
This is possible only when companies

Palak Gupta, Dr. Akshat
Dubey
2024 [44]
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have strong security protocols it is also
important for companies to have Privacy
policies and terms of service must be
easily accessible

36

Digital Consumer Behavior

Consumers are increasingly engaging
with influencers and bloggers to gather
information about brands, which aids in
their decision-making. Additionally, it
has become evident that consumers play
a significant role in driving traffic to
brands, companies, and marketers
through their choice of online platforms.

Dr. Sunanda Vincent
Jaiwant

2024 [45]

37

Social Media
influencers on the buying
behaviour

Significantly impact consumer buying
behavior by leveraging their credibility
and large, build authentic relationships
with their audience, making their
recommendations and endorsements
highly trusted, especially when they are
perceived as genuine and not overly
commercial Consumers often rely on
social proof, such as seeing influencers
use a product or service, which can sway
their purchasing decision

Nimish Kadam , Anindita
Deshmukh , Dr. Rajashri
Kadam

2021 [46]

38

Channel integration on the
Omni channel customer
experience

integration of pricing and

product, transaction information, and
order fulfillment significantly impact the
effective and cognitive experience of the
Omni channel customer

Jose Antonio Balbin
Buckley
2024 [47]

39

Influencer Marketing

Attitudes toward influencers and
perceived behavioural control, which
enhances domain knowledge, positively
influenced consumer behavior.
Additionally, factors such as personal
relevance, inspiration, and trust had a
favourable impact on brand behavior
awareness, subject expertise, and
preferences.

Anjali Chopra, Vrushali
Avhad
2020 [48]

40

Retail Consumer Behaviour
And
Digitalization

Consumers are observed to prefer retail
outlets primarily due to price discounts,
followed by the variety of products
available and the convenience offered.

Nanditha A Poojari,
Amarnath B
2023 [49]

41

Consumer Buying behaviour
towards Organized retail
Outlets

customer's preference in a retail outlet is
more focused on quality and value .
there is no significant association
between the preferences towards the
retail outlets and pattern of spending
followed by the gender and pattern of
spending

K. Bala Krishna,
R.Raghavendra Rao 2022
[50]

42

Consumer Behaviour trends

Social media and commerce Influence
the consumer Preference for
Personalization,  Convenience  and
Seamless Experiences, Preference for
Video Content, and Mobile-First
Approach, Establishing trust and
credibility with the target audience by
providing valuable, informative, and
engaging content.

Dr. Gita Rani Sahu,
2024 [51]

5. SUMMARY OF THE REVIEWED WORK :
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43.

Consumer perception and
buying patterns

People go through customer feedback or
reviews before

choosing or visiting any online websites,
influenced by the visualized ads on the
internet provide more information on
goods and services and purchase things
that they really do not need. Internet sites
provide more offers than local store

Aayushi Rai 2023 [52]

44

Customer behaviour in digital
spaces

Customer behavior is heavily influenced
by online platforms like e-commerce
sites, social media, and forums. By
analyzing data such as browsing
patterns, purchase history, and online
engagement, researchers can uncover
trends and factors that drive consumer
decisions.

B. Sakthi, Dr. B. Umadevi,
Dr. D. Sundar 2024 [53]

45

Consumer Behaviour and
online shopping habits

A well-designed and user-friendly
websites leading to increased consumer.
Mobile devices have transformed online
shopping by offering convenience and
flexibility, while different age groups
exhibit  distinct online  shopping
behaviors, with younger consumers
being more receptive to new
technologies. Product review, and
positive feedback, significantly increase
consumer response.

Dr. Byram Anand , Dr
Hemanta Chakravarty ,
Sheetal Gurunath Athalye
2023 [54]

46

Consumer Preference towards
Organised Retail Stores

Most of the organized retail stores
deliver excellent in-store experiences,
high-quality products, and outstanding
customer service to improve customer
satisfaction and drive growth. On the
other hand these stores should enhance
competitive advantages to meet the
challenges.

Prashanthi.
V, Valliyammaai. PA ,
2024 [55]

47

Consumer Behavior for
Marketers

The rise of online platforms, social
media, and e-commerce has not only
expanded consumer choices but also
empowered them with information and
tools to make more informed decisions.
Marketers need to adapt their strategies
for a better understanding of consumer
behaviors, and expectations and also to
streamline ethical practices and build
trust.

Dr. Dipti Baghel,
2024 [56]

48.

Consumer Behaviour with the
Impact of Covid Pandemic

Consumers have undergone significant
changes By embracing new technologies
and  their  applications.  Virtual
applications have notably altered
consumer habits, while the use of
information and communication
technologies has accelerated
digitalization, acting as a key
intermediary in this transformation.

yakup Durmaz , Kazim
Dag2021 [57]

49

Retail Store Management

Retail store management often face
various challenges and complexities
while enhancing customer requirements.
The companies can adopt to ordering-
transfer  inventory  model  helps
determine the optimal order quantity and
transfer frequency from the warehouse

VVivek Hamal, Yash
Maheshwari, Inderjeet
2023 [58]

6.
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Once

to the display area that saves time and
maximising the profit.

50 Digital transformation
challenges

Retailers are making a significant
changes in the industry to align with the
new technology for better customer
experiences. Inspite of infrastructure ,
legal policies, data security so on

Dr. Anamika Tiwari
2019 [59]

51 Retail Revolution

Digitalization is ewvolving with new
characteristics, particularly the swift
integration of Al into retail, gradually
paving the way for the development of a
fully developed Al system.

Yury Malenkov, Irina
Kapustina, Galina
Kudryavtseva

2021 [60]

52 Visual Merchandising, on
Impulse Buying Behavior

product displays, packaging, and
signage are the factors which are
effected by consumer buying behaviour
. it is significant that there is strong
relationship between window display ,
mannequins creative floor display and
impulse buying behaviour

AjithKThomas. , Reni
Louise 2021 [61]

53  |Digital Commerce

Young people are prominent in these
markets, as they are highly interested in
and easily aware of relevant information,
terms, and policies.

Alok kumar pall, Dr.
bharti shukla
2020 [62]

54 Smart Retail Value

The study Highlights the significance of
the perceived shopping value created by
consumers through SRT in a retail store
environment, thereby boosting retail
store loyalty and increasing the intention
to use SRT.

Sujana Adapaa
Sathyaprakash Balaji
Makam

2020 [63]

55 Consumer Psychology

Most people are familiar with digital
marketing, embrace it, and it has
influenced their decision to make online
purchases. To attract more customers
and boost sales of goods and services,
online businesses must leverage this
influence.

Dr.P.Rama Krishna,
2022 [64]

56 Visual Merchandising

The study reveals that virtual
merchandising is the practice of
arranging products and displays in a
store to improve design, boost sales, and
increase profits.

Edward Mondol , Dr. Asif

Mahbub Karim,
2021 [65]

57 Digital Influence

Consumers  are  influenced by
recommendations from friends, peers,
and social media when shopping online.
They prefer side panel ads and online
coupons but find pop-up ads and unclose
able windows annoying. Competitive
pricing, affordable shipping, coupon
vouchers, rewards for repeat customers,
free items, personalization, updated
product details, easy refund policies, and
an interactive website encourage
consumers to leave online reviews,
particularly when discounts or coupons
are offered. This study highlights the

Shams Mukhtar, Chandra

Mohan A
2023 [66]

analyzing the required number of research papers the impact of digital transformation on consumer behavior reveals several key
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important role of digital marketing in
understanding consumer behavior.

58

Consumer Behavior of
consumers and the trends in
the economy in India

The results demonstrate how customer
behavior is influenced by
perceivebenefits, sociodemographic
characteristics, social influence, and
convenience of use. In quick commerce,
decisions are influenced by factors
including price, utility, and information
quality, as well as security
considerations. However, convenience
remains a strong preference, with
incentives like fast delivery, product
selection and, reliable logistics
significantly  affecting consumer
behavior and satisfaction.

Risbaa Singh (2024) [67]

59

Consumer behavior based on
digitalization

According to the study, new online
shoppers are more likely to return when
they feel in control and like their
purchasing experience, while repeat
customers are not much affected. A
demanding experience and value-added
search features increase satisfaction, and
product participation becomes a more
powerful motivator for repeat business.
Advanced search options are more likely
to be used by customers with less
specific needs. However, unplanned
purchases are not substantially impacted
by perceived control or enjoyment.

Marios Koufaris, Ajit
Kambil, Priscilla Ann
Labarbera (2014) [68]

60

Growth and challenges in
digital era

According to the findings, consumers
worry about security. it also highlights
the growing importance of balancing
security and convenience., For business
undergoing digitalization understanding
these consumer preferences becomes
essential, as consumers are willing to
spend a little more for time-saving
benefits,

Faraz Ahmed Najla
Shafighi (2022) [69]

61

Online return policy

According to the study, Perceived
consumer trust fully mediates the
relationship between lenient return
policies and purchase intention. Taking
into consideration age, education,
income, gender, and online purchase
frequency. Using a new theoretical
perspective, it connects expensive and
relational signalling to increase trust and
buy intent.

Pejvak Oghazia, Stefan
Karlssonb, Daniel
Hellstromb (2017) [70]

62

Digitalization's Impact on
Indian Economy

E-commerce is crucial to India's
economy, driven by internet growth. It
fosters global trade, boosts GDP,
promotes imports, and creates jobs.
Digital marketing is also expanding
rapidly. The study confirms e-
commerce's significant impact on India's
economy.

Dr. Gajanan Gopalrao
Babde (2022) [71]

63

Innovation

The research reveals that businesses that
engage with customers at every stage
where value is generated stand out as
truly customer-focused, as opposed to

those that merely target customers

Saul J. Berman
2012 [72]
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effectively. Active customer
involvement in these stages often fosters
collaborative  partnerships,  driving
innovation through the use of online
communities.

64

Customer Engagement

The findings revealed that there is a need
for improving the design and
effectiveness of online  services,
especially in how they connect customer
interaction and innovation, to better use
customer engagement behaviors for
boosting innovation

Jamie Carlson,
Mohammad Rahman,
Ranjit VVoola, Natalie
2018 [73]

65

Consumer Power: Digital
Age

The study looks at how consumer
behavior connects with digital media by
explaining consumer power and
empowerment online. It identifies four
main sources of consumer power:
demand power, information power,
network power, and crowd power.

Lauren I. Labrecque , Jonas
vor dem Esche
2013 [74]

66

Social influence on consumer

behaviour

Many people tend to see online reviews
Electronic word of mouth and comments
about that particular product to choose
the perfect brand and price.

Chahat Chopra Sachin
Gupta
2020 [75]

67

Behavior and Consumer
Psychology

Thepersonalized recommendations
significantly  influence  consumer
purchasing decisions. psychological
effect of social proof and peer influence
through data-driven media platforms
often leads to impulsive buying

Qi Zheng
2024 76]

68

Online Consumer Trends

Consumers are satisfied online customer
services, thus this develops their
confidence to go for digital marketing.

Dr. Prashant H.
Bhagat,,Sushma S Ahire
2021[ 77]

69

Digital influence on
consumer buying

The study found that information
available on  online  platforms
significantly  influences  customer
purchasing decisions, with digital
channels playing a key role in shaping
consumer choices. The reliability of
digital information positively affects
buying behavior, while factors such as
product price, quality, and availability
also impact customer decisions.
Additionally, elements like website
accessibility and  product quality
contribute to a positive influence on
consumer purchasing behavior.

Rohit Kumar ,
Dr Jai Jayant
2021 [78]

70

Retail operation and
consumer behaviour

Retailers should be aware of the current
technological changes and how they
could affect their
consumers & company 2. merchants

Aakash Singh
,Dr. Sunita Dhakne
2024 [79]

IJNRD2501257

International Journal Of Novel Research And Development (www.ijnrd.org)



http://www.ijrti.org/

© 2025 IJNRD | Volume 10, Issue 1 January 2025 | ISSN: 2456-4184 | JNRD.ORG

must take immediate action to secure
their survival in a cutthroat industry
where customer
preferences are always evolving

71

Factors Affecting Consumer
Buying Behaviour

This study also shows how different
groups of consumers, who vary in
factors like income, education, and
family background, value different
product qualities. It helps identify how
much time people spend on ads and
which media they use to communicate.

Jitendra
Sisodiya,Dharmaraj
Solanki

2024 [80]

72

consumer behaviour in the
digital age

Understanding consumer behavior in the
digital age can also inform policymakers
about necessary regulations and
guidelines to protect consumers in the
digital marketplace. product variety,
price

competitiveness, and trustworthiness of
online retailers are key drivers
influencing consumers'

Dr. Byram Anand, Dr
Hemanta Chakravarty
2023 [81]

73

Retail business

Retailers who have embraced
digitalization have gained a strong
advantage over those who haven't or
have been slow to adopt it.

Atul Kumar, Amol
Gawande, Vinaydeep Brar
2023 [82]

74

Multisided platforms

how  retail
transactions work by acting as
intermediaries between buyers and
suppliers. They don’t manage the entire
supply or logistics process themselves.
Incumbent retailers can stay competitive
against emerging digital platforms by
developing key managerial skills and
strategies that help them adapt to the
evolving market dynamics and maintain
their relevance.

Platforms  change

Mikko Hanninen, Anssi
Smedlund

2018 [83]

75

Visual merchandising

Customer’s impulse buying behavior is
certainly  influenced by  visual
merchandising practices. Results still
suggested that there is a significant
correlation in between these variables
and consumer’s impulse buying
behavior. Visual  merchandising
practices serve as stimuli for the
consumers as they get provoked with the
desire that ultimately motivates them to
make an unplanned purchase decision
upon entering the store, significantly
influencing consumer’s impulse buying
behaviors.

Nidhi Jhawar, Vivek S.
Kushwaha
2017 [84]

76

Artificial Intelligence

Digital transformation in retail has
brought major changes to how point-of-
sale (POS) systems function. These
systems are now smarter and more
advanced, helping retailers enhance
efficiency, improve customer
satisfaction, and increase sales. As a
result, retailers can offer a smoother
shopping experience and provide a
broader selection of products and
Services.

Victor Santos, Lara
Mendes
2023 [85]
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77

Retail strategies

The factors influencing retail innovation
development include business
consolidation, the level of innovation in
the country and globally, competition,
the investment climate, institutional and
legal regulations, and consumer culture.

Irina Krasyuk, Yulia
Medvedeva,
2019[86]

78

Digitalization

The growing trend of digital integration
is challenging existing social norms. To
shape the digital community in a socially
and  ethically  responsible  way,
participants must clearly understand
potential issues, such as discrimination,
autonomy, human dignity, and power
imbalances. However, management in
this area is often poorly organized.

Mohit S. Bansod, Meet A.

Rathod, Prajwal P
2021[87]

79

Technological innovations in
SME

The impact of digitalization on
innovation varies among small and
medium-sized enterprises (SMEs). The
effects on innovation are modest and
depend on the type of digitalization and
innovation. The study also looks at how
internal research and development
(R&D) activities influence this impact.

Dragana Radicic ,
Petkovic
2023 [88]

Sasa

80

Retailers production
efficiency

Digital transformation has a positive
impact on the production efficiency of
manufacturing companies that have
formal or informal institutions,
especially when they move from low-
value activities to high-value ones.

Di Wang , Xuefeng Shao

2024 [89]

81

Digital innovations

The study on digital innovation finds
that three key themes inherent to digital
technologies—openness,  affordances,
and generativity—can provide a shared
conceptual framework that facilitates
connections across various levels and
enables the integration of ideas from
different disciplines and fields.

Satish Nambisan

Wright,Maryann Feldman

2019
[90]

Mike

82

E-commerce trends

Businesses need to focus on
personalization, consumer
empowerment, and ethical practices to
succeed in the digital world. The
COVID-19 pandemic has accelerated
digital transformation, making it crucial
for businesses to adapt their digital
strategies to meet changing consumer
expectations

Dinesh  Gabhane, Prof.
Perumalla Varalaxmi,
Umesh Rathod

2023 [91]

83

E-commerce dynamics

The study reveals that trust has a similar
effect on e-commerce purchasing
decisions, regardless of  whether
respondents come from high-income or
low-income countries, and there is no
difference between general internet
users and online shoppers.

Sofik Handoyo 2024 [92]

84

Consumer Review centric

Online word of mouth, primarily driven
by customer reviews, is vital in shaping
this dynamic. It helps potential buyers
make well-informed decisions while
also providing businesses with valuable

Dr. Sarathsimha Bhattaru,

N. Niharika
2024 [93]
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feedback to improve their products and
services.

85

Social commerce

The five main themes identified were (i)
consumer digital culture, (ii) advertising,
(iii) effects of digital environments, (iv)
mobile, and (v) online word-of-mouth
(WOM) and reviews. Among these,
online WOM was the most common,
appearing in nearly half of the articles,
while advertising was mentioned in only
a small number.

Andrew T Stephen
2016 [94]

86

Digi transformation

Both behavior and outcome control can
be reliably transferred across project
partnerships, with outcome control
having an impact on performance
outcomes

C. Verhoef , Thijs Broekh
uizen
2019 [95]

87

Omni channelization

Omni-channel retailing encompasses a
more comprehensive view of how
consumers interact with and are
influenced by multiple digital and
physical channels throughout their
shopping experience.

PanelPeter
,C.Verhoef 2015 [96]

88

Smart retailing

Smart technologies significantly
influence generation Z consumers'
experiences. The flexibility of not
needing to carry cash or cards, along
with the convenience of easily finding
information to locate products and avoid
queues, makes the process more
efficient.

Vasilios Priporas Nikolaos
Stylos Anestis K 2017
[97]

89

Tech transformation

The findings reveal that organizations
are utilizing two primary technology-
driven models to address customers'
immediate needs: the remote expert and
the digital assistant.

Salvatore Parise
Patricia J. Guinan
Ron Kafka

2016 [98]

90

Future of digitalization

Digital marketing provides
organizations with notable benefits,
including reduced costs, enhanced brand
awareness, and higher sales. Presents
challenges, such as the impact of
negative electronic word-of-mouth and
the potential for intrusive and annoying
online brand presence."

Yogesh K. Dwivedi
, Elvira Ismagilova
2021
[99]

91

Retail value chain

The increasing use of branded-product
platforms, like connected devices and
online retail sites, is empowering new
players in the market.

Werner
Wiegand,
2019
[100]

Reinartz, Nico

92

Customer experiences

Customer experiences are changing and
becoming more hybrid (mixing both real
and digital elements). However,
researchers and industry experts have
not yet clearly defined the lines between
these new technologies, experiences,
and realities. it combines three
perspectives, technological
(embodiment),psychological (presence),
and behavioural (interactivity). The goal
is to create a new system for classifying
technologies, called the "EPI Cube.

Carlos Flavian , Carlos
Orus 2019 [101]

93

Digital transformation

Digital transformation is a process aimed
at improving an organization by making
significant changes to its features
through the wuse of information,
computing, communication, and
connectivity technologies..

Gregory Vial
2019
[102]
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94 Digital challenges

Although digital transformation
presents challenges, existing research
suggests that it offers a chance to
innovate and reshape business practices.
The two key aspects of digital
transformation are centred around (1)
technology and (2) the customer or
user.

Ciara Heavin &Daniel J.
Power
2018 [103]

95 Digital innovation

Digital transformation refers to the
collective impact of various digital
innovations  that  introduce  new
participants,  structures,  practices,
values, and beliefs. These changes alter,
challenge, replace, or enhance the
existing rules and dynamics within
organizations, ecosystems, industries, or
sectors.

B. Hinings, T.
Gegenhuber, R.
Greenwood
2018 [104]

96 Digital supply chain

Smart technologies play a crucial role in
linking digital transformation with
improved relationship  performance,
enabling  better  connections and
outcomes.

Mina Nasiri,
Juhani Ukko ,
2020 [105]

97 Virtual technology

The study found that the perceived value
of the virtual reality experience using
wearable devices had a significant and
positive impact on users' intentions to
engage with the site featured in the
virtual experience.

Alessandra Marasco
2018 [106]

98 Price and product consumer

buying behaviour

The study demonstrated that product
pricing and packaging have a significant
influence on the consumer buying
process. Product information, perceived
value, and attractive packaging further
enhance consumer purchase decisions
and overall satisfaction.

Huiliang  Zhaol,Xuemei
'YaoXuemei 2021[107]

99 Factors Affecting Consumer

behaviour

Consumer buying behavior is shaped by
various factors such as culture, social
class, personality, psychological aspects,
and the socialenvironment.
Comprehending these influences, brands
can create more impactful strategies,
Marketing messages and advertising
campaigns that align with the unique
needs and preferences of their target
audience.

N Ramya and Dr. SA
Mohamed Ali

2016 [108]

100  |Digitalization impact

The findings showed that Customers are
becoming more aware of digital
marketing and have a growing
preference for it using digital channels to
make purchase decisions. As the world
shifts toward a digital era, these channels
play a crucial role in boosting sales for
businesses.

Dr.Nischal kumar
2023 [109]

insights. Digital transformation, considered the integration of cutting-edge technologies such as E-commerce platforms, mobile apps,
artificial intelligence, and data analytics has significantly transformed the way consumers engage with retailers.
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1. Studies show that digital tools enable retailers to offer personalized shopping experiences, making the process more
convenient and efficient for consumers. Consumers now expect tailored recommendations, faster delivery options, and the ability to
shop across multiple channels seamlessly.

2. As retail operations shift online, concerns about data security and privacy have become a top priority. The literature
highlights that while consumers value convenience, they are hesitant to share personal information due to concerns over security
breaches.

3. Digitalization enables retailers to optimize operations and improve customer experience. Engagement, and offer
personalized services. The integration of data analytics, for example, allows for better inventory management, targeted marketing,
and real-time customer insights.

4. Digital platforms enable consumers to quickly compare prices, making them more price-sensitive. However, they are also
willing to pay a premium for services that save time, such as fast delivery or easy returns.

5. Retailers need to increasingly adopt Omni-channel strategies to meet these expectations and enhance consumer engagement.
6. Digital technologies have enhanced supply chain operations in retail, making them more efficient and responsive. Real-

time data allows for better forecasting, inventory management, and demand prediction, ensuring that retailers can meet customer
expectations without overstocking or understocking.

7. Digital transformation is reshaping consumer buying behavior, with more shoppers turning to online platforms for
convenience.
8. Traditional retailers face challenges in adapting to digital changes but gain opportunities for better customer engagement

and efficiency.

7. RESEARCH GAP:

1. Limited research exists on how consumers' trust in digital platforms influences their willingness to share personal
information across different retail channels.

2. Insufficient studies on how digital transformation affects long-term brand loyalty in the retail sector.

3. A need for deeper exploration into how seamless integration between physical stores and digital platforms enhances or
detracts from the overall consumer experience. ( Omni channel integration and consumer experiences)

4, There is a lack of understanding of how different consumer segments adapt to emerging retail technologies such as Al-
driven recommendations, virtual reality, and augmented reality in shopping experiences.

5. Limited research papers on the balance between the desire for personalized shopping experiences and the concern for
privacy in the context of digital transformation.

6. Insufficient research on how digital transformation (e.g., mobile apps, targeted advertising) influences impulse buying
behavior in retail.

7. Limited studies on how digital transformation has shifted consumer perception of pricing, value, and fairness in retail
transactions.

8. Lack of studies on how Al-driven recommendations, chatbots, and automated customer service systems influence consumer
decision-making processes in retail.

9. Under-researched area regarding how digital transformation in retail aligns with consumers' growing interest in
sustainability and ethical practices.

10. Insufficient studies on how digital transformation is reshaping the physical store experience, with a focus on in-store
technology like self-checkout kiosks and interactive displays.

11. A gap in understanding how the shift from human-driven to Al-driven customer service affects consumer satisfaction and
loyalty.

8. RESEARCH ANALYSIS:

This research aims to explore how different demographic groups engage with digital retail technologies like Al-powered
recommendations, AR, and voice-assisted shopping. It seeks to understand the influence of digital platforms on consumer decision-
making, particularly in comparison to traditional shopping methods. The study also focuses on the operational and strategic challenges
faced by traditional retailers transitioning to digital platforms. Another key area of interest is the examination of consumer trust issues,
particularly concerns over data privacy and security risks in digital retail. Additionally, the research will investigate how rapidly
evolving digital experiences are reshaping consumer expectations and behaviors, and how social media influencers, advertising, and
peer reviews impact purchasing decisions in digital retail settings.

9. ABCD Analysis of Reviewed Research Topic:
The ABCD analysis is a strategic tool often used to assess the Advantages, Benefits, Challenges, and Disadvantages of

a particular topic. It helps in providing a well-rounded view of the subject under study and helps us to assess from numerous
perspectives, reducing the possibility of missing something by conducting a thorough examination.

A — Advantages

1. Digital transformation enables consumers to shop anytime and from anywhere. The growth of E-commerce, mobile shopping
apps, and online platforms means that consumers can make purchases with ease, eliminating geographical and temporal constraints.
2. Personalization and Targeted Marketing With digital tools like artificial intelligence (Al) and data analytics, retailers can

identify the shopping experience based on individual choices past buying behavior, and browsing history. This leads to increased
customer satisfaction, more relevant product recommendations, and higher conversion rates.
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3. Increased Consumer Engagement Digital transformation facilitates direct interaction between consumers and brands via
social media, chat bots, and online customer service platforms. This continuous engagement can build brand loyalty and help
companies gather valuable consumer insights for further refinement of products and services.

4. Better Inventory and Supply Chain Management Retailers can leverage data analytics, the Internet of Things (loT), and Al
to streamline inventory and supply chain operations, reducing stock-outs and overstock situations. This improves efficiency and
ensures that consumers always have access to products they want to buy.

5. Faster and Seamless Shopping Experience Consumers benefit from quicker checkout processes, integrated payment systems,
and fast delivery options. The convenience of features like one-click buying and same-day delivery boosts customer satisfaction and
loyalty.

B - Benefits

1. Increased Consumer Satisfaction: Digital transformation in retail leads to smoother shopping experiences, faster service,
and greater customization, which directly enhances customer satisfaction. With digital tools such as Al-powered product
recommendations, consumers feel that their preferences are understood and catered to.

2. Improved Decision-Making for Consumers: Consumers now have access to more information than ever before, from
product reviews and ratings to detailed comparisons. This enables informed decision-making, reducing the likelihood of post-purchase
regret and increasing overall satisfaction with their purchases.

3. Higher Consumer Spending; Digital transformation often leads to more engaging and personalized experiences, which, in
turn, can lead to increased consumer spending. Technologies like loyalty programs, discounts, and personalized offers encourage
repeat purchases and higher average order values.

4. Increased Competitive Advantage for Retailers: Retailers who embrace digital transformation are able to stay ahead of
competitors by offering enhanced shopping experiences. By leveraging analytics and customer insights, they can predict trends, adjust
offerings quickly, and meet consumer needs more effectively than traditional retailers.

5. Greater Reach and Market Expansion: Digital platforms allow retailers to reach a global audience, eliminating the
constraints of brick-and-mortar stores. This opens up new markets and revenue streams, which is particularly beneficial for small and
medium-sized businesses that previously lacked the resources to compete internationally.

C - Challenges

1. Data Privacy and Security Concerns With the collection of vast amounts of consumer data, there are heightened concerns
over privacy and security. Data breaches or exploitation of consumer information can severely destruction a retailer's repute and lead
to loss of trust, affecting sales and customer loyalty.

2. High Costs of Implementation Digital transformation often requires significant investments in technology, infrastructure,
and staff training. Retailers, especially small businesses, may find the upfront costs of adopting new technologies like Al, machine
learning, and Omni channel solutions to be prohibitive.

3. Integration of Digital and Traditional Channels For many retailers, integrating digital platforms with existing brick-and-
mortar operations is a complex task. Achieving a seamless Omni channel experience requires synchronization of inventory, logistics,
and customer service systems across both online and offline platforms, which can be logistically challenging.

4. Consumer Resistance to Change Not all consumers embrace digital transformation. Some consumers may be hesitant or
resistant to using new digital technologies, such as online payment methods or personalized recommendations, due to concerns over
data privacy, security, or a lack of understanding of how these technologies work.

5. Keeping Up with Rapid Technological Advancements the fast step of technological development means that retailers must
constantly adapt to new tools and stands to remain competitive. This requires continuous investment in technology and innovation,
which may be overwhelming for businesses that are already stretched thin.

D - Disadvantages

1. Loss of Personal Interaction: With the rise of online shopping and digital customer service platforms, there is a risk of
losing the personal touch that brick-and-mortar retail provides. Consumers may miss the ability to interact face-to-face with sales
associates or experience a product physically before purchasing.

2. Over-reliance on Technology: Retailers that overly rely on digital tools and technology may face problems if these systems
malfunction or are disrupted by cyber-attacks. Technical issues, such as website crashes or payment processing failures, can lead to
customer frustration and lost sales.

3. Reduced Loyalty to Physical Stores: As consumers shift towards digital shopping platforms, traditional brick-and-mortar
stores may suffer from reduced foot traffic. Retailers that have not fully integrated digital capabilities may struggle to keep up with
the demand for seamless online and offline experiences.

4. Increased Competition: Digital platforms open up the retail market to a wider range of competitors, including global e-
commerce giants like Amazon. This means that smaller retailers may find it hard to compete with bigger companies that can offer
more competitive prices, wider product ranges, and advanced digital experiences.

5. Impact on Employment: The automation of retail operations through Al and other digital technologies could lead to job
displacement, particularly in areas such as customer service and sales. While digital transformation may create new job opportunities
in tech-related fields, it could also result in job losses in traditional roles.
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10. CONCLUSION:

The ongoing digital transformation in retail is likely to continue reshaping consumer behavior, with emerging technologies like Al,
immersive digital environments, and decentralized systems set to transform the way consumers shop. Retailers will need to remain
agile, continually adapting to the evolving wants and preferences of consumers. Understanding these shifts in consumer behaviour is
critical for retailers aiming to remain relevant and to be competitive to meet the demands of the modern digital consumer. Those that
embrace innovation, prioritize personalized experiences, and address data privacy concerns will likely thrive in an increasingly digital
marketplace.

To conclude digital transformation is not just a technological shift—it is a fundamental change in how retailers are involved with
consumers understanding the impact of digital transformation on consumer behavior, retailers can better anticipate future trends and
make experiences that resonate with the growing needs of today’s tech-savvy consumers.
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