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ABSTRACT

This comprehensive systematic analysis examines the complicated interplay between technology,
governance, and consumer behavior. Technological advancement and shifting governance systems
affect consumer behavior; therefore, understanding how they do so is vital. This review meticulously
analyzes a variety of literature to elucidate the complex relationships between technology, government,
and consumer behavior in many fields. The study highlights how technological advances and
governance systems affect customer preferences, attitudes, and decision-making. Governance systems
can also regulate how technology affects consumer behavior, according to the paper. This systematic
review consolidates current information and identifies promising research areas, offering future
directions including technological and governance advances. This review aims to inform strategic
decision-making, policy development, and scholarly inquiry in a networked and digitally mediated
society.
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1. INTRODUCTION

The landscape of consumer behaviour within the technological and governance context emerges as
a highly multidimensional and continually evolving sphere, exerting profound influence on various
facets of business management. Acquiring a nuanced understanding of how consumers interact
with the business environment is imperative for successfully addressing their needs, preferences,
and expectations. This comprehension forms the bedrock for crafting effective marketing strategies,
optimizing store layouts, formulating pricing strategies, and implementing initiatives related
to customer relationship management (Ahmed, S et al. (2023)). At the core of every business’s
fundamental objective is not only to attract new consumers but also to foster the recurring patronage
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of existing consumers, emphasizing the significance of sustained footfall. For the success of this
scenario, the most important rule is customer satisfaction.

As per Figure 1, through the technology like Al recommendation systems, once a business has
sensed its target audience, it will be very easy to serve the right products to its consumers to satisfy
their needs under the umbrella of a wide range of cost-effective brands inclusive of government policy.
In last so many years, research on consumer behaviour covered a wide range of topics, including
technology, governance, consumer decision-making, perception, motivation, attitude, and loyalty,
among others. This paper emphasises on review of the literatures available on consumer behaviour,
with the objective of summarising the key findings, identifying research trends, and proposing future
research directions in this field.

It is very easy for a company to sense consumer behaviour while developing a product, but at the
same time it’s a herculean task to sense the exact needs of its customers to choose the most suitable,
known, favourable, eye-catching, and pocket-friendly brands to satisfy its customers. Within the
intricate framework of “Impact of Technology and Governance on Consumer Behaviour,” the centrality
of the customer’s ego becomes a pivotal focus in the domain of business management. While they
boast an extensive array of products and brands, the quintessential aspect of business management
lies in the art of serving the customer, acknowledging the paramount importance of customer-centric
practices Airoldi, M et al.(2022). Guided by the principles of ‘SERVE,’ this customer-centric approach
manifests as a strategic imperative for business, shaping the trajectory of customer relationships.
‘SERVE’ a smile to your ‘CUSTOMER,” and ‘CUSTOMER’ will allow you to ‘RE-SERVE’ Airoldi,
M., & Rokka, J. (2022). Serving a customer has many aspects:

Parking Space: Ensuring convenient and accessible parking facilities.

Greetings: Creating a welcoming atmosphere through genuine and friendly greetings.

Attractive and eye-catching Display: Presenting products in an eye-catching and appealing manner.
Clean and Reachable Shelves: Maintaining organized and easily accessible merchandise.

Polite and Helpful Staff: Cultivating a team that prioritizes politeness and helpfulness.

Figure 1. Customer satisfaction by involving technology, governance, and business

Technology

Sense the Target Audience
Serve the right products
Satisfy the consumer

. Governance
Business



11 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/article/impact-of-technology-and-governance-on-

consumer-behaviour/335917

Related Content

Psychological Determinants of the Performance of Newly Created
Companies: The Mediating Effect of the Success of the Entrepreneur
Support Relationship

Fitouri Mohamedand Samia Karoui Zouaoui (2021). International Journal of
Entrepreneurship and Governance in Cognitive Cities (pp. 25-40).
www.irma-international.org/article/psychological-determinants-of-the-performance-of-newly-

created-companies/294092

Understanding Outsourcing Risk Factors Based on Modularity: The BSKYB
Case

Philip Huysmans, Peter De Bruyn, Shazdada Benazeer, Alain De Beuckelaer, Steven
De Haesand Jan Verelst (2014). International Journal of IT/Business Alignment and
Governance (pp. 50-66).
www.irma-international.org/article/understanding-outsourcing-risk-factors-based-on-
modularity/110923

On the Imperative Solicitude for Evolvability Evaluation in Value
Management

Kim Maes, Peter De Bruyn, Gilles Oortsand Philip Huysmans (2014). International
Journal of IT/Business Alignment and Governance (pp. 70-87).
www.irma-international.org/article/on-the-imperative-solicitude-for-evolvability-evaluation-in-

value-management/120026

Improving the Organizational Integration of IT Governance Tools: An
Explorative Study

Hauke Heierand Hans P. Borgman (2012). Business Strategy and Applications in
Enterprise IT Governance (pp. 202-217).
www.irma-international.org/chapter/improving-organizational-integration-governance-
tools/68052



http://www.igi-global.com/article/impact-of-technology-and-governance-on-consumer-behaviour/335917
http://www.igi-global.com/article/impact-of-technology-and-governance-on-consumer-behaviour/335917
http://www.igi-global.com/article/impact-of-technology-and-governance-on-consumer-behaviour/335917
http://www.irma-international.org/article/psychological-determinants-of-the-performance-of-newly-created-companies/294092
http://www.irma-international.org/article/psychological-determinants-of-the-performance-of-newly-created-companies/294092
http://www.irma-international.org/article/understanding-outsourcing-risk-factors-based-on-modularity/110923
http://www.irma-international.org/article/understanding-outsourcing-risk-factors-based-on-modularity/110923
http://www.irma-international.org/article/on-the-imperative-solicitude-for-evolvability-evaluation-in-value-management/120026
http://www.irma-international.org/article/on-the-imperative-solicitude-for-evolvability-evaluation-in-value-management/120026
http://www.irma-international.org/chapter/improving-organizational-integration-governance-tools/68052
http://www.irma-international.org/chapter/improving-organizational-integration-governance-tools/68052

Inter-Organizational Governance of Information Technology: Learning from a
Global Multi-Business-Unit Environment

Steven De Haes, Wim Van Grembergen, Dirk Gemkeand John Thorp (2012).
International Journal of IT/Business Alignment and Governance (pp. 27-46).
www.irma-international.org/article/inter-organizational-governance-information-technology/68794



http://www.irma-international.org/article/inter-organizational-governance-information-technology/68794

