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Abstract

With the rapid development of the digital economy, consumer behavior patterns are being deeply
influenced. From Internet commerce to social media applications, content marketing and Al recom-
mendation, digital technology has changed consumers’ decision-making process and brand identity.
This article analyzes how digital technology affects modern consumer behavior from a consumer
perspective. Meanwhile, the article discusses how companies can adjust their strategies to adapt to
this migration, and predicts future market development directions and challenges.
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