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Abstract

In the 1960s, research focused on consumer choice models and theories. These models and
theories, which date back to that decade, are still in use in the area of consumer behaviour
today. In spite of this, choosing decisions nowadays is increasingly difficult owing to the
prevalence of digital media and globalisation. This makes it clear that prior study has not
fully investigated the adoption and acceptability process of new ICTs. A thorough
understanding of consumer psychology and cognitive behavioural predispositions that
influence people's adoption of developing Information and Communication Technologies is
essential for marketers (ICTs). The theoretical standpoint is underscored by the research,
which stresses the necessity for marketing academics to focus on better understanding the
present environment and adoption and acceptance of the next generation of information and
communication technologies. It will conduct empirical research on the academic literature
and contemporary practise related to how to successfully use ICTs outside of the workplace,
which has been recognised as a crucial issue that must be examined. To make a practical
contribution, the researchers will also attempt to understand what marketers need know to

effectively use this information.
Keywords: ICT, Consumer, review

Introduction
We are seeing a 'new' customer and 'new' marketplace emerge as a consequence of dramatic
macro environmental change (Assael, 2004). (Hawkins et al., 2004), ‘informed' (Lawson,

2000) and ‘post-modern' (Hawkins et al., 2004). (Assael, 2004). The individual operating in
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this kind of marketplace will appear to be quite heterogeneous, and this will be attributed to
IT involvement (Baker, 2003). ICTs are being created on a continual basis, which changes
how an organisation connects with its consumers (Lindroos and Pinkhasov, 2003). In order to
make accurate predictions, it is necessary to analyse how these technologies affect consumer
behaviour, which is especially important now in a fast-changing world (Schewe and
Meredith, 2004). . ICT is defined as anything that contributes to the generation, presentation,
processing, storage, and transfer of information through electronic means, according to
Bruneau and Lacroix (2001). Next generation goods and services should include
characteristics such as ubiquity, personalization, mobility, context awareness, and security
(Doolin et al., 2008; Mahon et al, 2006). It would seem that ICTs in the early stages of their
development may have one or more of these characteristics, making them intriguing subjects

for market research.

Adoption of Technology

As a result of this groundswell of new research, a vast quantity of new literature has emerged
on adoption and dissemination of new information and communication technologies.
Previous study has mostly concerned pre-existing technologies or those that have been used
after creation, and as a result, it is very difficult to discover the factors that lead contemporary
consumers to adopt new or developing ICTs. Even while much of this effort has been
directed towards conducting investigations from an organisational and employee viewpoint,
most of it is intended to further these endeavours. Many of these research have been based on
older consumer choice models, even though consumer decision-making in response to the

changing decision environment has evolved significantly over the years.

Consumer Behaviour

Consumers' behaviours are described as the complex interplay of emotions and thoughts with
the physical world in which people live (Peter and Olson, 2005). The pattern of consumer
behaviour that occurs before, determines, and follows on the decision-making process for the
purchase of product, service, or concept need (Du Plessis et al. 1991:11). There have been
many explanations offered for how customers make these kinds of decisions (Plummer, 1974;
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Lawson, 2000; Kim et al., 2002; Hawkins et al., 2005). Lye et al. (2005) claim that current
consumer decision theory is founded on theories created in the 1960s with Howard's
consumer decision model, created in 1963, Nico-sia-model, which was developed in 1966,
Engel, Kollat & Blackwell's model, which was developed in 1968, and Howard and Sheth's
model, which was developed in 1969. (Hunt and Pappas, 1972; Howard and Sheth, 1968).
Andreason's (1965) model is one of the first notable decision-making models used by
consumers, in addition to Robinson's (1971) and Hansen's (1972) models (Erasmus et al.,
2001).

Consumer Decision Making Model

An estimated 90% of academic and commercial research and theory is based on consumer
decision-making models (Erasmus et al., 2001). Erasmus et al. characterise these models as
being capable of visualising change in variables and situations, and as providing a conceptual
framework for organising variables in a clear manner. Consumer decision-making models
help develop marketing theory by identifying various consumer choice processes and
marketing tactics (Engel et al., 1995; Walters, 1978). Such models (e.g., Engel, Blackwell,
and Minard's model) depict factors that influence customers and a better understanding of the
ever-changing consumer choice process (Lawson, 2000).

Many models, each with distinct criteria of acceptability, have been developed with respect to
ICT (Davis, 2003). Various approaches have been used, each dealing with the issue from a
different viewpoint (Venkatesh et al., 2003). Compeau and Higgins (1995) tested the
intention or use of users, whereas Davis et al. (1989) evaluated organization-level
implementation or assimilation success, and Brady (2003) examined the connection of task to
technology (Goodhue 1995; Goodhue and Thompson 1995). The research paper "Erasmus et
al. (2001)" highlights the need of taking into consideration not just what the goods do, but

also what the items represent to the customer.

Marketing Research
Many have observed that Roger's study on the spread of innovations (1959, 1962) had a

substantial impact on marketing research, consumer behaviour, and business innovation
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(Fichman, 1992; Lawson, 2000; Baskerville et al., 2007). The Roger's model has been used
often to predict new ICT adoption. The many diverse study focuses that have arisen because
of this paradigm include: In contrast to the diffusion process, which is a collective activity,
adoption is something that only an individual can accomplish. As a result of his character
development, adoption research has contributed to the creation of many models of consumer
decision-making (Fichman, 1992; Lawson, 2000).

Theory of Planned Behaviour (Ajzen, 1985), an extension of Theory of Reasoned Action that
incorporates the additional concept of a perceived behavioural control (Schifter and Ajzen,
1985), and the Theory of Consumption (Bagozzi and Warshaw, 1990), which recasts Theory
of Reasoned Action by replacing behaviour with trying to behave instead as the explanatory
or predictive variable.

As significant as these individual contributions are, the Theory of Technology Acceptance
(TAM) (Davis, 1989) is just as vital. This theory explores attitudes influencing choices to
adopt particular technology (Shih and Fang, 2004). Two dimensions of technology
acceptability are added to the TRA: "easy of use" and "usefulness” (Bagozzi et al., 1992;
Davis et al., 1989). The TAM describes how social influence and cognitive instrumental

processes relate to perceived usefulness and use intentions (Venkatesh and Davis, 2000).

Conclusion

Venkatesh and his colleagues (2003) developed the Unified Theory of Acceptance and Usage
of Technology to merge the major conflicting user acceptance theories (UTAUT). This model
attempts to understand users' purpose in using information systems and describes their use
behaviour after the first use. Nysveen et al. (2005) say that this model seems more adapted to
understanding and forecasting customer behaviour when confronted with new technologies.
When evaluating new technologies, Venkatesh et al. (2003:426) believe that UTAUT may
assist managers in assessing the probability of success and determining the many factors
influencing adoption. The problem is, they claim that we don't understand how dynamically
behavioural factors affect intentions and behaviour and therefore future research should
concentrate on developing new constructs that may augment our knowledge of this dynamic
effect. But, as with other models, these decision-making theories have detractors. Some
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models developed this way, according to Rau and Samiee (1981), are difficult, if not
impossible, to operationalize because they lack specificity. Despite marketing research and
education focusing more on purchase complexity, there are a significant number of models
that are still the foundation for contemporary marketing research and education (Sheth and
Krishnan, 2005). To keep up with changes in consumer choice-making, it has become more
difficult to "predict” future decision realities (Erasmus et al., 2001). To meet the growing
needs of their customers, businesses will have to be aware of key factors such as technology
and globalisation, and use that knowledge to make informed decisions. Major differences
between models may be seen in the kind of variables that they emphasise and the way that
data is presented (Erasmus et al., 2001; Kollat et al., 1970). Some critics say that Engel et
almodel .'s is hard to utilise when creating a strategy since it is unclear about the function of
the variables it employs (Howard, 1989). In Zajonc and Markus' (1982) article, emotional,
rather than cognitive, aspects are said to be influential in shaping consumer choices. Research
results revealed the significance of repeated exposure when developing preferences which
were consistent with Nobel laureate (2013) New York Times columnist (2014) economist
(1965) Customer activity may take place without the consumer being a part of the message
(Swinyard and Coney, 1978). Holbrook and Hirschman (1982) and Du Plessis et al. (1991)
claim that although purchasing behaviour has increased since the 1960s, the favorability of
model construction has declined after 1978, perhaps owing to consumers believing that these
models are infallible. This suggests that more study is required to answer questions about
consumer behaviour models in the marketplace, as well as to have a more in-depth

knowledge of the whole consumer decision-making process.
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