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I. Introduction

In this rapidly evolving digital era, technological innovation has become a major catalyst in the 
transformation of society and the business world. One of the industries most affected by technological 
innovation is the gadget industry (Adua et al., 2019). Gadgets, including smartphones, tablets, laptops, 
and other smart electronic devices, have become an integral part of the daily lives of many people 
around the world (Sugita et al., 2021). The importance of technological innovation in consumer 
decision-making in the gadget industry cannot be ignored. Technological innovation plays a very 
important role in influencing consumer preferences, purchase decisions, and satisfaction (Chen & 
Yuan, 2021; Khoo et al., 2018; Palos-Sanchez et al., 2021). Several reasons why technological 
innovation is an important factor in consumer decision making: First, technological innovation in the 
gadget industry contributes significantly to product advancement (D. Yang et al., 2021). 
Technological developments allow manufacturers to produce more sophisticated, functional, and 
efficient gadgets over time. New features, the latest software, higher speeds, and better battery life are 
some examples of technological innovations that can attract consumer interest (Palos-Sanchez et al., 
2021). Consumers tend to be attracted to products that offer new capabilities and enhance the user 
experience. Second, technological innovation allows gadget manufacturers to differentiate their 
products from competitors (Kabukcu, 2015). In an industry full of similar products, technological 
innovation becomes a determining factor that differentiates brands and products. Manufacturers who 
are able to present innovative features and the latest technology have a strong competitive advantage 

ARTICLE INFO ABSTRACT  

Article history: 

Received 12 June 2022 

Revised 6 Nov 2022 

Accepted 29 Dec 2022 

This study aims to analyze the impact of technological innovation on consumer 
decision-making in the gadget industry. Using a qualitative approach, this 
research involves interviews with consumers in various innovation adoption 
groups, which include innovators, early adopters, early majority, late majority, 
and slow followers. In addition, this research also studied the concept of 
consumer satisfaction and how consumer satisfaction with technological 
innovations affects purchasing decisions in the gadget industry. Through in-
depth interviews with consumers, this research generated rich insights into 
consumers' experiences of adopting technological innovations, factors that 
influence purchase decisions, and the role of consumer satisfaction in the 
decision-making process. Qualitative data analysis was conducted to identify 
patterns, themes, and relationships between the variables studied. The results 
of this study show that understanding the level of consumer adoption in 
technological innovation is of key importance for gadget companies. Innovator 
and early adopter consumers tend to have higher risk, are enthusiastic in trying 
new technology, and play an important role in influencing others to adopt the 
innovation. Meanwhile, early majority consumers have a slower adoption rate, 
but their purchasing decisions are influenced by testimonials from previous 
adoption groups. Consumer purchase decisions in the gadget industry are also 
influenced by their satisfaction with technological innovations. Consumers 
who are satisfied with the user experience of an innovation are likely to 
recommend it to others and consider purchasing products with similar 
innovations. Therefore, gadget companies need to pay attention to product 
development that meets consumer expectations, provides a positive user 
experience, and provides responsive customer service. 
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in attracting consumer interest (Kenny & Regan, 2021). Consumers tend to choose products that offer 
added value through unique technological innovations (Rosenberg & Blondheim, 2021). Third, 
technological innovation aims to improve user experience by providing more efficient, intuitive, and 
satisfying solutions (Chang et al., 2016). The use of innovative technology can make using gadgets 
easier, faster, and more enjoyable. For example, user-friendly user interfaces, voice recognition, 
advanced image processing, and better wireless connection capabilities (Cabalquinto & Hutchins, 
2020). Such innovations can affect consumers' perceptions of product quality and provide higher 
satisfaction. Fourth, technological innovation can shape perceptions and brand image in the minds of 
consumers (Enzmann et al., 2020). When a brand is recognized as a pioneer in technological 
innovation, consumers tend to associate the brand with quality, sophistication, and progress. This 
positive perception can influence consumer decisions in choosing gadget products (Alsayed et al., 
2020). Consumers tend to choose brands that are considered innovative and reliable in terms of 
technology. Fourth, technological innovation also allows gadget manufacturers to better respond to 
consumer needs and wants. With a deep understanding of consumer preferences, manufacturers can 
develop technological innovations that suit market needs. For example, the use of biometric sensors 
for personal data security, improved camera quality for mobile photography, or improved connectivity 
for smooth internet usage. Technological innovations that are responsive to consumer needs can 
increase consumer satisfaction and loyalty (Kalinowska et al., 2021). 

In today's world, the gadget industry continues to experience interesting phenomena related to 
technological innovation. For example, AI has taken center stage in the gadget industry. The use of 
AI in gadgets has brought capabilities such as voice recognition, facial recognition, real-time language 
translation, and intelligent virtual assistants such as Siri, Google Assistant, or Alexa (López-Nicolás 
et al., 2015). These AI capabilities provide a more interactive, personalized, and efficient user 
experience. Second, the concept of the Internet of Things, where electronic devices are interconnected 
and communicate through the internet, has changed the way we interact with gadgets. In the gadget 
industry, IoT enables better integration and control between devices, for example, allowing users to 
control smart home devices through their smartphones or collect data from smart health devices. IoT 
provides greater convenience and connectivity to consumers. Third, the application of 5G networks is 
a significant trend in the gadget industry (Wang, 2020). Significantly higher internet speeds and 
smoother connectivity open the door to new technological innovations such as ultra-high definition 
video streaming, smoother online gaming, and more immersive virtual reality experiences. 5G also 
facilitates the development of the Internet of Things with more reliable and responsive connectivity. 
Fourth, Foldable devices are becoming an interesting phenomenon in the gadget industry. These are 
devices with flexible screens that can be folded into smaller sizes, combining the practicality of a 
phone with the flexibility of a tablet. Foldable devices bring innovative and flexible experiences to 
the use of gadgets, opening up new potential in multitasking, larger content display, and creativity of 
use. Fifth, AR and VR continue to grow in the gadget industry (Ren et al., 2021). AR brings digital 
experiences that complement the real world, while VR brings fully virtual experiences. Both 
technologies are used in a variety of applications, including gaming, learning, tourism, and real estate. 
The use of AR and VR in gadgets provides a higher level of interaction and immersion to consumers. 
Sixth, With growing concerns about data security and user privacy, the gadget industry has focused 
on technological innovations that enhance security. Features such as fingerprint scanners, face 
scanners, data encryption, and stronger privacy settings have been introduced to provide greater 
protection for consumers. 

These phenomena reflect how technological innovation continues to drive the development of the 
gadget industry in the world. With rapid changes and evolving challenges, gadget manufacturers must 
continue to innovate to meet increasingly complex consumer needs and preferences (Cecere et al., 
2015; Li et al., 2021). The impact of technological innovation on consumer decision-making in the 
gadget industry has become an interesting research topic. Amid intensifying competition and rapid 
changes in the industry, gadget manufacturers and marketers need to understand how technological 
innovations affect consumer purchasing decisions. Do technological innovations increase consumer 
satisfaction? How do consumers evaluate and select innovative gadget products? Are other factors 
such as price, brand, and functional needs still key considerations in consumer decision-making? 
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II. Literature Review 

2.1. Consumer Purchase Decision 

In an era dominated by technological advances, consumer purchasing decisions in the gadget 
industry are becoming increasingly complex. Consumers have a wide selection of gadget products 
that offer various technological innovations, and their preference for innovative products can be a 
deciding factor in purchase decision-making (Furman & Maison, 2020). Therefore, it is important to 
further explore consumers' purchasing preferences for innovative gadget products and the extent to 
which technological innovations influence their purchasing decisions (Chiu et al., 2016; Esmaeilian 
et al., 2021; Mesak et al., 2020; Zuschke, 2020). Conducting research on the relationship between 
technological innovation and consumer purchase decisions in the gadget industry has significant 
urgency (Mintz et al., 2021). First, gadget manufacturers need to understand consumer purchasing 
preferences to direct their innovation efforts. By studying this variable, manufacturers can identify the 
types of technological innovations most desired by consumers and direct their resources to develop 
products that match those preferences (Johnsen, 2018). This can help improve the competitiveness of 
companies in an increasingly competitive market. Secondly, an in-depth understanding of other 
factors that influence consumer purchasing decisions, such as price, brand, and functional needs, is 
also important. Through this research, it will be revealed to what extent technological innovation plays 
an important role in consumer purchase decisions, compared to other factors that may also influence 
such purchase decisions. This research will provide insight into the relative weight of these variables 
in consumer decision-making in the gadget industry. In addition, this research can also make 
significant contributions to marketing strategies and product development. By understanding 
consumers' purchasing preferences towards technological innovations in gadgets, companies can 
direct their marketing efforts to communicate the advantages of their innovations to consumers. This 
research can also help gadget manufacturers to develop product development strategies that focus on 
technological innovations that are relevant to consumer needs and preferences. In an ever-evolving 
global context with intensifying competition, research on consumer purchase preferences for 
technological innovations in the gadget industry is becoming increasingly important. By 
understanding the extent to which technological innovations influence consumer purchasing 
decisions, gadget manufacturers can respond quickly and relevantly to consumer needs, increase 
consumer satisfaction, and build a strong competitive advantage in a growing market (Pereira et al., 
2021). Therefore, it is important to conduct this research to provide deeper insights into the 
relationship between technological innovation and consumer decision-making in the gadget industry. 

2.2. Perception of Technological Innovation 

Research on consumer perceptions of technological innovation has an important urgency that 
needs to be revealed. First, consumer perceptions are key in determining the acceptance and adoption 
of technological innovations. In the rapidly evolving world of gadgets, gadget manufacturers need to 
understand how consumers evaluate the technological innovations offered by their products 
(Camisón-haba et al., 2018). By understanding consumers' perceptions of these innovations, 
manufacturers can direct their innovation efforts towards aspects that consumers consider important 
and relevant. This helps improve product appeal and increase the adoption of technological 
innovations in a competitive market (Ņikitina et al., 2022). Second, research on perceptions of 
technological innovations is also important for the development of marketing and communication 
strategies. By understanding how consumers perceive technological innovations in gadgets, 
companies can direct their marketing messages more effectively (Fujita et al., 2021). They can 
highlight the added value generated by technological innovations, explain their relevance to 
consumers' needs and wants, and help overcome any doubts or fears that may arise regarding their 
adoption (Powell, 2015). Thus, this research can assist gadget manufacturers in developing effective 
marketing strategies to increase consumer awareness and interest in the technological innovations they 
offer. 

In addition, this research also makes an important contribution to efforts to develop more 
innovative products. By understanding consumers' perceptions of technological innovations in 
gadgets, companies can identify features that consumers consider important and integrate them into 
their product development (Velean et al., 2014). This helps increase product acceptance rates and 
ensures that the technological innovations offered actually add value to the user experience. In an 
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environment of fierce competition, research on perceptions of technological innovation becomes an 
important urgency in an effort to create more attractive and competitive gadget products (Jaakson et 
al., 2011). In a rapidly changing global context, a deep understanding of consumer perceptions of 
technological innovations in gadgets is essential. By understanding the extent to which consumers 
perceive such innovations as important, relevant, and value-added to the user experience, gadget 
manufacturers can direct their innovation efforts, develop effective marketing strategies, and create 
products that truly meet consumer expectations and needs (Benczúr et al., 2018; Gruber, 2019; 
Zscheischler et al., 2022) (Grover et al., 2004). Therefore, this research has an important urgency to 
be carried out to provide deeper insights into consumer perceptions of technological innovation in the 
gadget industry. 

2.3. Consumer Satisfaction 

In the gadget industry, which is full of technological innovations, customer satisfaction is a key 
factor in maintaining customer loyalty and achieving long-term success for gadget manufacturers 
(Grover et al., 2004). Therefore, it is important to conduct in-depth research on the level of consumer 
satisfaction with the use of gadget products that rely on technological innovations. This research 
involves evaluating whether such innovations meet consumer expectations and provide a better user 
experience. There are several reasons why this research has an important urgency. First, consumer 
satisfaction is an important indicator in assessing the success of a product or service (Jackson & 
Sirianni, 2009). In the competitive gadget industry, manufacturers need to ensure that the 
technological innovations they offer truly meet the needs and expectations of consumers (Milliman et 
al., 2018). By understanding the level of consumer satisfaction with the use of innovative gadget 
products, manufacturers can identify the weaknesses and strengths of their products. This allows them 
to make improvements and develop better products, increase consumer satisfaction, and maintain 
customer loyalty (Igreja et al., 2021). Second, research on consumer satisfaction in the use of gadget 
products that rely on technological innovation can provide valuable insights for manufacturers in 
directing their innovation efforts (Chan & Gao, 2021). By understanding the extent to which 
technological innovations affect consumer satisfaction, manufacturers can evaluate their effectiveness 
in creating a better user experience (Rochmatullah et al., 2022). In the ever-evolving world of gadgets, 
companies need to adapt to changing consumer needs and produce products that are relevant and 
provide significant added value. This research can help gadget manufacturers to focus on the most 
impactful aspects of innovation and create products that provide maximum satisfaction to consumers 
(Kim et al., 2013). 

Third, consumer satisfaction also plays an important role in influencing overall consumer behavior. 
Satisfied consumers tend to be loyal consumers, who will continue to use and recommend products to 
others (Mir et al., 2022). Conversely, consumer dissatisfaction can have a negative impact, such as 
reducing repurchase rates or even causing a poor brand image (Tokay & Argan, 2013). By 
understanding the level of consumer satisfaction with the use of innovative gadget products, 
manufacturers can take the necessary actions to increase consumer satisfaction, build long-term 
relationships, and create sustainable business growth opportunities (Sainju et al., 2021). 

In this context, research on consumer satisfaction with the use of gadget products that rely on 
technological innovation is very important. By understanding the extent to which technological 
innovations meet consumer expectations and result in a better user experience, gadget manufacturers 
can improve product quality, maintain and expand market share, and achieve long-term success in a 
constantly changing and fiercely competitive industry (Marinkovic & Obradovic, 2015; Milliman et 
al., 2018; Rochmatullah et al., 2022; Zameer et al., 2015). Therefore, this research has an important 
urgency to be carried out to provide deeper insights into the level of consumer satisfaction in using 
innovative gadget products. 

III. Methods 

To answer these questions, this study aims to conduct a qualitative analysis of the impact of 
technological innovation on consumer decision-making in the gadget industry. Qualitative analysis 
was chosen because this method allows researchers to deeply understand consumers' perceptions, 
preferences and attitudes towards technological innovations in the context of their purchase decision-
making. In addition, this research will also provide insight into the role that technological innovation 
plays in creating a competitive advantage for gadget manufacturers. In an industry that continues to 
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evolve rapidly, manufacturers who are able to produce innovative gadget products that suit consumers' 
needs and preferences will have a strong position in the market. Therefore, this study will also provide 
recommendations for gadget manufacturers regarding effective technological innovation strategies to 
increase consumer satisfaction and preference. 

The research methodology is based on a qualitative approach involving in-depth interviews with 
gadget consumers who have experience in making purchase decisions. The data collected from the 
interviews will be thematically analyzed to identify common patterns, perceptions, and preferences of 
consumers regarding technological innovations in gadgets. In addition, secondary data such as 
literature studies and industry publications will be used to support the qualitative findings and analysis. 
The informants come from graduate students in Makassar city as many as 20 respondents. 

The results of this study are expected to contribute significantly to the understanding of the 
relationship between technological innovation and consumer decision-making in the gadget industry. 
These findings will be a valuable source of information for gadget manufacturers to develop more 
effective marketing strategies and understand consumer needs and preferences better. 

IV. Result and Discussion 

4.1. Consumer Preference for Technological Innovation in Gadgets 

In the connected digital era, consumers tend to want technological innovations that provide 
convenience and efficiency. One type of innovation that is highly desired is the presence of smart 
devices that can be integrated with various aspects of daily life (C.-H. Yang et al., 2020). For example, 
consumers are excited about advances in the Internet of Things (IoT), where household devices such 
as refrigerators, lights, and security devices can be interconnected and controlled via the internet. The 
ability to remotely control and monitor the home provides a greater level of convenience and security. 

In addition, consumers also want technological innovation in the transportation sector. The ability 
to own autonomous vehicles that can drive themselves is a big draw. Consumers view this innovation 
as a step forward that will reduce congestion, improve safety, and provide a more comfortable and 
efficient driving experience. The second subtheme relates to consumers' perception of the added value 
of technological innovations. Consumers tend to consider the extent to which technological 
innovations provide significant benefits in their lives. They look for added value, both in terms of 
efficiency, ease of use, user experience, and increased productivity. Consumers also tend to prefer 
technological innovations that are able to simplify complex tasks, save time, or improve their overall 
quality of life. The last subtheme highlights the factors that influence consumer preferences for 
technological innovations. One of the main factors is price (Ņikitina et al., 2022). Consumers will 
consider the extent to which the price of the technological innovation is proportional to the benefits 
obtained. In addition, the trust factor also plays an important role. Consumers tend to choose 
technological innovations from brands or companies that have proven to provide quality products and 
have a good reputation. Below, the results of interviews with informants are presented.  

Question: What type of technological innovation do you think is most desirable 

today? 

Respondent's Answer: I am very interested in the development of the Internet of 

Things (IoT). I would like to have household devices that are automatically 

connected and can be controlled via a smartphone. 

Question: How do you believe these types of innovations will affect your daily life? 

Respondent's Answer: I believe with IoT, I will have better control over my home. 

I can regulate the temperature, maintain security, and save energy easily remotely. 

Question: What concrete benefits do you expect from the technological innovations 

you use? 
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Respondent's Answer: I expect the technological innovations I use to save me time 

and effort. For example, by using technology-based transportation applications, I 

can order and pay for taxis quickly without the need to queue. 

Question: How do these technological innovations help improve your efficiency or 

productivity? 

Respondent's Answer: They enable me to do my work more quickly and efficiently. 

For example, using reminders and task management apps help me stay organized 

and optimize my work time. 

Question: How do reviews or recommendations from people close to you influence 

your preference for technological innovations? 

Respondent's Answer: I rely heavily on reviews and recommendations from my 

friends. If they give positive reviews about a technological innovation, I am more 

likely to try it. 

Question: How do you consider security and privacy aspects in choosing 

technological innovations? 

Respondent's Answer: Security and privacy are important factors in choosing 

technological innovations. I tend to choose technological innovations that have 

strong privacy policies and provide security setting options that I can set according 

to my preferences. 

The interview results illustrate respondents' views on desired technological innovations, their 
impact in daily life, expected concrete benefits, improving efficiency or productivity, the influence of 
reviews/recommendations from people nearby, and considerations on security and privacy. 
Respondents expressed interest in the Internet of Things (IoT) and would like to have household 
devices connected and controlled via smartphones. This shows their interest in technologies that can 
facilitate automation and remote control. The respondent believes that with IoT, she will have better 
control over her home. She can regulate the temperature, maintain security, and save energy easily 
from a distance. This illustrates her expectation that such technological innovations will provide 
convenience and efficiency in her daily life. Respondents expect the technological innovations used 
to save time and effort. For example, by using a technology-based transportation application, he can 
order and pay for a taxi quickly without the need to queue. This shows their desire for convenience 
and efficiency in their daily activities.  

The respondent revealed that technological innovations can help improve efficiency and 
productivity. She noted that the use of reminders and task management apps help stay organized and 
optimize work time. As such, respondents see the potential for technological innovations to assist in 
completing tasks more quickly and efficiently. The respondent relied on reviews and 
recommendations from friends as a factor in influencing her preference for technological innovations. 
He tends to be more interested in trying technological innovations if he gets positive reviews from 
those closest to him. This shows the importance of other people's opinions and experiences in shaping 
their preferences. Respondents pay attention to security and privacy aspects in choosing technological 
innovations. He expressed his tendency to choose technological innovations that have strong privacy 
policies and provide security setting options that match his preferences. This shows that respondents 
are very concerned about the security and privacy aspects of using technology. 

Overall, respondents showed interest in IoT and a desire to have better control over their daily lives 
through connected devices. They expect technological innovations to provide concrete benefits, 
improve efficiency/productivity, and consider security and privacy aspects. Reviews and 
recommendations from people close to them also influence their preference for technological 
innovations (Teeroovengadum, 2022). 

4.2. Theoretical Implementation of Marketing Management on Technological Innovation in Gadgets 

In the ever-evolving digital era, technological innovation in the gadget industry has become a key 
driver of change and transformation in our daily lives. Effective marketing management in the face of 
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the challenges and opportunities presented by technological innovation is key to the success of gadget 
companies in reaching an increasingly broad market. The theoretical implementation of marketing 
management plays an important role in facing the complex challenges of introducing technological 
innovations to consumers (Sarkar, 2014; Strandberg & Styvén, 2020). In a world full of intense 
competition, gadget companies must understand and implement the right marketing strategies to 
ensure the success of their innovations. 

In this context, the emphasis on different consumer segments, as described in the Diffusion of 
Innovation Theory, plays a key role. Gadget companies need to identify innovator, early adopter, early 
majority, late majority and slow follower consumers, and understand how each of these groups makes 
purchasing decisions based on their level of satisfaction with technological innovations (Ezeh & 
Nkamnebe, 2022). An effective marketing strategy must be able to convey the right message to each 
consumer group, emphasizing the benefits and advantages of the technological innovation offered. 
Clear and persuasive communication about the benefits generated by these innovations will influence 
consumer purchasing decisions (Ax & Greve, 2017). 

In addition, it is also important for gadget companies to develop pricing strategies that match the 
value of technological innovations. A fair and competitive price can be a deciding factor for consumers 
in adopting innovations. In addition, companies also need to consider efficient distribution strategies 
to ensure the availability of these innovations in the market. 

In the growing digital and social media era, gadget companies should also utilize digital media and 
social networks to expand their reach and build awareness about their technological innovations. 
Using digital platforms as communication and marketing channels can help companies reach target 
consumers more effectively, as well as build loyal user communities (Abadie et al., 2023). Marketing 
management's theoretical implementation of technological innovations in gadgets opens a window to 
a connected future. By understanding consumer needs and wants, identifying different market 
segments, developing effective marketing strategies, and utilizing digital potential, gadget companies 
can achieve success in marketing their technological innovations. 

Successful implementation of this marketing management will create a deeper connection between 
consumers and technological innovations in gadgets. Consumers will experience the direct benefits of 
these innovations, while gadget companies will continue to improve and develop their products based 
on consumer feedback and demand. Thus, the theoretical implementation of marketing management 
towards technological innovations in gadgets is not just about product marketing, but also about 
building positive experiences and establishing strong relationships between gadget companies, 
technological innovations, and consumers. Diffusion of Innovation Theory explains how 
technological innovations spread among consumers (Tan & Vicente, 2019). Consumers can be 
categorized into innovators, early adopters, early majority, late majority, and slow followers. In the 
context of the gadget industry, this theory can identify consumer segments that have different levels 
of innovation adoption and how they make purchasing decisions based on their satisfaction with the 
technological innovations offered. The following are the results of interviews with informants, related 
to the Diffusion of Innovation Theory that they received. 

Question: Why do you think it is important for gadget companies to understand the 

adoption rate of consumer innovations? 

Informant: I think understanding the adoption rate of consumer innovations is 

important for gadget companies because it helps them identify different consumer 

segments and how they make purchasing decisions. By understanding adoption 

rates, companies can design more effective marketing strategies and better direct 

their innovation efforts. 

Question: That's right. How do you think gadget companies can identify consumer 

groups based on innovation adoption rates? 

Informant: Companies can conduct surveys or market studies to identify consumer 

groups based on innovation adoption rates. They can see how quickly consumers 
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adopt new innovations, how open they are to technological change, and how they 

respond to new products launched into the market. 

Question: How do you see the difference between innovator consumers and early 

adopter consumers in the context of the gadget industry? 

Informant: Innovator consumers are those who are the first to adopt new 

innovations. They tend to have a high level of risk and are very enthusiastic about 

trying new technologies. While early adopter consumers are the next group who 

are also relatively quick to adopt new innovations. They play an important role in 

influencing others to adopt the innovation. 

Question: How do early majority consumers influence purchasing decisions in the 

gadget industry? 

Informant: Early majority consumers have a slower adoption rate compared to 

innovators and early adopters, but they are an important group in the gadget 

market. Their purchasing decisions are influenced by evidence and testimonials 

from innovator and early adopter consumers. They will be more inclined to buy a 

new product if they see clear benefits and if the innovation has received a positive 

response from previous groups. 

Question: Good. How do you think gadget companies can influence slow followers 

to adopt technological innovations? 

Informant: Companies can use marketing strategies that are more focused on the 

benefits and advantages of technological innovations for slow-follower consumers. 

They can also raise awareness through promotional campaigns that involve 

testimonials from early adopters. 

Question: How does consumer satisfaction with technological innovations affect 

purchase decisions in the gadget industry? 

Informant: Consumer satisfaction with technological innovations greatly 

influences purchasing decisions. If consumers are satisfied with the experience of 

using the innovation, they are likely to recommend it to others and consider buying 

other products that have similar innovations. 

Question: Do you have any examples of gadget companies that have successfully 

applied the Diffusion of Innovations Theory in their marketing strategy? 

Informant: Yes, one example is Apple. They have successfully applied this theory 

by launching innovative products that received positive responses from innovator 

and early adopter consumers. Then, through effective marketing campaigns, they 

were able to influence early majority consumers and slow followers to adopt their 

technological innovations. 

Question: Finally, how do you think gadget companies can increase the adoption 

rate of innovations and influence consumer purchasing decisions? 

Informant: Companies can increase the adoption rate of innovations by presenting 

products that present clear benefits, providing good after-sales support, and 

involving consumers in the product development process. They can also use 

effective marketing strategies to convey the values of innovation to consumers and 

build awareness about the benefits of the new technologies they offer. 

In the interview, the informant provided a clear understanding of the importance of understanding 
consumer innovation adoption rates for gadget companies. Informants mentioned that this 
understanding helps companies identify different consumer segments and better direct their innovation 
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efforts. This shows the informants' awareness of the importance of customizing marketing strategies 
to the characteristics and needs of each consumer group (Larsen & Olaisen, 2013). 

Informants also explained how gadget companies can identify consumer groups based on the level 
of innovation adoption. Informants emphasized the importance of market surveys or studies to see 
how quickly consumers adopt new innovations, how open they are to technological change, and how 
they respond to new products. This shows informants' understanding of the importance of market 
research and analysis in understanding consumer behavior. Furthermore, informants described the 
difference between innovator consumers and early adopter consumers in the context of the gadget 
industry. Informants explained that innovator consumers are those who are the first to adopt new 
innovations with a high level of risk, while early adopter consumers are the next group who are also 
quick to adopt innovations and have an important role in influencing others. 

In explaining how early majority consumers influence purchasing decisions in the gadget industry, 
informants mentioned that their purchasing decisions are influenced by evidence and testimonials 
from innovator and early adopter consumers. Informants emphasized the importance of clear benefits 
and positive responses to the innovation from previous groups (Bıçakcıoğlu-Peynirci & İpek, 2020). 
Informants also provided solutions on how gadget companies can influence slow follower consumers 
to adopt technological innovations. The informants suggested using marketing strategies that focus on 
the benefits and advantages of the innovation, as well as raising awareness through promotional 
campaigns that involve testimonials from early consumers who have adopted the innovation. When 
asked about how consumer satisfaction with technological innovations affects purchasing decisions, 
informants explained that consumer satisfaction greatly affects purchasing decisions. The informant 
emphasized that satisfied consumers tend to recommend products to others and consider buying other 
products with similar innovations. 

Furthermore, the informant gave an example of a gadget company that successfully applied the 
Diffusion of Innovation Theory in their marketing strategy, namely Apple. The informant mentioned 
that Apple launched an innovative product that received a positive response from innovator and early 
adopter consumers, and through effective marketing campaigns, they managed to influence early 
majority consumers and slow followers to adopt their innovation. This shows the informant's 
understanding of how this theory can be applied in gadget industry practice. Finally, informants 
provided suggestions on how gadget companies can increase the adoption rate of innovations and 
influence consumer purchasing decisions. Informants emphasized the importance of providing clear 
benefits, good after-sales support, involving consumers in product development, and using effective 
marketing strategies to convey the values of innovations to consumers. 

Overall, informants have a good understanding of the Diffusion of Innovation Theory and apply it 
in the context of the gadget industry. Informants demonstrated an awareness of the importance of 
understanding consumer adoption rates, identifying consumer groups, influencing purchasing 
decisions, and improving innovation adoption rates. Informants also provided concrete examples and 
practical advice for gadget companies to face the challenges of introducing technological innovations 
to consumers. 

Customer Satisfaction Theory 

This theory focuses on consumer satisfaction after purchasing a product or service. In the context 
of the gadget industry, technological innovations that meet or exceed consumer expectations can 
increase their level of satisfaction (Hossain et al., 2021; Yao et al., 2019). Consumers will tend to 
choose technological innovations that provide a positive user experience and meet their needs and 
preferences.  

Question: First question, why do you think it is important for gadget companies to 

understand the level of consumer satisfaction after purchasing their products? 

Informant: In my opinion, understanding the level of consumer satisfaction is very 

important for gadget companies because it can provide an overview of the extent 

to which their products meet consumer expectations and needs. A high level of 

satisfaction can increase consumer loyalty, expand market share, and provide a 

competitive advantage. 
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Question: How can consumer satisfaction theory contribute to consumer purchase 

decision making in the gadget industry? 

Informant: Consumer satisfaction theory explains that consumers tend to choose 

technological innovations that provide a positive user experience and fulfill their 

needs and preferences. A high level of satisfaction can be a determining factor in 

consumer purchasing decisions. If consumers are satisfied with the gadget 

products they buy, they are more likely to recommend it to others and purchase 

products from that company in the future. 

Question: In the context of the gadget industry, what affects the level of consumer 

satisfaction after they make a product purchase? 

Informant: There are several factors that can affect the level of consumer 

satisfaction after purchasing gadget products. First, product quality is an 

important factor. If the product has good quality and performs according to 

consumer expectations, then the level of satisfaction will be high. In addition, 

factors such as ease of use, features and functionality that meet consumer needs, 

and responsive customer service can also contribute to consumer satisfaction. 

Question: How can gadget companies increase customer satisfaction with their 

technological innovations? 

Informant: Gadget companies can improve customer satisfaction by designing 

technological innovations that consider customer needs and preferences. In 

product development, companies can involve consumers in the early stages to get 

feedback and ensure that the resulting technological innovations are relevant to 

consumer desires. In addition, companies should also provide good after-sales 

support, such as responsive customer service and regular software updates, to 

ensure a satisfying user experience. 

Question: What is the role of user experience in influencing consumer satisfaction 

in the gadget industry? 

Informant: User experience has a very important role in influencing consumer 

satisfaction in the gadget industry. If consumers have a positive user experience 

with a gadget product, such as an intuitive interface, good performance, and 

reliable quality, they will tend to feel satisfied. Conversely, poor user experience, 

such as problems in operation or frequent breakdowns, may lead to consumer 

dissatisfaction. 

Question: How can consumer feedback be used by gadget companies to improve 

consumer satisfaction? 

Informant: Consumer feedback is very valuable for gadget companies. Through 

consumer feedback, companies can better understand consumer needs and 

expectations. Companies can use the feedback as evaluation material to make 

product improvements and optimize the user experience. By proactively 

responding to consumer feedback, companies can increase consumer satisfaction 

and build better relationships with consumers. 

Question: Is there a link between customer satisfaction and customer loyalty in the 

gadget industry? 

Informant: Yes, there is a strong link between customer satisfaction and customer 

loyalty in the gadget industry. Consumers who are satisfied with the gadget 

products they buy tend to be loyal consumers. They will be more likely to purchase 

products from the same company in the future and recommend the products to 

others. A high level of satisfaction can build a long-term relationship between the 
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company and consumers, which has a positive impact on the company's business 

growth. 

Question: How can gadget companies measure the level of consumer satisfaction 

after purchasing their products? 

Informant: Gadget companies can use various methods to measure the level of 

customer satisfaction. One commonly used method is customer satisfaction 

surveys. Companies can send surveys to consumers after they make a product 

purchase to assess their level of satisfaction. In addition, companies can also track 

consumer feedback through social media, product reviews, or through customers 

using communication channels with the company. Measuring the level of consumer 

satisfaction is an important step to understand the extent to which their 

technological innovations meet consumer expectations. 

Question: What are the negative impacts if consumers are not satisfied with the 

technological innovations they buy? 

Informant: If consumers are not satisfied with the technological innovations they 

buy, there can be a negative impact on gadget companies. Dissatisfied consumers 

may not recommend the product to others and may even leave negative reviews 

that can affect the company's reputation. In addition, dissatisfied consumers are 

also likely to look for alternative products from competing companies. Therefore, 

it is important for gadget companies to ensure a high level of customer satisfaction 

in order to retain and attract new customers. 

Question: How can gadget companies manage and handle consumer complaints 

to increase their satisfaction? 

Informant: It is important for gadget companies to have an effective mechanism to 

manage and handle consumer complaints. The company should respond to 

consumer complaints quickly and provide satisfactory solutions. Good 

communication with consumers is also important to understand the problems 

consumers face and provide relevant responses. In addition, companies can 

conduct internal evaluations to identify the causes of complaints and make product 

or customer service improvements according to consumer feedback. By managing 

and handling customer complaints well, companies can increase customer 

satisfaction levels and strengthen customer relationships. 

In the interview, the informant provided a good understanding of the theory of customer 
satisfaction in the context of the gadget industry. Some important points that can be interpreted from 
the interview are: Gadget companies need to understand the level of consumer satisfaction after 
purchasing a product or service. Consumer satisfaction is very important because it can affect 
purchasing decisions and consumer loyalty (Asamoah et al., 2022). Technological innovations that 
meet or exceed consumer expectations can increase their level of satisfaction. Positive user 
experience, ease of use, features that suit needs, and responsive customer service are factors that can 
affect consumer satisfaction (Azadegan et al., 2021). Gadget companies can increase customer 
satisfaction by involving customers in product development, proactively responding to customer 
feedback, and providing good after-sales support. 

There is a close link between the level of customer satisfaction and customer loyalty. Consumers 
who are satisfied with gadget products tend to become loyal consumers, which has a positive impact 
on the company's business growth (Abualsauod & Othman, 2020). Gadget companies can measure 
the level of customer satisfaction through customer satisfaction surveys, feedback through social 
media and product reviews, and through communication channels with the company. 

Consumers who are not satisfied with the technological innovations they purchase can have a 
negative impact on the company, such as negative reviews and loss of customers. Therefore, it is 
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important for gadget companies to ensure a high level of consumer satisfaction. Gadget companies 
need to have effective mechanisms in place to manage and handle consumer complaints. Quick 
responses, satisfactory solutions, and good communication with consumers are important steps in 
increasing consumer satisfaction (Yuda Bakti et al., 2020). Informants also provide examples of good 
practices from gadget companies that apply the theory of customer satisfaction, namely through 
developing technological innovations that meet consumer expectations, being responsive to consumer 
feedback, and conducting effective marketing campaigns. 

V. Conclusion 

The discussion of innovation diffusion theory and customer satisfaction theory in the context of 

the gadget industry provides important insights for companies in facing the challenges of developing 

and marketing technological innovations. Based on this discussion, several theoretical conclusions 

and relevant managerial implications can be drawn. 

Innovation Diffusion Theory provides an understanding of how technological innovations spread 

among consumers and how they make purchasing decisions. Consumers can be categorized into 

innovators, early adopters, early majority, late majority, and slow followers. Innovator and early 

adopter consumers have an important role in influencing other consumer groups to adopt technological 

innovations. Meanwhile, early majority consumers and slow followers have a tendency to adopt 

innovations at a slower rate of adoption. In dealing with this, gadget companies need to understand 

the level of consumer adoption and design appropriate marketing strategies according to each 

consumer group. 

The managerial implications that can be drawn from the innovation diffusion theory are as follows: 

First, gadget companies need to segment the market based on the level of consumer innovation 

adoption. This allows companies to design more appropriate marketing strategies and better direct 

their innovation efforts. In this case, companies need to consider the profiles, preferences and 

characteristics of consumers in each adoption group. Second, gadget companies must continue to 

innovate in developing technology products that are attractive and in line with consumer needs and 

preferences. Innovations should present clear benefits and provide a positive user experience for 

consumers. Companies also need to ensure that their innovations can meet consumer expectations, 

both in terms of quality, features, and ease of use. Third, companies need to adopt effective marketing 

strategies to communicate the values of innovation to consumers. Communication should be done in 

a way that is relevant and appealing to each consumer group. The use of consumer testimonials of 

innovators and early adopters can be one of the effective strategies to influence early majority 

consumers and slow followers in making purchasing decisions. Fourth, responsive and quality 

customer service is very important in increasing the level of consumer satisfaction. Companies must 

be able to respond quickly to consumer complaints and feedback and provide satisfactory solutions. 

Good after-sales support is also an important factor in maintaining customer satisfaction. 

Meanwhile, consumer satisfaction theory discusses the importance of consumer satisfaction after 

purchasing a product or service. In the context of the gadget industry, technological innovations that 

meet or exceed consumer expectations can increase their level of satisfaction. Consumers tend to 

choose technological innovations that provide a positive user experience and meet their needs and 

preferences. 

Thus, the managerial implications that can be drawn from consumer satisfaction theory are as 

follows: Gadget companies should focus on developing products that can meet consumer 

expectations. Technological innovations must be designed with consumer needs and preferences in 

mind. Companies need to involve consumers in the product development process, collect feedback, 

and respond proactively. A positive user experience is an important factor in increasing consumer 

satisfaction. Companies need to ensure that the technological innovations they offer are easy to use, 

have appropriate features, and provide clear added value to consumers. Product design and intuitive 

user interfaces can help create a positive user experience. Responsive and quality customer service is 

an integral part of customer satisfaction. Companies need to have an effective system for handling 

customer complaints and feedback. Prompt responses, satisfactory solutions, and good 

communication can increase consumer trust and satisfaction. Companies need to involve customer 

satisfaction measurement tools, such as customer satisfaction surveys, social media feedback, and 
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product reviews. This information can help companies understand the extent to which their 

technological innovations meet consumer expectations and provide insights for product and service 

improvements. The level of customer satisfaction is closely related to customer loyalty. Satisfied 

consumers tend to become loyal consumers, which has a positive impact on the company's business 

growth. Therefore, companies need to focus on increasing the level of customer satisfaction to retain 

existing customers and expand market share. 

Taken together, innovation diffusion theory and consumer satisfaction theory have significant 

implications for firms in developing, marketing, and increasing the adoption of technological 

innovations in the gadget industry. By understanding consumer adoption rates, designing innovations 

that meet consumer expectations, and increasing consumer satisfaction through positive user 

experiences, responsive customer service, and effective marketing strategies, companies can achieve 

success in the competitive gadget industry. Gadget companies that are able to effectively implement 

innovation diffusion theory and consumer satisfaction theory can gain a competitive advantage, 

increase market share, and retain loyal customers. In an ever-changing and rapidly evolving context, 

gadget companies must stay abreast of innovation trends and continuously strive to understand 

consumer needs and preferences to remain relevant and sustainable in the dynamic gadget industry. 

By applying concepts from these two theories, gadget companies can improve their marketing 

strategies, increase the adoption of technological innovations, and meet consumer expectations and 

satisfaction. In the ever-evolving digital era, technological innovation is the key to success in the 

gadget industry, and a deep understanding of consumer adoption rates and consumer satisfaction will 

be a strong foundation for the company's success. 

References 

 

[1] Abadie, A., Roux, M., Chowdhury, S., & Dey, P. (2023). Interlinking organisational resources, 

AI adoption and omnichannel integration quality in Ghana’s healthcare supply chain. Journal 

of Business Research, 162, 113866. 

https://doi.org/https://doi.org/10.1016/j.jbusres.2023.113866 

[2] Abualsauod, E. H., & Othman, A. M. (2020). A study of the effects of online banking quality 

gaps on customers’ perception in Saudi Arabia. Journal of King Saud University - Engineering 

Sciences, 32(8), 536–542. https://doi.org/https://doi.org/10.1016/j.jksues.2019.09.001 

[3] Adua, L., Clark, B., York, R., & Chen, C. (2019). Modernizing our way out or digging 

ourselves in? Reconsidering the impacts of efficiency innovations and affluence on residential 

energy consumption, 2005–2015. Journal of Environmental Management, 252, 109659. 

https://doi.org/https://doi.org/10.1016/j.jenvman.2019.109659 

[4] Alsayed, S., Bano, N., & Alnajjar, H. (2020). Evaluating Practice of Smartphone Use Among 

University Students in Undergraduate Nursing Education. Health Professions Education, 6(2), 

238–246. https://doi.org/https://doi.org/10.1016/j.hpe.2019.06.004 

[5] Asamoah, G. K., Afum, E., Kusi, L. Y., Agyabeng-Mensah, Y., & Baah, C. (2022). Exploring 

the indirect role of green business practices in transmitting eco-market orientation into positive 

organizational outcomes: an empirical study. Management of Environmental Quality: An 

International Journal, 33(2), 202–221. https://doi.org/10.1108/MEQ-06-2021-0142 

[6] Ax, C., & Greve, J. (2017). Adoption of management accounting innovations: Organizational 

culture compatibility and perceived outcomes. Management Accounting Research, 34, 59–74. 

https://doi.org/https://doi.org/10.1016/j.mar.2016.07.007 

[7] Azadegan, A., Modi, S., & Lucianetti, L. (2021). Surprising supply chain disruptions: 

Mitigation effects of operational slack and supply redundancy. International Journal of 

Production Economics, 240, 108218. 

https://doi.org/https://doi.org/10.1016/j.ijpe.2021.108218 

[8] Benczúr, P., Kátay, G., & Kiss, Á. (2018). Assessing the economic and social impact of tax 

and benefit reforms: A general-equilibrium microsimulation approach applied to Hungary. 

Economic Modelling, 75, 441–457. 

https://doi.org/https://doi.org/10.1016/j.econmod.2018.06.016 



 International Journal of Artificial Intelligence Research ISSN: 2579-7298 

 Vol 6, No 1.1, 2022 

Ackhriansyah Achmad Gani et al (The Impact of Technological Innovation on Consumer Decision Making: A Qualitative 

Analysis in the Gadget Industry) 

[9] Bıçakcıoğlu-Peynirci, N., & İpek, İ. (2020). Export market orientation and its consequences: 

a meta-analytic review and assessment of contextual and measurement moderators. Journal of 

Business & Industrial Marketing, 35(5), 939–954. https://doi.org/10.1108/JBIM-04-2019-

0147 

[10] Cabalquinto, E., & Hutchins, B. (2020). ‘“It should allow me to opt in or opt out”: 

Investigating smartphone use and the contending attitudes of commuters towards geolocation 

data collection. Telematics and Informatics, 51, 101403. 

https://doi.org/https://doi.org/10.1016/j.tele.2020.101403 

[11] Camisón-haba, S., Clemente-almendros, J. A., & Gonzalez-cruz, T. (2018). How technology-

based firms become also highly innovative firms? The role of knowledge, technological and 

managerial capabilities, and entrepreneurs’ background. Suma de Negocios. 

https://doi.org/10.1016/j.jik.2018.12.001 

[12] Cecere, G., Corrocher, N., & Battaglia, R. D. (2015). Innovation and competition in the 

smartphone industry: Is there a dominant design? Telecommunications Policy, 39(3), 162–

175. https://doi.org/https://doi.org/10.1016/j.telpol.2014.07.002 

[13] Chan, J., & Gao, Y. L. (2021). Measuring the up-to-date quality of online food delivery: 

formative index construction. International Journal of Contemporary Hospitality 

Management, 33(12), 4550–4568. https://doi.org/10.1108/IJCHM-06-2021-0739 

[14] Chang, S. E., Shen, W.-C., & Liu, A. Y. (2016). Why mobile users trust smartphone social 

networking services? A PLS-SEM approach. Journal of Business Research, 69(11), 4890–

4895. https://doi.org/https://doi.org/10.1016/j.jbusres.2016.04.048 

[15] Chen, W., & Yuan, Y. (2021). Design and development of mobile internet control system for 

embedded fitness training cycling device. Microprocessors and Microsystems, 81, 103668. 

https://doi.org/https://doi.org/10.1016/j.micpro.2020.103668 

[16] Chiu, S.-C., Liu, C.-H., & Tu, J.-H. (2016). The influence of tourists’ expectations on purchase 

intention: Linking marketing strategy for low-cost airlines. Journal of Air Transport 

Management, 53, 226–234. https://doi.org/https://doi.org/10.1016/j.jairtraman.2016.03.010 

[17] Enzmann, D. R., Arnold, C. W., Zaragoza, E., Siegel, E., & Pfeffer, M. A. (2020). Radiology’s 

Information Architecture Could Migrate to One Emulating That of Smartphones. Journal of 

the American College of Radiology, 17(10), 1299–1306. 

https://doi.org/https://doi.org/10.1016/j.jacr.2020.03.032 

[18] Esmaeilian, B., Onnipalayam Saminathan, P., Cade, W., & Behdad, S. (2021). Marketing 

strategies for refurbished products: Survey-based insights for probabilistic selling and 

technology level. Resources, Conservation and Recycling, 167, 105401. 

https://doi.org/https://doi.org/10.1016/j.resconrec.2021.105401 

[19] Ezeh, P. C., & Nkamnebe, A. D. (2022). Determinants of Islamic banking adoption among 

non-Muslim customers in a Muslim zone. Journal of Islamic Accounting and Business 

Research, 13(4), 666–683. https://doi.org/10.1108/JIABR-10-2021-0280 

[20] Fujita, M., Okudo, T., & Nagane, H. (2021). Analyzing business ecosystem through corporate 

networks based on capital relations. Procedia CIRP, 99, 692–697. 

https://doi.org/https://doi.org/10.1016/j.procir.2021.03.092 

[21] Furman, A., & Maison, D. (2020). Influence of different cause-related marketing (CRM) 

strategies on consumer decision making. Procedia Computer Science, 176, 2979–2988. 

https://doi.org/10.1016/j.procs.2020.09.205 

[22] Grover, S., Agrawal, V. P., & Khan. (2004). A digraph approach to TQM evaluation of an 

industry. International Journal of Production Research, 42(19), 4031–4053. 

https://doi.org/10.1080/00207540410001704032 

[23] Gruber, H. (2019). Proposals for a digital industrial policy for Europe. Telecommunications 

Policy, 43(2), 116–127. https://doi.org/https://doi.org/10.1016/j.telpol.2018.06.003 

[24] Hossain, M. A., Jahan, N., & Kim, M. (2021). A multidimensional and hierarchical model of 

banking services and behavioral intentions of customers. International Journal of Emerging 

Markets, ahead-of-p(ahead-of-print). https://doi.org/10.1108/IJOEM-07-2020-0831 

[25] Igreja, C. M., Sousa, B. B., Silva, T., & Veloso, C. M. (2021). Assessment of the quality of 

the service perceived in specific contexts of management of a family business. Journal of 



ISSN: 2579-7298 International Journal of Artificial Intelligence Research  
 Vol 6, No 1.1, 2022 

  

Ackhriansyah Achmad Gani et al (The Impact of Technological Innovation on Consumer Decision Making: A Qualitative 

Analysis in the Gadget Industry) 

Family Business Management, ahead-of-p(ahead-of-print). https://doi.org/10.1108/JFBM-10-

2021-0135 

[26] Jaakson, K., Tamm, D., & Hämmal, G. (2011). Organisational innovativeness in Estonian 

biotechnology organisations. Baltic Journal of Management, 6(2), 205–226. 

https://doi.org/10.1108/17465261111131811 

[27] Jackson, D. W., & Sirianni, N. J. (2009). Building the bottom line by developing the frontline: 

Career development for service employees. Business Horizons, 52(3), 279–287. 

https://doi.org/10.1016/j.bushor.2009.01.005 

[28] Johnsen, T. E. (2018). Purchasing and supply management in an industrial marketing 

perspective. Industrial Marketing Management, 69, 91–97. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2018.01.017 

[29] Kabukcu, E. (2015). Creativity Process in Innovation Oriented Entrepreneurship: The case of 

Vakko. Procedia - Social and Behavioral Sciences, 195, 1321–1329. 

https://doi.org/https://doi.org/10.1016/j.sbspro.2015.06.307 

[30] Kalinowska, K., Wojnowski, W., & Tobiszewski, M. (2021). Smartphones as tools for 

equitable food quality assessment. Trends in Food Science & Technology, 111, 271–279. 

https://doi.org/https://doi.org/10.1016/j.tifs.2021.02.068 

[31] Kenny, U., & Regan, Á. (2021). Co-designing a smartphone app for and with farmers: 

Empathising with end-users’ values and needs. Journal of Rural Studies, 82, 148–160. 

https://doi.org/https://doi.org/10.1016/j.jrurstud.2020.12.009 

[32] Khoo, L. S., Lai, P. S., Saidin, M. H., Noor, Z., & Mahmood, M. S. (2018). Cling film plastic 

wrap: An innovation for dead body packaging, preservation and transportation by first 

responders as a replacement for cadaver body bag in large scale disasters. Forensic Science 

International, 285, 50–57. https://doi.org/https://doi.org/10.1016/j.forsciint.2018.01.018 

[33] Kim, K., Hong, E., & Rho, S. (2013). The study of defined buying factors affecting trust 

building and service performance in financial management systems. Mathematical and 

Computer Modelling, 58(1), 38–48. 

https://doi.org/https://doi.org/10.1016/j.mcm.2012.06.006 

[34] Larsen, T. J., & Olaisen, J. (2013). Innovating strategically in information and knowledge 

management: Applications of organizational behavior theory. International Journal of 

Information Management, 33(5), 764–774. 

https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2013.05.003 

[35] Li, Y., He, Y., Ge, Y., Song, G., & Zhou, J. (2021). Smartphone-assisted visual ratio-

fluorescence detection of hypochlorite based on copper nanoclusters. Spectrochimica Acta 

Part A: Molecular and Biomolecular Spectroscopy, 255, 119740. 

https://doi.org/https://doi.org/10.1016/j.saa.2021.119740 

[36] López-Nicolás, R., Finlayson, G., Gibbons, C., Halford, J., Harrold, J., Leal, C., & Ros-

Berruezo, G. (2015). SATIN. SATiety INnovation. Development of a Satiety App to be used 

in different electronic hardware (smartphone or tablet) along human studies. Appetite, 91, 433. 

https://doi.org/https://doi.org/10.1016/j.appet.2015.04.022 

[37] Marinkovic, V., & Obradovic, V. (2015). Customers’ emotional reactions in the banking 

industry. International Journal of Bank Marketing, 33(3), 243–260. 

https://doi.org/10.1108/IJBM-09-2013-0107 

[38] Mesak, H. I., Bari, A., & Ellis, T. S. (2020). Optimal dynamic marketing-mix policies for 

frequently purchased products and services versus consumer durable goods: A generalized 

analytic approach. European Journal of Operational Research, 280(2), 764–777. 

https://doi.org/https://doi.org/10.1016/j.ejor.2019.07.040 

[39] Milliman, J., Gatling, A., & Kim, J. (Sunny). (2018). The effect of workplace spirituality on 

hospitality employee engagement, intention to stay, and service delivery. Journal of 

Hospitality and Tourism Management, 35, 56–65. 

https://doi.org/https://doi.org/10.1016/j.jhtm.2018.03.002 

[40] Mintz, O., Gilbride, T. J., Lenk, P., & Currim, I. S. (2021). The right metrics for marketing-

mix decisions. International Journal of Research in Marketing, 38(1), 32–49. 

https://doi.org/https://doi.org/10.1016/j.ijresmar.2020.08.003 



 International Journal of Artificial Intelligence Research ISSN: 2579-7298 

 Vol 6, No 1.1, 2022 

Ackhriansyah Achmad Gani et al (The Impact of Technological Innovation on Consumer Decision Making: A Qualitative 

Analysis in the Gadget Industry) 

[41] Mir, R. A., Rameez, R., & Tahir, N. (2022). Measuring Internet banking service quality: an 

empirical evidence. The TQM Journal, ahead-of-p(ahead-of-print). 

https://doi.org/10.1108/TQM-11-2021-0335 

[42] Ņikitina, T., Lapiņa, I., Ozoliņš, M., Irbe, M. M., Priem, M., Smits, M., Nemilentsev, M., 

Kajol, K., Singh, R., Paul, J., Ho, K. L. P., Quang, H. T., Miles, M. P., Spaltini, M., Acerbi, 

F., Pinzone, M., Gusmeroli, S., Taisch, M., Ahmad, F., … Mishra, S. (2022). Information 

communication technology and financial inclusion of innovative entrepreneurs. Technological 

Forecasting and Social Change, 8(4), 1003–1011. 

https://doi.org/https://doi.org/10.1016/j.techfore.2021.120650 

[43] Palos-Sanchez, P., Saura, J. R., Velicia-Martin, F., & Cepeda-Carrion, G. (2021). A business 

model adoption based on tourism innovation: Applying a gratification theory to mobile 

applications. European Research on Management and Business Economics, 27(2), 100149. 

https://doi.org/https://doi.org/10.1016/j.iedeen.2021.100149 

[44] Pereira, P. J., Cortez, P., & Mendes, R. (2021). Multi-objective Grammatical Evolution of 

Decision Trees for Mobile Marketing user conversion prediction. Expert Systems with 

Applications, 168, 114287. https://doi.org/https://doi.org/10.1016/j.eswa.2020.114287 

[45] Powell, S. M. (2015). Journal of Brand Management – Year end review 2015. Journal of Brand 

Management, 22(6), 715–720. https://doi.org/10.1057/s41262-017-0078-9 

[46] Ren, Q., Yang, C., & Ma, J. (2021). App identification based on encrypted multi-smartphone 

sources traffic fingerprints. Computer Networks, 201, 108590. 

https://doi.org/https://doi.org/10.1016/j.comnet.2021.108590 

[47] Rochmatullah, M. R., Rahmawati, R., Probohudono, A. N., & Widarjo, W. (2022). Is 

quantifying performance excellence really profitable? An empirical study of the deployment 

of the Baldrige Excellence Measurement Model in Indonesia. Asia Pacific Management 

Review. https://doi.org/https://doi.org/10.1016/j.apmrv.2022.10.006 

[48] Rosenberg, H., & Blondheim, M. (2021). The smartphone and its punishment: Social 

distancing of cellular transgressors in ultra-Orthodox Jewish society, from 2G to the Corona 

pandemic. Technology in Society, 66, 101619. 

https://doi.org/https://doi.org/10.1016/j.techsoc.2021.101619 

[49] Sainju, B., Hartwell, C., & Edwards, J. (2021). Job satisfaction and employee turnover 

determinants in Fortune 50 companies: Insights from employee reviews from Indeed.com. 

Decision Support Systems, 148, 113582. 

https://doi.org/https://doi.org/10.1016/j.dss.2021.113582 

[50] Sarkar, A. (2014). Brand love in emerging market: a qualitative investigation. Qualitative 

Market Research, 17(4), 481–494. https://doi.org/10.1108/QMR-03-2013-0015 

[51] Strandberg, C., & Styvén, M. E. (2020). What’s love got to do with it? Place brand love and 

viral videos. Internet Research, 30(1), 23–43. https://doi.org/10.1108/INTR-07-2018-0311 

[52] Sugita, I. W., Setini, M., & Anshori, Y. (2021). Counter Hegemony of Cultural Art Innovation 

against Art in Digital Media. Journal of Open Innovation: Technology, Market, and 

Complexity, 7(2), 147. https://doi.org/https://doi.org/10.3390/joitmc7020147 

[53] Tan, T. A. G., & Vicente, A. J. (2019). An innovative experiential and collaborative learning 

approach to an undergraduate marketing management course: A case of the Philippines. The 

International Journal of Management Education, 17(3), 100309. 

https://doi.org/https://doi.org/10.1016/j.ijme.2019.100309 

[54] Teeroovengadum, V. (2022). Service quality dimensions as predictors of customer satisfaction 

and loyalty in the banking industry: moderating effects of gender. European Business Review, 

34(1), 1–19. https://doi.org/10.1108/EBR-10-2019-0270 

[55] Tokay, M., & Argan, M. (2013). The effect of mobile service quality dimensions on customer 

satisfaction. 99, 428–438. https://doi.org/10.1016/j.sbspro.2013.10.511 

[56] Velean, D., Shoham, A., & Asseraf, Y. (2014). Conceptualization of MILE Orientation 

(Market Innovative Learning Entrepreneurial) for Global Businesses. Procedia - Social and 

Behavioral Sciences, 109, 837–840. https://doi.org/10.1016/j.sbspro.2013.12.550 

[57] Wang, Y. (2020). Enterprise human resource management system based on 5G network and 

internet of things system. Microprocessors and Microsystems, 103427. 

https://doi.org/https://doi.org/10.1016/j.micpro.2020.103427 



ISSN: 2579-7298 International Journal of Artificial Intelligence Research  
 Vol 6, No 1.1, 2022 

  

Ackhriansyah Achmad Gani et al (The Impact of Technological Innovation on Consumer Decision Making: A Qualitative 

Analysis in the Gadget Industry) 

[58] Yang, C.-H., Lee, K.-C., & Li, S.-E. (2020). A mixed activity-based costing and resource 

constraint optimal decision model for IoT-oriented intelligent building management system 

portfolios. Sustainable Cities and Society, 60, 102142. 

https://doi.org/https://doi.org/10.1016/j.scs.2020.102142 

[59] Yang, D., de Vries, B., & van der Schaft, L. (2021). The construction workers’ preference and 

acceptance of innovations in data provision: A stated choice experiment study in the 

Netherlands. Journal of Building Engineering, 35, 101970. 

https://doi.org/https://doi.org/10.1016/j.jobe.2020.101970 

[60] Yao, T., Qiu, Q., & Wei, Y. (2019). Retaining hotel employees as internal customers: Effect 

of organizational commitment on attitudinal and behavioral loyalty of employees. 

International Journal of Hospitality Management, 76, 1–8. 

https://doi.org/https://doi.org/10.1016/j.ijhm.2018.03.018 

[61] Yuda Bakti, I. G. M., Rakhmawati, T., Sumaedi, S., Widianti, T., Yarmen, M., & Astrini, N. 

J. (2020). Public transport users’ WOM: An integration model of the theory of planned 

behavior, customer satisfaction theory, and personal norm theory. Transportation Research 

Procedia, 48(2018), 3365–3379. https://doi.org/10.1016/j.trpro.2020.08.117 

[62] Zameer, H., Tara, A., Kausar, U., & Mohsin, A. (2015). Impact of service quality, corporate 

image and customer satisfaction towards customers’ perceived value in the banking sector in 

Pakistan. International Journal of Bank Marketing, 33(4), 442–456. 

https://doi.org/10.1108/IJBM-01-2014-0015 

[63] Zscheischler, J., Brunsch, R., Rogga, S., & Scholz, R. W. (2022). Perceived risks and 

vulnerabilities of employing digitalization and digital data in agriculture – Socially robust 

orientations from a transdisciplinary process. Journal of Cleaner Production, 358, 132034. 

https://doi.org/https://doi.org/10.1016/j.jclepro.2022.132034 

[64] Zuschke, N. (2020). The impact of task complexity and task motivation on in-store marketing 

effectiveness: An eye tracking analysis. Journal of Business Research, 116, 337–350. 

https://doi.org/https://doi.org/10.1016/j.jbusres.2020.05.009 


