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Abstract The telecommunications industry is characterised by rapid digital transformation, technological innovation, and
evolving consumer expectations. This scoping review aims to identify and map existing evidence on digital and technological
factors influencing consumer behaviour in the telecommunications context. The review focuses on consumer decision-mak-
ing, satisfaction, loyalty, customer experience, and usage intentions related to telecommunication services and emerging tech-
nologies. The search was conducted in the Web of Science and Scopus databases, and data were extracted using a predefined
charting template. A total of 12 studies were included in the review. The findings indicate that consumer behaviour in tele-
communications is shaped by perceived ease of use, service quality, customer experience, perceived value, technological
readiness, and the adoption of digital technologies such as artificial intelligence, Big Data, 5G, augmented reality, mobile
applications, and predictive analytics. The results highlight the growing importance of digital transformation, customer ex-
perience management, and responsible technology implementation in strengthening customer satisfaction and loyalty in the

telecommunications sector.
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1. Introduction

The telecommunications industry is a dynamic sector
characterised by continuous technological innovation and
evolving consumer demands (Ribeiro et al., 2024). Under-
standing consumer behaviour within this context is crucial
for telecommunications service providers in order to remain
competitive and effectively meet customer needs. Consumer
behaviour in telecommunications encompasses a range of
factors, including decision-making processes, satisfaction
levels, loyalty, and intentions to use specific services or tech-
nologies (Alsaggaf & Althonayan, 2018). These factors are
influenced by a complex interplay of technological advances,
marketing strategies, service quality, and individual con-
sumer characteristics.

The rapid proliferation of technologies such as 5G, artifi-
cial intelligence (Al), and augmented reality (AR) is trans-
forming the telecommunications landscape and creating new
opportunities and challenges for service providers (Mustafa
et al., 2022; Salhab, 2025). These technologies have the po-
tential to enhance customer experiences, improve service de-
livery, and create new revenue streams. However, they also
require telecommunications providers to adapt their strate-

gies and offerings to meet the evolving needs and expecta-
tions of consumers.

Despite the growing importance of understanding con-
sumer behaviour in telecommunications, there remains a
need for a comprehensive overview of existing research in
this area. While individual studies have examined specific
factors influencing consumer behaviour, a broader synthesis
of the literature is still lacking. This scoping review aims to
address this gap by mapping the existing evidence on factors
influencing consumer behaviour in the telecommunications
context.

The primary objective of this scoping review is to identify
and map existing evidence on digital and technological fac-
tors influencing consumer behaviour in the telecommunica-
tions context, with particular attention to customer decision-
making, satisfaction, loyalty, customer experience, and usage
intentions. This objective is addressed through specific aims
framed using the PCC framework: Population, Concept, and
Context. The population of interest includes consumers of
telecommunication services, encompassing individuals and
organisations using mobile operators, internet providers, and
m-commerce platforms. The concept under investigation is
the multifaceted nature of consumer behaviour, including de-
cision-making processes, satisfaction levels, loyalty, and us-
age intentions. The context of this review is the telecommu-
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nications industry, with a specific focus on the impact of
modern technologies such as Big Data, 5G networks, artifi-
cial intelligence (Al), social media, and mobile applications
on consumer behaviour.

2. Methods

2.1. Protocol and Registration

This scoping review did not undergo formal registration
with a prospective register such as PROSPERO. Given the
exploratory nature of scoping reviews, registration is not al-
ways mandatory, but it is acknowledged as a best practice for
ensuring transparency and minimising bias.

2.2. Eligibility Criteria

The eligibility criteria for this scoping review were defined
using the PCC (Population, Concept, Context) framework.
The population included consumers of telecommunication
services, encompassing individuals and organisations using
mobile operators, internet providers, and m-commerce plat-
forms. The concept under investigation was the multifaceted
nature of consumer behaviour, including decision-making
processes, satisfaction levels, loyalty, and usage intentions.
Studies were included if they examined factors influencing
these aspects of consumer behaviour. The context of this re-
view was the telecommunications industry, with a specific
focus on the impact of modern technologies such as Big Data,
5G networks, artificial intelligence, social media, and mobile
applications on consumer behaviour. The inclusion criteria
comprised peer-reviewed journal articles focused on con-
sumer or customer behaviour in the telecommunications or
closely related digital service context; studies examining sat-
isfaction, loyalty, decision-making, usage intention, service
quality, technology acceptance, customer experience, or be-
havioural prediction; and studies published in English be-
tween 2018 and 2025. The exclusion criteria comprised stud-
ies outside the telecommunications or related digital service
context, studies not focused on consumer or customer behav-
iour, non-peer-reviewed publications, conference abstracts,
editorials, book chapters, and articles without accessible full
text.

2.3. Information Sources

The following electronic databases were searched to iden-
tify relevant studies: Web of Science and Scopus. These da-
tabases were selected because they provide comprehensive
coverage of the scholarly literature in a wide range of disci-
plines, including business, management, computer science,
and engineering. In addition to searching electronic data-
bases, we also conducted a manual search of the reference
lists of relevant articles.

2.4. Search Strategy

A comprehensive search strategy was developed to iden-
tify relevant studies in the selected databases. The search was
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conducted on 2nd May 2026 and covered studies published
between 2018 and 2025. Only peer-reviewed studies pub-
lished in English were included. The following search query
was used in Web of Science and adapted for Scopus:
TS=(("consumer behaviour" OR "customer behaviour" OR
"user behaviour" OR "consumer decision making" OR "cus-
tomer satisfaction" OR "customer loyalty" OR "usage inten-
tion*") AND ("telecommunication*" OR "mobile operator*"
OR "internet provider*" OR "m-commerce") AND ("Big
Data" OR "5G" OR "artificial intelligence" OR "AI" OR "so-
cial media" OR "mobile application*")).

2.5. Selection of Sources Process

The selection of sources was conducted in a two-stage pro-
cess. First, titles and abstracts of all identified records were
screened for relevance based on the eligibility criteria. Rec-
ords that clearly did not meet the eligibility criteria were ex-
cluded at this stage. Second, the full texts of potentially rele-
vant articles were retrieved and assessed in detail against the
eligibility criteria. Any disagreements between reviewers
were resolved through discussion and consensus.

2.6. Data Charting Process

A data charting template was developed to extract relevant
information from the included studies. The template was de-
signed to capture key study characteristics, theoretical frame-
works, methodologies, and key findings related to factors in-
fluencing consumer behaviour. Data were extracted from the
included studies by one reviewer and checked by a second
reviewer. Any discrepancies were resolved through discus-
sion and consensus.

2.7. Data Items Extracted

The following data items were extracted from the included
studies: author(s), year of publication, study design, sample
size, population characteristics, telecommunication service
type, theoretical framework, key variables, and key findings
related to factors influencing consumer behaviour.

2.8. Critical Appraisal

Consistent with the methodology for scoping reviews, a
formal critical appraisal of the included studies was not con-
ducted. Scoping reviews aim to map the existing evidence on
a topic, rather than to assess the quality or validity of indi-
vidual studies.

2.9. Synthesis Methods

The findings of the included studies were synthesised us-
ing a narrative synthesis approach. This approach involved
summarising the key findings of each study and identifying
common themes and patterns across studies. The synthesis
was organised around the key digital and technological fac-
tors influencing consumer behaviour in telecommunications
and related mobile service contexts.
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3. Results

3.1. Selection of Sources of Evidence

The initial search across multiple databases and sources
yielded 91 records. Following the removal of duplicates, 78
records underwent screening based on their titles and ab-
stracts. During this phase, 66 records were excluded as they
did not align with the research question or inclusion criteria.
The remaining 12 full-text articles were then assessed for el-
igibility. Of these, none were excluded because they did not
meet the inclusion criteria. Therefore, a total of 12 studies
were included in this scoping review.

3.2. Characteristics of Sources of Evidence

The included studies exhibit a diverse geographic distribu-
tion, with research conducted in various countries including
China (Zheng & Liu, 2020; Mustafa et al., 2022; Zhao et al.,
2025), Syria (Wassoufet al., 2020), Taiwan (Lee et al., 2024),
India (Sharma & Madan, 2022), Indonesia (Giningroem et al.,
2023), Spain (Segarra-Moliner & Moliner-Tena, 2024), Por-
tugal (Ribeiro et al., 2024), Jordan (Salhab, 2025), and Saudi
Arabia (Alsaggaf & Althonayan, 2018). Most of the studies
were published recently, with the majority appearing be-
tween 2020 and 2025.

The study designs employed in the included research are
primarily quantitative, using surveys (Sharma & Madan,
2022; Mustafa et al., 2022; Segarra-Moliner & Moliner-Tena,
2024; Alsaggaf & Althonayan, 2018; Salhab, 2025), experi-
ments (Lee et al., 2024), and analysis of existing datasets
(Zheng & Liu, 2020; Wassouf et al., 2020). A few studies
also adopted case study approaches (Wassouf et al., 2020;
Zhao et al., 2025). The sample sizes vary considerably across
studies, ranging from 40 (Zhao et al., 2025) to 127 million
records (Wassouf et al., 2020).

Table 1 provides an overview of the 12 studies included in
the scoping review. The studies differ in terms of geograph-
ical context, technological focus, methodological approach,
and the behavioural factors examined.

3.3. Synthesis of Results

The synthesis of the included studies revealed several key
themes related to digital and technological factors influenc-
ing consumer behaviour in telecommunications and related
mobile service contexts. These themes include predictive an-
alytics for customer loyalty, service quality and customer ex-
perience, technology acceptance, customer engagement,
augmented reality, 5G adoption, and the detection of anom-
alous customer behaviour.

The first major theme identified across the literature con-
cerns the use of predictive analytics to enhance customer loy-
alty and retention. Wassouf et al. (2020) conducted a case
study using big data to predict customer loyalty in Syriatel
Telecom Company. Their study, which analysed 127 million
records, found that a gradient-boosted-tree classifier was the
most effective for binary classification of customer loyalty.
This finding was corroborated by Lee et al. (2024) who de-

veloped a hybrid approach to predict customer behaviour
changes. Building on these findings, Segarra-Moliner & Mo-
liner-Tena (2024) examined the role of customer citizenship
behaviours in predicting customer lifetime value. Ribeiro et
al. (2024) offered additional insights by investigating the im-
pact of customer experience with bundled telecommunica-
tion services on satisfaction and switching intention.

Table 1. Characteristics of included studies

Author, year of publi-
cation

Study and context

Alsaggaf and
Althonayan (2018)

Saudi Arabia; telecommunication services;
service quality, emotional/cognitive re-
sponses, customer intentions.

Zheng and Liu (2020)

China; ISP operating data; anomalous cus-
tomer behaviour detection and clustering.

Wassouf et al. (2020)

Syria; telecom customer data; customer loy-
alty prediction using Big Data.

Glavee-Geo et al.
(2020)

Ghana; mobile money usage; consumer en-
gagement and behavioural outcomes.

Sharma and Madan
(2022)

India; m-commerce and mobile network ser-
vices; perceived ease of use, service quality,
adoption intention.

Mustafa et al. (2022)

China; 5G technology; UTAUT2 and SEM-
ANN-based technology acceptance.

Giningroem et al.
(2023)

Indonesia; online food delivery services; be-
havioural intention and convenience motiva-
tion.

Lee et al. (2024)

Taiwan; customer behaviour prediction; hy-
brid behavioural change prediction.

Ribeiro et al. (2024)

Portugal; bundled telecommunication ser-
vices; customer experience, satisfaction,
switching intention.

Segarra-Moliner and
Moliner-Tena (2024)

Spain; customer citizenship behaviour; cus-
tomer lifetime value.

Salhab (2025)

Jordan; AR in telecom sector; cultural and
technological determinants.

Zhao et al. (2025):

China-West Africa/Ghana; digital coopera-

tion and e-business risk perception.

The second prominent theme revolves around the impact
of service quality and customer experience on customer be-
haviour and intentions. Alsaggaf & Althonayan (2018) inves-
tigated the influence of service quality on customer inten-
tions, using emotional and cognitive responses as mediators.
Sharma & Madan (2022) examined the role of perceived ease
of use in m-commerce adoption, highlighting the positive in-
fluence of mobile network service quality. Giningroem et al.
(2023) explored behavioural intention in the context of
online food delivery services, focusing on the influence of
hedonic motivation, convenience motivation, and post-usage
usefulness.

The third significant theme identified is the role of cultural
and technological factors in the adoption and use of digitally
mediated services. Salhab (2025) investigated the impact of
augmented reality on consumer behaviour in Jordan's tele-
com sector. Mustafa et al. (2022) explored consumers' ac-
ceptance of 5G technology in China. Zhao et al. (2025) sys-
tematically prioritised e-business risks in China-West Africa
digital cooperation.

Finally, the detection of anomalous customer behaviour
emerges as a critical theme. Zheng & Liu (2020) proposed a
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Multi-faceted Telecom Customer Behaviour Analysis
(MTCBA) framework for anomalous telecom customer be-
haviour detection and clustering analysis. The MTCBA
framework, applied to real-world telecom operating data, en-
ables efficient and effective telecom customer behaviour
analysis.

4. Discussion

4.1. Summary of Evidence

The synthesis of the included studies reveals a multifac-
eted landscape of digital and technological factors shaping
consumer behaviour in telecommunications and related mo-
bile service environments. These factors span predictive an-
alytics for customer loyalty, the impact of service quality and
customer experience, technology acceptance, anomaly detec-
tion, personalisation and customisation, and e-business risk
management.

The application of predictive analytics for customer loy-
alty emerged as a dominant theme. Studies by Wassouf et al.
(2020) and Lee et al. (2024) showcase the effectiveness of
machine learning algorithms in identifying customers at risk
of churn and predicting changes in customer behaviour.
Segarra-Moliner & Moliner-Tena (2024) further enrich this
theme by demonstrating the link between customer citizen-
ship behaviours and customer lifetime value. The focus on
customer experience, as highlighted by Ribeiro et al. (2024),
underscores the need for telecommunication companies to
provide seamless and satisfying services.

Another significant trend is the recognition of cultural and
technological factors in shaping technology adoption and
customer behaviour. Mustafa et al. (2022) and Sharma &
Madan (2022) both utilise the UTAUT2 model to understand
consumer acceptance of new technologies. The detection of
anomalous customer behaviour is another critical area where
advanced data analytics is proving valuable. Zheng & Liu
(2020) present a method for detecting and clustering anoma-
lous behaviour in telecom customers.

4.2. Limitations

This scoping review is subject to several limitations.
Firstly, the search strategy was limited to specific databases
and keywords, which may have resulted in the exclusion of
relevant studies. The restriction to English-language publica-
tions also introduces potential bias. Secondly, the scoping re-
view methodology does not involve a critical appraisal of the
included studies. Thirdly, the time period covered by the re-
view (2018-2025) may not capture the full evolution of digi-
tal and technological applications in customer behaviour.
Another limitation is that several included studies address
broader digital or mobile service contexts rather than tele-
communications services in a strict sense. Therefore, the
findings should be interpreted as evidence from telecommu-
nications and closely related digital service environments.
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4.3. Implications

The findings of this scoping review have several important
implications for research, practice, and policy. For research,
there is a need for more rigorous empirical studies that eval-
uate the effectiveness of technology-driven interventions in
improving customer loyalty and engagement. For practice,
businesses should invest in developing digital and analytical
capabilities that can personalise customer interactions and
proactively address potential issues. For policy, governments
should develop regulatory frameworks that promote respon-
sible technological innovation and protect consumer rights.

5. Conclusions

This scoping review mapped current research on digital
and technological factors influencing consumer behaviour in
telecommunications. The findings indicate that customer be-
haviour is shaped by a combination of service quality, per-
ceived ease of use, customer experience, perceived value,
technological readiness, and the adoption of emerging tech-
nologies such as artificial intelligence, Big Data, 5G, aug-
mented reality, and predictive analytics. The review also
highlights the importance of customer loyalty prediction, sat-
isfaction management, switching intention, and responsible
use of customer data. Although the evidence base is hetero-
geneous, the results suggest that digital transformation plays
an increasingly important role in shaping customer decision-
making and loyalty in the telecommunications sector. Future
research should focus on more rigorous empirical studies,
cross-country comparisons, and the ethical implications of
technology-driven customer behaviour analysis.
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