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Abstract

This article presents a study on the impacts and opportunities in the
digital age, focusing on changes in consumer behavior and the development of
sustainable technological innovations, which have both positive and negative
effects. The study reveals that technology provides convenience and opens up
opportunities for the development of new products; however, issues such as
technology addiction and the digital skill gap remain prevalent in some
populations. Opportunities for developing sustainable innovations and entering
global markets are key drivers of future economic and social growth.
Understanding these challenges and opportunities will enable effective
responses to changes in the digital era.
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