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Abstract:  

Aim of the study: This study aims to investigate the multifaceted influence of online advertising on consumer 
purchasing decisions, particularly examining how various dimensions such as informativeness, credibility, 
and interactivity shape consumer preferences and subsequent buying behavior.  

Methodology: A quantitative analysis of consumers will be done to capture the nuanced psychological and 
behavioral responses to digital advertising.  

Findings: Preliminary findings indicate a significant positive correlation between perceived ad credibility 
and purchase intent, with interactive ad formats demonstrating a higher propensity to influence consumer 
decision-making compared to static banners. The research further intends to explore the evolving landscape 
of internet advertising, particularly focusing on how advanced formats and increased investment in digital 
campaigns by companies are shaping consumer inclinations and purchasing behaviors. This extensive 
growth in online advertising, spurred by the vast increase in internet users, necessitates a deeper 
understanding of its intricate correlation with consumer shopping behavior.  

Implication; This study provides critical insights for advertisers and marketers to optimize digital campaign 
strategies, enhance consumer engagement, and ultimately drive sales by leveraging the persuasive power of 
online advertising. Furthermore, it addresses existing research gaps by analyzing both short-term persuasive 
effects and long-term behavioral modifications influenced by varying digital advertising modalities.  

Keywords: Online Advertising, Consumer Behavior, Purchase Intention, Digital Marketing, Advertising 
Effectiveness. 

1. Introduction: The pervasive integration of digital platforms into daily life has fundamentally reshaped 
marketing paradigms, with online advertising emerging as a dominant force in influencing consumer choices 
and market dynamics (SHIJU, 2023). This transformation necessitates a thorough investigation into how 
digital advertisements shape consumer preferences, attitudes, and purchasing decisions, thereby illuminating 
the complex interplay between online promotional efforts and consumer behavior (Chopra, 2024). 
Specifically, this study aims to examine how various attributes of online advertising design affect consumer 
processing and responses, including both cognitive and affective reactions (Shaouf, 2018). This research will 
employ a comprehensive methodology to dissect the mechanisms through which exposure to online 
advertisements translates into tangible consumer behaviors, accounting for individual differences in digital 
literacy and prior online purchasing experiences (Gupta et al., 2024). Furthermore, the study seeks to extend 
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established theories of advertising effectiveness by incorporating digital-relevant metrics such as information 
search and click-through behavior, thereby enriching the understanding of digital consumer processes 
(Stewart et al., 2018). Given the accelerated evolution of digital marketing strategies, understanding the 
nuanced impact of personalized content and influencer marketing on consumer engagement and purchasing 
decisions is crucial for contemporary businesses (Kabir et al., 2025).  

This includes an exploration of how factors such as geographic differences, digital engagement, and media 
consumption habits influence the effectiveness of online advertising campaigns among specific demographic 
groups, such as college students (Krishnegowda & Tsepak, 2023). Advertisers primarily aim to influence 
consumer decisions through various channels, and understanding these differential impacts is crucial for 
optimizing engagement and feedback mechanisms (Fan, 2022). This is particularly relevant given the rapid 
growth of social media advertising, which necessitates a deeper understanding of how creative strategies, 
including informational versus transformational appeals and message strategies, shape consumer attitudes 
and purchase intentions (Kol et al., 2025). Furthermore, this research endeavors to delineate the mediating 
role of consumer psychological states, such as trust and perceived risk, in moderating the relationship 
between exposure to digital advertisements and subsequent purchasing behaviors (Soti, 2022). It also seeks 
to identify key factors influencing user acceptance of online behavioral advertising, with a specific focus on 
the interplay between user trust, transparency in data usage, and privacy concerns, which can significantly 
disrupt the effectiveness of such campaigns (Hasrama et al., 2024). Therefore, an updated and detailed 
comparative analysis of advertising effectiveness across diverse digital channels, considering evolving 
consumer preferences and technological advancements, is warranted (Krishnegowda & Tsepak, 2023).  

This comprehensive analysis will also consider the contextual factors unique to different social media 
platforms, as these distinct environments significantly shape users’ experiences and responses to advertising 
content (Liu, 2024). Additionally, it will be critical to examine how cultural and regional specificities 
influence consumer attitudes and responses to digital advertising, moving beyond generalized global or 
country-specific frameworks (Lütjens et al., 2022; Prihatiningsih et al., 2024). To this end, an investigation 
into the differential effectiveness of various online advertising strategies, such as influencer marketing, is 
imperative for a holistic understanding of their impact on consumer behavior (Pan et al., 2024). This inquiry 
will further investigate the dynamic interaction between emerging digital advertising trends, such as AI-
driven personalization and high-quality video content, and their influence on consumer engagement and 
purchasing patterns (Prihatiningsih et al., 2024). These interwoven complications highlight a major research 
imperative: the urgent need to decipher the specific processes by which algorithm-driven social ecosystems 
rearrange the foundations of consumer attitudes, trust dynamics, and brand loyalty behaviors (Dzreke, 2025). 
This study aims to address these imperatives by systematically analyzing the impact of digital marketing on 
purchasing decisions, identifying the types of products purchased through digital channels, and evaluating 
the role of digital marketing elements in shaping consumer buying behavior (Mahalakshmi, 2025).  

Background of The Study: The advent of digital technologies has profoundly altered consumer purchasing 
paradigms, granting unprecedented access to product information, reviews, and price comparisons that 
critically inform buying decisions (Antczak, 2024; Deepthi & Bayana, 2025). This digital transformation has 
fostered new opportunities for consumer-business interactions across various digital platforms, including 
social media networks, e-commerce websites, and mobile applications (Antczak, 2024). This evolution 
necessitates a critical examination of how these digital channels influence consumer behavior, given their 
capacity for personalized marketing strategies and direct communication between brands and consumers 
(Deepthi & Bayana, 2025). This research therefore aims to investigate the complex interplay between digital 
marketing strategies and consumer purchasing behavior, identifying the specific digital marketing elements 
that most significantly influence consumer choices and purchase intentions (Mahalakshmi, 2025). 
Specifically, this study will explore how factors such as product reviews, social media advertising, email 
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marketing, and influencer marketing affect consumer behavior and purchasing decisions within these 
dynamic digital environments (Antczak, 2024).  

Research Objectives: This study aims to achieve the following objectives: 1.  

To analyze the impact of various digital marketing strategies on consumer purchasing decisions, 2. 
considering factors such as product type, demographic segment, and cultural context.  

2. Literature Review: An extensive body of scholarship has explored the multifaceted impact of digital 
marketing on consumer behavior, with a particular emphasis on the mechanisms through which online 
engagement translates into purchasing decisions (Savitha & Pasha, 2025). This includes investigations into 
how digital platforms enable direct, personalized communication, providing businesses with unprecedented 
opportunities to influence consumer purchasing decisions (Mahalakshmi, 2025). This paradigm shift 
necessitates a continuous re-evaluation of established marketing frameworks to account for the dynamic 
interplay between digital strategies and evolving consumer psychology (Alnaim & Albarq, 2023). The 
proliferation of digital touchpoints has empowered consumers, making them more informed and demanding, 
which necessitates an understanding of their online information-seeking behavior and e-commerce habits for 
tailoring effective marketing strategies (Guan, 2023). This further emphasizes the need for marketers to 
optimize their strategies by leveraging personalized content, enhancing e-commerce platforms, and making 
data-driven decisions to cater to these informed consumers (Guan, 2023). Recent scholarship has 
increasingly focused on the role of virtual communities, social commerce platforms, and influencer 
marketing in shaping consumer preferences and purchase behaviors, highlighting the growing significance of 
peer-to-peer interactions and user-generated content (Kumo, 2023). Specifically, studies have begun to 
quantify the effectiveness of influencer collaborations on platforms like TikTok, examining their impact on 
brand awareness, purchase intentions, and actual purchasing behavior (Tartaraj et al., 2024).  

2.1 Online Advertising Landscape: The burgeoning online advertising landscape is characterized by an 
array of sophisticated tools and platforms, ranging from programmatic advertising and real-time bidding to 
native advertising and interactive ad formats, all designed to capture consumer attention and drive 
conversions in an increasingly fragmented digital ecosystem. This evolution has fundamentally altered 
consumer interaction with brands, shifting from traditional one-sided communication to more dynamic and 
participatory relationships (Zlatanov & Đuričanin, 2023). This transition emphasizes a broader trend in 
marketing communication from a one-way broadcast model to a two-way interaction model facilitated by 
digital platforms (Şenyapar, 2024). The rise of e-commerce, social media, and mobile applications has 
fundamentally reshaped consumer access to products and services, fostering new consumption habits 
through convenience and personalization (Rios et al., 2023). Moreover, the integration of artificial 
intelligence and machine learning algorithms into marketing analytics has enabled personalized 
recommendation systems and targeted advertising strategies tailored to individual consumer preferences 
(Kumo, 2023).  

2.2 Consumer Buying Behavior Theories: Contemporary consumer buying behavior theories often 
integrate psychological, sociological, and economic frameworks to explain the complex decision-making 
processes individuals undertake when engaging with products and services in digital environments. These 
theories increasingly acknowledge the profound influence of digital advertising on shaping consumer 
perceptions, attitudes, and ultimately, their purchasing decisions (Wilson et al., 2024). Specifically, the 
impact of social media platforms like Facebook, Instagram, Twitter, and TikTok on consumer interaction 
with brands has transcended simple product advertising, becoming essential channels for fostering brand 
awareness, enhancing customer engagement, and building brand-centric communities (Kumar et al., 2024). 
The digital commercial environment has undergone a fundamental transformation, driven by these platforms, 
which now offer both direct and indirect mechanisms, such as brand awareness, trust, and social influence, to 
shape consumer behavior (Haider et al., 2025). This shift emphasizes the growing influence of behavioral 
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targeting and social media on consumer decision-making, highlighting the need for marketers to adapt their 
strategies to these evolving trends (Anjorin et al., 2024). This necessitates a deeper understanding of how 
consumers navigate and interpret the vast amount of information presented through various digital channels, 
influencing their cognitive and affective responses towards brands (Deepthi & Bayana, 2025). The pervasive 
influence of digital technology, encompassing smart devices, IoT-connected homes, and social media, has 
made the digital landscape an intrinsic part of daily life, further propelling the shift towards digital marketing 
(Kobets, 2024). Consequently, consumers now regularly leverage online reviews, influencer endorsements, 
and interactive advertisements to inform their purchase decisions (Deepthi & Bayana, 2025), underscoring a 
fundamental alteration in the consumer decision-making journey (Kumo, 2023). This integration of 
technology significantly impacts consumer behavior by providing immediate access to product information 
and peer evaluations, thereby influencing purchase decisions (Kumo, 2023).  

2.3 Models of Online Advertising Effectivenes: Several theoretical models underpin the understanding of 
online advertising effectiveness, such as the AIDA model, which elucidates the sequential stages a consumer 
traverses before making a purchase (Deepthi & Bayana, 2025). However, contemporary research extends 
beyond these foundational frameworks, investigating more nuanced mechanisms such as brand salience, 
message congruity, and emotional appeals in driving advertising outcomes in digital contexts. For instance, 
the transformation of traditional touchpoints into digital formats, such as digital copy advertising, can alter 
the persuasive mechanisms by providing hyperlinked access to additional information, creating a new 
scattered information architecture with both positive and negative reviews (Saura et al., 2022). This complex 
information environment necessitates an understanding of how consumers process diverse digital advertising 
stimuli and form purchase intentions within non-linear information pathways. Furthermore, the development 
of new digital technologies, including social media, has significantly altered how consumers search for 
information, evaluate products, and make purchase decisions, thereby reshaping the traditional consumer 
decision-making process (Sharma et al., 2023).  

2.4 Previous Research on Online Advertising and Consumer Behavior: Prior studies have extensively 
examined the influence of digital advertisements on consumer behavior, moving beyond mass advertising to 
personalized content that reduces cognitive effort in product selection (Sun et al., 2022). This shift towards 
personalization is largely facilitated by advanced data analytics and machine learning, which enable 
advertisers to deliver highly relevant content based on individual browsing histories, demographic data, and 
expressed preferences (Suherlan & Okombo, 2023). This approach leverages emergent technologies to create 
highly contextualized decision journeys, acknowledging that consumers do not follow a rigid, hierarchical 
process in their purchasing paths (Liu, 2021). For example, research indicates that various forms of online 
advertising, particularly search advertising, significantly impact the transition of consumers’ potential 
purchase intention by increasing their engagement with advertised products and services (Chen et al., 2022). 
This enhanced engagement, often driven by the perceived ease of use and satisfaction derived from digital 
interactions, directly influences consumers’ final purchase intentions (Liu & Zhu, 2024).  

2.5 Conceptual Framework: Building on these insights, the subsequent conceptual framework will 
delineate the intricate relationships between various facets of online advertising and their hypothesized 
effects on consumer buying behavior, incorporating moderating and mediating variables to offer a 
comprehensive understanding of these dynamics. This framework will integrate constructs such as ad format, 
placement, interactivity, and message congruity with established psychological theories of persuasion and 
decision-making to model their impact on consumer attitudes, perceived value, and ultimate purchase 
likelihood. It will also explore how factors like social media engagement and access to real-time product 
information, facilitated by technological advancements, mediate these relationships, aligning with the 
observed shift from traditional to digital marketing strategies (Deepthi & Bayana, 2025; Sreeanandan et al., 
2024). The literature review will subsequently establish a foundational understanding by delineating current 
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theoretical constructs and identifying extant research gaps within the domain of consumer psychology in 
digital markets (Islam et al., 2024).  

3. Methodology: A quantitative analysis of consumers will be done to capture the nuanced psychological 
and behavioral responses to digital advertising. This approach will utilize structured questionnaires to collect 
data on consumer perceptions, attitudes, and intentions regarding various online advertising formats and their 
influence on purchasing decisions.  

A stratified sampling technique will be employed to select participants aged 18 or older who regularly 
interact with online advertisements across various platforms, ensuring a representative and statistically valid 
dataset.  

4. Results 

4.1 Demographic Profile of Respondents: This section will provide a detailed overview of the 
demographic characteristics of the study participants, including age, gender, educational attainment, and 
digital literacy, to ensure representativeness and facilitate subsequent analyses of subgroup differences.  

Influence of Targeted Advertising on Consumer Decisions: Targeted advertising has changed how people 
make choices about what they buy. Marketers now tailor their messages to certain groups based on what 
people like and how they act. This precision in advertising makes ads more relevant for the viewer. It also 
makes them work much better to influence which items people buy. Research in Almaty shows that internet 
advertising connects strongly with buyer habits. It beats traditional ads by reaching buyers directly with 
custom content that fits them. Modern online ad tools allow companies to add creative parts and personal 
touches. These features are necessary to grab attention in a busy online world. Targeted ad plans help stores 
improve their marketing methods. Stores can meet the changing needs of shoppers who want personal 
connections. This shift shows how advertising shapes the way people act. Stores must follow digital trends to 
stay successful.(Abd K, 2025). The sophistication of online advertising platforms enables the incorporation 
of creative elements and personalized experiences, which are crucial for capturing consumer attention in a 
crowded digital marketplace (Liu Y–Thompkins, 2019). Ultimately, the implementation of targeted 
advertising strategies empowers retailers to refine their marketing approaches, ensuring they meet the 
evolving demands of consumers who expect personalized engagement. This indicates a pivotal shift in how 
advertising shapes consumer behavior, highlighting the importance of adapting to digital trends for sustained 
retail success. 

 

Figure1: Effectiveness of targeted advertising 
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The figure 1 illustrates the effectiveness of targeted advertising through various metrics. The Global Digital 
Ad Spending dominates with 600 billion dollars, while Targeted Ad Revenue follows at 147 billion dollars. 
The Click-Through Rate Increase is at 25%, and 37% of consumers are influenced by targeted ads. These 
insights highlight the substantial revenue potential and engagement increases associated with targeted 
advertising strategies 

4.2 Shift Toward Impulse Purchases: The shift toward impulse purchases has become very clear with the 
recent changes in modern online ads. People use websites and phone apps and see specific discounts and 
deals. These marketing methods push them to buy things right away. These methods work by using urgency 
and scarcity. They use psychological triggers to cause spontaneous buying behavior. Recent studies show the 
decreased success of these tactics over time. People see them too often and stop responding to them. This 
research shows the role of social pressure and feelings in making fast choices. Bad reviews also change how 
people spend their money. They often stop buyers more effectively than good reviews persuade them. This 
situation shows the complex interplay between ads and consumer psychology. It explains the growth of 
impulse buying on the internet and in online stores.(Du L, 2025). Furthermore, the impact of negative online 
reviews on purchasing behavior cannot be overstated, as they often deter potential buyers more effectively 
than positive testimonials can encourage them (Rodrigues R et al., 2021). This dynamic illustrates the 
complex interplay between advertising, consumer psychology, and the increasing prevalence of impulse 
buying in the digital marketplace. 

 

Figure2: Impact of impulse purchase 

The figure 2 illustrates the impact of impulse purchases across various factors. It highlights that the average 
monthly spending on impulse buys is significantly higher than the percentage of online purchases driven by 
impulse. Additionally, a large portion of consumers is influenced by discounts, and social media also plays a 
notable role in driving these purchases, demonstrating the interplay between spending behavior and 
marketing strategies. 

4.3 Impact on Post-Purchase Behavior: This section will examine how AI-powered personalization in 
online advertising continues to influence consumer behavior after a purchase, focusing on aspects such as 
repeat purchases, brand loyalty, and word-of-mouth recommendations. It will investigate how AI-driven 
post-purchase engagement, through targeted follow-up advertisements, personalized customer service 
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interactions, and tailored loyalty programs, reinforces consumer satisfaction and fosters long-term brand 
relationships. The study will also analyze how AI-enabled personalization, while offering convenience, can 
paradoxically raise concerns regarding consumer privacy, autonomy, and trust, potentially impacting their 
willingness to engage in repeat purchases or advocate for a brand (Gr, 1992). Furthermore, this section will 
delve into the ethical implications of AI in continuously profiling and retargeting consumers post-purchase, 
examining whether such practices enhance or detract from overall customer satisfaction and brand 
perception. The analysis will also consider how consumer perceptions of personalized ads, including 
perceived intrusiveness versus utility, directly impact post-purchase satisfaction and subsequent engagement 
with marketing efforts (NARCI, 2025).  

4.4 Discussion: This section synthesizes the findings from the preceding chapters to provide a 
comprehensive understanding of the multifaceted impact of online advertising, specifically AI-driven 
personalization, on consumer behavior across the entire purchase journey. It will critically evaluate the 
efficacy of AI-powered strategies in shaping consumer perceptions, intentions, and post-purchase actions, 
drawing connections between theoretical frameworks and empirical observations. The discussion will also 
address the ethical considerations and potential challenges associated with widespread AI adoption in 
advertising, such as data privacy concerns and algorithmic bias (Singh, 2023). Furthermore, it will explore 
how these ethical dilemmas influence consumer trust and adoption rates of AI-powered advertising 
technologies, particularly among younger demographics like Generation Z, who exhibit unique perceptions 
and engagement patterns with advanced AI systems (Bunea et al., 2024; Guerra-Tamez et al., 2024). This 
synthesis will highlight the emergent themes of consumer acceptance and satisfaction in relation to AI-driven 
marketing tools, particularly when tangible benefits are perceived and ethical data use is evident (Acatrinei et 
al., 2025). It will further examine how consumer satisfaction, bolstered by relevant and non-intrusive AI 
interventions, contributes to sustained brand advocacy and retention, aligning with established theories of 
customer loyalty (Peña et al., 2025).  

5. Conclusion: This understanding is crucial for marketers to develop AI-driven strategies that not only 
enhance consumer engagement and satisfaction but also navigate potential pitfalls such as privacy concerns 
and irrelevant advertising (NARCI, 2025). Ultimately, by prioritizing trust-building, enhancing user 
experience, and adopting a customer-centric approach, businesses can navigate AI-driven personalization 
dynamics in social media marketing to achieve sustainable success (Teepapal, 2024). This approach aligns 
with findings that AI-driven personalization boosts consumer trust and usefulness perceptions, which are 
critical for effective digital marketing (Teepapal, 2024). Conversely, ethical considerations and regulatory 
compliance are essential to mitigating privacy concerns and avoiding potential biases in AI algorithms, 
thereby ensuring a responsible and effective personalized marketing landscape (Babatunde et al., 2024; Peña 
et al., 2025). Future research should explore the longitudinal resilience of digital loyalty within 
algorithmically curated environments and investigate the profound influence of cultural context on the digital 
consumer experience (Dzreke, 2025).  

6. Theoretical Implications: This study significantly contributes to advertising theory by elucidating the 
complex interplay between AI-driven personalization, consumer psychological processes (e.g., attitudes, 
perceived value, flow experience), and downstream behavioral outcomes, including purchase intention and 
post-purchase loyalty (Nguyen et al., 2024). Specifically, it integrates AI’s influence into established 
frameworks such as the Theory of Planned Behavior and the Theory of Reasoned Action by demonstrating 
how AI-generated content and personalized experiences shape attitudes, perceived behavioral control, and 
behavioral intentions, particularly among diverse demographics (AbouElgheit, 2024). Furthermore, this 
research extends the Technology Acceptance Model by evaluating how the perceived ease of use and 
usefulness of AI-driven advertisements influence consumers’ attitudes and subsequent adoption behavior, 
particularly concerning the transparency of AI integration and source disclosure (SARP, 2023; Zhang & Hur, 
2025). This investigation further enriches consumer engagement theories by revealing how AI-enabled 
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personalization, when perceived as beneficial and non-intrusive, can foster deeper elaboration of marketing 
messages, leading to enhanced persuasion and sustained brand affinity (Babatunde et al., 2024). Moreover, 
the application of a customer journey framework provides a novel perspective, illustrating how personalized 
advertising influences consumers across various stages of digital interaction and enhancing understanding of 
its impact on brand-customer relationships (Hardcastle et al., 2025).  

7. Managerial Implications: The practical insights derived from this study underscore the imperative for 
advertisers to strategically leverage AI for hyper-personalized campaigns, ensuring a delicate balance 
between relevance and data privacy to cultivate consumer trust and avoid alienating diverse demographics. 
This strategic approach will allow for the development of adaptive marketing strategies that leverage AI to 
create highly customized consumer experiences, thereby intensifying engagement and fostering long-term 
brand loyalty (Ahmed et al., 2025). Furthermore, managers must prioritize ethical AI implementation, 
ensuring transparent data practices and consumer control over personal information to mitigate potential 
backlashes and uphold brand reputation in the rapidly evolving digital landscape (Hardcastle et al., 2025). 
Such ethical considerations are paramount, particularly given the emerging concerns around AI’s potential to 
subtly influence purchasing decisions without complete consumer awareness of the underlying persuasive 
strategies (Abdullah, 2025). This involves educating consumers about the concrete benefits and ease of use 
of AI technologies in advertising, thereby enhancing positive attitudes toward these innovations (Istiqomah 
& Alfansi, 2023).  

8. Limitations of the Study: While this study provides substantial insights into AI’s impact on consumer 
buying behavior, it is imperative to acknowledge certain limitations that delineate the scope and 
generalizability of its findings. Firstly, the exclusive focus on a specific demographic or regional market may 
limit the universal applicability of the conclusions across diverse cultural and socio-economic contexts 
(Guerra-Tamez et al., 2024). Secondly, the reliance on self-reported data introduces potential biases, 
including social desirability bias, which could affect the accuracy of consumer perceptions regarding AI-
driven advertisements and their actual purchasing decisions. Thirdly, the study’s scope was confined to 
certain types of AI integration, overlooking other advanced AI applications such as predictive analytics in 
consumer behavior or AI-powered virtual assistants, which may exert different influences on purchasing 
patterns. Future research could address these limitations by incorporating experimental designs, analyzing 
behavioral data, and expanding the scope to include a wider array of AI technologies and diverse consumer 
populations. Additionally, investigations into the moderating effects of generational differences on responses 
to AI-driven recommendations and labels would offer a more granular understanding of AI’s varying impact 
on impulsive buying behavior (Amin, 2025).  

9. Recommendations For Future Research: Future studies should employ probabilistic sampling 
techniques and wider measurement scales to enhance the generalizability of findings and incorporate 
longitudinal designs to assess the evolving long-term impacts of AI on consumer behavior (Abdullah, 2025; 
Haupt et al., 2024). Such research could also integrate psychological perspectives to elucidate user 
psychology, categorize user types, and tailor communication strategies more effectively, thereby enhancing 
both customer engagement and the sustainability of digital marketing efforts (Jin et al., 2024). Furthermore, 
investigating the role of AI in shaping consumers’ brand awareness and decision-making processes would be 
beneficial, especially considering the rapid advancements in AI-driven marketing tools (Thein, 2025). Lastly, 
research should consider the ethical implications of AI in advertising, examining how AI-driven 
personalization impacts consumer autonomy and data privacy (Arbaiza et al., 2024). Additionally, future 
research should move beyond cross-sectional analyses to longitudinal studies to better understand the 
temporal evolution of consumer responses to AI-driven marketing strategies and the establishment of causal 
relationships (Dang et al., 2025; Sidra & Wagan, 2025). It is also crucial for future research to evaluate how 
AI influences the quality of goods produced and distributed, as this may indirectly affect consumers’ 
consumption patterns (Adwan & Aladwan, 2022).  
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