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Abstract

Purpose : The study aimed to explore how digital marketing influences consumer behavior through a systematic literature review
using the theory context characteristics methods (TCCM) framework. The purpose was to identify key factors, gaps, and trends in
the literature while offering suggestions for future research.

Design/Methodology/Approach : The PRISMA model was used to identify, screen, make eligible, and include suitable documents for
the study. A total of 112 papers were identified for this systematic literature review, which was performed using the TCCM framework.

Findings : The most widely used theories were the technology acceptance model, attribution theory, cognitive development theory,
theory of planned behavior, and theory of reasoned action. Various frequent contexts were found to be branding, e-WOM,
repurchase intention, etc. The characteristics were websites, social media, search engines, digital platforms, etc. The various
methods were SEM, DEMATEL, online reviews, etc.

Research Implications : The study offered a holistic overview of the literature on consumer behavior influenced by digital marketing
and tracing the evolution of digital marketing research in this domain. The study was able to provide future research directions in the
domain.

Practical Implications : The study highlighted how important it is for digital marketing components, more precisely, attributes, to
impact consumer perceptions of products and businesses positively. To prevent impulsive purchases, practitioners should ensure
that all the information they use in their marketing, advertising, and promotional strategies is provided.

Originality/Value : This is one of the foremost studies that explored theories, contexts, characteristics, and methods related to
digital marketing’s influence on consumer behavior using the TCCM method, which is very useful for the digital marketing industry.

Keywords : consumer behavior, SLR, TCCM, PRISMA, digital marketing

Paper Submission Date : September 5, 2024 ; Paper sent back for Revision : March 21, 2025 ; Paper Acceptance Date : May 20, 2025 ;
Paper Published Online : June 15,2025

' Research Scholar, GITAM School of Business, Gandhi Institute of Technology and Management, Deemed to be University,
Rushikonda, Visakhapatnam - 530 045, Andhra Pradesh. (Email : spappu2@gitam.in) ;

ORCID D : https://orcid.org/0000-0003-4161-1011

* Associate Professor (Corresponding Author), GITAM School of Business, Gandhi Institute of Technology and
Management, Deemed to be University, Rushikonda, Visakhapatnam - 530 045, Andhra Pradesh.

(Email : devi_kvv@yahoo.com); ORCID iD : https://orcid.org/0000-0002-2951-2160

* Assistant Professor, Samata Degree College, Visakhapatnam, Andhra Pradesh. (Email : ilprasanna26@gmail.com)

* Research Scholar, GITAM School of Business, Gandhi Institute of Technology and Management, Deemed to be University,
Rushikonda, Visakhapatnam - 530 045, Andhra Pradesh. (Email : jayasankar.sandy(@gmail.com) ;

ORCID D : https://orcid.org/0000-0001-5555-4930

DOI : https://doi.org/10.17010/ijom/2025/v55/i6/175108

Indian Journal of Marketing * June 2025 9



igital marketing, which uses the internet and online services, takes various forms, such as social media.

Mundanad (2015) predicted that digital and social media marketing at the global and pan-India levels

will predominantly grow. Nugroho et al. (2022), Sujata et al. (2016), and Valenzuela-Galvez et al. (2024)
also discussed the growth of digital marketing, which differs from traditional marketing, with the use of traditional
methods, including banners, print media, radio, and personal selling. Traditional marketing has limitations, such
as high time consumption and limited customer reach. Digital marketing, which emerged during the 1990s to
2000s, has changed marketing strategies by reaching a broader consumer base and offering a wider range of
options. Artificial intelligence has also facilitated this growth. The COVID-19 pandemic increased demand for
digital marketing, as consumers stayed home and worked online, forcing companies to develop unique and
different marketing strategies. Digital marketing, which has proved essential in connecting companies and
consumers during challenging times, requires a critical review to gain research insights.

For any marketer, it is critical to know their consumer behavior in terms of what sources they are approaching
for product information, what media they are accessing, and what activities and actions they perform before
purchasing the product, during, and after the purchase. Consumer behavior nowadays is highly influenced by the
digital revolution, followed by the digitalization of marketing. The digital revolution has digitized marketing to
match the faster pace of the world. Search engine optimization, search engine marketing, viral, social, and content
marketing are employed to expand the customer base. Pillai etal. (2021) studied the impact of digital marketing on
customer behavior in the travel industry, focusing on social media platforms, mobile applications, and electronic
word of mouth (eWOM). To fill in the gaps in existing research, Alghizzawi (2019) highlighted the importance of
digital communication in tourism competitiveness, eWOM, and visitor behavior. Social media marketing
significantly affects consumers' intentions to buy since it gives decision-makers useful information and directly
affects their purchasing decisions (Aji et al., 2020). In order to sustain their marketing efforts, SMEs are currently
using a digital marketing strategy to boost client engagement and purchase intent.

Numerous studies have been carried out to examine how digital marketing affects consumer views, purchasing
patterns, and consumerism, among other things. However, limited research has been done on how digital
marketplaces affect consumer online purchasing decisions. Adeola et al. (2024) investigated how digital
marketing affected word-of-mouth. Research has been conducted on various aspects of service quality
(Fine et al., 2017), including purchase decisions (Baliga et al., 2021), the influence of digital marketing on
consumer behavior (Dhiman et al., 2018), and the influence of email marketing (Alnaim & Albarq, 2023).
Yadav (2017) researched social media as a marketing tool; Hollebeek et al. (2023) investigated customer
engagement; Freihat (2023) investigated consumer value; and Valenzuela-Galvez et al. (2023) studied the effect
of digital marketing on customer satisfaction.

Given the limited number of studies in this area, a comprehensive literature analysis is essential to examine the
various applied theories, contexts, characteristics, and methodologies in the field, particularly concerning how
digital marketing influences consumer behavior. To fill these gaps adequately, we suggest conducting a systematic
literature review based on the theory context characteristics methods (TCCM) approach. This study aims to
explore the area of digital marketing and consumer behavior by conducting a systematic literature review based on
the TCCM framework.

This study is highly beneficial for researchers who want to investigate further the effect of digital marketing on
consumer behavior. It presents alternative channels of future research that will benefit society and policymakers.
This research can also benefit academicians, as they can train the student community to become future-ready
managers. The industry and digital marketers can use consumer behavior insights and digital marketing influence
insights of this research, respectively, while designing marketing mix strategies and promotion mix strategies.

Various studies have been published in digital marketing and consumer behavior research in recent years. The
latest studies aim to explore the changes in consumer behavior due to multiple digital marketing techniques, such
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as viral campaigns. They include Aditi (2024), Bilgihan et al. (2024), Dinh and Lee (2024), and Gutuleac et al.
(2024), among others. Some other studies reflecting the trends in consumer behavior are Rekha and Mishra (2017)
(Indian car buyers increasingly rely on digital marketing channels), Rajan et al. (2017) (Indian consumers
increasingly exhibiting omnichannel shopping behaviors), Arora et al. (2018) (millennials heavily rely on user-
generated content (UGC)), Mohamed et al. (2018) (cosmetic packaging significantly influence consumer buying
decisions, particularly online), Padival et al. (2019) (consumer attitudes toward social media advertisements is
changing), Hernandez et al. (2020) (the significance of digital presence in tourism and airline industries is strong),
Sharma et al. (2020) (distinct digital marketing preferences are emphasizing the need for tailored strategies),
Menon (2021) (digital marketing influences brand awareness, image, and perceived quality), and Singh and Yadav
(2018) (social media influences Indian holiday travel planning). Khatri and Kale (2022) explored the role of social
listening in the OTT entertainment industry, and Kaur and Zafar (2014) also studied how social media
revolutionized HR functions. Tanwar et al. (2021) found that influencer endorsements have a crucial impact on the
fashion, beauty, and lifestyle industries, with self-presentation, credibility, and para-social relationships being key
factors.

Methodology Design

This research adopted a systematic review-based approach to examine the influence of digital marketing on
consumer behavior. A thorough systematic review of the literature was conducted using the TCCM framework.
This study was a purely secondary database study where no human participants were involved in collecting the
data. The researchers examined 112 Scopus-indexed documents from 2005 to 2025 for this review.

Researchers used systematic literature reviews to evaluate research development, highlight gaps, and propose
future study goals. Framework-based reviews, for example, examine current theoretical frameworks and
recommend areas for advancement or improvement (Paul & Feliciano-Cestero, 2021). Previous review
publications frequently used the TCCM framework, which included the theories, context, characteristics, and
methodologies used in earlier investigations. For example, several authors recently used the TCCM paradigm in
their research studies published in multiple high-impact journals (Billore & Anisimova, 2021). Researchers
employed theme-based reviews to evaluate the progress of research themes, identify gaps, and promote new
research directions (Khatoon & Rehman, 2021). Theory-based evaluations highlighted areas for improvement by
evaluating and improving the already explored theories (Paul & Rosado-Serrano, 2019).

This study used the Scopus database to research articles on consumer behavior and the effects of digital
marketing. As shown in Figure 1, the PRISMA-based articles that were part of this SLR-TCCM analysis were
chosen through four steps:

L, Stage One (Data Identification) : The authors searched Scopus, the biggest research database, to find
information on how digital marketing affects consumer behavior. The keywords query used to conduct a category
search was TITLE-ABS-KEY ((“digital marketing” OR “digital marketing influence” OR “digital marketing
impact”) AND (“consumer behavior” OR “consumer decision” OR “consumer purchase” OR “purchase
behavior”)). The search yielded a total of 527 papers on social impact research in a variety of subject areas.

L Stage Two (Screening Criteria) : The authors applied several screening criteria to include only relevant
materials. Initially, the search was narrowed to articles published in the “Business, Management, and Accounting”
field, resulting in 275 relevant papers.

&, Stage Three (Eligibility Requirements) : Further filtering helped to include only “Document type: Articles”
published in journals and written in English, which yielded 166 papers.
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Figure 1. PRISMA Framework
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&, Stage Four (Inclusive Criteria) : Finally, the authors restricted the search to papers that had undergone a
rigorous review process and reached the “final publication” stage. This attempt resulted in 112 articles included in
the systematic review.

TCCM Framework Analysis

This section uses the TCCM framework to examine how various theories have influenced the idea of digital
marketing, as suggested by Paul and Rosado-Serrano (2019). This method is used in a systematic literature review
focusing on social impact research in consumer behavior to expand our knowledge and offer more perceptive
viewpoints.

Many agree that the TCCM framework is a valuable resource for comprehending the theoretical underpinnings
of pertinent research. Its application makes it easier to identify theoretical claims and create explanatory models.
Although topics like customer experience, technological adoption, and readiness for use have been studied for a
while, recent papers have demonstrated a discernible shift focusing on the difficulties and potential of artificial
intelligence in the future (Gabriel, 2020).

The current study intends to fill the gaps in earlier research and investigate fresh avenues for future
investigations using a TCCM analysis (Rajan et al., 2017). In the ensuing subsections, the TCCM framework,
where “T” stands for theory, “C” for context, “C” for characteristics, and “M” for methodology, will be used to
pinpoint current gaps in the previous assessment carried out by Paul and Rosado-Serrano (2019). As presented in
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Figure 2. TCCM Framework

Figure 2, the authors use the TCCM framework to examine the gaps in existing research to direct future
investigations.

Analysis and Results

T-Theoretical Perspective — Digital Marketing's Effect on Studies of Consumer Behavior

After performing a comprehensive and methodical review of the literature, the researchers found 11 major
theories that explain how social influence drives changes in consumer behavior, including the stimulus-organism-
response, reasoned-action-theory, cognitive development theory, underpinning theory, planned behavior theory,
technology acceptance model (TAM), contribution-theory, source credibility theory, visual attention theory,
unified theory of acceptance and use of technology UTAUT, and visual rhetoric theory. Researchers frequently
combine pairs of these theories in a complementary manner to improve their findings' accuracy and better
comprehend the connection between behavior and social impact.

& Attribution Theory : Attribution theory focuses on the mental processes through which individuals determine
the reason behind events and behavior in their surroundings. This theory has been emphasized in consumer
behavior research and by Mizerski et al. (1979). According to Mullen and Johnson (2013), this theory investigates
how people respond to various circumstances and triggers and how these reactions ultimately influence their
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behavior. According to Hoang and Tung (2023) and Sahu et al. (2020), Heider (2013) first presented attribution
theory and then provided insights into how people understand and evaluate the words and deeds of others.
According to Chang et al. (2015), this interpretation is essential to comprehend how people react to these
occurrences (Ullrich & Brunner, 2015). Additionally, prior studies have demonstrated that the relationship
between eWOM and online purchase intention is mediated by brand image (Bakri et al., 2020).

According to the study, attribution theory can be used in digital marketing to affect a range of consumer
behavior stages, particularly regarding consumer influencing options, buying decisions, and other associated
factors.

% Cognitive Development Theory : According to Piaget's (2000) groundbreaking theory, individuals go through
four stages of cognitive development: sensorimotor, concrete operational, formal operational, and preoperational.
From infancy to adolescence, these phases reflect different ways of thinking. Bandil et al. (2023) highlighted this
development of cognitive abilities, citing Piaget's theory, as stated in Huitt and Hummel (2003), that children
progress from preoperational to concrete operational stages, gradually acquiring logical thinking abilities.
However, their cognitive skills are limited, and they struggle to comprehend the persuasive intent of
advertisements. Children's reading and cognitive limitations also make it difficult to understand the subtleties of
advertising disclaimers (Bragg & Redifer, 2022). Previous experiences with advertising play a role in children's
ability to assess advertisements, aiding the development and practical application of their thinking abilities
(Damay & Guichard, 2016). The theory of skill development presents an abstract framework for understanding
the formation of cognitive skills. It incorporates a set of transformation rules that link these skill structures,
offering insight into the progression of cognitive sequences and synchronicity from infancy to young adulthood
(Fischer, 1981).

The review of the source documents concludes that the cognitive development theory can be applied in digital
marketing when the cognitive pressure on the consumer is increased and when the consumer cannot decide. Other
digital marketing applications are screen exposure to children, digital advertising to children, etc.

& Technology Acceptance Model (TAM) : Davis et al. (1989) stood as the most widely explored framework for
examining technology acceptance within corporate environments. Oumlil and Juiz (2018) used the Technology
Acceptance Model (TAM) to analyze the factors influencing investment in tourism IT projects. TAM is the most
widely used and documented model in social sciences (Teo et al., 2019). According to the TAM framework, two
post-adoption variables defining technology acceptance behavior are disenchantment and satisfaction
(Sun, 2009). The TAM assumes significance as a tool to gauge the efficacy of online grocery shopping as a
progressive technology. It is renowned for its notable influence and widespread application in forecasting the
adoption and utilization of diverse technologies, attributed to its robust theoretical foundation and empirical
validation (Pelet & Papadopoulou, 2015). Originating with Davis et al. (1989), the initial TAM iteration focused
on the impact of system attributes on the adoption of computer information systems. This paradigm has changed
and adapted in various knowledge domains, including healthcare, internet banking, smartphone use, wireless
devices, the internet, and online shopping (Nyagadza etal., 2022).

The review of the source documents concludes that the acceptance model theory can be applied in digital
marketing situations, such as understanding how consumers accept and adapt to technology, such as digital
marketing, search engine marketing, social media marketing, etc.

% Theory of Planned Behavior (TPB) : Ajzen's (1991) TPB explains that attitudes, behavioral control, and
subjective norms impact behavior. The theory of planned behavior (TPB) framework assumes that a significant
portion of human actions is driven by conscious intention. In this context, many marketing researchers use
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consumer behavioral intentions as a surrogate indicator to forecast actual consumer behavior (Jaccard & Blanton,
2005). The TPB's failure to consider other significant elements, such as habit, perceived moral obligation, and
self-identity, is a drawback. According to Eagly and Chaiken (1998), these factors can predict intentions and
behaviors, which calls for more research in other areas. Similarly, the TAM claims that perceived utility and ease
of use lead to increased system adoption (Ahn et al., 2007). These two elements help research internet-related
technologies, but are insufficient to comprehend why people use the internet.

Based on the study of the sources, one may argue that digital marketing can apply the TPB to understand how
consumers make decisions (like whether they want to buy something or not), where to put products in stores, and
how to plan and predict their behavior in a good way.

& Theory of Reasoned Action (TRA) : TR A posits that a substantial portion of human behavior relies on personal
volition, as explained by Ajzen and Fishbein (1977). Drawing on this premise, many marketing researchers
employ consumer behavior intentions as a surrogate measure to forecast actual consumer actions (Jaccard, 2012).
This study also presupposes a connection between FinTech usage intention and the likelihood of consumers
adopting FinTech services (Moon & Kim, 2001). Salem et al. (2023) found a similar result, demonstrating a direct
correlation between users' intentions to adopt a given technology and its concrete usage. Premkumar and
Bhattacherjee (2008) formulated the Expectation Confirmation Theory (ECT) to delineate sustained intention or
recurrent purchase conduct after initial interaction with a product. This methodology has been predominant in
most Expectation Confirmation Theory investigations (Cheung et al., 2005). There has been debate over the
impact of the SN construct in both TRA frameworks. According to Taylor and Todd (1995), SN is a key predictor
of behavior and intention. However, their study found that subjective norms are more important for beginners, and
a stronger correlation exists between subjective norms and intentions when users have less experience.

After reviewing the source documents, it is concluded that the theory of reasoned action can be applied in
digital marketing in terms of consumer belief and desired outcome, as well as the antecedents of purchase
decisions, brand loyalty, etc.

C-Context Perspective—Digital Marketing's Effect on Studies of Consumer Behavior

Most literature on digital marketing influences explores how consumer behavior might alter in various situations.
For instance, Rehman and Zeb (2023) studied how social media marketing impacts Muslim consumers' buying
behavior and brand image moderation. Brand equity and consumer behavior are impacted by credible online
reviews (Chakraborty & Bhat, 2018). Social media marketing for luxury brands affects consumer behavior and
brand equity (Godey et al., 2016). Digital marketing strategies have increased consumer interest by enhancing
brand image (Alamsyah et al., 2021) and promoting brand awareness through advertising preferences (Cantallops
& Salvi, 2014). A review of eWOM research highlights its impact on consumer behavior in the hotel industry
(Reyes-Menendez et al., 2020). Furthermore, understanding online consumer behavior is essential for managing a
sustainable tourist business. Social media and eWOM information impact purchase intention (Leong et al., 2022).
Social media and email marketing impact customer engagement and purchase intention (Bismo et al., 2019;
Merisavoetal.,2007).

Additionally, customer loyalty is impacted by digital marketing communication, particularly when examined
using integrative models and supported by further research recommendations (Hien & Nhu, 2022). In the B2B
context, digital marketing trends impact consumer purchase intention, with brand awareness as a moderating
variable (Sritanakorn & Nuangjamnong, 2021). Other studies have explored various contextual factors: consumer
traits and the effectiveness of online marketing tools in Bangkok fashion stores (Grimm et al., 2013); the role
social innovation plays in addressing contemporary challenges in theory and practice (Souki & Filho, 2008), and
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the relationship between mobile phone satisfaction, service quality, and customer loyalty (Wu et al., 2021).
Furthermore, the quality of traceability information has been shown to affect purchase intention for organic food
(Cristobal et al., 2007), while the PeSQ framework has been validated as an effective measure of consumer
satisfaction and website loyalty (Papasolomou etal., 2014).

C-Characteristics Perspective—Digital Marketing's Effect on Studies of Consumer Behavior

Research on how digital marketing affects alterations in consumer behavior mainly considers several facets, such
as social media, digital platforms, websites, digital content, email marketing, etc. The research focuses on the
characteristics of digital marketing in relation to consumer behavior.

& Social Media : Govindan and Alotaibi's (2021) research explored the influence of gender, online brand
community identification, and social media marketing on restaurant purchase intention. Hassan et al. (2022)
investigated social media marketing's impact on user attitudes and mental well-being. Alosaimi et al. (2020)
studied consumers' perceptions of Saudi luxury fashion brands' social media marketing strategies. Shrestha
et al. (2019) examined social media marketing's impact on health insurance. Pandey et al. (2018) explored
millennial purchase intentions influenced by social media marketing. Algharabat (2017) explored brand love's
connection to social media marketing, focusing on self-expressive brands.

% Digital Platform : Lambrecht etal. (2023) studied how TV advertising and online sales impact travel platforms.
Miiller-Pérez et al. (2023) researched COVID-19 consumer behavior: interpersonal influences, eWOM, and
digital lifestyles. Liu et al. (2010) studied participants' perceptions of building online learning communities. Using
astructural equation modeling approach, Cetina etal. (2023) examined key social media WOM drivers. Rajagopal
and Rajagopal (2023) studied the impact of digital fashion merchandise on consumers.

& Website : Sakas et al. (2023) outlined how digital competitive advantage and brand name in logistics
companies are affected by user interaction. Sakas et al. (2023) further explored how logistics firms optimize
customer social media and website activity. Gajanova and Michulek (2023) examined the effect of digital
marketing on IT industry consumer behavior in Slovakia. Santanagopalan and Krishnaraj (2023) found that the
information parameters on online auto dealer websites impact consumer purchase intention. Erpurini et al. (2023)
analyzed how students' social media inclinations influenced university digital marketing. Boardman and
Chrimes (2023) studied e-commerce success and effective fashion retail website design.

& Digital Content : Rogova and Matta (2023) identified the role of gender in digital consumer behavior. Khairani
and Fachira (2021) found that the supply of digital content impacts consumer engagement in the tourism sector.
Kim and Sugai (2008) studied the Japanese digital content market's consumer loyalty and willingness to pay.
Fetscherin (2003) assessed the consumer acceptance of digital content protection. Wolf and Wheelock (2007)
explored digital content's potential impact.

Y% Email Marketing : Ao et al. (2023) stated that digital marketing impacts customer engagement and purchase
intention in Indonesia. Hartemo (2016) studied the empowered consumer era and email marketing strategies.
GhavamiLahiji (2016) found that email marketing impacts buyers' behavior. Iftikhar and Khan (2017) studied
how email, mobile, and retargeting influence the buying behavior of online consumers. Valenzuela-Galvez
etal. (2023) investigated how emojis can enhance the impact of email marketing on customer engagement.
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M—Methodology Perspective—Digital Marketing's Effect on Studies of Consumer Behavior

Throughout the research period, many digital marketing studies focused on analyzing consumer behaviors using
various established methodologies, such as quantitative surveys (Buchanan et al., 2017), DEMATEL analysis
(da Silva Wegner et al., 2023), bootstrapping techniques (Habib et al., 2022), structural equation (Busman &
Ananda, 2022), AMOS (Adam et al., 2020), SPSS-SEM (Armawan et al., 2023), and Google Forms
(Adeliaetal.,2021).

Discussion

The study conducts an organized and methodical evaluation of the literature on digital marketing using an efficient
approach that blends the TCCM framework with a systematic literature review. This method offers a thorough
examination of research on digital marketing in relation to consumer behavior and makes recommendations for
future lines of inquiry. The study employs bibliometric analysis to give a comprehensive picture of how digital
marketing influences consumer behavior; 112 articles specifically discuss how digital marketing affects shifts in
customer decision-making processes in the business, management, and accounting domains out of 527 research
papers examined. The systematic review carefully chooses publications from the fields of accounting,
management, and business to increase the importance and utility of its findings. Based on four primary areas of
analysis—theory, context, characteristics, and methodologies—the study recommends additional research.

Theoretical Implications

The study comes with multiple implications. This systematic review summarized the literature on digital
marketing's influence on consumer behavior and examined how the field progressed. We discussed the current
state of digital marketing impact research and the evolution of the concepts mentioned in Yadav's (2017) research.
Attribution theory, cognitive development theory, TAM, underpinning theory, theory of planned behavior, theory
of reasoned action, stimulus-organism-response, source credibility theory, visual attention theory, UTAUT, and
theory of visual rhetoric are the fundamental theories most commonly used in digital marketing and consumer
behavior research. In line with Menon's (2021) study, brand image, eWOM, repurchase intention, brand
awareness, perceived quality, purchase intention, brand loyalty, substantial influence, public relations, consumer
attitude, online shopping, and so on are the constructs or factors or variables/characteristics impacting consumer
behavior through digital marketing. The shift from conventional to online shopping has resulted in fragmented
digital marketing implications for consumer behavior research, similar to Rajan etal.'s (2017) research.

As a result, research on the effects of digital marketing is continuously changing and becoming increasingly
illogical. The impact of digital marketing requires further investigation. We used the literature review to develop a
thorough TCCM framework. Websites, digital platforms, social media, digital content, Instagram, and email
marketing have been shown to affect consumer behavior significantly. Ultimately, this analysis identifies
previously disregarded impact research topics in digital marketing and recommends future research projects. Due
to recent advancements in digital marketing, commerce, and other areas, consumer behavior has changed, in line
with Rekha and Mishra's (2017) study. We can better understand how digital marketing affects consumer behavior
by looking at this review's suggested future research directions, as Arora et al. (2018) demonstrated. This study
significantly adds to the literature review regarding the impacts of consumer behavior and digital marketing.
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Practical Implications

This study also has practical implications for merchants, marketing managers, and advertisers looking to influence
customer behavior. The study discovered essential factors in shaping good customer behavior toward products
and brands. Therefore, practitioners wishing to drive spontaneous purchases should provide customers with
comprehensive knowledge about the products when establishing promotional/advertising and marketing methods
(Mohamed et al., 2018). As a result, practitioners aiming to build positive brands should present compelling
reasons to utilize or embrace their brand. The likelihood of closing the deal is marginally reduced when a purchase
decision necessitates a high degree of client/customer interaction (Rekha & Mishra, 2017).

Marketers go to great lengths to close sales successfully, but such efforts may sometimes be costly. The impacts
of similarity bias can help merchants or brands close high-customer engagement deals when consumers are treated
fairly and create and share an attachment with them in some way. It is especially common among front-line
employees and salespeople who frequently interact with customers. Personal elements of salespeople, particularly
in their communication and interaction with customers, can impact their purchasing decisions. As a result,
practitioners can deploy trained individuals at customer touchpoints to favorably activate consumer preference
toward brands, as demonstrated in the findings of Padival et al. (2019). The study is helpful for firms, retailers,
marketing managers, and marketers interested in influencing consumer decision-making processes; they may find
this comprehensive review insightful and valuable.

Limitations of the Study and the Way Forward

This systematic literature review outlines the limitations of the study and the inclusion and exclusion criteria of
academic publications. Therefore, the study's analysis and findings are limited to papers that meet the
predetermined criteria. As a result, authors could not extrapolate the results to the whole corpus of research on
consumer behavior. Furthermore, only publications written in English were considered for this study.
Consequently, our study did not consider research conducted in other languages. As a result, the following are the
study's probable shortcomings. Furthermore, the Systematic Literature Review (SLR) only includes works
published in the business and management domains; it does not cover works from other domains.

This research is conceptually confined to two generic domains: digital marketing and consumer behavior. The
scope of this research can be extended to specific domains like social media marketing, email marketing, and
fashion consumer behavior, B2B buying behavior, display advertising and travel buying behavior, influencer
marketing and food consumption behavior, content marketing and consumer durables buying behavior, YouTube
marketing impact on automobile products consumer decision process, the influence of search engine optimization
and search engine marketing on smartphone purchasing habits on organic products consumer decision process,
ete.
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