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INTRODUCTION

The rapid development of digital technologies has transformed the contemporary marketing environment and
fundamentally changed the way organizations communicate with, understand and engage consumers. Digital marketing
has expanded beyond conventional online advertising to include social media, mobile platforms, digital content, artificial
intelligence, personalization, electronic word-of-mouth, digital customer experiences and technology-enabled
relationship-building activities. As consumers increasingly use digital platforms to search for information, interact with
brands, share experiences and influence other consumers, organizations are required to reconsider traditional approaches
to marketing communication and consumer relationship management. In this environment, consumer engagement has
emerged as an important concept for understanding the depth and nature of consumer interaction with brands [1,2].

The transformation of consumer behaviour through digital technologies has made engagement more interactive
and continuous. Unlike traditional marketing communication, where organizations primarily transmitted messages to
consumers, digital platforms allow consumers to respond, participate, create content, provide feedback, share
information and communicate with both organizations and other consumers. Social media has particularly
strengthened these interactive characteristics by creating environments in which consumers can simultaneously act as
information receivers, information creators and participants in brand communities. Tiwary et al. [3], emphasize the
importance of social media within contemporary marketing, while Moorlock et al. [4], highlight its relevance to
consumer-brand relationship development (Table 1).

Digital marketing has also increased the importance of personalization. Organizations can use consumer
information and digital technologies to provide more relevant communication, recommendations and experiences.
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Figure 1: Growth of UPI-Based Digital Consumer Transactions in India

Digital Marketing and Consumer Engagement: A Conceptual Framework
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Figure 2: Conceptual Model for Digital Marketing and Consumer Engagement: A Conceptual Framework

Table 1: Growth of UPI-Based Digital Consumer Transactions in India

Calendar year UPI transactions (crore)
2019 1,200

2020 1,880

2021 3,874

2022 7,400

2023 11,761

Source: Reserve Bank of India. RBI speech/data on digital payments: UPI volume increased from 43 crore in CY2017 to 11,761 crore in CY2023.
Contextual digital-market indicator only; it is not a direct measure of consumer engagement. No 2024 observation is used

Artificial intelligence has further strengthened this capability by enabling organizations to analyse consumer
information and support personalized interactions. Kopalle et al. [5], highlight the increasing importance of artificial
intelligence in marketing, while Kunz and Wirtz [6] demonstrate the growing relevance of Al-enabled customer service
and consumer interaction. Moradi and Dass [7] similarly discuss the expanding role of artificial intelligence within
marketing activities. These developments indicate that digital marketing is increasingly based on the ability to provide
consumers with relevant and responsive experiences (Figure 1).

At the same time, the increasing use of consumer data creates important challenges. Digital marketing depends
substantially on information about consumer preferences, behaviours, interactions and online activities. Although data-
driven marketing can improve personalization and relevance, consumers may also become concerned about privacy,
transparency and the use of their personal information. Blasco-Arcas et al. [8], emphasize the increasing significance of
consumer data within digital environments, while Gutierrez et al. [9], draw attention to privacy-related issues associated
with social media and consumer interactions. Consequently, the effectiveness of digital marketing cannot be considered
solely from the perspective of technological capability; consumer perceptions of trust, transparency and responsible
data use are equally important (Figure 2).
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Another important transformation concerns the experiential nature of digital marketing. Consumers increasingly
encounter brands through interactive, virtual, mobile and sensory experiences rather than through conventional
promotional messages. Digital platforms allow organizations to provide experiences that may be more personalized,
interactive and immersive. Poushneh [10], demonstrates the relevance of virtual product experiences, while Zha et al.
[11], emphasize the importance of sensory brand experience. These developments indicate that consumer engagement
may arise not only from the informational value of marketing communication but also from the quality of the experience
created through digital technologies.

Consumer participation has also become an important component of digital marketing. Consumers can create and
distribute brand-related information through reviews, recommendations, comments, posts and electronic word-of-
mouth. Akbari et al. [12], emphasize the importance of electronic word-of-mouth within contemporary digital
environments. Digital storytelling also provides opportunities for participation and interaction, enabling organizations
and consumers to contribute to the development of shared meanings and experiences [13]. This transformation has
reduced the distinction between the producer and consumer of marketing content.

However, digital consumer engagement does not always result in positive outcomes for organizations. Consumers
can also use digital platforms to express dissatisfaction, criticize brands, communicate negative experiences and
encourage resistance. Akrout and Mrad [14], highlight the potential for negative consumer responses, including
consumer hate and boycott-related behaviour. This suggests that digital engagement should not automatically be
understood as favourable engagement. Instead, it represents a broader process of consumer involvement that can
generate both positive and negative consequences.

The increasing importance of digital marketing and consumer engagement has resulted in a growing body of
academic research. Existing studies examine different aspects of digital marketing, including social media, artificial
intelligence, mobile marketing, digital experiences, personalization, consumer data, digital storytelling, electronic word-
of-mouth and consumer-brand relationships [15-20]. Although this literature provides valuable insights, it remains
distributed across different technological and behavioural perspectives.

Therefore, there is a need for a consolidated review of the literature that brings these perspectives together and
examines how different digital marketing practices contribute to consumer engagement. The purpose of this paper is to
review the existing literature on digital marketing and consumer engagement and to identify the major themes,
relationships, challenges and emerging directions within this field. The paper focuses on the transformation of
consumer engagement in digitally mediated environments and discusses the implications of social media,
personalization, artificial intelligence, mobile marketing, digital experiences, electronic word-of-mouth, trust,
transparency and privacy.

Literature Review

The literature on digital marketing demonstrates that technological development has significantly expanded the scope
of marketing activities. Digital platforms have enabled organizations to communicate with consumers through multiple
channels and have increased the speed, frequency and interactivity of marketing communication. Varadarajan et al. [1],
emphasize the transformative influence of digital technologies on marketing activities, while Pandey et al. 2], highlight
the increasing significance of digital marketing within contemporary organizational environments. Digital marketing
therefore represents an important shift from conventional one-way communication toward interactive and technology-
enabled marketing processes.

The development of digital marketing has also influenced the role of consumers. Consumers are increasingly active
participants in the marketing environment, rather than passive recipients of organizational communication. Digital
platforms enable consumers to search for information, evaluate products, share opinions, communicate experiences
and influence the behaviour of other consumers. Akbari et al. [12], demonstrate the importance of electronic word-of-
mouth in digitally mediated consumer communication. Such participation increases the influence of consumers within
marketing processes because consumer-generated information can become an important component of brand
communication. Digital storytelling provides another mechanism through which consumers can become involved with
organizations and brands. Bassano et al. [13], highlight the importance of digital storytelling in creating opportunities
for participation and value creation. Digital stories can provide consumers with meaningful content while encouraging
interaction and sharing. This indicates that effective digital marketing is increasingly concerned with creating content
that encourages participation rather than simply transmitting promotional information.

Social media has become one of the most important environments for consumer engagement. Social platforms
provide continuous opportunities for consumers to interact with brands and with other consumers. Tiwary et al. [3],
highlight the role of social media in contemporary marketing and relationship development, while Moorlock et al. [4],
demonstrate its relevance to consumer-brand relationships. Through social media, consumers can comment on
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brand messages, share content, provide reviews and communicate directly with organizations. Consequently,
engagement within social media environments is multidirectional and socially embedded. The literature further
suggests that social interaction can influence consumer identity and relationship development. Zhang and Li,
emphasize the relevance of social identity to customer engagement. Consumers may engage with brands partly
because of the social meanings associated with those brands and the communities surrounding them. This indicates
that consumer engagement is not exclusively an individual response but may also reflect social relationships, group
identification and community participation.

Mobile marketing has further increased opportunities for continuous consumer engagement. Mobile devices enable
consumers to interact with organizations at different times and locations, making marketing communication more
immediate and accessible. Florido-Benitez [21], emphasizes the strategic importance of mobile marketing within the
contemporary digital environment. Mobile technologies can therefore strengthen ongoing interactions and provide
organizations with opportunities to deliver timely and personalized communication. Artificial intelligence represents
another major development in digital marketing. Al technologies can support consumer analysis, personalization,
recommendation systems, automated communication and customer service. Kopalle et al. [5], identify artificial
intelligence as an important emerging area within marketing, while Moradi and Dass [7] discuss the implications of Al
for marketing activities. Kunz and Wirtz [6], further demonstrate the increasing importance of Al-enabled customer
service. Together, these developments indicate that Al can contribute to consumer engagement by improving
responsiveness, relevance, convenience and personalization.

Personalization is closely related to the development of Al and data-driven marketing. Digital technologies allow
organizations to adapt marketing messages according to consumer characteristics, preferences and previous
interactions. When consumers receive information that is perceived as relevant, digital communication may become
more meaningful and engaging. However, personalization also creates a potential tension between relevance and
privacy. Consumers may appreciate customized communication while simultaneously becoming concerned about the
amount and type of personal information being collected. Consumer data has consequently become a central issue
within digital marketing. Blasco-Arcas et al. [8], emphasize the importance of consumer data within contemporary
digital environments. Data enables organizations to better understand consumer behaviour and design more targeted
marketing activities. However, the increasing dependence on data also raises questions concerning privacy, control,
transparency and responsible data management. Gutierrez et al. [9], further demonstrate the importance of privacy
considerations within social media interactions.

Trust is therefore an important consideration in digital consumer engagement. Consumers are more likely to
participate in digital interactions when they perceive organizations as reliable and transparent. Transparency can
contribute to perceptions of authenticity and strengthen consumer relationships. Yang and Battocchio [22], emphasize
the relevance of transparent brand communication to authenticity and consumer responses. Digital marketing
strategies that fail to communicate clearly about data usage or consumer privacy may therefore weaken the trust
required for sustained engagement. Digital consumer engagement is also increasingly associated with customer
experience. Digital environments allow organizations to create interactive and immersive experiences that extend
beyond conventional marketing communication. Poushneh [10], highlights the importance of consumers' perceptions
of virtual products and digital experiences. Zha et al. [11], further demonstrate the relevance of sensory brand
experiences. These studies suggest that digital engagement may be strengthened when consumers perceive digital
interactions as experiential rather than purely informational.

Emotional factors are also important within digital consumer behaviour. Consumers may respond to digital
marketing on the basis of feelings, emotional attachment and experiential responses. Sharma et al. [23], highlight the
role of emotions within consumer behaviour. Digital marketing can therefore create engagement by generating
experiences that resonate with consumers emotionally rather than simply providing functional information. The
literature also demonstrates that digital marketing may contribute to consumer relationship outcomes. Digital
interaction can facilitate continued communication, relationship development, loyalty, advocacy and other forms of
consumer participation. Rollins et al. [24], Nyagadza et al. [19] and Rizvanovi¢ et al. [20], contribute to understanding
the broader relationship between digital marketing, consumer interaction and organizational outcomes.

However, the literature also identifies challenges associated with digital engagement. One important issue is
that increased digital interaction may not necessarily lead to positive consumer responses. Akrout and Mrad [14],
demonstrate how negative consumer perceptions can develop into consumer hate and boycott-related behaviour.
Digital platforms can therefore amplify both positive and negative consumer responses. The literature also
indicates that digital marketing is continuously evolving. Recent research increasingly considers artificial
intelligence, emerging digital platforms, digital customer experiences and changing consumer behaviour [15-
18,25]. These developments indicate that consumer engagement will continue to change as new digital
technologies become integrated into everyday consumption.
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Table 2: Literature Review Table

Author(s)

Main Area of Study

Major Focus/Contribution

Akbari et al. [12]

Electronic word-of-mouth

Consumer participation and digital communication

Akrout & Mrad [14]

Negative consumer responses

Consumer hate and boycott behaviour

Anand et al. [15]

Digital marketing

Emerging digital marketing environment

Bassano et al. [13]

Digital storytelling

Digital interaction and value creation

Blasco-Arcas et al. [8]

Consumer data

Data-driven consumer interaction

Chaturvedi et al. [16]

Digital consumer behaviour

Consumer behaviour in digital environments

Cheng et al. [28]

Consumer engagement

Digital consumer engagement

Dabas et al. [29]

Digital marketing adoption

Adoption of digital marketing

Deryletal. [17]

Digital engagement

Technology-enabled consumer interaction

Florido-Benitez [21]

Mobile marketing

Mobile-enabled marketing interaction

Gutierrez et al. [9]

Social media/privacy

Privacy and consumer-brand interaction

Kemp et al. [18]

Digital marketing

Contemporary digital marketing development

Kopalle et al. [5]

Artificial intelligence

Al and marketing transformation

Kour & Chhabria [30]

Digital platforms

Consumer engagement and continued usage

Kunz & Wirtz [6]

Al customer service

Al-enabled customer interaction

Lim et al. [31]

Digital retail

Digital consumer interaction

Moorlock et al. [4]

Consumer-brand relationships

Social media and relationship development

Moradi & Dass [7]

Al marketing

Artificial intelligence in marketing

Nyagadza et al. [19]

Digital marketing

Digital marketing and relationship outcomes

Pandey et al. [2]

Digital marketing

Development of digital marketing research

Poushneh [10]

Virtual products

Digital experience and consumer response

Rizvanovié et al. [20]

Digital marketing

Strategic implications of digital transformation

Rollins et al. [24]

Consumer engagement

Digital relationship development

Sharma et al. [23]

Consumer emotions

Emotional aspects of consumer behaviour

Tian et al. [25]

Digital consumer behaviour

Technology-mediated consumer interaction

Tiwary et al. [3]

Social media marketing

Social interaction and consumer relationships

Varadarajan et al. [1]

Digital marketing

Digital transformation of marketing

Yang & Battocchio [22]

Brand transparency

Transparency, authenticity and consumer response

Yuan et al. [32]

Digital experience

Digital consumer experience

Zhaetal [11]

Brand experience

Sensory and experiential dimensions

Zhang & Watson [V [26]

Marketing ecosystem

Digital marketing ecosystem

Zhang & Li [27]

Social identity

Social identity and customer engagement

Overal], the literature demonstrates that digital marketing and consumer engagement are closely interconnected.
Social media creates opportunities for interaction, electronic word-of-mouth facilitates consumer participation, mobile
marketing enables continuous communication, Al supports personalization, digital experiences enhance experiential
engagement and transparent communication contributes to trust. At the same time, privacy concerns, negative
consumer responses and the responsible use of consumer data remain important challenges. The literature therefore
supports the need to understand consumer engagement as a broad and dynamic phenomenon within the digital
marketing environment (Table 2).

MATERIALS AND METHODS

The present paper adopts a conceptual literature review approach to examine the relationship between digital
marketing and consumer engagement. Unlike empirical studies that collect primary data from respondents, the purpose
of this paper is to synthesize and organize existing academic knowledge in order to develop a broader understanding of
the topic. The review focuses specifically on the literature provided for the study and examines how existing research
addresses digital marketing, consumer engagement, social media, mobile marketing, artificial intelligence,
personalization, consumer data, digital experiences, electronic word-of-mouth, trust, transparency and consumer-
brand relationships.

The literature was examined thematically rather than through statistical analysis. The selected studies were
reviewed according to their contribution to understanding the changing nature of digital marketing and consumer
engagement. Particular attention was given to recurring themes across the literature, including digital interaction,
consumer participation, personalization, artificial intelligence, social media engagement, digital experience, trust,
transparency, privacy and relationship outcomes. This approach allows the paper to bring together findings from
different streams of research and present them within a common discussion of digital consumer engagement. The
review also considers the evolution of consumer participation within digital environments. Studies concerning
electronic word-of-mouth, digital storytelling, social media and consumer-brand relationships were considered in
order to understand how consumers have moved from passive recipients of marketing communication toward
active participants in digital marketing processes. Similarly, studies concerning Al, personalization, consumer data
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and mobile marketing were examined to understand how technological developments have expanded the
organization's ability to create personalized and continuous consumer interactions.

The methodological approach is therefore qualitative and conceptual, with the literature serving as the basis for
synthesis and interpretation. No primary data were collected and no questionnaire, sampling procedure, Likert scale,
statistical test, regression analysis, or structural equation modelling was undertaken. The objective is to consolidate
existing knowledge and identify the major themes and issues emerging from the literature on digital marketing and
consumer engagement.

DISCUSSION

The reviewed literature demonstrates that digital marketing has fundamentally changed the nature of consumer
engagement. The shift from traditional one-way communication toward interactive digital environments has given
consumers greater opportunities to participate in marketing processes. Consumers can now respond to brand
communication, create and distribute content, share experiences and influence other consumers. This transformation
indicates that engagement is becoming an increasingly important component of digital marketing strategy. One of the
most consistent themes emerging from the literature is the importance of interaction. Social media and other digital
platforms enable consumers and organizations to communicate continuously rather than only during formal marketing
campaigns. Tiwary et al. [3] and Moorlock et al. [4], illustrate the importance of digital interaction in developing
relationships between consumers and brands. Such interaction can strengthen consumers' involvement with brands by
making communication more immediate and participatory.

A second important theme is consumer participation. Electronic word-of-mouth, reviews, recommendations and
social sharing have transformed consumers into active contributors to marketing communication. Akbari et al. [12],
highlight the importance of electronic word-of-mouth, demonstrating that consumer-generated communication has
become an important element of digital marketing. Bassano et al. [13], similarly demonstrate the value of digital
storytelling and participation. These developments indicate that organizations no longer have complete control over
brand communication because consumers actively contribute to the creation and circulation of brand-related
information. Another important theme is personalization. Digital technologies have provided organizations with greater
opportunities to customize marketing communication according to consumer characteristics and behaviours. Al has
further strengthened these capabilities. Kopalle et al. [5], Moradi and Dass [7] and Kunz and Wirtz [6], demonstrate the
growing importance of Al within marketing. The literature suggests that Al can improve the relevance and
responsiveness of consumer interaction, particularly when organizations use technology to provide more convenient
and individualized experiences.

However, the literature indicates that personalization must be considered alongside privacy and trust. The ability
to collect and process large amounts of consumer information creates both opportunities and challenges. Blasco-Arcas
et al. [8], emphasize the importance of consumer data, while Gutierrez et al. [9], highlight privacy-related concerns.
These studies suggest that consumers' willingness to participate in digital environments may depend on whether they
believe organizations are using their information responsibly. Transparency and authenticity therefore become
important dimensions of digital engagement. Yang and Battocchio [22], emphasize the importance of transparent brand
communication. Consumers may be more willing to interact with organizations when communication is perceived as
authentic and transparent. Consequently, digital marketing effectiveness depends not only on technological
sophistication but also on the quality and credibility of organizational communication.

The literature further highlights the importance of digital experience. Digital marketing increasingly involves
interactive and experiential elements. Virtual products, sensory experiences and digitally mediated brand experiences
can influence how consumers perceive and interact with brands. Poushneh [10] and Zha et al. [11], demonstrate the
importance of experience within digital consumer environments. This suggests that organizations should focus not
merely on providing information but on creating digital experiences that consumers find meaningful and engaging. The
emotional dimension of engagement is also significant. Sharma et al. [23], highlight the importance of emotions in
consumer behaviour. Digital communication that creates emotional resonance may strengthen consumer involvement
and contribute to stronger relationships. This is particularly relevant in social media environments, where emotionally
engaging content can encourage sharing, discussion and participation.

The review also demonstrates that consumer engagement can have both positive and negative forms. Organizations
frequently seek engagement because they associate it with stronger relationships, loyalty, advocacy and purchase
behaviour. However, Akrout and Mrad [14], demonstrate that consumer involvement can also develop into negative
communication and boycott behaviour. Digital platforms can amplify consumer dissatisfaction, making negative
experiences highly visible. Therefore, organizations need to recognize that increasing consumer interaction alone is not
sufficient; the quality and nature of engagement are equally important.
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Table 3: Key Themes Emerging from the Literature

Key Theme

Description

Representative Studies

Digital interaction

Increasing interaction between consumers and organizations through digital platforms

Varadarajan et al. [1], Tiwary et al. [3]

Consumer participation

Consumers actively create, share and distribute brand-related information

Akbari et al. [12], Bassano et al. [13]

Social media engagement

Social platforms facilitate continuous interaction and relationship development

Tiwary et al. [3], Moorlock et al. [4]

Personalization

Digital technologies enable more relevant and customized communication

Kopalle et al. [5], Kunz & Wirtz [6]

Artificial intelligence

Al supports marketing automation, personalization and consumer interaction

Kopalle et al. [5], Moradi & Dass [7]

Mobile engagement

Mobile technologies enable continuous and accessible consumer interaction

Florido-Benitez [21], Lim et al. [31]

Digital experience

Virtual, sensory and interactive experiences influence consumer responses

Poushneh [10], Zha et al. [11]

Emotional engagement

Consumer emotions contribute to involvement with brands

Sharma et al. [23]

Consumer data

Data enables organizations to understand and respond to consumer behaviour

Blasco-Arcas et al. [8]

Privacy

Data-driven marketing creates concerns regarding consumer privacy

Gutierrez etal. [9]

Trust and transparency Transparent and authentic communication can support consumer relationships Yang & Battocchio [22]
Digital relationships Digital interaction contributes to consumer-brand relationship development Moorlock et al. [4], Rollins et al. [24]
Negative engagement Digital platforms can facilitate criticism, resistance and boycott behaviour Akrout & Mrad [14]

Digital ecosystem

Digital marketing activities operate as interconnected technologies and channels

Zhang & Watson IV [27]

Emerging digital

Continuous technological development is reshaping consumer behaviour

Anand et al. [15], Kemp et al. [18],

environment Tian et al. [25]

The literature also suggests that digital marketing should be viewed as an integrated ecosystem. Social media,
mobile technologies, Al, digital content, personalization, consumer data and digital experiences do not operate
independently. Zhang and Watson IV [26,27], provide an ecosystem-oriented perspective that is useful for
understanding these interconnected digital activities. The growing integration of technologies means that consumers
increasingly experience marketing through combinations of platforms and touchpoints rather than through isolated
channels. Recent literature reinforces the continuing evolution of this environment. Research by Anand et al. [15],
Chaturvedi et al. [16], Deryl et al. [17], Kemp et al. [18], Nyagadza et al. [19], Rizvanovi¢ et al. [20] and Tian et al. [25],
reflects the growing scholarly attention to digital transformation and changing consumer behaviour. This suggests that
digital consumer engagement remains an evolving research area in which new technologies continuously create new
forms of interaction.

Overall, the reviewed literature demonstrates that successful digital marketing requires a combination of
technological capability and consumer-centred relationship management. Technology can provide organizations with
opportunities for personalization, interaction and experience, but consumer engagement depends on how these
opportunities are perceived and experienced. Trust, transparency, privacy, authenticity, relevance and emotional value
therefore remain important considerations alongside technological innovation (Table 3).

CONCLUSION

The present review demonstrates that digital marketing has significantly transformed the nature of consumer
engagement. The development of social media, mobile technologies, artificial intelligence, personalization, digital
content, electronic word-of-mouth, virtual experiences and consumer data has created new opportunities for
organizations to interact with consumers. At the same time, these developments have transformed consumers from
relatively passive recipients of marketing communication into active participants who create, share, evaluate and
distribute brand-related information. The literature indicates that consumer engagement within digital environments
is multidimensional and influenced by the quality of interaction and experience provided by organizations. Social media
facilitates communication and participation, electronic word-of-mouth enables consumers to influence other
consumers, mobile marketing supports continuous interaction and digital storytelling provides opportunities for
participation and value creation. Artificial intelligence and personalization further increase the ability of organizations
to deliver relevant and responsive interactions.

The review also highlights the importance of consumer experience. Virtual products, sensory experiences and
emotionally meaningful digital content can contribute to deeper consumer involvement. These developments suggest that
organizations need to move beyond an information-based approach to digital marketing and consider the experiential and
emotional dimensions of consumer interaction. However, technological development also creates important challenges.
Consumer data and personalization raise concerns regarding privacy, while a lack of transparency may weaken trust.
Authentic and transparent communication is therefore important for maintaining sustainable digital relationships.
Organizations need to balance technological capabilities with responsible and consumer-oriented practices.

Another important conclusion is that digital engagement is not necessarily positive. Consumers may use digital
platforms to express dissatisfaction, criticize organizations, spread negative word-of-mouth, or support boycott
activities. Therefore, organizations should focus not simply on maximizing engagement but on creating meaningful,
trustworthy, authentic and mutually beneficial consumer relationships. Overall, the reviewed literature demonstrates
that digital marketing and consumer engagement are closely interconnected. The contemporary digital environment
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has created an increasingly interactive marketing ecosystem in which technology, consumer participation, experience,
relationships and trust operate together. Future research can further examine how emerging technologies, particularly
artificial intelligence and increasingly immersive digital environments, continue to influence the nature of consumer
engagement. The continuing evolution of digital marketing makes consumer engagement an important and relevant
area for both academic research and marketing practice.
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