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Abstract: The proliferation of Artificial Intelligence (AI) has fundamentally transformed the theoretical contours of 

marketing, redefining how consumers perceive, interact with, and engage with brands across digital and social media 

platforms. Once perceived merely as a technological enabler, AI has evolved into a cognitive and behavioural force that 

shapes consumer thought processes, emotional responses, and decision pathways. Its integration into marketing practices, 

through personalised recommendation engines, predictive analytics, conversational chatbots, and algorithmic content 

delivery, has shifted the paradigm from mass communication to hyper-personalised engagement ecosystems. 

 

This theoretical paper delves into the interdisciplinary convergence of AI, marketing, and consumer psychology, 

focusing on how consumer engagement functions as a central mediating construct linking AI-enabled stimuli to behavioural 

outcomes such as trust, loyalty, and advocacy. Rather than viewing engagement as a mere behavioural response, the paper 

reinterprets it as a dynamic psychological state, a fusion of cognitive absorption, emotional involvement, and participative 

behaviour, that is continuously shaped by technological interactivity and social context. 

 

Drawing upon established theoretical paradigms, namely the Stimulus–Organism–Response (S–O–R) model, the 

Technology Acceptance Model (TAM), the Uses and Gratifications Theory (UGT), and Flow Theory, the discussion 

synthesises how AI-driven environments elicit human engagement through machine-mediated experiences. Each theoretical 

lens contributes to understanding AI not only as an operational tool but as an active social and emotional actor within digital 

ecosystems. 

 

The paper advances the theoretical discourse by articulating that the impact of AI in marketing extends beyond 

efficiency and personalisation; it resides in its ability to co-create emotional, cognitive, and experiential value that transforms 

passive audiences into interactive participants. Finally, it highlights conceptual implications for marketing scholarship, 

suggesting that future theoretical inquiry must address emerging constructs such as algorithmic empathy, digital trust, and 

the autonomy of engagement in AI-dominated communication landscapes. 

 

Keywords: Artificial Intelligence, Digital Marketing, Social Media, Consumer Engagement, Theoretical Marketing, S–O–R Model, 

Flow Theory, TAM, UGT. 

 

How to Cite: Vivek Mishra (2025). Artificial Intelligence in Digital and Social Media Marketing: The Mediating Role of Consumer 
Engagement. International Journal of Innovative Science and Research Technology, 10(11), 411-419. 

https://doi.org/10.38124/ijisrt/25nov366 

 

I. INTRODUCTION 

 

In the contemporary digital era, Artificial Intelligence 

(AI) has emerged as the most transformative force reshaping 

marketing thought and practice. The growing infusion of AI-

driven systems, ranging from recommendation algorithms, 

voice assistants, and predictive analytics to conversational 

chatbots and generative content tools, has revolutionised how 

businesses understand, attract, and engage consumers. Once 

confined to the back-end domains of automation and 

analytics, AI has now become a frontline mechanism of 

interaction, determining not only what consumers see but also 

how they think, feel, and respond to brand communication 

(Haenlein et al., 2022). 

 

Across platforms such as Amazon, Instagram, YouTube, 

and Netflix, consumers are constantly immersed in AI-

mediated environments that learn, adapt, and respond to their 

https://doi.org/10.38124/ijisrt/25nov366
http://www.ijisrt.com/
https://doi.org/10.38124/ijisrt/25nov366


Volume 10, Issue 11, November – 2025                               International Journal of Innovative Science and Research Technology 

ISSN No: -2456-2165                                                                                                          https://doi.org/10.38124/ijisrt/25nov366 

 

 

IJISRT25NOV366                                                                www.ijisrt.com                                                                                    412 

preferences. The algorithms behind these platforms are not 
passive technological instruments; they actively shape 

consumer cognition, emotion, and engagement by 

personalising information flows and constructing 

individualised experiences. This transformation has shifted 

marketing from being message-centric to experience-centric, 

making engagement, the degree of cognitive attention, 

emotional connection, and participative behaviour, central to 

understanding modern consumer–brand relationships (Brodie 

et al., 2011). 

 

However, despite the rapid diffusion of AI in marketing 
practice, theoretical scholarship has not kept pace with 

technological advancement. Much of the existing research 

focuses on empirical measurements of AI’s impact on sales, 

personalisation accuracy, or adoption rates, while relatively 

fewer studies explore how AI interacts with fundamental 

psychological processes such as engagement, trust, or 

satisfaction. This theoretical vacuum has created a pressing 

need to revisit and reinterpret classical marketing and 

behavioural theories in the light of machine-mediated 

consumer experiences. 

 

Against this backdrop, the present paper undertakes a 
theoretical exploration of the relationship between AI-driven 

marketing and consumer engagement within digital and 

social media ecosystems. It seeks to understand how 

engagement functions as a mediating psychological state 

through which AI influences consumer attitudes, loyalty, and 

advocacy. By synthesising established theoretical 

perspectives, namely the Stimulus–Organism–Response (S–

O–R) framework, Technology Acceptance Model (TAM), 

Uses and Gratifications Theory (UGT), and Flow Theory, the 

study provides a multidimensional lens to comprehend AI’s 

transformative role in shaping human experience. 
 

Furthermore, this paper argues that AI in marketing 

should be theorised not merely as a tool of automation but as 

a cognitive and social actor that co-creates meaning and 

emotions through algorithmic intelligence. The discussion 

aims to advance marketing theory by conceptualising AI as 

an integral part of the engagement ecology, where human 

psychology and technological design converge to produce 

personalised, immersive, and ethically sensitive experiences. 

 

Ultimately, the objective of this theoretical inquiry is to 

deepen the academic understanding of how AI redefines the 
boundaries of consumer engagement and to inspire future 

scholarship that bridges technological innovation with 

behavioural insight, thereby enriching both marketing theory 

and practice in the digital age. 

 

 

 
Fig 1 Conceptual Overview of Artificial Intelligence 

Functions in Digital and Social Media Marketing 

Environments 

 

II. REVIEW OF LITERATURE 

 

 Artificial Intelligence in Marketing 

Artificial Intelligence in marketing refers to 

computational systems that learn from data to predict, 

recommend, classify, converse, and generate content in ways 

that influence marketing decision-making and consumer 

experience (Haenlein et al., 2022). Typical capabilities 
include supervised and unsupervised learning for 

segmentation, reinforcement learning for dynamic pricing 

and ad bidding, natural language processing for chatbots and 

sentiment analysis, and generative models for creative 

content. AI shifts the locus of value creation from manual 

targeting and rule-basedpersonalisation to continuous 

algorithmic adaptation. In retail contexts, AI enables real-

timerecommendations, inventory-aware promotions, and 

individualised pricing. In social media contexts, AI governs 

ranking, moderation, creative assistance, and audience 

lookalike discovery (Dwivedi et al., 2023). 

 
Theoretical consequences follow from this shift. First, 

AI alters the nature of stimulus in the consumer environment. 

Stimuli are no longer static messages but evolving sequences 

tuned to the individual. Second, AI modifies the temporal 

profile of interaction by creating persistent feedback loops 

where consumer reactions immediately retrain the system. 

Third, AI reconfigures the role of the firm and the platform. 

The platform becomes a co-producer of meaning, since its 

algorithms determine what is shown, when, and to whom. 

These features demand a theoretical reading that centres on 

internal consumer states of attention, emotion, and 
participation rather than only on exposure and recall. 
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 AI Within Social Media Environments 
Social media platforms operationalise AI at scale in 

content ranking, creator discovery, ad targeting, and safety 

controls. Newsfeeds, short video streams, and 

recommendation carousels are results of large-scale relevance 

models that learn from user interactions. For marketers, this 

environment provides precision reach and rapid 

experimentation. For consumers, it creates highly curated 

experiences that can feel effortless yet confining. Research 

notes two simultaneous tendencies. Algorithmic 

personalisation can increase perceived relevance and 

enjoyment, which are precursors of engagement. At the same 
time, excessive targeting can produce feelings of 

surveillance, filter bubbles, and reduced autonomy, which 

undermine trust and long-term attachment (Longoni et al., 

2019). 

 

The social graph intensifies these effects. Signals such 

as likes, comments, shares, watch time, and dwell time are 

harvested to infer interest, identity, and social belonging. AI 

leverages these signals to predict what will sustain attention. 

As a result, the pathway from brand stimulus to consumer 

response is mediated by the platform layer. In theory building, 

this implies that consumer engagement in social media is a 
joint product of brand design, platform curation, and peer 

activity, with AI acting as the coupling mechanism among the 

three. 

 

 Consumer Engagement as a Multidimensional Construct 

Consumer engagement has been conceptualised as a 

psychological state that emerges from interactive, co-creative 

consumer brand experiences. It typically includes cognitive, 

emotional, and behavioural dimensions that together explain 

intensity and quality of the relationship beyond mere 

transaction or satisfaction (Brodie et al., 2011; Hollebeek et 
al., 2019). 

 

 Cognitive engagement captures attention, absorption, and 

perceived relevance. 

 Emotional engagement captures affective attachment, 

enjoyment, and passion. 

 Behavioural engagement captures participation in 

activities such as word of mouth, content creation, 

reviews, and advocacy. 

 

In digital and social media settings, engagement is often 
measured through both subjective scales and observable 

traces such as dwell time, click depth, comment frequency, 

share rate, and user-generated content. The theoretical 

importance of engagement lies in its mediating character. It 

represents the interior transformation that links external 

stimuli with durable outcomes such as trust, loyalty, and 

commitment. 

 

 The Stimulus, Organism, Response Tradition 

The S O R tradition from environmental psychology 

interprets behaviour as a function of environmental cues that 

trigger internal states, which then produce approach or 
avoidance responses. Marketing adopted S O R to model store 

atmospherics, website design, and digital interfaces. Within 

AI-enriched environments, the stimulus component now 

includes adaptive chatbots, dynamic recommendations, and 
auto-generated creatives. The organism component 

comprises cognitive load, perceived control, perceived 

personalisation, enjoyment, and the broader engagement 

state. The response includes purchase intention, retention, and 

advocacy. 

 

Two refinements appear in current scholarship. First, 

stimuli are sequential and contingent, so the effective unit is 

a trajectory of micro interactions rather than a single message. 

Second, the organism reacts to the trajectory as a whole. 

Consistency, pacing, and transparency shape emotion and 
attention over time. These refinements encourage a theory 

that treats engagement as an emergent state formed by the 

cadence of AI interactions rather than a point reaction to a 

static ad. 

 

 Technology Acceptance Model in AI-Mediated Marketing 

The Technology Acceptance Model proposes that 

perceived usefulness and perceived ease of use explain 

intention to use technology and subsequent adoption (Davis, 

1989). In marketing, consumers evaluate AI interfaces such 

as shopping assistants or conversational agents on these 

beliefs. When usefulness is high, consumers infer 
instrumental value. When ease of use is high, consumers 

experience fluency and reduced effort. Both beliefs contribute 

to a readiness to interact, which then supports engagement. 

 

Recent theoretical work extends TAM with constructs 

that are salient for AI. Perceived transparency captures the 

clarity of how the system makes inferences. Perceived control 

captures the ability to adjust recommendations or data 

collection. Perceived fairness captures the sense that the 

system treats consumers equitably. These beliefs shape trust, 

which is a precursor of emotional involvement. Hence, TAM 
provides a cognitive foundation for engagement by 

explaining why consumers stay with AI-mediated 

experiences long enough for affective and behavioural 

elements to emerge. 

 

 Uses and Gratifications in Algorithmic Media 

Uses and Gratifications Theory holds that audiences are 

active and seek media that satisfy informational, 

entertainment, social, and identity needs. Social media 

marketing amplified this agency by offering on-demand 

content and participatory affordances. AI further intensifies 

gratification through predictive relevance. Curated feeds and 
personalised ads increase the probability that content aligns 

with latent motives, which increases attention and enjoyment. 

 

At the same time, gratifications become co-constructed. 

What the audience wants is increasingly inferred from prior 

behaviour. The theory, therefore, evolves from pure audience 

agency to negotiated agency. Autonomy remains present but 

is shaped by algorithmic suggestion. In theoretical terms, 

engagement is produced by a dialogue between user goals and 

machine predictions, with satisfaction and loyalty arising 

when this dialogue feels respectful, helpful, and open to 
correction. 
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 Flow Experiences in Personalised Interfaces 
Flow refers to a state of deep absorption that occurs 

when skill and challenge are balanced and when feedback is 

immediate and clear (Csikszentmihalyi, 1990). Digital 

experiences that provide smooth navigation, immediate 

response, and meaningful novelty tend to elicit flow. AI 

personalises these conditions. Recommendation engines 

calibrate challenge and familiarity. Conversational agents 

reduce friction by resolving intent quickly. Creative 

generation tools produce novelty that aligns with user taste. 

 

From a theoretical standpoint, flow provides the 
experiential mechanism by which AI moves consumers from 

casual browsing to sustained involvement. Flow also explains 

why engagement can persist even when consumers are aware 

that a system is automated. What matters is the quality of the 

experiential arc. When AI supports seamless progression and 

meaningful discovery, emotional and cognitive bonds are 

reinforced. 

 

 Trust, Perceived Intrusiveness, and the Ethics of AI-

Mediated Engagement 

Trust is a central antecedent of engagement in 

technology-rich contexts. It draws on perceptions of 
competence, benevolence, and integrity. AI challenges trust 

because inference processes are opaque and because data 

collection is extensive. Perceived intrusiveness arises when 

consumers feel that targeting violates privacy or oversteps 

social norms. Theory suggests that transparency, control, and 

value alignment mitigate intrusiveness and allow trust to 

form. When trust is present, consumers reinterpret 

automation as assistance rather than surveillance, which 

supports positive engagement. 

 

Ethical concerns extend beyond privacy. Algorithmic 
bias, content amplification effects, and manipulation risks 

should be incorporated into marketing theory because they 

affect consumer welfare and long-term brand equity. 

Responsible AI principles, therefore, belong inside 

engagement theory, not beside it, since perceptions of 

responsibility shape affect and participation. 

 

 Retail and Social Media Contexts Compared 

Retail platforms prioritise utility and conversion. Social 

platforms prioritise community and identity. AI expresses 

these priorities differently. In retail, recommendation systems 

optimise for purchase and convenience, which foregrounds 
usefulness, ease, and trust. In social media, relevance models 

optimise for attention and interaction, which foregrounds 

enjoyment, identity work, and belonging. Engagement 

theorising should therefore acknowledge context-specific 

weights. Cognitive engagement may dominate early in retail 

journeys, while emotional engagement may dominate early in 

social journeys. Over time, both converge toward behavioural 

participation and loyalty. 

 

 Consolidated Insights 

The literature converges on three insights. First, AI 
converts marketing stimuli into adaptive interaction streams 

that are capable of eliciting complex internal states. Second, 

consumer engagement is the central psychological process 

through which these streams acquire meaning and lead to 
durable outcomes. Third, classical theories retain relevance 

but require reinterpretation to accommodate negotiated 

agency, algorithmic transparency, and responsibility. 

Together, these insights justify a theory-focused examination 

of AI in digital and social media marketing that treats 

engagement as the key to understanding how technology 

becomes experience. 

 

III. THEORETICAL FOUNDATIONS 

 

The study of Artificial Intelligence in marketing 
requires a multidimensional theoretical base that explains 

how consumers interpret, internalise, and respond to 

algorithmic experiences. Classical models of consumer 

behaviour and media interaction provide valuable insights 

into these processes. Four theoretical perspectives—

Stimulus–Organism–Response (S-O-R), Technology 

Acceptance Model (TAM), Uses and Gratifications Theory 

(UGT), and Flow Theory- form the intellectual foundation of 

this discussion. Together, they explain how AI acts as a 

technological stimulus, how consumers evaluate its utility, 

how they derive gratification from it, and how engagement 

becomes a state of psychological immersion within AI-
mediated environments. 

 

 
Fig 2 Integration of Major Theoretical Perspectives 

Explaining Consumer Engagement in AI-Enabled Maketing  

 

 Stimulus–Organism–Response (S-O-R) Theory 

The S-O-R model, originating from environmental 

psychology (Mehrabian & Russell, 1974), remains a 

cornerstone in explaining behavioural responses to 

environmental cues. It posits that external stimuli (S) 

influence internal psychological and emotional states (O), 

which then drive approach or avoidance responses (R). In 

marketing scholarship, this model has been used to analyse 

store atmospherics, website design, sensory branding, and 
service encounters. 

 

When applied to AI-driven marketing, the stimulus 

component includes algorithmic recommendations, 

automated chat interfaces, and personalised ad placements. 

The organism refers to the consumer’s internal reactions, 

cognitive appraisal, emotional resonance, and perceptual 

interpretation, collectively reflected in the construct of 

engagement. The response dimension captures behavioural 
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consequences such as purchase intention, loyalty, or 
advocacy. 

 

The theoretical strength of S-O-R lies in its ability to 

accommodate both rational and affective elements of 

consumer response. In AI contexts, stimuli are dynamic and 

self-adapting rather than static, meaning the organism 

continuously re-evaluates them. Engagement, therefore, 

represents the fluid psychological bridge between the 

adaptive technological environment and human behaviour. 

This view aligns AI marketing with an experiential rather than 

a transactional paradigm, where value arises from ongoing 
interaction rather than single exposures. 

 

 Technology Acceptance Model (TAM) 

The Technology Acceptance Model (Davis, 1989) 

provides a cognitive-behavioural framework for 

understanding user adoption of technology. It posits that two 

beliefs, perceived usefulness and perceived ease of use, 

determine an individual’s attitude toward a system and 

consequently their intention to use it. The model’s simplicity 

and predictive reliability have made it foundational in digital 

marketing and information systems research. 

 
In AI-mediated marketing, TAM explains how 

consumers cognitively evaluate intelligent systems such as 

recommendation engines or conversational agents. When AI 

tools deliver accurate, contextually relevant suggestions with 

minimal effort, perceived usefulness and ease of use are high. 

These perceptions foster trust, reduce uncertainty, and open 

the pathway for deeper psychological engagement. 

 

Extensions of TAM, such as the Unified Theory of 

Acceptance and Use of Technology (UTAUT), introduce 

constructs like social influence and facilitating conditions, but 
the underlying logic remains consistent: cognitive appraisal 

precedes affective involvement. In AI marketing, this order 

often blurs, since positive emotional experiences generated 

by personalisation can retroactively enhance perceived 

usefulness. TAM thus contributes to theoretical 

understanding by framing the cognitive foundation of 

engagement and demonstrating how technological fluency 

and trust precede sustained consumer involvement. 

 

 Uses and Gratifications Theory (UGT) 

Uses and Gratifications Theory (Katz, Blumler, & 

Gurevitch, 1973) examines why and how individuals actively 
select media to satisfy personal needs. It assumes that 

audiences are goal-oriented, self-aware, and capable of 

choosing media content based on desired gratifications such 

as information, entertainment, social connection, or identity 

expression. 

 

Within AI-mediated digital and social media marketing, 

UGT helps explain the motivational dimension of 

engagement. Consumers interact with AI tools not passively 

but to achieve particular gratifications: to discover products 

aligned with their preferences, to experience tailored 
entertainment, or to express themselves through 

algorithmically enhanced filters and recommendations. AI 

systems intensify these gratifications by learning from 
behavioural patterns and anticipating latent needs. 

 

However, AI also complicates the assumption of full 

audience autonomy. Algorithmic personalisation narrows the 

spectrum of exposure, creating a co-constructed gratification 

process where the system partially determines what users find 

satisfying. From a theoretical standpoint, UGT in the AI era 

must evolve from a model of active selection to one of 

reciprocal adaptation. Engagement becomes the experiential 

outcome of this reciprocal process, a state sustained by the 

perceived alignment between user motives and algorithmic 
offerings. 

 

Thus, UGT grounds the motivational aspect of 

engagement by highlighting how AI transforms the 

gratification-seeking process into an adaptive feedback 

system of prediction and response. 

 

 Flow Theory 

Flow Theory, introduced by Csikszentmihalyi (1990), 

describes a state of complete absorption and intrinsic 

enjoyment that occurs when challenges are balanced with 

personal skills, goals are clear, and feedback is immediate. In 
marketing research, flow explains online experiences where 

users lose awareness of time due to seamless interactivity and 

relevance. 

 

AI technologies create ideal conditions for flow by 

delivering continuous feedback, personalisation, and 

effortless navigation. Recommendation engines adjust 

challenge and novelty by presenting content that is neither too 

familiar nor too complex. Conversational AI offers immediate 

responses, and predictive systems anticipate the next step, 

sustaining the user’s sense of progression. These features 
transform interaction into immersion, where engagement 

transcends conscious effort. 

 

Flow theory adds an experiential dimension to 

engagement, explaining not only why consumers remain 

involved with AI systems but also how this involvement 

becomes self-reinforcing. When AI successfully maintains 

flow, users experience a merging of action and awareness, 

which deepens emotional attachment to the brand or platform. 

This theoretical lens underscores the experiential continuity 

between technology and human consciousness, suggesting 

that engagement is not only a cognitive or affective reaction 
but also a state of experiential harmony achieved through 

algorithmic interactivity. 

 

 Integrative Theoretical Perspective 

Each of the four theories offers a distinct yet 

complementary viewpoint. 

 

 S-O-R explains the structural relationship between 

stimuli, internal states, and responses. 

 TAM clarifies the cognitive evaluation that leads to 

acceptance and initial interaction. 

 UGT identifies motivational gratifications that sustain 

repeated use and emotional satisfaction. 
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 Flow Theory illuminates the experiential intensity that 
defines enduring engagement. 

 

Together, they form a layered theoretical understanding 

of AI in marketing. The consumer’s journey begins with 

cognitive appraisal (TAM), guided by motivational goals 

(UGT), which interact with environmental stimuli (S-O-R) 

and culminate in immersive experience (Flow). Engagement 

is the intersection where these mechanisms converge, where 

cognition, motivation, and emotion integrate through 

sustained human–machine interaction. 

 
This integration confirms that AI marketing must be 

theorised as a psychological ecosystem rather than a 

technological intervention. By situating AI within these 

established theoretical traditions, the paper reaffirms the 

continuity between classical marketing thought and emerging 

algorithmic realities, thereby extending the conceptual 

boundaries of consumer engagement in the digital age. 

 

IV. DISCUSSION AND THEORETICAL 

IMPLICATIONS 

 

The integration of Artificial Intelligence into digital and 
social media marketing signifies more than a technological 

advancement; it represents a paradigmatic shift in how 

marketing must be theorised. Traditional models of 

communication, persuasion, and consumer decision making 

were constructed in an era where human actors controlled 

message creation, distribution, and reception. In contrast, the 

emergence of algorithmic decision systems introduces non-

human agency that interacts with consumers, predicts their 

needs, and alters their cognitive and emotional pathways. 

This transformation necessitates a deeper theoretical 

understanding of consumer engagement as a psychological 
and sociotechnical construct rather than merely a behavioural 

outcome. 

 

 
Fig 3 Conceptual Representation of Consumer Engagement 

as a Mediating Psychological State in AI-Mediated 

Marketing  

 Reframing Engagement in an AI-Driven Context 
In classical marketing theory, engagement was often 

conceptualised as a post-consumption or post-exposure 

response characterised by loyalty, satisfaction, or advocacy. 

However, within AI-mediated environments, engagement 

precedes and coexists with consumption. It evolves through 

continuous feedback between consumers and algorithmic 

systems. AI creates stimuli that are adaptive, responsive, and 

predictive, meaning engagement becomes an ongoing co-

creation process between human users and intelligent 

systems. 

 
The S-O-R framework explains this by viewing AI as 

the evolving stimulus and engagement as the organismic state 

that interprets and integrates technological input into 

meaningful experience. TAM adds that such engagement is 

predicated upon perceptions of ease, usefulness, 

transparency, and trust. UGT emphasises that engagement 

persists when AI interactions satisfy consumers’ cognitive, 

emotional, and social gratifications, while Flow Theory 

explains how AI sustains deep attention and immersion 

through seamless interactivity. 

 

Therefore, engagement in AI marketing is not linear but 
cyclical. Each interaction informs the algorithm, which in 

turn refines the stimulus, generating new patterns of 

involvement. The consumer is simultaneously a participant 

and a data source, and this dual role transforms engagement 

into a feedback-oriented psychological state rather than a 

discrete response. 

 

 Expansion of Theoretical Boundaries 

AI challenges existing theories by extending their scope 

beyond human agency. The S-O-R model traditionally 

considers stimuli as human-designed cues. In AI systems, 
however, stimuli are generated and modified autonomously. 

This autonomy redefines the nature of stimulus control and 

requires scholars to conceptualise adaptive stimuli, those that 

evolve in response to consumer interaction. 

 

Similarly, TAM’s focus on user cognition must now 

account for affective dimensions. The “ease of use” in AI is 

often emotional rather than mechanical, deriving from the 

perceived empathy and responsiveness of chatbots or 

recommendation engines. UGT, which privileges active 

audience selection, must expand to include machine-

determined gratifications, where algorithms pre-select 
content that aligns with inferred preferences. Flow Theory, 

too, acquires a technological layer: it must now consider 

algorithmically sustained flow, where feedback loops are 

engineered to maintain immersion. 

 

Together, these theoretical expansions indicate that 

marketing scholarship must adopt a human–machine 

symbiotic perspective, where cognitive, affective, and 

experiential dimensions are shaped by both conscious choice 

and algorithmic orchestration. 

 
 Reconceptualising the Consumer 

AI redefines the consumer’s role from a decision-maker 

to a co-evolving participant in an algorithmic ecosystem. The 
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traditional consumer decision journey, awareness, 
consideration, purchase, loyalty, has become iterative and 

data-driven. Each engagement instance informs predictive 

models that influence subsequent choices. Theoretically, this 

shifts the emphasis from consumer autonomy to co-

determinism, where consumer behaviour and algorithmic 

prediction co-construct each other. 

 

From a behavioural theory standpoint, this evolution 

does not eliminate consumer agency but reframes it. 

Engagement is the mechanism through which consumers 

retain psychological agency, through selective attention, 
emotional investment, and interpretation, even within 

machine-curated environments. Thus, engagement becomes 

both a site of empowerment and a potential site of influence, 

making its study central to understanding the ethics and 

psychology of AI marketing. 

 

 
Fig 4 Cycle of Human -AI Interaction and Adaptive 

Engagement for-Mation in digital Marketing Ecosystems 

 
 Ethical and Societal Dimensions in Theorising AI 

Marketing 

A comprehensive theoretical understanding of AI in 

marketing must incorporate ethical and societal 

considerations. Unlike traditional advertising stimuli, AI 

systems operate continuously and invisibly. They collect and 

analyse personal data, influence cognitive load, and shape 

perceptions subtly through recommendation logic. This raises 

theoretical questions about autonomy, manipulation, and 

informed consent. 

 
Trust emerges as a critical construct linking 

technological function to consumer emotion. Perceived 

transparency, fairness, and benevolence of AI systems 

determine whether engagement becomes positive or 

exploitative. Scholars must therefore integrate responsible AI 

principles, fairness, explainability, and accountabilityinto 

marketing theory. Ethical considerations are not peripheral 

but integral to theoretical coherence, as consumer perceptions 

of morality influence emotional attachment, satisfaction, and 
loyalty. 

 

Furthermore, AI-mediated environments may amplify 

social and cognitive biases. Algorithmic reinforcement can 

create echo chambers that limit exposure to the diversity of 

thought. Theoretical models should address how such 

reinforcement affects long-term brand relationships and 

societal well-being. This inclusion would advance marketing 

theory toward a more humanistic and sustainable orientation. 

 

 Theoretical Synthesis and Implications for Scholarship 
Synthesising across the four theoretical traditions 

provides several key implications for academic research: 

 

 Integration of Cognitive and Affective Mechanisms: TAM 

and S-O-R highlight cognitive appraisal, while UGT and 

Flow Theory highlight affective and experiential 

processes. Future theory must unify these perspectives to 

explain how AI simultaneously appeals to rational 

evaluation and emotional resonance. 

 Engagement as a Mediating Psychological State: 

Engagement is neither purely internal nor purely 
behavioural. It is a relational construct that mediates the 

technological stimulus and behavioural outcome. This 

reconceptualisation requires new theoretical models that 

treat engagement as processual and dynamic. 

 Adaptation of Theories to Algorithmic Contexts: Classical 

theories remain valid but must be adapted to 

accommodate algorithmic interactivity, machine learning 

adaptation, and co-created experiences. Theorists should 

develop constructs such as “algorithmic flow,” “adaptive 

stimulus,” and “reciprocal gratification.” 

 Bridging Human and Technological Agency: The dual 

agency of consumers and AI systems challenges 
anthropocentric models of marketing. Theoretical 

progress depends on recognising algorithms as co-actors 

in the engagement process, requiring integration of 

behavioural science with data science and ethics. 

 Methodological and Conceptual Expansion: Theories 

rooted in static cause–and–effect relationships must 

evolve toward dynamic, systems-oriented paradigms. 

Engagement in AI marketing should be conceptualised as 

a state maintained through continuous loops of 

interaction, perception, and feedback. 

 
By articulating these implications, the paper extends 

marketing theory beyond descriptive or predictive models 

and toward a philosophical understanding of human–

technology interdependence. The theoretical lens of 

engagement thus becomes the foundation for understanding 

the psychological continuity between artificial systems and 

human experience. 

 

https://doi.org/10.38124/ijisrt/25nov366
http://www.ijisrt.com/


Volume 10, Issue 11, November – 2025                               International Journal of Innovative Science and Research Technology 

ISSN No: -2456-2165                                                                                                          https://doi.org/10.38124/ijisrt/25nov366 

 

 

IJISRT25NOV366                                                                www.ijisrt.com                                                                                    418 

 
Fig 5 Ethical Balance Between Opportunity and Risk in AI-

Mediated Consumer Ngagement  

 

V. CONCLUSION AND FUTURE RESEARCH 

DIRECTIONS 

 
The rapid diffusion of Artificial Intelligence across 

digital and social media marketing has generated a profound 

transformation in the way scholars and practitioners 

conceptualise the consumer–brand relationship. This paper 

has argued that AI must not be interpreted merely as a 

technological advancement or managerial tool but as a 

paradigm-altering phenomenon that reshapes the 

psychological foundations of marketing theory. By 

synthesising insights from the Stimulus–Organism–Response 

(S–O–R) model, the Technology Acceptance Model (TAM), 

Uses and Gratifications Theory (UGT), and Flow Theory, this 

study provides an integrated theoretical understanding of how 
AI influences cognition, emotion, and behaviour through the 

mediating process of consumer engagement. 

 

AI-enabled marketing operates as an adaptive 

environment where human and machine interactions 

continuously redefine the nature of stimuli, experience, and 

response. Engagement, within this context, emerges as the 

central psychological construct that connects algorithmic 

intelligence with human meaning-making. It embodies the 

convergence of attention, trust, emotion, and participation, 

reflecting how consumers translate machine-mediated 
communication into authentic experiences of involvement 

and attachment. This reconceptualisation of engagement 

marks a departure from static, transaction-oriented models 

and shifts theoretical focus toward dynamic systems of co-
creation and adaptation. 

 

The theoretical implications of this work are multi-fold. 

It broadens the interpretive scope of the S–O–R paradigm by 

introducing algorithmic stimuli that evolve through real-time 

feedback. It extends TAM by incorporating affective and 

ethical dimensions such as perceived empathy and 

transparency. It reframes UGT by recognising algorithmic co-

determination of gratifications rather than complete user 

autonomy. It further enriches Flow Theory by explaining how 

machine-generated personalisation sustains cognitive 
absorption and emotional resonance. Collectively, these 

reinterpretations position AI as an active participant in the 

marketing communication process, endowed with the 

capacity to evoke, regulate, and personalise engagement. 

 

From an ethical and societal perspective, the theoretical 

discussion also underscores the dual nature of AI marketing. 

While it enhances efficiency and relevance, it raises concerns 

regarding privacy, autonomy, bias, and manipulation. 

Responsible AI principles, transparency, explainability, and 

fairnessmust therefore be embedded within the theoretical 

structure of marketing itself, not treated as peripheral 
constraints. The evolution of engagement in AI-mediated 

environments will depend on the moral legitimacy of the 

systems that shape it. 

 

The future of theoretical research in this domain lies in 

exploring four critical frontiers. 

First, future studies should develop integrative models that 

explicitly link human cognitive theory with computational 

learning theory, acknowledging the bidirectional influence 

between human experience and algorithmic 

prediction.Second, scholars should examine cross-cultural 
and contextual variations in AI perception, as trust and 

engagement are socially conditioned phenomena that vary 

across cultural norms and technological infrastructures. 

 

Third, longitudinal theoretical inquiry should focus on 

the temporal evolution of engagement within adaptive AI 

systems, analysing how repeated interaction transforms 

consumer agency, expectation, and identity.Fourth, 

interdisciplinary research should incorporate insights from 

psychology, data ethics, and human–computer interaction to 

establish a comprehensive philosophy of AI in marketing that 

is both human-centred and technologically grounded. 
 

In conclusion, AI has redefined marketing not simply as 

a practice of persuasion but as a field of intelligent interaction 

where human consciousness and computational logic coexist. 

Understanding this transformation demands theoretical 

frameworks that can articulate the psychological continuity 

between natural and artificial cognition. By positioning 

consumer engagement as the mediating essence of this 

relationship, the present paper contributes to the theoretical 

evolution of marketing in the age of intelligent automation. It 

invites scholars to pursue a deeper, ethically conscious 
exploration of how technology and humanity jointly construct 

the meaning of modern marketing experience. 
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