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 This study investigates the impact of artificial intelligence (AI)-

powered advertising on brand equity and purchase intentions among 

Tunisian webroomers. Drawing on flow theory and the theory of 

reasoned action, we develop a conceptual model linking AI-based 

advertising to consumer responses. A survey of 350 Tunisian 

students was conducted after exposing participants to an AI-powered 

advertising campaign, and the data were analyzed using structural 

equation modelling (SEM). The findings confirm that AI-powered 

advertising significantly enhances both brand equity and 

webroomers’ purchase intentions. Reliability and validity tests 

further support the robustness of the measurement model. By 

addressing an underexplored context in North Africa, this research 

contributes to the literature on AI in digital marketing and consumer 

behaviour. The results also provide meaningful managerial 

implications for companies seeking to leverage AI-based advertising 

to strengthen brand equity and stimulate purchase intentions. 
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1. Introduction  

 

Nowadays, the impact of new technologies, consumers’ evolving needs, and their implementation in 

the digital marketing sector are considered important by academics and practitioners. In this context, it is 

crucial for companies to quickly reach consumers who actively participate in digital environments. Many 

firms aiming to differentiate themselves from competitors and gain a competitive advantage increasingly 

use different digital marketing methods. One of the evolving trends in interactive communications is 

artificial intelligence (AI)-based marketing. In response, companies are increasingly adopting AI-based 

intelligent communication methods, which allow them to deliver personalized and optimized advertising 

messages to web users. They also seek effective ways to develop favorable attitudes toward AI-based 

intelligent advertising. AI-based advertising involves persuading people to purchase products and services 

by delivering more targeted and immersive messages and can engage online consumers with a brand. The 

main objective of this study is to demonstrate the impact of AI-powered intelligent advertising on 

webroomers' brand value and behavioral intentions. 

https://journal.uitm.edu.my/ojs/index.php/jibe
mailto:nesrinemzide@gmail.com
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To ensure the originality of this study, a systematic literature review was conducted using Scopus and 

Google Scholar to identify existing research on AI-powered advertising, brand equity, and webroomers’ 

purchase intentions (Misra et al.,2024; Branca et al., 2023; Fan et al., 2020; Varsha et al., 2021). While 

similar studies have been conducted in other countries and regions, very few have focused on Tunisia, 

highlighting the novelty and local relevance of this research.  

 

Marketing research suggests that product trials influence webroomers because they can better judge 

product qualities (Branca et al., 2023; Hamilton & Thompson, 2007). Online, the inability to physically try 

products is considered one of the major barriers to purchasing them (Ebrahimabad et al., 2024). To address 

this issue, companies have started exploring technological solutions to bring the virtual experience closer 

to the real-life experience (Halim et al.,2023). Artificial intelligence (AI) is an innovative technology that 

allows users to virtually try on products. According to Fan et al. (2020), AI represents an emerging 

technological advancement in the field of marketing, creating a closer connection between the user's 

physical environment and virtual elements. Thus, the user experience becomes more immersive, dynamic, 

interactive, and realistic (Branca et al., 2023). 

 

The importance of AI-based advertising lies in its ability to help companies effectively promote their 

products or services to potential customers, accelerate the sales process, and strengthen brand awareness. 

AI technology plays a key role in advertising effectiveness, enabling accurate ad delivery, improving click-

through and conversion rates, and analyzing user interests, preferences, and behavior. Despite its significant 

potential, virtual try-on remains a relatively new concept in the global e-commerce space. Research on this 

topic focuses primarily on the emotional aspects of the user experience, while few studies have explored 

its role as a tool to facilitate webroomers' decision-making (Bakly et al., 2024; Bretos et al., 2024; Herliana 

et al., 2024). Varsha et al. (2021) state that "despite the growing importance of AI in marketing, research 

on its application in branding remains limited and poorly defined," leaving many unanswered questions 

regarding the effects of AI on webroomers' responses. 

 

To address this gap, the study aims to answer the following central question: How does AI-based 

advertising affect webroomers' brand equity and purchase intentions? Grounded in Flow Theory, which 

explains how personalized and immersive AI-generated ads can capture consumers' attention and engage 

them in an optimized experience (Rodgers & Nguyen, 2022), and the Theory of Reasoned Action (TAR) 

developed by Ajzen and Fishbein (1975), which examines how attitudes influence intentions and behavior, 

we develop a conceptual model linking AI-based advertising to webroomers' brand equity and behavioral 

intentions. 

 

A quantitative study was conducted using an online questionnaire distributed to 350 Tunisian students, 

who were invited to try a "virtual fitting" site as part of an AI-powered advertising campaign before 

completing the survey. Data were analyzed using structural equation modeling (SEM). This methodology 

allows for the evaluation of hypothesized relationships between AI-based advertising, brand equity, and 

purchase intentions while ensuring reliability and validity. This research contributes to the literature by 

extending the understanding of AI applications in digital marketing and consumer behavior in North Africa. 

It addresses a clear knowledge gap by focusing on the Tunisian context, where few studies have examined 

the impact of AI-powered advertising on webroomers' brand equity and purchase intentions. Furthermore, 

the findings have practical significance for companies and policymakers, providing evidence to optimize 

advertising strategies, enhance consumer engagement, and promote digital innovation in emerging markets. 

The remainder of the paper presents the theoretical background and hypotheses, methodology, results, and 

implications. 

2. Theoretical context   

2.1 Flow Theory 
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     In this research, the author presented the Flow Theory, which represents a mental state in which a person 

is completely persuaded by artificial intelligence (AI). This theory provides a relevant framework for 

understanding how personalized and immersive AI-generated ads can capture consumers' attention and 

engage them in an optimized experience. In this case, AI is positioned as a facilitator of flow by 

personalizing ads and reducing interruptions. Therefore, when webroomers are in a state of flow thanks to 

immersive ads, they develop a positive attitude toward the brand, thus increasing its perceived value and 

strengthening their behavioral intentions. Recent studies, such as those conducted by Rodgers & Nguyen 

(2022), have highlighted the importance of advertising as a field of marketing in which AI-based algorithms 

can help formulate improvements in planning and strategy. 

2.2 Theory of Reasoned Action (TAR) 

      The theory of reasoned action (TAR) is a theoretical framework that explores the nature and role of 

consumer experiences in the purchasing process. Developed by Ajzen and Fishbein in 1975, the theory of 

reasoned action is part of social psychology and maintains that individuals' attitudes toward an object or 

situation directly influence their intentions, which in turn shape their behavior. This theory is widely used 

in various fields of study, particularly in consumer behavior analysis, where it allows for the examination 

of purchase intentions and associated behaviors. According to this theory, individuals consciously evaluate 

the consequences of alternative behaviors and choose the most desirable action among the available 

alternatives. This research draws on this theory to understand webroomers’ behavioral intentions. 

 

2.3 Research hypotheses 

 

    This research expands the literature by simultaneously integrating the effect of AI-powered advertising 

on brand value and webroomers' behavioral responses. As a developing Arab country, Tunisia is notable 

for a lack of studies devoted to artificial intelligence, which emphasizes the relevance of this study. The 

conceptual model (Figure 1) will be detailed in the following sections.  

 

2.3.1 The Impact of AI-Powered Advertising on Brand Equity 

    Most research demonstrates a consensus highlighting the ability of artificial intelligence (AI) advertising 

to enhance brand equity, such as the study by Tadimarri et al. (2024), which explores the positive and 

significant relationship between these two constructs. They state that "AI enables the creation of 

personalized advertising campaigns that strengthen consumer brand engagement." According to Viswanath 

et al. (2023), the use of AI helps personalize customer interactions, thus increasing advertising effectiveness 

and contributing to building brand equity. They add that AI helps maintain innovative advertising, which 

improves brand recognition and loyalty. Sadiku et al. (2021) state that AI enables better audience insights 

and more precise content targeting, thereby strengthening brand equity. Therefore, the hypothesis is 

formulated: 

H1: AI-based advertising has an effect on brand value. 

 

2.3.2 The Impact of AI-Powered Advertising on Webroomers' Purchase Intentions 

    AI-powered advertising content creation allows advertisers to effectively respond to webroomers' 

expectations and preferences in real time, driving engagement and purchase intentions. Research has shown 

that AI significantly improves the webroomer experience, influencing their purchasing behaviors (Ariffin, 

et al.,2020). For example, we cite the study by Ho Nguyen et al. (2022), which explores the importance of 

AI in making advertising more relevant and less intrusive. This leads to an improvement in webroomers' 

attitudes toward ads, which, in turn, positively influences their purchase intentions. Similarly, Huang 

(2024), Weismueller et al. (2020) and Xia & Bechwati (2008) have highlighted the positive impact of AI-

powered advertising on webroomers' purchase intentions.  

H1: AI-based advertising has an effect on webroomers' purchase intentions. 
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Based on the above description and analysis of various models, Figure1 shows the research model. 

Figure 1. The research model 
 

3. Research Methodology 

   

A quantitative study was conducted using an online questionnaire distributed to 350 students. Before 

completing the survey, participants were asked to engage with a “virtual fitting” site and follow a link as 

part of an AI-powered advertising campaign. This procedure was designed to provide participants with a 

clearer understanding of the study’s context. 

 

The sample was drawn using a probabilistic random sampling approach and aimed to represent the 

Tunisian student population. Efforts were made to ensure diversity by including participants from different 

educational levels, professional backgrounds, and with varying experiences of AI-powered virtual tools. 

Students were considered particularly relevant for this research because of their strong engagement with 

social media, frequent use of online platforms, and ability to interact easily with virtual fitting sites. Their 

profile thus offered both relevance to the study and efficiency in data collection. The survey was conducted 

via Google Forms beginning in November 2024. Each participant received two links: one leading to an AI-

powered advertising campaign—Gary & Bary’s Peanut Butter: The World’s First AI-Generated Ad and 

another leading to the online questionnaire. Data collection extended over three months, with participants 

spending an average of 22 minutes to complete the survey. 

 

The design of the questionnaire followed three guiding principles: clear conceptualization of each 

variable, alignment with the study’s objectives, and the use of reliable measurement scales. Interval-type 

scales in Likert format (five points) were adopted. The questionnaire contained 11 items, which were 

refined through a pre-testing process. In total, 450 students were invited, yielding 350 valid responses, 

resulting in a 77% response rate. This rate was sufficient to support a robust quantitative analysis, though 

generalization is limited to Tunisian students. For data analysis, exploratory factor analysis was first applied 

to examine relationships among measured variables and refine the scales (Carricano & Poujol, 2010). 

Confirmatory factor analysis was then employed to validate the measurement model and the instruments 

used to evaluate the study’s constructs (Akrout, 2018). 

 

4. Results 

 

Table 1 presents the descriptive characteristics of the study sample. Out of 450 individuals initially 

contacted, 350 valid responses were obtained, resulting in a response rate of 77%. The sample consisted of 

42.8% male respondents (n = 150) and 57.2% female respondents (n = 200). In terms of age distribution, 

the largest group was under 25 years old (44.2%), followed by those aged 25–30 (28.6%) and participants 
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over 30 years old (27.2%). Regarding educational attainment, 34.3% of respondents held a bachelor’s 

degree, while the majority (65.7%) possessed a master’s degree. These demographic patterns suggest that 

the sample was both diverse and reflective of the targeted student population. 

 

Table 1. Descriptive characteristics of the sample 

Description N % 

Number of individuals contacted 450 - 

Final sample size 350 - 

Response rate  - 77.0 

Gender  Male  150 42.8 

Female  200 57.2 

Total 350 100.0 

Age <25 155 44.2 

25 – 30 100 28.6 

>30 95 27.2 

Total 350 100.0 

Education level Bachelor’s Degree 120 34.3 

Master’s Degree 230 65.7 

Total 350 100.0 

    

The collected data were analyzed using AMOS 21 software and the analysis will be carried out in several 

key steps. First, the critical coefficient (cr) for each hypothesized relationship is calculated, which must be 

greater than 1.96, using a significance test "p" less than 0.05 to verify the existence of an effect between 

the tested variables. Then, the standardized regression coefficient must be greater than 0.7. The analysis, 

verified that all variables have standardized regression coefficients greater than 0.7 and are statistically 

significant (see Table 2).  

 

Table 2.  Measurement Model Results 

 

Constructs 
Items 

Contributions 

Factorielles SMC 

 

Cronbach’s 
α 

 

AVE 

 

Error 
variance 

AI-Powered 
Advertising 

PUBIA1 0.799 0.666 0.766 0.846 0.055 

PUBIA2 0.774 0.638 0.057 

PUBIA3 0.777 0.653 0.064 

PUBIA4 0.740 0.633 

0.782 0.826 

0.051 

Brand value 

VM1 0.400 0.644 0.050 

VM2 0.788 0.490 0.055 

VM3 0.796 0.633 0.056 

VM4 0.744 0.650 0.052 

Webroomers' 
purchasing intentions 

 

IAW1 0.530 0.645 
0.755 

0.895 

0.045 

IAW2 0.814 0.650 0.049 

IAW3 0.865 0.685  0.043 
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Next, the reliability was assessed using Cronbach’s alpha, which is considered acceptable when the 

value exceeds 0.70 (Fornell & Larcker, 1981). Following this analysis, convergent and discriminant validity 

were examined in line with the criteria established by Fornell and Larcker (1981). For convergent validity, 

the average variance extracted (AVE) was confirmed to exceed the recommended threshold of 0.50, 

indicating strong construct consistency. In addition, the square root values of the AVE were all greater than 

the inter-construct correlations, as shown in Table 3. Regarding discriminant validity, the t-test results 

(critical ratio, CR) were significant and above 1.96, while the AVE values also exceeded 0.50. Together, 

these findings confirm the internal consistency and validity of all constructs. 

 

Table 3. Correlations and Square Root of AVE 

 

 

 

 

 

 

4.1 Structural Model Analysis 

Confirmatory factor analysis demonstrated a satisfactory fit between the measurement model and the 

data. The results showed that all fit indices met established conventional thresholds. Fit indices such as GFI 

(Goodness of Fit) and AGFI (Adjusted Goodness of Fit) range between 0 and 1. The closer these values  to 

1, the better the model fit (Akrout, 2018). The RMR (Root Mean Square Residual) must be less than or 

equal to 0.05 to indicate a satisfactory fit, reflecting low residuals. Similarly, an RMSEA ≤ 0.05 indicates 

an excellent fit, while a value between 0.05 and 0.08 indicates a good fit. Furthermore, the NFI, TLI, and 

CFI indices should ideally exceed 0.90 (Akrout, 2018). Finally, the Chi-square ratio (χ²/df) must be less 

than 5 to ensure a suitable model. Furthermore, the results comply with these recommendations (see Table 

4). The values of the various model fit indices are detailed there. 
 

Table 4. Structural Model Fit Indices 

 

 

4.2 Hypotheses Testing 

All research hypotheses H1 and H2 were supported. The results of the confirmatory factor analysis 

(CFA) show that artificial intelligence (AI)-based advertising positively affects brand value (H1) (β = 0.39, 

p < 0.005) and webroomers' purchase intentions (H2) (β = 0.49, p < 0.005). Table 5 summarizes all the 

hypotheses supported in the estimated structural model. 

Table 5. Structural Model Results 

Hypotheses Coefficient  “p” value Result 

H1: AI-based advertising has a positive effect on 
brand equity 

0.45 0.002 Validated  

 PUBIA VM IAW 

PUBIA 0.845   

VM 0.455 0.984  

IAW 0.589 0.289 0.955 

 GFI AGFI RMR RMSEA NFI TLI CFI Chi-
square 

Acceptable limits 

 

>0.90 >0.90 ≥ 0.05 ≤ 0.08 
 

> 0.90 > 0.90 > 0.90 < 5.00 

  Value measures 0.755 0.43 0.054 0.087 0.633 0.751 
 

0.753 
 

2.563 
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H2: AI-based advertising has a positive effect on 
webroomers’ purchase intentions 

0.32 0.015 Validated 

 

5. Theoretical and Managerial Implications 

5.1  Theoretical Implications 

The study has made significant contributions to understanding the consequences of artificial intelligence 

(AI)-based advertising and to studying its effects on webroomers' brand equity and purchase intentions. 

The theoretical contributions of this study are consistent with previous research that has sought to explore 

the inherent consequences of using artificial intelligence (AI) (Alkaied et al., 2024; Chap, 2022; Febriani 

et al., 2022; McCarthy, 2007; Fetzer, 1990). 

This study contributes to the literature by integrating artificial intelligence (AI) into the field of 

advertising and examining its effects on webroomers’ brand equity and purchase intentions within a unified 

conceptual framework. In doing so, it highlights the relevance of these constructs in the specific context of 

webrooming. This conceptual clarification establishes a coherent foundation for understanding 

webroomers’ behaviors and offers a framework that can support more in-depth analyses in future research. 

It also enables both researchers and practitioners to approach webrooming in a more systematic and 

rigorous way. By grounding the study in established theories, this work further enhances the understanding 

of webroomers’ online behaviors and points to strategies that can strengthen trust and security in the digital 

environment. 

5.2  Managerial Implications 

From a practical perspective, this research provides evidence-based recommendations to companies, 

advertisers, and marketing managers seeking to optimize their advertising campaigns by integrating 

artificial intelligence (AI). The study highlights the positive impact of AI-powered advertising on brand 

equity and web roomers' purchase intentions, thus offering strategic levers for brands seeking to strengthen 

their competitiveness in the digital market. 

More broadly, these findings underscore the importance of AI in designing advertising strategies. 

Indeed, AI enables refined targeting, improved content personalization, and increased marketing campaign 

effectiveness. In this context, brand equity management is becoming an essential tool for companies, 

enabling them to maximize the exposure and economic impact of their advertising campaigns. 

Marketing managers must pay particular attention to creating engaging advertising content, leveraging 

AI capabilities to generate personalized and interactive messages. For companies looking to strengthen 

their brand equity among webroomers, effective online communication is crucial, fostering emotional 

engagement and recognition of perceived benefits. Adopting a variety of formats (videos, infographics, 

personalized recommendations, interactive chatbots) as well as leveraging geofencing and behavioral data 

can optimize the reach and impact of AI-powered advertising campaigns. By integrating these strategies, 

companies can not only increase brand awareness but also boost purchase intentions and loyalty among 

webroomers in a constantly evolving digital environment. 

5.3  Limitations and Future Research Directions 

Although this study has made significant advances in understanding the effects of AI on webroomers' 

brand value and purchase intentions, particularly in the Tunisian context, certain limitations must be 

considered in future research. First, this study focuses exclusively on the Tunisian context. While this 

choice provides valuable insights, it limits the generalizability of the results to other contexts. Indeed, 
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Tunisian consumers often have specific perceptions of AI-based advertising, which may differ from those 

in other countries. 

This study focused exclusively on Tunisian students who use AI, which may limit the representativeness 

of the findings for the broader population of webroomers. Student behavior can differ from that of other 

consumer groups, particularly in terms of age, purchasing power, and digital experience. In addition, the 

analysis concentrated on only two variables—brand value and webroomers’ purchase intention—without 

accounting for other factors that might moderate or reinforce these relationships. Variables such as trust in 

AI or concerns about privacy protection could provide valuable insights and should be examined in future 

research. 

6. Conclusion 

 

Artificial intelligence (AI)-powered advertising has reshaped how online brands interact with 

webroomers. By generating personalized advertising messages, AI enhances the user experience (UX) and 

fosters stronger consumer engagement. This study highlights the importance of content relevance in 

intelligent advertising, showing that personalized, relevant messages have a significant and positive 

influence on webroomers’ attitudes and purchase intentions. 

 

The findings suggest that AI is a central pillar for strengthening branding and brand equity. The first 

hypothesis confirmed the impact of AI-powered advertising on brand equity (β = 0.45). This result is 

consistent with the role of AI in optimizing advertising and consumer targeting, while simultaneously 

improving user experience. Advances in AI, such as voice search and recommendation algorithms, also 

contribute to more seamless brand discovery. As Alqasa (2023) notes, the analytical, learning, and 

simulation capabilities of AI significantly influence brand value by enabling brands to create deeper 

emotional and social connections with consumers. These results align with Suraña-Sánchez and 

Aramendia-Muneta (2024), who demonstrate AI’s effectiveness in boosting customer and advertising 

engagement, as well as Sadiku et al. (2021), who also reported a significant relationship between AI and 

branding outcomes. 

 

The second hypothesis confirmed the positive and significant effect of AI-based advertising on 

webroomers’ purchase intentions (β = 0.32). This finding supports earlier studies such as Chowdhury et al. 

(2024), who emphasized AI’s role in transforming the purchasing journey into a more interactive, 

personalized, and fluid process that enhances engagement and trust. Dwivedi et al. (2021) also underlined 

the importance of investigating AI in advertising to better understand its impact on consumer perception. 

Similarly, studies by Hagen et al. (2020), Mariani and Borghi (2021), Miao et al. (2022), and Perez-Vega 

et al. (2021) confirm AI’s ability to reinforce purchase intentions among digital consumers. 

 

The analysis further suggests that content relevance, conversion rates, and return on investment (ROI) 

are key indicators for assessing the effectiveness of AI-powered advertising. However, the literature still 

lacks clear and validated measures for these variables, with most research focusing on general aspects of 

digital advertising. This methodological gap points to an opportunity for future research to design robust 

measurement scales adapted to the AI context. 

 

Overall, the findings indicate that AI-powered advertising holds significant promise for enhancing 

webroomer engagement and improving campaign performance. Greater attention, however, must be given 

to how the effectiveness of AI advertising is measured. Collaboration between researchers and practitioners 

will be crucial in developing accurate measurement tools that can optimize advertising strategies and enrich 

the user experience. Future studies could also explore how personalization and content relevance interact 

to shape webroomers’ purchasing behaviors in a rapidly evolving digital environment.  

 



68 Nesrine. / Journal of International Business, Economics and Entrepreneurship / Vol. 10 No. 2, 2025 

 UiTM Press, Universiti Teknologi MARA 

Funding Declaration 

 

This research received no external funding 

 

Acknowledgment  

The author would like to thank colleagues, students and institutions who contributed to data collection 

and provided helpful suggestions.  

. 

Conflict of Interest  

 

The author declares no conflict of interest in conducting or publishing this research.  

 

References  

Ajzen, I., & Fishbein, M. (2000). Attitudes and the attitude-behavior relation: Reasoned and automatic 

processes. European review of social psychology, 11(1), 1-33. 

Akrout, F. (2018). Les méthodes des équations structurelles, Sfax, (2nd ed.).: Imprimerie Reliure d'Art. 

Alkaied, R. N., Khattab, S. A., Al Shaar, I. M., Zaid, M. K. A., & Al-Bazaiah, S. A. (2024). The impact of 

artificial intelligence on re-purchase intentions: the mediation approach. Бизнес-

информатика, 18(3), 87-107. 

Alqasa, K. M. A. (2023). Impact of artificial intelligence-based marketing on banking customer satisfaction: 

examining moderating role of ease of use and mediating role of brand image. Transnational 

Marketing Journal, 11(1), 167-180. 

Ariffin, S., Manan, H. A., Maknu, T. S. R., & Zakaria, F. N. (2020). Effects of social media advertisements 

on intention to purchase health and beauty products. Journal of International Business, Economics 

and Entrepreneurship, 5(1), 59-59. 

Bakly, F. N., Md Yusop, H., Abdullah, N., & Mohd Lokman, N. S. (2024). Consumer online buying 

behavior on social media platform in Malaysia: a conceptual paper. Journal of International 

Business, Economics and Entrepreneurship (JIBE), 9(2), 92-101. 

Branca, G., Resciniti, R., & Loureiro, S. M. C. (2023). Virtual is so real! Consumers' evaluation of product 

packaging in virtual reality. Psychology & Marketing, 40(3), 596-609. 

Bretos, M. A., Ibáñez-Sánchez, S., & Orús, C. (2024). Applying virtual reality and augmented reality to the 

tourism experience: a comparative literature review. Spanish Journal of Marketing-ESIC, 28(3), 

287-309.  

Alhaddad, A. A. (2015). The effect of advertising awareness on brand equity in social media. International 

Journal of e-Education, e-Business, e-Management and e-Learning, 5(2), 73. 

Carricano, M., Poujol, F (2010). Analyse de données avec SPSS®. Pearson Education France. 

Chap, C. (2022). How Machine Learning Artificial Intelligence Improves Users' Perceptions of Facebook 

Ads: A Model of Personalization, Advertising Value and Purchase Intention. Ohio University. 

Chowdhury, S., Basu, S., Ashoka, N., & Singh, P. K. (2024). Influence of AI driven Digital Marketing on 

Consumer Purchase Intention: An Empirical Study. Journal of Informatics Education and 

Research, 4(2), 575-582. 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., ... & Wang, Y. (2021). 

Setting the future of digital and social media marketing research: Perspectives and research 

propositions. International journal of information management, 59, 102-168. 

Ebrahimabad, F. Z., Yazdani, H., Hakim, A., & Asarian, M. (2024). Augmented reality versus web-based 

shopping: how does Ar improve user experience and online purchase intention. Telematics and 

Informatics Reports, 15, 100152. 

Hamilton, R. W., & Thompson, D. V. (2007). Is there a substitute for direct experience? Comparing 

consumers' preferences after direct and indirect product experiences. Journal of Consumer 

Research, 34(4), 546-555.  



69 Nesrine. / Journal of International Business, Economics and Entrepreneurship / Vol. 10 No. 2, 2025 

 UiTM Press, Universiti Teknologi MARA 

Fan, X., Chai, Z., Deng, N., & Dong, X. (2020). Adoption of augmented reality in online retailing and 

consumers’ product attitude: A cognitive perspective. Journal of Retailing and Consumer Services, 

53, 101986.  

Febriani, R. A., Sholahuddin, M., & Kuswati, R. (2022). Do Artificial Intelligence and Digital Marketing 

Impact Purchase Intention Mediated by Perceived Value? Journal of Business and Management 

Studies, 4(4), 184-196. 

Fetzer, J. H. (1990). What is artificial intelligence? In Artificial intelligence: Its scope and limits Dordrecht: 

Springer Netherlands, 3-27.  

Fornell, C. (1981). Structural equation models with unobservable variables and measurement error: Algebra 

and statistics. 

Hagen, L., Uetake, K., Yang, N., Bollinger, B., Chaney, A. J. B., Dzyabura, D., Etkin, J., Goldfarb, A., Liu, 

L., Sudhir, K., Wang, Y., Wright, J. R., & Zhu, Y. (2020). How can machine learning aid behavioral 

marketing research? Marketing Letters, 31(4), 361–370. https://doi.org/10.1007/s11002-020-09535-

7 

Halim, A. H. A., Zamzuri, N. H., & Ghazali, A. R. (2023). The transformative role of artificial intelligence 

in the event management industry. Journal of International Business, Economics and 

Entrepreneurship, 8(2), 98-106. DOI: https://doi.org/10.24191//jibe.v9i2.2809 

Herliana I, Liem GS, Yasin N (2024). The Impact of Augmented Reality and Live Streaming on Maybelline 

Makeup Purchase Decisions Among Female Students in Malang Raya. East Asian Journal of 

Multidisciplinary Research (EAJMR), 3(9), 4567 – 4588.  

Ho Nguyen, H., Nguyen-Viet, B., Hoang Nguyen, Y. T., & Hoang Le, T. (2022). Understanding online 

purchase intention: the mediating role of attitude towards advertising. Cogent Business & 

Management, 9(1), 2095950. 

Huang, H. H. (2024). Predicting Customer Purchase Monetary with Advertising. Journal of International 

Business, Economics and Entrepreneurship, 9(2), 41-48. 

Mariani, M., & Borghi, M. (2021). Customers' evaluation of mechanical artificial intelligence in hospitality 

services: A study using online reviews analytics. International Journal of Contemporary Hospitality 

Management, 33(11), 3956–3976. https://doi.org/10.1108/IJCHM-06-2020-0622. 

McCarthy, John, et al. What is artificial intelligence. 2007. 

Miao, F., Kozlenkova, I. V., Wang, H., Xie, T., & Palmatier, R. W. (2022). An emerging theory of avatar 

marketing. Journal of Marketing, 86(1), 67– 90. https://doi.org/10.1177/0022242921996646 

Misra, R., Aggarwal, E., & Taneja, C. (2024). Examining the impact of the 3Cs: Content, collaboration and 

customisation of social media marketing on luxury fashion brand perception. The Retail and 

Marketing Review, 20(2), 135-153. doi: https://doi.org/10.5281/zenodo.14233670 

Perez-Vega, R., Kaartemo, V., Lages, C. R., Borghei Razavi, N., & Männistö, J. (2021). Reshaping the 

contexts of online customer engagement behavior via artificial intelligence: A conceptual 

framework. Journal of Business Research, 129, 902–910. 

https://doi.org/10.1016/j.jbusres.2020.11.002 

Rodgers, W., & Nguyen, T. (2022). Advertising benefits from ethical artificial intelligence algorithmic 

purchase decision pathways. Journal of business ethics, 178(4), 1043-1061.  

Sadiku, M. N., Ashaolu, T. J., Ajayi-Majebi, A., & Musa, S. M. (2021). Artificial intelligence in social 

media. International Journal of Scientific Advances, 2(1), 15-20. 

Suraña‐Sánchez, C., & Aramendia‐Muneta, M. E. (2024). Impact of artificial intelligence on customer 

engagement and advertising engagement: A review and future research agenda. International 

Journal of Consumer Studies, 48(2), e13027. 

Tadimarri, A., Jangoan, S., Sharma, K. K., & Gurusamy, A. AI-Powered Marketing: Transforming 

Consumer Engagement and Brand Growth. International Journal for Multidisciplinary Research 

(IJFMR), 6(2),1-11. 

Van Baal, S., & Dach, C. (2005). Free riding and customer retention across retailers’ channels. Journal of 

interactive marketing, 19(2), 75-85. 

https://doi.org/10.1007/s11002-020-09535-7
https://doi.org/10.1007/s11002-020-09535-7
https://doi.org/10.24191/jibe.v9i2.2809
https://doi.org/10.1108/IJCHM-06-2020-0622
https://doi.org/10.1177/0022242921996646


70 Nesrine. / Journal of International Business, Economics and Entrepreneurship / Vol. 10 No. 2, 2025 

 UiTM Press, Universiti Teknologi MARA 

Varsha, P. S., Akter, S., Kumar, A., Gochhait, S., & Patagundi, B. (2021). The impact of artificial 

intelligence on branding: a bibliometric analysis (1982-2019). Journal of Global Information 

Management (JGIM), 29(4), 221-246. 

Viswanath Reddy, K., Sreenivas, T., & Lavanya, G. (2023, November). Role of AI in enhancing brand 

equity. In AIP Conference Proceedings (Vol. 2821, No. 1). AIP Publishing. 

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements: How advertising 

disclosure and source credibility affect consumer purchase intention on social media. Australasian 

marketing journal, 28(4), 160-170. 

Xia, L., & Bechwati, N. N. (2008). Word of mouse: the role of cognitive personalization in online consumer 

reviews. Journal of interactive Advertising, 9(1), 3-13. 

Zhu, Y. Q., & Chang, J. H. (2016). The key role of relevance in personalized advertisement: Examining its 

impact on perceptions of privacy invasion, self-awareness, and continuous use 

intentions. Computers in Human Behavior, 65, 442-447. 

 

 

 

 

© by the authors. Submitted for possible open access publication under the terms and 

conditions of the Creative Commons Attribution (CC BY-NC-SA) license 

(https://creativecommons.org/licenses/by-nc-sa/4.0/deed.en). 

 

 
 


