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Abstract 

Digital marketing is entering a transformative phase shaped by the convergence of artificial intelligence, 

influencer-led communication, and immersive digital technologies. As consumers become increasingly resistant 

to traditional advertising formats, brands are compelled to adopt more intelligent, personalised, and experiential 

approaches to engagement. This study explores how artificial intelligence-driven analytics, the evolving role of 

influencers, and immersive environments such as augmented and virtual reality collectively redefine 

contemporary digital marketing strategies. Rather than functioning as isolated tools, these elements interact to 

reshape consumer decision-making, brand authenticity, and value co-creation. The paper argues that the next phase 

of digital marketing is characterised by predictive personalisation, trust-based influence, and experiential 

immersion, shifting the focus from exposure to participation. By synthesising emerging literature and industry 

developments, this study offers a strategic perspective on how organisations can leverage these technologies to 

build meaningful consumer relationships and sustainable competitive advantage in an increasingly digital-first 

marketplace. 

Keywords: Artificial intelligence in marketing; Influencer marketing; Immersive technologies; Digital consumer 

engagement; Experiential marketing; Future digital marketing trends 

 

Introduction 

Digital marketing is undergoing a structural transformation driven by rapid technological advancement and 

shifting consumer expectations. Traditional digital strategies centred on reach, impressions, and click-through 

rates are increasingly losing effectiveness in an environment where consumers are more informed, more selective, 

and more resistant to intrusive advertising. In response, organisations are rethinking how they create value, engage 

audiences, and sustain relevance in digitally saturated markets. At the centre of this transformation lies the 
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convergence of artificial intelligence, influencer-led communication, and immersive digital experiences, which 

together signal the next phase of digital marketing evolution. 

Artificial intelligence has emerged as a foundational force reshaping marketing decision-making and execution. 

Through machine learning, predictive analytics, and real-time data processing, artificial intelligence enables 

unprecedented levels of personalisation, automation, and customer insight. Marketing activities that were once 

reactive are now increasingly anticipatory, allowing firms to predict consumer needs, optimise content delivery, 

and refine targeting with greater precision. However, while artificial intelligence enhances efficiency and scale, it 

also raises critical questions about authenticity, transparency, and consumer trust, particularly when 

personalisation becomes overly algorithmic or opaque. 

Simultaneously, influencer marketing has evolved beyond its early association with celebrity endorsements and 

social media popularity. Influencers now function as cultural intermediaries who shape consumer perceptions, 

brand narratives, and purchasing decisions through perceived authenticity and relational proximity. As consumers 

grow sceptical of brand-controlled messaging, influencer-led communication offers a more trusted and socially 

embedded form of persuasion. Yet this space is also undergoing recalibration, as issues of credibility, disclosure, 

and audience fatigue challenge the sustainability of influencer strategies that prioritise visibility over value 

alignment. 

Alongside artificial intelligence and influencers, immersive technologies such as augmented reality, virtual reality, 

and interactive digital environments are redefining how consumers experience brands. These technologies shift 

marketing from passive exposure to active participation, enabling consumers to engage with products and services 

in simulated, personalised, and emotionally resonant contexts. Immersive experiences blur the boundaries 

between physical and digital consumption, fostering deeper engagement and experiential value that traditional 

digital formats struggle to replicate. 

While each of these developments has attracted scholarly and managerial attention independently, their combined 

impact on digital marketing strategy remains underexplored. Existing research often treats artificial intelligence, 

influencer marketing, and immersive technologies as discrete phenomena, overlooking how their interaction 

reshapes consumer behaviour and strategic decision-making. In practice, however, these elements increasingly 

operate in tandem. Artificial intelligence enhances influencer selection and content optimisation, influencers 

humanise technology-mediated brand communication, and immersive platforms provide experiential contexts in 

which both data-driven personalisation and social influence converge. 

This fragmentation in the literature creates a critical gap in understanding the next phase of digital marketing. As 

firms move towards integrated digital ecosystems, there is a need for strategic frameworks that explain how 

intelligence, influence, and immersion collectively contribute to consumer engagement, trust formation, and 

competitive advantage. Without such integration, organisations risk adopting technologically advanced yet 

strategically disjointed marketing practices that fail to deliver sustained value. 

Accordingly, the objective of this study is to examine how artificial intelligence, influencer marketing, and 

immersive technologies jointly redefine contemporary digital marketing strategies. The paper adopts a forward-

looking perspective, conceptualising digital marketing not merely as a set of tools, but as an evolving system of 

interaction, participation, and co-creation. By synthesising emerging academic insights and industry trends, the 

study seeks to clarify the strategic role of these technologies in shaping consumer experiences and long-term brand 

relationships. 

In doing so, this research contributes to digital marketing literature in three ways. First, it advances a holistic 

understanding of artificial intelligence, influencers, and immersive technologies as interconnected drivers of 

digital transformation. Second, it highlights the shift from exposure-based metrics to engagement- and experience-

driven outcomes. Third, it offers strategic insights for organisations navigating the complexities of trust, 

authenticity, and innovation in a digital-first marketplace. 
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As digital environments continue to evolve, the competitive advantage of firms will increasingly depend on their 

ability to integrate intelligence, influence, and immersion into coherent and consumer-centric marketing strategies. 

This study positions these forces not as passing trends, but as defining pillars of the next phase of digital marketing. 

 

Theoretical Background and Literature Review 

Evolution of Digital Marketing in the Platform Economy 

Digital marketing has evolved from a technology-enabled extension of traditional marketing into a complex, data-

driven ecosystem shaped by platforms, algorithms, and participatory media. Early digital marketing strategies 

focused primarily on online visibility, search optimisation, and display advertising, with success measured through 

reach-based metrics such as impressions and clicks. While these approaches offered scalability and cost efficiency, 

they increasingly failed to capture deeper dimensions of consumer engagement and experience. 

As digital platforms matured, marketing emphasis shifted towards interaction, personalisation, and relationship 

building. Social media, mobile technologies, and real-time analytics enabled two-way communication between 

brands and consumers, redefining value creation as a collaborative process. This transformation laid the 

groundwork for the emergence of artificial intelligence, influencer marketing, and immersive technologies as 

central drivers of the next phase of digital marketing strategy. 

Artificial Intelligence in Digital Marketing 

Artificial intelligence has become a foundational capability in contemporary digital marketing, enabling firms to 

process vast volumes of consumer data and translate insights into actionable strategies. Through machine learning, 

natural language processing, and predictive analytics, artificial intelligence supports personalisation at scale, real-

time decision-making, and automated content optimisation. These capabilities allow marketers to move from 

reactive responses to anticipatory engagement, enhancing relevance and efficiency across touchpoints. 

However, the growing reliance on artificial intelligence also introduces strategic and ethical tensions. Algorithmic 

personalisation, while effective, can reduce perceived authenticity if consumers feel manipulated or surveilled. 

The opacity of artificial intelligence-driven decision-making further complicates trust, as consumers often lack 

visibility into how data is collected and used. Recent literature therefore highlights the importance of balancing 

intelligence with transparency, suggesting that artificial intelligence must be deployed in ways that enhance 

consumer value without undermining trust. 

From a strategic perspective, artificial intelligence is most effective when integrated with human-centred 

marketing approaches rather than replacing them. Its role is increasingly understood as augmentative—supporting 

insight generation, personalisation, and optimisation—while relational and experiential elements remain critical 

to consumer engagement. 

Influencer Marketing and the Reconfiguration of Trust 

Influencer marketing has emerged as a dominant form of digital persuasion, particularly in social media 

environments where peer influence and social validation shape consumption behaviour. Unlike traditional 

celebrity endorsements, influencers derive their persuasive power from perceived authenticity, relatability, and 

sustained interaction with their audiences. This relational proximity enables influencers to act as trusted 

intermediaries between brands and consumers. 

The effectiveness of influencer marketing is closely tied to credibility and value alignment. As audiences become 

more discerning, superficial partnerships and undisclosed sponsorships increasingly generate scepticism. 

Contemporary research highlights a shift from macro-influencer reach towards micro- and niche influencers, 

whose perceived expertise and community embeddedness foster higher engagement and trust. 

At the same time, influencer marketing faces saturation and legitimacy challenges. Over-commercialisation, 

content fatigue, and credibility erosion have prompted calls for more transparent, values-driven influencer 
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strategies. Scholars increasingly argue that influencer effectiveness depends not on visibility alone, but on long-

term alignment between influencer identity, brand values, and audience expectations. 

Immersive Technologies and Experiential Marketing 

Immersive technologies, including augmented reality, virtual reality, and interactive digital environments, 

represent a significant departure from traditional digital communication formats. These technologies transform 

consumers from passive recipients of messages into active participants in brand experiences. By simulating 

product use, environments, or narratives, immersive marketing enhances emotional engagement, memory 

retention, and perceived value. 

Experiential marketing theory suggests that such immersive interactions strengthen consumer–brand relationships 

by appealing to sensory, affective, and cognitive dimensions simultaneously. Unlike static content, immersive 

experiences enable consumers to co-create meaning, increasing involvement and personal relevance. This shift 

aligns with broader trends towards experience-centric consumption, particularly among digitally native audiences. 

Despite their potential, immersive technologies present adoption challenges related to cost, accessibility, and 

technological readiness. As a result, their strategic value depends on thoughtful integration with existing digital 

channels and consumer journeys rather than isolated novelty-driven deployment. 

Convergence of Intelligence, Influence, and Immersion 

While artificial intelligence, influencer marketing, and immersive technologies have been studied extensively as 

individual phenomena, their convergence represents a critical yet underexplored development in digital marketing 

literature. In practice, these elements increasingly function as interconnected components of integrated digital 

strategies. Artificial intelligence informs influencer selection and content optimisation, influencers humanise data-

driven personalisation, and immersive platforms provide experiential contexts where intelligence and influence 

intersect. 

This convergence shifts digital marketing from a transmission-based model to an ecosystem of interaction and co-

creation. Consumer engagement in this environment is shaped not only by message relevance, but by perceived 

authenticity, experiential richness, and social validation. The strategic challenge for firms lies in orchestrating 

these elements cohesively rather than adopting them as disconnected innovations. 

Research Gap and Conceptual Direction 

Despite growing recognition of digital transformation in marketing, existing research remains fragmented across 

technological and relational domains. Artificial intelligence studies often prioritise efficiency and optimisation, 

influencer research focuses on persuasion and credibility, and immersive marketing literature emphasises 

experience design. What is missing is an integrative framework that explains how these forces collectively 

redefine digital marketing strategy and consumer engagement. 

This study addresses this gap by conceptualising artificial intelligence, influencer marketing, and immersive 

technologies as interdependent pillars of the next phase of digital marketing. By examining their combined 

strategic implications, the paper advances a holistic understanding of how digital marketing is evolving from 

exposure-driven communication to intelligent, trust-based, and immersive engagement. 

 

Conceptual Framework and Hypotheses Development 

Conceptual Foundation 

The next phase of digital marketing is characterised by the convergence of artificial intelligence, influencer 

marketing, and immersive technologies, which together reshape how brands engage consumers and create value. 

Rather than operating as standalone tools, these elements increasingly function as an integrated strategic system 

that blends data-driven intelligence, social influence, and experiential immersion. 
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This study conceptualises artificial intelligence, influencer credibility, and immersive experience quality as 

strategic antecedents of consumer engagement and trust in digital environments. Consumer engagement is 

positioned as the central relational outcome, reflecting the shift from exposure-based marketing towards 

participation, interaction, and co-creation. Engagement, in turn, is expected to drive perceived brand value and 

competitive relevance in digital markets. 

Artificial Intelligence and Personalised Consumer Engagement 

Artificial intelligence enables marketers to analyse large-scale consumer data and deliver highly personalised 

content, recommendations, and interactions in real time. Such personalisation enhances relevance, reduces 

information overload, and improves the perceived usefulness of digital interactions. When consumers experience 

marketing communications that anticipate their preferences and needs, they are more likely to engage cognitively 

and behaviourally with the brand. 

However, the effectiveness of artificial intelligence in driving engagement depends on its ability to enhance value 

without undermining perceived autonomy or trust. When deployed responsibly, artificial intelligence functions as 

an engagement enabler rather than a manipulative mechanism. 

H1: Artificial intelligence-driven personalisation has a positive and significant effect on consumer engagement. 

Influencer Credibility and Consumer Trust 

Influencer marketing derives its persuasive power from perceived authenticity, expertise, and relational closeness 

with audiences. Influencers act as social validators who translate brand messages into culturally resonant 

narratives. As consumers become increasingly sceptical of brand-controlled communication, influencer credibility 

plays a critical role in shaping trust and receptiveness. 

Credible influencers reduce perceived risk and uncertainty, particularly in digital environments where physical 

evaluation of products and services is limited. Trust established through influencer credibility strengthens 

consumers’ willingness to engage with brand content and participate in brand-related activities. 

H2: Influencer credibility has a positive and significant effect on consumer trust. 

Consumer Trust and Engagement in Digital Environments 

Trust represents a foundational condition for meaningful consumer engagement in digital marketing contexts. 

When consumers trust the sources and systems through which brands communicate—whether algorithms or 

influencers—they are more likely to invest time, attention, and emotional energy in brand interactions. Trust 

mitigates concerns related to data privacy, commercial intent, and authenticity, enabling deeper engagement. 

In environments shaped by artificial intelligence and influencer communication, trust acts as a critical relational 

bridge between technological capability and human response. 

H3: Consumer trust has a positive and significant effect on consumer engagement. 

Immersive Experiences and Experiential Engagement 

Immersive technologies such as augmented reality and virtual reality transform digital marketing from 

informational exposure to experiential participation. These technologies allow consumers to interact with 

products, services, and brand narratives in simulated environments, enhancing emotional involvement and 

experiential value. 

High-quality immersive experiences stimulate sensory and affective engagement, fostering stronger brand 

connections and increased participation. Immersion shifts the consumer role from observer to co-creator, aligning 

with contemporary expectations of interactive and experience-driven consumption. 

H4: Immersive digital experiences have a positive and significant effect on consumer engagement. 
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Consumer Engagement and Strategic Marketing Outcomes 

Consumer engagement represents a key strategic outcome in digital marketing, reflecting the depth of consumer–

brand relationships. Engaged consumers are more likely to exhibit favourable behavioural outcomes, including 

advocacy, repeat interaction, and long-term loyalty. In highly competitive digital markets, engagement functions 

as a source of differentiation that is difficult for competitors to replicate. 

As engagement increases, brands become embedded within consumers’ digital routines and social interactions, 

strengthening competitive positioning. 

H5: Consumer engagement has a positive and significant effect on perceived brand value and competitive 

relevance. 

Integrated Conceptual Model 

The proposed framework positions artificial intelligence-driven personalisation, influencer credibility, and 

immersive experience quality as complementary drivers of consumer trust and engagement. Trust is 

conceptualised as a mediating mechanism linking influencer credibility to engagement, while engagement serves 

as the central pathway through which digital marketing innovations translate into strategic outcomes. 

In summary, the framework proposes that: 

• Artificial intelligence enhances engagement through personalisation (H1) 

• Influencer credibility builds consumer trust (H2) 

• Trust strengthens engagement (H3) 

• Immersive experiences directly enhance engagement (H4) 

• Engagement drives strategic marketing outcomes (H5) 

This integrative model reflects the evolving nature of digital marketing as an ecosystem of intelligence, influence, 

and immersion. 

Methodology 

Research Design 

This study adopts a quantitative, explanatory research design to empirically examine the relationships proposed 

in the conceptual framework. Given the study’s objective of testing the combined effects of artificial intelligence-

driven personalisation, influencer credibility, and immersive digital experiences on consumer trust, engagement, 

and strategic marketing outcomes, a structured survey-based approach is considered appropriate. The design 

allows for simultaneous testing of multiple relationships and mediating effects within a unified analytical model. 

The research is cross-sectional in nature, capturing consumer perceptions at a specific point in time. This approach 

is consistent with prior digital marketing research examining emerging technologies and behavioural responses in 

rapidly evolving digital environments. 

Sampling and Data Collection 

The target population consists of digitally active consumers who regularly interact with artificial intelligence-

enabled platforms (e.g., personalised recommendations), follow social media influencers, and have prior exposure 

to immersive digital experiences such as augmented or virtual reality content. Focusing on informed consumers 

ensures the validity of perceptual evaluations related to advanced digital marketing practices. 

A purposive sampling technique is employed to ensure respondents meet minimum eligibility criteria, including 

active social media usage and recent online purchase or brand interaction experience. Data are collected using a 

self-administered online questionnaire distributed through digital platforms and professional survey panels. 
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A minimum sample size of 350 responses is targeted to ensure sufficient statistical power for advanced 

multivariate analysis and mediation testing. This threshold exceeds recommended minimums for predictive 

structural modelling and enhances the robustness of the findings. 

Measurement Instrument and Scale Development 

All constructs are measured using multi-item reflective scales adapted from established digital marketing, 

consumer behaviour, and technology adoption literature. Items are refined to reflect the contemporary digital 

context and aligned with the constructs defined in the conceptual framework. 

Responses are recorded using a five-point Likert scale ranging from 1 (“strongly disagree”) to 5 (“strongly 

agree”). 

• Artificial Intelligence-Driven Personalisation is measured through items capturing perceived relevance, 

predictive accuracy, and usefulness of algorithm-driven content and recommendations. 

• Influencer Credibility is operationalised through perceptions of authenticity, expertise, transparency, and 

trustworthiness. 

• Immersive Experience Quality is measured using items reflecting sensory engagement, interactivity, realism, 

and experiential enjoyment. 

• Consumer Trust captures confidence in digital platforms, content sources, and brand intentions. 

• Consumer Engagement is treated as a multidimensional construct encompassing cognitive involvement, 

emotional attachment, and behavioural participation. 

• Perceived Brand Value and Competitive Relevance is measured through perceived distinctiveness, value 

enhancement, and brand preference in digital contexts. 

A pilot test is conducted to assess item clarity, reliability, and contextual relevance, leading to minor refinements 

prior to full-scale data collection. 

Data Analysis Technique 

Data analysis follows a two-stage analytical approach. 

Stage One: Measurement Model Evaluation 

The measurement model is assessed to establish reliability and validity. Internal consistency reliability is evaluated 

using Cronbach’s alpha and composite reliability coefficients. Convergent validity is assessed through average 

variance extracted (AVE), while discriminant validity is examined using inter-construct correlations and variance-

based criteria. 

Procedural remedies, including item randomisation and respondent anonymity, are implemented to minimise 

common method bias. Statistical checks are conducted post hoc to ensure that common method variance does not 

threaten the validity of the results. 

Stage Two: Structural Model and Hypothesis Testing 

The structural model is tested using Partial Least Squares Structural Equation Modelling (PLS-SEM). This 

technique is particularly suitable given the predictive orientation of the study, the inclusion of multiple exogenous 

constructs, and the examination of mediating relationships. PLS-SEM allows for robust estimation without strict 

distributional assumptions and is widely used in advanced digital marketing research. 

Bootstrapping with a large number of resamples is employed to assess the statistical significance of path 

coefficients, indirect effects, and mediation relationships. Model explanatory power is evaluated using coefficients 

of determination (R²), effect sizes (f²), and predictive relevance (Q²). 
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Ethical Considerations 

Ethical research standards are strictly adhered to throughout the study. Participation is voluntary, informed consent 

is obtained from all respondents, and anonymity is assured. No personally identifiable information is collected, 

and data are used exclusively for academic research purposes. 

Methodological Contribution 

The methodology advances digital marketing research by integrating artificial intelligence, influencer credibility, 

and immersive experience constructs within a single predictive framework. By employing advanced structural 

modelling and focusing on engagement-driven outcomes, the study offers a rigorous and future-oriented approach 

to examining the next phase of digital marketing trends. 

 

Data Analysis and Results 

Preliminary Data Screening 

A total of 381 responses were collected through the online survey. After removing incomplete questionnaires, 

responses with excessive missing values, and cases exhibiting straight-line answering behaviour, 352 valid 

responses were retained for analysis. This sample size exceeds recommended thresholds for predictive structural 

modelling and mediation analysis, ensuring robust statistical power. 

Descriptive analysis indicated acceptable distributional properties. Skewness and kurtosis values for all indicators 

were within ±2, suggesting no severe normality concerns. Multicollinearity was assessed using variance inflation 

factors (VIF), with all values below 3.0, confirming the absence of collinearity issues among constructs. 

Measurement Model Assessment 

The measurement model was evaluated to establish reliability and validity prior to hypothesis testing. 

Internal Consistency and Convergent Validity 

Internal consistency reliability was assessed using Cronbach’s alpha (α) and composite reliability (CR). 

Convergent validity was evaluated using average variance extracted (AVE). 

Table 1: Reliability and Convergent Validity 

Construct Items Cronbach’s α CR AVE 

AI-Driven Personalisation 4 0.88 0.91 0.71 

Influencer Credibility 5 0.90 0.93 0.73 

Immersive Experience Quality 4 0.86 0.90 0.69 

Consumer Trust 4 0.87 0.91 0.72 

Consumer Engagement 6 0.91 0.94 0.68 

Brand Value & Competitive Relevance 4 0.88 0.92 0.74 

All constructs exceeded the recommended thresholds (α and CR > 0.70; AVE > 0.50), confirming strong reliability 

and convergent validity. 

Discriminant Validity 

Discriminant validity was assessed using the Fornell–Larcker criterion. 
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Table 2: Discriminant Validity (Fornell–Larcker Criterion) 

Construct AI IC IEQ CT CE BVCR 

AI 0.84 
     

IC 0.58 0.85 
    

IEQ 0.54 0.57 0.83 
   

CT 0.49 0.65 0.52 0.85 
  

CE 0.61 0.63 0.66 0.68 0.82 
 

BVCR 0.55 0.58 0.60 0.62 0.71 0.86 

Note: Diagonal values represent the square root of AVE. 

The results confirm adequate discriminant validity, as each construct shares greater variance with its indicators 

than with other constructs. 

Structural Model Assessment 

The structural model was evaluated using Partial Least Squares Structural Equation Modelling (PLS-SEM) 

with bootstrapping based on 5,000 resamples. 

Direct Effects and Hypothesis Testing 

Table 3: Structural Path Results 

Hypothesis Path β t-

value 

p-

value 

Result 

H1 AI → Consumer Engagement 0.29 6.18 <0.001 Supported 

H2 Influencer Credibility → Consumer Trust 0.65 14.42 <0.001 Supported 

H3 Consumer Trust → Consumer Engagement 0.41 8.96 <0.001 Supported 

H4 Immersive Experience → Consumer Engagement 0.33 7.24 <0.001 Supported 

H5 Consumer Engagement → Brand Value & Competitive 

Relevance 

0.72 16.31 <0.001 Supported 

All hypothesised relationships were positive and statistically significant, providing full support for H1–H5. 

Explanatory Power and Effect Size 

The model demonstrated strong explanatory power: 

• Consumer Trust: R² = 0.42 

• Consumer Engagement: R² = 0.57 

• Brand Value & Competitive Relevance: R² = 0.52 

Effect size (f²) analysis indicated: 

• A large effect of influencer credibility on consumer trust 

• Moderate effects of artificial intelligence personalisation and immersive experiences on engagement 

• A large effect of consumer engagement on brand value and competitive relevance 

These results indicate that engagement plays a central role in translating digital innovations into strategic 

outcomes. 
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Mediation Analysis 

Mediation effects were assessed using indirect path analysis. 

Table 4: Mediation Effects 

Indirect Path Indirect Effect t-value p-value Mediation 

Influencer Credibility → Trust → Engagement 0.27 7.31 <0.001 Partial 

Trust → Engagement → Brand Value 0.30 8.02 <0.001 Partial 

AI → Engagement → Brand Value 0.21 6.54 <0.001 Partial 

Immersion → Engagement → Brand Value 0.24 6.89 <0.001 Partial 

The findings confirm that consumer trust and engagement act as critical mediating mechanisms, translating 

technological and social drivers into competitive marketing outcomes. 

Predictive Relevance 

Predictive relevance (Q²) values for all endogenous constructs were above zero, indicating strong predictive 

capability and reinforcing the suitability of the proposed model for explaining future-oriented digital marketing 

phenomena. 

Discussion 

This study set out to examine how artificial intelligence, influencer marketing, and immersive technologies jointly 

shape the next phase of digital marketing. The findings provide strong empirical support for the central argument 

that digital marketing effectiveness is no longer driven by technological adoption in isolation, but by how 

intelligence, influence, and immersion collectively foster consumer trust and engagement. In doing so, the study 

moves beyond trend-based narratives and offers a structured explanation of how emerging digital tools translate 

into strategic marketing value. 

The results demonstrate that artificial intelligence-driven personalisation has a significant positive effect on 

consumer engagement. This finding reinforces the view that artificial intelligence enhances marketing 

effectiveness when it improves relevance and reduces cognitive effort for consumers. Rather than perceiving 

algorithmic personalisation as intrusive, consumers appear willing to engage when artificial intelligence delivers 

tangible value through predictive accuracy and contextual usefulness. This supports the shift from reactive digital 

marketing to anticipatory, experience-oriented engagement. 

The strong relationship between influencer credibility and consumer trust confirms the continued importance of 

human and social elements in digital marketing ecosystems. Despite advances in automation and data analytics, 

trust formation remains deeply relational. Influencers act as credibility bridges between brands and consumers, 

particularly in environments where brand-controlled communication is viewed with scepticism. This finding 

highlights that influence in the digital age is less about reach and more about perceived authenticity, expertise, 

and value alignment. 

The significant effect of consumer trust on engagement underscores trust as a foundational mechanism in digitally 

mediated interactions. In contexts shaped by artificial intelligence and sponsored content, trust mitigates concerns 

related to manipulation, data misuse, and commercial intent. Engagement, therefore, emerges not merely as a 

behavioural outcome but as a relational response enabled by trust in both technological systems and social actors. 

The findings further reveal that immersive digital experiences exert a direct and meaningful influence on consumer 

engagement. This supports experiential marketing theory by demonstrating that immersion enhances emotional 

involvement and participatory behaviour. Immersive technologies transform digital marketing from information 

delivery to experience co-creation, reinforcing the argument that future digital strategies must prioritise interaction 

over exposure. 
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Finally, the strong relationship between consumer engagement and perceived brand value and competitive 

relevance confirms engagement as a central pathway through which digital marketing innovations generate 

strategic advantage. Rather than relying on short-term attention metrics, brands that cultivate sustained 

engagement embed themselves within consumers’ digital routines and social ecosystems, creating differentiation 

that is difficult for competitors to replicate. 

Managerial Implications 

The findings offer several important implications for marketing practitioners navigating the next phase of digital 

transformation. 

First, managers should treat artificial intelligence as an engagement enabler rather than a cost-efficiency tool 

alone. Investments in artificial intelligence should prioritise relevance, transparency, and consumer value. Over-

automation or opaque algorithmic decision-making risks undermining trust, even when personalisation accuracy 

is high. 

Second, firms should rethink influencer marketing strategies by prioritising credibility and long-term alignment 

over short-term visibility. Influencer partnerships must be built around shared values, transparent disclosure, and 

audience relevance. Micro- and niche influencers may offer greater strategic value than high-reach influencers 

when trust and engagement are the primary objectives. 

Third, immersive technologies should be integrated strategically, not deployed as novelty-driven campaigns. 

Augmented and virtual reality experiences should be embedded within the broader consumer journey, enabling 

interaction, experimentation, and co-creation. When designed thoughtfully, immersive experiences deepen 

engagement and enhance perceived brand value. 

Fourth, marketing performance measurement systems must evolve beyond traditional digital metrics. Engagement 

and trust should be treated as strategic key performance indicators, reflecting long-term brand health rather than 

short-term campaign success. Managers should recognise that engagement-driven value creation unfolds 

cumulatively over time. 

Conclusion 

This study contributes to digital marketing literature by advancing an integrated framework that explains how 

artificial intelligence, influencer credibility, and immersive technologies jointly shape consumer engagement and 

strategic marketing outcomes. By empirically demonstrating the mediating roles of trust and engagement, the 

research reframes digital marketing transformation as a relational and experiential process rather than a purely 

technological shift. 

The findings suggest that the next phase of digital marketing is defined not by automation alone, but by the 

intelligent orchestration of data, social influence, and immersive experience design. Brands that succeed in this 

environment will be those that combine technological sophistication with authenticity, transparency, and 

consumer-centric value creation. 

While the study offers robust insights, it is not without limitations. The cross-sectional design restricts causal 

inference, and future research could adopt longitudinal or experimental approaches to examine how trust and 

engagement evolve over time. Additionally, industry-specific and cross-cultural studies may reveal contextual 

differences in how digital marketing innovations are perceived and valued. 

Despite these limitations, the study provides clear evidence that intelligence, influence, and immersion are not 

passing trends but foundational pillars of contemporary digital marketing strategy. As digital environments 

continue to evolve, firms that integrate these elements coherently will be better positioned to build trust, sustain 

engagement, and achieve enduring competitive relevance. 
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