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CrossMark

This study aimed to investigate the effect of artificial intelligence on customers’ impulse buying
behavior, considering the mediating role of branding on public social media platforms. This
applied study employed a descriptive-correlational survey design. The statistical population
consisted of customers of Digikala, from whom 384 participants were selected using Cochran’s
formula and stratified random sampling. Data were collected through standardized
questionnaires measuring Al exposure, attitudes toward Al, perceived Al accuracy, impulse
buying behavior, and social media branding. The hypotheses were tested using Structural
Equation Modeling (SEM) based on the Partial Least Squares (PLS) approach through SmartPLS
software. The results revealed that exposure to artificial intelligence had a positive and
significant effect on impulse buying (f=0.114, t=3.357, p=0.001). Attitudes toward artificial
intelligence (B=0.264, t=6.016, p<0.001), perceived Al accuracy (f=0.084, t=2.648, p=0.008),
and branding on public social media platforms (f=0.558, t=16.973, p<0.001) also exerted
significant positive effects on impulse buying behavior. Furthermore, Sobel test results
confirmed that social media branding played a significant partial mediating role in the
relationships between Al-related variables and impulse buying, with VAF values ranging from
0.453 to 0.673. The findings indicate that artificial intelligence can stimulate impulse buying
through personalization, enhanced trust, and improved customer experiences. Branding on
public social media platforms further strengthens these effects by fostering emotional
engagement and reinforcing brand-consumer relationships. Consequently, the integration of Al
technologies with effective social media branding strategies can increase customer engagement,
enrich shopping experiences, and improve marketing outcomes for online retailers.

Keywords: Artificial Intelligence, Impulse Buying, Branding, Public Social Media Platforms,
Consumer Behavior.
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Extended Abstract

Introduction

The rapid advancement of digital technologies over the past decades has transformed the landscape
of consumer behavior, creating unprecedented opportunities and challenges for marketers. With the
widespread adoption of internet-enabled platforms, e-commerce has become an integral part of everyday
life, fundamentally altering the way consumers interact with brands and make purchasing decisions
(Buettner, 2020). Trust and perceived value in digital environments are critical determinants of consumers’
willingness to engage in online transactions, and the role of advanced technology in shaping these
perceptions has been increasingly acknowledged (Azad et al., 2022). The advent of artificial intelligence
(Al) has introduced new capabilities to the marketing domain, enabling businesses to analyze vast amounts
of consumer data, identify behavioral patterns, and offer personalized recommendations that can influence
purchase behavior (Sicari et al., 2020). Al-powered systems can simulate cognitive processes, such as
learning, reasoning, and problem-solving, which allow organizations to anticipate consumer needs and
optimize engagement strategies (Duan, 2023). This technological capability has positioned Al as a strategic
resource that enhances organizational creativity, innovation, and competitive advantage in increasingly
complex marketplaces (Mikalef & Gupta, 2021; Wamba-Taguimdje et al., 2020).

In parallel, social media platforms have emerged as critical channels for branding and customer
engagement, allowing brands to communicate interactively with diverse audiences, foster trust, and
establish long-term relationships with consumers (Sajan & Giri, 2025; Shutaleva et al., 2022). Social media’s
influence on purchase decisions is particularly significant in the context of emotional and impulsive
buying behaviors, where consumers make purchases driven by affective responses rather than solely
rational evaluation (Mousavi et al., 2020). Research indicates that Al technologies, when integrated with
social media branding strategies, can enhance customer engagement, trigger emotional responses, and
facilitate unplanned or impulsive purchasing behaviors (Boozary, 2024; Guerra-Tamez et al., 2024). The
capacity of Al to deliver real-time, personalized content and recommendations aligns with consumers’
evolving expectations for relevant, timely, and emotionally engaging interactions with brands (Verma et
al., 2024).

Empirical studies have confirmed that exposure to Al-driven systems, positive attitudes toward
Al, and perceived accuracy of Al recommendations significantly impact consumer purchase decisions
(Alizadeh et al., 2023; Khan, 2022). For instance, Guerra-Tamez et al. (2024) demonstrated that Al exposure
increases brand trust and shapes purchasing behaviors among Generation Z consumers (Guerra-Tamez et
al., 2024). Similarly, Sakib (2023) highlighted AI’s effectiveness in analyzing customer buying patterns
and predicting future purchase behavior (Sakib, 2023). Al applications in marketing not only enhance
consumer satisfaction and loyalty but also create opportunities for more precise targeting and optimization
of digital campaigns (Boozary, 2024; Haleem et al., 2022). Moreover, consumer perceptions of Al, including
trust, accuracy, and perceived utility, mediate the extent to which Al interventions affect impulsive
purchase decisions (Mantello et al., 2023).

Impulse buying, characterized by spontaneous, emotionally driven purchase decisions, has
received increasing attention in digital marketing research. Unlike planned purchases, impulse buying is
influenced by affective triggers, environmental cues, and immediate rewards, often leading to higher
consumer engagement and spending (Meyer-Waarden & Cloarec, 2021). Al technologies can stimulate
impulsive behaviors by presenting personalized offers, timely notifications, and product suggestions



m Daneshvar & Tajfar Journal of Technology in Entrepreneurship and Strategic Management 5:2 (2026) 1-15

tailored to consumers’ previous behaviors, preferences, and engagement patterns (McLean et al., 2021).
The integration of Al with social media branding amplifies these effects by fostering emotional
connections, providing social proof, and enhancing perceived scarcity or urgency through platform
features such as user reviews, likes, and influencer endorsements (Shutaleva et al., 2022). Consequently,
the interplay of Al and social media branding constitutes a dynamic mechanism for influencing consumer
affective responses and motivating unplanned purchases.

The existing literature underscores the importance of combining Al capabilities with strategic
social media engagement to optimize marketing outcomes. While previous studies have examined direct
effects of Al on consumer behavior, fewer investigations have addressed the mediating role of branding
within social media platforms in shaping impulse buying. Theoretical frameworks suggest that branding
activities in digital environments, such as storytelling, content personalization, and interactive
engagements, can magnify AI’s impact on emotional purchase decisions (Sajan & Giri, 2025; Talha, 2025).
Furthermore, studies reveal that consumer demographics, cultural factors, and prior exposure to
technology moderate the effectiveness of Al interventions, emphasizing the need for nuanced models that
consider both technological and social dimensions (Teng et al., 2025; Xu, 2025).

Methods and Materials

This study employed a quantitative research design targeting customers of an online retail
platform. A total of 384 participants were selected through stratified random sampling. Data were
collected using standardized guestionnaires measuring Al exposure, attitudes toward Al, perceived Al
accuracy, impulse buying behavior, and branding effectiveness on social media platforms. The Al
questionnaire included 12 items covering exposure, attitude, and perceived accuracy dimensions. Impulse
buying behavior was measured via a 30-item questionnaire, and social media branding effectiveness was
assessed with a 15-item instrument. Data analysis was conducted using Structural Equation Modeling
(SEM) with Partial Least Squares (PLS) in SmartPLS software to test the hypothesized relationships.

Findings

The analysis revealed that Al exposure, positive attitudes toward Al, and perceived Al accuracy
were all positively and significantly associated with impulse buying behavior. The standardized path
coefficients indicated strong direct effects for all Al-related constructs on impulse buying. Additionally,
branding on public social media platforms served as a partial mediator, enhancing the effect of Al
exposure, attitude, and accuracy on impulsive purchase decisions. Sobel tests and Variance Accounted
For (VAF) calculations confirmed that mediation effects were partial, meaning the direct influence of Al
remained substantial while branding amplified the outcome. Measurement model evaluation confirmed
convergent validity, high composite reliability, and significant factor loadings for all constructs.

Discussion and Conclusion

The results suggest that Al technologies play a critical role in stimulating consumers’ emotional
engagement and driving impulse purchasing behaviors. Personalized recommendations, automated
chatbots, and Al-driven product suggestions can generate excitement, urgency, and a sense of recognition
among consumers, thereby fostering unplanned purchases. The partial mediation by social media branding
demonstrates that while Al directly influences consumer behavior, the amplification through brand-related
activities—such as interactive content, storytelling, social proof, and influencer endorsements—
significantly enhances the magnitude of this effect. Integrating Al with strategic social media branding
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allows firms to create emotionally compelling experiences, reinforce trust, and maintain long-term
engagement. These findings underscore the importance of a dual approach where technological precision
and strategic branding efforts work synergistically to optimize consumer responses. Organizations that
adopt this combined approach can enhance customer satisfaction, loyalty, and overall market performance.
The study confirms that Al is not merely a technological tool but a strategic lever in modern marketing,
capable of transforming consumer behavior through both direct influence and mediated brand-driven
pathways. Future marketing strategies should prioritize the integration of Al-powered personalization with
dynamic social media branding to maximize impulse buying potential and strengthen consumer-brand
relationships.
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