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Research on the Influence of Smart Marketing on Consumer
Purchase Decision
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Abstract : Inthe era of deep integration between digital economy and artificial intelligence technologies, smart
marketing has emerged as a transformative approach that is gradually replacing traditional marketing
models, becoming a critical competitive edge for businesses. Grounded in marketing theory and
consumer behavior theory, this study systematically elucidates the essence and core characteristics of
smart marketing, analyzes the formation mechanisms of consumer purchasing decisions, and focuses
on exploring how smart marketing influences consumer decision—-making across cognitive, attitudinal,
and behavioral dimensions. Supported by relevant theoretical frameworks, the research provides
evidence-based arguments for its conclusions. The study concludes by summarizing key findings,
identifying limitations, and proposing future research directions. These insights aim to offer theoretical
references for enterprises to optimize smart marketing strategies and enhance marketing effectiveness,
thereby enriching academic research in the fields of smart marketing and consumer behavior.
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