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Abstract. Currently, marketing (psychology), as a major part of modern business 

activities and market academic research, has a significant impact on enterprises’ 

competitive advantage, thereby helping them activate consumer potential and im-

prove marketing effectiveness. Therefore, this study focuses on exploring the re-

search trends and hot topics in marketing (psychology) to better contribute to 

enterprises in activating consumer potential and improving marketing effective-

ness. The study employs quantitative and qualitative analysis methods, using 

CiteSpace 6.4R1 literature visualization analysis software to conduct visualiza-

tion analysis of marketing (psychology) literature data from Web of Science 

(WOS) from 2016 to 2025. The research findings are as follows: 1) Keyword 

clustering analysis revealed that research on purchasing tendencies, coordination 

functions, social media, and emerging markets was prevalent ; 2) Time trend 

analysis showed that research in marketing psychology is gradually shifting from 

demand-driven and precision-driven to incremental-driven; 3) The study ana-

lyzed cases such as Thai celebrities breaking revenue records with live-streaming 

e-commerce on TikTok, Xiaohongshu’s closed-loop marketing model of “plant-

ing seeds and harvesting products,” and the operational models of comprehensive 

e-commerce platforms like Taobao and JD.com, using theories of conformity and 

emotional resonance. 

Keywords: Marketing (Psychology), CiteSpace, WOS, AI Marketing 

1 Introduction 

 

  © The Author(s) 2026
H. Chen et al. (eds.), Proceedings of the 5th International Conference on Economic Development and Business
Culture (ICEDBC 2025), Advances in Economics, Business and Management Research 376,
https://doi.org/10.2991/978-94-6239-604-3_39

As the core of modern business activities, marketing (psychology) is of great signifi-
cance to enterprises in winning consumer loyalty, gaining competitive advantage and 
academic development. Currently, consumer demand is becoming more personalized 
and emotional, and traditional marketing models are no longer suitable [1]. Marketing 
psychology originated from the surge in goods in the US market after World War II 
and the changing consumer demand, which gave rise to “creating demand”. Experts 
and scholars studied consumer demand, motivation and consumption habits, which led 
to the birth of marketing psychology [2]. Under the guidance of the current “digital 
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business expansion” action policy, enterprises need to deeply explore consumer psy-
chology and promote consumer psychology adaptation, and marketing (psychology) is 
the key to improving marketing effectiveness [3]. 

The academic community has paid much attention to it. For example, Hu (2023) 
explained that marketing (psychology) still has the problem of not being able to accu-
rately convey effective information to consumers. This is reflected in the repeated push 
of advertisements by enterprises in order to expand market share, which leads to con-
sumers’ rebellious psychology or even aversion [4]. Pan and Zheng (2024) believe that 
marketing (psychology) still has problems in terms of ethical boundaries and risk avoid-
ance [5]. In addition, Ying (2025) ‘s research on loss aversion-based digital marketing 
and its legal regulation shows that the legal problems caused by enterprises using con-
sumers’ psychological weaknesses as marketing means have not been systematically 
regulated.China’s laws have also not systematically regulated the large-scale use of loss 
aversion in marketing [6]. 

Based on the above analysis, it was found that current research in marketing (psy-
chology) involves many branches with significant overlap, resulting in a fragmented 
research landscape. This study aims to better clarify the developmental relationships, 
trends, and potential future research directions in marketing (psychology). It utilizes 
existing core literature and employs CiteSpace 6.4R1 for visualization analysis. Fur-
thermore, it conducts in-depth case studies on current consumer acceptance of AI mar-
keting, thereby providing research directions for marketing (psychology) and offering 
theoretical support for businesses to accurately adapt to consumer psychology. 

2 Analysis Methods and Data Sources 

2.1 Research Methods 

This study employs a combined quantitative and qualitative research methodology. 
Quantitative research uses quantitative methods to represent problems and phenomena, 
then analyzes, examines, and interprets them to obtain meaning. To achieve the re-
search goal of visualizing and analyzing marketing (psychology) related literature from 
2016 to 2025, the study utilizes the bibliometric tool CiteSpace 6.4R1 developed by 
Professor Chen Chaomei. Its core functions are bibliometrics and knowledge graph vis-
ualization. This study can visualize massive amounts of literature data. Simultaneously, 
qualitative research methods were also selected. Qualitative research is a method or 
perspective that studies things based on their inherent characteristics and contradictory 
changes in movement, focusing on their intrinsic nature. This study takes AI as its start-
ing point and consumer psychology as its research focus, and uses case studies to deeply 
analyze the essence and contextual relationship of consumer psychology in digital sce-
narios. 

2.2 Data Sources 

The data for this study came from the Web of Science (WOS) database. For data re-
trieval/collection, the search method in WOS was limited to the keyword “marketing 
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(psychology)” within the timeframe of 2016-2025. This resulted in 667 articles being 
selected, from which plaintext was then exported. 

3 A Trend Analysis of Marketing (Psychology) 

 

The study used CiteSpace 6.4R1 to perform visualization analysis on core marketing 
(psychology) documents, resulting in a co-occurrence map of co-occurrence keywords 
and a time trend analysis, as shown in Figure 1. 

Fig. 1. Trend Analysis of Marketing (Psychology) Keyword Research 

Overall, from 2020 to 2025, the research focus of marketing (psychology) has shifted 
from purchasing propensity to coordinating functions, social media, consumers, and 
emerging markets. This indicates that the shift in the development trend of marketing 
(psychology) is not accidental, but rather the result of the combined effects of market 
environment, technological development, and changes in consumer personality. It also 
reflects the evolution of marketing (psychology) from a singular focus to a multidisci-
plinary collaborative approach. 

Specifically, an analysis of marketing (psychology) at each stage reveals that re-
search in 2020 focused on purchase intention. This was due to widespread consumer 
panic following the COVID-19 pandemic. Businesses avoided or increased risk-related 
language in their communications with consumers. By 2022, research on marketing 
functions increased, primarily due to intensified market competition after the pandemic. 
Businesses could enhance the effectiveness of their marketing efforts through coordi-
nated omnichannel marketing. In 2024, marketing (psychology) experienced further 
rapid development, with sub -themes including social media, Chinese consumers, the 
beverage industry, regulatory mechanisms, and omni-channel platforms. This was
mainly driven by technological advancements and evolving consumer perspectives, 
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leading to more independent thinking and personalized needs. Businesses and brands 
began to consider how to build strong connections with consumers. Furthermore, lev-
eraging technologies such as AI and big data to refine industry practices has led to a 
market-oriented marketing strategy driven by social media. Entering 2025, companies 
will focus on new markets as the consumption potential of emerging markets such as 
lower-tier cities and the silver economy is being tapped. Different consumer groups 
exhibit varying psychological characteristics, demanding more personalized products 
and services. 

4 Case Study: Consumer Acceptance of AI Marketing 

4.1 Case Background 

In the new media era, digital marketing, as a core marketing method for enterprises, is 
characterized by diversified channels and data-driven approaches. Multiple platforms, 
such as social media, short videos, and e-commerce, work together. User behavior data, 
including visits, purchases, and consumption, can be collected in real time. The follow-
ing is a brief background introduction to common social media marketing and psycho-
logical marketing case studies. 

Thai actress Jenny achieved a record-breaking 557 million baht (approximately 122 
million RMB) in sales during a TikTok livestream, setting a new record in Thai
livestream e-commerce history. The livestreams alternated between entertainment and 
product sales and incorporating engaging segments. The livestreams featured limited-
time offers from different brands every 10 minutes, rapidly driving sales and creating a 
sense of urgency. In contrast, Xiaohongshu’s core marketing strategy is a B2K2C con-
tent seeding-purchase closed-loop model. It leverages KOLs to expand brand influence, 
while KOCs share genuine user experiences to generate interest. These experiences are 
then linked to product notes, and users’ subsequent purchases and shared reviews be-
come new content, creating a closed loop. As comprehensive e-commerce platforms, 
Taobao and JD.com display products in the form of category lists and product detail 
pages. Consumers typically have specific product needs and complete transactions by 
searching for target products using keywords. They also offer subsidies and large cou-
pons to increase repeat purchase rates. 

4.2 Relevant Theories 

To better identify the factors behind the success of these cases, the following discussion 
focuses on the psychological factors of conformity and emotional resonance. 

Conformity is the change of behavior or belief that people make based on the behav-
ior of others. In essence, it is to reduce decision-making risk and gain group recognition 
by following others [7]. For example, the display of the number of orders sold in the 
live broadcast room and the high number of viewers of the Thai celebrity live broadcast 
made consumers follow the trend and buy. The shopping feedback notes posted by users 
on the Xiaohongshu platform will make other users think that “everyone is buying, so 
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the product must be good”. When consumers search for products on e-commerce plat-
forms, they will see that the products at the top are mostly popular products. They will 
assume that these products are more worth buying. This kind of conformity will reduce 
the decision-making cost of consumers. High sales and many positive reviews can help 
consumers build basic trust in products.  

Emotional resonance refers to the phenomenon in the field of psychology where in-
dividuals are influenced by the emotional expression of others or have the same or sim-
ilar emotional experience in a specific situation [8]. From the case of TikTok. Consum-
ers are not just buying things, but participating in entertainment programs brought by 
celebrities and internet celebrities, focusing on “emotional value” and “emotional ex-
perience”. This means that e-commerce competition is no longer a price war, but a 
battlefield that triggers emotional resonance among consumers. Xiaohongshu’s mar-
keting method of using KOCs and ordinary users to “plant grass” conveys the blogger’s 
non-commercial real emotions, reduces consumers’ resistance to marketing, and forms 
an emotional connection. When enterprises use emotional resonance for marketing, 
they can make products go beyond a single functional attribute and give them emotional 
value, thereby obtaining premium benefits. 

4.3 Revelation and Discovery 

As demonstrated by the above examples, AI can implement personalized discount strat-
egies. For instance, Taobao and JD.com digitize user repurchase rates, last purchase 
time, and average order value, then use AI to analyze and create user profiles. High-
frequency consumers receive “member-exclusive coupons “to make them feel valued. 
Hesitant consumers are pushed “group-buying discounts” through AI, stimulating their 
herd mentality and ultimately leading to a purchase. Simultaneously, AI and big data 
can reconstruct human psychological patterns. By converting qualitative psychological 
tendencies into quantifiable tags, consumers’ inner psychological characteristics can be 
precisely segmented, preventing homogenized product marketing. For example,
Xiaohongshu uses AI to break down user note data, precisely segmenting consumers 
into “students” and “graduate school applicants,” and then matching them with emo-
tional associations like “affordable products” and “stress relief” for targeted marketing. 

By leveraging the psychological mechanisms of dynamic consumer pricing strate-
gies, AI can maximize efficiency. For example, TikTok uses AI to analyze Jenny’s 
fans’ favorite celebrities, entertainment preferences, and consumption preferences, tar-
geting consumers with psychological tags such as “emotionally resonant” and “price-
sensitive.” For the former, moderate discounts can stimulate their spending potential, 
while for the latter, adding “limited stock” reminders stimulates purchases.  

4.4 Risks and Mitigation Measures 

Through the above case studies, while AI marketing can bring good returns, it also 
carries many risks. For example, tactics like “stockouts in live streams” or “limited-
time flash sales” can intensify psychological pressure, exploiting consumer weaknesses 
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to drive irrational consumption. Xiaohongshu was summoned by the Cyberspace Ad-
ministration of China for frequently hyping up celebrity news, severely damaging the 
online environment. This incident shattered consumer trust in Xiaohongshu, leaving 
them feeling coerced by algorithms and powerless. Taobao’s forced redirect ads employ 
a forced traffic-driving marketing method, which generates strong resentment and a 
sense of offense among consumers. Furthermore, overly precise AI-driven ad pushes 
can make consumers feel their privacy is being violated. 

In response, businesses should prioritize minimizing psychological risks for con-
sumers, adhering to ethical and legal boundaries. Specific measures include: businesses 
should proactively fulfill their social responsibilities, enhancing their sense of social 
responsibility and aligning with the promotion of rational and sustainable consumption. 
Furthermore, businesses should enhance the controllability and transparency of AI mar-
keting, informing consumers what data will be collected and for what purpose, allowing 
them to decide whether to authorize information sharing and adjust the weighting of 
preferred recommendations. 

5 Findings and Conclusions 

In summary, analysis using keyword clustering and time trends reveals that in a highly 
competitive market, single channels are no longer sufficient to address the company’s 
growing demand; a multi-channel approach is necessary. Furthermore, with technolog-
ical advancements, businesses are employing AI and big data, utilizing social media 
and other media for precision marketing. Furthermore, the emergence of new market 
demand groups after 2025 has led to heterogeneous consumer psychology—character-
ized by individuality and rational thinking. For businesses seeking incremental growth, 
it is crucial to develop strategies that cater to the psychological patterns of this demo-
graphic to achieve effective marketing. 

Through case studies, in the era of rapid digital economic development, the essence 
of marketing is competition based on AI’s interpretation of consumers. AI reflects con-
sumers’ thoughts and ideas in their consumption behaviors, such as browsing paths and 
purchase records, and quantifies and labels these abstract psychological states. It then 
uses data analysis and trend prediction to uncover potential consumer needs. AI can 
also accurately satisfy consumers’ “emotional value” . This amplifies the herd mental-
ity of consumers through continuous emotional resonance, achieving better promo-
tional results. 

Therefore, in the future, as AI becomes more integrated with different emerging 
markets and delves deeper into the psychological characteristics of specific groups such 
as those in lower-tier markets and the silver economy, it will be able to better achieve 
personalized and precise marketing and personalized services. At the same time, we 
can also see that the cross-integration of AI with psychology, sociology, and ethics will 
gradually become more widespread. Therefore, it is necessary to apply more theoretical 
findings to practice, thereby promoting “AI marketing” to “responsible AI marketing.” 
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Finally, to create a favorable business environment, the government should enact 
relevant laws and regulations for AI marketing, clearly defining the boundaries of en-
terprises’ collection of consumer data, the standards for penalties for violations, and 
bringing AI marketing under regulatory oversight. The fundamental bottom line for 
enterprises using AI in marketing is that they cannot employ consumer psychology 
traps or infringe upon user interests. “Responsible AI marketing” should be incorpo-
rated into the enterprise’s value system. Secondly, the entire process of AI marketing 
should be monitored across all marketing projects using AI in the enterprise’s overall 
business. For example, is the AI marketing plan compliant with regulations? Negative 
consumer feedback should be received and corrected immediately to ensure the accu-
racy of marketing information. Consumers can improve their awareness and ability to 
identify risks by learning the principles and risks of AI marketing models and basic 
knowledge of data privacy protection. They should also fully exercise their rights to AI 
marketing and strengthen their awareness of their rights. This study analyzes AI and 
marketing in detail based on research trends and specific cases. However, due to limi-
tations in scope and time, this study only selected literature on marketing (psychology) 
topics from WOS from 2016 to 2025. Furthermore, because the research is theoretically 
oriented and lacks practical testing, future research should focus more on practical test-
ing. 
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permission directly from the copyright holder.
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