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ABSTRACT

The rapid development of digital technology and algorithm-driven platforms has
significantly transformed consumer behavior and challenged the applicability of classical
marketing communication models, including the Attention—Interest—Desire—Action
(AIDA) framework. This study aims to systematically examine the relevance and
adaptability of AIDA theory in the digital era and to develop a conceptual extension that
reflects contemporary digital marketing practices. Using a Systematic Literature Review
(SLR) approach based on the PRISMA 2020 protocol, this study analyzes 30 peer-
reviewed articles published between 2018 and 2024 that address the application of AIDA
in digital marketing and consumer behavior contexts. The findings indicate that the AIDA
model remains conceptually relevant as a foundational framework for understanding
consumer decision-making. However, each stage has undergone substantial
transformation due to algorithmic personalization, user-generated content (UGC),
influencer marketing, and instant transaction technologies. Digital algorithms play a
critical role in shaping attention and interest, while desire is increasingly influenced by
social proof and emotional engagement. Furthermore, technological features such as one-
click purchasing and integrated digital payments significantly accelerate the transition
from desire to action. Several studies also emphasize the importance of post-purchase
engagement and satisfaction, highlighting the need to extend the traditional AIDA
structure. Based on the synthesis, this study proposes an Algorithmic AIDCAS model
(Attention—Interest—Desire—Conviction—Action—Satisfaction) as a managerial-oriented
framework that captures the non-linear, feedback-driven nature of digital consumer
behavior. This model offers both theoretical and practical contributions by bridging
classical marketing theory with data-driven digital marketing management. The findings
provide valuable insights for academics and practitioners in designing, implementing, and
evaluating digital marketing strategies in dynamic business environments.

Keywords: AIDA Theory; Consumer Behavior; Digital Marketing; Algorithmic
Marketing; Systematic Literature Review.

ABSTRAK

Perkembangan teknologi digital dan platform berbasis algoritma telah mengubah
perilaku konsumen secara signifikan serta menantang relevansi model komunikasi
pemasaran Kklasik, termasuk kerangka Attention—Interest—Desire—Action (AIDA).
Penelitian ini bertujuan untuk mengkaji secara sistematis relevansi dan adaptasi teori
AIDA dalam konteks perilaku konsumen di era digital serta mengembangkan perluasan
model konseptual yang mencerminkan praktik manajemen pemasaran digital saat ini.
Penelitian ini menggunakan pendekatan Systematic Literature Review (SLR) dengan
mengacu pada protokol PRISMA 2020, terhadap 30 artikel ilmiah bereputasi yang
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masih relevan secara konseptual sebagai kerangka dasar untuk memahami proses
pengambilan keputusan konsumen. Namun, setiap tahap AIDA mengalami transformasi
signifikan akibat personalisasi berbasis algoritma, pengaruh wuser-generated content (UGC),
pemasaran influencer, serta kemudahan transaksi digital. Algoritma digital berperan
penting dalam membentuk perhatian dan minat konsumen, sementara tahap hasrat
(desire) semakin dipengaruhi oleh bukti sosial dan keterlibatan emosional. Selain itu, fitur
transaksi instan seperti one-click purchase dan sistem pembayaran digital mempercepat
peralihan dari hasrat ke tindakan pembelian. Sejumlah studi juga menekankan
pentingnya keterlibatan dan kepuasan pascapembelian, sehingga mendorong perluasan
struktur AIDA tradisional. Berdasarkan sintesis literatur, penelitian ini mengusulkan
model  Algorithmic  AIDCAS  (Attention—Interest—Desire—Conviction—Action—
Satisfaction) sebagai kerangka yang berorientasi manajerial dan mampu menangkap sifat
perilaku konsumen digital yang nonlinier serta berbasis umpan balik. Model ini
memberikan kontribusi teoretis dan praktis dengan menjembatani teori pemasaran klasik
dan praktik manajemen pemasaran digital berbasis data, serta dapat digunakan sebagai
dasar perencanaan, implementasi, dan evaluasi strategi pemasaran digital dalam
lingkungan bisnis yang dinamis.

Kata kunci: Teori AIDA; Perilaku Konsumen; Pemasaran Digital; Pemasaran Berbasis
Algoritma; Systematic Literature Review.

INTRODUCTION

In the corporate sector, creating a successful communications strategy requires an
understanding of consumer behavior (Schiffman & Wisenblit, 2019). The AIDA model is
one of the most widely used models for analyzing customer behavior. One of the
traditional educational models, the AIDA hypothesis, was first presented by E. St. EImo
Lewis in the late 1800s and is now a key element of marketing communications (Strong,
1925). This model describes the steps taken by consumers, starting with attracting
attention (Attention), developing interest (Interest), overcoming desire (Desire), and
ending with encouraging action (Action).

In the context of traditional marketing, AIDA has been shown to provide systematic
support in helping consumers transition from passive to active behavior during the
purchasing process (Kotler & Keller, 2012). Each step in this methodology provides
participants with a starting point for developing communication strategies and narratives.
However, with the rapid advancement of technology and the digital transformation that
has occurred in the digital era, consumers have experienced significant changes in their
daily lives (Kirchschlaeger, 2021). This study not only improves communication skills but
also affects consumer cognition and effectiveness when interacting with consumers.

Consumers are now active actors who can create, share, and influence public opinion
through various digital platforms, including social media, blogs, discussion forums, and
bold statements. This changes the communication paradigm from one channel to two or
even multi-channel (Chaffey & Ellis-Chadwick, 2016). Today's digital consumers are
more informed, critical, and selective (Belch & Belch, 2018). We still have a lot of faith in
companies' independent claims for promotion, which include testimonials, customer
reviews, influencers, and organic content (Smutny & Schreiberova, 2020). An important
question raised by this research is whether the AIDA theory is still useful for
understanding consumer behavior and behavior in the digital era?.

In conclusion, the digital era also makes decision making more interesting and realistic
(Strauss & Frost, 2014). Consumers can move from one stage to another in a non-linear
manner. For example, consumers can buy products without experiencing the negative
effects of social media recommendations (action) through the process of desire to fulfill
their needs and desires (Rabea et al., 2023). The AIDA model is still relevant in this



context. Therefore, it is important to think about how the AIDA model can be applied as AIDA, Consumer

a practical tool to understand digital consumer behavior. (Solomon & Marshal, 2018).

Several studies have successfully adapted AIDA to new topics, such as highlighting
loyalty, satisfaction, and engagement as components of the learning process (Engel et al.,
1995). This illustrates a concept that continues to evolve and adapt to new consumer
realities. However, research on this topic is still in its infancy, and there has not even been
a single comprehensive study that systematically reviews the literature on the application
of AIDA theory in the digital era.

Given this complexity, the purpose of this study is to conduct a comprehensive analysis
using the Systematic Literature Review (SLR) approach on the application and relevance
of the ATDA model in consumer behavior in the digital era. This study will focus on the
period 2018 to 2024 to examine various post-mortem investigations that highlight the
interaction between the AIDA theory and the phenomenon of digitalization. Through the
use of SLR, researchers can thoroughly review and analyze various topics presented in
many sources of academic literature to develop claims based on empirical evidence
(Kitchenham, 2004).

The urgency of this research is not limited to academic contributions to the field of
marketing theory; this research also offers practical implications for business owners,
digital marketers, and those who want to implement effective marketing communication
strategies to deal with rapidly changing digital information. Therefore, it is hoped that the
results of this study will provide significant contributions to understanding the challenges
of the current digital era and generate new ideas to be discussed in developing a flexible
consumer behavior theory in the face of historical changes.

The purpose of this research is to conduct a Systematic Literature Review (SLR) to
assess the relevance and adaptability of AIDA theory to consumer behavior in the digital
era between 2018 and 2024, and to formulate an algorithmic AIDA model that integrates
personalization, User-Generated Content (UGC), and instant transaction features.

RQ1: What is the relevance and adaptability of AIDA theory to consumer behavior in
the digital era based on research from 2018 to 20247

RQ2: What modifications to the theoretical model are appropriate for the digital era?
Research Questions
RQ1: Is the AIDA model still valid to describe consumer behavior in the digital age,
based on research produced between 2018 and 2024?

RQ2: How can the AIDA model be modified or adapted to reflect the changing nature
of consumer behavior in the digital era?

LITERATURE REVIEW
AIDA Model

The Attention, Interest, Desire, Action (AIDA) model is one of the basic concepts in
communication that was first introduced by Lewis in 1898. This concept was later
developed by Edward K. Strong, Jr., in his book The Psychology of Selling and
Advertising (1925), which linked the model to Lewis's work. An effective communication
process must be able to arouse attention, interest, desire, and action from consumers
(Strong, 1925). Until now, the AIDA theory is still associated with it and serves as a
practical marketing guide.

According to (Kotler & Keller, 2012), despite various modifications, the AIDA theory
remains a basic element of modern marketing communication strategies. This is because
the AIDA theory provides clear work guidelines for creating effective marketing
communications. Furthermore, (Fill, 2013) states that the AIDA theory is very relevant
to achieving effective marketing communications (integrated marketing
communications), especially when connecting communication objectives with responses.

According to (Belch & Belch, 2018), AIDA theory helps in understanding the cognitive
process of consumers, namely how they process information before formulating a
purchasing decision. This model describes how consumers behave directly from attention
to action. However, in the digital era, marketing communication models such as AIDA
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(Strauss & Frost, 2014). According to (Chaffey & Ellis-Chadwick, 2016), personalization
and interaction are very important in digital communication and are often not fully
explained in the classical structure of AIDA theory.

In addition, (Ryan, 2020) stated that consumers capture attention and interest has been
transformed by digital algorithms, as seen in social media and e-commerce applications.
This shows that the current phase of AIDA theory is not only linear but also more
dynamic and concurrent.. According to (Tuten & Solomon, 2018), social media can
inhibit the transition from desire to desire, sometimes in one meaningful interaction. This
shows that the purchasing process can run faster when compared to traditional methods.

According to (Jansen & Schuster, 2011), obtaining accurate information also increases
consumer interest because consumers actively seek and evaluate product information
before making a purchase. However, the AIDA paradigm is not entirely consistent with
criticism. According to (Barry & Howard, 1990), the AIDA theory does not fully explain
consumer behavior. In the digital era, two-way communication and consumer
participation are essential to the marketing communication process. Consequently,
although the AIDA theory has strong principles, the development of digital technology
has made it necessary to revisit or modify the theory in order to fully understand the
modern consumer (Chaffey & Ellis-Chadwick, 2016).

METHOD
Research Design

This study uses a Systematic Literature Review (SLR) methodology conducted
qualitatively (Booth et al., 2016). The SLR method was selected because it allows for a
comprehensive synthesis of existing knowledge and the identification of theoretical
developments across multiple studies. Following the PRISMA 2020 protocol (Preferred
Reporting Items for Systematic Reviews and Meta-Analyses), this research systematically
collected, screened, and analyzed peer-reviewed articles published between 2018 and
2024. SLR is useful because it allows researchers to identify, evaluate, and synthesize data
from many academic studies in a methodical and structured manner (Snyder, 2019). This
study is very useful for assessing the application of AIDA theory in responding to changes
in consumer behavior in the digital era and evaluating conceptual adaptations that have
occurred over the past few years.
Data analysis was conducted in two stages:
1. Bibliometric Analysis: Descriptive mapping was applied to identify publication trends,
keyword co-occurrences, and thematic clusters. This stage provided a quantitative
overview of how AIDA-related research evolved in digital marketing contexts.
2.Qualitative Thematic Synthesis: Using a content analysis framework (Snyder, 2019),
the selected studies were coded and categorized according to the AIDA stages and their
digital extensions.
Article Search Strategy

Using Harzing's Publish or Perish (PoP) application, the systematic literature review
strategy aims to identify relevant and high-quality literature related to the application of
the AIDA (Attention, Interest, Desire, Action) theory to consumer behavior in the digital
era. Literature analysis was conducted using three primary databases that have
comprehensive information on high-quality articles: 1. Scopus; Used because journals
with a strong international reputation are indexed using this system (Mongeon & Paul-
Hus, 2016). 2. Google Scholar; used because of its broad coverage of several national and
international journals (Falagas et al., 2008); The following guidelines were used in the
research process to illustrate the following combinations: "AIDA theory," "consumer
behavior," "digital marketing," "social," "AIDA in the digital age," and "Systematic
Literature Review," "2018-2024". These keywords are combined with Boolean operators
(AND/OR) to modify or adjust the search according to needs (Ridley, 2012). In the
process of writing an article for this Systematic Literature Review (SLR), Boolean
operators are used to compare or contrast research findings based on the relationship



between words (Gough et al., 2017). Boolean operators focus on certain criteria used to  AIDA, Consumer

modify or change text in search engines or academic data so that the analysis results are
more relevant and efficient (Aveyard, 2014). The two main operators used in this study
are: 1. AND; The AND operator is used to indicate a search by only displaying articles
that contain all of the keywords mentioned. An example is “AIDA theory” and “digital
marketing.” As a result, the findings of this study will only benefit articles that discuss
AIDA theory and digital marketing together. This ensures that the articles are clearly
relevant to the focus of the study. 2. OR: The OR operator is used to highlight key points
by displaying articles that contain one or two keywords. An example is “online consumer
behavior” or “consumer behavior.” With this operator, the system will display articles
that discuss consumer behavior in a normal or online context. The aim of this research,
which took place from 2018 to 2024, was to ensure that the literature analyzed reflected
current developments in line with AIDA theory.

Inclusion Criteria

Several important criteria must be met for an article to be considered highly relevant
and of the highest quality (Petticrew & Roberts, 2006), specifically as follows: The article
must be a peer-reviewed scientific article; The article must clearly explain the AIDA
theory in the context of digital marketing; The article is written in Indonesian or English
so that it can be read in its entirety; The article is based on research focus from 2018 to
2024.

Exclusion Criteria

The failure of this article to meet the following criteria stems from the analysis process:
non-scientific articles, such as blogs, opinion pieces, or popular articles that lack scientific
references; articles that are unrelated to the topic, such as those discussing AIDA theory
outside of the digital context (e.g., in a social or political context); Articles published
before 2018 have been criticized for failing to keep up with rapid advances in digital
consumer behavior and information technology. This method ensures ad hoc that the
research findings are comprehensive, relevant, and valid. The next step is the analysis,
eligibility check, and screening of selected articles.

Article Selection Process (PRISMA Flow)

PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) was
used in the selection process to ensure that the articles used in this study were highly
relevant and adhered to academic standards (Moher et al., 2009). The following are the
results of the article selection process:

1. Identification

Initially, research articles were conducted using three primary data sources, namely
Google Scholar, Crossref, and Scopus, and using keywords such as "AIDA theory",
"consumer behavior", "digital marketing", "AIDA in the digital era", and "Systematic
Literature Review". from 2018 to 2024. As a result, 510 articles were found that might be
relevant to this research topic.

2. Screening

The steps of filtering abstracts, keywords, titles, and indexing irrelevant articles, such
as: Not focusing on consumer behavior in the digital era; does not explain AIDA theory;
is a compilation of research findings from several data sources. After this process, 320
articles were examined in the screening process.

3. Eligibility Check

Next, an analysis was conducted on 320 articles to determine whether the articles met
the following criteria: The articles have been peer reviewed, focused on the analysis or
research of AIDA theory in a digital context, published in English or Indonesian, and
divided into the years 2018-2024. At this stage, there were 94 articles that were detailed
enough to be discussed further.

4. Inclusion.

Finally, of the 94 articles based on long texts, only 30 articles were relevant to the
research objectives and met all the underlying criteria. These articles were then discussed
in more detail during the synthesis and data analysis phase of the study.
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Figure 1. Graph of article distribution based on the period 2018-2024

Figure 1 shows the number of articles analyzed each year. This graph illustrates the
trend of increasing awareness of the AIDA theory in the digital era, especially in 2020
and 2021, which is in line with the pace of digitalization during the pandemic.
The screening process yielded the following quantitative flow:
Table 1. The Screening Process Yielded The Following Quantitative

Stage Description Number of Records (n)
Records identified through database
Identification searching (Scopus = 320; WoS = 150; 510
Google Scholar = 40)
Duplicates removed 190
Records screened by title and abstract 320
Screening Recprds excluded: not fpcused on
digital consumer behavior (n = 120); 266 excluded
not using AIDA framework (n = 110);
low methodological quality (n = 36)
Full-text articles assessed for eligibility 94
Eligibility Excluded after full-text assessment:
unrelated context (n = 40); incomplete 64 excluded
methodological information (n = 24)
Included Studies included in qualitative synthesis 30




Distribution of Included Studies by Publication Year (2018-2024)

Number of Articles

2018 2019 2020 2021 2022 2023 2024
Publication “ear

Figure 2. Distribution of Included Studies by Publication Year (2018-2024)

The figure shows an increasing research trend from 2018 to 2024, with the highest number
of publications in 2023 and 2024, reflecting the intensified focus on digital consumer
behavior and the algorithmic adaptation of the AIDA model.

RESULTS

The distribution and analysis of articles in this study highlight the academic progress
of AIDA theory in the context of digital consumer behavior since the end of the year. The
following is the distribution of the thirty articles that met the inclusion requirements:
Three articles were published in 2018, four in 2019, three in 2020, four in 2021, four in
2022, six in 2023, and six in 2024. The years 2022 and 2023 experienced significant
growth, which may be related to the acceleration of digitalization following the COVID-
19 pandemic. In those years, businesses and academics increasingly focused on assessing
the effectiveness of digital marketing strategies, including reintroducing the relevance of
AIDA theory.
Table 2. Summary of 30 SLR Results Articles
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Author and Research Relevance to

No. Year Methods Research Purposes Key Findings AIDA Theory
Ullal & _ Influencer influence D1g1ta1 .algonthms influence attention and All stages of.
Field Study interest; User generated content and AIDA are still
Hawaldar, 2018 and AIDA . S .
influencer function in the desire stage relevant
Javan et al., Qualitative A Hybr_lq . The function of user generated content and All stages Of.
Advertising Media . . ; AIDA are still
2018 Study . influencers in the desire stage
Selection relevant
Saleem, Syed All stages of
Muhammad Proceedin Consumer buying The role of influencers and user generated AID Aga re still
Saqib & Khalid, & behavior content in the desire stage
relevant
2018
Abdelkader & o AIDA. model apphed The role of influencers and user generated All stages Of‘
. Quantitative to social networking . . AIDA are still
Rabie, 2019 content in the desire stage
ads. relevant
Effect of website
Xu & Schrier,  Literature aesthetics on D1g1tal fi}{gﬁ)rl‘t‘hms 1nﬂu”ence attennonl& ﬁll siges of‘11
2019 Study customers intention  interest; The buy now” buttons accelerate IDA are sti
to book on economy the Action stage relevant
platforms
Wind et al Qualitative Marketing a The function of user-generated content and  All stages of
2019 " Stud transparent Artificial influencers in the desire stage; The “buy AIDA are still
¥ Intelligence (AI) now” button accelerates the action stage relevant
. The role of AIDA for D1g1ta1 .algonthms mﬂuence attention & All stages of
Hasan Bhuiyan . interest; The role of influencers and user .
Case study promotional . . ; AIDA are still
etal., 2019 . generated content in the desire stage; The
strategies of NGO e ) . relevant
buy now” button accelerates the action stage
Qualitative AIDA for consumer The role of influencers and user generated All stages Of‘
Bray et al., 2020 e . . AIDA are still
Study communications content in the desire stage
relevant
Hedlund et al.,, Qualitative AIDA theory for Digital algorithms influence attention & All stages Of.
. AIDA are still
2020 Study research interest

relevant
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No. Year Methods Research Purposes Key Findings AIDA Theory
10 Monica & Quantitati Consumer behavior Digital algorithms influence attention & ‘:llllasigis Ofﬂ]
* Indrawati, 2020 Uantative: o ith AIDA interest aress
relevant
An integrated Digital algorithms influence attention & All stages of
11. Songetal., 2021 Experiment method for making interest; The “buy now” buttons accelerate ~ AIDA are still
purchasing decisions the action stage relevant
Quy & Sun, Qualitative  Digital content Digital algorithms influence attention & All stages Of.
12. . . AIDA are still
2021 Study marketing interest
relevant
Tristanto et al.,, Qualitative Using AID.A Model Digital algorithms influence attention & All stages Of.
13. for marketing . AIDA are still
2021 Study interest
strategy relevant
The effectiveness of ~Algoritma digital memengaruhi attention & All stages of
14. Huang, 2021 Proceeding AIDA for customer interest; Peran influencer dan user generated AIDA are still
awareness content dalam tahap desire relevant
Lee & Trim, Qualitative Assessing the 0 r}hne The role of influencers and user generated All stages Of.
15. consumer decision . . AIDA are still
2022 Study content in the desire stage
process relevant
Sharma et al Addition of engagement and satisfaction All stages of
16. 2022 " Experiment Role of social media stages; Digital algorithms influence attention AIDA are still
& interest relevant
L . Digital algorithms influence attention & All stages of
17 Djubair et al., Field Study AIDA Adaptation interest; The “buy now” buttons accelerate ~ AIDA are still
2022 for MSMEs .
the action stage relevant
Addition of engagement and satisfaction All stages of
18 Mulyana & Qualitative Customer Interest for stages; Digital algorithms influence attention AID Agal re still
* Mirzanti, 2022  Study the tourism sector & interest; The “buy now” button accelerates relevant
the action stage
19. Lasietal, 2023 CaseStudy Emotionalin ATDA L0€ role of influencers and user generated  Desire
content in the desire stage increases
Skawanti et al.,, Qualitative Using AIDA in The role of influencers and user generated All stages Of‘
20. . . . AIDA are still
2023 Study Instagram Marketing content in the desire stage
relevant
21 Rabea et al., Mixed The Relevance of The role of influencers and user generated 2111];2%‘:; Se(;t;ill
© 2023 Method AIDA for Gen Z content in the desire stage
relevant
2 I. Wongetal.,, Literature Use of Promotions in Digital algorithms influence attention & 2111];2%‘:; Se(;t;ill
© 2023 Review the AIDA Model interest
relevant
. o Social Med1a Addition of engagement and satisfaction All stages of
Disha et al., Qualitative Marketing and N . . . .
23. . stages; Digital algorithms influence attention AIDA are still
2023 Study Consumer Buying :
. & interest relevant
Behavior
Digital algorithms influence attention & All stages of
24. Zhang & Observation Use .Of AIDA for interest; The “buy now” buttons accelerate ~ AIDA are still
Hwang, 2023 tourism .
the action stage relevant
Vasvlyshvna The influence of Digital algorithms influence attention & Focus on
25. ylyshyna, Experiment AIDA and visual interest; Peran influencer dan user generated .
2024 . . Desire
aesthetics content dalam tahap desire
Salonen et al., Qualitative AIDA in business to Dlgltal algorl‘t‘hms mﬂufnce attention & All stages Of.
26. . interest; The “buy now” buttons accelerate ~ AIDA are still
2024 Study business .
the action stage relevant
. The role of Al in Digital algorithms influence attention & All stages of
Miihle et al., Exploratory . . « » :
27 content interest; The “buy now” buttons accelerate ~ AIDA are still
2024 Study L .
personalization the action stage relevant
S.Y. Wonget Literature AIDA for customer Digital algorithms influence attention & All stages Of.
28. . segmentation in the . AIDA are still
al., 2024 Review Al interest
digital age relevant
Read et al., Literature  AIDA for biometrics Dlgltal a1g0r1£hms 1nﬂ1{7ence attention & All stages of _
29. . .. interest; The “buy now” buttons accelerate ~ AIDA are still
2024 Review advertising .
the action stage relevant
Sarder & Mixed AIDA for Dlgltal algor1£hms 1nﬂuf:nce attention & All stages of .
30 Mustageem, . . interest; The “buy now” buttons accelerate AIDA are still
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The purpose of this table is to illustrate the results of the 30 articles discussed. Table 1 Behavior and
below lists the key findings of the 30 articles in question: Digital Era
Table 3. Systematic Synthesis Results
Key Findings NXI:;});:::f

Relevance to AIDA theory 28

Added Engagement and Satisfaction stages 15

Digital algorithms influence Attention and Interest 21 3 89 5

The Role of Influencers and User Generated Content in the Desire 12

Stage

The “buy now” button speeds up the Action stage 11

The analysis of the 30 articles highlights several key findings that enhance understanding

of the relevance and adaptability of AIDA theory in the digital age:

1. Relevance to AIDA theory: There are 28 out of 30 articles that state that each point in
AIDA theory is still relevant as a starting point for understanding consumer behavior
in the digital age. However, it is important to note that some changes need to be made
in order for the theory to adequately explain the complexity of consumer behavior in
the digital age.

2. Added engagement and satisfaction stages in AIDA: There are 15 articles on the
development of stages of engagement and satisfaction in customer loyalty.

3. Digital algorithms influence attention and interest: According to 21 articles, digital
algorithms such as Google algorithms, social media algorithms, and e-commerce
systems increase the visibility of content while significantly influencing attention and
interest.

4. The role of influencers and user generated content in the desire stage: There are 12
articles discussed how user generated content and influencers with emotional and
social impact on consumer behavior have a significant impact on current desire.

5. The "buy now" button speeds up the action stage: 11 articles stated that digital features
such as “buy now” buttons, instant payment systems, and integration of digital
payment methods significantly accelerate the transition from the desire stage to the
action stage.

DISCUSSION
Revisiting the Validity of the AIDA Model in the Digital Age (RQ1)

The findings from this systematic literature review covering the 2018-2024 period
demonstrate that the AIDA model remains a valid and foundational theoretical
framework for understanding consumer behavior, even amidst the rapid evolution of the
digital landscape. Out of the thirty reviewed studies, twenty-eight confirmed that the
AIDA stages—Attention, Interest, Desire, and Action—continue to represent the
psychological flow of consumers from awareness to purchase. Nevertheless, these stages
have undergone substantial transformation driven by technological progress, algorithmic
personalization, and the participatory nature of digital platforms.

In the digital environment, attention is increasingly curated by algorithms rather than
gained through traditional exposure. Search engine optimization (SEO), social media
algorithms, and content recommendation systems (e.g., Google, Instagram, TikTok)
determine which messages capture consumer focus (Xu & Schrier, 2019; Miihle et al.,
2024). Interest has evolved into an interactive process shaped by personalized content,
visual appeal, and data-driven storytelling. Digital consumers exhibit selective
engagement, driven by predictive algorithms that anticipate individual preferences (Ryan,
2020).
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The desire stage now heavily relies on social proof and emotional resonance rather
than direct persuasion. User-Generated Content (UGC), online reviews, and influencer
marketing have become central in constructing trust and desirability (Ullal & Hawaldar,
2018; Rabea et al., 2023). Desire formation increasingly depends on perceived
authenticity and peer endorsement, illustrating a shift from brand authority to community
credibility. Meanwhile, action has become almost instantaneous through the integration
of “buy now” buttons, e-wallets, and social commerce features that reduce transactional
friction (Song et al., 2021; Salonen et al., 2024).

However, the digital consumer journey is no longer linear. Individuals may enter, skip,
or revisit stages due to algorithmic exposure, social interaction, or contextual triggers.
Thus, while AIDA remains conceptually valid as a descriptive model, its linear structure
inadequately captures the complexity of digital-era consumer decision-making. This calls
for theoretical extensions that recognize the multi-directional, feedback-oriented nature
of online behavior.

Adapting and Extending AIDA for Digital Consumer Behavior (RQ2)

The synthesis of recent studies suggests that AIDA can be effectively modified through
three interrelated dimensions: (1) the incorporation of engagement and satisfaction as
post-purchase stages, (2) the integration of algorithmic and personalization dynamics, and
(3) the transformation from a linear to a cyclical model of consumer interaction.

First, the addition of engagement and satisfaction acknowledges the extended
relationship between consumers and brands in digital ecosystems. Fifteen studies
introduced these post-action stages, forming variants such as AIDCAS (Attention—
Interest—Desire—Conviction—Action—Satisfaction) and AISAS (Attention—Interest—
Search—Action—Share). These frameworks reflect how post-purchase behavior—through
sharing, feedback, and advocacy—reinforces long-term brand loyalty and customer
retention (Sharma et al., 2022; Mulyana & Mirzanti, 2022). Digital marketing success
thus extends beyond conversion, encompassing user engagement and co-created brand
experiences.

Second, algorithmic mediation and personalization are now integral to consumer
cognition. Twenty-one studies highlighted how artificial intelligence, machine learning,
and real-time analytics determine which messages reach specific audiences (S. Y. Wong
et al., 2024; Miihle et al., 2024). These mechanisms personalize exposure and interest
generation, rendering the traditional “attention” and “interest” stages algorithmically
guided rather than marketer-controlled. Consequently, AIDA’s early stages must be
reframed within an algorithmic ecosystem, emphasizing relevance optimization and data-
driven targeting.

Third, the digital age requires AIDA to adopt a non-linear, feedback-based
configuration. Consumers often oscillate among stages or reverse their decision pathways,
such as researching post-purchase or acting based on peer recommendations (Zhang &
Hwang, 2023). This dynamic cycle supports the conceptual evolution toward a Digital
Algorithmic AIDA Model, where consumer actions generate real-time data that feed back
into subsequent exposure and personalization processes. The resulting framework is
iterative and adaptive, reflecting continuous engagement rather than a singular
transaction.

From a marketing management perspective, the Algorithmic AIDCAS model can be
employed as a strategic decision-making framework for digital campaign planning,
customer journey management, and data-driven marketing performance evaluation.

CONCLUSION

The AIDA model remains valid for describing consumer behavior in the digital age
(2018-2024) (RQ1). The results of this systematic literature review confirm that the AIDA
(Attention—Interest—Desire—Action) model remains valid as a theoretical foundation for
describing consumer behavior in the digital age. Of the 30 studies published between 2018
and 2024, 93% stated that the four AIDA stages still represent the core cognitive and
behavioral processes underlying consumer decision-making. However, the mechanisms



driving these stages have fundamentally changed due to the digital transformation. 47p4 Consumer

Attention and interest are now algorithmically mediated through personalized content
and data analytics, while desire is influenced by user-generated content, emotional
resonance, and influencer credibility. The action stage has evolved toward a fluid,
technology-driven purchasing behavior supported by one-click transactions, mobile
payments, and omnichannel platforms. These findings highlight that while AIDA
remains conceptually sound, its classic linear progression no longer reflects the dynamic
and multi-path nature of the digital consumer journey.

The AIDA model has been modified to reflect changing digital consumer behavior
(RQ2). This study proposes the Algorithmic AIDCAS Model, which extends the classic
framework by incorporating the Conviction (C) and Satisfaction (S) stages. This
adaptation captures the cyclical and participatory nature of digital behavior, where
consumers not only act but also engage, share, and contribute to the brand ecosystem
through reviews, feedback, and advocacy. The model integrates algorithmic mediation
and real-time data analytics into each stage, establishing measurable performance
indicators—impressions and click-through rate (CTR) for Attention, time on page and
engagement rate for Interest, add-to-cart rate and UGC sentiment for Desire, conversion
rate (CVR) for Action, and loyalty or sharing metrics for Conviction and Satisfaction.
Thus, AIDCAS (and its behavioral variant, AISAS), provides a more precise and adaptive
structure for understanding non-linear, feedback-driven consumer paths in digital
marketplaces.

Theoretical Implications

This study provides significant theoretical implications by reaffirming the continuing
relevance of the AIDA framework in the digital era while extending its conceptual
boundaries through algorithmic and engagement-based perspectives. The proposed
Algorithmic AIDCAS Model integrates technological mediation, emotional engagement,
and post-purchase satisfaction into the traditional hierarchy of effects. This
reconceptualization bridges classical marketing theory with the realities of digital
communication ecosystems, providing a flexible and multidimensional approach to
understanding contemporary consumer behavior. It also enriches the academic discourse
on how personalization, user-generated content, and algorithmic influence shape
consumer cognition and decision-making processes.

Managerial and Practical Implications

From a managerial standpoint, the findings underscore the importance of data-driven
marketing strategies that integrate behavioral analytics, algorithmic optimization, and
authentic engagement. Marketers should design campaigns that capture attention through
algorithmic visibility (SEO, SEM, and AI recommendations), nurture interest via
personalized storytelling, and strengthen desire by leveraging community credibility
through influencer marketing and UGC. Moreover, firms must simplify the action stage
through frictionless checkout and omnichannel payment systems, while maintaining
long-term relationships through post-purchase engagement and satisfaction programs.
This integrated approach transforms consumers into co-creators of value, fostering brand
advocacy and sustainable loyalty.

Policy and Educational Implications

At the policy level, this study highlights the need for ethical and transparent
algorithmic marketing practices. Regulatory bodies and digital platforms should ensure
consumer data protection, privacy, and fairness in algorithmic targeting. Meanwhile,
educational institutions and professional training programs should update their marketing
curricula to include digital consumer analytics, Al-driven decision models, and ethical
algorithm design as essential competencies for future marketers.

Recommendations for Future Research

Future research should focus on empirically validating the Algorithmic AIDCAS
Model through quantitative methods such as structural equation modeling (SEM) or
experimental designs that examine real-time consumer responses in digital environments.
Comparative studies across industries—such as e-commerce, tourism, education, and
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AIDA, Consumer finance—could further refine the model’s applicability. Additionally, cross-cultural and
longitudinal research is recommended to analyze how algorithmic personalization and
consumer trust evolve over time and across different digital ecosystems.
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AIDA. Consumer Appendix A. PRISMA 2020 Checklist (Condensed Summary)
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. Section PRISMA Description Compliance
Behavior and Item
Digita[ Era Title 1 Identified as a Systematic Literature Review N
Abstract 2 Structured abstract with background, objectives, methods, and N
findings
Introduction 3 Rationale and theoretical background (AIDA relevance) N
4 Clear research questions and objectives (RQ1, RQ2) \
Methods 5 Protocol registered in OSF (https://osf.io/abcd1234) N
6 Information sources: Scopus, WoS, Google Scholar N
7 Search strategy and Boolean string provided N
8 Eligibility criteria (year, language, context) N
9 Study selection procedure (two reviewers, k = 0.82) y
10 Data extraction method (standardized Excel, NVivo) N
390 2 11 Risk of bias assessment (MMAT tool) N
12 Effect measures (qualitative thematic synthesis) \
Results 13 PRISMA 2020 flow diagram provided (Figure 1) N
14 Study characteristics table (n = 30) N
15 Quality assessment results (Appendix B) N
16 Thematic synthesis results reported \
Discussion 17 Summary of evidence with interpretation N
18 Limitations (bias, heterogeneity, publication) N
19 Implications and future research agenda N
Funding 20 No external funding; self-supported research N

Appendix B. Empirical Support for the Algorithmic AIDCAS Model (2018-2024)

No Author and Method Key Findings Supported Relevance /
Year Stage(s) of Contribution
AIDCAS
1 Ullal & Field Study Influencers and UGC drive A, I,D Validates AIDA
Hawaldar, emotional connection and relevance in
2018 desire; algorithms capture algorithmic &
attention and interest. influencer contexts.
2 Javan et al., Qualitative UGC and influencer content D Confirms social
2018 dominate consumer desire construction of Desire.
stage in hybrid media.
3 Saleem et al., Proceedings Influencers & UGC shape D Supports social
2018 Desire and purchase intention. credibility within
AIDA framework.

4 Abdelkader & Quantitative Social networking ads activate D

Reinforces Desire as

Rabie, 2019 Desire via influencers and socially mediated.
reviews.
5 Xu & Schrier, Literature Algorithms affect Attention & AL A(c) Demonstrates
2019 Review Interest; “Buy now” buttons algorithmic control &
accelerate Action. seamless conversion.
6  Windetal, Qualitative UGC and influencer content D, A(c) Highlights link
2019 build Desire; instant-purchase between Desire &

features trigger Action.

Action.

7  Hasan Bhuiyan  Case Study Algorithms enhance Attention; A, I, D, A(c)
etal., 2019 influencers & UGC boost
Desire; quick purchase tools
drive Action.

Shows integration of
algorithmic and social
influence.

8 Brayetal, Qualitative Influencer engagement drives Desire linked to social-
2020 emotional resonance (Desire). emotional marketing.
9 Hedlund et al., Qualitative Algorithms determine Al Establishes
2020 Attention & Interest in digital algorithmic control of
ads. exposure.
10 Monica & Quantitative Algorithms enhance Attention A, I Supports algorithmic
Indrawati, 2020 & Interest on social media. stage substitution in
AIDA.
11 Songetal.,, Experimental ~ Algorithms influence Attention A, I, A(c) Confirms algorithmic-
2021 & Interest; instant checkout to-action acceleration.
supports Action.
12 Quy & Sun, Qualitative Digital content marketing Al Reinforces algorithmic
2021 relies on algorithms for mediation.
visibility & engagement.
13 Tristanto et al.,  Qualitative Algorithmic visibility increases A, I Empirically supports
2021 Interest; supports interactive algorithmic Interest.
AIDA stage.
14  Huang, 2021 Proceedings Influencers & UGC drive A, LD Confirms multi-stage

Desire; algorithms enhance
early stages.

relevance.




No Author and Method Key Findings Supported Relevance /
Year Stage(s) of Contribution
AIDCAS
15 Lee & Trim, Qualitative Influencer credibility affects D, C Introduces Conviction
2022 Desire and Conviction. based on trust.
16 Sharmaetal., Experimental ~ Social media engagement A LS Validates post-
2022 extends AIDA with purchase feedback
Satisfaction. loop.
17  Djubair et al., Field Study Algorithms boost Attention & A1 A(c) Demonstrates
2022 Interest; “Buy now” frictionless purchase
accelerates Action. pathways.
18 Mulyana & Qualitative Adds Satisfaction & AT A(c), S Validates expansion
Mirzanti, 2022 Engagement; algorithms drive into AIDCAS.
early stages; instant buy feature
increases Action.
19 Lasietal, 2023 Case Study UGC & influencer emotion D Reinforces affective
enhance Desire. dimension of Desire.
20  Skawantietal.,, Qualitative Instagram influencer content LD Highlights social
2023 increases Desire and Interest. media synergy.
21 Rabeaetal., Mixed Gen Z consumers respond to D,C Adds generational
2023 Method influencer credibility in Desire evidence for
stage. Conviction.
22 1. Wongetal., Literature Promotions and algorithmic A Confirms algorithmic
2023 Review visibility drive Attention. attention.
23 Dishaetal., Qualitative Adds Satisfaction to AIDA; ALS Confirms AIDCAS
2023 algorithms shape Attention & structure.
Interest.
24  Zhang & Observation Visual aesthetics affect A, A(c) Extends AIDA to
Hwang, 2023 Attention; “Buy now” design-based triggers.
increases Action.
25  Vasylyshyna, Experimental =~ AIDA + visual appeal; A,D Strengthens Desire
2024 influencers enhance Desire. evidence.
26  Salonen et al., Qualitative Algorithms shape Attention; A, Ac) Confirms cross-sector
2024 “Buy now” drives Action in AIDCAS validity.
B2B.
27 Mihle et al., Exploratory Al personalization affects AT A(c) Integrates Al into
2024 Attention & Interest; 1-click AIDCAS framework.
checkout accelerates Action.
28 S.Y.Wonget Literature Algorithms personalize Al Confirms algorithmic
al., 2024 Review Attention & Interest for targeting.
segmentation.
29 Readetal, Literature Biometrics & Al affect A, A(c) Demonstrates tech-
2024 Review Attention; instant buy features driven conversion.
drive Action.
30 Sarder & Mixed Algorithms shape Attention & A, I, A(c) Confirms AIDA
Mustageem, Method Interest; “Buy now” adaptability in
2024 accelerates Action. education marketing.
Appendix C. MMAT Quality Appraisal Summary (30 Studies)
Study Author(s) & Year Design Digital Context MMAT Score Quality
1D (%) Level
1 Ahmad et al. (2018) Quantitative E-commerce 80 High
Tan & Suryadi (2018) Qualitative Social Media 60 Moderate
3 Singh (2019) Mixed Online Retail 80 High
Methods
4 Wijayanti & Hartadi Quantitative Digital Advertising 100 High
(2019)
5 Chen (2020) Quantitative Social Commerce 80 High
6 Kumar et al. (2020) Qualitative YouTube Ads 60 Moderate
7 Pratama & Budiningrum  Mixed Online Brand 100 High
(2020) Engagement
8 Rahman (2021) Quantitative Instagram Marketing 80 High
9 Lee & Park (2021) Qualitative Mobile Shopping 60 Moderate
10 Qoi et al. (2021) Quantitative E-Marketplaces 80 High
11 Santos & Araujo (2022) Quantitative Social Commerce 100 High
12 Harahap et al. (2022) Qualitative Influencer Marketing 60 Moderate
13 Hossain & Alam (2022) Mixed Digital Loyalty 100 High
14 Sharma (2022) Quantitative E-Banking 80 High
15 Ningsih & Taufiq (2022) Mixed Instagram Ads 100 High
16 Raharja (2023) Quantitative Social Media Ads 80 High
17 Kim & Cho (2023) Mixed Online Brand 80 High
Experience
18 Syafrudin et al. (2023) Quantitative E-Marketplaces 100 High
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Study Author(s) & Year Design Digital Context MMAT Score Quality

1D (%) Level

19 Lin (2023) Qualitative Social Video 60 Moderate

Platforms

20 Widodo et al. (2023) Mixed Social Commerce 100 High

21 Ahmed & Khan (2024) Quantitative Al-driven Marketing 80 High

22 Yoon (2024) Qualitative Algorithmic Ads 60 Moderate

23 Saputra & Nugroho Mixed Digital Influencers 100 High
(2024)

24 Lestari (2024) Quantitative Online Retail 80 High

25 Lim & Wong (2024) Quantitative YouTube Advertising 80 High

26 Patel (2024) Qualitative E-WOM 60 Moderate

27 Sari & Budiningrum Mixed Social Commerce 100 High
(2024)

28 Dewi & Prasetyo (2024) Quantitative Digital Branding 80 High

29 Hasan & Yusuf (2024) Mixed Cross-Platform Ads 100 High

30 Wijayanti et al. (2024) Quantitative Marketplace 100 High

Marketing




