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Abstract 
This study aims to investigate the psychological experiences of Arab consumers in Israel, and the psychological impact 
of digital marketing and social media on Arab consumers. The research is essential because the investigation of 
minority consumers in the digital marketing space is limited in the literature. As such, the aim of this research was to 
study the influence of digital marketing and social media on Arab consumers' emotions, cognition, mental health, 
trust, and shopping behavior, in a culturally relevant manner. This study used a qualitative approach, and semi-
structured interviews were conducted with forty Arab participants, in Israel, through purposive sampling. The thematic 
analysis yielded five key findings: Arab consumers emotionally connect with culturally relevant advertisements, Arab 
consumers practice selective cognitive processing using language and identity, Arab consumers experienced mental 
anguish from digital marketing and social media, Arab consumers used culturally salient influencers to form trust, 
and Arab consumers are shifting towards digital purchasing, especially with younger generations. This study concluded 
that cultural awareness, language representation, and authenticity are the three psychological drivers of engagement 
in Arab consumers. The importance for marketers is to be conscious and mindful of their marketing strategies to 
adequately suit Arab consumers and encourage inclusive marketing techniques, through Arabic language content, and 
culturally relevant story-telling. Theoretically, the study has added and expanded the field of consumer psychology 
research by integrating identity with digital behavior and engagement, and practically this study has provided marketers 
actionable and practical insights into inclusive and culturally mindful digital marketing in multicultural societies . 
Keywords: Digital Marketing, Social Media, Consumer Psychology, Arab Consumers, Cultural Sensitivity, 
Emotional Engagement, Cognitive Processing, Consumer Trust, Shopping Behavior, Israel 
 
1. INTRODUCTION 
The main aim of this research is to examine the psychological effects of digital marketing and social media 
on Arab consumers in Israel. More specifically, this research aims to analyze how emerging digital 
technologies, such as "new" digital marketing platforms and social media, impact the emotional responses 
and coping mechanisms, cognitive decision-making processes, mental health and well-being, trust 
development, and consumer behaviors of Arab consumers. The overarching research question that guides 
this study is: “What is the psychological effect of digital marketing and social media on Arab consumers 
in Israel?"  In order to answer this question, a series of sub-research questions examine emotional and 
cognitive effects; cultural sensitivity and linguistic representation; trust; and behavior. Qualitative method 
was used to make a contribution to the emerging area of consumer psychology that gives culturally specific 
insight to Arab consumers, especially given the problem that the consumer psychology of Arab consumers 
is often overlooked in digital marketing literature. This study illustrates how cultural representation, 
language, and authenticity inform the digital experience of Arab consumers in Israel, as well as their 
consumption behaviors . 
Digital marketing generally refers to the promotion of products and services through the use of digital 
channels, such as social media, websites, email, and search engines (Mocanu & Szakal, 2023). Social 
media marketing is advertising aimed at a user on social media platforms such as Facebook, Pinterest, 
Instagram, or TikTok using sponsored personalized content and influencer marketing (Khanom, 2023). 
The present study is focused on Arab consumers living in Israel who use digital media on a regular basis. 
The psychological concepts that are discussed in this study, include: emotional engagement, cognitive 
processing, consumer trust, and cultural identity (Solomon, 2019; Al-Qaysi et al., 2021). The research is 
based on concepts of consumer psychology including theories such as the Theory of Planned Behavior 
(Ajzen, 1991) to understanding how internal attitudes and external cultural influences inform the choices 
made in situations. Given the growing use of personalized advertising and influencer content it is 
imperative that we analyze how these strategies may impact the psychology and purchasing behaviors of 
minority consumers . 
A qualitative methodology using semi-structured interviews was used to explore Arab consumers' 
experiences. A purposive sampling technique was undertaken to focus on 40 Arab consumers. The 
research identified five predominant themes: emotional experience with marketing, cognitive impacts on 
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decision making, mental health effects, cultural sensitivity in advertising, and changes in shopping habits. 
The Arab participants felt stronger engagement with ads that represented their identity, while expressing 
feelings of skepticism and uncertainty over content that felt dislocated from their culture. The developing 
role of culture in establishing tenure and trust is noted. Informed by the findings of the study, it is 
recommended that marketeers create culturally relevant digital marketing campaigns and leverage local 
Arab influencers and cultural stories with local and Arabic language social media platforms. The findings 
of this study provide important insights for digital marketing professionals, brands, and policy 
stakeholders seeking to market inclusively and with the intent of inclusivity to the Arab consumer in a 
multicultural nation-state like Israel. 
 
2. LITERATURE REVIEW 
2.1 Digital Marketing  
Digital marketing is a broad toolset of tactics and technologies designed to reach consumers through 
digital channels. Online platforms, social media, email, search engines, and websites can provide 
businesses the opportunity to communicate with current and prospective customers (Ana Alexandra & 
Szakal, 2023). Digital marketing offers businesses unique opportunities for targeted marketing not 
available with traditional marketing methods - enabling specific content and messages toward specific 
demographics, interests, and consumer purchase behaviors. The specific types of targeted marketing that 
can happen with digital marketing usually increases the success rate of the Effectiveness and Efficiency of 
advertising and can lessen marketing spend that potentially increases marketing spend on tactics rather 
than waste on ineffective tactical executions (Pașcalău & Urziceanu, 2020). Analytics from digital 
marketing offer measuring tools in real-time for campaign performance, customer, and conversion 
behaviors, enabling marketers to learn and adapt campaign tactics in real-time (Mero & Karjaluoto, 2015). 
 Digital marketing has transformed consumer expectations and behavior. Today's consumers are more 
knowledgeable and expect greater levels of personalization as well as account for convenience throughout 
their brand interactions. Digital consumers will regularly encounter multiple touchpoints prior to joining 
the consideration set or finally committing to a purchase. Therefore, contemporary marketing strategies 
need to integrate multiple digital touchpoints to effectively change consumer behavior (Gujrati & Uygun, 
2020).   They will also want to share their experiences and opinions in an easily accessible digital context 
which amplifies the power of word-of-mouth in an increasingly digital world. Therefore, digital marketing 
is not just digital product or service promotion, but is also creating meaningful interactions and long-term 
relationships with consumers (Dasić, et al., 2023). 
2.2 Social Media and Marketing 
Social media has greatly transformed marketing given it's channels that allow for quicker interactions, 
and it's multicultural transactional exchange implications. The digital platform allows firms to directly 
interact with their desired customers therefore allowing for a much more personalized connection that is 
very difficult to create with traditional forms of marketing (Khanom, 2023). By utilizing demographic 
targeted advertising, influencer collaboration, and interactive content, firms can more effectively 
customize their advertising message for a wide range of demographic audiences. Moreover, social media 
provides advertisers analytics features for a much clearer understanding of customers' behavior and 
choices to ultimately adapt the planning of advertising engagement and conversions (Moon & Iacobucci, 
2022). 
Social media marketing is very common, and while it does have benefits, it also brings certain 
psychological challenges to consumers. Regular impressions of tailored advertisements may produce 
unnecessary purchases or a feeling of obligation to meet the unrealistic measures typical in advertisements 
on platforms such as Instagram, Facebook, etc (Jamil et al., 2022s). In addition, it becomes extremely 
difficult to discern genuine content versus sponsored posts, and users may begin to feel uncertain about 
which sources they can trust. However, with careful consideration, social media marketing can improve 
the economy, support communities, and spur innovation. It allows brands to interact with consumers in 
real-time and meet their needs and feedback in a timely manner (Zhang, 2023). 
2.3 Consumer Psychology  
Consumer psychology studies the behaviors, attitudes, perceptions, and motivations of people as they 
apply to individual consumption behavior (Solomon, 2019). Consumer psychology includes psychological 
constructs that are likely to pertain to use: perception, learning, memory, motivation, attitude formation, 
and decision-making. Each of these constructs plays an important role in understanding how consumers 
interact with products and brands (Dirwan & Latief, 2023). One common approach in consumer 
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psychology is the Theory of Planned Behavior (TPB), introduced by Ajzen (1991), which argues that 
behavioral intention is based on attitude towards the behavior, subjective norms, and perceived 
behavioral control. TPB gives researchers the ability to understand and predict behaviors of consumers 
in a general way. Specifically, consumers making decisions to take some form of purchase action. 
Consumer psychology as a relatively emerging research field, but the area of business research that focuses 
on consumption and consumption behavior is broad and complex and will continue to require research 
attention in our evolving marketplace. Solomon (2019) identifies consumer psychology as the study of 
individuals' behaviors, attitudes, perceptions, and motivations related to individuals' individual 
consumption actions. Consumer psychology has broad geography and scope; and includes perception, 
learning, memory, motivation, attitude formation, and decision-making constructs which are anticipated 
to shape the consumers interaction with products and brands (Mandung et al., 2024) 
A key construct in consumer psychology for instance is the Theory of Planned Behavior (TPB) by Ajzen 
(1991) argues that behavioral intention is based on attitude toward the behavior, subjective norms, and 
The Theory of Planned Behavior (TPB), however, provides a powerful methodology for understanding 
and predicting consumer behavior, especially related to consumer decision-making processes for 
purchases. Additionally, research has contributed to our knowledge of consumer psychology and 
behavioral changes that reflect new trends and new phenomena that shape consumer behavior. For 
example, Cheung and To (2020) identified social media platforms and their ability to influence consumer 
attitudes toward products and brands in social media contexts. Social media is a powerful source of 
information, influencing peers and brands, thereby influencing consumers' attitudes and behaviors 
towards products and brands . 
Additionally, advances in technology have increased online shopping and prompted researchers to analyze 
the effects of digital marketing methods on consumer behavior. Li and Kannan (2021) examined 
personalized marketing methods, such as advertising and recommendation systems, that determine 
consumer preferences and purchase intention. Personalized marketing strategies are implemented in a 
way that personalizes messages and offers to different consumers using data analytics and AI to enhance 
the consumer shopping experience and, hopefully, consumer loyalty (Chhabria et al., 2023). Along with 
improvements in technology, societal change, cultural shifts also influence consumer behavior in many 
ways. Cheng et al (2022), for example, explored consumer needs toward sustainability with regards to 
consumer purchases. Greater consumer awareness regarding environmental issues has gravitated 
consumers toward eco-friendly products and brands where Corporate Social Responsibility is 
demonstrated. Sustainability value must align with the marketing of products, especially when consumers 
drift toward societal values, ethical consumption, and sustainability as part of their purchasing . 
Lastly, at least, research has examined experiential marketing and the approach to engage consumers for 
greater brand loyalty. Experiential marketing creates immersive brand experiences that provoke emotions 
and stimulate the senses, ultimately engaging consumers at a higher level as they build deeper connections 
(Kumar & Pansari, 2021). The brand experience incorporates memorable events, brand interactions, 
stimuli-based experiences, and story-telling experiences, which foster emotional ties to consumers in 
competitive markets  . 
Consumer psychology research continues to be dynamic, and the field still has many unknowns. Research 
also reveals a number of developing trends, technological changes, and changes and interest of societal 
values that change consumer behavior. Marketers can utilize insights from the most current studies to 
refine their marketing strategies to adapt to the evolving preferences of consumers, and to realize 
organizational success in an ever-changing marketplace (Dwivedi et al., 202; Podile et al., 2024). 
2.4 Customer Buying Behaviors:  
Customer buying behavior refers to the psychological, social, and behavioral processes consumers 
undergo when selecting, acquiring, using, and evaluating goods and services to satisfy their personal needs 
and wants. Further, now-a-days there is a digital marketplace where the digital audience interacts directly 
with online platforms, consequently customer buying behavior is positively influenced from each aspect 
of online behaviors impacted across the digital spectrum by the prior digital interactions which has 
influences; such as personalized advertisements, the impact of social media word of mouth, and data-
driven content with regard to the associations made by the consumer which is an important function in 
preferences and decisions. The empirical research by Mukhtar, Mohan, and Chandra (2023), indicates 
that consumers are becoming accustomed to and adopt numerous digital cues that were completely absent 
in the consumer decision making process, including; both different types of coupon incentives, reward 
systems, ease of web design, and interactive website design features. Mukhtar et al.'s (2023) mean values 
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(mean = 4.48) and (mean = 4.20) were assigned to measuring competitive price and digital discount 
incentives respectively, and are not surprising, even though repeat visits and consumer reviews are strong 
incentives, the relevancy this holds for the current global tend is along the lines of consumer buying 
behavior affected proportionately less by metrics such as features and attributes and more by experiential 
and emotional stimuli that are inherent in all digital platforms. Interestingly, the other motivators, such 
as; personalization, fast and competitive shipping, return policies all had a statistically significant impact 
for consumers that believed they increased satisfaction and loyalty. Roy and Datta (2022) has built on this 
by acknowledging that consumer decision making can be affected by bounded rationality of decision-
makers through internal factors of beliefs, perception, and emotion and external factors made up of social 
and culture factors. Furthermore, as Roy and Datta (2022) points out with regards to consumer behavior 
models, Engel-Blackwell-Miniard and Bettman Information Processing Model, show a clearer picture of 
the latest constructs of consumer behavior; take for example decision making, both internal and external 
factors are collectively impactful on the decision making stages. The Engel-Blackwell-Miniard and 
Bettman Information Processing Model models evidence consumers tend to allocate cognitive resources 
far less than the formal models predict, due to the decision maker does not engage through each respective 
component of the model processes prior to decision making in entirety; they happen to be selective and 
bounded by a limited range of heuristics selected at any given time, especially through the online 
environment. Each of these models indicate that consumers may be filtering information to the extent 
that they are perceptual and emotional pathways building intent to act (Roy & Datta, 2022). Digital 
marketing capabilities have provided real-time analytics and on-demand customer engagements that can 
allow firms to manage, and potentially affect the consumer decision-making process. An example of this 
marketing shift is seen in prior studies, such as, Herhausen, Binder, et al. (2020), and secondary data post-
COVID that provided insights on the importance of brand trust and perceived value in reducing purchase 
anxiety and improving consumer confidence when considering e-commerce (Ilyas et al., 2021; Peng et al., 
2019). Thus, customer buying behavior should be considered a multi-dimensional influencer, although 
multi-dimensional influencer no longer means interact with previous behavior theories, and intra and 
inter-connections with factors associated with technology adoption, it is also about tracking what the 
consumers trends and expectations are in a technology-led marketplace. 
 
3. MATERIAL AND METHODS 
This research followed a qualitative research methodology that is explicit and intended to understand the 
psychological implications of digital marketing and social media on customers in Israel, particularly 
because of the complexity of the phenomenon itself. Qualitative research has great utility for 
understanding complex, personal, and subjective experiences as well identifying patterns of meaning that 
are often missed in quantitative studies. In this sense, qualitative research enables the exploration of not 
only perceived meaning, but also emotional responses and cognitive processes relating to the 
consumption experience (Lim, 2024). The rationale for adopting this methodology reflects a view that 
psychological phenomena that are inherent to consumer behavior can only meaningfully exist in relation 
to narratives and thus can only be meaningfully understood by the participants themselves. Referencing 
Levitt and others (2021), qualitative research provides more latitude to describe the impact of digital 
content through an exploration of the individual and culturally specific nuances. 
This study relied primarily on the semi-structured interview as the research tool. Semi-structured 
interviews provide both a guided path of questioning and enough latitude for participants to respond 
openly. The semi-structured interview was selected because it allowed the researcher to generate rich data 
that is detailed and pertinent to the research objectives, such as looking at emotions, cognitive drivers, 
and mental well-being (Ruslin et al., 2022). Semi-structured interviews provide the researcher with the 
opportunity to pursue curricular topics as they emerge in the conversation, while still providing a 
consistent structure across interviews (Bearman, 2019). The author of this study wrote the interview 
questions from the six objectives of the study, considering several themes: cultural sensitivity in marketing, 
decision-making, trust in consumers, and interactions on the internet. 
The population for this study is Arab consumers living in Israel who use digital marketing and engage 
with social media content regularly. A purposive sample of 40 participants was selected from this 
population to assure a broad representation across several demographics (age, gender, education, and 
economic status). Purposive sampling was appropriate to include people who have experienced social 
media related to their mental health, which is important for understanding what they are likely to provide 
in terms of psychological effects. Using a purposive sample also contributes to the trustworthiness and 



International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 23s, 2025 
https://theaspd.com/index.php 

3067 
 

richness of the data. Our participants both support the depth of, and contribute to the richness of our 
data as they are the people most likely to have rich and meaningful data. The sample size of 40 provides 
sufficient size to achieve saturation for each theme in future data analysis, while being manageable in 
terms of data collection and subsequent data analysis. 
 
4. RESULTS  
The matic analysis was used and a number of themes have emerged from the interviews. The following 
results provide significant themes identified through thematic analysis of interview data that examined 
how Arab Consumers in Israel understand and engage with digital marketing overall and through social 
media in particular. This analysis provided insight of the emotional, cognitive, cultural, and behavioral 
aspects of consumer interaction with digital marketing, including how language, identity, representation, 
and trust mediate their attitudes and decision making. Each theme reflects separate but interrelated 
dimensions of Arab consumer experience with digital marketing in Israel in a rapidly digitizing society, 
and includes challenges but also emerging trends. 
Theme 1: Emotional Responses to Digital Marketing in the Arab Cultural Context in Israel 
According to the interviews Arab consumers in Israel often experience emotional ambivalence towards 
digital marketing, influenced by a pull between cultural identity and modern consumption trends. Many 
respondents reported that emotionally relevant content in Arabic or featuring Arab models offered a 
sense of affiliation. For example, one participant mentioned regarding the emotional engagement of the 
advertising, "When I see an ad in Arabic with someone that looks like me, I'm feel like they care about 
us. It speaks to my heart." On the other hand, some participants reported alienation from campaigns that 
appeared too western or did not fit the everyday fabric of their lives. This reflects Alhamad and others' 
(2025) finding that Arab minorities often experience emotional alienation from media content that 
doesn't have cultural relevance. For emotional marketing strategies to influence positive engagement, they 
must reflect the core values and traditions of Arab communities (Liu, 2023). 
Theme 2: Cognitive Impact of Social Media Advertising on Arab Consumers’ Decision-Making 
Another important theme which raised from the participants answers was that social media ads have an 
obvious cognitive impact towards Arab consumers in Israel, and this influence can also impact their 
attention, evaluation, and key purchase decisions. For example, participants said it was common for them 
to validate these ads by also reviewing Arabic acceptances prior to associating confidence with a product. 
One participant remarked, “if I see an ad in Hebrew, I just scroll right past it. I have to see it in Arabic, 
from a person I know or trust.” This perception indicates that language influence, and cultural framing 
impacted the cognitive processing by these consumers. Further, Al-Qaysi and others (2020) highlight that 
Arab consumers had a greater response to content congruency in regards to culture and language because 
it increased their understanding and the level of confidence in their decisions. Also, the general 
knowingness of social signals and in-groups and other community recommendations tangled with 
confirmation bias is consistent with the defined nature of social influence theory, especially as collectivist 
cultural type such as the Arab society in the state of Israel are preferentially more likely to align with 
seeking to obtain social influence. 
Theme 3: Cultural Sensitivity and Representation in Digital Marketing 
Cultural responsibility was a main overarching theme illuminated in this research, with respondents 
mentioning representation and authenticity in digital branding. A male participant in his 40s remarked, 
"When they refuse to acknowledge us, it feels like we don't even exist. But whenever they show something 
that connects with our life—that's when my respect is earned." These feelings help to expose a relational 
connection between representation and perception of the brand.  Research by Dwivedi and others (2021) 
highlights that culturally adapted messaging is found to be both more effective and better designed, which 
in turn builds more loyalty for the brand. In a multicultural context such as Israel, where Arabs are often 
marginalized, inclusive advertising can impede trust gaps and enable equity of engagement amongst 
consumers. 
Theme 4: Trust in Digital Platforms and Influencers within the Arab Sector in Israel 
Trust is a key driver of digital consumption behavior for Arab customers. Participants reported skepticism 
toward foreign influencers or corporate advertising, but greater trust when content is from Arab voices. 
One participant shared, “If the influencer is Arab and speaks like us, I feel it’s more honest—I can believe 
them." The research of Ganeshkumar and others (2024) supports these findings, illustrating how 
consumers from minorities are more influenced by in-group influencers based in a shared language and 
socio-cultural identity, in addition to the fact that consumer trust is built on transparency, relevance, and 
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perceived authentic—the voice of the brand matters especially for communities that have historically been 
underrepresented in Israeli media and commerce. 
Theme 5: Shifts in Consumer Habits Among Arab Customers in Israel 
Participants reported that digital means of marketing and social media are slowly changing shopping 
habits from traditional forms of shopping, especially among younger generations of Arabs. One young 
male participant reflected, “I used to go to the store with my mom, now I buy online and show her later, 
it’s faster, cheaper, and more modern.” The change in shopping habits reflects a larger trend or movement 
in digital acceptance and adoption throughout Arab sector in Israel, particularly among younger 
generations inclined towards technology. Salem and others (2022) noted that the Arab population is 
rapidly digitizing and integrating consumer behavior, specifically in online shopping and marketing. 
Additionally, Syamsudin and others (2025) noted that there are significantly more purchases being made 
online, and that there is greater reliance on digital means of correspondence for lifestyle needs, reflecting 
a generational divide in purchasing habits. 
 
5. DISCUSSION 
The research examined the psychological influences of digital marketing and social media on Arab 
consumers in Israel, with additional emergent themes including emotional engagement, cognitive 
engagement, cultural comfort, trust, and changing consumption. The first main findings indicated, 
emotional engagement with digital marketing among Arab consumers is ultimately and emotional 
response their identity and representation. The participants made rich emotional associations to 
advertisements that articulated the Arabic language or culturally relevant figures, and conversely expressed 
feelings of exclusion or anger if any ads were over westernized, or failed to acknowledge their identity. 
The participants explicitly referenced emotional alienation experienced as Arabs or minority members 
who are part of a media landscape that does not reflect their cultural identity; findings that were consistent 
with the work of Alhamad and others (2025) in that they both highlight the emotional disconnection 
and feelings of exclusion experienced by Arab minorities when digital marketing content lacks cultural 
relevance or representation. Expectedly, emotional engagement with digital marketing does not reference 
an immediate reality in terms of ad design, but a proxy for their meant socio-cultural recognition. The 
second main theme was cognitive engagement; this study illustrated the respondents demonstrate 
selective attention and cognitive engagement towards digital ads, especially when it was in Hebrew or in 
the broader foreign context. The findings were aligned with Al-Qaysi, Mohamad-Nordin, and Al-Emran 
(2021) who reported on the reciprocal relationship between language and culture in eliciting cognitive 
engagement and anecdotes of confidence in decision-making for Arab consumers. The context of social 
normativity and acceptance from peers also contributed to participants reliance on an Arabic-language 
reviews, or selected influencers, particularly for those represented collective group identities. Cultural 
comfort with advertisers also matters here, as participants definitely preferred brands which they felt 
respected and were sympathetic to their identity and cultural beliefs. The findings supported Dwivedi and 
others (2021), genres of culturally adapted digital marketing were credited with greater message 
effectiveness and brand loyalty. Trust became another prominent theme, as Arab consumers exhibited 
caution and skepticism around influencers, and preferred their preferred legitimate content creators 
(ideally from the same community). The findings were in line with Ganeshkumar and others (2024) who 
found minority groups tended to extend trust on digital content creators who shared language and 
cultural affiliation. The last theme was evidence of generational change; older consumers still regularly 
tended to shop in store; some younger participants have changed to be nearly exclusively online, (some 
integrating the online and in-store shopping experience with family). This theme was also congruent with 
previous findings in Arab populations, with further emphasis on an increase in digital engagement for 
youth (Salem et al., 2022; Syamsudin et al., 2025). Overall, this study demonstrates the nuances and 
intersectional identities impacted by the psychological effects of digital marketing on Arab consumers in 
Israel who consider representations regarding language, culture, identity and trust. The outcomes 
reinforced prior research, but also provided deeper, culturally-hosted understandings that unpacked 
dimensions of digital consumer psychology that were inclusive, and may influence, or challenge, existing 
theory. Future research might engage in engagement with the persistent disturbances of identity, and 
representation vis-a-vis online consumer behavior, and especially for minority groups who routinely 
navigate multiple hybrid cultural contexts. 
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6. CONCLUSION 
The present research sought to provide insight within the field of Psychology and Consumer Behavior 
into the psychological effects digital marketing and social media on Arab consumers in Israel, using a 
qualitative methodology to shed light on their emotional, cognitive, and behavioral responses. The 
qualitative approach used a semi-structured interview with forty (40) subjects and discovered that, with 
regard to advertising, the emotional connection was strongest when the content was culturally relevant, 
correspondence in Arabic language, and that the depiction of Arab people or themes resonated with the 
subjects. When there was no reference to cultural identity or represented an unknown language, 
consumers lacked any emotional connection resulting in disengagement. Further, the subjects' responses 
indicated Arab consumers' approach to digital advertisement was cautious, as Arab consumers referenced 
social cues, reviews, and community approval prior to any purchasing decisions even when there was no 
correspondence to a linguistic or cultural context  . 
Another valuable insight provided by this study was the importance of cultural sensitivity, representation, 
and trust in shaping consumer psychology in the Arab sector in Israel. The level of trust in the digital 
platform and any influencers was greatly influenced by a shared cultural and linguistic identity. This study 
showed an inclination (noting age as a variable) of younger generations turning to the means of digital 
purchasing through technology in their daily consumption practice as older generations were inclined 
towards traditional methods of consumption.  
Although the findings provide various contributions there are several aspects that need to be researched. 
First, although the study provided a very rich picture qualitatively, the findings were limited due to the 
low sample size; thus, cannot be generalized to the entire Arab population in Israel. Future studies would 
be well served to have a mixed methods strategy and/or larger quantitative studies measuring the 
psychological effects spanning multiple subgroups of the Arab community. These other sub- groups could 
include age, gender, and regional differences. Secondly, the long-term effects of social media marketing 
impacting mental health and consumer trust are unexplored. Additionally, it will be valuable to 
investigate the impacts on a minority consumer population as they continue to navigate a changing digital 
context of personalized marketing and changing algorithms. Lastly, this study supports the need for using 
culturally relevant inclusive marketing methods, and accentuates that in the new digital age of marketing; 
it is crucial to be relevant, respectful, and representative of cultural identity in any digital marketing 
campaign. 
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