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Abstract

With the rapid evolution of internet technology, internet marketing has evolved into an indispen-
sable pillar of corporate marketing strategies. This study is dedicated to conducting an in-depth anal-
ysis of consumers’ psychological shifts and behavioral patterns within the digital marketing land-
scape, while systematically exploring how online marketing tools and strategies impact purchasing
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decisions. Through the method of literature analysis, this study reveals the psychological character-
istics and behavioral manifestations of consumers in the network environment, such as information
search, social influence, personalized needs, security and reputation concern. The findings yield three
core insights: First, the convenience and information richness inherent in online marketing signifi-
cantly amplify consumers’ proactive information-seeking behaviors. Second, social media recommen-
dations and user-generated reviews exert a substantial influence on shaping purchasing tendencies,
while personalized marketing strategies effectively enhance consumers’ purchase willingness. Third,
cybersecurity and merchant credibility have emerged as pivotal determinants in consumers’ final
decision-making processes. Ultimately, this study offers both theoretical guidance and practical im-
plications for enterprises, enabling them to better leverage online marketing tools and strategies
to align with consumer needs and strengthen their market competitiveness.
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