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Abstract 

Understanding consumer stimuli is urgently needed to craft timely and evidence-based marketing 
strategies. The existing literature reveals a gap in consumer behavior studies, especially in applying 
psychology to consumer behavior. This enables the authors to explore the dual role of consumer behavior 
using a conditional psychology framework. A mixed method was used. The sample consisted of 131 
marketing practitioners and 11 marketing executives. This insight revealed the role of conditional 
psychology, exploring conditional stimuli, its influence on marketing campaigns, and how it creates 
emotional and cognitive responses that redefine consumers' final choices. The survey results were 
significant, and the interviews with executives revealed the power of persuasive marketing in shaping 
new consumption patterns aligned with various consumer lifestyles. The results underscored the 
transformative impact of marketing on consumer behavior, emphasizing the need for balanced strategies. 
This study significantly increases the understanding of marketing's transformative impact on consumer 
behavior through the lens of conditional psychology. 
 
Keywords: Marketing, Consumer Behavior, Marketing Strategy, Conditional Psychology  
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Introduction 

Today, marketing is critical for economies as it 
impacts consumer buyer behaviors and 
consumption conditions. The evolution of 
marketing from barely responding to and actively 
constructing new wants presents an opportunity 
and a challenge (Nadella et al., 2023). This dual 
marketing function introduces concern about its 
impact on consumers and society. Whether 
marketing fulfills pre-existing needs or forms new 
desires has been argued (Al-Shammari et al., 
2022). 

Digital marketing and data analytics 
development have equipped marketers to 
understand and control consumer behavior at an 
unusual scale (Gabelaia, 2019). Besides, it 
increases concerns about creating artificial or 
induced wants. This dual marketing function is 
imbalanced, where businesses may strategically 
create and promote needs aligned more with 
profitability than consumer welfare (Nadella et al., 
2023).  

The authors aimed to explore the dual role of 
marketing in shaping consumer desires through a 
conditional psychology framework. The main 
objective was to evaluate the impact of marketing 
strategies on consumer perception and behaviors. 
The authors asked two research questions: How 
do consumers perceive marketing's role in 
influencing their desires and needs? Moreover, to 
what extent do marketers strategically use 
conditional psychology principles to drive these 
perceptions? 

This study used a mixed-method approach. The 
authors used snowball and conventional sampling. 
One hundred thirty-one respondents offered their 
perceptions regarding the impact of marketing on 
their desires and needs. Furthermore, eleven 
marketing executives were interviewed.  

The conditional psychology framework studies 
how consumers respond to conditional stimuli—
external cues such as persuasive advertising, 
emotional appeals, and personalized messaging—
that influence cognitive and emotional responses. 
In marketing, conditional psychology explores 
how strategic stimuli can trigger desires and 
preferences, leading to the building of new wants 

(Over & Cruz, 2019; Pfeifer, 2013). The framework 
delivers a lens through which the dual role of 
marketing can be critically analyzed, emphasizing 
how psychological conditioning can result in 
perceived needs that align with developing 
consumption patterns and market trends. 

The findings of this study reveal a significant 
correlation between targeted marketing efforts 
and the emergence of new consumer needs. 
Survey results indicate that most respondents 
acknowledge that marketing campaigns actively 
construct new wants, often using emotional 
appeals and persuasive techniques. Furthermore, 
the interviews further validated these 
perceptions. Marketing executives recognized the 
strategic use of conditional stimulus in campaigns 
to stimulate emotional connections and drive 
desire for products and services. Moreover, 
marketing executives addressed the challenges of 
managing the fine line between consumer 
empowerment and market-driven manipulation. 

Finally, these findings have significant 
implications for both marketers and consumers. 
This study contributes to the understanding of 
marketing's dual role. Exploring the intersection 
of marketing strategies and psychological 
conditioning proposes valuable insights into 
marketers' ethical and strategic challenges in an 
increasingly consumer-driven culture. 

Literature Review 

The Dual Role of Marketing 

Today, businesses increasingly depend on social 
media communities to interact with consumers 
(Al-Shammari et al.,2022). Thus, it is essential to 
understand how businesses can extract value 
from consumers in social media brand 
communities (Wang et al., 2021). Consumer value 
is a dual concept (Lo et al., 2022). To be successful, 
businesses need to create value and extract for 
consumers (Kotler & Keller, 2016). Consumers 
identify and distinguish consumer-perceived 
value and consumer-generated value in social 
media (Wang et al., 2021). The dual function of 
marketing has long been a focal point in 
marketing research (Al-Shammari et al., 2022). 
This dual role is essential for marketers' strategic 
intent and the ethical considerations of 
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constructing new wants (Nadella et al., 2023). 
Through a conditional psychology lens, 
marketing's impact on consumer behavior extends 
beyond immediate needs to encompass emotional 
and cognitive conditioning (Zhang & Zhang, 2024; 
Al-Shammari et al.,2022; Lei et al.,2020). 

Customer engagement is a significant concept in 
marketing that refers to customers' behavior 
towards a firm originating from the motivational 
driver (Barari et al., 2021; Lei et al., 2020; Kotler & 
Keller, 2016; Solomon, 2019). Kotler and Keller 
(2016) highlight that marketing seeks to identify 
and satisfy consumer needs and aims to inspire 
desires by introducing novel products and 
services.  

Nowadays, technologies like AI are advancing and 
transforming quickly, and others are evolving 
more difficultly in shared spaces. Consumer trust 
heavily impacts its capabilities (Nadella et al., 
2023; Lei et al., 2020). Companies have developed 
and executed distinct types of CSR to develop 
social value and enhance consumer relationships 
(Yoo, 2023). Social media have constructed new 
business communication channels (Wang et al., 
2021; Papadopoulou et al., 2022).  

The vision of impulsive buying (IB) has been 
researched broadly over the past decades across 
both academic and practical fields (Wang et al., 
2021). The proliferation of e-payment, e-
commerce, and social (s-) commerce in recent 
years has shifted the examination of impulsive 
buying behavior from brick-and-mortar to online 
retail settings (Lo., 2022; Yoo, 2023; Zaltman, 
2003)  

This duality is magnified in studies examining how 
firms leverage psychological and emotional 
appeals to construct consumer wants (Belk, 2013; 
Zaltman, 2003; Lei et al., 2020; Papadopoulou et 
al., 2022). Belk (2013) argues that consumer 
desires are not fixed but are dynamically 
constructed through marketing narratives, which 
implant aspirational identities within products. 
Zaltman (2003) concurs that marketers tap into 
subconscious motivations to stimulate emotions 
that redefine consumer wants (Yoo, D. 2023). As 
an alternative to traditional advertisements, 
targeted advertising is more efficient in brand 
building and customer acquisition while reducing 
costs (Delgosha & Hajiheydari, 2021; Yoo, 2023). 

The targeted advertising of mobile users is 
accomplished by online behavioral targeting, 
which is a process that precisely delivers 
customized information to mobile users (Wang., 
2022; Papadopoulou., 2022; Barari., 2021).  

Conditional Psychology and Consumer Behavior 

Conditional psychology examines how external 
stimuli trigger learned responses (Over & Cruz, 
2019; Pfeifer, 2013; Operario et al., 2013). This 
provides a framework for understanding how 
marketing shapes consumer desires (Pavlov, 
1927; Skinner, 1953; Byrne et al., 2019). Pavlov's 
(1927) and Skinner's (1953) work on operant 
conditioning extends this idea by suggesting that 
reinforced behaviors can lead to long-term 
changes in consumer preferences. 

In marketing contexts (Rescorla, 2014), 
conditional stimuli are strategically employed to 
evoke specific responses that align with brand 
messages (Aaker, 1991; Keller, 2009; Byrne et al., 
2019; Pfeifer, 2013). Aaker (1991) reveals how 
brand personalities are developed. Operario et 
al. (2013) highlight how conditioning consumers 
see products as extensions of their identities. 
Moreover, the literature on emotional 
conditioning highlights the role of emotions in 
shaping consumer desires (Byrne et al., 2019; 
Bagozzi et al., 2002; Hirschman & Holbrook, 1982; 
Bagozzi et al., 2002) and explains how emotional 
appeals in advertising can create lasting 
associations (Martin & Levey, 2013), turning 
products into symbols of happiness, success, or 
self-worth (Hirschman & Holbrook, 1982; 
Rescorla, 2014),  and providing empirical 
evidence that emotional narratives lead to 
stronger loyalty and perceived value. 

Cognitive conditioning focuses on marketing 
messages that lead to new wants (Cialdini, 2009; 
Kapferer & Bastien, 2009). Cialdini (2009) 
presents how conditional cues create cognitive 
biases that shape consumer desires. Similarly, 
Kapferer and Bastien (2009) and Pfeifer (2013) 
explore how cognitive biases influence consumer 
choices (Worthing, 2021), constructing new 
preferences and wants. 
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Marketing and the Creation of Modern Wants 

Changing brand attitudes impact conditioning 
(Sweldens et al., 2010; Cohen et al., 2018). 
Scholars acknowledge the role of marketing in 
constructing new wants that align with evolving 
social stimuli (Bauman, 2008; Nigam & Dewani, 
2021). Bauman (2008) examines how marketing 
contributes to a "liquid" consumer culture, where 
desires are constantly redefined in reaction to 
current trends. Lantos, G. P. (2015) reinforces this 
notion, arguing that marketing processes are a 
cultural intermediary, shaping perceptions of 
value and need. Theories of consumer behavior 
often assert that consumers are rational agents 
making intended decisions about the branded 
products and services they purchase and use 
(Mullen & Johnson, 2013). It is assumed that an 
explicit formation of attitudes foregoes consumer 
decisions and needs that determine the brand of 
choice (Martin & Morich, 2011).  

Everyday life has many opportunities to associate 
consumer products with success or failure 
(Hamerman & Johar, 2013). This role of marketing 
as a creator of modern wants is evident in the 
luxury and technology sectors, where aspirational 
desires are constructed through status and 
innovation (Lantos, 2015; Kapferer & Bastien, 
2012; Nigam & Dewani, 2021). Lantos (2015) first 
recognized this sensation in his theory of 
conspicuous consumption, which indicates that 
consumers derive pleasure from visible displays 
of wealth. Kapferer and Bastien (2012) build on 
this by showing how luxury brands strategically 
create new wants through exclusivity and 
craftsmanship narratives. 

Applying conditional psychology in marketing 
addresses consumer autonomy and manipulation 
(Lantos, 2015; Crisp, 1987). Lantos (2015) 
highlights ethical breaches when marketers 
exploit conditional stimuli to create artificial 
desires. Crisp (1987) claims that such strategies 
can undermine consumer autonomy (Mullen & 
Johnson,2013), making choices more reflective of 
marketing intent than genuine consumer interest. 
Moreover, scholars warn against using emotional 
and cognitive conditioning techniques, 
contributing to overconsumption (Holt, 2002; 
Richins, 1994; Cohen et al., 2018). 

The Role of Digital Marketing in Shaping 

Desires and Needs 

Digital marketing has strengthened the influence 
of conditional stimulus on consumer behavior 
(Lamberton & Stephen, 2016; Vinerean et al., 
2013). Lamberton and Stephen (2016) explain 
how digital platforms provide marketers with 
unparalleled access to consumer data, enabling 
them to tailor conditional stimuli to individual 
preferences (Zhu & Chen, 2015). Besides, digital 
marketing's role in shaping desires involves using 
immersive experiences (Stephen, 2016; Ashley & 
Tuten, 2015; Voorveld et al., 2018). Ryan, D. 
(2016) explores how immersive content creates 
emotional engagement and reinforces conditioned 
associations. Voorveld et al. (2018) offer empirical 
evidence of how interactive advertisements 
increase consumer involvement, forming new 
wants. 

Digital marketing is significant in shaping 
consumers (Stephen, 2016). It ultimately 
influences purchasing decisions and builds 
stronger brand relationships with customers 
through targeted and interactive campaigns 
(Ashley & Tuten, 2015; Vinerean et al., M. (2013). 
This allows businesses to engage with consumers 
at the right time and place (Gabelaia & McElroy, 
2023; Vinerean et al., 2013).  

The literature on marketing's dual role reveals a 
complex interplay between strategic and 
psychological conditioning (Stephen, 2016; Ryan, 
2016). Through a conditional psychology lens, 
marketing does not respond to consumer needs 
but actively constructs new desires through 
emotional and cognitive stimuli (Godey et al., 
2016). This introduces ethical considerations 
regarding the autonomy and welfare of consumers 
(Stephen, 2016). As digital marketing continues to 
grow, conditional psychology in marketing 
requires further research (Ryan, 2016).  

The possibility of consumer interaction with 
brands has engendered significant debate within 
the marketing-focused discourse on the 
fundamental challenges and transformative 
opportunities for marketers (Ashley & Tuten, 
2015; Dwivedi et al., 2023). Social media are 
highly embedded in our lives, reaching 82% of the 
world's Internet population aged 15+. They 
represent most individuals' Internet usage, 
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accounting for 1 of every 5 minutes spent globally. 
They have become the new communications 
paradigm for company-to-consumer message 
delivery (Godey et al., 2016). As a result, U.S. 
companies spent $5.1 billion on advertising on 
social media in 2013, wishing to promote their 
products (Zhu & Chen, 2015). People are revealing 
themselves to increasingly more digital and social 
media (Vinerean et al., 2013). This is for many 
purposes, including, in their functions as 
consumers, searching for information about 
products, purchasing and consuming them, and 
communicating with others about their 
experiences (Ashley & Tuten, (2015). Marketers 
have responded to this fundamental shift by 
increasing their use of digital marketing channels 
(Stephen, 2016; Zhu & Chen, 2015).  

Research Methodology 

The authors used a mixed-methods approach to 
explore marketing's dual function in shaping 
consumer desires and constructing modern 
desires. This method delivers just-in-time and 
evidence-based data. To explore this 
phenomenon, a survey study with in-depth 
interviews was used. The survey delivered broad 
insights into consumer perceptions of marketing's 
role in shaping desires and needs. In contrast, in-
depth interviews aimed to explore marketing 
executives' strategic intent and thought processes, 
highlighting the application of conditional 
psychology principles in shaping consumer 
behavior. This study was grounded in a 
conditional psychology framework. This 
framework explores how marketing stimuli 
initiate emotional and cognitive responses that 
redefine consumer preferences and wants. 

In this study, 131 respondents participated in the 
voluntary survey, which was satisfactory for 
achieving statistical reliability. Participants were 
selected to reflect diverse demographics such as 
age, gender, ethnicity, lifestyle, education, income, 
and household type. Furthermore, eleven 
marketing executives from diverse industries 
were interviewed. Respondents were selected 
through purposive sampling. These executives 
represented diverse industries such as technology, 
FMCG, and healthcare and had at least five years 
of strategic marketing experience. Gender 
distribution was balanced, with 55% male and 
45% female. Educationally, all executives hold at 

least a bachelor’s degree, with 70% holding 
advanced degrees. 

Data were collected using QuestionPro Software. 
The questionnaire consisted of three main 
sections: demographics. Second consumer 
perception of marketing. This section used a 
Likert scale, 1 - strongly disagree to 5 - strongly 
agree, to measure participants' beliefs about the 
influence of marketing on their desires and needs. 
Third was the impact of Marketing Stimuli. 
Respondents were asked to rank the impact of 
different marketing stimuli, such as personalized 
content, visual and auditory elements in 
advertisements, influencer endorsements, and 
emotional narratives, on their purchasing 
behavior and desires. 

Furthermore, semi-structured interviews were 
conducted via Zoom and transcribed using Zoom 
and Otter. The interview guide was divided into 
three sections. First, Marketing executives were 
questioned about the strategic objectives behind 
their marketing campaigns, concentrating on how 
they sought to shape consumer perceptions and 
influence purchasing decisions. Second, executives 
were asked about the application of conditional 
psychology. This section explored how principles 
of conditional psychology, such as emotional 
appeals, brand associations, and personalized 
messaging, were incorporated into marketing 
strategies. Executives shared detailed examples of 
campaigns that applied these principles to 
condition consumer responses. Third, executives 
were asked about the ethical implications of their 
strategies and the balance between shaping 
desires and serving genuine consumer needs. 

Research Findings  

Literature Findings  

The authors conducted a systematic literature 
review. Fifty-one articles were included in this 
research based on identification, screening, and 
eligibility criteria. Accordingly, the authors found 
the following themes presented in Figure 1. This is 
a simple mind map visualizing the connections 
between critical themes in marketing and 
consumer behavior. Dual value creation in 
marketing generates value for the consumer and 
the company. This concept acknowledges that 
successful marketing strategies fulfill consumer 
needs and contribute to the company’s objectives. 
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By focusing on dual value creation, companies can 
build sustainable and mutually beneficial 
relationships where consumers feel genuinely 

valued, and companies reach competitive 
advantage and longevity. 

 

Fig 1. Themes of Literature Review (Developed by the Authors) 

Survey Findings  

The author conducted a survey between March 
2nd – June 15th, 2024. The authors explored the 
dual role of marketing in shaping consumer 
desires through a conditional psychology 
framework. The demographic diversity of the 
survey participants allowed a robust analysis of 
consumer behavior and marketing perspectives 
across different segments. The main age group 
was 25–34, showing the active workforce as a 
primary target demographic for most marketing 
strategies. Gender balance showed inclusivity. 
Ethnic diversity delivered insights into 
multicultural consumer behavior, which is critical 
for marketers operating in diverse markets. The 
education and income distribution offered a 
nuanced understanding of how socioeconomic 
factors influence consumer decisions. 

The research findings identified significant factors 
correlating with purchasing behavior, specifically 
impulsive buying, product research, and reliance 
on reviews. The first correlation was brand loyalty 
and openness to the latest brands. A moderate 
positive correlation with impulsive purchases 

(.150) suggested that consumers open to the latest 
brands may buy impulsively and rely on reviews 
(.117). Second was product expectations 
(convenience and speed). It positively correlated 
with impulsive purchases (.137) and reliance on 
reviews (.122), suggesting that convenience and 
service speed drive spontaneous buys and review 
dependence. 

Third was technological comfort. It strongly 
correlated with product research (.311) and 
impulsive purchases (.120), suggesting that tech-
savvy consumers frequently research products 
online and make spontaneous purchases due to 
digital accessibility. Next was social media usage. 
Related to impulsive purchases (.126) and product 
research (.106), social media orientation suggests 
spontaneous buying and serves as a discovery 
mechanism for informed purchasing. Last but not 
least was marketing influence and trend following. 
This correlated with review reliance (.130), 
suggesting trend-followers seek external 
validation before purchasing. Last was 
environmental awareness. It correlated with 
impulsive purchases (.093), suggesting that eco-
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friendly options can prompt quick buying 
decisions. 

Furthermore, the authors intended to explore 
perceptions and behaviors among boomers, 
millennials, and Gen Z in their answers to 
marketing influence, brand loyalty, channel 
preferences, product expectations, environmental 
awareness, technology adoption, social values, and 
purchasing behavior. Moreover, marketing 
influence revealed varied reactions across 
generations. Boomers showed moderate influence 
from marketing campaigns, while Gen Z tended to 
be more skeptical, especially regarding how 
marketing affects their purchasing decisions. On 
the other hand, millennials placed the highest 
importance on authenticity, recalling a preference 
for authentic marketing narratives over 
promotional content. 

Nevertheless, brand loyalty was highest among 
boomers, who favored trusting brands aligned 
with their established consumption patterns. In 
contrast, Gen Z and Gen Alpha were receptive to 
examining the latest brands that align with 
their values or proposed innovative solutions. 
This trend indicated that loyalty in younger 
generations may rely more on brand values and 
novelty. Furthermore, preferred channels 
demonstrated generational preferences toward 
different media for product discovery. Millennials 
preferred digital channels like social media, while 
boomers trusted more traditional media. Gen Z 
also favored digital channels but approached 
influencer marketing cautiously, indicating a more 
selective use of social media content for 
purchasing decisions. Next, regarding product 
expectations, Gen Alpha and Gen Z recognized a 
higher value for personalized experiences and 
quality assurance, reflecting their demand for 
tailored services. Boomers prioritized standard, 
designated product attributes over 
personalization and aligned with a more 
traditional consumption mindset. 

Moreover, environmental awareness was 
significantly higher among Gen Z, who strongly 
emphasized sustainability in their purchasing 
decisions. Boomers scored lower on these 
measures, indicating that eco-consciousness was 
less of a priority. This growing environmental 
emphasis among younger consumers recalled a 
shift toward eco-consciousness in the 
marketplace. Besides, technology adoption 

revealed boomers' comfort with in-store 
shopping, though they also revealed adaptability 
to digital purchasing. Gen Z and millennials 
exhibited balanced comfort with digital shopping 
channels and technology-driven shopping 
enhancements, such as online shopping via apps, 
demonstrating a shift towards convenience and 
accessibility through technology. Furthermore, 
social values were reflected differently across 
generations. 

Boomers highlighted stability and inclusivity in 
their preferred brands. Gen Z highly valued 
diversity and inclusiveness and critically 
evaluated brands. At the same time, millennials 
revealed a slight decline in focus on social justice 
compared to Gen Z, reflecting a generational shift 
in social priorities. Lastly, purchasing behavior 
varies. Millennials were the most impulsive in 
their buying habits, making them more 
susceptible to immediate purchase decisions 
influenced by marketing content. In contrast, Gen 
Z strongly preferred researching products and 
reading reviews before purchasing, indicating a 
more information-driven and cautious approach. 

These insights emphasized the diversity in 
consumer behavior across age groups. Boomers 
favored brand loyalty and traditional channels, 
millennials demonstrated a tendency for digital 
and impulsive behaviors, and Gen Z highlighted 
eco-conscious, critical, and research-oriented 
purchasing. These patterns demonstrated the 
need for targeted marketing strategies aligning 
with each generation's values and behaviors. 

To continue, the authors interpreted these 
demographic differences through the lens of 
conditional psychology, which demonstrated 
distinct generational patterns shaped by unique 
conditioning factors. In conditional psychology, 
specific conditions or psychological triggers 
impact behaviors and preferences. The findings 
are illustrated in Figure 2. 

Figure 2 illustrates that boomers' responsiveness 
to marketing may be embedded in vulnerability to 
traditional marketing strategies that echo their 
values and familiarity. This conditioned response 
indicated that established advertising practices 
hold persuasive power for boomers due to a 
lifetime of exposure to consistent brand 
messaging. Conversely, younger generations like 
Gen Z and Gen Alpha revealed a conditioned doubt 
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toward marketing, influenced by digital 
overexposure and a liking for authenticity over 
conventional advertising, creating a barrier to 
traditional marketing influence. 

Moreover, the findings illustrate that boomers' 
and Gen Z's high brand loyalty echoes 
psychological conditioning around trust and 
reliability created from various sources. Long-
standing relationships with established brands 
shape boomers' loyalty. For Gen Z, loyalty was 
frequently contingent on shared values, 
authenticity, or innovative brand promises, 
demonstrating a conditional loyalty based on 
alignment with their ideals. This difference 
emphasizes that while both groups value loyalty, 
the conditioning factors—traditional trust for 
boomers versus values alignment for Gen Z—
differ significantly. These were essential findings.  

Furthermore, millennials' strong engagement with 
digital channels showed a conditioning toward 
convenience, immediacy, and connectivity 
suggested by digital platforms, especially social 
media. For boomers, engagement with digital 
channels was driven by gradual adaptation to 
digital solutions for comfort and access. This 
indicated conditional preferences based on 
generational exposure, with millennials 
conditioned to favor online interactions while 
boomers balance digital and traditional channels. 
Moreover, Gen Alpha and Gen Z's focus on product 
quality over brand names echoed conditioning 
toward intrinsic value and tangible benefits, 
frequently shaped by a consumer culture 
concentrated on quality over reputation. This 
conditioning may arise from a digital landscape 
where product reviews and quality benchmarks 
are more accessible and transparent, leading 
younger generations to prioritize product 
substance over brand prestige. 

Gen Z's prioritization of environmental factors 
emphasized their conditioning toward eco-

consciousness, which is affected by global 
narratives around climate change, environmental 
responsibility, and social media advocacy. 
Millennials also exhibit eco-conscious trends, 
conditioned by similar cultural shifts. 
Environmental awareness was a conditionally 
triggered value for these generations, activated by 
a societal focus on sustainability and ethical 
consumption. Further, boomers' convenience with 
technology was a product of conditioned 
adaptation from practical engagement with 
technology in professional or daily life settings. 
For millennials and Gen Z, proportional tech-
savviness was an intrinsic condition, as these 
generations grew up with technology as an 
integral part of life, enabling natural ease with 
digital devices and innovations. 

The alignment with social values in boomers and 
Gen Z indicated a shared psychological trigger 
around value-driven branding, though 
conditioned by different societal forces. Boomers 
may prioritize stability and inclusivity due to 
traditional societal norms. At the same time, Gen 
Z's alignment was more critical and issue-focused, 
shaped by digital exposure to social justice and 
inclusive narratives. This conditional focus on 
values highlighted the importance of brands 
authentically aligning with generational values for 
effective engagement. 

In summary, figure 2 shows that each 
demographic's preferences and behaviors are 
conditioned by unique societal, technological, and 
cultural factors that shape their consumer 
psychology. These conditioned reactions 
underscore the impact of age-specific 
vulnerabilities and experiences, with each 
generation reacting to marketing, brand loyalty, 
and social values based on distinct psychological 
triggers. Tailor-made marketing is necessary for 
meaningful engagement. 
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Fig 2. Comparison by Demographics rooted in Conditional Psychology (Developed by the authors) 

The authors explored digital generational 
preferences within the framework of conditional 
psychology. This demonstrated how unique 
psychological conditioning impacts each 
generation's engagement with digital channels 
and technology, consequently challenging the dual 
function of marketing. Figure 3 highlights digital 
generational preferences with conditional 
psychology.  

Millennials' strong dependence on social media 
for product finding echoed a conditioned response 
to convenience and immediate access. Their high 
engagement indicated that social media are a 
primary source of product information, 
conditioned by social validation and connectivity 
in a digital-first environment. Gen Z indicated a 
slightly more selective engagement due to an 
aggravated awareness of digital authenticity, 
impacted by their upbringing in a highly curated, 
content-rich digital landscape. Moreover, 
Boomers' and Millennials' responsiveness to 
influencers suggested a conditional trust rooted in 
authority and credibility. For Boomers, the power 
of trusted figures aligns with traditional 
marketing's reliance on authoritative 
endorsements, a conditioned response from years 
of exposure to celebrity and expert endorsements. 
Millennials' trust in influencers echoed a 
conditional choice for relatability and aspirational 

figures in digital culture, where influencers are 
seen as accessible yet credible sources of advice. 
In contrast, Gen Z and Gen Alpha revealed lower 
responsiveness, conditioned to evaluate 
influencer content critically.  

Boomers' surprising convenience with tech-
enabled shopping echoed conditioned adaptability 
to digital tools driven by necessity, such as 
increased online transactions in recent years. 
Millennials and Gen Z, by contrast, revealed 
intrinsically high comfort with technology, 
conditioned from an early age by digital 
integration into everyday life. This convenience 
means rooted ease with tech-driven shopping, 
where digital convenience is perceived as a norm 
rather than an adaptation. 

This study from Figure 3 shows how generational 
conditioning changes digital behaviors. 
Traditional conditioning around authority 
influences and adaptation to digital instruments 
was apparent for Boomers. Millennials and Gen Z 
exhibit conditioning from an immersive digital 
culture, driving them toward convenience, 
authenticity, and social proof in product 
discovery. These insights emphasize the 
significance of understanding conditional 
psychological factors when engaging each 
generation through digital platforms. 
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Fig 3. Digital generational preferences with conditional psychology (Developed by the Authors) 

Interview Findings  

The authors interviewed eleven marketing 
executives about marketing's dual role in shaping 
consumer desires and constructing modern wants. 
The interviews aimed to grasp how executives 
perceive marketing roles, their strategic 
intentions, and how they manage ethical 
considerations. The initial request was sent to 
thirty-one marketing executives between March 
and June 2024. Eleven voluntarily accepted 
the invitation to participate. Selected marketing 
executives received interview questions, and 
Zoom interviews were performed. Ten 
strategically designed questions were asked, and 
interviews lasted between 26-32 minutes. Some 
significant questions asked were: How do you 
perceive the dual role of marketing in shaping 
desires and constructing new wants? What 
strategic decisions do you make to manipulate 
consumer desires? How do you use emotional and 
cognitive appeals in marketing campaigns? Do you 
believe marketing primarily fulfills existing needs 

or constructs new desires? What ethical 
considerations guide your marketing strategies? 
How do you balance creating new wants with 
ensuring consumer welfare? How do you measure 
the success of campaigns to shape desires? How 
do you assess consumer feedback regarding the 
influence of your campaigns? What role does 
digital media play in constructing new wants? Do 
you think the impact of marketing on desires 
differs across generations? 

The authors grouped marketing executives' 
responses into three groups. Table 2 shows the 
breakdown and highlights key findings, especially 
regarding emotional appeals. The findings 
demonstrated that all executives agreed on the 
importance of emotional triggers, particularly in 
building brand connections. However, Group A 
highlighted appeal authenticity, while Group C 
preferred aspirational narratives to stimulate new 
desires. Furthermore, Group B executives relied 
on rational appeals, underlining product features 
and benefits to satisfy consumer needs rather 
than creating new desires.  
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Table 2. Interview breakdown based on themes observed (Developed by the Authors) 

 

Group C was the most aggressive in creating new 
wants, while Group B favored staying within the 
boundary of fulfilling existing needs. Group A 
executives embraced a middle-ground approach, 
creating desires while assuring they aligned with 
growing consumer trends. Moreover, all 
executives recognized the ethical implications of 
creating wants. Group A concentrated on 
transparency and consumer welfare, while Group 
C acknowledged empowering consumers to make 
informed choices. Group B highlighted the 
boundaries of not violating boundaries. 

The authors identified the following patterns. First 
is the initiative-taking creation of wants, with the 
majority (6 executives) relying on strategically 
creating new wants, using a mix of emotional and 
cognitive appeals to align with growing lifestyles. 
An emphasis on authenticity was the second 
element. Most executives (8 out of 11) highlighted 
the significance of authenticity in shaping desires, 
emphasizing transparency as a necessary driver of 
consumer trust. Lastly, generational variations, all 
executives compromised that generational 
differences play a role, with younger generations 
(Gen Z) indicating more resistance to overt 
marketing efforts and valuing authenticity. At the 
same time, Millennials are more receptive to 
personalized and influence-based appeals. 

Furthermore, the bar chart, figure 4, compares 
executive groups' focus on marketing strategies 
and ethical considerations. Group C proactively 
highlighted creating new wants, while Group A 
held a moderate approach, and Group B focused 
less on this strategy. Group B highlighted fulfilling 
existing needs over creating new desires, echoing 
their careful approach to impacting consumer 
behavior. All groups acknowledged the 
significance of emotional appeals, with Group C 
focusing slightly more on this strategy than 
others. Group B prioritized cognitive appeals, 
concentrating on rational product features and 
benefits, while Group A and Group C employed 
these appeals moderately. Group A strongly 
highlighted authenticity, which was necessary for 
gaining consumer trust. Group C also valued 
authenticity but offset it with trend-setting efforts. 
Group A concentrated on empowering consumers 
through transparent communication, while Group 
C also valued this but highlighted the latest trends. 
Group C used digital media to create new desires, 
while Group A and Group B utilized digital 
channels to differing extents for other purposes. 
 
This comparison emphasizes key contrasts in 
strategic approaches, demonstrating how diverse 
groups balance fulfilling needs, creating new 
desires, and managing ethical considerations in 
their marketing efforts. 
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Fig 4. Comparison of Marketing Executive Groups on Strategies and Ethical Considerations (Developed 

by the Authors) 

Furthermore, the horizontal bar, figure 6, shows 
the critical priorities of marketing executives 
across various strategies. They prioritized 
authenticity in their marketing strategies, 
highlighting transparent communication and 
genuine messaging to create consumer trust. 
Emotional connections are highly prioritized, 
echoing the significance of engaging consumers 
emotionally to impact their desires and decisions. 
Executives use digital media to gain consumers 
and develop targeted, personalized campaigns. 
Another critical priority is entrusting consumers 
with informed choices and clear messaging, 

providing marketing efforts aligned with 
consumer welfare. Managing and fulfilling 
consumer needs stays a central focus, offsetting 
proactive marketing efforts. Marketing executives 
recognized the significance of developing new 
wants but approached this with caution and 
strategic intent. 

This highlighted the balanced approach taken by 
executives, with a strong emphasis on 
authenticity, emotional appeals, and the strategic 
use of digital media.  

 

Fig 6. Executives Priorities in Marketing Strategies (Developed by the Authors) 
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Discussions 

In this study, the authors used a conditional 
psychology framework to analyze how marketing 
creates new wants and shapes consumer desires 
(Barari et al., 2021; Lei et al., 2020). In classical 
and operant conditioning, conditional 
psychology explores how repeated exposure to 
specific stimuli can condition consumer 
responses, affecting their desires and behaviors 
(Pavlov, 1927). 

The survey highlighted how conditional stimuli in 
marketing—such as emotional appeals, 
personalized messages, and social proof—
conditioned consumers' responses (Pavlov,1927; 
Aaker (1991). For instance, Millennials' impulsive 
purchasing behavior correlated strongly with 
digital marketing efforts and influencer 
recommendations. This finding can be justified by 
operant conditioning, where positive 
reinforcement strengthens impulsive buying 
tendencies (Zhang & Zhang, 2024). 

On the other hand, Gen Z's focus on authenticity 
and dependence on peer-based reviews echoes 
their conditioned preference for trustworthy and 
transparent messaging (Pavlov, 1927; 
Aaker,1991). Here, classical conditioning plays a 
role, as repeated exposure to genuine and value-
driven content has shaped Gen Z's cognitive 
associations with brands that prioritize honesty 
over promotional tactics (Wang., 2022; 
Papadopoulou., 2022; Barari., 2021). 

Furthermore, interviews with executives 
endorsed the strategic application of conditional 
psychology principles in marketing campaigns. 
Many executives have accepted using emotional 
conditioning to create brand resonance and foster 
consumer connections (Lantos, 2015; Kapferer & 
Bastien, 2012). For instance, executives from 
Group C deliberately prepared aspirational 
narratives that stimulate specific emotions, 
reinforcing desires for products associated with 
status, lifestyle, or success. Besides, executives 
also reported the strategic use of conditional cues, 
such as exclusivity signals, brand imagery, and 
repeated brand exposure, to shape consumer 
expectations and create new wants. By associating 
products with desirable attributes or aspirations, 

these marketers actively conditioned consumer 
preferences, forming new desires aligned with 
evolving trends (Wang et al., 2021; Papadopoulou 
et al., 2022). 

Emotional triggers were recognized as 
fundamental in shaping consumer responses 
(Papadopoulou et al., 2022). Despite 
acknowledging the effectiveness of conditioning 
techniques, executives highlighted the ethical 
responsibility of using these methods 
transparently. They admitted the fine line 
between conditioning and manipulating consumer 
behavior, reinforcing the need for a value-driven 
approach. 

Conclusion  

The results demonstrate that the authors explored 
marketing’s dual role of shaping consumer desires 
and constructing modern wants, which are 
significant contributions to theory and practice, 
especially through conditional psychology. 131 
respondents and eleven marketing executives 
were fundamental as they offered rich insights. 
The results emphasized that marketing has both a 
reactive and a proactive power, fulfilling 
consumer needs and strategic appeals. 

The results demonstrated significant correlations 
between marketing efforts and consumer 
behavior. This revealed that rational and 
emotional appeals influence consumers. Besides, 
the interview results added goodness and 
trustworthiness to the quantitative findings. 
Marketing executives recognized marketing’s dual 
role, with some focusing on fulfilling needs while 
others proactively constructed new wants.  

The study indicated that conditional psychology is 
a robust framework for understanding how 
marketing stimuli condition desires and shape 
new wants. Therefore, the authors offer practical 
value by providing actionable insights for 
marketing professionals. The focus on authenticity 
and strategic use of emotional appeals emphasizes 
the need for brands to support transparency and 
align their narratives with consumer values.  
Furthermore, the authors contribute to the 
theoretical value. The authors extend scholarships 
in the existing literature by demonstrating how 
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conditional stimuli trigger cognitive and 
emotional responses, shaping new consumption 
patterns.  

The authors recommend future research by 
exploring the long-term effects of constructed 
desires on consumer well-being and brand loyalty; 
second, further research on emerging digital 
trends such as AI and AR. 

As a final recommendation, this research article 
emphasized the transformative power of 
marketing in shaping desires and constructing 
modern wants. It highlighted the significance of 
authenticity, strategic intent, and ethical 
considerations in influencing consumer behavior. 
By integrating practical insights with theoretical 
frameworks, the authors contribute to a broader 
discourse on marketing’s growing role in a 
consumer-driven society. 
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