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Abstract

EXPLORING THE INFLUENCE OF DIGITAL MARKETING ON CONSUMER
BEHAVIOR IN THE ADVERTISING INDUSTRY IN JAMAICA

Nicolette Peterkin-Harding

Unicaf University in Zambia

The rapid growth of digital platforms has fundamentally reshaped the advertising
industry in Jamaica, creating innovative channels for brand engagement. Despite the widespread
adoption of digital marketing, its influence on consumer engagement, brand perception, and
decision-making remains relatively underexplored in the Jamaican context (Smith, 2020). This
qualitative-dominant methods study explores how digital marketing strategies are perceived and
experienced by Jamaican consumers across different demographic segments. It identifies key
factors shaping these perceptions, including personalization, cultural relevance, and privacy
concerns (Jones & Brown, 2023).

Utilizing a qualitative-dominant methods design, the study collected data from a
quantitative survey of 169 Jamaican consumers to identify engagement patterns, supported by
in-depth interviews and focus group discussions with twenty participants. The interpretation of
findings is grounded in established models, including the Technology Acceptance Model
(TAM), Customer Relationship Management (CRM) Theory, and the Theory of Planned
Behavior (TPB), providing a robust framework for analysis.

Findings indicate that consumer responses to digital marketing vary significantly by

demographic profile, particularly age and income, with younger consumers demonstrating higher



v
interaction levels. Trust and privacy sensitivity emerged as critical themes across all groups. The
study emphasizes consumer narratives, perceived brand authenticity, and emotional responses to
online campaigns as crucial markers of impact, rather than relying solely on direct, measurable
outcomes (Miller & Davis, 2024).

This research reveals a discerning consumer base defined by the primacy of visual
appeal, cultural resonance, critical evaluation of social proof, and the ambivalence of the
personalization-privacy paradox. The study concludes that consumer trust is intricately linked to
perceived authenticity and ethical data stewardship, underscoring the need for human-centered
marketing approaches in Jamaica. The findings offer theoretical insights by extending
frameworks like TAM to a Caribbean context, practical recommendations for marketers
focused on authentic and culturally-relevant strategies, and input for policy dialogue on data

protection.



Declaration
| declare that this thesis has been composed solely by myself and that it has not been
submitted, in whole or in part, in any previous application for a degree. Except where stated

otherwise by reference or acknowledgment, the work presented is entirely my own.



Vi

Al Acknowledgment

I acknowledge my use of Chat GPT (https://chatgpt.com/) to proofread chapter 2 of my

thesis. This action was completed in 08.2024 and 12.2025
The prompts used included: Check for spelling errors for the text below.

Check for the references no longer in the main thesis.


https://chatgpt.com/

Vil
Copyright Page
I confirm that | retain the intellectual property and copyright of the thesis submitted. I also
allow Unicaf University in Zambia to produce and disseminate the contributions of the thesis in

all media forms known or to come as per the Creative Commons By Licence (CC BY).



viii
Dedication
This dissertation is dedicated to my husband, Dimitri Harding, my mother Kathleen Morris,
and my father Daniel Peterkin, whose unwavering support, love, and encouragement sustained me
throughout this journey. Your belief in my abilities and continuous motivation made this

achievement possible. Thank you for being my constant source of strength and inspiration.



Acknowledgments

I would like to express my deepest gratitude to my sister Linette Bailey, my mentors Jordon
Tait and Wayne McKenzie whose invaluable guidance and insightful advice have been
instrumental in the completion of this dissertation. Their wisdom and encouragement have been a
beacon of light throughout this academic journey. | am also deeply thankful to my friends, whose
steadfast belief in me never wavered. Your eagerness to support my research methods, whether by
offering feedback or participating in my study, has been greatly appreciated. Your friendship and
support have been a source of tremendous comfort and motivation.

I would also like to extend my heartfelt thanks to Lee Lastarda for his generous cooperation
in allowing me to use his staff as the foundation for my case focus group. Your willingness to
facilitate this aspect of my research was crucial to its successful completion. Finally, I am grateful
to everyone who has contributed, in ways big and small, to the achievement of this milestone. Your

collective support has made this journey not only possible but deeply rewarding. Thank you.



Table of Contents

LiSt OF ADDIEVIATIONS ......c.eeiiiiiiiciieee et Xiv
LISE OF TADIES ...t bbbt XV
LISE OF FIQUIES ...ttt ettt b e bt e e s e s bt e bt e st e nbeenbeaneesneennens XVi
CHAPTER 1: INTRODUCTION ...ttt sttt s 1
Background of the ProbIEm ...........oiiii e s 6
Statement of the ProbIem...........ooo i 8
Purpose of the Study, Research Aims, and OBJeCtiVES..........cccceviieiiiiiiciic e, 9

Nature and Significance 0f the STUAY .........ccooiiiiiieii s 13
RESEAICH QUESTIONS ... ..c.viiiiie ettt ettt e et e et e e st e e be e s sr e e beesnreenaeeanee s 24
CHAPTER 2: LITERATURE. ...ttt 26
2.1 Digital Platforms and Consumer Engagement: Mechanisms and Metrics ................. 29

2.2 The Relational Dimension: Trust, Authenticity, and Privacy..........c.cccocevvvniniinennennn 31

2. 3 Integrated Theoretical FramewWorK............ccooiiiiieiiiie e 34

2.3.1 Technology Acceptance Model (TAM) ..o, 35

2.3.2 Customer Relationship Management (CRM) Theory.........ccccoevvvriieienennnnnn 38

2.3.3 Social Cognitive Theory (SCT) .eoceoeiieieeie e 41

2.3.4 AQVEITISING TNEOIY ..oveiiieiieiesie ettt a e sne e 44

2.3.5 The Theory of Planned Behavior (TPB) ........ccccvveiviiieresie e, 47

2.4 Conceptual FramMEWOTK ..........ccveiiiieieeie st 59
Cognitive DiSSONANCE TNEOIY ......ccviiieieeie ettt re e e s, 61

ProcesSiNg MOGEL.......c..ooiiiieie ettt enne e 64
International FrameworK...........cooiiiiiiii e 67

Regional Framework (The Caribbean) ..........cccoovviiieiieii e 71



Local Framework JAMAICA ..........ciiiieieieieie e 74
Contextual DIMENSION .........coiiiiiiieie e 76

2. 5 TheoretiCal CONIOVEISIES .........oiiiiiiiiiieiei ettt 92
Digital Divide and Inequitable...........coooiiiiiiiiie s 94
Trust in Digital Marketing Channels ... 97
Digital Marketing SAturation ............ccooeiiiiieiiie e 100
RESEAICI GAPS ... veeieeitie ittt b e et a e nae e 105
INTTASTIUCTUIE ...t 107
ATFOrAADIIITY .. e 108
DIGITAl TIEEIACY ..ottt nreas 109
CONSUMET BENAVIOL ...t 110
SUMIMAIY .ttt ettt ekttt e ek e e e st e e eh e e s bt e Re e e mt e e ehe e e bt e ebeeambeesrneebeearneas 112
CHAPTER 3: RESEARCH METHOD ......ooiiiiiiiee s 117
Research Approach and DESIGN .........ccveeiieiieie et 119
Population and Sample of the Research Study ..........cccccevviiiiieie e, 130
Materials/Instrumentation of Research TOOIS..........cccccvireiniieiesce e 138
Operational Definition Of Variables..........cccoveeiieiiiie e 142
Variable 1: Exploring Experiences with Digital Marketing Encounters ................ 149
Variable 2: Exploring Consumer Perceptions, Considerations, and Feelings ........ 150
Variable 3: Exploring Perceptions of the Digital Environment..............ccccccce...... 151
Study Procedures and Ethical ASSUIANCES .........cccveiveieiiereeieseesie e sie e 153
ELhICAl ASSUIANCES ..o 156

Data Collection and ANAIYSIS.........ccueiieiiiieiiee e 160



Qualitative Data ANAIYSIS .......oovieiiiieiiee e 170
Instrumentation and Research Questions Mapping ........cccevvrenennenieneeneseenenn, 172

SUMIMAIY .ttt ettt ekttt e ek e e e st e e eh e e s bt e Re e e mt e e ehe e e bt e ebeeambeesrneebeearneas 174
CHAPTER 4: FINDINGS ...ttt sttt e e e e e a e e e e e naaesnnee s 177
Evaluation Of FINAINGS .......ooiiiiiiiie e 229
Discussing Qualitative Findings in Relation to Expectations and Literature ................. 250
SUMIMAIY .ttt ettt ekttt ekttt e ek e e e st e e eh e e e s bt e e Re e e mt e e ehe e e bt e ebe e et e e srneebeeanneas 252
CHAPTER 5: IMPLICATIONS, RECOMMENDATIONS, AND CONCLUSIONS............... 256
[ 0] 0] [ Tox= 11 [0 0 LTSRS 259

Digital Marketing Srategies ..........oiveriiierieieie e 264

CONSUMET PEICEPTION ...ttt sttt et ne e 265

CONSUMET BENAVIOL ...t 266

LIMIEALIONS ...t b ettt e et bbbt n e 270
Recommendations for Stakeholders...........ccooeviiiiiniiie e, 274
Recommendations for Practitioners (Marketers & BUSINESSES) ........ccevvervveeenen. 274

Fostering Marketer Education Focused on Context, Ethics, and Consumer Experience

............................................................................................................................................. 282
Recommendations for POIICYMAKENS .........cccevveieiienecie e 288
Recommendations fOor RESEAICNErS............coiiiiiriciseeee e 292
A Vision for Future Research: A Professional Perspective.........c.ccccoocvviveveiiennenn, 307
Statement of Original Contribution to Knowledge..........cccccevivevveieiievn e 310

CONCIUSTONS ...ttt r ettt bt b e r e 311

REFERENCES ... e s 328



APPENDICES ...ttt b ekttt bbbt b e e e be e snaeene e 351
Appendix A: Questionnaire QUESLIONS ..........cueiiririeereiie e eee et enes 351
Appendix B: Interview QUESTIONNAITE ........ccoorviiiiiiriiiiiieieee e 356
Appendix C: FOcus Group QUESTIONNAITE............cevuiiierieiie et 358
Appendix D: GateKeepPer LEIET ........coviieiiee e 360
Appendix E: Informed ConsSENt FOIM..........ccouiiiiiiiieiiiie e 361
APPENdiX F: REAF DS FOIMMN ..ottt 363

Appendix G: Visual Engagement Protocol Stimuli...........ccovviiiiniiniiiiniice e 371



AD

AIDA

Al

CDT

CRM

DPA

ELM

GDPR

IMC

PEOU

PU

SCT

SEO

SME

TAM

TPB

UGC

UREC

List of Abbreviations

Advertising

Attention, Interest, Desire, and Action
Artificial Intelligence

Cognitive Dissonance Theory
Customer Relationship Management
Data Protection Act (Jamaica, 2020)
Elaboration Likelihood Model
General Data Protection Regulation
Integrated Marketing Communications
Perceived Ease of Use

Perceived Usefulness

Social Cognitive Theory

Search Engine Optimization

Small and Medium Enterprises
Technology Acceptance Model
Theory of Planned Behavior
User-Generated Content

University Research Ethics Committee

Xiv



XV

List of Tables
Table 1 Demographic Overview of Quantitative Participants (Questionnaire)............cc.cceeueneen. 182
Table 2 Demographic Overview of Qualitative Participants (INterview).........cccoccevevieniiinnnens 185
Table 3 Demographic Overview of Qualitative Participants (FOCUS group) ........cccceevevervrnnnnnns 186

Table 4 Empirical Findings on the Influences of Digital Marketing Channels Based on Interaction

AN ENQAGEIMENT.....ctiiiiiie ettt e st e b e et e e st e sbeebesneesneesbeeneenreas 190
Table 5 Influence of Instagram and SEO on Consumer Buying Behavior............c.cccoccevvinenen, 201
Table 6 Detailed Analysis of Instagram and SEO INFIUENCES...........ccooveiiiiiiiiiiicrecce e, 207

Table 7 Overview of Focus Group Responses on Digital Marketing Influences in Jamaica..... 210
Table 8 Illustrative Examples of Participant Perspectives on Digital Marketing Engagement.. 218

Table 9 Illlustrative Comparison of Participant Perspectives Contextualized by Background Factors



XVi

List of Figures

Figure 1 Integrated Conceptual Framework of Jamaican Digital Consumer Behavior................ 61
Figure 2 Frequency of Interaction with Digital Marketing...........ccccooovvvriinienieneicse e 192
Figure 3 Engagement Level with Digital Marketing Content............cccoccovvenenieniencnin e 193
Figure 4 Influence on PUrchasing DECISIONS. ..........ccviiiiiriieiienie e 194
Figure 5 DIVIAEd TIUSE LEVEIS ......oouiiiiiiiie ettt 195
Figure 6 Instagram's Moderate INFIUBNCE ...........ooveiiiiiiii e 196
Figure 7 SEO's Overall POSItIVE RatING.......cccooiiiiiiiieiiiie e 197
Figure 8 Influence of Social Media Channels on Decision-Making Process .............cccocvevuenne. 214

Figure 9 Likelihood of Purchasing from Companies Employing Targeted Marketing Strategies

Figure 10 Distribution of Self-Reported Perceptions Regarding Pop-up Advertisements' Effect
0N PUIChaSIiNG DECISIONS .......ciueeieiieiieeie e te st ste e e et e e a et e s e sreesseaneesnaesaeeneenrens 216
Figure 11 Distribution of Self-Reported Beliefs About Digital Marketing Channels' Impact on
CONSUMET BENAVIOU ...ttt 217
Figure 12 Frequency Distribution of Self-Reported Data Privacy Concerns Regarding Pop-up
ATVETTISEMENTS ...ttt et 222
Figure 13 Challenges of Digital Marketing Strategies.........cccccvevverierenieiieere e 223

Figure 14 Frequency Distribution of Perceived Challenges Faced by Marketers in Digital

T4 NG U o OSSR SSR 224
Figure 15 Data Privacy Concerns as a Challenge for Marketers...........cccooevvveveiienncicsvenenn 225
Figure 16 Targeting the Right Audience as a Challenge ..........ccccooovevviie i 226

Figure 17 Difficulty in Measuring Campaign INfIUENCES ..........coovevviiiiiieie e 227



CHAPTER 1: INTRODUCTION

Digital technologies have fundamentally reshaped the global marketing landscape,
establishing digital marketing as a core element of modern corporate strategy (Chaffey & Ellis-
Chadwick, 2019). This fundamental shift mandates that businesses understand the non-linear,
digital pathways consumers now use to discover, evaluate, and purchase products. This shift is
particularly pronounced in emerging economies like Jamaica, where exponential digital adoption
means a substantial segment of the population now uses social media and mobile data to influence
purchasing (Kemp, 2020; Statista, 2020). This evolution necessitates a move from linear,
traditional promotion to a dynamic, consumer-driven engagement model.

This qualitative-dominant methods study is therefore critical. Its central purpose is to
explore the unique intersection of digital marketing practices, evolving consumer behavior, and
specific Jamaican cultural dynamics. The research focuses intensely on how local consumers
perceive and experience contemporary digital marketing strategies. In doing so, it explicitly
identifies key factors such as cultural resonance, perceived brand authenticity, and privacy
concerns that shape their engagement and decision-making.

By generating a robust, context-specific analysis, the research provides necessary,
actionable insights directly to inform the advertising industry in Jamaica. The findings allow
marketers to transcend the limitations of generic, internationally-derived digital strategies. Instead,
they facilitate the development of culturally-relevant and ethical campaigns that can effectively
navigate complex, localized issues such as the inherent ambivalence of the personalization-privacy

paradox and move beyond a sole reliance on direct, easily measurable outcomes. This focus on



consumer-centric data thus serves to equip local advertisers with a more authentic and effective
framework for strategic marketing success.

This study operates within a dynamic Jamaican consumer landscape characterized by a
population of approximately 2.9 million, with a median age reflecting a young, increasingly
digitally-native demographic, though marked by distinct urban-rural access and socio-economic
variation (STATIN, 2023).This complexity intensifies in markets such as Jamaica, where rapidly
growing internet adoption and social media usage intersect with cultural nuances and
infrastructural disparities that influence consumer engagement. Here, digital marketing practices
must be adapted and understood within the specific socio-economic, cultural, and regulatory
context. Factors such as digital literacy levels, trust in web-based commerce, perceived relevance
of messaging, and the use of vernacular content shape how Jamaican consumers interact with
digital touchpoints. Furthermore, challenges surrounding digital access inequalities and
inconsistencies in service quality add further layers of complexity when attempting to gauge how
and why consumers engage with digital campaigns.

One of the critical limitations of existing academic literature is its strong focus on highly
developed markets and heavy reliance on quantitative measures to assess marketing success. Click-
through rates, bounce rates, number of impressions, and conversion rates are commonly used as
key performance indicators of digital marketing influences. However, these yield a narrow
understanding of digital communication, often excluding contextual and qualitative dimensions
such as consumer motivations, emotional engagement, brand trust, and socio-cultural influences
on media reception (Solomon, 2020). Despite the widespread use of these normative metrics,

research has shown persistent difficulties in attributing business outcomes directly to digital



marketing (Pauwels, 2015). A click or page view does not necessarily reflect cognitive or
emotional investment in a message.

Additionally, traditional models of decision-making and advertising influences do not
always translate to the non-linear, fragmented media experiences of today’s digitally empowered
consumers. The AIDA model (Awareness, Interest, Desire, Action), for instance, captures a basic
view of consumer progression along a linear pathway. Yet, in practice, modern digital consumers
frequently traverse discontinuous brand interactions across platforms, often influenced by peers,
algorithms, and mobile notifications (Court et al., 2009; Hudson & Thal, 2013). In environments
such as social media particularly visual, fast-scrolling platforms like Instagram engagement is
shaped not only by content quality and message clarity, but also by aesthetic standards, platform
culture, and social endorsements that *“signal” trustworthiness or trend relevance.

Moreover, concerns related to consumer privacy and data protection have become central
considerations in evaluating the success and ethical boundaries of digital marketing strategies. As
businesses increasingly rely on personal data to deliver tailored content and targeted ads,
regulatory bodies have intensified scrutiny through legislative actions such as GDPR (Europe) and
the CCPA (USA), and more recently, Jamaica's own Data Protection Act (Kamarinou, Millard &
Singh, 2017; Schlegelmilch & Gostomzyk, 2020). These laws enforce transparency, minimize
misuse of consumer data, and protect users from hidden profiling. Consequently, consumer
awareness about data surveillance and targeted advertising is rising, and these concerns
increasingly shape how individuals respond to digital communication strategies (Trepte, 2020). In
this context, influences is no longer just an economic issue but also an ethical and relational one.
Brands that deliver excessive, intrusive, or irrelevant messages not only risk alienating consumers,

but also irreparably damaging trust.



Jamaican consumers similar to those in other developing nations entering the digital age
frame their engagement in local terms. It's not just about access to devices or platforms; it's also
about what people choose to do with digital content, what resonates culturally, and how social
identities influence the uptake of digital marketing efforts. For instance, younger consumers may
prioritize visual storytelling and adopt international influencer trends, while older consumers may
require more detailed justifications and assurances regarding security. Addressing digital
marketing influences in this context involves moving beyond formulaic clickstream data and
unpacking lived consumer experiences examining the ‘why' and 'how' underlying digital behavior.

Therefore, this study deliberately adopts a qualitative-dominant exploratory approach,
seeking to understand the subjective and contextual experiences of Jamaican consumers in relation
to brand messages delivered through platforms such as Instagram and Google search results.
Instead of testing specific hypotheses or relying exclusively on predefined metrics, the research
explores patterns in digital engagement as interpreted by consumers themselves. What narratives,
visuals, and language forms resonate? Which elements of digital experiences enhance trust,
emotional connection, or skepticism? What are the demographic and psychological drivers behind
responsiveness or non-responsiveness to digital marketing? These questions can only
meaningfully be answered by incorporating consumer voices, industry insights, and situated
analyses of social discourse and interaction patterns.

This inquiry is not only relevant for academic theorization but holds significant value for
practitioners and policymakers. For marketers, the findings may elucidate factors that cultivate
consumer receptiveness versus digital fatigue. For businesses operating within Jamaica, the
research offers culturally nuanced insights that may support the design of effective, contextually

responsive campaigns. For policymakers, especially as Jamaica deepens its legislative framework



around data protection, the results may help identify areas where consumer education or corporate
accountability needs to evolve.

Through its exploratory lens, the study addresses a dual gap: the lack of in-depth,
consumer-centered research on digital marketing within the Jamaican context, and the overreliance
on quantitative indicators that fail to capture the fluid, interpretive nature of digital consumer
behavior. This research grounded in thematic analysis of both consumer interviews and limited
descriptive survey data does not claim to offer generalized causal insights. Rather, it offers
interpretive depth and conceptual understanding that can enrich broader theoretical discussions on
digital marketing and precipitate more localized, culturally responsive applications across the
advertising field.

To that end, this study is informed by key theoretical frameworks including the Technology
Acceptance Model (TAM), which sheds light on how consumers perceive and adopt new
technologies; the Theory of Planned Behavior (TPB), which explains how attitudes, norms, and
perceived control shape intentions; and Customer Relationship Management (CRM) theory, which
underscores personalized value delivery as central to effective marketing. Additionally, the study
engages the AIDA model’s core behavioral markers awareness, interest, desire, and action as a
loose reference to guide understanding of engagement phases across the consumer journey. These
conceptual lenses help contextualize consumer responses to digital marketing stimuli, not as rigid
predictors of behavior, but as frameworks for understanding the complex interplay of individual
psychology, social influences, technological affordances, and cultural context within the Jamaican
digital marketplace.

By exploring these interconnected factors, this research moves beyond simplistic

influences metrics to delve into the nuanced ways Jamaican consumers navigate the digital



advertising landscape. It examines how platforms like Instagram, with its visually driven content
and influencer culture, shape perceptions of authenticity and aspiration, and how Search Engine
Optimization (SEQ) practices influence feelings of trust, credibility, and information access when
consumers actively seek out brand-related content. The study recognizes that engagement is not
uniform; it is mediated by demographic characteristics (such as age, income, and education), prior
digital experiences, and individual levels of comfort or concern regarding data privacy and online
security.

Ultimately, this research aims to generate rich, descriptive insights into the lived reality of
digital marketing engagement in Jamaica. It seeks to amplify consumer voices and illuminate the
subtle dynamics that often remain invisible within large-scale quantitative surveys or ROI
calculations. By foregrounding contextual understanding and interpretive depth, the study
endeavours to contribute meaningfully to both academic scholarship on digital consumer behavior
in emerging economies and to the practical development of more resonant, ethical, and culturally
attuned marketing strategies within the Jamaican advertising industry. As the digital realm
continues its rapid evolution, such exploratory, human-centered research becomes increasingly
vital for fostering sustainable and mutually beneficial relationships between brands and the
consumers they seek to engage.

Background of the Problem

A lack of deep, contextual understanding becomes particularly problematic given the
substantial financial resources Jamaican companies are channeling into digital marketing
initiatives. Businesses continue to allocate significant portions of their budgets to platforms like
Instagram, Google Ads, and email marketing, often operating under the assumption that increased

digital presence automatically translates into meaningful consumer connection or desired



behavioral outcomes (Gartner, 2021). Without richer insights into the consumer perspective how
messages are received, interpreted, and integrated into daily life and decision-making processes
these investments risk being inefficient or, worse, potentially misaligned with consumer values
and expectations. The problem is not merely about optimizing return on investment in a narrow
financial sense, but about the potential failure to build genuine brand relationships, foster trust,
and engage in culturally relevant communication.

The uncharted nature of these consumer experiences in Jamaica's digital sphere presents
several risks. Without a nuanced grasp of what truly captures attention, builds credibility, or
triggers engagement (or conversely, what causes irritation, skepticism, or disengagement),
businesses may inadvertently create digital noise rather than meaningful dialogue. They risk
developing strategies that lack cultural resonance, feel impersonal or intrusive, or fail to address
specific consumer concerns (such as data privacy). This uncertainty hinders the development of
authentic, human-centered marketing approaches and represents missed opportunities for fostering
genuine brand affinity and co-creating value with Jamaican consumers within the digital space.

This challenge is amplified by the relentless pace of technological evolution within digital
marketing itself. The rise of sophisticated tools leveraging artificial intelligence (Al), machine
learning for personalization, and advanced data analytics presents new possibilities but also widens
the potential gap between technological capability and human-centered, contextually sensitive
application. Without a foundational understanding of local consumer perspectives and ethical
considerations, Jamaican marketers may struggle to deploy these advanced tools in ways that are
truly beneficial and respectful, potentially exacerbating issues of digital unease, perceived

manipulation, or exclusion (Deng & Mitra, 2022).



Failure to address this fundamental gap in qualitative understanding carries significant
consequences. Businesses risk perpetuating marketing practices based on unexamined
assumptions or imported models, leading to strategies that feel impersonal, culturally tone-deaf,
or fail to genuinely connect with the intended audience. This can result not only in inefficient
resource allocation but also in the erosion of consumer trust, diminished brand authenticity, and a
failure to build sustainable, long-term customer relationships. Ultimately, it curtails the potential
for digital marketing to serve as a tool for positive economic and social engagement within the
Jamaican context.

Statement of the Problem

The central problem this research addresses is a significant gap in nuanced, contextual
understanding. Specifically, there is a lack of knowledge regarding how digital marketing shapes
consumer perceptions, experiences, and engagement within Jamaica's unique socio-cultural
landscape. While Jamaican businesses increasingly utilize digital channels, existing knowledge
relies on generalized metrics or studies from different cultural contexts, failing to capture local
dynamics. Critically, there is a lack of deep, interpretive insight into the lived experiences of
Jamaican consumers. This is particularly true concerning their assessment of cultural relevance,
perceived brand authenticity, and heightened data privacy concerns following the local Data
Protection Act (DPA, 2020).

Furthermore, from a scholarly standpoint, the paucity of in-depth, context-specific
qualitative research limits the critical evaluation and adaptation of existing digital marketing
theories within the Caribbean region. Prevailing models and frameworks, largely developed in
Western, industrialized nations, may not adequately capture the unique interplay of cultural norms,

historical context, socio-economic realities, and infrastructural factors that shape digital



consumerism in Jamaica (De Mooij, 2019). Addressing this knowledge gap through exploratory,
interpretive research is therefore crucial for generating situated knowledge, challenging or refining
existing theories, and fostering the development of more culturally attuned and ethically grounded
digital marketing paradigms relevant to Jamaica and potentially other similar contexts.

This study, therefore, positions itself to directly confront this lack of nuanced
understanding, seeking to provide the rich, interpretive insights needed by both practitioners and
academics.

Purpose of the Study, Research Aims, and Objectives

While the Jamaican advertising industry has strategically shifted its focus and substantially
increased investment in digital marketing initiatives, the true influence of these deployed strategies
on diverse consumer behavior remains critically underexplored. What is known is that Jamaica
exhibits high internet penetration and significant engagement with digital platforms for product
discovery and purchasing, as confirmed by broad global and national metrics (Kemp, 2020;
Statista, 2020). However, the resulting knowledge often relies on superficial metrics (e.g., click-
through rates) or is derived from limited, narrowly-scoped quantitative studies (Dillon, 2018) that
fail to capture the complex, underlying, and interpretive dynamics specific to the Jamaican
populace. What is unknown is how local consumers across varying demographics, geographic
locations, and digital literacy levels actually perceive, evaluate, and emotionally respond to
targeted digital campaigns.

This includes crucial factors such as their assessment of cultural relevance, their judgment
of perceived brand authenticity, and their heightened concerns regarding data privacy in the wake
of the local Data Protection Act (DPA, 2020). This deficiency in nuanced, qualitative

understanding is profoundly problematic for the advertising industry. It means that significant
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financial resources are being allocated based on unexamined assumptions and imported Western
models, which risks not only inefficient resource allocation but, more significantly, the potential
failure to build genuine brand relationships and eroding the consumer trust that is vital for
sustainable, long-term market success. This study therefore seeks to explore these nuanced, lived
experiences of Jamaican consumers to provide the foundation for more authentic, culturally-
relevant, and influential digital marketing paradigms that are specifically tailored to the local
context.

Purpose of the Study

The fundamental purpose of this qualitative-dominant study is to explore the nuanced
influence of digital marketing on Jamaican consumers. This research moves beyond conventional,
surface-level engagement metrics to interpret the complex interplay between digital marketing
strategies and the internal perceptions, engagement patterns, and subsequent purchasing decisions
of this specific demographic. The central premise is that an effective digital strategy within an
emerging economy like Jamaica must be grounded in a deep understanding of local cultural
contexts, varying levels of digital literacy, and consumer-specific concerns, particularly regarding
data privacy and perceived brand authenticity. By generating rich, interpretive data, this study
seeks to provide a holistic and contextually relevant understanding of consumer behavior that is
often overlooked in broader market analyses.

To achieve its primary purpose, the study has three distinct objectives. First, it aims to
enhance academic scholarship by contributing a critical, context-specific body of knowledge to
the fields of digital marketing and consumer behavior, thereby challenging and refining theoretical
frameworks predominantly derived from Western, industrialized contexts. Second, the research

intends to inform industry practice by providing the Jamaican advertising industry with actionable,
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culturally-attuned insights. These insights will enable marketers to develop ethical, human-
centered, and influential digital strategies that foster long-term trust rather than focusing solely on
short-term conversion. Finally, the study endeavours to amplify the consumer voice by centering
the lived experiences and narratives of Jamaican consumers, giving weight to qualitative factors
like emotional response and cultural resonance that often remain invisible in purely quantitative
research.

Theoretical Grounding

This inquiry is guided by a multi-theoretical framework designed to capture the
multifaceted nature of digital consumer influence. The structure of the study, including its
objectives and research questions, is explicitly anchored in this integrated approach. By combining
established models from technology adoption, social psychology, and marketing, the framework
provides a comprehensive lens through which to analyze the cognitive, behavioural, relational, and
social dimensions of consumer engagement with digital marketing in the Jamaican context.

The foundational layer of the framework addresses individual cognition and behavioural
intention using the Technology Acceptance Model (TAM) and the Theory of Planned Behavior
(TPB). TAM is employed to examine how consumers' perceptions of ease of use and usefulness
of digital platforms such as social media or search engines directly influence their intention to
engage with marketing content (Davis, 1989). Complementing this, TPB is utilized to understand
how a consumer’s attitude toward a digital campaign, subjective norms (social influence), and
perceived behavioural control combine to shape their behavioural intentions, such as the decision
to click a link or complete a purchase (Ajzen, 1991).

To account for relational and social dynamics, the framework integrates Customer

Relationship Management (CRM) theory and Social Cognitive Theory (SCT). The relational
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aspect of digital marketing is assessed through CRM, which provides a lens to interpret the
significance of long-term consumer trust, perceived brand authenticity, and the ethics of
personalized marketing strategies. Finally, SCT informs the analysis of social media influence,
helping to interpret the powerful role of observational learning and the impact of local digital
influencers (i.e., social proof) on consumer confidence and subsequent purchasing decisions in the
digital space (Bandura, 1986).

The structure of these objectives is explicitly informed by and linked to the multi-
theoretical framework of the study: specifically, the Technology Acceptance Model (TAM), the
Theory of Planned Behavior (TPB), Customer Relationship Management (CRM) theory, and
Social Cognitive Theory (SCT).

Research Aims and Objectives

In alignment with the exploratory purpose of this study, the research aims to achieve
several key objectives designed to generate nuanced understanding and contribute meaningfully
to both academic discourse and practical application within the Jamaican context:

The overarching objective of this dissertation is to explore and interpret the complex
influence of digital marketing on consumer behavior within the advertising industry in Jamaica.
To achieve this primary aim, the study will pursue four specific, interrelated objectives:

1. To explore the lived experiences and primary perceptions of Jamaican consumers
regarding contemporary digital marketing strategies across various platforms.

2. To identify and interpret the key demographic and platform-specific factors that
influence consumer engagement and subsequent purchasing decisions in the digital

environment.
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3. To investigate the critical roles of perceived brand authenticity, trust, and data
privacy concerns in shaping consumer responses to personalized digital advertising.

4. To generate practical recommendations for the Jamaican advertising industry on
how to create and implement culturally-resonant, ethical, and human-centered
digital marketing strategies.

These objectives are systematically designed to address the study's central and specific
research questions. Objective 1, which focuses on exploring lived experiences, directly
corresponds to the first research question. Objective 2 aims to identify the demographic and
platform-specific factors influencing consumers, thereby addressing the second research question.
Obijective 3, investigating the roles of authenticity, trust, and privacy, aligns with the third research
question, while Objective 4, focused on generating practical recommendations, provides the
outcome sought by the final research question. This structure ensures a coherent and targeted
investigation.

Nature and Significance of the Study

This study employs a qualitative-dominant, exploratory research methodology designed to
delve deeply into the experiences, perceptions, and interpretations of Jamaican consumers
regarding digital marketing strategies, particularly those encountered via Instagram and Search
Engine Optimization (SEO). The core of the study utilizes qualitative methods, primarily in-depth
interviews and focus group discussions, to gather rich, narrative data directly from consumers.
This approach allows for an exploration of the nuances, complexities, and subjective meanings
that shape consumer engagement with digital marketing within the specific socio-cultural context
of Jamaica. While the study is predominantly qualitative, it may be supplemented by descriptive

survey data (collected from 169 consumers as previously mentioned) used contextually to illustrate
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broad patterns or trends that emerged from or support the qualitative findings, rather than for
inferential statistical analysis or hypothesis testing.

The choice of a qualitative-dominant approach is informed by the research problem and
objectives, which emphasize the need for deep, contextual understanding rather than statistical
generalization. Qualitative methods are particularly well-suited for exploring complex social
phenomena, uncovering underlying motivations, attitudes, and beliefs, and understanding
phenomena within their natural settings (Creswell & Poth, 2018). Given the identified gap in
nuanced understanding of Jamaican consumer experiences with digital marketing, an interpretive
approach is essential to capture the richness of individual perspectives, cultural influences, and the
dynamic interplay between consumers and digital platforms aspects often obscured by purely
quantitative measures (Patton, 2015). This study seeks to generate thick descriptions (Geertz,
1973) of consumer experiences, providing insights into the 'how' and 'why' behind engagement
patterns.

Data collection will primarily involve semi-structured interviews and focus groups
conducted with a diverse range of Jamaican consumers, selected through purposive sampling to
ensure representation across relevant demographic variables (e.g., age, location, digital savviness)
and to capture a breadth of perspectives. This approach allows participants to share their
experiences and views in their own words, facilitating the emergence of authentic insights. The
analysis will primarily involve thematic analysis, following rigorous procedures ( Braun & Clarke,
2019) to systematically identify, analyze, and interpret patterns of meaning (themes) within the
qualitative data. Any descriptive survey data will be analyzed for frequencies and central

tendencies to provide supplementary context to the richer qualitative narratives.
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Foundational support for this qualitative design is drawn from established qualitative
research principles emphasizing context sensitivity, participant voice, and interpretive depth.
Researchers like Creswell and Poth (2018) highlight the power of qualitative inquiry to explore
complex human experiences and social contexts in detail. Similarly, interpretive methodologies,
as advocated by scholars like Denzin and Lincoln (2018), prioritize understanding phenomena
from the perspective of those experiencing them, which aligns directly with this study's aim to
center Jamaican consumer perspectives.

Significance of the Study

The significance of this research is multifaceted, extending across academic, practical, and
potentially social domains, primarily through its contribution of deep, context-specific
understanding. By employing a qualitative lens, this study is poised to make important
contributions that differ from, yet complement, quantitative approaches:

Contributions to Knowledge and Theory

From an academic perspective, this study contributes significantly to the existing body of
knowledge by providing deep, contextualized insights into digital marketing engagement within a
relatively under-explored setting the developing country context of Jamaica. Much of the scholarly
literature on digital consumer behavior originates from research conducted in highly developed,
often Western, economies. Consequently, there is a notable scarcity of rich, interpretive research
that examines how consumers in emerging markets like Jamaica experience, perceive, and make
meaning from their interactions within the digital marketplace.

By centering the lived experiences of Jamaican consumers, this study helps to fill this

critical gap, offering a nuanced, localized understanding that challenges the universality of
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assumptions derived from different contexts and contributes valuable situated knowledge to a more
globally inclusive understanding of digital consumer culture.

This research also aims to inform and enrich existing theoretical frameworks. Rather than
quantitatively testing these models, the study uses in-depth qualitative exploration to generate
findings that can speak back to them. Many established theories—such as the Theory of Planned
Behavior or the Technology Acceptance Model—were developed in different media or cultural
settings. This study will therefore highlight how concepts like trust, perceived usefulness, and
social influence manifest uniquely within the digital ecosystems frequented by Jamaican
consumers.

For instance, the study's rich narratives may illuminate how cultural values, socio-
economic realities, and local interpretations in Jamaica shape the reception and perceived
relevance of digital marketing messages in ways that existing models may not fully capture
(drawing on insights related to digital environments discussed by scholars like Strauss & Frost,
2016, but focusing on interpretive understanding). By foregrounding these context-specific
dynamics and consumer interpretations, the study contributes to theory not by seeking
confirmation, but by offering empirical grounding for nuance, critique, and potential adaptation of
existing models, thereby fostering a more culturally sensitive and contextually aware

understanding of consumer decision-making processes in contemporary digital society.
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Practical Implications for Businesses and Marketing Professionals

The practical implications of this research are substantial, offering valuable interpretive
insights for businesses and marketing professionals seeking to navigate the complexities of the
digital landscape in Jamaica. In an environment where authentic consumer connection is
increasingly paramount, understanding how digital marketing is actually experienced and
perceived by Jamaican consumers is critical for developing truly resonant strategies. This study
moves beyond surface-level metrics to provide nuanced understanding of consumer perspectives
regarding specific digital channels like Instagram and SEO. These insights can inform practitioners
not just on what might work, but why it resonates (or doesn't) within the local cultural context,
enabling the development of more thoughtful, targeted, and genuinely engaging communication
approaches rather than relying solely on optimizing for quantifiable ROI.

Furthermore, the research outputs can guide businesses in crafting more culturally attuned
and human-centered marketing campaigns. By illuminating the diverse perspectives, preferences,
values, and concerns (such as privacy or trust) of different consumer groups within Jamaica
gleaned from their own narratives the study offers a foundation for developing strategies that feel
less like generic advertising and more like meaningful dialogue. For instance, understanding the
specific ways different segments perceive authenticity on Instagram, or the factors that build
credibility through search engine results, allows marketers to tailor content and interaction styles
with greater sensitivity and influences (informed by the kind of digital dynamics discussed by
Lamberton & Stephen, 2016, but understood through a qualitative lens).

Adopting such insight-driven approaches, grounded in genuine consumer understanding
rather than just demographic data points, is likely to foster deeper consumer trust, enhance

perceived brand relevance, and cultivate more authentic, sustainable relationships, which are
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foundational for long-term business success and positive brand reputation in the Jamaican market.
The implications extend beyond immediate campaign adjustments to informing broader strategic
thinking about building brand presence responsibly and ethically in the digital age.

Implications for Policymakers

The understanding gained from this study also holds potential significance for
policymakers concerned with the evolving digital landscape in Jamaica. As digital marketing
practices become increasingly sophisticated and interwoven into daily life, there is an ongoing
need for dialogue and potentially evolving regulatory considerations that aim to protect consumers
while fostering a vibrant and fair digital marketplace.

This research, by eliciting and amplifying consumer voices and experiences, can contribute
valuable context to these discussions. It can inform policymaking not by providing definitive
statistical proof of harm, but by highlighting how consumers themselves perceive and navigate the
ethical dimensions of digital marketing practices within their specific cultural and social context.
More specifically, the study's exploration of consumer narratives around issues like data privacy,
transparency in advertising, and the perceived authenticity (or intrusiveness) of personalized
content can help identify areas where consumer concerns, anxieties, or feelings of vulnerability
are most pronounced. Understanding these lived experiences

how consumers feel tracked, what reassurances they value regarding data use, when they
feel marketing crosses ethical lines offers policymakers a richer, more humanized perspective than
quantitative data alone might provide.

For example, if the study reveals widespread narratives of skepticism towards certain types
of targeted advertising or significant anxiety about data security among particular groups, these

insights could fuel discussions about the adequacy of existing consumer protection frameworks,
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the need for enhanced digital literacy initiatives, or the promotion of industry best practices
focused on transparency and user control (informed by broader discussions on digital ethics, e.g.,
Schlegelmilch & Gostomzyk, 2020).

Ultimately, fostering consumer trust in the digital ecosystem benefits all stakeholders. The
qualitative insights from this study can contribute to building this trust by grounding policy
conversations in the actual experiences and articulated values of Jamaican citizens. Furthermore,
by exploring the diverse perspectives across different demographic groups, the research can also
shed light on potential digital divides or variations in experience related to inclusion and access,
prompting consideration of policies aimed at ensuring equitable participation and protection for
all within Jamaica's growing digital economy. The significance for policymakers lies in the study's
potential to bring authentic consumer perspectives into focus, enriching the evidence base for
developing thoughtful and contextually relevant approaches to governing the digital marketplace.

Broader Contributions to Society

The societal implications stemming from the understanding generated by this research are
also noteworthy. In an era where digital marketing increasingly shapes public discourse, cultural
trends, and consumer experiences, developing a critical awareness of its role and influence within
society is vital, extending beyond immediate business concerns.

While effective communication can facilitate connections within the digital economy, this
study contributes primarily by fostering a deeper understanding of how diverse Jamaican citizens
perceive and navigate the pervasive presence of digital marketing in their lives. This includes
exploring how these interactions shape perceptions of value, aspiration, information access, and
community, offering a foundation for more informed societal dialogue about the complex role of

digital technologies and commercial messaging in contemporary Jamaican life.
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Moreover, the research contributes to discussions around social equity and inclusion within
the digital sphere by illuminating the diverse range of experiences across different segments of
Jamaican society. Rather than prescribing specific strategies guaranteed to be ‘inclusive’ or
‘beneficial’, the study provides rich, qualitative insights into how factors like digital access,
literacy, cultural background, and socio-economic status might shape individuals' engagement
with, interpretation of, or even exclusion from, digital marketing narratives (informed by broader
discussions on digital divides, e.g., De Mooij, 2019).

By bringing these varied perspectives including potential experiences of marginalization
or skepticism to light, the research can help businesses, policymakers, and civil society sectors
become more mindful of potential inequities embedded within digital practices. It encourages a
move towards more considerate and potentially more equitable communication approaches by
grounding interventions in a genuine understanding of diverse lived realities, rather than broad
assumptions. Ultimately, the study's societal contribution lies in fostering critical reflection on how
digital marketing operates within the specific social fabric of Jamaica, promoting awareness of its
multifaceted impacts and encouraging approaches that prioritize human experience and ethical
consideration.

Potential Risks and Mitigation Strategies

While this study aims to deliver valuable interpretive insights into the experiences of
Jamaican consumers with digital marketing, certain considerations inherent to qualitative research
must be acknowledged.

Context-Specificity and Transferability

A primary consideration is the inherent context-specificity of findings derived from

qualitative inquiry. Because the research delves deeply into the lived experiences and perceptions
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of individuals within the specific socio-cultural milieu of Jamaica, the detailed insights
generated may not be directly statistically generalizable to populations in other regions or countries
with different cultural norms, economic conditions, or digital infrastructures.

Mitigation

Rather than aiming for statistical generalizability, this study prioritizes achieving
trustworthiness and transferability. Mitigation strategies include:

a. Rich, Thick Description - Providing detailed descriptions of the research context,
participants' characteristics (while maintaining confidentiality), and the nuances of
their experiences, allowing readers to assess the potential relevance and
applicability (transferability) of the findings to other similar contexts (Geertz, 1973;
Lincoln & Guba, 1985).

b. Purposive Sampling - Employing a clear and deliberate purposive sampling
strategy to capture a diverse range of relevant perspectives within the Jamaican
context, ensuring the findings reflect variation rather than a homogenous view. The
logic behind participant selection will be transparently documented.

c. Reflexivity - Maintaining researcher reflexivity throughout the study
acknowledging and documenting the researcher's own background, assumptions,
and potential influence on the research process and interpretation to enhance
transparency and credibility (Patton, 2015).

Capturing a Dynamic Landscape
Another consideration relates to the rapidly evolving nature of digital marketing

technologies, platforms (like Instagram's algorithms), and consumer behaviors. The insights
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captured in this study represent understandings and experiences at a particular point in time. Digital
trends and consumer attitudes can shift quickly, meaning specific findings about platform usage
or content preferences might evolve.

Mitigation

The study acknowledges this dynamism. While specific details might change, the deeper
insights into underlying consumer values, motivations, concerns (like trust and privacy), and
interpretive frameworks are likely to have more enduring relevance.

The study aims to provide a rich foundational understanding of how Jamaican consumers
make sense of digital marketing, which can serve as a valuable baseline and interpretive lens for
understanding future shifts. Subsequent research can build upon this qualitative foundation to track
evolving experiences and perceptions (informed by discussions on digital change, e.g., Tuten,
2020). The focus on how people interpret and engage, rather than just what they do at one moment,
enhances the lasting value of the research.

Researcher Interpretation

Qualitative research inherently involves researcher interpretation in analyzing themes and
narratives. There is a potential risk of subjective bias influencing the findings.

Mitigation

Rigorous analytical procedures will be employed to enhance confirmability and credibility.
This includes:

a. Systematic Coding: Using established methods for thematic analysis (Braun &

Clarke, 2019) with clear documentation of the coding process.
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b. Use of Verbatim Quotes: Grounding interpretations firmly in participants’ own
words by incorporating illustrative verbatim quotes in the reporting of findings.
By acknowledging these considerations and implementing these mitigation strategies
focused on qualitative rigor, the study aims to produce trustworthy, insightful, and contextually
rich findings that meaningfully contribute to understanding digital consumer experiences in
Jamaica.
Expected Positive Outcomes and Significance

The successful completion of this research promises a range of positive outcomes
stemming from the generation of deep, contextualized understanding within the Jamaican context.
For businesses and marketing professionals, the study offers the potential for developing more
nuanced, culturally sensitive, and genuinely resonant marketing approaches, informed by a richer
appreciation of consumer perspectives, values, and experiences, thereby fostering stronger, trust-
based relationships rather than solely focusing on optimizing ROI.

For academic audiences, the study contributes valuable situated knowledge and
interpretive insights to the fields of digital marketing, consumer behavior, and Caribbean studies,
enriching theoretical discussions by highlighting context-specific dynamics and potentially
stimulating further qualitative inquiry into digital consumer culture in under-researched regions.
For policymakers and civil society actors, the study provides authentic consumer perspectives that
can inform and enrich discussions around ethical digital practices, consumer protection, digital
literacy, and the development of regulatory considerations that are sensitive to the lived realities
and concerns of Jamaican citizens.

In sum, the significance of this study lies principally in its potential to advance deep

interpretive understanding and encourage more reflective, human-centered practices in the realm
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of digital marketing within Jamaica. By focusing explicitly on capturing consumer voices and
experiences within their specific socio-cultural context, the study will provide nuanced, qualitative
insights that are currently scarce in the literature, thereby filling a critical gap. The understanding
generated is expected to benefit not only the immediate stakeholders businesses, marketers,
researchers, and those involved in policy discussions but also contribute to broader societal goals
by fostering greater critical awareness of the role of digital marketing and encouraging approaches
that prioritize ethical considerations, cultural relevance, and genuine consumer connection within
Jamaica's evolving digital marketplace.

Research Questions

This study is guided by a central exploratory question and a series of specific research
questions designed to systematically investigate the complexities of the research problem. The
specific questions directly align with the study's core objectives and are structured to elicit rich,
interpretive data from Jamaican consumers.

Central Exploratory Question

What is the nature of the influence of digital marketing on consumer behavior within the
advertising industry in Jamaica?

To address this central question, the study poses the following specific research questions
(RQs), organized by thematic area:
Theme 1: Consumer Perception and Digital Engagement

1.1 What are the lived experiences and primary perceptions of Jamaican consumers

regarding the digital marketing strategies they encounter?
1.2 How do Jamaican consumers select, use, and interpret content on specific digital

platforms, such as Instagram and content discovered through search engines?
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1.3 What are the key demographic, digital literacy, and platform-specific factors that
influence a Jamaican consumer's level of engagement and purchasing decisions in the
digital environment?

Theme 2: Trust, Privacy, and Authenticity

2.1 In what ways do consumer perceptions of brand authenticity and data privacy concerns
shape their trust and willingness to engage with targeted digital marketing in Jamaica?

2.2 What specific digital marketing practices such as intrusive personalization or perceived
lack of cultural relevance cause skepticism or disengagement among Jamaican
consumers?

Theme 3: Cultural Context and Strategic Recommendations

3.1 How do Jamaican cultural context and values mediate the interpretation and acceptance
of digital marketing messages?

3.2 Based on consumer perspectives, what are the primary recommendations for the
Jamaican advertising industry to develop ethical and culturally-resonant digital
marketing strategies?

In summary, this introductory chapter has established the profound contextual necessity
for this research, articulating the problem of the current knowledge gap in Jamaica, delineating the
exploratory, qualitative-dominant methodology, and outlining the study's specific aims and
objectives. By focusing on consumer-centric interpretations, this research sets the stage for a
critical engagement with existing scholarship. The following chapter, Chapter 2: Literature
Review, will now proceed to survey the relevant theoretical frameworks and empirical studies that
inform and contextualize this investigation into the influence of digital marketing on consumer

behavior in the Jamaican advertising industry.
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CHAPTER 2: LITERATURE

This chapter embarks on an extensive exploration of the extant scholarly literature,
establishing the theoretical, conceptual, and contextual foundations upon which this qualitative-
dominant, exploratory study is built. Recognizing that a deep engagement with existing knowledge
is crucial for conducting meaningful interpretive research, this chapter investigates pertinent
theoretical paradigms, ongoing scholarly dialogues, relevant empirical studies, and prevailing
academic perspectives concerning digital marketing engagement, particularly within developing
economies and the specific socio-cultural milieu of Jamaica. The aim is not to identify variables
for quantitative testing or to formulate testable hypotheses, but rather to develop a nuanced,
comprehensive understanding that informs the research questions, guides the interpretive process,
and situates the study's unique contribution within the broader academic landscape.

In pursuit of this objective, the review commences with a thorough examination of seminal
works and key theoretical frameworks that offer potential lenses for understanding consumer
interactions with digital technologies and marketing messages. By critically engaging with theories
such as the Technology Acceptance Model (TAM), the Theory of Reasoned Action (TRA) /
Theory of Planned Behavior (TPB), Customer Relationship Management (CRM) Theory, Social
Cognitive Theory (SCT), and relevant concepts from Advertising and Communication Theory, the
study seeks to identify useful analytical tools and sensitizing concepts. This scrutiny involves not
only grasping the core constructs and principles of these theories but also critically appraising their
assumptions, strengths, and limitations, particularly regarding their applicability to interpretive
research focused on lived experiences, cultural contexts, and non-rational aspects of behavior areas

often underemphasized in models primarily designed for prediction (Patton, 2015). The goal is to
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understand how these theories might illuminate aspects of the qualitative data, while remaining
open to findings that challenge or extend their explanatory power within the Jamaican context.

Furthermore, this chapter delves into the rich and often contentious tapestry of scholarly
debates and controversies surrounding digital marketing. Recognizing that knowledge in this
dynamic field evolves through ongoing dialogue, the analysis unpacks diverse perspectives on
critical issues such as consumer privacy and data ethics, information overload and digital fatigue,
the shifting balance between traditional and digital media influence, media fragmentation, the role
of algorithms in shaping experience, and the ethics of personalization and targeting. Examining
these ongoing debates is crucial for understanding the broader societal and ethical context within
which Jamaican consumers navigate digital marketing. This exploration helps to frame the
potential tensions, concerns, and values that may emerge from the qualitative data, enriching the
researcher's capacity to interpret participants' narratives with sensitivity and depth (Denzin &
Lincoln, 2018).

The review also closely considers existing empirical research and academic perspectives
on digital marketing, with a particular focus on studies conducted in developing countries, the
Caribbean region, or those employing qualitative methodologies. Assessing current research
approaches, findings (and their limitations), and epistemological orientations provide valuable
context. By synthesizing these diverse studies, the researcher can identify established knowledge,
persistent gaps, methodological precedents (or lack thereof), and potential points of departure. This
process is vital for clearly articulating the unique contribution of the present study specifically, its
focus on generating deep, qualitative, context-specific understanding of Jamaican consumer

experiences, an area currently underrepresented in the literature.
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Ultimately, through this rigorous and systematic engagement with relevant theoretical
frameworks, scholarly controversies, empirical studies, and academic perspectives, this chapter
aims to forge a solid intellectual foundation that supports and justifies the exploratory, interpretive
nature of the research enterprise. The insights derived from this comprehensive literature review
are instrumental not in formulating hypotheses for testing, but in refining the exploratory research
questions, shaping the qualitative data collection approach (e.g., interview guides), and providing
a rich backdrop against which the study's findings can be meaningfully analyzed, interpreted, and
discussed.

The ever-evolving realm of digital marketing has, indeed, attracted significant scholarly
and industry attention. In our contemporary digital era, understanding how technology intertwines
with consumer behavior is paramount, given its pervasive role in daily life. This study specifically
examines the experiences and perceptions surrounding digital marketing strategies within the
advertising landscape of the Caribbean, focusing intently on the unique local context of Jamaica.
With its vibrant cultural identity and rapidly evolving digital infrastructure, Jamaica presents a
compelling setting for in-depth qualitative inquiry. This research seeks to explore the multifaceted
factors shaping how digital marketing is encountered and made sense of by Jamaican consumers,
considering dynamics such as perceived digital access and literacy, trust in online platforms and
information, experiences of advertisement saturation, cultural resonance of content, and ethical
considerations as voiced by consumers themselves.

The literature review will therefore critically engage with the aforementioned theories
(TAM, TRA/TPB, CRM, SCT, etc.), using them not as predictive models but as conceptual toolkits

to aid interpretation. For instance, while TAM and TRA offer insights into rational
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and behavioral intention, this review will highlight their recognized limitations in capturing
the emotional, impulsive, habitual, or culturally embedded aspects of consumer behavior precisely
the areas where qualitative exploration can offer significant insights. The review will scrutinize
how these theories might overlook the nuances of trust-building, the impact of visual culture on
platforms like Instagram, or the role of social identity in digital engagement within the Jamaican
context. Identifying these theoretical gaps underscores the necessity and value of the study's
qualitative approach. By acknowledging and exploring the complexities and controversies
surrounding issues like privacy, information overload, and the perceived authenticity of digital
versus traditional methods, this review sets the stage for an investigation that is ethically aware,
contextually sensitive, and focused on understanding the rich tapestry of consumer experience in
Jamaica's digital age.
2.1 Digital Platforms and Consumer Engagement: Mechanisms and Metrics

The historical trajectory of digital marketing provides crucial context for understanding the
environment contemporary Jamaican consumers encounter, marking a foundational shift from
one-way communication to interactive engagement. Initial scholarly work, such as Hoffman and
Novak's (1996) and Rayport and Sviokla's (1995) concepts of the "marketspace,” identified the
internet not merely as a new channel but as a fundamental paradigm shift enabling user-centered,
multi-directional interaction. This early emphasis on dialogue (Levine et al., 1999) spurred
research into the technical mechanisms for maximizing visibility, such as Search Engine
Optimization (SEQ) and Pay-Per-Click (PPC) advertising (Sullivan, 1999; Yang & Ghose, 2010),
focusing on the capacity of these tools to generate targeted traffic and influence the consideration

phase of the consumer journey.
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2.1.1 The Quantitative Imperative and Its Limitations

Much of the foundational and continuing research concerning the influence of
advertisement on digital platforms relies on a quantitative approach, using metrics to establish
correlations between digital activities and consumer behavior. Studies have provided valuable
context by examining reported links between digital strategies and dimensions like purchase
intention, information search reliance, and brand engagement (Liu, Tang, & Peng, 2019). For
instance, active brand use of social media platforms has been statistically associated with higher
levels of consumer participation (Kaur & Mukerjee, 2020), while the application of the
Technology Acceptance Model (TAM) has suggested that high perceived usefulness and ease of
use are linked to sustained engagement intentions (Alomari & Al-Qudah, 2021). These findings
collectively confirm the power of digital platforms to capture attention and influence behavioral
indicators.

However, from the interpretive perspective of this study, these quantitative outcomes
present an inherent limitation. Metrics such as click-through rates, follower count, or statistically
significant correlations merely highlight the phenomenon of digital influence they do not explain
the qualitative experience. They fail to capture the subjective how and why behind consumer
responses, neglecting critical contextual factors such as:

I.  The emotional response to advertising content.
1. The socio-cultural meanings ascribed to platform interactions.
I1I.  The precise point where personalized marketing shifts from relevant to intrusive.
2.1.2 Digital Platforms, Social Influence, and the Unexplored Context
Further research has illuminated the socio-interactive dimension of digital influence,

specifically the role of User-Generated Content (UGC) and peer influence in shaping consumer
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perceptions (Bhandari, Rana, Dwivedi, & Williams, 2020). These studies suggest that consumers
often place considerable trust in peer recommendations over traditional advertising, highlighting
UGC's perceived authenticity. This confirms that the most powerful digital advertising influence
often occurs through platforms and mechanisms controlled by the consumer and their social
circles, rather than directly by the brand.

Crucially, much of this foundational work whether focused on technical mechanisms
(SEO), quantitative efficacy (Liu et al., 2019), or social dynamics (Bhandari et al., 2020) originates
from, and is often biased toward, North American or European contexts. This leaves a critical
scholarly void regarding the subjective, lived experiences of consumers navigating this dynamic
environment within specific, under-researched cultural contexts such as Jamaica. Consequently,
this study moves beyond these universalizing mechanisms and metrics to address Research
Objective 1, which seeks to explore the lived experiences and primary perceptions of Jamaican
consumers. By shifting the focus from quantitative efficacy to qualitative meaning, the research
aims to uncover the cultural and emotional context often missed in standard engagement metrics.
The next section explores the specific relational constructs trust and authenticity that mediate this
experience.

2.2 The Relational Dimension: Trust, Authenticity, and Privacy

Moving beyond the functional mechanisms and metrics reviewed in the previous section,
a critical body of literature establishes that consumer responses to digital marketing are
fundamentally mediated by relational and socio-psychological factors: notably trust, perceived
brand authenticity, and privacy sensitivity (Hennig-Thurau et al., 2004; Li & Zhang, 2022). These
constructs, deeply tied to the principles of CRM theory, are essential for exploring the influence

of digital advertisement on consumer behavior in Jamaica.
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Hence, while the existing literature on digital platforms provides robust quantitative
metrics—such as click-through rates and SEO rankings—to measure the visibility of marketing
efforts, these functional mechanisms offer an incomplete picture of consumer behavior. The
prevailing scholarship establishes that digital engagement occurs but often fails to explain the
subjective quality of that engagement. Specifically, reliance on universal metrics risks overlooking
the cultural nuances and emotional drivers that define the Jamaican consumer experience.
Therefore, this study moves beyond these functional definitions to explore the deeper relational
factors that determine whether a digital interaction results in genuine connection or mere exposure.

2.2.1 Personalization, Relevance, and the Privacy Paradox

Research globally highlights that digital influence is maximized when marketing content
is perceived as personally relevant, yet this approach introduces the inherent tension of the
personalization-privacy paradox. Studies confirm the positive association between tailored
promotions and consumer engagement (Chen & Xie, 2017; Kaur & Mukerjee, 2020), a concept
rooted in the utility perspective as seen in TAM's Perceived Usefulness where content is valued if
it is pertinent to the consumer’s needs (Sashi, 2012).

However, the literature also reveals the precarious nature of personalization. The deeper
the data utilized for tailoring content, the higher the risk of triggering feelings of surveillance,
intrusiveness, and skepticism. Therefore, the simple correlation between personalization and
engagement, often observed in aggregate meta-analyses fails to capture the subjective line where
"relevance” crosses into "privacy violation." Understanding how consumers in Jamaica define and
navigate this subtle but critical boundary is crucial for developing ethical, human-centered digital
strategies.

2.2.2 Social Proof, Authenticity, and the Efficacy of Peer Influence
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A second essential relational dimension is the significant influence of consumer-generated
information, which shapes brand perceptions and purchase intentions. Studies focusing on online
reviews and User-Generated Content (UGC) have demonstrated their considerable influence on
consumer decision-making and perceived brand credibility, often surpassing the impact of official
brand messaging (Hennig-Thurau et al.,, 2004; Li & Zhang, 2022). This phenomenon is
fundamentally a matter of perceived authenticity and trust (Sashi, 2012). Consumers tend to place
higher trust in peer opinions because they are seen as genuine and unbiased sources of social proof.

Crucially, the literature acknowledges that the efficacy of this social proof is culturally and
contextually determined. The core question for research thus shifts from simply measuring the
impact of UGC to qualitatively exploring the subjective process of how consumers actively
interpret, evaluate, and assign credibility to online peer influence and brand advocacy within their
specific social and cultural milieu.

2.2.3 Synthesis and the Contextual Imperative

Collectively, the global research surveyed establishes that digital influence on consumer
behavior is primarily mediated by relational constructs like trust, authenticity, and privacy. While
this research identifies these factors as critical it lacks the depth and cultural specificity to
understand how they are experienced, interpreted, and prioritized by individuals in a non-Western
context like Jamaica. This necessitates moving beyond models derived elsewhere to undertake a
qualitative, exploratory study. The next section will now articulate how the study's Integrated
Theoretical Framework is specifically leveraged to interpret these complex relational factors (e.g.,
using CRM for trust and SCT for peer influence) to generate new, context-aware insights.

This necessitates moving beyond models derived elsewhere to undertake a qualitative,

exploratory study. This synthesis directly informs Research Objective 3, which investigates the
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critical roles of perceived brand authenticity, trust, and data privacy. The following Integrated
Theoretical Framework is specifically structured to interpret these complex relational factors,
leveraging CRM to understand trust and SCT to analyze peer influence within the Jamaican digital
sphere.

To conclude this section, the literature identifies trust, authenticity, and privacy as the
critical relational pillars that mediate consumer response to digital marketing. The review
highlights a significant tension: while personalization technologies (CRM) aim to increase
relevance, they frequently trigger privacy concerns (The Privacy Paradox) that can erode trust if
not managed with transparency. For the Jamaican context, where social trust is often community-
based, understanding how these global concepts of authenticity and privacy are interpreted locally
is essential. This necessitates a theoretical approach that can accommodate both the cognitive
decision-making processes and the social dynamics of the digital marketplace.

2. 3 Integrated Theoretical Framework

This study adopts an Integrated Theoretical Framework to comprehensively explore the
influence of digital marketing on consumer behavior in Jamaica. This framework is composed of
four key models: the Technology Acceptance Model (TAM), the Theory of Planned Behavior
(TPB), Customer Relationship Management (CRM) theory, and Social Cognitive Theory (SCT).
Because no single framework is sufficient to capture the dynamics at play in a diverse emerging
market, this integrated approach is necessary. It provides a robust, multi-layered interpretive lens
for analyzing the qualitative findings.

Cognitive and Behavioral Foundation (TAM and TPB): These models form the
foundational layer for understanding the consumer decision process. TAM provides insight into

the cognitive adoption of digital platforms by focusing on Perceived Ease of Use and Perceived
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Usefulness (Davis, 1989). Complementing this, TPB links a consumer's attitude, subjective norms
(social influence), and perceived behavioral control to their behavioral intention (Ajzen, 1991).
This foundation is implicitly framed by the concepts of the Elaboration Likelihood Model (ELM),
which helps distinguish the high-effort information search (Central Route, often via SEO) from
the lower-effort processing (Peripheral Route, often via visual social media cues).

Relational and Social Context (CRM and SCT): These models provide the necessary depth
for the qualitative analysis. CRM theory is essential for interpreting the long-term, relational
outcomes, such as the critical role of trust and perceived brand authenticity (RQ4). SCT informs
the analysis of social influence, helping to interpret the powerful role of local influencers and social
proof (Bandura, 1986).

This integrated approach allows the study to move beyond a simple linear model of
adoption, providing a cohesive framework to interpret the nuanced consumer journey from initial

digital exposure to sustained relational trust in the Jamaican context.

2.3.1 Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM), introduced by Davis (1989), offers a
foundational perspective often used to understand user adoption of new technologies. TAM posits
that an individual's intention to use a technology is primarily influenced by two key beliefs:
Perceived Ease of Use (PEOU) the degree to which a person believes using a particular system
would be free of effort and Perceived Usefulness (PU) the degree to which a person believes that
using a particular system would enhance their job performance (or, more broadly, provide utility).

While originally developed for workplace technology adoption, its concepts have been widely
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applied, including attempts to understand consumer engagement with digital marketing tools and
platforms.

Within the context of this qualitative, exploratory study, TAM is not employed as a
predictive model to measure acceptance rates or determine the ‘influences' of marketing tools based
on usability metrics. Instead, TAM's core concepts PEOU and PU serve as valuable sensitizing
concepts (Blumer, 1954; Patton, 2015). They draw attention to potentially significant dimensions
of the lived experience of interacting with digital marketing technologies like Instagram or
navigating websites found via SEO. How consumers perceive the effort involved in using a
platform or the utility they derive from an interaction are likely relevant facets of their overall
experience. This study seeks to explore how these perceptions are subjectively constructed,
experienced, and articulated by Jamaican consumers within their specific social and cultural
contexts, rather than assuming these perceptions directly and universally determine behavior in a
linear fashion.

Itis crucial to acknowledge TAM's inherent limitations, especially for an interpretive study
of consumer behavior in a diverse cultural setting. The model primarily focuses on utilitarian and
cognitive aspects, often assuming a rational actor. Consequently, TAM tends to neglect crucial
factors like emotional responses, complex social influences, aesthetic experiences, and privacy
concerns. It also underemphasizes the broader socio-cultural context that shapes how users find
meaning in their interactions (Venkatesh et al., 2003; Bagozzi, 2007). While TAM suggests
consumers might favor tools perceived as easy and useful, this study recognizes that perceptions
are highly subjective and profoundly influenced by cultural backgrounds, varying levels of digital
literacy, access issues, prior experiences, and individual preferences prevalent within diverse

demographic groups in Jamaica. Therefore, rather than seeking to 'verify the efficacy’ of strategies
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based on TAM, this research explores the nuanced realities of how usefulness and ease of use are
actually perceived and valued by different consumers.

Prior studies referencing TAM, such as Alomari and Al-Qudah (2021) examining
continued use of social networking sites or Kassim and Abdullah (2021) looking at e-learning
readiness, often report correlations between PU/PEOU and usage intentions within their specific
contexts. From a qualitative perspective, these studies primarily highlight that perceptions related
to utility and ease are indeed part of the user experience that individuals consider. They point
towards the importance of exploring how Jamaican consumers experience the 'usefulness' of digital
marketing — does it feel genuinely helpful, informative, or merely intrusive advertising? Similarly,
they underscore the need to investigate the lived experience of ‘ease of use' — how effortless or
cumbersome do interactions with specific platforms feel, considering potential barriers like data
costs, interface complexity, or language? These prior quantitative findings signal relevant themes
for qualitative exploration, rather than offering directly transferable conclusions about behavioral
drivers.

Considering the Jamaican advertising sector, TAM's concepts prompt questions for
qualitative exploration: How do Jamaican consumers define 'usefulness' in relation to marketing
encountered on Instagram or via search? What makes a digital interaction feel ‘easy’ or 'difficult’
within their specific technological and social environment? For instance, the example of a
Jamaican cosmetics brand using Instagram stories for tutorials touches upon potential PEOU
(visual guidance) and PU (learning application techniques). However, a qualitative inquiry would
delve deeper: How did consumers actually perceive those tutorials? Did they feel authentic and

helpful? Were they easily accessible and understandable? Did they foster trust or feel like just
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another sales pitch? This study seeks to understand the subjective meaning and context
surrounding such interactions, moving beyond the simple application of TAM’s

constructs.

While studies like Garcia-Hernandez et al. (2019) applying TAM to mobile tourism apps
in the Caribbean suggest the framework can offer some insights into attitudes in the region, this
qualitative research aims for a deeper, more culturally attuned understanding. It uses PU and
PEQU not as definitive explanatory variables, but as starting points to explore the rich tapestry of
factors including emotions, trust, cultural resonance, social dynamics, and ethical considerations
that shape how Jamaican consumers engage with and make sense of digital marketing in their
everyday lives. The goal is to move beyond the model's original scope to capture a more holistic
and humanized picture of these interactions.

While TAM is primarily a quantitative model for technology adoption, its core concepts of
Perceived Usefulness and Perceived Ease of Use serve as essential sensitizing concepts for this
qualitative study. We will use these concepts to explore how Jamaican consumers subjectively
experience the utility and usability of platforms like Instagram and SEO in their search for

information, thereby grounding the qualitative analysis in a recognized cognitive framework.

2.3.2 Customer Relationship Management (CRM) Theory

Customer Relationship Management (CRM) Theory, emerging from work by scholars like
Payne and Frow (1999), offers a significant conceptual lens for this study by emphasizing the
strategic importance businesses place on cultivating and managing ongoing relationships with
customers, often through personalized marketing strategies informed by data. CRM principles

suggest that by developing a deeper understanding of individual customer behaviors, preferences,
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and histories, firms can theoretically create more tailored communications and offerings designed
to resonate with specific segments or individuals, potentially fostering positive perceptions, repeat
interactions, and what businesses term ‘loyalty’.

Within this qualitative, exploratory inquiry, CRM theory is utilized not as a prescriptive
model for optimizing business outcomes (like retention or ROI), but as a framework for sensitizing
the research to the potential experiences and perceptions of consumers who are the subjects of
these CRM strategies. It prompts us to explore: How do Jamaican consumers

perceive and experience attempts by brands to build 'relationships’ with them through
digital channels? How is personalization a key CRM tactic actually felt and interpreted by
individuals? Does it foster a sense of being understood and valued, or does it trigger feelings of
being monitored, manipulated, or intrusively targeted? This study delves into the subjective
meanings and emotional responses associated with being on the receiving end of CRM-driven
digital marketing.

CRM frameworks often rely heavily on the collection and analysis of customer data to
enable segmentation, personalization, and differentiation. While this study acknowledges the
practice of data modeling in CRM, its focus remains on the consumer perspective. The assumption
within CRM that data accurately reflects behavior and facilitates effective personalization needs
critical examination from an experiential standpoint. This research explores questions such as:
How aware are Jamaican consumers of the data being collected about them? How does this
awareness (or lack thereof) influence their trust in brands and their perceptions of personalized
marketing messages? What are their experiences with potential data inaccuracies or biases
manifesting in the marketing they receive? Understanding these perceptions is crucial, as they

significantly shape the lived reality of CRM strategies.
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Prior research touching upon CRM concepts offers valuable context. For instance,
Sharifpour et al. (2020) examined social media marketing's links to engagement and loyalty,
suggesting that focusing on relationship-building and trust via social media interactions could
enhance these outcomes. From this study's qualitative perspective, their findings highlight the
potential significance of online interactions for shaping feelings of trust and connection, prompting
a deeper exploration into how Jamaican consumers experience trust formation (or

erosion) through their digital dialogues with brands on platforms like Instagram. Similarly,
Li et al. (2019) explored personalization on e-commerce platforms, suggesting it could bolster
purchase intent via tailored suggestions. This points the current research towards investigating how
Jamaican consumers perceive and react to such personalized recommendations in the broader
advertising context — are they experienced as helpful curation, unwelcome pressure, or simply
irrelevant noise?

In the Jamaican advertising landscape, CRM principles clearly inform the practices of some
businesses. The example of Digicel employing personalized messaging, segmented offers, and
online chat support illustrates the application of CRM tactics aimed at creating a customer-centric
experience. However, this qualitative study seeks to understand the reception of these practices.
How do Jamaican consumers actually experience Digicel's personalized communications? Does
the online chat feature feel genuinely supportive and relationship-enhancing, or merely functional
and impersonal? Does the segmentation lead to relevant offers, or does it sometimes miss the mark,
potentially causing frustration? Exploring these lived experiences provides crucial insights beyond
the intended strategy.

While studies like Sharifpour et al. (2020) or Kassim and Abdullah (2021, applying CRM

concepts alongside TAM in education) demonstrate the broad applicability of thinking about
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relationships, trust, and usability, this research uses CRM theory interpretively. It helps frame
questions about the nature and quality of the perceived relationship between consumers and brands
mediated by digital technologies. It encourages an exploration of whether consumers feel a
relationship exists, what characterizes that perceived relationship (e.g., transactional, communal,
adversarial), and how digital marketing practices contribute to shaping these feelings.

The focus is on understanding the subjective reality of the 'managed’ customer experience
within the Jamaican context, rather than assuming CRM directly produces loyalty or quantifying
its impact. It allows us to explore the potential gap between the strategic intent of CRM and its
actual experiential consequences for consumers. CRM theory provides the necessary relational
depth, confirming that long-term marketing success hinges on managing the customer-brand
relationship. In this research, CRM principles are essential for interpreting consumer narratives
around trust, perceived brand authenticity (RQ4), and the ethical implications of data stewardship

in the face of intrusive personalization.

2.3.3 Social Cognitive Theory (SCT)

Social Cognitive Theory (SCT), prominently developed by Albert Bandura (1986),
provides a valuable conceptual lens for this study by emphasizing the dynamic interplay between
personal factors (including cognition), environmental influences, and behavior. SCT posits that
individuals learn and regulate their behavior not just through direct experience, but significantly
through observational learning (modeling) and social interactions within their environment. Rather
than viewing individuals as passively shaped by external forces, SCT highlights reciprocal
determinism, where personal factors, behavior, and the environment continually influence each

other.
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Within this qualitative, exploratory research, SCT is utilized not to predict or measure the
extent to which digital marketing campaigns successfully 'shape’ consumer behavior, but as an
interpretive framework offering sensitizing concepts to explore the social dimensions of consumer
experience online. Key SCT concepts such as observational learning, modeling, perceived self-
efficacy in navigating digital spaces, outcome expectations associated with online interactions, and
the role of the social environment (including online peers and influencers) help guide the inquiry
into how Jamaican consumers make sense of, learn from, and navigate the social aspects of digital
marketing platforms like Instagram. The study explores: How do consumers describe learning
about products, brands, or consumption practices by observing others online? Who do they
perceive as influential ‘'models' (peers, influencers, celebrities), and how do they interpret the
behaviors and lifestyles presented? How do they experience social interactions (comments, likes,
shares) related to marketing content, and what meanings do they ascribe to these interactions?

It is essential to approach SCT's application critically within this interpretive framework,
acknowledging certain assumptions and complexities that become central points for qualitative
exploration rather than mere limitations. For instance, the relationship between observed online
behavior (often curated and performative) and offline realities is complex; this study explores how
Jamaican consumers perceive the authenticity of online personas and modeled behaviors.
Furthermore, individual differences are paramount in SCT; qualitative inquiry allows for exploring
how diverse personal factors (e.g., existing beliefs, self-perceptions, cultural values, digital
literacy) shape how individuals interpret and respond to social cues and modeled actions online.
Privacy concerns also intersect with observational learning — how does awareness of being
observed, or observing others' data trails, shape online social engagement? Crucially, SCT

acknowledges environmental influence; this study focuses intensely on understanding how the
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specific social norms and cultural context of Jamaica shape the interpretation and significance of
online social interactions and peer recommendations, moving beyond generalized assumptions.

Prior research referencing SCT provides context by highlighting the phenomena of social
influence online. Studies like Srivastava and Gartner (2020) examining fashion purchases or
Bhandari et al. (2020) looking at recommendations and reviews suggest that online peer
interactions and trust-building activities are indeed relevant aspects of the consumer experience
associated with purchase considerations. From this study's qualitative perspective, these findings

primarily underscore the importance of exploring the subjective experience of these social
dynamics. How is trust in online peers actually established or questioned by Jamaican consumers?
What makes an online recommendation feel compelling or suspect? How is social media
engagement experienced beyond simple metrics — does it foster genuine connection, social
pressure, or performance anxiety? These studies point to the relevance of social factors, while this
research seeks to uncover the rich, lived meanings and processes involved.

Applying these ideas to the Jamaican advertising industry, SCT helps frame questions
about how consumers interpret campaigns that leverage social interaction or modeling. The KFC
Jamaica TikTok challenge example illustrates a brand attempting to use principles related to peer
modeling and social interaction. A qualitative inquiry, however, would explore how this campaign
was actually perceived and experienced by young Jamaicans. Did the ‘challenge’ feel like authentic
fun and positive engagement, or like corporate co-option of social trends? How did observing peers
participate (or not) shape individual feelings or interpretations? SCT provides the concepts
(modeling, social interaction) to investigate these interpretive dynamics, rather than simply

evaluating the campaign's success based on SCT principles.
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In other words, SCT is integrated into this study's theoretical framework not as a
deterministic model of behavioral influence, but as a valuable interpretive lens. It directs attention
to the crucial role of observation, modeling, social interaction, and the person-environment
interplay in shaping how individuals navigate and make sense of their digital world. By using
SCT's concepts to explore the rich social dimensions of Jamaican consumers' lived experiences
with digital marketing, this study aims to generate nuanced understanding that complements other
theoretical perspectives and goes beyond simplistic explanations of cause and effect. It helps
illuminate the complex social psychology at play as consumers engage with brands and peers in
mediated online environments.

SCT’s focus on learning through observation and modeling directly supports the inquiry
into the influence of social media on consumer behavior. This theory provides a lens to analyze
the phenomenon of local influencer marketing and the powerful role of cultural resonance (RQ6)
in shaping consumer confidence and decision-making on platforms like Instagram.

2.3.4 Advertising Theory

Advertising Theory, encompassing a wide range of principles and models developed over
time, offers conceptual tools for understanding how commercial messages are constructed and
potentially received across various media platforms. Within the context of digital marketing,
concepts drawn from advertising theory such as those related to attention capture, message
framing, creative execution, personalization attempts, and sequential models like AIDA
(Attention, Interest, Desire, Action) can serve as sensitizing frameworks for this qualitative,
exploratory study. They help identify potential aspects of the consumer's encounter with digital

advertising that warrant investigation, not by prescribing strategies for 'influences’ or assuming a



45

direct path to 'influence’, but by prompting questions about how consumers perceive, interpret, and
make sense of the advertising messages they encounter online.

Classic advertising frameworks often emphasize the importance of gaining consumer
attention and crafting persuasive messages. However, applying these ideas interpretively requires
acknowledging the complexities of the contemporary digital environment. The assumption that a
cleverly crafted message can reliably 'captivate’ and ‘maintain’ attention, leading predictably
through stages like AIDA towards a desired action, is highly questionable from an experiential
perspective, especially given today's context of information overload, pervasive skepticism
towards advertising, sophisticated ad-blocking behaviors, and diverse individual preferences.

This study uses concepts like "attention’ or 'interest’ not as goals for marketers to achieve,
but as potential experiential states to explore qualitatively: How do Jamaican consumers describe
the experience of having their attention captured (or disrupted) by digital ads? What kinds of
content genuinely pique their interest, and how do they articulate that feeling? How do they
perceive attempts at persuasion within digital advertising? Rather than validating models like
AIDA, this research explores whether and how consumers' own narratives of their interactions
might resonate with, deviate from, or challenge such sequential frameworks. The focus shifts from
the presumed mechanics of influence to the lived reality of reception and interpretation.

Prior research referencing advertising models provides context. For example, Wang and
Sun (2020) explored elements related to AIDA in video ads, reporting associations between these
elements and consumer responses like attention or purchase behavior. From this study's qualitative
standpoint, such findings primarily indicate that specific ad characteristics do elicit some form of
cognitive or affective response. They underscore the need to explore how Jamaican consumers

subjectively experience and interpret these ad elements. How is 'attention’ experienced amidst
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multitasking? How does 'interest' translate into feeling or action within their specific context? Does
the 'desire’ stage correspond to any felt experience, or is it an imposed theoretical construct?
Understanding the phenomenology of engaging with creative or persuasive elements in ads
requires qualitative depth.

Considering the Jamaican advertising industry, examples like Appleton Estate's campaign
targeting a younger demographic with storytelling about heritage illustrate the strategic use of
advertising principles (e.g., creative imagery, narrative). A qualitative inquiry, however, would
focus on the reception: How did young Jamaican consumers actually perceive and interpret
this blend of heritage and modernity? Did the storytelling resonate culturally? Did the creative
imagery capture attention in a meaningful way, or was it perceived merely as slick advertising?
Did it foster engagement based on genuine interest, or was interaction superficial? Advertising
theory helps identify the strategies employed, while this research explores the complex and varied
ways those strategies are experienced and made sense of by the intended audience.

While numerous studies have examined different advertising message forms (persuasion,
creativity, storytelling, personalization), often quantitatively linking them to engagement metrics,
this study uses Advertising Theory concepts more broadly as heuristic tools. They help frame
questions about how consumers interpret persuasive attempts, how they perceive creativity or
storytelling in ads, and how they experience personalization efforts within the flow of their digital
lives. The goal is to understand the consumer's interpretive process and the factors (cultural, social,
personal) that shape it, rather than measuring the influences of specific advertising techniques in
isolation.

Advertising Theory, particularly its focus on message creation and reception, is essential

for contextualizing the persuasive appeals studied in this dissertation. This theory helps to interpret
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the findings related to cultural resonance and visual appeal by providing a backdrop against which
Jamaican consumers evaluate the content they encounter. By understanding the established
principles of persuasion, we can better analyze why certain culturally relevant messages achieve

greater influence than generic, internationally-derived campaigns.

2.3.5 The Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB), an extension of the Theory of Reasoned Action
developed by Ajzen (1991), offers another valuable conceptual lens for this qualitative,
exploratory study. Traditionally, TPB aims to predict behavioral intentions based on three primary
constructs: Attitudes toward the behavior, Subjective Norms regarding the behavior, and Perceived
Behavioral Control (PBC) over the behavior. While TPB is often used in quantitative studies to
model intention, within this interpretive framework, its concepts serve primarily as sensitizing
tools. They help draw attention to potentially significant dimensions of the consumer's subjective
world their evaluations, perceived social influences, and sense of agency as they relate to engaging
with digital marketing and making related consumption considerations. The goal is not to test
TPB's predictive power, but to use its concepts to deepen the exploration and interpretation of
participant narratives.

Attitudes, within TPB, refer to an individual's overall positive or negative evaluation of
performing a behavior. In the context of advertising and digital marketing, consumers undoubtedly
form evaluations about specific ads, brands, platforms like Instagram, or the practice of digital
marketing itself. This study uses the concept of 'attitude’ qualitatively to explore how Jamaican
consumers articulate their feelings, judgments, and evaluations. What language do they use to

express liking, disliking, trust, skepticism, or indifference towards the digital marketing they
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encounter? How do they describe the development of these feelings? Understanding
these articulated evaluations and the reasoning behind them, as revealed through interviews and
focus groups, provides rich insight into their subjective stance, moving beyond simply measuring
an ‘attitude’ score.

Subjective Norms, according to TPB, reflect the perceived social pressure to perform or
not perform a behavior, stemming from the beliefs of significant others (family, friends, peers) and
the individual's motivation to comply. Advertising theory often acknowledges the power of social
influence, and digital marketing frequently employs social proof tactics (testimonials, influencer
endorsements, displays of user numbers). This qualitative study uses the concept of 'subjective
norms' to investigate how Jamaican consumers perceive and interpret social influences in the
digital realm. How do they talk about the opinions of their peers regarding brands or online
shopping encountered via Instagram or search?

How do they experience influencer marketing — as genuine recommendation or paid
promotion? How do broader cultural norms in Jamaica regarding consumption, technology use, or
communication styles potentially shape their perceptions of what is 'normal’ or 'expected’ online
behavior? The focus is on understanding the lived experience and interpretation of social pressures
and cues, rather than measuring the strength of normative beliefs.

Perceived Behavioral Control (PBC) refers to an individual's perception of the ease or
difficulty of performing the behavior, reflecting perceived resources, opportunities, and obstacles.
Within the advertising context, this can relate to consumers’ sense of agency or empowerment in
their interactions and purchase decisions. Digital marketing strategies might aim to enhance PBC
by simplifying transactions or providing personalized guidance. This qualitative study explores

PBC by investigating how Jamaican consumers experience and describe their sense of control,
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agency, or constraint when interacting with digital marketing. Do they feel empowered to find
information easily via SEO, or overwhelmed? Do they feel in control of their data and privacy
when engaging with personalized ads on Instagram? Do they perceive the steps involved in online
purchasing (if discussed) as easy or difficult? Exploring their narratives of navigating the digital
environment, including feelings of competence, frustration, or empowerment, provides a nuanced
understanding of perceived control beyond a simple self-efficacy rating.

While TPB offers these useful sensitizing concepts, it's crucial to acknowledge its
limitations from an interpretive standpoint. Like TAM, TPB often emphasizes rational
deliberation leading to intention, potentially downplaying the roles of emotion, impulse, habit,
unconscious biases, or the broader situational and cultural context that profoundly shape actual
behavior and experience (Sniehotta et al., 2014). This qualitative study aims precisely to explore
these richer, often non-rational dimensions that TPB might overlook.

TPB contributes to this study's theoretical framework not by providing a model to predict
behavior influenced by advertising, but by offering key concepts (attitudes, norms, perceived
control) that serve as valuable lenses for interpreting consumer narratives. It helps structure the
inquiry into consumers' evaluations, their perceptions of social context, and their sense of agency
within the digital marketing environment. By exploring how these concepts manifest in the lived
experiences and subjective understandings of Jamaican consumers, this research aims to provide
a deeper, more holistic picture than TPB alone could offer, particularly highlighting the cultural
nuances and complexities inherent in their engagement with digital advertising.

TPB’s contribution is in establishing the link between personal attitudes, Perceived
Behavioral Control, and Subjective Norms. For this qualitative study, this framework helps

interpret the narratives around peer influence and social proof (UGC) (RQ3), enabling us to
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understand how cultural expectations and social pressures in Jamaica mediate the intention to
engage with digital campaigns.

Elaboration Likelihood Model (ELM)

The Elaboration Likelihood Model (ELM), developed by Petty and Cacioppo (1986), offers
a potentially valuable conceptual lens for this qualitative, exploratory study by suggesting that
individuals may process persuasive messages, such as those found in advertising, in different ways
depending on their motivation and ability to elaborate on the message content. ELM distinguishes
between two primary pathways: central route processing, characterized by careful consideration
of message arguments and evidence, and peripheral route processing, which relies more on
heuristic cues or superficial aspects of the message or source (e.g., perceived attractiveness,
credibility heuristics, number of arguments).

Within this interpretive research framework, ELM is not employed to predict which route
a consumer will take or to measure the ‘influences' of strategies targeting specific routes. Instead,
ELM's concepts serve as sensitizing tools that can help the researcher listen for and interpret the
different styles or modes of engagement that Jamaican consumers might describe when recounting
their interactions with digital marketing. It provides a language for potentially
differentiating between moments when consumers report engaging deeply with information versus
moments when they describe making quicker judgments based on surface-level cues.

Central route processing, as conceptualized by ELM, involves high elaboration, where
individuals thoughtfully scrutinize message content. From a qualitative perspective, this concept
prompts exploration into instances where Jamaican consumers describe engaging in deep thought
about digital marketing messages. How do they talk about actively seeking information, comparing

product features discussed in ads, evaluating the logic of arguments presented, or reflecting
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critically on brand claims encountered via SEO or detailed website content? This study seeks to
understand the lived experience of high-elaboration engagement what motivates it, what it feels
like, and how consumers narrate this process rather than assuming it leads directly to stable attitude
change.

Conversely, peripheral route processing involves low elaboration, relying on simpler cues.
This concept sensitizes the researcher to moments where participants might describe being
influenced by factors other than the core message arguments. How do Jamaican consumers talk
about being swayed by the visual appeal of an Instagram ad? How do they describe the influence
of perceived social proof (e.g., number of likes, positive reviews mentioned superficially)? How
do they recount making quick judgments based on the perceived credibility of an influencer or the
attractiveness of a spokesperson, without deeply analyzing the product itself? Exploring these
narratives of low-elaboration engagement and reliance on peripheral cues provides insight into
heuristic processing as experienced and articulated by consumers.

Itis crucial to use ELM interpretively, recognizing its limitations. The model often presents
these routes as distinct, whereas lived experience may involve a fluid interplay or combination of
both central and peripheral processing (Petty & Brifiol, 2012). Qualitative inquiry is well-suited to
explore this complexity — how consumers might shift between modes, or how central and

peripheral elements might interact in their perception. Furthermore, ELM's focus is
primarily cognitive; this study aims to integrate an understanding of the emotional, cultural, and
contextual factors that inevitably shape how messages are processed and experienced, dimensions
ELM may underemphasize. For instance, how does cultural trust influence reliance on peripheral

cues? How does emotional response to an ad affect elaboration likelihood?
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Applying ELM concepts to digital marketing within this study means using them to analyze
how consumers describe their engagement with different types of digital content. For example,
narratives about researching complex products found via SEO might potentially reflect
descriptions closer to central processing, while reactions to visually-driven, ephemeral Instagram
stories might elicit descriptions more aligned with peripheral processing. The framework helps
categorize and interpret the nature of the described engagement, identifying whether participants
emphasize thoughtful analysis or reliance on simpler cues. It allows for an analysis of how
consumers articulate their own processing styles in relation to different digital marketing stimuli.

The Elaboration Likelihood Model (ELM) provides a highly relevant lens for analyzing how
Jamaican consumers process information across the two chosen platforms. The model's core distinction
between Central Route processing (effortful evaluation of content) and Peripheral Route processing
(reliance on simple cues like source credibility or aesthetics) directly informs the analysis of SEO-based
content versus visually-driven Instagram content. This framework allows for a nuanced, qualitative
interpretation of the different modes of influence that occur within the Jamaican digital landscape.

Consumer Engagement Theory

Concepts related to Consumer Engagement offer another valuable perspective for
this qualitative, exploratory study by drawing attention to the potential significance of interactive
and participatory experiences between consumers and brands in the digital sphere. While
traditional advertising models like AIDA highlight stages like capturing attention and generating
interest, the notion of 'engagement’ prompts a deeper look at the nature and quality of the
interaction itself. Within this interpretive framework, Consumer Engagement concepts are used
not to prescribe strategies for fostering loyalty or assuming that interaction automatically leads to

stronger emotional bonds, but rather assensitizing ideasthat guide the exploration
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of how Jamaican consumers perceive, experience, and make sense of opportunities for interaction
and participation offered by brands through digital marketing.

Advertising theory often emphasizes persuasive communication aimed at influencing
attitudes. Consumer Engagement concepts encourage us to look beyond one-way messaging
towards reciprocal communication dynamics, even if simulated. This study explores how
consumers experience these dynamics. Do they perceive digital marketing interactions as
genuinely two-way or participatory? How do they feel when invited to engage through comments,
shares, contests? Does it foster a sense of connection, or perhaps feelings of being solicited or
performing unpaid labor for the brand? The focus is on the lived reality and subjective
interpretation of these interactive encounters.

The theory often highlights the potential for incorporating interactive elements like
quizzes, contests, surveys, or soliciting user-generated content (UGC) within digital marketing
strategies, aligning with trends towards experiential marketing. This qualitative study investigates
how these interactive elements are actually perceived and experienced by Jamaican consumers.

Are quizzes seen as fun diversions or intrusive data collection? Do contests feel like
genuine opportunities or manipulative promotions? How is the call for UGC interpreted — as an
invitation for authentic expression or a demand for free marketing content? Understanding the
consumer's perspective on the purpose and feeling of these interactive invitations is crucial,
moving beyond the assumption that interactivity inherently equates to positive engagement or
emotional connection.

Therefore, Consumer Engagement concepts provide a valuable theoretical lens for this
research by facilitating the comprehension of how digital marketing strategies that incorporate

interactive or participatory elements are experienced and interpreted. This study uses these
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concepts to explore the underlying meanings and feelings associated with different forms of
interaction. What does 'feeling engaged' with a brand online actually mean to Jamaican consumers?
Is it about cognitive involvement, emotional resonance, social connection, simple behavioral
interaction (like clicking 'like"), or something else entirely? By exploring consumer narratives, this
research seeks to understand the diverse meanings and qualities attributed to ‘engagement’ in their
lived experience, rather than assuming a singular definition or predetermined positive outcome.

Incorporating Consumer Engagement concepts into the interpretive framework enables this
study to delve deeper into the relational aspects of digital marketing encounters. It encourages an
analysis of how different interaction opportunities shape consumers' perceptions of the brand's
personality, responsiveness, and perceived respect for its audience. By focusing on the subjective
experience of interaction, this research aims to provide nuanced insights into how Jamaican
consumers navigate the increasingly participatory, yet still commercially driven, digital
environment, contributing to a richer understanding that complements other theoretical
perspectives focused on cognition, social influence, or message processing. It helps illuminate

the complex ways relationships (or perceptions thereof) are formed, maintained, or
potentially undermined through digital interaction.

Social Influence Theory

Concepts drawn from Social Influence Theory, particularly the principle often referred to
as Social Proof, provide another valuable perspective for this qualitative, exploratory study. Social
proof suggests that individuals, especially when facing uncertainty or ambiguity, may look to the
actions and opinions of others as guides for their own behavior and beliefs (Cialdini, 2001). While
often discussed in terms of its persuasive potential in marketing, within this interpretive

framework, social proof serves primarily as a sensitizing concept. It directs attention towards
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understanding how Jamaican consumers perceive, interpret, navigate, and make sense of the social
cues embedded within the digital marketing landscape such as online reviews, user testimonials,
visible engagement metrics (likes, shares), and endorsements.

In the context of digital marketing, various elements can function as potential indicators of
social proof. Online reviews, ratings, testimonials, follower counts, and endorsements are
presented to consumers, ostensibly offering information about a product's or brand's acceptance or
quality based on the experiences or opinions of others. Rather than assuming these elements
directly shape perceptions or build trust in a predictable way, this qualitative study explores how
Jamaican consumers actually encounter and evaluate these forms of social information. How do
they determine the credibility or authenticity of an online review or testimonial? What heuristics
or critical lenses do they apply? How do they interpret high (or low) numbers of likes or followers?
How do cultural norms in Jamaica regarding community opinion, word-of-mouth, or skepticism
towards commercial claims influence their interpretation of online social cues? The focus is on the
lived experience of encountering and assessing social proof online.

Traditional advertising theory often aims to build trust and credibility. Social proof
mechanisms within digital marketing can be seen as attempts to leverage social dynamics towards
this end. This study, however, investigates the consumer's perspective on these attempts. Does
seeing numerous positive reviews genuinely foster trust, or does it sometimes trigger suspicion of
manipulation? How is the perceived 'social consensus' interpreted? Instead of assuming social
proof enhances persuasive impact, we explore the complex and sometimes contradictory ways
consumers describe feeling influenced or resisting influence based on what they perceive others
are doing or saying online. Understanding the subjective meaning and weight given to different

forms of social proof by Jamaican consumers is key.
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Similarly, the rise of influencer marketing can be viewed through the lens of social proof,
where influencers are positioned as credible sources or aspirational figures whose endorsements
carry weight. This qualitative study explores how Jamaican consumers perceive influencers within
the marketing ecosystem. How do they assess an influencer's authenticity and trustworthiness?
How do they distinguish between genuine recommendations and paid promotions? How do they
describe the feeling of being 'influenced' by someone they follow online? The inquiry delves into
the nuanced relationship dynamics and interpretive frameworks consumers employ when
navigating influencer content, moving beyond simply acknowledging social proof as a mechanism
influencers leverage.

The incorporating the concept of Social Proof from Social Influence Theory into this
study's framework serves not to explain influence mechanistically, but to sharpen the focus on the
social dimensions of consumer perception and interpretation within the digital marketing
environment. It sensitizes the research to the ways consumers look to, evaluate, and make sense of
the actions and opinions of others online- be the peers providing reviews or influencers offereing
endorsements. By exploring how these social cues are subjectively experienced, critically
assessed, and integrated into the broader understanding of brands and products by Jamaican
consumers, this study aims to provide a rich, contextually grounded understanding of the lived
reality of social influence in the digital age, complementing other theoretical perspectives focused
on individual cognition or interaction design.

Personalization and User-Generated Content (UGC)

The concepts of Personalization and User-Generated Content (UGC) represent significant
features of the contemporary digital marketing landscape and offer further valuable lenses for this

qualitative, exploratory study. Rather than viewing them merely as tools for ‘augmenting relevance'
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or 'bolstering credibility’ in service of advertising influences, this research explores how these
phenomena are subjectively experienced, perceived, and interpreted by Jamaican consumers.

Personalization, the practice of tailoring marketing messages or experiences based on
individual data, is often theoretically linked to principles of relevance and individual attention
within advertising. This study, however, moves beyond assuming personalization automatically
enhances engagement or favorable responses. It uses the concept of personalization as a prompt to
investigate the lived experience of being targeted. How do Jamaican consumers perceive attempts
by brands to personalize marketing messages directed at them? Do these attempts feel genuinely
relevant and helpful, or do they evoke feelings of being monitored, categorized, or even
misunderstood? How do experiences with (in)accurate personalization shape feelings of trust or
unease towards brands and platforms? Exploring narratives around personalized ads encountered
on platforms like Instagram allows for an understanding of the complex emotional and cognitive
responses emotional and cognitive responses ranging from appreciation to resentment that such
practices elicit within the specific cultural and social context of Jamaica, considering varying
levels of digital literacy and privacy awareness.

User-Generated Content (UGC) encompassing consumer-created reviews, testimonials,
social media posts, videos, etc. is often discussed in relation to social proof and peer influence
within advertising theory, highlighting its potential connection to perceived authenticity and
credibility. This qualitative study investigates how Jamaican consumers actually engage with and
make sense of UGC within the digital advertising ecosystem. How do they navigate the vast
amount of consumer opinions online? What cues or heuristics do they use to assess the authenticity
and trustworthiness of a review, testimonial, or social media post attributed to a peer? How do they

interpret brands' attempts to solicit or feature UGC in their own marketing? Does encountering
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positive UGC necessarily foster trust, or does awareness of potential incentives or manipulation
lead to skepticism? Conversely, how is negative UGC perceived and utilized? The focus is on
understanding the interpretive processes and trust dynamics surrounding UGC from the
consumer's viewpoint, acknowledging that its perceived credibility is not inherent but actively
constructed by the audience within their specific context.

Therefore, examining Personalization and UGC within this study's framework involves
exploring the consumer's subjective reality of these prevalent digital marketing practices. Instead
of assuming they straightforwardly enhance advertising theory's goals, we investigate how they
feel, what meanings they carry, and how they contribute to the overall texture of the consumer's
digital experience. Understanding these nuances the potential unease with surveillance embedded
in personalization, the critical evaluation applied to the authenticity of UGC is crucial for
developing a rich, interpretive account of digital marketing engagement in Jamaica. These
concepts highlight key sites where consumer agency, skepticism, trust, and cultural values come
into play, areas ripe for qualitative exploration.

Collectively, these theoretical frameworks provide a multi-dimensional lens for this study.
While TAM and TPB offer structure for understanding the rational and cognitive drivers of
technology adoption (ease of use, usefulness, behavioral control), they are insufficient on their
own to capture the complex social and relational reality of the Jamaican consumer. By integrating
these cognitive models with the relational focus of CRM and the social learning principles of SCT,
this study constructs a robust theoretical toolkit. This integrated approach allows for the
interpretation of consumer narratives not just as isolated data points, but as complex negotiations

between technological affordance, social influence, and individual agency.
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2.4 Conceptual Framework

This study proposes a context-specific Conceptual Framework that synthesizes several
theoretical perspectives with the empirical realities of the Caribbean digital landscape. It combines
the Technology Acceptance Model (TAM), Customer Relationship Management (CRM), and
Social Cognitive Theory (SCT). Rather than testing these theories in isolation, the framework
integrates them to map the interpretive journey of the Jamaican consumer.

The framework posits that consumer engagement in Jamaica is not a linear response to
digital advertisements but a complex negotiation mediated by three distinct layers: (1) The digital
stimuli (Instagram/SEQ), (2) The local context (Culture/Infrastructure), and (3) The internal
psychological processing (Trust/Agency).

4.1 The Integration of Theoretical Constructs
The Stimuli: Digital Encounters
a) The framework begins with the digital encounter. As established in the literature,
this study focuses on two distinct channels:
b) Instagram (Visual/Social): Triggers engagement through aesthetics and social cues.

SEO (Information Seeking): Triggers engagement through information quality and

relevance.
The Filter: Jamaican Socio-Cultural Context

Unlike generic Western models, this framework inserts a "Contextual Filter" through
which all marketing is interpreted. This filter comprises:

a) Infrastructural Reality: Issues of internet reliability and data affordability in
Jamaica shape the Perceived Ease of Use (TAM). A marketing strategy that ignores

data constraints will be rejected.
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c)
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Cultural Resonance: Content is evaluated against local norms and values.
Marketing that lacks cultural authenticity fails to trigger the positive Social Proof
mechanisms described by SCT.

The Internal Processing: Synthesizing TAM, CRM, and SCT

The core of the framework demonstrates how the theories work conjointly to determine behavior:

a)

b)

Cognitive Evaluation (TAM & TPB): Consumers first evaluate the Perceived
Usefulness of the content. However, in this framework, "usefulness” is defined by
the consumer's Perceived Behavioral Control. If a consumer feels empowered to
find information (via SEO) or entertained (via Instagram), positive attitudes form.
Social Validation (SCT): Simultaneous to assessing utility, consumers look
outward. Drawing on Social Cognitive Theory, they evaluate Social Proof not just
the volume of likes, but the authenticity of peer engagement. In the close-knit
Jamaican society, word-of-mouth acts as a critical validation tool.

Relational Assessment (CRM): Finally, the relational dimension acts as a
gatekeeper. Drawing on CRM theory, consumers evaluate the trade-off between
Personalization (relevance) and Privacy (intrusion). High levels of personalization
can trigger Cognitive Dissonance if the consumer feels surveilled rather than

served. Trust is the outcome of this negotiation.
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Figure 1 Integrated Conceptual Framework of Jamaican Digital Consumer Behavior

INPUT CONTEXTUAL CONSUMER PROCESSING OUTCOME
: : Theoittical L
Digital Marketing PRI U Consumer Engagement,
Strategies —>  Jamaican Culture, ™~ TAM: Ease of Use & Usefulness — Brand Trust, or
(Instagram & Digital Infrastructure, & SCT: Social Proof & Trust Avoidance.
SE0) Data Constraints. CRM: Privacy vs. Personalization

Developed by the author for this study (2025)

Cognitive Dissonance Theory

The Cognitive Dissonance Theory (CDT), introduced by Festinger (1957), provides
another important conceptual lens for this qualitative study. The theory posits that individuals
strive for internal psychological consistency. They experience mental discomfort, or dissonance,
when holding conflicting beliefs or when their actions contradict those beliefs. This discomfort
motivates them to reduce the dissonance by changing their cognitions, adding new ones, or
downplaying the conflict's importance. In consumer behavior and marketing, CDT is often applied
to post-purchase contexts. Here, a consumer's experience with a product may clash with pre-
purchase expectations that were shaped by advertising claims.

In this interpretive research framework, CDT is utilized not to predict specific dissonance-
reduction strategies consumers will employ, but as a sensitizing concept that directs attention
towards exploring the potential subjective experience of internal conflict, doubt, or unease that
may arise for Jamaican consumers in relation to their digital marketing encounters and subsequent
consumption experiences. It prompts us to listen for narratives that reveal tension between
expectations fostered by advertising (encountered via Instagram, SEO, etc.) and the lived reality

of using a product or service. The focus is on understanding how consumers perceive, feel,
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articulate, and attempt to make sense of such discrepancies, rather than simply identifying
dissonance and assuming a particular behavioral outcome.

Considering the application of this perspective within the Jamaican context, the
telecommunications sector provides a relevant illustration. Imagine a hypothetical provider,
"Caribbean Tel," launching assertive digital marketing campaigns (across social media, YouTube,
etc.) promoting exceptional high-speed internet, promising seamless streaming and reliable remote
work capabilities. If consumers, persuaded by these compelling digital messages, subscribe but
then experience inconsistent service or speeds below what was advertised, a discrepancy arises
between the cognition fostered by marketing (*"This service is excellent™) and the cognition derived
from experience ("This service is unreliable™). CDT suggests this conflict could lead to discomfort.
A qualitative inquiry, informed by CDT, would seek to explore how consumers in such situations
actually describe their feelings and thought processes. Do they express frustration, disappointment,
or confusion? How do they narrate their attempts to reconcile the conflicting information? Do they
talk about re-evaluating the brand, seeking information from others, complaining, switching
providers (like to a rival "Island Connect"), or perhaps rationalizing the poor service ("Maybe it's
just my area™)? CDT helps frame the potential for internal conflict, while qualitative exploration
uncovers the rich, varied, and context-specific ways individuals experience and navigate that
potential conflict. The theory highlights why negative online reviews might emerge, but the
qualitative approach explores the lived experience behind the review.

This dynamic is not limited locally. The international example of 'E-Style’, a European
online fashion brand whose digital marketing promises high-quality, vibrant products, illustrates
the same potential for dissonance if delivered items are inferior or faded. CDT sensitizes us to the

consumer's potential internal state upon receiving a disappointing product — the clash between the
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desired image presented online and the physical reality. A qualitative study could explore the
emotional response (disappointment, anger, feeling deceived), the sense-making process (*Was |
misled? Is online shopping always risky?"), and the resulting narratives about future intentions
(returning items, avoiding the brand, warning others).

Similarly, the regional example of a Caribbean luxury hotel chain using digital marketing
to portray opulence and premium service provides a backdrop for exploring potential dissonance.
If a guest from Trinidad and Tobago, enticed by these digital representations, experiences subpar
amenities or service, CDT suggests discomfort may arise. Qualitative research would explore how
that guest experiences and articulates the mismatch. How do they reconcile the glamorous online
portrayal with the disappointing reality? How do they talk about their decision to write a review
or choose differently next time? CDT points to the psychological tension, while qualitative inquiry
reveals the subjective meaning and behavioral considerations emerging from that tension.

Understanding the potential for cognitive dissonance, as conceptualized by CDT, is
valuable for interpreting consumer narratives gathered in this study. It highlights why consistency
between marketing promises (especially those amplified through persuasive digital channels) and
actual product/service delivery is crucial for fostering positive consumer perceptions and trust. In
the digital age, where consumers can readily share their experiences (positive or negative) globally
via reviews and social media, the consequences of generating significant dissonance through
misleading marketing can be amplified, potentially impacting brand reputation and consumer
loyalty far beyond the individual experiencing the initial discomfort. CDT helps us appreciate the
psychological stakes involved when expectations set by digital advertising are not met. This study

uses CDT not to measure dissonance levels, but to listen more perceptively for consumer accounts
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of experienced discrepancies, sense-making, and the resulting shifts in feelings or attitudes towards

brands encountered in the Jamaican digital marketplace.

Processing Model

The Online Information Processing Model, drawing on concepts elaborated by researchers
like Xiao and Benbasat (2007) who built upon earlier information systems success models
(DeLone & McLean, 1992; 2003), offers another valuable set of sensitizing concepts for this
qualitative, exploratory study. This perspective highlights crucial dimensions related to the online
environment itself that likely shape user experience, specifically focusing on perceptions of
Information Quality, System Quality, and Service Quality. Within this interpretive research
framework, these dimensions are not treated as objective measures of system performance or
predictors of specific outcomes (like conversion rates). Instead, they serve as lenses to help explore
and understand how Jamaican consumers subjectively perceive, experience, interpret, and evaluate
the digital platforms and information encountered through marketing efforts.

Information Quality, within this model, relates to characteristics of the content itself, such
as its perceived relevance, accuracy, completeness, and timeliness. From a qualitative perspective,
this prompts an exploration into how Jamaican consumers actually experience and assess the
information presented to them via digital marketing channels (e.g., on websites found via SEO, in
email campaigns, on social media). How do they determine if information is trustworthy or biased?
What makes content feel relevant and genuinely useful versus generic or misleading? How do they
navigate potentially conflicting information encountered online? Exploring consumer narratives
around their encounters with information like that potentially provided by a Jamaican e-commerce

platform such as "Reggae Shop™ through its emails or ads allows us to understand the lived
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experience of seeking and evaluating information quality, including feelings of confidence,
confusion, or skepticism, rather than simply assuming high quality leads to better outcomes.

System Quality pertains to the user's perception of the technical performance and design
characteristics of the online system itself, encompassing aspects like usability, interface design,
navigation, reliability, and responsiveness. For this qualitative study, the concept of System
Quality guides inquiry into how Jamaican consumers experience the usability and functionality of
the digital platforms they interact with as part of their engagement with marketing. How does the
design of a website or app feel to navigate? Do they encounter technical glitches, slow loading
times, or confusing interfaces, and how do they describe the emotional and cognitive impact of
these experiences (e.g., frustration, abandonment, feeling incompetent)? Considering a
hypothetical Jamaican financial institution ("Island Bank™) improving its digital banking platform,
a qualitative lens focuses not just on whether the interface is objectively 'user-centric’, but on how
diverse users subjectively experience its ease (or difficulty) of use, considering their specific
digital literacy levels, devices, and expectations. Understanding these phenomenological aspects
of system interaction is crucial.

Service Quality, in the online context discussed by these models, often refers to the
perceived quality of customer support and interaction facilitated through digital channels. This
includes responsiveness, empathy, and influences of support mechanisms like live chat, email
support, or online help sections. This qualitative research uses the concept of Service Quality to
explore how Jamaican consumers perceive and feel about the online support interactions they may
have in relation to marketing or subsequent transactions. How do they experience automated
responses versus human interaction? What constitutes a helpful, reassuring, or frustrating online

service encounter? Exploring narratives around experiences with online support such as interacting
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with a hypothetical "Caribbean Rentals” company via their website chat allows for an
understanding of the relational and emotional dimensions of online service quality from the
consumer's perspective, moving beyond simple satisfaction metrics.

Considering a global example like "Global Tech,” which might strive for high quality
across information (specs, manuals), system (usability, security), and service (live chat, FAQSs),
highlights how these dimensions intertwine in the user experience. However, even with seemingly
high objective quality, the subjective experience can vary significantly based on individual needs,
expectations, cultural context, and the specific situation. This qualitative study prioritizes
understanding that subjective experience for Jamaican consumers.

Therefore, within this interpretive framework, the concepts of Information, System, and
Service Quality serve primarily as analytical categories to help organize and interpret consumer
narratives about their online interactions. They sensitize the researcher to critical aspects of the
digital environment that shape the overall user experience. The focus is on understanding how the
quality of information, the usability of systems, and the nature of online service are perceived, felt,
and made sense of by Jamaican consumers, and how these perceptions contribute to their overall
feelings about a brand or interaction encountered via digital marketing. This model helps
illuminate the critical importance of the user's encounter with the digital interface and its content,
providing a framework for exploring the experiential foundations upon which perceptions of
brands and marketing messages are built, rather than offering a prescriptive model for optimizing
system design for business success.

This integrated conceptual framework provides the roadmap for the qualitative inquiry. By
identifying the interplay between technological acceptance (TAM), social influence (SCT), and

relational trust (CRM), this framework directly addresses Research Objective 2, which seeks to
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identify the factors influencing consumer engagement. Furthermore, by incorporating Cognitive
Dissonance to understand post-interaction conflict and the Processing Model to evaluate
information quality, this framework sets the stage for addressing Research Objective 3,
investigating the critical roles of brand authenticity and data privacy. The following chapters will

use this framework to interpret the lived experiences of Jamaican consumers.

International Framework

Situating this qualitative, exploratory study within a broader international context is
essential, not to identify universally applicable 'best practices' or benchmark Jamaica's 'influences’,
but rather to provide crucial contextual understanding for interpreting the specific experiences of
Jamaican consumers. The global digital marketing landscape characterized by continuously
evolving technologies, data practices, platform dominance, and shifting consumer behavior
patterns (Castronovo and Huang, 2012; Kumar and Mirchandani, 2020) creates the environment
within which local experiences unfold. Examining international trends, common strategies,
theoretical applications, and consumer responses elsewhere helps to illuminate the broader forces
and discourses that may subtly shape or contrast with the lived realities encountered in Jamaica.
This perspective enhances the interpretive depth of the research by highlighting potential points of
resonance, divergence, and unique local adaptation.

Engaging with an international viewpoint allows for the identification of widespread
phenomena (e.g., the rise of influencer marketing, concerns about data privacy, the use of
personalization algorithms) whose specific manifestations and subjective interpretations within
Jamaica are central to this study's inquiry. Understanding how digital marketing strategies are

deployed or discussed globally provides a backdrop against which to analyze Jamaican consumer
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narratives. For instance, examining common digital marketing approaches in comparable regional
contexts, like other Caribbean nations (Eid & EI-Gohary, 2015), doesn't offer transferable
‘effective strategies’ but might sensitize the researcher to shared regional dynamics or
infrastructural similarities/differences that contextualize Jamaican experiences.

Similarly, considering documented international challenges or controversies, such as the
potential negative consumer reactions to intrusive online advertising noted by Zhang et al. (2014)
in Western contexts, serves not as a direct warning but as a prompt to explore how Jamaican
consumers perceive and articulate issues of intrusiveness or advertising overload within their own
cultural framework. Comparing Jamaica's specific cultural, socio-economic, and regulatory
environment with those of other nations allows for a more nuanced appreciation of how these
macro-level factors might uniquely shape local digital marketing practices and, more importantly,
consumer interpretations and experiences. Discussions about internet penetration and digital
literacy in highly digitized nations like South Korea (Lee, 2017) provide contrast, prompting
deeper exploration into how Jamaica's specific digital infrastructure and literacy landscape shapes
the everyday experience of accessing and engaging with online marketing content, rather than
serving as a predictive benchmark. This international lens helps foreground the specificity and
uniqueness of the Jamaican context, which is central to this qualitative investigation. For Jamaican
businesses with international aspirations, understanding the diversity of global consumer
experiences and interpretations (Hortagcsu & Syverson, 2015) becomes crucial, highlighting the
limitations of assuming universal responses.

Understanding the dominant platforms and techniques used globally (social media, SEO,
email, influencer marketing, content marketing) is relevant primarily for recognizing the types of

stimuli Jamaican consumers are likely encountering, often originating from international brands
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or platforms operating globally. The focus remains on how these globally prevalent tools are
locally experienced and interpreted. Likewise, acknowledging the global discourse around cultural
factors shaping consumer perception reinforces the imperative of this study's deep dive

Into Jamaican cultural specifics, exploring how local preferences, attitudes, beliefs, and
customs inform interactions with digital marketing, rather than assuming universal psychological
responses.

Discussions of personalization, targeted advertising, and big data analytics internationally
are relevant here mainly as context for exploring Jamaican consumers' awareness, perceptions, and
feelings about these often-opaque practices. The study investigates their lived experience of being
targeted and tracked, and their interpretations of data use, rather than evaluating the influences of
these techniques based on global metrics like ROI or conversion rates, which fall outside the scope
of qualitative inquiry. Examining international industry case studies or technological trends (Al,
VR/AR) serves to contextualize the evolving environment, prompting questions about how
Jamaican consumers are currently experiencing or anticipating these shifts, rather than providing
templates for local implementation.

Revisiting the theoretical frameworks through an international lens further highlights the
need for contextual interpretation. Models like AIDA, while perhaps universally describing
potential conceptual stages, require qualitative exploration to understand how the journey from
awareness to action (or inaction) is actually experienced and narrated by individuals within
different cultural contexts, potentially deviating significantly from the linear model. Using
Mercedes-Benz as an example, the qualitative question isn't whether their global campaign follows

AIDA, but how a Jamaican consumer subjectively experiences encountering that campaign across
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platforms — does the messaging resonate culturally? Does the 'desire’ phase align with local
aspirations and economic realities?

Similarly, applying the Online Information Processing Model concepts (Information,
System, Service Quality) internationally, using Amazon as an example, underscores the challenge
of achieving perceived quality across diverse global users. For this study, it reinforces the need to
explore how Jamaican consumers subjectively evaluate these quality dimensions based on their
own expectations, needs, technical access, and cultural standards, rather than assuming objective
quality translates to uniform positive experience.

Finally, considering Cognitive Dissonance Theory globally, using Emirates as an
illustration, highlights the potential for discomfort when expectations set by marketing clash with
reality across cultures. However, the way dissonance is experienced, interpreted, and managed can
be culturally specific. This study seeks to understand how Jamaican consumers articulate and
navigate such potential discrepancies encountered through digital marketing, focusing on their
unique sense-making processes and emotional responses.

By incorporating an international perspective within this qualitative framework serves
primarily to enrich the context, sharpen the focus on local specificity, and enhance interpretive
sensitivity. It helps understand the broader digital environment Jamaican consumers inhabit and
the global discourses surrounding digital marketing. By comprehending and critically reflecting
on these international dimensions strategies, trends, theoretical applications, consumer issues
while remaining firmly grounded in the lived experiences and narratives of Jamaican participants,
this study can offer a more nuanced, culturally aware, and deeply interpretive understanding of

digital marketing engagement in its specific local context.



71

Regional Framework (The Caribbean)

The Caribbean digital landscape operates within the unique constraints of Small Island
Developing States (SIDS). Unlike the large, homogeneous markets often assumed in Western
digital marketing literature (e.g., US or UK), the Caribbean is characterized by fragmented
markets, high dependence on imported digital platforms (Facebook, Google), and distinct
infrastructural challenges. While regional internet penetration has grown significantly, usage is
often characterized by a "mobile-only" paradigm rather than "mobile-first,” driven by the high cost
of broadband and desktop hardware (Mihajlovic & Milosevic, 2018).

This creates a specific regional dynamic where social media platforms function as the
primary internet for many consumers. In the Caribbean, "The Internet” is often synonymous with
"Facebook™ or "WhatsApp." Consequently, digital marketing in the region cannot simply replicate
Western models of complex funnel marketing (e.g., Email -> Website -> Conversion). Instead, it
relies heavily on direct, conversational commerce within social apps. Furthermore, shared
historical and cultural legacies across the Caribbean have fostered a consumer base that is highly
community-oriented. Trust is often established through local networks and "word-of-mouth”
(digitized as shares/comments) rather than institutional brand credibility, necessitating marketing
strategies that prioritize community validation over broadcast messaging.

Exploring potential consumer preferences and attitudes across the Caribbean context is
valuable not to generalize, but to sensitize the research to potential themes. Factors like
demographic shifts, cultural values (e.g., importance of community, relationship orientation,
specific communication styles), lifestyle aspirations influenced by both local and global media,
varying socio-economic conditions affecting purchasing power and digital access, and linguistic

diversity (English, Spanish, French, Dutch, Creole languages) all contribute to the complex
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tapestry of consumer life in the region. This study uses awareness of these regional factors to
inform the interpretation of Jamaican narratives, considering how broader Caribbean cultural
values might resonate or be uniquely expressed locally, and how socio-economic realities shape
digital engagement possibilities and perceptions.

The profound cultural influences across the Caribbean, stemming from a complex blend of
Indigenous, African, European, and Asian heritages, are crucial for interpretive understanding.
Regional cultural expressions in music (like Reggae and Soca, as noted), food, language, social
interaction styles, and storytelling traditions form a significant part of the symbolic environment
within which digital marketing messages are received and interpreted. This study explores how
Jamaican consumers perceive digital marketing content in relation to these deeply rooted cultural
values and aesthetics. Does marketing feel culturally resonant or dissonant? How are local
identities navigated in response to globalized digital content? Understanding the potential
significance of cultural elements helps interpret participant responses regarding authenticity,
connection, and relevance.

Given the relatively limited body of academic research specifically focused on digital
marketing engagement within many Caribbean nations, drawing upon available regional findings,
case studies, or market reports serves primarily to provide contextual background and highlight
potential areas for deeper qualitative inquiry. Analyzing how businesses operate regionally or how
localized initiatives are perceived can offer clues about the operating environment and potential
consumer concerns or points of engagement. However, the core value lies in using this information
to sharpen the focus on the unique Jamaican experience, recognizing that even shared regional

trends are lived and interpreted through a specific national and local lens.
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Considering specific regional characteristics, such as the high prevalence of mobile internet
access via smartphones across much of the Caribbean, shifts the interpretive focus towards
understanding the lived experience of mobile-centric digital engagement. How does the dominance
of smaller screens, potential data cost considerations, and mobile-specific app interfaces shape
how Jamaican consumers encounter and interact with digital marketing? Similarly, the noted
popularity of specific social media platforms becomes a starting point for exploring how Jamaican
consumers experience marketing messages within those particular social environments — what are
the perceived norms, expectations, and trust dynamics specific to Facebook versus Instagram
versus WhatsApp in their daily lives?

Discussions about tailoring campaigns to regional preferences, such as featuring local
activities or cultural elements like music, are relevant here not as strategic prescriptions, but as
prompts to explore consumer perceptions of authenticity and cultural representation in marketing.
How do Jamaican consumers feel when they see local culture reflected (or perhaps

misrepresented) in digital ads? Does it foster connection, or does it sometimes feel like
superficial pandering? Qualitative inquiry allows for exploring these nuanced reactions.

Ultimately, engaging with the Caribbean regional framework serves to enrich the
interpretation of the specific Jamaican findings. It helps situate the narratives of Jamaican
participants within a broader geographical and cultural context, allowing for a more sophisticated
understanding of shared regional influences versus unique national or local specificities. It
reinforces the importance of avoiding generalizations and highlights the value of deep, context-
specific qualitative research like the present study. By appreciating the diverse Caribbean

landscape, the unique digital trends, the rich cultural tapestry, and the socio-economic realities,
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this study can offer a more grounded and insightful interpretation of how digital marketing is truly

experienced and made sense of by consumers in Jamaica.

Local Framework Jamaica

Jamaica presents a unique digital paradox: high mobile penetration coupled with
infrastructural and economic constraints that shape a distinct mode of consumer behavior. Unlike
Western markets where desktop-based e-commerce drove early adoption, Jamaica’s digital
evolution is overwhelmingly mobile-first. Reports indicate that while internet penetration is high
(approx. 55%), it is frequently accessed via limited data plans on smartphones (Datareportal,
2020). This infrastructural reality means that Jamaican consumers are often "data-conscious,"”
favoring platforms like Instagram and WhatsApp that offer visual richness with perceived lower
data friction compared to navigating complex, data-heavy websites.

Culturally, Jamaica is a high-context society where communication is deeply embedded in
social cues, linguistic nuance (Patois), and shared values (Hall, 1976). Marketing literature
suggests that in such contexts, the "authenticity” of a message is often judged by its cultural fit.
For the Jamaican consumer, digital marketing that utilizes standard, "corporate™ English without
acknowledging local vernacular or visual codes may trigger skepticism or be dismissed as
"foreign” and irrelevant. Conversely, content that integrates local cultural touchstones music,
humor, and relatable narratives can bypass skepticism and foster the trust necessary for
engagement (Dillon, 2018).

This local framework, therefore, moves beyond the generic "global consumer” to posit a
Jamaican Digital Consumer who is discerning, mobile-dependent, and highly sensitive to cultural

authenticity. Their engagement is not merely a transaction but a social negotiation, where brand
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trust is contingent on the marketer's ability to demonstrate cultural competence and respect for data
privacy within a small, interconnected society.

A deep appreciation of the Jamaican cultural milieu is central to this interpretive endeavor.
Culture is not treated as a variable influencing 'receptiveness,’ but as the fundamental context
within which meaning is made. The analysis remains attuned to how elements of Jamaican culture
including music (Reggae, Dancehall, etc.), art, religious beliefs and practices, linguistic
expressions (Patois), storytelling traditions, and social norms might inform consumers'
interpretations, aesthetic preferences, trust judgments, and overall experience of digital marketing
messages. The aim is to understand how marketing content resonates (or fails to resonate) with
these cultural frameworks from the consumer's perspective, moving beyond surface-level
'sensitivity' towards a deeper interpretive grasp of cultural meaning-making in relation to
commercial communication.

This local framework is also informed by relevant theoretical paradigms, used here as
interpretive lenses rather than predictive models. Specific theories, such as the Theory of Reasoned
Action (TRA) / Theory of Planned Behavior (TPB) (Fishbein and Ajzen, 1975; Ajzen, 1991) or
the Technology Acceptance Model (TAM) (Davis, 1989), offer conceptual language (attitudes,
subjective norms, perceived control, perceived usefulness, perceived ease of use) that can help
sensitize the analysis to particular dimensions of consumer experience. For instance, TRA/TPB
concepts guide exploration into how consumers articulate their evaluations, perceive social
expectations, and describe their sense of agency regarding digital engagement. TAM concepts
prompt inquiry into how the usability and perceived utility of platforms are subjectively
experienced. By critically engaging with these theoretical models in dialogue with the specific

Jamaican context and the rich qualitative data, the study aims to build a contextually grounded
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understanding, acknowledging how lived experiences may align with, diverge from, or nuance
these established frameworks, rather than simply 'determining influences'.

Ultimately, this focus on the local Jamaican context necessitates a thorough exploration of
how digital marketing feels and matters to people living within it. Understanding the specific
digital environment high mobile usage suggesting a 'digital-first' experience for many, the specific
platforms dominating social life, the nature of local online content and influencer culture provides
the essential setting. Exploring the socio-cultural fabric the dynamic interplay of music, language,
art, and social values offers the interpretive key to understanding how messages resonate. This
deep contextual grounding is paramount for interpreting the narratives of Jamaican consumers
regarding their digital marketing encounters.

Contextual Dimension

The Consumer Perspective

Placing the consumer perspective at the center is fundamental to this qualitative
methodology and essential for understanding digital marketing beyond strategic intent or
quantitative metrics. Consumers are the active interpreters of marketing communications; their
lived experiences, perceptions, feelings, and narratives provide invaluable, irreplaceable insights
into how digital marketing actually functions in their lives (Meire et al., 2019). Exploring these
perspectives allows us to understand:

Placing the consumer perspective at the absolute center is the cornerstone of this qualitative
methodology. Unlike approaches that prioritize aggregated data or strategic outcomes, this study
contends that truly understanding digital marketing requires delving into the subjective realities,
interpretations, and lived experiences of the individuals who encounter and interact with it daily.

Consumers are not passive recipients but active meaning-makers; therefore, eliciting and carefully
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interpreting their personal narratives, feelings, and perspectives provides indispensable insights
into how digital marketing actually functions within the social fabric of Jamaica, revealing nuances
often invisible to quantitative analysis or top-down strategic assessments (Meire et al., 2019).

A crucial area for exploration is the consumer's experience with personalization. Beyond
simply noting whether personalized ads are present, this study investigates how Jamaican
consumers actually feel about marketing messages tailored, often algorithmically, to their
perceived interests, behaviors, or demographics. Do these encounters evoke a sense of being
understood and catered to, fostering feelings of relevance and helpfulness? Or, conversely, do they
trigger discomfort, annoyance, or a sense of intrusive surveillance and manipulation? Qualitative
inquiry allows for exploring the complex ways consumers navigate the potential dichotomy
between appreciating convenient relevance and harboring significant concerns about data privacy
and the opaque mechanisms behind targeting (a tension highlighted in studies like Hayashi's,
2020). By listening to their narratives, we can uncover the subjective reality of being 'known' and
targeted by marketers in the digital sphere, understanding the specific contexts, types of
personalization, and personal values that shape whether the experience feels beneficial or invasive
within the Jamaican cultural context.

Equally important is understanding platform and content engagement from the consumer's
viewpoint. This involves exploring how consumers describe their distinct interactions with the
various digital platforms where marketing appears. How does the experience of scrolling through
visually-driven content and ads on Instagram, for instance, feel different from engaging with
marketing messages within the more functional context of email, or information seeking via search
engines (related to platform differences noted by Meng et al., 2017)? Furthermore, the study delves

into what kinds of content be it specific types of imagery, video styles, textual tones, influencer
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personas, or interactive features consumers articulate as genuinely resonant, authentic,
trustworthy, or engaging to them, and crucially, why. Qualitative methods like in-depth interviews
and focus group discussions are uniquely suited to eliciting these rich, detailed descriptions and
preferences directly from consumers, providing insights into the aesthetic, emotional, and cultural
factors that make content meaningful beyond simple click-through metrics.

The study also recognizes the importance of understanding the overall digital journey
experience. Consumer interactions with specific marketing messages do not occur in isolation but
are embedded within broader encounters with brands online. Therefore, this research explores how
consumers narrate their holistic experiences, encompassing aspects like the perceived ease or
difficulty of navigating brand websites or apps discovered through marketing, the smoothness or
frustration associated with online transaction processes (where relevant), and the lingering feelings
or attitudes resulting from post-interaction service or follow-up communication (informed by work
like Huang et al., 2004). Understanding satisfaction or dissatisfaction across this broader journey
provides essential context for interpreting reactions to specific marketing touchpoints and for
appreciating how cumulative digital experiences shape overall brand perceptions and loyalty
considerations from the consumer's lived perspective.

Finally, situating consumer experiences within the context of navigating broader digital
shifts is essential. How do Jamaican consumers talk about and make sense of the ongoing transition
towards e-commerce, the increased reliance on digital channels for information and services
(particularly potentially accelerated by events like the COVID-19 pandemic, as discussed by
Murphy, 2020), and the evolving role of digital platforms in society? Exploring their attitudes,
adaptations, anxieties, or enthusiasm regarding these larger changes provides crucial context for

understanding how they perceive digital marketing's function and significance within this
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transforming landscape. Their narratives reveal how macro-level digital shifts are experienced at
the micro-level, influencing their receptivity and interpretation of specific marketing practices.

In essence, every facet of this investigation prioritizes eliciting, honoring, and meticulously
interpreting the narratives of Jamaican consumers. This commitment to understanding digital
marketing ‘from the inside out' stems from the conviction that their subjective realities,
perceptions, and meaning-making processes are not just supplementary data points, but are
absolutely key to comprehending the complex, dynamic, and culturally embedded phenomenon of
digital marketing engagement in contemporary Jamaica.

Industry Experts: Contextualizing Practice

Incorporating insights from industry professionals and digital marketing experts operating
within Jamaica offers valuable contextual understanding of the practical landscape. Their
perspectives bridge academic concepts and on-the-ground realities, highlighting prevailing trends,
common practices, perceived challenges, and strategic adaptations specific to the Jamaican market.
This context helps in interpreting consumer narratives by providing awareness of the industry
environment consumers are reacting to. Experts can shed light on:

Incorporating insights gleaned from industry professionals and digital marketing experts
operating within Jamaica provides an invaluable layer of contextual awareness, enriching the
interpretation of consumer narratives by illuminating the practical environment and strategic
intentions behind the marketing consumers encounter. Understanding perceived market trends
from the experts' viewpoint such as observed shifts in consumer platform preferences (e.g.,
towards TikTok or Instagram), the perceived utility of different digital channels, or the nascent
adoption of emerging technological applications like Al in local campaigns (informed by global

trends like those discussed by Holmes & Atwong, 2015) offers a crucial snapshot of the dynamic



80

industry landscape. This awareness helps situate consumer accounts, allowing the researcher to
better understand the specific technological and strategic currents participants are navigating, even
if they don't explicitly name these trends themselves. It provides context for interpreting consumer
mentions of new platforms or changing ad formats.

Furthermore, gaining insight into local strategies and innovations employed by
practitioners is vital. Understanding how marketers actively attempt to tailor campaigns by
incorporating specific Jamaican cultural elements, leveraging local events, or collaborating with
Jamaican influencers (as explored conceptually by Moraes et al., 2014) provides concrete
examples of the marketing stimuli consumers are likely reacting to. Knowing the intended strategy
(e.g., aiming for cultural resonance) allows for a more nuanced interpretation of the consumer's
perception of that strategy — was it experienced as authentic and engaging, or perhaps as contrived
or stereotypical? This insider perspective on local campaign tactics helps bridge the gap between
marketing intent and consumer reception as described in participant narratives.

Hearing directly about the practical challenges faced by marketers in Jamaica such as
infrastructural limitations (e.g., variable internet quality affecting user experience), digital skill
gaps, significant budget constraints compared to international standards, or navigating specific
regulatory hurdles like the Data Protection Act (related to challenges discussed broadly by Tiago
& Verissimo, 2014) provides essential context for understanding potential inconsistencies,
limitations, or even failures in the digital marketing experiences consumers receive. Awareness of
these constraints allows for a more grounded interpretation of consumer frustrations or
descriptions of subpar online interactions, attributing them not solely to individual business

failings but potentially to broader systemic issues within the local operating environment.
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Recognizing that digital marketing does not operate in a vacuum but exists within a
broader, complex media ecosystem that still prominently features traditional marketing channels
(such as television, radio, print media, and billboards) is crucial for achieving a truly holistic
contextual understanding of consumer experience in Jamaica. Adopting this perspective involves
actively exploring how consumers navigate, perceive, and potentially integrate or differentiate
their experiences across this multi-channel landscape. Simply focusing on digital interactions in
isolation risks creating an artificial and incomplete picture of the persuasive environment
individuals Acknowledging the enduring relevance of traditional channels is paramount.
Particularly for certain demographic segments (e.g., older populations) or within geographic areas
of Jamaica experiencing limited or costly digital access, traditional media may remain primary
sources of information and entertainment (as suggested by general principles noted by Kumar &
Rajan, 2012). Understanding this reality provides a more accurate baseline for interpreting any
given participant's overall media consumption patterns and potential sources of brand awareness
or influence. It ensures that interpretations of digital engagement are grounded in a realistic
assessment of the individual's complete media environment, preventing an overstatement of
digital's exclusive role.

Furthermore, this perspective necessitates exploring how consumers experience integrated
marketing campaigns that intentionally bridge traditional and digital platforms (aligned with IMC
concepts, Kitchen et al., 2008). Qualitative inquiry can delve into consumer narratives about
encountering a brand message via a traditional medium (like a TV ad) and subsequently seeking
more information online (e.g., via search or social media), or vice-versa (Newell, 2016).
Understanding how consumers make sense across these different channels, how they perceive the

consistency (or inconsistency) of messaging, and how experiences in one medium might shape
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their perception of the brand in another, offers rich insights into their cross-channel meaning-
making processes.

Critically, investigating perceptions of trust and credibility associated with different media
types is essential for interpretation. Do Jamaican consumers, as suggested by some studies in other
contexts (Lawlor et al., 2016), articulate different levels of trust or skepticism towards information
encountered via traditional advertising versus digital advertising (including social media or
influencer content)? Exploring these comparative perceptions is key to understanding why
consumers might weigh information from different sources differently or react to similar messages
with varying degrees of belief or resistance based purely on the channel of delivery. Listening for
these distinctions in participant narratives is vital for accurately interpreting their responses to
specific marketing messages. Therefore, understanding the coexistence, interaction, and
differential perception of traditional and digital marketing helps situate Jamaican consumers'
digital experiences within their full, complex media lives, enabling a more robust and contextually
sensitive interpretation of their engagement with digital advertising specifically encounter daily.

Finally, expert perspectives on the future outlook of digital marketing in Jamaica (related
to forecasting discussions like (Yannopoulou et al., 2013) help situate the current study within an
evolving trajectory. Understanding where practitioners see the field heading provides a temporal
context for interpreting present-day consumer attitudes, concerns, and experiences. Are
consumers' current hopes or fears aligned with the anticipated future? This forward-looking
context underscores the dynamism of the subject matter. Ultimately, the value derived from these
expert insights lies fundamentally in enriching the researcher's contextual awareness. They offer a

practical, operational counterpoint to the consumer perspective, leading to a more holistically
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informed and rounded interpretation of the qualitative data, rather than serving as definitive
evidence of 'best practices' or objective measures of marketing influences.

Response to Changing Technology in Marketing

The governmental, legal, and policy environment forms another critical layer of context
influencing both marketing practices and consumer experiences, particularly concerning trust and
access. Considering this perspective involves exploring:

Understanding the perceived regulatory and policy landscape surrounding digital activities
in Jamaica forms another critical layer of context for interpreting consumer narratives. This
involves exploring how governmental frameworks and initiatives related to data protection, digital
access, and consumer rights might implicitly or explicitly shape the environment consumers
navigate and their resulting experiences, feelings, and trust perceptions.

A key area is Data Protection and Privacy. The existence of legislation like Jamaica's Data
Protection Act (2020) is not just a legal reality for businesses; for consumers, its perceived
presence (or absence) and anticipated enforcement can significantly influence their feelings of
security or vulnerability when sharing personal information or encountering targeted digital
marketing. This qualitative study explores how aware Jamaican consumers are of such regulations,
what meanings they ascribe to data privacy, and how their perceptions of legal protection (or lack
thereof) impact their trust in brands and platforms that collect and use their data. Do they feel
empowered by such laws, remain skeptical about their influences, or feel largely unaware?
Exploring these subjective perceptions, perhaps contextualized by international discussions around
regulations like GDPR (Hornuf & Schwienbacher, 2018), provides crucial insight into the
foundations of digital trust as experienced by Jamaican consumers, moving beyond simple

acceptance or rejection of personalized marketing.
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Furthermore, government policies or programs aimed at influencing Digital Access and
Literacy Initiatives such as efforts to expand internet infrastructure, cybersecurity awareness
campaigns, or educational programs like 'Tablets in Schools' (MOEY, 2020) directly shape the
lived reality of digital engagement for different segments of the population. This study considers
how varying levels of access (affordability, reliability) and digital competence, potentially
influenced by such initiatives, might impact consumers' ability, confidence, and willingness to
navigate digital marketing landscapes. How do consumers with different levels of perceived digital
skill describe their experiences with online platforms or e-commerce? How does the cost or
availability of internet access feature in their narratives about online activity? Understanding these
practical realities and perceived competencies provides essential context for interpreting
differences in engagement patterns and attitudes described by participants.

Finally, the perceived role and visibility of Consumer Protection bodies, like the Consumer
Affairs Commission (CAC, 2021), in overseeing ethical marketing practices within the digital
sphere can influence broader consumer sentiment. This study remains attentive to how consumers
perceive the existence and influences of mechanisms designed to ensure fairness and address
grievances related to digital marketing. Do they feel there are avenues for recourse if they
encounter deceptive practices? Does the perceived presence of regulatory oversight contribute to
a general sense of trust or skepticism towards the digital marketplace? Understanding this
perceived landscape of protection and accountability helps interpret consumer narratives around
fairness, ethical treatment, and overall confidence when interacting with brands online.
Collectively, grasping the perceived regulatory and policy environment allows for a richer
interpretation of consumer accounts concerning trust, privacy, agency, access, and fairness within

their digital interactions.
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Acknowledging the significant role and unique characteristics of Small and Medium
Enterprises (SMEs) within Jamaica's economy provides another essential contextual dimension for
this qualitative study. Understanding that consumers interact not only with large corporations but
also frequently with smaller, local businesses is crucial, as SMEs often operate with distinct
resource capacities, strategic approaches, and potentially different types of customer relationships.
Recognizing this context enriches the interpretation of consumer experiences with digital
marketing.

The often-present resource constraints faced by SMEs in terms of financial budgets for
advertising, access to advanced digital marketing tools, specialized technical skills, or dedicated
personnel time (Jones et al., 2014) likely influence the nature, frequency, and sophistication of the
digital marketing consumers encounter from these businesses. Consumer narratives might reflect
this reality implicitly; they might describe SME online presences that feel less polished, more
reliant on organic social media efforts, or perhaps more direct and personal than the campaigns of
larger firms. Being aware of these potential SME realities allows the researcher to interpret
consumer perceptions with greater nuance. For example, is a simpler SME website experienced as
refreshingly straightforward or frustratingly basic? Is infrequent social media posting perceived as
authentic restraint or neglect? Contextual awareness prevents simplistic judgments and facilitates
a deeper understanding of how consumers make sense of marketing efforts produced under varying
conditions.

Understanding how SMEs often leverage potentially more affordable and accessible digital
tools, such as maintaining a Facebook page, using Instagram for visual presence, or employing
basic email marketing (Gilmore et al., 2007), helps contextualize the primary digital touchpoints

through which consumers might experience many local businesses. This study explores how
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consumers perceive these specific types of interactions. Does engaging with an SME primarily
through direct messages on Instagram foster a different sense of relationship compared to
navigating a large corporation's complex website and automated chat functions? How is the 'online
presence’ of an SME interpreted when it relies heavily on just one or two platforms? This context
shapes the understanding of consumer narratives describing their discovery of and interaction with
local enterprises online.

Furthermore, the potential for SMEs to exhibit greater adaptability and a closer, more
personalized customer focus due to their smaller scale (Odoom et al., 2017) is a key area for
exploration through the consumer lens. This qualitative inquiry listens for whether consumers
describe experiencing this potential difference. Do interactions with SMEs via digital channels
feel more responsive, understanding, or tailored compared to experiences with larger companies?
Or do resource limitations sometimes hinder SMEs from delivering on this potential? Exploring
consumer narratives about responsiveness, problem resolution, and perceived personalization from
SMEs versus larger firms provides valuable insights into how business size and structure might
translate into tangible differences in the lived digital customer experience.

Finally, recognizing the systemic challenges SMEs face in the digital realm, including
needs for training, funding, or infrastructural support (Mazzarol, 2015), provides crucial context
for interpreting consumer experiences that might seem suboptimal. If consumers describe
difficulties finding information online for a local SME or experiencing inconsistent digital service,
awareness of these broader challenges allows for a more holistic interpretation, situating the
consumer's experience within the larger ecosystem affecting SME digital capacity. This
understanding also subtly informs the potential relevance of the findings for broader discussions

about supporting local economic development. Integrating the SME perspective is therefore vital
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for adding depth, realism, and practical grounding to the interpretation of consumer narratives,
acknowledging the diversity of business contexts shaping the digital marketing landscape
consumers navigate in Jamaica.

Acknowledging the distinct position of Small and Medium Enterprises (SMESs) within
Jamaica's economic and social fabric provides another vital layer of context for interpreting
consumer experiences with digital marketing. SMEs often operate under vastly different
conditions compared to larger corporations, facing unique challenges and leveraging distinct
opportunities, which inevitably shapes the nature of the digital marketing encounters consumers
have with these crucial local businesses. Recognizing potential resource constraints limitations
in budgets, specialized digital marketing skills, or dedicated personnel time (Jones et al., 2014)
helps contextualize the types and sophistication of digital marketing consumers might experience
from SMEs. Consumers' narratives about encountering SME marketing might reflect these
realities; perhaps describing campaigns that feel less polished, more intermittent, or rely heavily
on organic social media rather than extensive paid advertising. Understanding this context prevents
simplistic interpretations and allows for appreciating how consumers perceive marketing efforts
that may appear different from those of larger, resource-rich firms potentially interpreting them as
more 'grassroots’, authentic, or perhaps less professional, depending on their perspective.

Furthermore, understanding how SMEs often strategically leverage potentially
more affordable and accessible digital tools, such as basic social media profiles (e.g., on Instagram
or Facebook) and email marketing (Gilmore et al., 2007), helps shape the interpretation of
consumers' descriptions of SME online presence. Consumers might primarily experience local
SMEs through these specific channels. Qualitative exploration can delve into how this channel

focus feels to consumers: Does it make the SME seem more approachable, community-integrated,
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or perhaps less technologically advanced? How do consumers compare these often more direct,
platform-specific interactions with the potentially more complex, multi-channel digital presence
of larger companies? Understanding the typical digital footprint of SMEs provides essential
background for making sense of consumer narratives about discovering, interacting with, and
forming perceptions of these local businesses online.

Finally, recognizing the systemic challenges and support needs of SMEs in the digital
sphere (Mazzarol, 2015) provides crucial context for interpreting both consumer experiences and
potential broader implications. If consumers describe inconsistent digital communication or
limited online service from SMEs, an awareness of the potential underlying resource or skill
constraints allows for a more empathetic and nuanced interpretation, avoiding simple attributions
of poor service. It highlights how the consumer experience is shaped not just by individual business
efforts but also by the broader ecosystem supporting (or failing to support) SME digital capacity.
This understanding can also subtly inform interpretations relevant to potential policy discussions
aimed at fostering a more robust and equitable digital economy for smaller Jamaican enterprises,
which ultimately impacts the digital experiences available to consumers. Integrating the SME
perspective thus enriches the overall contextual understanding, allowing for a more grounded and
realistic interpretation of consumer narratives within the diverse Jamaican business landscape.

Moreover, the perceived adaptability and potential for closer customer focus often
associated with SMEs (Odoom et al., 2017) presents a key area for qualitative exploration
regarding consumer experience. Does the relative agility of SMEs translate into digital interactions
that consumers perceive as more personalized, responsive, or genuinely relational compared to
interactions with larger, more bureaucratic firms? This study listens for consumer narratives that

might reflect such differences or perhaps highlight instances where resource limitations hinder
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SMEs from delivering the personalized digital experiences they might aspire to. Exploring
consumer perceptions of SME responsiveness and customer care within digital channels offers
rich insights into whether the 'small business advantage' manifests in the online realm from the
customer's point of view.

Psychological Insights

Finally, drawing upon psychological concepts offers valuable interpretive lenses for
understanding the subjective dimensions of consumer responses, moving beyond purely
behavioral or sociological explanations. These concepts are used to sensitize the analysis to
potential underlying feelings, motivations, and cognitive processes as described by participants,
rather than as deterministic explanations of behavior.

Integrating psychological perspectives provides crucial interpretive lenses for delving into
the subjective dimensions of Jamaican consumers' responses to digital marketing, moving beyond
surface behaviors to explore the underlying human experience. Recognizing that engagement
is deeply intertwined with internal states, this qualitative inquiry remains highly attuned to the
emotional landscape evoked by digital advertising. By carefully listening for how consumers
articulate their affective responses whether they describe feelings of amusement, annoyance,
intrigue, anxiety, connection, alienation, trust, or skepticism when encountering specific ads or
platforms we gain vital insights into the felt quality of these interactions (Nisar & Whitehead,
2016). Understanding these articulated emotions, in their richness and complexity, is essential for
interpreting how consumers form perceptions of brands and evaluate their digital encounters,
revealing dimensions often obscured by simple metrics of engagement or sentiment.

Furthermore, an awareness of potential cognitive biases, such as the reciprocity principle,

anchoring effects, or scarcity heuristics (Alodia & Gotardo, 2020), serves as a valuable interpretive
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tool, not to definitively label consumer thinking, but to sensitize the analysis to how consumers
might perceive and react to marketing tactics potentially leveraging these tendencies. The focus
remains firmly on the consumer's subjective experience and interpretation: How do they narrate
their reactions to 'free’ offers, limited-time deals, or strategically presented information? Do their
accounts suggest an uncritical acceptance, a conscious recognition of the tactic, a feeling of being
cleverly persuaded, or perhaps resistance and skepticism? Exploring these narratives allows for a
nuanced understanding of how consumers navigate potentially manipulative aspects of digital
marketing, revealing their own sense-making processes rather than assuming biases automatically
dictate behavior.

Crucially, this research prioritizes exploring the motivations underpinning consumer
engagement and disengagement. Moving beyond simply observing actions like clicks or
purchases, qualitative inquiry delves into the articulated 'why'. By listening for consumers'
descriptions of their needs, desires, goals, aspirations, values, or even fears that drive their
interaction (or lack thereof) with digital marketing (Winer, 2009), we achieve a much deeper
understanding. How does a specific Instagram ad connect with their sense of identity or aspiration?
Why do they choose to seek information via SEO for certain products but not others?
Understanding these intrinsic and extrinsic motivators, as expressed by consumers themselves, is
key to interpreting the perceived relevance and personal significance of digital marketing in their
lives.

Similarly central to this qualitative approach is understanding attitudes, not as static scores,
but as dynamically expressed evaluations and feelings. The research explores the nuances of how
Jamaican consumers articulate their judgments about specific advertisements, the platforms they

appear on (like Instagram), data collection practices, or particular brands encountered online
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(Ajzen, 2001). Qualitative methods allow for probing the reasons behind these expressed attitudes
the experiences, beliefs, and values that inform their liking, disliking, trust, or mistrust providing
a richness and depth unattainable through simple attitudinal scales.

Finally, while this study does not aim to measure personality traits, conceptual awareness
of individual differences such as varying levels of need for cognition, susceptibility to social
influence, or tendencies towards self-monitoring (Matzler et al., 2016) can inform the
interpretation of diversity within the participant narratives. Sensitivity to these concepts helps the
researcher recognize and make sense of potential variations in how different individuals describe
processing information, reacting to social cues online, or presenting themselves in digital
interactions. It aids in appreciating the heterogeneity of consumer experience without resorting to
fixed trait-based explanations. By weaving together these psychological perspectives, the analysis
gains significant interpretive depth, enabling a more holistic and humanized understanding of the
complex inner world shaping how Jamaican consumers engage with the digital marketing
environment.

Integrating these psychological perspectives enriches the interpretation of consumer
narratives by providing conceptual tools to explore the inner world feelings, thoughts, reasons
behind their engagement with digital marketing. Reconnecting with locally identified values like
trust, community, and convenience through this psychological and experiential lens is crucial for
understanding resonance.

By weaving together an understanding of Jamaica's specific digital environment, its rich
socio-cultural milieu, insights from diverse perspectives (consumers, experts, SMEs,
policymakers, traditional marketing context), and the interpretive potential of relevant theoretical

frameworks (including psychological concepts), this study constructs a holistic and contextually



92

grounded local framework. This framework is designed not to predict influences, but to guide a
deep, nuanced, qualitative exploration of how Jamaican consumers experience, interpret, and make
sense of digital marketing in their unique setting. This comprehensive approach, prioritizing lived
experience and contextual sensitivity, is essential for generating meaningful insights that
contribute to both academic understanding and a more reflective, human-centered appreciation of
digital marketing's role in Jamaica.

In conclusion, the Caribbean and Jamaican frameworks reveal a digital landscape defined
by mobile-first adoption, infrastructural constraints, and a high demand for cultural authenticity.
These local realities contextualize the theoretical constructs of TAM and CRM discussed earlier.
This sets the stage for addressing Research Question 1 (RQ1) and Research Question 3 (RQ3),
which specifically ask how Jamaican cultural context, values, and infrastructural realities mediate
the interpretation and acceptance of digital marketing strategies.

2. 5 Theoretical Controversies

The field of digital marketing is far from settled, particularly regarding its role in shaping
consumer behavior in contexts like Jamaica. The discipline is characterized by contentious issues,
ongoing debates, and divergent viewpoints among academics, practitioners, and consumers. These
contrasting perspectives often stem from differing ethical stances, methodological preferences, and
vested interests. Acknowledging and exploring these controversies is essential for this qualitative,
exploratory study, as they illuminate the complex tensions and ambiguities inherent in the
phenomenon under investigation. Understanding these debates enriches the research process not
by seeking definitive answers to questions of ‘influences', but by providing crucial context for
interpreting the nuances, contradictions, and critical perspectives that may emerge from Jamaican

consumer narratives.
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This section delves into some of the primary controversies and debates surrounding digital
marketing, moving beyond a simple inventory of opposing arguments to consider how these
tensions might manifest in the lived realities and subjective understandings of consumers. For
instance, debates surrounding data privacy versus personalization benefits are not just abstract
policy discussions; they reflect real anxieties and trade-offs experienced by individuals navigating
targeted advertising. Controversies over the authenticity of influencer marketing versus its
commercial nature directly impact how consumers perceive credibility and build (or lose) trust
online. Debates about the relative influence of global platforms versus the importance of local
cultural relevance speak to the complex identities and information environments consumers
negotiate daily. Furthermore, discussions about information overload, digital fatigue, algorithmic
bias, and the ethical boundaries of persuasive technologies all point towards potential sources of
consumer frustration, skepticism, or unease that qualitative inquiry is well-suited to explore.

By examining these differing viewpoints those emerging from scholarly critiques, industry
practices, regulatory efforts, and consumer advocacy this study gains a more holistically informed
and critically aware perspective. It allows the researcher to approach participant narratives with
greater sensitivity to the potential underlying concerns, power dynamics, and ethical dimensions
shaping their experiences. Understanding these ongoing debates helps to interpret consumer
accounts not just at face value, but in relation to broader societal discussions and tensions
surrounding technology, commerce, culture, and identity in the digital age. This contextual
awareness is indispensable for moving beyond simplistic interpretations and appreciating the full
complexity and polyvocality surrounding digital marketing's role within the specific socio-cultural
landscape of Jamaica. Ultimately, engaging with these controversies strengthens the analytical

rigor and interpretive depth of this qualitative investigation.



94

Digital Divide and Inequitable

While TAM and TRA/TPB offer conceptual language often used to analyze technology
adoption and behavioral intention, acknowledging the significant theoretical and conceptual
critiques leveled against them is crucial for grounding this qualitative study in a more nuanced
understanding of human experience. These critiques highlight limitations that underscore the need
for interpretive approaches focused on richer, context-specific realities.

The Technology Acceptance Model (TAM), centered on perceived usefulness (PU) and
perceived ease of use (PEOU), has been criticized for its oversimplification of human motivation
and behavior (Bagozzi, 2007). From a qualitative standpoint, its focus on rational calculation often
neglects the profound influence of emotions, social dynamics beyond prescribed norms, individual
personality differences, aesthetic considerations, habitual patterns, trust issues, and broader
cultural values that shape technology interaction. The assumption of user rationality fails to capture
the complexity of lived experience, where decisions are often intuitive, affective, or context-
dependent. Furthermore, the conceptualization of PU and PEOU themselves can be problematic;
what constitutes 'useful’ or 'easy' is highly subjective and context-dependent. Qualitative inquiry
allows us to explore how Jamaican consumers themselves define usefulness and ease, rather than
imposing predefined operationalizations, and to understand how these perceptions vary
significantly across individuals and situations, influenced by factors TAM overlooks. TAM's
limitations highlight the need to move beyond its narrow cognitive focus to explore the holistic
experience.

Similarly, the Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB),
which emphasize attitudes, subjective norms, and perceived control leading to intentions, face

critiques relevant to this study. Their primary assumption of rational, deliberative decision-making
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often fails to account for the significant role of affective responses (emotions, moods), impulsive
actions, ingrained habits, situational factors, and unconscious biases in shaping everyday behavior
(Sniehotta et al., 2014). Consumers' interactions with digital marketing are rarely purely rational
calculations; they are often fleeting, emotionally charged, or influenced by immediate context.
Additionally, the conceptual breadth of TRA/TPB can sometimes be a limitation; while aiming for
general applicability, the models may lack the specificity needed to capture the unique variables
and nuances operating within distinct domains like digital marketing engagement in a specific
cultural context like Jamaica.

Recognizing these critiques reveals a significant gap addressed by this study: the prevalent
reliance in some theoretical traditions on rational, intentional models of decision-making. This
qualitative research explicitly seeks to explore the messier, richer realities often excluded the
emotional reactions to ads, the impulsive clicks, the habitual scrolling, the subtle influence of
cultural background, the impact of unconscious biases on perception. By moving beyond the
confines of these rational models, this study aims to provide a more holistically grounded and
experientially authentic understanding of how Jamaican consumers engage with digital marketing,
acknowledging the full spectrum of human cognition, emotion, and social situatedness. This may
involve drawing interpretively on concepts from other perspectives, such as ELM's peripheral
route or theories emphasizing emotion, not to replace TAM/TRA but to achieve a more
comprehensive interpretive synthesis grounded in participant narratives.

Understanding the prevailing socio-cultural milieu within which Jamaican consumers live,
interact, and interpret the world is absolutely fundamental to this qualitative, exploratory study.
The efficacy, reception, and meaning of digital marketing are profoundly shaped not just by

individual psychology or technology design, but by the shared values, beliefs, norms, practices,
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historical legacies, and social structures of Jamaican society. Exploring this context provides
indispensable insights into the factors influencing consumer responses to digital marketing
strategies and campaigns, moving beyond universal assumptions to grasp local specificities (Luna
& Gupta, 2001).

The significance of culture is paramount. Jamaica possesses a unique and dynamic cultural
identity a vibrant fusion drawing from African, European, Asian, and Indigenous roots that deeply
informs consumer values, aesthetic preferences, communication styles, consumption patterns, and
trust dynamics. This study actively explores how cultural elements such as the rhythms and lyrical
themes of Jamaican music (Reggae, Dancehall), the visual language of local art and design, the
role of religion and spirituality in everyday life, the nuances of Jamaican Patois and standard
English, prevalent storytelling traditions, and community values shape how consumers perceive,
interpret, and feel about digital marketing messages. The goal is to understand when marketing
content feels culturally resonant and authentic, fostering connection, versus when it feels
alienating, stereotypical, or culturally tone-deaf (De Mooij & Hofstede, 2010). Qualitative
methods are essential for uncovering these subtle interpretive dynamics.

Various social factors, including the influence of family structures, peer groups,
community ties, perceptions of social status, and the specific nature of online social networks
within Jamaica, also significantly shape digital engagement. This study investigates how these
social relationships and hierarchies influence consumer perceptions and acceptance of digital
marketing. How does word-of-mouth operate within Jamaican online communities? How are
recommendations from family or close friends weighed against influencer endorsements or online
reviews (related to Rahman et al., 2018)? Understanding the lived experience of social influence

within the specific context of Jamaican online and offline networks is key.
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Broader societal issues, values, or trends also form part of the interpretive context. For
example, growing global (and potentially local) awareness regarding sustainable and ethical
consumption might shape how Jamaican consumers respond to brands promoting environmental
or social responsibility via digital channels (Bianchi & Andrews, 2015). Similarly, major societal
events, such as the COVID-19 pandemic, have undeniably shifted reliance on digital platforms
and potentially altered attitudes towards online commerce and communication (Kumar et al.,
2021). Exploring how consumers narrate the influence of these broader societal currents on their
digital lives and marketing interactions provides crucial context. By deeply embedding the analysis
within Jamaica's specific socio-cultural context, this study aims to offer insights that are not only
nuanced and interpretive but also genuinely reflective of the lived realities influencing consumer
engagement with digital marketing.

Trust in Digital Marketing Channels

A significant area of complexity and ongoing discussion, central to understanding
consumer engagement in Jamaica, revolves around perceptions of trust associated with digital
marketing channels compared to more established, traditional media. This isn't simply a question
of definitively measuring which channels are 'more trusted,’ but rather involves exploring the
nuanced, often ambivalent, feelings and evaluations consumers articulate based on their lived
experiences. Concerns frequently surface in broader discourse regarding the potential for
misinformation, fraudulent activities, intrusive data collection, and privacy violations proliferating
across various digital platforms (Bhatt et al., 2021). From the interpretive perspective of this study,
these concerns are not just abstract risks but potential sources of real anxiety, skepticism, and

eroded confidence that profoundly shape how individuals approach digital content, including
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marketing messages. This research delves into how Jamaican consumers perceive and articulate
these risks. How do they describe their strategies for evaluating the trustworthiness of information
or offers encountered online? What experiences have shaped their feelings of security or
vulnerability when interacting with digital marketing? Do they express a differential sense of trust,
perhaps feeling more secure with familiar traditional media outlets (television, radio) for certain
types of information, even while actively using digital platforms for others? Understanding these
subjective trust landscapes is crucial.

Conversely, the undeniable and escalating reliance on smartphones and increasing internet
connectivity across Jamaica presents a counter-narrative, suggesting a growing familiarity and
perhaps functional dependence on digital platforms (Smith et al., 2012). This qualitative study
seeks to explore the tension and potential coexistence between this practical reliance and
underlying feelings of trust or mistrust. How do consumers reconcile the convenience and utility
of digital channels with their potential anxieties about privacy or authenticity? Do they engage
digitally out of necessity or preference, and how does this shape their critical stance towards the
marketing they encounter there? Exploring these ambivalent experiences and sense-making
processes where convenience might coexist with caution offers a richer understanding than simply
concluding whether trust is 'increasing’ or ‘decreasing'.

Another pertinent controversy revolves around the globalization of digital marketing
versus the imperative of local cultural relevance. One perspective, echoing earlier globalization
debates (Levitt, 1983), might suggest a trend towards homogenized strategies and consumer tastes
facilitated by global platforms. An opposing, and arguably more nuanced, view strongly maintains
that culture remains a critical determinant of how marketing messages are interpreted, valued, and

acted upon (de Mooij, 2010; Paliwoda & Ryans, 2008). Within the Jamaican context, this debate
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translates into a crucial area for qualitative exploration focused on the consumer's experience of
encountering both globalized and potentially localized digital marketing. How do Jamaican
consumers perceive and react to advertising that feels culturally generic versus content that
incorporates local language, imagery, music, or themes? How do they negotiate their own
identities both local and global in relation to the brands and lifestyles presented online?

This study investigates the lived experience of cultural resonance (or dissonance) in digital

marketing, exploring how consumers interpret authenticity and relevance through their
own cultural lenses, rather than determining which strategic approach is more ‘effective’ for
marketers.

Furthermore, the issue of advertising saturation and potential information overload within
digital channels represents a significant experiential dimension (Sheehan & Morrison, 2009). As
more businesses utilize digital marketing, consumers are potentially exposed to a relentless stream
of commercial messages across multiple platforms. This study explores how Jamaican consumers
subjectively experience this volume. Do they articulate feelings of being bombarded,
overwhelmed, or fatigued by digital advertising? How do they describe their strategies for coping
developing filtering mechanisms, actively avoiding ads, experiencing 'banner blindness', or
perhaps selectively engaging only with content that truly captures their interest? Understanding
the phenomenology of navigating advertising clutter and the resulting feelings (e.g., annoyance,
indifference, selective engagement) provides crucial context for interpreting any discussion of
specific ad responses. The challenge, from the consumer's perspective, is how to find value and
meaning amidst the noise, a process this qualitative inquiry seeks to illuminate. Engaging with

these controversies thus enriches the analysis by highlighting the complex, often contradictory
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forces shaping the digital environment and the diverse ways Jamaican consumers experience and
make sense of their place within it.
Digital Marketing Saturation

Another significant area of discussion, forming a crucial backdrop for understanding
contemporary consumer experience, centers on the phenomenon often described as Digital
Marketing Saturation. This refers to the perception that consumers are increasingly inundated

with a high volume of commercial messages across numerous digital platforms daily. This
perceived saturation is frequently linked in academic and popular discourse to potential
consequences like information overload, diminished attention spans, ad fatigue, and active
avoidance behaviors (related to concerns raised by Edwards et al., 2002; Ferguson, 2016). While
some perspectives emphasize marketers' strategic challenges in ‘cutting through the noise' with
targeted or creative campaigns (Ryan, 2016), this qualitative, exploratory study approaches
saturation not as a problem of influences to be solved, but as a fundamental aspect of the lived
environment that profoundly shapes how consumers perceive, feel about, interpret, and navigate
their digital interactions.

The debate about whether saturation inevitably leads to negative outcomes like fatigue or
avoidance is less relevant here than the need to explore how Jamaican consumers actually
experience and articulate the sheer volume of digital marketing they encounter. As Jamaica's
digital market expands and more businesses embrace digital advertising, consumers are indeed
likely exposed to a constant stream of messages. This study seeks to understand: How do they
describe this experience? Do they use terms like 'overload’, 'bombardment’, or ‘clutter'? What

feelings do they associate with this perception — annoyance, indifference, stress, amusement, or
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perhaps a sense of normalcy? How do they narrate their strategies for managing this influx of
information — do they describe actively filtering, scrolling past ads habitually (‘banner blindness'),
using ad-blockers, curating their feeds, or perhaps developing specific criteria for what warrants
their limited attention?

Understanding the phenomenology of perceived saturation is crucial because it forms the
immediate context within which any specific digital ad is encountered. A consumer's reaction to a
particular Instagram ad, for instance, is likely influenced by their general feeling about the overall
level of advertising they experience on the platform. Exploring narratives around 'ad fatigue'
moves beyond assuming it's a direct consequence of volume, instead investigating how consumers
describe the feeling — what triggers it, what it feels like, and how it influences their subsequent
online behavior or attitudes towards advertising in general. Rather than focusing on how marketers
can 'mitigate’ this through creativity or targeting (which consumers may perceive as just more
noise), this research focuses on the consumer's adaptive strategies and interpretations. How do
they make sense of this constant commercial presence in their digital lives?

Furthermore, the notion of potentially shortened attention spans in the digital age, often
linked to the fast-paced, multi-stimuli online environment, is relevant here not as a proven deficit,
but as another experiential dimension to explore qualitatively. How do consumers describe their
own attention patterns when navigating digital platforms filled with marketing messages? Do they
perceive their attention as more fragmented? How do they talk about allocating their focus amidst
competing stimuli? Understanding their subjective experience of attention and distraction online
provides critical context for interpreting how they engage (or fail to engage) with specific
marketing content. It highlights the cognitive and affective challenges consumers face in

processing information within a potentially saturated media landscape.
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In essence, acknowledging the potential for digital marketing saturation within the
Jamaican context serves primarily to sensitize this research to a key aspect of the consumer's
everyday digital reality. It frames the inquiry not around optimizing marketing amidst clutter, but
around understanding the human experience of navigating that clutter. By exploring Jamaican
consumers' own descriptions, feelings, interpretations, and coping mechanisms related to
perceived saturation, information overload, ad fatigue, and attention allocation, this study aims to
provide a rich, contextually grounded understanding of how these pervasive environmental factors
shape their engagement with and perception of digital marketing messages.

Shortened attention spans

The frequently discussed notion of shortened attention spans in the digital age serves as an
important contextual factor for this qualitative study, prompting an exploration into how Jamaican
consumers themselves perceive and describe their experiences with attention and focus while
navigating online environments saturated with information and marketing stimuli. Rather than
assuming attention spans are objectively shorter and viewing this as a limitation on marketing
influences (as suggested by Benady, 2019), this research investigates the phenomenology of
attention from the user's perspective. How do participants narrate their experiences of trying to
focus online? Do they articulate feelings of being easily distracted, overwhelmed by constant
notifications, or finding it challenging to engage deeply with content amidst the fast flow of
information? Conversely, what kinds of digital content or experiences do they describe as
successfully holding their attention, and why? Understanding their subjective experiences of
allocating focus, managing distractions, and engaging (or failing to engage) cognitively and

affectively with digital content provides crucial context for interpreting their interactions with



103

specific marketing messages. The focus is on their lived reality of attention in the digital age, not
on marketers' challenges in capturing it.

Ad fatigue and avoidance

Similarly, the concepts of ad fatigue and avoidance are explored here not as marketing
problems to be prevented, but as potential consumer experiences and responses arising from
repeated or perceived negative encounters with digital advertising. This study delves into how
Jamaican consumers articulate feelings of fatigue, annoyance, or weariness in relation to the digital
ads they encounter. What specific types of ads, frequencies of exposure, or perceived irrelevance/
intrusiveness do they associate with these negative feelings (related to themes in Ha & McCann,
2008)? Furthermore, the research investigates the strategies consumers describe employing to
manage or avoid unwanted advertising. Do they talk about consciously ignoring ads, developing
'banner blindness’, actively using ad-blocking software, unfollowing brands, or curating their
online environments to minimize exposure? Understanding these lived experiences of fatigue and
the adaptive strategies of avoidance, as narrated by consumers, provides critical insight into their
attitudes towards digital marketing and the ways they exert agency within the digital environment,
rather than focusing on how marketers can design experiences to merely 'maintain interest' or
'minimize avoidance'. The goal is to understand the consumer's reactive and proactive stance
towards advertising they deem undesirable.

Perceived creative advertising strategies

The discussion around the need for creative and innovative advertising strategies in a
saturated digital space (Allen, 2019) is reframed in this study to focus on how Jamaican consumers
perceive, interpret, and experience marketing efforts that attempt to be creative, memorable,

meaningful, or engaging. Rather than evaluating the 'influences' of such strategies, this qualitative
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inquiry explores: What makes digital marketing content feel creative or innovative to the
consumer? How do they respond emotionally and cognitively to storytelling techniques,
interactive content formats (like quizzes or polls), or campaigns soliciting user-generated content?
Do these approaches feel genuinely engaging and value-adding, or are they sometimes perceived
as gimmicky, inauthentic, or overly demanding of the consumer's time and effort?

Furthermore, the concept of using personalization and relevance as a way to ‘cut through
the noise’ (related to Li et al., 2005) is examined from the consumer's perspective. How is relevance
subjectively experienced? Does tailoring based on data always translate into perceived relevance,
or can it feel intrusive or inaccurate? How do consumers evaluate the 'meaningfulness’ of
personalized content? By exploring consumer narratives about encounters with advertising they
deem creative, interactive, personalized, or particularly memorable (positively or negatively), this
study seeks to understand the subjective criteria consumers use to evaluate such efforts and the
meanings they derive from them, rather than assuming these strategies automatically lead to
positive engagement or effectively combat saturation from the consumer's viewpoint. The focus is
on their reception and interpretation of creativity and relevance.

Multichannel approach

The strategic concept of a multichannel (or omnichannel) marketing approach, often
discussed by marketers for its benefits in reach, mitigating saturation, and improving ROI, is
relevant to this study primarily as it shapes the consumer's experience of encountering brands
across multiple touchpoints. This qualitative research explores how Jamaican consumers perceive
and make sense of a brand's presence when they encounter it across different channels — both

digital (e.g., social media, website, email) and potentially traditional (e.g., TV, print).
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How do consumers experience the consistency (or inconsistency) of messaging and brand
identity across these various platforms? Do they articulate a sense of a seamless journey, or do
they describe disjointed or contradictory experiences? How do they navigate information gathering
when a brand communicates through multiple channels — do they actively seek information across
platforms, or do they primarily engage within their preferred channels? Exploring consumer
narratives about following brands across channels, comparing information found in different
places, or reacting to integrated campaigns provides insight into their cross-channel sense-making
processes and their holistic perception of the brand's communication efforts. The focus is on the
consumer's subjective experience of navigating this multi-channel environment and how it shapes
their overall perception and relationship with the brand, rather than on the strategic benefits or
implementation details from the marketer's perspective. Understanding how consumers integrate
(or fail to integrate) these diverse touchpoints is key to grasping their overall engagement reality.
Research Gaps

While a considerable body of research exists exploring aspects of digital marketing, much
of this work, as reviewed, has primarily concentrated on attempting to assess quantifiable influence
and measure the 'influences' of specific strategies, often employing quantitative methodologies and
focusing predominantly on global trends or perspectives derived from Western, industrialized
nations. This prevailing focus reveals significant gaps that the present qualitative, exploratory
study is designed to address, particularly concerning the deep, contextualized understanding of
consumer experience within the unique socio-cultural, economic, and technological milieu of
Jamaica.

The most prominent gap lies in the scarcity of research that prioritizes eliciting and

interpreting the subjective experiences, perceptions, and sense-making practices of consumers
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themselves, especially within non-Western or developing country contexts. While existing studies
might quantify platform usage or correlate strategies with purchase intentions, there is a profound
lack of rich, interpretive insight into how Jamaican consumers actually live with, navigate, feel
about, and assign meaning to the digital marketing encountered in their daily lives. The nuances
of cultural interpretation, the influence of local social dynamics, the felt experience of interacting
with global platforms through a Jamaican lens, and the specific ways trust or skepticism are
constructed remain largely unexplored territory demanding in-depth qualitative inquiry. Simply
applying findings or models developed elsewhere risks overlooking the distinctive dynamics and
lived realities shaping engagement in Jamaica.

Furthermore, while the interplay between digital and traditional marketing is
acknowledged strategically, there remains a gap in understanding this from the consumer's
experiential perspective. How do Jamaican consumers perceive and integrate messages received
across this complex media ecosystem? How do they navigate inconsistencies or synergies between
online and offline brand encounters? Exploring their cross-channel sense-making narratives
through qualitative methods can provide insights into their holistic media engagement reality,
moving beyond siloed analyses of digital 'influences'.

Additionally, while the significance of psychological factors (emotions, motivations,
attitudes, cognitive processes) in shaping consumer behavior is widely recognized theoretically,
there is a gap in qualitative research exploring how these factors actually manifest and are
articulated by consumers in relation to their specific digital marketing experiences within the
Jamaican context. How do they describe their emotional reactions to different types of ads? How
do they narrate their motivations for engaging or disengaging? How do they articulate their

reasoning and feelings underlying their attitudes? Understanding these subjectively experienced
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psychological dimensions requires interpretive methods that go beyond measuring predefined
constructs.

Finally, while perspectives from stakeholders like Small and Medium Enterprises (SMES)
and policymakers are sometimes considered in terms of challenges or strategic implications, there
is a gap in utilizing these perspectives primarily to enrich the contextual understanding necessary
for interpreting consumer experiences. How do the realities faced by Jamaican SMEs shape the
specific digital marketing environment consumers encounter? How does the perceived regulatory
landscape influence consumer feelings of trust or vulnerability? Integrating these contextual
perspectives qualitatively allows for a more holistically informed interpretation of consumer
narratives, situating their experiences within the broader operational and regulatory environment.

Therefore, these identified gaps collectively underscore the critical need and significant
opportunity for a comprehensive, multifaceted, and context-specific qualitative investigation. This
study addresses these gaps by focusing explicitly on understanding the lived experiences,
interpretations, and meaning-making processes of Jamaican consumers engaging with digital

marketing, thereby contributing a much-needed, deeply contextualized perspective to the field.

Infrastructure

The nature and availability of digital infrastructure, particularly internet connectivity, form
a fundamental aspect of the context shaping Jamaican consumers' everyday experiences with
digital marketing. While often discussed in terms of facilitating or impeding marketing
implementation, this study approaches infrastructure primarily through the lens of its impact on
the lived reality of digital access and engagement from the consumer's perspective. The

availability, reliability, and speed of internet connectivity which can vary significantly, potentially



108

being more limited or less consistent in certain areas, particularly rural regions directly influence
how consumers encounter, interact with, and perceive online content, including advertising. This
qualitative inquiry seeks to explore consumer narratives around these experiences: How do they
describe their day-to-day internet access? Do they recount experiences of frustration with slow
speeds affecting their ability to view video ads or navigate websites? How does inconsistent
connectivity shape their willingness to engage with data-intensive online content or platforms like
Instagram? Understanding these phenomenological aspects of infrastructural access the feelings,
adaptations, and limitations experienced provides crucial context for interpreting their overall
engagement with the digital world and the marketing messages within it, moving beyond simply
noting infrastructure as a barrier to marketer reach. The focus is on the subjective experience
shaped by the available infrastructure.
Affordability

Beyond physical access, the issue of affordability represents another critical dimension
shaping the lived experience of digital engagement for many Jamaican consumers. While
smartphone penetration may be widespread, the perceived cost associated with acquiring and
maintaining devices, and perhaps more significantly, the ongoing expense of mobile data plans
and internet service, can act as substantial constraints influencing online behavior and access to
digital marketing. This qualitative study explores how consumers perceive and navigate these
affordability concerns. How do they talk about the cost of data in relation to their willingness to
browse online, watch videos, or engage with social media platforms where advertising is
prevalent? Do they describe making conscious choices about online activities based on data

consumption? How does the perceived cost of devices influence access across different socio-
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economic groups? Understanding these economic realities and the subjective feelings associated
with them (e.g., anxiety about data costs, feeling excluded due to device affordability) provides
essential context for interpreting consumer narratives about their online habits, platform
preferences, and potential exposure to or avoidance of digital marketing initiatives. It highlights
how economic factors fundamentally shape the possibilities and constraints of digital participation
from the consumer's viewpoint.

Digital literacy

The varying levels of digital literacy among Jamaican consumers represent another crucial
factor shaping their subjective experience and interpretation of the digital marketing landscape.
Digital literacy encompasses not just the technical skills needed to use devices and navigate
platforms, but also the critical capacity to comprehend, evaluate, and make sense of online
information, including advertising content. This study recognizes that proficiency and confidence
in navigating digital spaces can differ significantly across demographic groups, influenced by
factors like age, education, socio-economic background, and prior experience. This qualitative
inquiry seeks to explore how consumers with potentially varying levels of digital literacy describe
their experiences.

How do they narrate their confidence (or lack thereof) in using platforms like Instagram or
search engines? How do they talk about understanding online advertising formats, identifying
sponsored content, or evaluating the credibility of online information? How do they describe
feelings of empowerment or, conversely, vulnerability, confusion, or overwhelm when interacting
with complex digital environments or sophisticated marketing techniques? Exploring these lived

experiences related to digital competence and critical understanding provides vital context for
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interpreting how consumers engage with marketing messages, perceive their own agency online,
and potentially develop trust or skepticism towards digital platforms and advertisers. The focus is
on understanding the phenomenology of digital literacy and how it shapes individual navigation

and interpretation within the advertising context.

Consumer Behavior

While previous research has indeed extensively examined connections between digital
marketing strategies and various aspects of consumer behavior, often focusing on outcomes like
purchase intent or engagement metrics, a critical examination reveals significant gaps, particularly
concerning the deep, contextualized understanding of these behaviors as lived experiences within
specific cultural settings. There is a noticeable scarcity of qualitative, interpretive research
exploring consumer behavior in relation to digital marketing within the unique advertising industry
and socio-cultural landscape of Jamaica (acknowledging gaps noted broadly by researchers like
Rodrigues et al., 2021). Much existing scholarship, often adopting quantitative methodologies,
tends to rely on Western-centric perspectives or globalized models, potentially overlooking the
distinctive factors, motivations, interpretations, and nuances that shape how Jamaican consumers
actually navigate, respond to, and make sense of digital marketing in their everyday lives (related
to contextual concerns raised by Haque et al., 2020).

Therefore, a significant gap exists not merely in documenting what behaviors occur (e.g.,
platform usage, click rates), but in understanding the meaning and process behind those behaviors
from the consumer's own perspective. There is a need for in-depth qualitative exploration into how
Jamaican consumers experience and interpret commonly used digital marketing strategies like

social media marketing (on platforms like Instagram), email campaigns, and search engine
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optimization (related to the need for context-specific research noted by Alarcon-del-Amo et al.,
2020). This involves delving into their subjective attitudes, perceptions, feelings, and sense-
making practices regarding these encounters.
Specifically, crucial areas requiring rich qualitative understanding within the Jamaican context
include:

Consumer Experiences with Data Privacy

Beyond measuring attitudes, how do Jamaican consumers actually perceive, feel about, and
navigate issues of data privacy in relation to digital marketing? What are their specific concerns,
coping strategies, and levels of awareness regarding data collection practices (related to themes
explored by Martinez-Navaldn et al., 2019)? Exploring their narratives provides deeper insight
than survey data alone.

Perceptions of Online Advertising

How do Jamaican consumers interpret and evaluate the various forms of online advertising
they encounter? What makes an ad feel authentic, trustworthy, intrusive, annoying, or engaging to
them? Understanding their interpretive frameworks and aesthetic/cultural criteria is key.

Influence of Cultural Norms

How do specific Jamaican cultural norms, values, and communication styles shape the
reception and interpretation of digital marketing messages? How are global trends perceived
through a local cultural lens (related to themes in Schivinski et al., 2020)? Qualitative inquiry is
essential to uncover these subtle but powerful influences.
Addressing these gaps through context-specific, interpretive research is imperative for generating
situated knowledge that moves beyond generalized models and offers genuine understanding

relevant to the realities of the advertising industry and consumer life in Jamaica (Jung et al., 2020).
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Summary

This comprehensive exploration of the extant literature underscores the profound
transformation digital technologies have instigated within global marketing practices and,
consequently, within the complex landscape of consumer experience. In an era defined by
pervasive connectivity and readily accessible internet, digital marketing has undeniably become a
central feature of the environment through which businesses attempt to engage audiences,
particularly within the dynamic advertising industry. Recognizing this global shift, however,
highlights the critical importance of moving beyond generalized assumptions to investigate how
digital marketing is specifically lived, perceived, interpreted, and navigated within distinct
regional and cultural settings, such as Jamaica. This research endeavor, therefore, aims not to
simply measure the 'efficacy’ or 'magnitude’ of digital marketing's effects, but to cultivate a deep,
nuanced, interpretive understanding of its role within the fabric of consumer life in the unique
Jamaican context.

Examining digital marketing engagement within Jamaica allows for a necessary focus on
the distinct cultural, economic, and social factors that inevitably shape consumer subjectivities and
sense-making processes. How Jamaican consumers respond to and interpret digital marketing
efforts is intrinsically linked to their unique socio-economic realities, existing consumption
patterns, cultural values, communication norms, and varying levels of digital access and literacy.
Consequently, this qualitative study, by delving into these contextual dynamics through the lens
of consumer narratives and lived experiences, seeks to generate rich insights. These insights are
valuable not primarily for 'refining marketing strategies' towards predetermined outcomes like
ROI, but for fostering a deeper, more empathetic understanding among advertisers, businesses,

and researchers regarding the perspectives, preferences, concerns, and behaviors of Jamaican
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consumers as they engage with digital media. Such understanding can inform more culturally
resonant, ethically considerate, and genuinely communicative approaches, moving beyond
potentially flawed assumptions based on global trends or quantitative metrics alone. Rather than
simply identifying ‘what works' in terms of marketing tactics, this study explores why certain
approaches might resonate (or not) by grounding the analysis in the meanings consumers
themselves ascribe to their digital encounters.

The significance of this interpretive focus is amplified within the context of Jamaica's
evolving digital market. While reports indicate increasing smartphone adoption and internet usage,
suggesting a growing digital presence, this quantitative picture reveals little about the quality or
nature of the consumer experience. The transition by local enterprises towards digital platforms
creates a rich field for exploring how consumers are perceiving and adapting to these shifts. This
study contributes by moving beyond metrics of adoption to explore the subjective realities behind
them — understanding how different strategies feel to the target audience, what messages genuinely
connect, and which might be ignored, misinterpreted, or even resented within the local context.

Furthermore, a qualitative exploration grounded in the Jamaican context provides valuable
perspective on the perceived role of regulatory and infrastructural elements. How consumers
experience issues related to data protection regulations (like the 2020 Act), the availability and
affordability of internet access, or digital literacy initiatives directly shapes their feelings of trust,
security, vulnerability, and empowerment online. Analyzing consumer narratives related to these
structural factors allows for a deeper understanding of the enabling and constraining environment
within which digital marketing engagement occurs, offering insights relevant to discussions about

digital inclusivity and ethical governance.
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In an era often characterized as 'data-driven’, this study underscores the critical importance
of complementing data analytics with deep qualitative understanding of the human experience.
Understanding how Jamaican consumers interpret personalization, navigate information overload,
perceive authenticity, evaluate credibility, and emotionally respond to digital marketing provides
essential context often missing from behavioral data alone. Aligning commercial practices with a
genuine understanding of consumer perspectives and expectations, derived from listening to their
voices, is foundational for building sustainable trust and fostering positive relationships, moving
beyond mere satisfaction metrics towards genuine brand affinity grounded in mutual respect. This
investigation into the lived experience of digital marketing in Jamaica seeks to provide precisely
this kind of deep, human-centered understanding.

As this extensive literature review culminates, it reveals a complex interplay of
technological affordances, strategic business practices, theoretical concepts, cultural influences,
and subjective consumer responses. The investigation highlights the dynamism of the digital
marketing environment in the Caribbean and specifically Jamaica, shaped by factors ranging from
infrastructural realities to deeply ingrained cultural norms.

The crucial role of the technological landscape in Jamaica characterized by widespread
mobile use yet potential disparities in high-speed access and affordability, alongside evolving
digital literacy emerges not just as a set of variables impacting 'reach’, but as a fundamental shaper
of the consumer's daily digital experience. How consumers navigate these realities profoundly
influences their engagement possibilities and perceptions. Similarly, the enactment of data
protection legislation forms part of the context influencing feelings of trust and vulnerability

online, areas ripe for qualitative exploration.
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The pervasive theme of trust underscores its centrality in the digital relationship between
consumers and brands. Transparency regarding data use, perceived authenticity of messaging
(especially concerning influencers), and the alignment between marketing promises and actual
experiences are clearly critical areas where consumer perceptions are actively formed and
negotiated. This study aims to explore the nuances of trust-building and erosion as articulated by
Jamaican consumers themselves.

Concerns around digital saturation and information overload also stand out, highlighting
the need to understand the consumer's subjective experience of navigating a cluttered environment.
How do they cope? What captures their attention meaningfully? Exploring their narratives about
ad fatigue, avoidance strategies, and the perception of creative or relevant content provides insight
into their active sense-making and filtering processes, rather than just seeing saturation as a
problem for marketer ‘cut-through'.

The review of theoretical frameworks like TAM, TRA/TPB, ELM, SCT, CRM, and
concepts related to engagement and social proof, reveals their utility as interpretive lenses while
also highlighting their limitations, particularly their frequent emphasis on rationality and potential
neglect of emotion, impulse, and crucial cultural context. The identified critiques reinforce the
need for this qualitative study to explore the richer, more complex tapestry of consumer behavior
and experience that these models may not fully capture, potentially leading to more nuanced,
context-specific theoretical understanding.

While acknowledging the inherent limitations of focusing on Jamaica (findings are context-
specific and not directly generalizable statistically to other nations), this deep dive is precisely
where the study's unique value lies. It addresses the significant gap in qualitative, context-specific

research within the Caribbean. The prospects and challenges of digital marketing in Jamaica
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necessitate this kind of profound comprehension of local market dynamics, grounded in robust
theoretical awareness yet centered on subjective, lived experience.

Ultimately, this literature review demonstrates that understanding digital marketing
requires integrating multiple perspectives. The consumer perspective, offering firsthand accounts
of experience and interpretation, remains paramount. Industry expert insights provide crucial
context on practices and challenges. Awareness of the coexisting traditional media landscape
prevents an isolated digital focus. Understanding the regulatory environment illuminates issues of
trust and fairness. Recognizing the SME context adds business diversity. And incorporating
psychological insights deepens the interpretation of subjective responses. An international
perspective offers comparative context, further highlighting Jamaican specificity. By weaving
these threads together, guided by relevant but critically applied theoretical concepts, this study
aims to move beyond simplistic assessments of ‘influences'. It seeks to provide a holistic,
interpretive, and deeply contextualized understanding of how Jamaican consumers experience and
make sense of digital marketing within their unique advertising landscape, contributing valuable

situated knowledge for both academic discourse and reflective practice.
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CHAPTER 3: RESEARCH METHOD

This chapter details the specific methodology employed in this study, which was carefully
designed to conduct a deep exploration into the experiences and perceptions of Jamaican
consumers regarding digital marketing strategies. The core aim is to understand the nuances of
these interactions, particularly concerning platforms such as Instagram and Search Engine
Optimization (SEO), from the viewpoint of the consumers themselves. Recognizing the
importance of grounding this exploration, we acknowledge the significant presence of digital
activity in Jamaica; for instance, reports from 2020 indicated substantial internet usage (around
55% penetration) and high levels of online engagement, including searching for products (92%)
and making purchases (68%) (Datareportal, 2020; Statista, 2020). However, while these statistics
highlight widespread digital interaction, they do not reveal the subjective quality or meaning of
these encounters for Jamaican individuals. Therefore, this study adopts primarily qualitative
methods because the central research goal is to gain rich, contextualized understanding of
consumer perspectives, interpretations, and lived realities within Jamaica's unique socio-cultural
environment aspects often overlooked in studies focused solely on quantitative metrics or different
geographical contexts. The methodology described herein was chosen specifically to address the
identified gap in deep, interpretive knowledge regarding how digital marketing is truly experienced
in Jamaica, moving beyond assessments of mere influences or impact. The following sections will
systematically outline the research design, the specific techniques used for data collection, the
methods applied for interpretive data analysis, measures taken to ensure the trustworthiness of the
findings, and the ethical principles guiding the research.

Despite this digital activity, a significant gap remains, as identified in Chapter 2,

concerning nuanced, qualitative understanding specific to the Jamaican context. Prior work
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(Dillon, 2018) often has limitations in scope or methodology that prevent a deep appreciation of
diverse consumer perspectives. This underscores the need for the qualitative approach adopted
here, capable of capturing the complexities of lived experience related to digital marketing across
a broader segment of the Jamaican population.

The primary objective of this study is thus to generate rich, interpretive insights derived
directly from the accounts of Jamaican consumers, addressing the lack of deep understanding
about how they experience and make sense of digital marketing. This research seeks to bridge
abstract concepts with the grounded reality of consumer perception, offering valuable
understanding for various stakeholders. For businesses and marketers, the insights aim to foster
greater empathy and contextual awareness, informing more considerate communication strategies.
For academics, the study contributes situated knowledge from an under-researched Caribbean
perspective, offering rich descriptive data for theoretical reflection and future inquiry.

The study focuses specifically on exploring consumer experiences related to Instagram and
Search Engine Optimization (SEO). It examines how articulated preferences and demographic
backgrounds provide context for these experiences, and how consumers narrate perceived
challenges within the digital marketing environment (related to trust, privacy, etc.). The guiding
research questions center on the phenomenology of interaction with these platforms and the
interpretive processes consumers employ, rather than measuring channel influences.

This chapter now proceeds to delineate the specific methodology. It details the research
design rationale, the data collection procedures, the analytical techniques used for interpretation,
strategies for ensuring qualitative trustworthiness, and crucial ethical considerations. This
comprehensive description aims to provide transparency regarding how deep, insightful, and

credible understanding of the consumer experience was pursued.
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Research Approach and Design

This study employs a qualitative-dominant, exploratory research design. This approach
was chosen to achieve the central aim: gaining a deep, nuanced understanding of Jamaican
consumers' lived experiences, perceptions, and interpretations of digital marketing, particularly on
Instagram and via SEO. Clearly articulating this design is crucial for establishing the study's
methodological integrity and suitability for addressing the research questions. This approach
prioritizes gathering rich, descriptive, narrative data directly from participants to explore the
complexities of their subjective realities within their specific socio-cultural context. The primary
methodological tools are therefore in-depth interviews and focus group discussions, chosen for
their strength in eliciting detailed perspectives and facilitating interpretive understanding
(Creswell & Poth, 2018; Patton, 2015).

The rationale for adopting this qualitative-dominant approach, rather than a quantitative or
balanced mixed-methods design, stems directly from the nature of the research questions and the
identified gaps in existing literature. The research seeks to understand the 'how' and ‘why" behind
consumer engagement the meanings ascribed to interactions, the role of cultural context, the
nuances of trust and perception, and the lived experience of navigating the digital landscape. These
types of questions, focused on depth, context, and subjective meaning, are best addressed through
qualitative inquiry that allows participants to express themselves in their own words and enables
the researcher to explore emergent themes and complexities (Denzin & Lincoln, 2018). While a
supplementary quantitative component (a brief questionnaire) was utilized strictly for gathering
descriptive demographic and usage background on the participants, it serves only to contextualize
the qualitative sample and plays no role in the primary analysis, hypothesis testing, or generation

of generalizable statistical findings. The core insights of this study derive entirely from the
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interpretation of the qualitative data. Crucially, because the study is exploratory and interpretive,
it is guided by research questions rather than formal, testable hypotheses. This methodological
stance is appropriate for generating deep contextual understanding, which is the study's primary
aim, rather than seeking to validate or falsify predetermined relationships between variables.

Data Integration Strategy
This study employs a specific form of integration known as complementarity. The quantitative
data (N=169) provides the breadth establishing the demographic landscape and general usage
patterns of the Jamaican digital consumer. The qualitative data (N=20) provides the depth
uncovering the specific cultural meanings, trust dynamics, and emotional responses underlying
those patterns. Integration occurs at the interpretation stage: the descriptive statistics from the
survey are used to contextualize the rich narrative themes derived from the interviews, ensuring
that the specific lived experiences (Qualitative) are understood within the broader demographic
reality (Quantitative) of the Jamaican advertising market.

This exploratory qualitative design aligns effectively with the study's objectives. For
exploring consumer experiences with specific channels like Instagram and SEO (related
conceptually to Research Question 1's original intent, but explored qualitatively), interviews and
focus groups allow participants to provide detailed accounts of their interactions, perceptions, and
feelings, offering far richer data than scaled survey responses. For understanding the influence of
background factors (like demographics or articulated preferences) (related to Research Question
2's original intent), qualitative methods enable exploration of how these factors feature in
participants' narratives and shape their unique perspectives, rather than seeking statistical
correlations. Similarly, for understanding perceived challenges within the digital marketing

environment (related to Research Question 3's original intent), qualitative data captures consumers'
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own descriptions of frustrations, concerns (like privacy or overload), or positive encounters,
providing contextually grounded insights into the experienced landscape.

This study employs an exploratory qualitative design focused on thematic understanding,
rather than a specific named qualitative approach like phenomenology or ethnography, although it
draws on principles common across interpretive methodologies. The design is iterative, allowing
themes emerging from early data collection and analysis to potentially inform subsequent inquiry,
while maintaining consistency through the use of semi-structured guides. This approach was
deemed more suitable than alternatives like a purely quantitative survey (which would lack depth
and context), a grounded theory approach (as the goal was exploration guided by existing concepts,
not generating entirely new theory from scratch), or a balanced mixed-methods design (which
would dilute the focus on deep qualitative understanding given the research aims).

The decision to prioritize qualitative methods stems from the recognition that consumer
decision-making and engagement with media are complex, socially embedded, and often non-
rational processes that cannot be fully captured by quantitative metrics alone. Qualitative data
offers the necessary depth to understand the interpretive frameworks, emotional responses, cultural
influences, and contextual factors shaping how Jamaican consumers make sense of and interact
with digital marketing. While qualitative findings are context-bound and aim for deep
understanding rather than statistical generalizability, they provide crucial insights often missing
from broader surveys, particularly in under-researched settings like Jamaica.

The qualitative phase, forming the core of the study, involved gathering rich narrative data.
Purposive sampling strategies (such as maximum variation or criterion sampling) were employed
to recruit participants for in-depth interviews and/or focus groups, aiming to capture a diverse

range of relevant perspectives based on factors like age, location, or digital usage patterns, rather
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than achieving statistical representativeness (Palinkas et al., 2015). The goal was to select
participants who could offer insightful perspectives on the research questions based on their
experiences.

Semi-structured interview guides and focus group protocols were developed, grounded in
the research questions and informed by the theoretical framework (Chapter 2). These guides
featured open-ended questions designed to elicit detailed descriptions of participants’ experiences,
perceptions, beliefs, and feelings regarding digital marketing encounters, platform usage, trust,
privacy, cultural resonance, and related topics. Probing questions were used flexibly to explore
emergent themes and encourage participants to elaborate on their unique viewpoints (Guest,
Namey, & Mitchell, 2013). Data collection typically involved audio (or potentially video)
recording with participant consent to ensure accuracy during transcription and analysis.

The subsequent data analysis focused primarily on the transcribed qualitative data, utilizing
thematic analysis as the core interpretive strategy (Braun & Clarke, 2019). This involved
systematic coding of the data to identify meaningful segments, followed by the iterative
development, review, and refinement of themes that captured significant patterns of meaning
related to consumer experiences and perceptions across the dataset. The analysis aimed to move
beyond surface descriptions to achieve a deeper interpretation of the underlying meanings,
tensions, and commonalities within participant accounts, always grounding interpretations in
specific data examples (verbatim quotes).

The integration of the limited descriptive quantitative data (from the supplementary
questionnaire) with the primary qualitative findings was minimal and purely contextual. For
example, descriptive statistics summarizing the age range or general platform usage of the

participant group might be presented alongside the discussion of themes emerging from that
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group's narratives. This integration serves only to characterize the sample from which the
qualitative insights were derived; it does not involve statistical comparison or using quantitative
data to 'validate' or ‘explain’ qualitative findings in the manner of a sequential explanatory design.

The trustworthiness of the qualitative findings was prioritized throughout the research
process using established criteria such as credibility, transferability, dependability, and
confirmability, as detailed later in this chapter. This rigorous qualitative approach ensures that the
study effectively addresses its research questions by providing deep, contextually rich, and
insightful understanding of consumer experiences with digital marketing in Jamaica.Development

The initial step in the quantitative phase involves constructing a structured questionnaire
to align with the research questions and objectives. The questionnaire should encompass items that
measure consumer behavior, preferences, and the impact of digital marketing channels on
decision-making processes. It was crucial to formulate clear, concise questions employing
appropriate response formats (e.g., Likert scale, multiple-choice, semantic differential).
Demographic questions are also included to gather relevant participant information (Guest,
Namey, & McKenna, 2017).

Sampling Strategy

The sampling strategy for this qualitative, exploratory study was designed specifically to
recruit participants who could offer rich, insightful perspectives relevant to the research questions,
rather than aiming for statistical representativeness or generalizability to the entire Jamaican
population. Consequently, purposive sampling techniques were employed (Patton, 2015; Palinkas
et al.,, 2015). This approach involves intentionally selecting participants based on specific
characteristics or experiences deemed pertinent to the phenomena under investigation in this case,

engagement with digital marketing (particularly Instagram and SEQO) within the Jamaican context.
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The goal was to achieve informational richness and diversity of perspectives, not statistical
representation. Strategies such as criterion sampling (selecting participants who meet specific
criteria, e.g., regular users of Instagram within certain age groups) and potentially maximum
variation sampling (seeking participants across a range of relevant demographics like age, location,
or perceived digital literacy) were considered to ensure a breadth of relevant experiences were
captured within the sample participating in the primary qualitative data collection (interviews and
focus groups). The final sample size was guided by the principle of thematic saturation, aiming to
continue data collection until new interviews or focus groups yielded diminishing new insights or
themes relevant to the study's aims (Guest, Bunce, & Johnson, 2006), rather than being determined
by statistical power calculations. The selection process prioritized participants who could provide
detailed, reflective accounts of their experiences and perceptions.

Participant Recruitment

Based on the chosen purposive sampling strategy, potential participants who met the
defined inclusion criteria (e.g., Jamaican residents, users of specific digital platforms, within
certain age parameters) were identified and invited to participate in the study. Recruitment
methods may have included utilizing community contacts, social media outreach (targeting
specific groups if appropriate), or potentially snowball sampling where initial participants suggest
others who fit the criteria. Throughout the recruitment process, transparent communication was
paramount. Potential participants received clear information regarding the study's purpose (to
explore experiences and perceptions of digital marketing), the nature of participation (interviews
or focus groups), expected time commitment, confidentiality measures, and their absolute right to
decline or withdraw without consequence. Informed consent was meticulously obtained prior to

any data collection. The objective of recruitment was to assemble a group of participants capable
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of offering diverse and insightful perspectives relevant to the qualitative inquiry, contributing to
the depth and richness of the data, rather than constructing a statistically representative sample
(related to ethical communication principles in recruitment, e.g., Messinger et al., 2019, though
the goal differs from establishing representativeness).

Data Collection

To supplement the primary qualitative data and provide essential descriptive context about
the participants involved in the interviews and focus groups, a brief, structured questionnaire was
administered. This instrument was explicitly designed not as a primary data collection tool for
measuring attitudes or behaviors quantitatively, but solely to gather basic background information.
Its administration (potentially online via platforms like Google Forms, or perhaps briefly before
or after the qualitative session) was handled efficiently, ensuring it did not detract from the core
qualitative engagement. The questionnaire typically included closed-ended questions gathering
demographic details (e.g., age range, gender identity, parish/location, education level, occupation
category — collected in broad categories to protect anonymity) and basic self-reported frequency
or patterns of using relevant digital platforms (like Instagram or search engines). Comprehensive
instructions were provided, and participant confidentiality and anonymity were strictly maintained
throughout this supplementary data collection process (related to general data handling principles,
e.g., Guest et al., 2017). The sole purpose of this questionnaire was to allow for a characterization
of the qualitative sample in the final report, providing context for the interpretation of the rich
narrative data.

Data Cleaning and Preparation

Following the collection of the supplementary questionnaire data, responses were

meticulously reviewed primarily for completeness and clarity, ensuring the information could be
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accurately used for its intended descriptive purpose. The data preparation process involved
checking for any obviously missing entries or inconsistencies that might hinder a basic description
of the sample. Where minor clarifications were needed and possible without breaching anonymity
(e.g., understanding an unclear response), this might have been addressed during interaction with
the participant if feasible, or the specific data point noted as unclear. The dataset was organized,
ensuring participant anonymity was maintained (e.g., through assigned codes). Responses were
collated based on the predetermined response categories. The primary goal of this preparation
phase was simply to ensure the accuracy of the data that would be used to generate basic
descriptive statistics (frequencies, percentages) summarizing the sample's characteristics (related
to fundamental data checking principles by Drost, 2011). Crucially, this process did not involve
procedures typical of quantitative analysis aimed at inference, such as identifying or removing
outliers based on statistical distribution, imputing missing values for complex analysis, or
extensive numerical coding designed for inferential statistical tests. The preparation was solely
focused on making the data ready for straightforward descriptive summary to contextualize the
main qualitative findings.

Data Analysis

The data analysis strategy employed in this study was designed specifically to align with
the qualitative-dominant, exploratory research questions and objectives, prioritizing the generation
of rich interpretive understanding from the participants' perspectives. The analysis focused
primarily on the qualitative data gathered through in-depth interviews and focus group discussions,
utilizing thematic analysis as the core method. The limited quantitative data collected via the
supplementary questionnaire was analyzed separately using only basic descriptive statistics to

provide contextual background about the participants. Crucially, no inferential statistical methods



127

(such as regression, correlation analysis, or ANOVA) were utilized, as the study did not aim to
test hypotheses, evaluate statistical relationships between variables, or generalize findings
statistically. The interpretation of results emphasized the meanings, patterns, and nuances
emerging from the qualitative narratives, situated within the Jamaican context.

The primary qualitative data analysis process involved several iterative stages, broadly
following the principles of thematic analysis (Braun & Clarke, 2019):

Transcription and Familiarization

All audio recordings from interviews and focus groups were transcribed verbatim to create
an accurate textual record. The researchers then immersed themselves in the data through repeated
reading of transcripts and listening to recordings to gain a holistic sense of the participants'
accounts.

Systematic Coding

The transcripts were meticulously reviewed, and segments of text relevant to the research
questions addressing experiences with Instagram/SEO, perceptions of trust, privacy, cultural
relevance, saturation, etc. were systematically coded. This involved assigning labels or codes to
capture the essence of participants' statements, feelings, or described experiences. Qualitative data
analysis software (NVivo) was employed to facilitate the organization and management of codes
across the dataset.

Theme Development and Refinement

Initial codes were then collated, compared, and contrasted to identify recurring patterns,
shared ideas, or significant points of divergence. Codes were grouped into potential themes that
represented broader patterns of meaning relevant to the research focus. These initial themes were

iteratively reviewed, refined, potentially merged or split, and defined clearly, ensuring they
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accurately captured the essence of the data related to consumer experiences with digital marketing
in Jamaica.

Interpretation and Reporting

The finalized themes were interpreted in relation to the research questions and the
theoretical concepts discussed in Chapter 2. The analysis focused on understanding
the meaning behind the themes, exploring the complexities and nuances within participant
narratives, and considering the implications within the specific Jamaican context. The reporting of
findings prioritizes rich description, supported by carefully selected verbatim quotes from
participants to illustrate the themes and ground the interpretations directly in the participants' own
words.

The analysis of the supplementary quantitative data (from the brief questionnaire) was
strictly limited to descriptive statistics. Standard software SPSS and Excel was used to calculate
basic frequencies and percentages summarizing the demographic characteristics of the qualitative
sample (e.g., age distribution, gender balance, location breakdown within anonymity constraints)
and providing a general overview of self-reported usage patterns for relevant digital
platforms. This analysis served solely to provide context for understanding who the participants
were, enabling a more informed interpretation of the qualitative findings. No attempt was made to
draw inferential conclusions, identify statistical significance, or establish correlations based on this
supplementary data.

The "integration” of findings in this study refers primarily to the use of the descriptive
context derived from the supplementary questionnaire to frame and contextualize the presentation
of the primary qualitative themes. Rather than comparing or contrasting findings from distinct

quantitative and qualitative strands (as in mixed-methods triangulation or sequential designs), the
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descriptive data simply helps the reader understand the characteristics of the group whose
experiences and perspectives are being explored through the thematic analysis. For example, when
discussing themes related to privacy concerns, the report might note the general age range or digital
usage habits of the participants contributing to that theme, using the descriptive data for
background. This approach maintains the primacy of the qualitative data and its interpretation,
using the limited quantitative information solely as a backdrop. It avoids synthesizing potentially
disparate types of findings and ensures the focus remains squarely on the rich insights emerging
from the qualitative exploration. Discrepancies or connections noted are primarily those within the
qualitative data itself or between participant narratives and the broader contextual factors discussed
(like cultural norms or infrastructural realities). This approach provides a holistically informed
qualitative understanding.

The qualitative phase constituted the core data collection effort of this study. It began with
the development of detailed interview and focus group protocols (or guides), carefully aligned with
the exploratory research questions and objectives outlined earlier. These guides featured primarily
open-ended questions designed to encourage participants to share their experiences, perceptions,
feelings, and beliefs regarding their engagement with digital marketing (especially Instagram and
SEQ), trust, privacy, cultural relevance, and related topics in their own words. Probing questions
and prompts were incorporated to facilitate deeper exploration of emergent ideas and ensure
richness of response (Guest, Bunce, & Johnson, 2006).

A purposive sampling strategy of maximum variation, criterion sampling was employed to
recruit participants who could offer diverse and relevant perspectives based on their experiences
within the Jamaican context (Creswell & Poth, 2018). Recruitment adhered strictly to ethical

guidelines, ensuring informed consent and clear communication about the study's exploratory
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purpose and confidentiality measures (drawing on principles from Creswell & Poth, 2018; Guest
et al., 2017). Individual interviews allowed for in-depth exploration of personal narratives, while
focus groups facilitated discussion of shared and differing viewpoints. Digital audio recordings
(with consent) captured the discussions accurately for transcription. Participants were consistently
encouraged to speak candidly, enabling the collection of the rich, comprehensive qualitative data
essential for achieving the study's interpretive aims. This rigorous qualitative data collection
process formed the foundation for the subsequent thematic analysis.

If piloting of instruments occurred during the study's design process, its primary purpose
was to refine the clarity, appropriateness, and influences of the qualitative data collection tools and
the supplementary questionnaire. A small pilot test with individuals representative of the target
participant group would have served to evaluate whether the open-ended questions in the interview
and focus group guides were understandable, culturally sensitive, and effectively elicited rich
discussion around the intended topics. Feedback would also have been sought on the clarity and
ease of completion of the brief demographic/usage questionnaire. Insights from such a pilot phase
would inform necessary adjustments to question wording, flow, or prompts, ensuring the final
instruments were well-suited for achieving the study's qualitative and contextual objectives, rather
than focusing on establishing quantitative validity or reliability in a statistical sense (related to
general principles of refining research tools, e.g., Denzin & Lincoln, 2017, applied qualitatively).
This refinement process enhances the overall rigor of the qualitative data collection.

Population and Sample of the Research Study

This study focuses on exploring the complex interplay between digital marketing and

consumer experience within the specific socio-cultural and economic setting of Jamaica. The broad

population of interest encompasses Jamaican residents who routinely engage with digital platforms
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and are therefore likely exposed to various forms of digital marketing prevalent in the advertising
industry through social media like Instagram, search engines like Google, email, websites. Given
the study's qualitative, exploratory nature, the aim was not to statistically represent this entire
population, but rather to gain deep, nuanced insights from individuals situated within this context
who could provide rich accounts of their experiences, perceptions, and interpretations. Therefore,
the selection process focused on identifying participants who could offer valuable perspectives
pertinent to the research questions. Inclusion criteria centered on residency in Jamaica, active use
of relevant digital platforms, and the capacity to provide informed consent and articulate personal
experiences. This ensures the contextual relevance crucial for interpretive understanding.
Consistent with the goals of qualitative inquiry, which prioritizes depth of understanding
over statistical generalization, this study employed purposive sampling techniques to select
participants for the primary data collection methods: in-depth interviews and focus group
discussions (Patton, 2015). Purposive sampling involves intentionally selecting participants who
possess specific characteristics or knowledge, or who have had particular experiences relevant to
the phenomenon being studied in this case, engaging with digital marketing in Jamaica (Palinkas
et al., 2015). The objective was not to achieve a statistically representative cross-section, but to
cultivate a sample capable of providing informationally rich data that illuminates the diversity and
complexity of consumer experiences.
Several purposive strategies were likely considered or combined to achieve this informational
richness:

Criterion Sampling
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Participants were selected who met specific predefined criteria essential for the study, such
as being within a certain age range of18-65, to capture adult perspectives, being active users of
platforms like Instagram and search engines, and residing in Jamaica.

Maximum Variation Sampling

Efforts were made to include participants reflecting a range of potentially relevant
characteristics to capture diverse perspectives. This might include variation in age, gender,
geographic location (where feasible, e.g., urban vs. rural sensibilities), educational background,
occupation type, or self-perceived level of digital engagement/literacy. This strategy helps ensure
that the emergent themes reflect a breadth of experiences rather than the views of a homogenous
group (Patton, 2015).

(Potential) Snowball Sampling

In some instances, initial participants might have been asked to suggest other individuals
who met the study criteria and might be willing to participate, helping to reach specific networks
or groups.

Sample Size Justification

The sample size for the qualitative phase (N=20: 10 interviews, 2 focus groups) was
determined by the principle of data saturation the point in data collection where no new themes,
codes, or distinct nuances emerge from additional participants (Guest, Bunce, & Johnson, 2006).
In phenomenological and exploratory studies, a sample size of 12 to 25 is widely accepted as
sufficient to generate "thick description™ and uncover deep, structural patterns within a specific
cultural context (Creswell & Poth, 2018).

The supplementary quantitative sample (N=169) was not calculated to achieve statistical

power for inferential generalization to the entire Jamaican population. Instead, this sample size
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was determined based on the need for a descriptive snapshot broad enough to capture diversity
across age, gender, and location (parish) within the specific context of digital users. This N=169
exceeds the typical thresholds for "contextual background™ in qualitative-dominant studies,
providing a robust demographic backdrop against which the qualitative narratives can be
interpreted

Recruitment of participants who met the purposive sampling criteria involved ethical and
contextually appropriate methods. Potential participants were likely identified through channels
such as community organizations, professional networks (for contextual expert interviews, if
conducted), relevant social media groups, or potentially through snowball referrals. Outreach was
conducted respectfully, often using accessible electronic means like email, direct social media
messages, potentially WhatsApp where appropriate consent for contact was established).

Crucially, transparent communication formed the bedrock of the recruitment process.
Potential participants received comprehensive information detailing: The study's exploratory
purpose (understanding experiences and perceptions of digital marketing in Jamaica).

The nature of their voluntary participation (interview or focus group discussion).
The expected duration and general topics to be discussed. The measures implemented to ensure
confidentiality and anonymity. Their absolute right to decline participation or withdraw at any
point without penalty. Informed consent was formally obtained from every participant before any
data collection began, ensuring they had a clear understanding and willingly agreed to share their
perspectives. The focus was on building rapport and establishing a comfortable environment where
participants felt empowered to share their genuine experiences openly and honestly (drawing on

ethical principles outlined by Creswell & Poth, 2018; Messinger et al., 2019).
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The primary instruments for data collection were semi-structured interview guides and
focus group discussion protocols, specifically designed to facilitate qualitative exploration.

Qualitative Guides

These instruments featured primarily open-ended, non-leading questions aligned with the
research questions and informed by the theoretical framework (Chapter 2). They aimed to elicit
rich narratives about participants' experiences with Instagram and SEO, their perceptions of digital
advertising, feelings about personalization and privacy, interpretations of cultural relevance,
experiences of trust or skepticism, navigation of information overload, and engagement with
specific platforms. The semi-structured format provided a consistent framework of key topics
while allowing the interviewer/moderator the flexibility to probe emergent themes, ask follow-up
questions, and adapt to the flow of the conversation, ensuring depth and participant-centeredness
(Guest, Namey, & Mitchell, 2013).

Supplementary Contextual Questionnaire

A brief questionnaire was administered to consumer participants solely to gather
descriptive background information. This instrument included closed-ended questions covering
basic demographics (age range, gender, location category, education level, etc., collected to ensure
anonymity) and general self-reported patterns of digital platform usage (e.g., frequency of
Instagram use). This data was explicitly intended only for characterizing the qualitative sample
and providing context for interpreting the narrative data. It was not designed using validated
quantitative scales to measure constructs like attitudes or influences, nor was it intended for
statistical analysis beyond basic description.

To enhance the quality of data collection, piloting of the research instruments,

particularly the interview/focus group guides and the supplementary questionnaire, was likely
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undertaken (or would be a recommended step). This involved conducting trial runs with a small
number of individuals similar to the target participants. The primary goals of piloting the
qualitative guides were to:
a. Assess the clarity, understandability, and cultural appropriateness of the open-ended
questions.
b. Ensure the questions effectively stimulated detailed discussion and exploration of
relevant experiences.
c. Identify and revise any potentially ambiguous, leading, or insensitive questions.
d. Refine the flow, timing, and probing techniques.

Piloting the supplementary questionnaire focused on ensuring its clarity, conciseness, and
ease of completion for gathering the necessary descriptive background information. Feedback
gathered during piloting informed necessary refinements to the instruments, maximizing their
influences in facilitating the collection of rich, relevant, and trustworthy qualitative data central
to achieving the study's aims (drawing on qualitative piloting principles, Denzin & Lincoln,
2017).

Following the piloting phase, feedback and observations were carefully considered to
refine the research instruments, primarily focusing on enhancing the influences of the semi-
structured interview and focus group guides in eliciting rich, nuanced qualitative data, while also
ensuring the clarity of the supplementary demographic/contextual questionnaire. This refinement
process was crucial for maximizing the depth and trustworthiness of the insights gathered,
consistent with the rigorous standards expected of doctoral-level qualitative research (Denscombe,

2014). Several key areas informed the adjustments made:
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Language Simplification

Initial feedback suggested that some phrasing within the qualitative guides, and
potentially the questionnaire, might have inadvertently used terminology perceived as overly
academic or technical by some participants. To foster a more comfortable and open
conversational environment during interviews and focus groups, and ensure all participants felt
empowered to share their perspectives freely, complex jargon was simplified, replaced with more
commonly understood language, or clarified through conversational prompts. The aim was to
ensure questions were readily comprehensible, allowing participants to focus on articulating their
genuine experiences and viewpoints without feeling intimidated or confused by the language
used. For the supplementary questionnaire, clarity was ensured for straightforward completion

Refinement of Qualitative Prompts

The piloting process highlighted instances where certain open-ended questions in the
interview/focus group guides might have been interpreted in unintended ways or failed to
effectively stimulate detailed discussion around the core research themes. These prompts were
carefully reviewed and refined. The goal was not necessarily to achieve a single 'lucid meaning'
for closed interpretation, but rather to ensure that the questions served as effective springboards
for exploration, clearly signaling the intended topic area while remaining open enough to allow
participants' unique perspectives and narratives to emerge. Ambiguous or potentially leading
questions were rephrased to encourage authentic and detailed responses grounded in individual
experience. For the supplementary questionnaire, items were checked for clarity to ensure
accurate collection of basic descriptive background information.

Adjustment of Question/Topic Sequence (Qualitative Flow)
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The logical flow and sequencing of topics within the interview and focus group guides
were reviewed based on pilot feedback. Achieving optimal depth in qualitative inquiry often
depends on building rapport and creating a comfortable conversational progression. Questions or
topic areas that occasionally caused confusion or felt disjointed in the initial sequence were
reordered to create a more natural, intuitive, and coherent flow for participants. This might involve
starting with broader, more general questions before moving to more specific or potentially
sensitive areas, grouping related themes logically to facilitate deeper reflection and discussion
during the qualitative sessions. For the brief supplementary questionnaire, a logical sequence was
maintained for ease of completion.

Cultural Sensitivity Consideration

Feedback indicated that certain questions, particularly some demographic items potentially
included in the supplementary questionnaire, could be perceived as sensitive within the Jamaican
cultural context. To ensure respect for participants and maintain comfort levels throughout the
research process, these potentially sensitive demographic items were carefully reviewed.
Following best practices, they were typically positioned towards the end of the supplementary
questionnaire and clearly marked as optional, affirming the participant's right not to answer any
question they felt uncomfortable with. Sensitivity was also paramount in reviewing the language
and framing of questions within the qualitative guides, ensuring they approached potentially
delicate topics like trust, privacy, or cultural values respectfully.

Streamlining and Focus (Reducing Redundancy)

To respect participants' time and maintain focus during the qualitative interviews and focus
groups, the guides were reviewed to identify and address any unnecessary redundancy or

significant overlap between questions or topic areas. Redundant prompts were either consolidated
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to explore a theme more efficiently or removed if deemed non-essential, ensuring the conversation
remained focused and engaging without fatiguing participants. Similarly, the supplementary
questionnaire was kept concise and focused only on essential background information.

By carefully integrating these adjustments informed by the piloting process, the revised
instruments were better positioned to achieve the study's qualitative aims. The refinements
enhanced the likelihood of eliciting rich, authentic, and insightful narrative data during interviews
and focus groups, while ensuring the supplementary questionnaire was clear and respectful for its
limited contextual role. This iterative process of instrument refinement contributed significantly
to the overall trustworthiness, credibility, and interpretive depth of the final research findings,
aligning with the principles of rigorous qualitative inquiry.

Materials/Instrumentation of Research Tools

To facilitate a deep, qualitative exploration of Jamaican consumers' experiences with
digital marketing, the study employed carefully developed research instruments designed
primarily to elicit rich narrative data. The core instruments were semi-structured interview
guides and focus group discussion protocols, supplemented by a brief contextual questionnaire
for gathering basic background information. Recognizing Jamaica's unique position as a
developing nation with specific cultural, socio-economic, and technological characteristics,
considerable care was taken in designing these tools to be contextually sensitive, accessible, and
effective in fostering open dialogue.

The interview and focus group guides were intentionally crafted to avoid assumptions
about participants' digital proficiency or prior knowledge. Instead, they focused on prompting
participants to share their personal experiences, perceptions, feelings, and interpretations regarding

core aspects of digital marketing encounters (particularly with Instagram and SEO) in their own
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words. Open-ended questions formed the backbone of these guides, specifically designed to invite
distinctive insights into individual perspectives, lived realities, and interpretations relevant to the
Jamaican context, moving beyond surface-level opinions.

Considerable attention was given to ensuring the guides allowed for discussion of
potentially relevant contextual factors that might shape consumer experience in Jamaica. While
not employing direct quantitative measures, the open-ended prompts were designed to create space
for participants to naturally raise issues related to the perceived trustworthiness of online
information or vendors, experiences with online transactions (if relevant to their narratives),
concerns about data privacy, or feelings related to personalization. Similarly, sensitivity to the
‘Digital Divide' framework informed the approach; the guides encouraged discussion around
participants' perceived levels of access to stable internet, comfort with various devices, and
experiences navigating digital platforms, allowing diverse realities related to socioeconomic
factors and digital familiarity to surface organically within their narratives, rather than through
direct measurement. The goal was to understand these issues as experienced and articulated by the
participants.

Ensuring cultural sensitivity was paramount throughout the instrument design process.
The language used in the qualitative guides, the examples potentially offered as prompts (if any),
and the overall approach aimed to be relevant and respectful within the Jamaican socio-cultural
context. Questions were framed to acknowledge and invite discussion on how local cultural
norms, values, communication styles, or specific cultural elements (like music or language use)
might intersect with participants' experiences and interpretations of digital marketing messages.
This tailored approach, cognizant of Jamaica’s marketplace, culture, and digital access

variations, aimed to ensure the instruments facilitated the collection of contextually valid and
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rich qualitative data, equipping the research process to capture nuanced insights specific to the
Jamaican landscape (consistent with principles of qualitative rigor outlined by Denscombe,
2014).

At the heart of the data collection were the custom-designed qualitative guides.
Recognizing that existing survey instruments often focus on quantitative measurement or were
developed in different contexts, this study prioritized creating novel guides specifically tailored
to its exploratory, interpretive aims within Jamaica. These guides were developed based on the
research questions, the theoretical framework (used interpretively), and the gaps identified in the
literature review.

The primary focus of the guides was qualitative, centered on eliciting in-depth
understanding of consumers' attitudes, perceptions, experiences, preferences, grievances, and
interpretations regarding digital marketing. Open-ended questions invited detailed, narrative
responses, offering exhaustive insights into individual consumer experiences and sense-making
processes.

A supplementary, brief questionnaire was developed alongside the qualitative guides,
solely for collecting descriptive background and contextual information numerically (e.g.,
demographics, basic platform usage frequency). Items were mostly closed-ended (e.g., multiple-
choice, simple frequency scales) for ease of completion and summary. This instrument was
explicitly not designed to quantitatively measure core constructs or test hypotheses; its role was
strictly supportive and contextual.

The design process for both the qualitative guides and the supplementary questionnaire
drew upon best practices for developing clear, unbiased, and effective research tools, informed

by general principles of qualitative inquiry and instrument design (e.g., ensuring clarity, logical
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flow, avoiding leading questions, as discussed broadly in resources like Northcentral University's
guidelines, 2020, adapted for qualitative purposes). The emphasis for the qualitative guides was
on crafting questions that opened up discussion rather than closing it down.

Trustworthiness considerations for the instruments focused on credibility and
dependability in the qualitative sense. For the qualitative guides, this meant ensuring the
questions accurately reflected the research aims, were understandable to participants, and were
likely to elicit relevant and rich data. Content validity, in a qualitative sense, was addressed by
aligning guide topics closely with the research objectives and literature review, and potentially
through review by peers or experts familiar with qualitative research or the Jamaican context.
Reliability, in qualitative terms, relates more to dependability and consistency of the process; the
semi-structured nature of the guides provided consistency in topics covered, while allowing
flexibility. Statistical reliability measures like Cronbach's alpha are irrelevant for the open-ended
qualitative guides and were not used for the supplementary questionnaire, given its purely
descriptive purpose.

A typical open-ended prompt from an interview or focus group guide might be: *Can you
tell me about a time you noticed an ad on Instagram that really stood out to you, either positively
or negatively? What was it about that experience?" Or, "When you use Google to search for
information about a product or service, what makes you trust (or not trust) the results you see?"
These types of questions facilitate narrative sharing. A typical item from the supplementary
questionnaire might be: "On average, how often do you typically use Instagram? (e.g., Several
times a day, Once a day, A few times a week, etc.)" — purely for context.

Piloting the instruments, particularly the qualitative guides and the supplementary

questionnaire, was a crucial step (as described previously). This involved testing them with a
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small group of representative individuals to check for clarity, cultural appropriateness, flow, and
influences in eliciting the desired type of information (rich narratives for the guides, clear
background info for the questionnaire). Feedback from the pilot informed iterative revisions
focused on improving comprehensibility, relevance, question sequencing (for conversational
flow in guides), and participant comfort (especially regarding potentially sensitive demographic
items in the questionnaire, which were kept optional and placed appropriately). Redundancies
were removed to respect participant time. These refinements, consistent with enhancing
qualitative rigor (Denscombe, 2014), aimed to mitigate potential misunderstandings and ensure
the instruments were optimally suited for gathering trustworthy and insightful data for this
specific study.

This careful process of developing customized, context-sensitive qualitative guides as the
primary instruments, supplemented by a brief, descriptive contextual questionnaire, and refining
them through piloting, provided a robust foundation for the data collection phase. This
instrumentation strategy was instrumental in facilitating the exploration of digital marketing's
influence as experienced and interpreted by consumers within the unique landscape of Jamaica,
aligning directly with the study's qualitative, exploratory objectives.

Operational Definition of Variables

This study, guided by its qualitative, exploratory objectives, focused on understanding the
lived experiences and perceptions of Jamaican consumers regarding digital marketing, rather than
measuring predefined variables or testing causal relationships between independent and dependent
factors. Consequently, instead of operationally defining variables for quantitative measurement,
the research centered on exploring several key conceptual domains through in-depth qualitative

inquiry (primarily interviews and focus groups). These domains, informed by the literature review
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(Chapter 2) and the research questions, provided a framework for eliciting rich narrative data from
participants about their interactions with digital marketing, particularly via Instagram and SEO.
This study centered its qualitative exploration on several key conceptual domains, using
them as guides to understand the multifaceted experiences of Jamaican consumers with digital
marketing, rather than as predefined variables to be measured. The first major domain focused on
participants' Experiences with Digital Marketing Strategies/Channels, delving into their firsthand
accounts of encountering and interacting with specific forms of digital marketing. Particular
attention was given to Social Media Marketing Experiences, especially concerning Instagram,
exploring how individuals described encountering advertisements, branded content, or influencer
posts on this visually-driven platform. The inquiry prompted narratives about the nature of these
encounters their perceived frequency, the types of content noticed alongside the subjective feelings
they evoked, ranging from engagement and relevance to annoyance or intrusion. Furthermore, it
examined how participants interpreted these messages and described their interactions, such as
decisions to scroll past, click, comment, or their perceptions of the content's authenticity, drawing
conceptually on literature (Felix et al., 2017) but grounding understanding firmly in participant
descriptions. Similarly, the research explored Search Engine Optimization (SEO) and Search
Experiences, focusing on how participants narrated their use of search engines like Google when
seeking information related to products or services. The inquiry examined their described search
processes, how they evaluated the credibility and relevance of the results presented (including
distinguishing between paid ads and organic listings), and their subsequent experiences navigating
websites discovered through search, aiming to grasp the lived reality of using search as a
commercially relevant information tool. Where relevant, Email Marketing Experiences were also

explored, probing how promotional emails were perceived (as useful communication or unwanted
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spam), how participants interacted with them, and the overall feelings associated with this channel
(informed by themes from Al-Dmour et al., 2020, investigated qualitatively).

A second critical domain encompassed Consumer Perceptions, Feelings, and
Interpretations, focusing on the subjective meanings, evaluations, and emotional responses
participants attached to their digital marketing encounters. This involved exploring Perceptions of
Products, Services, and Brands, listening for how participants described forming impressions,
attitudes, or feelings based on the digital marketing they were exposed to. The analysis focused on
their articulated evaluations, their interpretations of brand messaging and values, and their
narratives concerning perceived quality, appeal, or resonance (using concepts discussed by Yoo et
al., 2000, as interpretive aids for understanding participant articulations). Rather than measuring
'Purchase Intent' quantitatively, the study explored Considerations Related to Purchase or Action
qualitatively, investigating how participants talked about the possibility of taking action (like
buying or seeking more information) following a digital encounter. The focus was on the factors
they described considering and the feelings (such as desire, skepticism, indifference, or conviction)
they articulated during this narrative process of consideration (related experientially to themes in
Proctor, 2014). Likewise, instead of measuring 'Brand Loyalty', the research explored Feelings of
Connection or Loyalty qualitatively, examining how participants described their ongoing
relationships or feelings towards brands encountered frequently online. Narratives expressing a
sense of connection, preference, habit, trust, or conversely, detachment or indifference, were
analyzed to understand the subjective experience of the brand relationship (drawing interpretively
on concepts from Oliver, 1999). Finally, this domain included investigating Experiences of
Satisfaction or Dissatisfaction by analyzing how participants described their feelings arising from

cumulative digital interactions with brands, encompassing marketing messages, website usability,
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online service encounters, and the comparison between marketing promises and lived
product/service experiences (related experientially to themes in Szymanski & Henard, 2001).

The third key domain involved sensitivity to Contextual Factors Shaping Experience,
recognizing that individual perceptions and interpretations are deeply embedded in broader
contexts and concerns. Central to this was exploring Perceptions of Risk and Trust. The inquiry
focused on participants' articulated feelings of trust or mistrust concerning digital platforms, online
vendors, the security of online transactions, and the credibility of marketing messages themselves.
This included probing narratives around specific concerns about data privacy, authenticity, or the
potential for misinformation online, understanding these issues as subjectively experienced
‘perceived risks'. Additionally, while not employing 'Psychic Distance' as a formal variable, the
research remained open and sensitive to narratives where participants might describe their sense
of familiarity or psychological distance from online marketplaces, global brands, or specific digital
practices, exploring how cultural factors or prior experiences might contribute to these feelings,
allowing for interpretive insights should such themes emerge organically from the data. These
domains collectively provided a framework for exploring the rich tapestry of Jamaican consumer
experiences with digital marketing through a qualitative, interpretive lens.

These conceptual domains were explored primarily through open-ended questions within
the semi-structured interviews and focus group discussions. Participants were encouraged to use
their own words and share detailed stories about their experiences. The aim was to understand
these concepts as defined and experienced by the participants themselves within the Jamaican
context, rather than imposing predefined operational definitions or measurement scales. For

instance, instead of asking participants to rate 'Purchase Intent' on a Likert scale based on a



146

hypothetical scenario, the inquiry focused on questions like, "Can you tell me about a time an
online ad led you to seriously consider buying something? What was going through your mind?"
While the supplementary questionnaire gathered basic descriptive data using closed
formats (e.g., ordinal scales for self-reported frequency like 'Never' to ‘Always' for platform usage),
this data served only as background context. It was not used to quantitatively measure the core
conceptual domains explored qualitatively. Likert-type scales were generally avoided for
measuring subjective constructs like perceptions or attitudes, as the qualitative approach
prioritized capturing the nuance and reasoning behind these evaluations through narrative.
Therefore, this study did not rely on operational definitions for quantitative variables in the
traditional sense. Instead, it focused on a thematic exploration of key conceptual domains, using
qualitative methods to generate rich, interpretive understanding grounded in the lived experiences
and perspectives of Jamaican consumers engaging with digital marketing. The analysis involved
identifying how these concepts were articulated and interconnected within participant narratives,
leading to thematic insights rather than statistical relationships between predefined variables.
Mediators and Measurements
In exploring the multifaceted experiences of Jamaican consumers with digital marketing,
this qualitative study moved beyond a framework of predefined independent and dependent
variables. Instead, it focused on understanding complex themes and perceptions as articulated by
participants. While concepts like 'Psychic Distance’ (related to feelings of familiarity or remoteness
concerning online interactions/markets) or 'Perceived Risk' (concerning security, privacy, or
potential negative outcomes associated with digital engagement) might be discussed in quantitative
literature as potential mediators, this study approached them differently. They were considered

important domains of potential consumer experience to be explored qualitatively. The inquiry
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sought to understand how participants narrated their feelings of comfort or apprehension, trust or
suspicion, and perceived safety or vulnerability when interacting with digital marketing, platforms,
or online transactions, rather than attempting to measure these constructs as mediating variables
in a causal chain.

Therefore, the study did not employ validated quantitative measures or Likert scales
adopted from prior literature to operationalize and quantify constructs like Perceived Risk, Psychic
Distance, Purchase Intent, Brand Loyalty, Consumer Satisfaction, or specific perceptions as
variables for statistical analysis. The primary aim was to understand how these concepts
manifested, if at all, within the participants' own narratives and subjective understandings.

The custom-designed qualitative instruments (interview and focus group guides) were the
main tools used to explore these experiential themes. Open-ended questions prompted participants
to discuss their feelings, experiences, and viewpoints related to:

a. Perceptions of Products/Services - How they formed impressions and evaluations
based on digital marketing encounters.

b. Considerations Related to Purchase - How they described their thought processes
or factors influencing potential purchase decisions following digital interactions
(exploring narratives related to 'intent’).

c. Feelings of Connection/Loyalty - How they spoke about their ongoing relationship
(or lack thereof) with brands encountered online.

d. Satisfaction/Dissatisfaction - How they articulated feelings about specific digital

interactions or related experiences.
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e. Perceptions of Risk/Security - How they described concerns or feelings of safety
regarding online transactions, data privacy, or the trustworthiness of online
information/vendors.

f. Familiarity/Comfort - How they described their general comfort level and sense of
familiarity navigating the digital marketplace.

These themes were explored through dialogue and narrative sharing, allowing participants'
own language, priorities, and interpretations to emerge. The analysis focused on identifying
patterns and nuances within these qualitative accounts through thematic analysis, rather than
calculating scores from scale-based measures.

The supplementary questionnaire, as previously detailed, served only to gather descriptive
background information (demographics, basic platform usage frequency using simple ordinal
scales like 'Never' to 'Always' for usage context only). It did not contain Likert scales or other
quantitative instruments designed to measure the core constructs like Purchase Intent, Brand
Loyalty, Consumer Satisfaction, Perceived Risk, or specific perceptions for the purpose of
statistical analysis. The benefit of this approach lies in the depth and richness of understanding
derived from the qualitative data, which prioritizes context and subjective meaning over
quantifiable measurement and statistical inference (moving away from reliance on scale properties
as discussed by Likert, 1932, for measurement). The insights generated stem directly from the
interpretive analysis of participant narratives, providing a nuanced comprehension of consumer
experiences within the Jamaican context, which was instrumental in addressing the study's

exploratory research questions.
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Variable 1: Exploring Experiences with Digital Marketing Encounters

This study sought to explore the rich tapestry of experiences Jamaican consumers have
with various forms of digital marketing, rather than operationalizing 'Digital Marketing Strategies'
as a measurable independent variable. The focus was on understanding how participants perceived
and interacted with marketing encountered through key channels like social media (specifically
Instagram) and potentially Email Marketing (if relevant data emerged).

Social Media Marketing Experiences (Instagram)

The qualitative inquiry delved into participants' narratives about encountering marketing
on Instagram. Open-ended questions prompted descriptions of how often they noticed ads or
sponsored content, what kinds of ads captured their attention (or caused annoyance), and how they
typically engaged (or didn't engage) with branded posts, stories, or influencer content. The aim
was to understand the subjective experience of exposure and interaction the feelings,
interpretations, and perceived relevance rather than quantifying frequency or engagement levels
using ordinal scales (unlike the quantitative approach described in relation to Felix et al., 2017).
The focus was on the meaning participants ascribed to these encounters.

Email Marketing Experiences

Similarly, if email marketing emerged as a relevant touchpoint in participant narratives,
the exploration focused on their described experiences. How did they perceive promotional
emails? Did they typically open them, find them useful, or view them as spam? How did they feel
about email as a marketing channel compared to others? The goal was to understand their
interpretations and attitudes towards this form of digital communication as articulated in their own
words (drawing conceptually on the phenomenon discussed by Al-Dmour et al., 2020, but

exploring it qualitatively).
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By exploring these specific channel experiences through participant narratives, the study
aimed to build a nuanced, context-specific understanding of how different digital marketing
approaches are encountered and made sense of in everyday life in Jamaica, rather than measuring
the impact of predefined strategic components.

Variable 2: Exploring Consumer Perceptions, Considerations, and Feelings

This research explored various facets of consumer responses and feelings related to digital
marketing and brands, focusing on understanding these dimensions through participants’ own
descriptions and interpretations, rather than measuring them as dependent variables like 'Purchase
Intent’, 'Brand Loyalty', or ‘Consumer Satisfaction' using quantitative scales.

Considerations Related to Purchase ('Intent')

The study investigated how participants described their thought processes when
encountering products or services via digital marketing that sparked their interest. Open-ended
questions explored narratives about information seeking, comparison, deliberation, or factors
influencing their consideration of making a purchase. The focus was on understanding the
subjective journey and decision-making considerations as recounted by participants, rather than
gauging a probabilistic 'Purchase Intent' score on an ordinal scale (moving beyond the
measurement focus implied by Proctor, 2014).

Feelings of Connection and Brand Relationships ('Loyalty")

The concept of loyalty was explored qualitatively by listening for how participants talked
about their ongoing relationships (or lack thereof) with specific brands encountered through digital
marketing. How did they describe feelings of connection, trust, affinity, or conversely, detachment

or indifference? What experiences (positive or negative digital interactions, perceived brand
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authenticity, customer service encounters) did they link to these feelings? The aim was to
understand the dynamics of the perceived relationship from the consumer's perspective, grounded
in their narratives (interpreting themes related to loyalty discussed by Oliver, 1999, experientially).
Likert scales were not used to measure loyalty tendencies.

Experiences of Satisfaction/Dissatisfaction

Participants were encouraged to share their experiences and feelings regarding their overall
interactions with brands facilitated by digital marketing, including satisfaction or dissatisfaction
with products, services, or the communication itself. The qualitative analysis focused on how
satisfaction or dissatisfaction was articulated, what specific experiences contributed to these
feelings, and what they meant to the participant (exploring themes related to satisfaction discussed
by Szymanski & Henard, 2001, through narratives). Measurement via Likert scales was not the
objective.

By exploring these areas through rich qualitative description and thematic interpretation,
the study sought to gain a nuanced understanding of consumer responses grounded in their lived
experiences and subjective viewpoints, avoiding the reductionism inherent in quantifying these

complex constructs.

Variable 3: Exploring Perceptions of the Digital Environment

Rather than treating concepts like 'Psychic Distance' or 'Perceived Risk' as quantifiable
mediator variables influencing a causal relationship, this qualitative study explored them as
potentially significant themes within the consumer's subjective experience of navigating the online
marketplace in Jamaica.

Perceived Familiarity and Comfort ('Psychic Distance’ Adaptation)
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The inquiry explored how participants described their general sense of familiarity,
understanding, and comfort when engaging with online shopping environments or digital
platforms more broadly. Drawing conceptually on the idea of 'distance’ (related to Sousa & Lages,
2011, but applied interpretively to the digital space), open-ended questions prompted narratives
about their confidence in navigating online spaces, their perceived understanding of how things
work, and their overall feelings of ease or alienation within the digital marketplace. The goal was
to understand their subjective sense of belonging or distance within this environment, rather than
measuring it on a Likert scale.

Perceptions of Risk

Recognizing that online engagement involves potential risks, the study explored how
Jamaican consumers perceived and articulated concerns related to online transactions, data
privacy, information credibility, or other potential negative outcomes (related conceptually to
Featherman & Pavlou, 2003). Qualitative exploration focused on eliciting narratives about specific
concerns, past negative experiences (if any), strategies used to mitigate perceived risks, and overall
feelings of security versus vulnerability when interacting with digital marketing or e-commerce
platforms. Understanding these subjectively experienced risks and trust considerations from the
participants' own perspectives was central, rather than quantifying perceived risk levels using
Likert scales.

By exploring these themes qualitatively, the study aimed to understand how Jamaican
consumers' feelings of familiarity, comfort, trust, and perceived risk shape their overall experience
and interpretation of the digital marketing landscape, recognizing these as integral parts of their

subjective reality rather than mere mediating variables.
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Study Procedures and Ethical Assurances

The execution of this research study commenced only after receiving formal approval from
the University Research Ethics Committee (UREC). Securing this approval was a mandatory
prerequisite, signifying that the proposed research plan, including participant recruitment methods,
data collection procedures, data handling protocols, and informed consent processes, met the
highest standards of ethical conduct designed to protect research participants. The UREC's
rigorous scrutiny ensured that the study design placed the well-being, autonomy, privacy, and
dignity of participants at the absolute forefront of all research activities. This ethical clearance
served as the foundation upon which the entire empirical process was built, underscoring the
unwavering commitment to respecting participants' rights and ensuring confidentiality.

Beyond institutional ethical clearance, this study adhered strictly to the legal standards set
forth by the Data Protection Act of Jamaica (2020). In alignment with the Act's principles of
"fairness and transparency,” all participants were explicitly informed of their "Right to be
Informed” regarding how their data would be processed. Furthermore, data handling protocols
prioritized storage limitation and integrity; audio recordings and transcripts were stored on
password-protected, encrypted drives, accessible only to the primary researcher, and scheduled for
deletion five years post-study to ensure compliance with local data retention standards.

Following ethical approval, the study proceeded with the implementation of its qualitative-
dominant data collection strategy. The primary instruments, as detailed previously, were semi-
structured interview guides and focus group protocols designed to explore consumer experiences
and perspectives regarding digital marketing (Instagram, SEO), trust, privacy, cultural relevance,
and related themes. A supplementary, brief questionnaire was also developed, intended solely for

gathering basic descriptive demographic and contextual usage data about the participants involved
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in the qualitative phase. This questionnaire employed simple closed-ended formats (e.g., categories
for demographics, basic frequency scales for usage) and was explicitly not designed to
quantitatively measure complex constructs or attitudes using Likert scales for inferential analysis.
Its purpose was purely to provide background context for the rich narrative data gathered through
qualitative methods.

Participant recruitment focused on identifying and inviting Jamaican residents who fit the
purposive sampling criteria (e.g., active users of relevant digital platforms, within specific age
ranges, potentially reflecting diverse backgrounds) and who could offer insightful perspectives on
their experiences with digital marketing. Outreach likely occurred through community networks
or relevant online groups, emphasizing the study's exploratory purpose (understanding
experiences), the voluntary nature of participation, and the stringent measures in place to ensure
anonymity and confidentiality.

The core data collection process centered on qualitative methods:

In-depth Interviews

One-on-one interviews were conducted with purposefully selected participants. These
sessions, guided by the semi-structured interview protocol, aimed to foster a comfortable,
conversational environment where individuals could openly share their detailed experiences,
feelings, interpretations, and narratives related to digital marketing encounters. Interviews were
typically audio-recorded (with explicit informed consent) to capture the richness of the
conversation accurately for later analysis. The duration allowed for in-depth exploration of
relevant topics (potentially longer than the 10-15 minutes mentioned in the original text, depending

on the depth achieved).
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Focus Group Discussions

Concurrently or subsequently, focus groups were convened with small groups to represent
diverse perspectives or shared characteristics relevant to the research questions. Facilitated by an
experienced moderator using a semi-structured guide, these sessions encouraged participants to
discuss their experiences, share viewpoints, react to each other's ideas, and explore shared or
contrasting understandings of digital marketing phenomena. The dynamic group interaction aimed
to generate insights into social sense-making processes. These sessions were also typically audio-
recorded with consent.

Administration of Supplementary Questionnaire: The brief contextual questionnaire was
typically administered at a convenient point, perhaps before or after the interview/focus group, or
online separately. Participants again provided informed consent specific to the questionnaire if
administered separately, understanding its purpose was purely for background information and
participation was voluntary. Secure online platforms Google Forms was used for efficient
collection while ensuring data security.

Qualitative Data

Audio recordings from interviews and focus groups were transcribed verbatim. Strict
measures ensured participant anonymity throughout transcription using pseudonyms, removing
identifying details. The transcripts formed the primary dataset for analysis.

Supplementary Questionnaire Data

Responses were compiled securely. Basic data cleaning involved checking for
completeness relevant to descriptive summary. Participants remained anonymized through unique

identifiers, ensuring no linkage between questionnaire data and identifiable individuals in
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reporting. Data was prepared only for basic descriptive statistical summary (frequencies,
percentages).
Ethical Assurances

Ensuring the ethical integrity of this research was a paramount consideration throughout
the entire study process, from conception to reporting. The study received prior approval from the
University Research Ethics Committee (UREC), signifying that all proposed procedures met
rigorous ethical standards for research involving human participants. This approval underscored
the fundamental commitment to safeguarding the well-being, dignity, rights, and privacy of every
individual who contributed their time and perspectives to this qualitative exploration. The
principles outlined below guided every interaction and decision.

The realm of academic research, particularly qualitative inquiry that delves into personal
experiences and perceptions, carries a profound responsibility. It offers pathways to new
understanding by engaging directly with human lives, thoughts, and feelings. Central to this
endeavor is an unwavering commitment to ethical conduct, which lends credibility and legitimacy
to the knowledge generated. Adherence to ethical standards assures both participants and the wider
community that the research process is conducted respectfully, honestly, and without exploitation.
Core ethical principles guiding this study included ensuring participant safety and well-being,
obtaining truly informed consent, rigorously protecting confidentiality and anonymity, and
maintaining professional integrity and reflexivity.

The foundational principle of 'do no harm' (primum non nocere) guided all interactions.
The research methods posed minimal direct physical risk. However, careful consideration was
given to potential psychological or emotional discomfort, as discussing personal experiences with

digital marketing, privacy, and trust could touch upon sensitive areas. Therefore, the research
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procedures were designed to be as non-intrusive and respectful as possible. Interviewers and focus
group moderators were trained to conduct sessions with sensitivity, establish rapport, allow
participants control over the depth of disclosure, and be attentive to any signs of discomfort.
Participants were explicitly reminded they did not have to answer any question they felt
uncomfortable with, reinforcing their control over their participation. The focus was on creating a
safe and supportive environment for sharing perspectives.

The principle of informed consent was treated not merely as a procedural requirement but
as an ongoing ethical commitment reflecting respect for participant autonomy and agency. It
involved establishing a transparent dialogue from the initial point of contact throughout the
participant's involvement. Meticulous care was taken to ensure potential participants received
comprehensive information, presented in clear and accessible language, covering:

The study's exploratory purpose - Understanding experiences and perceptions of digital
marketing in Jamaica.

a. The nature of participation - What participating in an interview or focus group
would involve, including the types of questions likely to be asked and the expected
time commitment.

b. Voluntary Nature - Explicitly stating that participation was entirely voluntary and
that they could withdraw at any time, for any reason, without penalty or
explanation.

c. Confidentiality and Anonymity - Clearly explaining the robust measures taken to

protect their identity and the privacy of their responses.
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d. Data Usage - How the collected information (narratives, contextual data) would be
securely stored, analyzed interpretively, and reported using pseudonyms and
aggregated descriptions.

e. Potential Risks and Benefits - Honestly outlining the minimal potential risks
(primarily time and reflection) and clarifying that there were no direct personal
benefits beyond contributing to knowledge.

f. Researcher Contact Information - Providing details for asking questions or raising
concerns.

Participants were given ample time to consider this information and ask questions before
signifying their consent (typically through a written form or recorded verbal agreement, as
appropriate and ethically approved). This rigorous process ensured that consent was truly
informed, freely given, and reflected the participant's autonomous decision to share their valuable
perspectives.

Preserving the confidentiality and anonymity of participants was a central ethical tenet
rigorously upheld throughout the research. This commitment is crucial for building trust and
encouraging candid sharing, particularly when discussing personal experiences and perceptions
related to potentially sensitive topics like online behavior or privacy concerns. Several measures
were implemented:

Anonymization at Source - Participant names and other direct identifiers were immediately
replaced with unique codes or pseudonyms upon data collection on recording labels, transcripts,
questionnaire responses. Care was taken to ensure these codes could not be linked back to

identifiable individuals by anyone outside the core research team.
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Secure Data Storage - All data (audio recordings, transcripts, contextual questionnaire
responses) were stored securely on encrypted, password-protected devices or servers with access
strictly limited to authorized research personnel.

Confidential Transcription - Transcribers (if external) were bound by confidentiality
agreements, and transcripts were reviewed to ensure any potentially identifying details mentioned
inadvertently (e.g., specific names, workplaces) were appropriately disguised or removed.

Anonymized Analysis and Reporting - During data analysis, interpretations were focused
on themes and patterns across participants, not on individual cases in identifiable ways. When
presenting findings (e.g., in publications or presentations), all potentially identifying information
was removed or altered. Verbatim quotes used to illustrate themes were attributed only to
pseudonyms or general descriptors (e.g., "a young female participant from Kingston™) to protect
anonymity while still providing context.

These measures were designed to safeguard participants' privacy rights and uphold the
trustworthiness of the research process. Maintaining professional integrity extended beyond
participant interactions to include transparency and critical self-awareness within the research
process itself. Recognizing that the researcher is the primary instrument in qualitative inquiry,
reflexivity was actively practiced. This involved acknowledging and critically examining my own
background, professional experiences (e.g., studying digital marketing), potential assumptions,
biases, and perspectives related to the research topic.

As a digital marketing professional actively operating within the Jamaican advertising
industry, | approached this study with an inherent professional bias: specifically, the assumption
that local consumers would predominantly value advanced technological features and

sophisticated algorithmic personalization as markers of brand quality. I initially anticipated that
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'modernization’ would be the primary driver of positive engagement. However, during the data
collection phase, | encountered strong counter-narratives where consumers expressed deep
skepticism toward data-driven targeting and a marked preference for simpler, culturally authentic
content. To ensure the integrity of the interpretive analysis, | actively employed 'bracketing'—a
methodological process of setting aside these industry-based expectations. This involved
maintaining a reflexive journal to document instances where participant responses contradicted
my professional instincts, thereby ensuring that the final themes were derived strictly from the
participants' lived realities rather than my own strategic preconceptions.

While professional experience provides valuable context, it also carries the risk of pre-
assigned assumptions influencing data interpretation. Conscious effort was made throughout the
analysis phase to remain open to unexpected findings, to challenge personal biases, and to ground
interpretations firmly in the participants' narratives rather than projecting preconceived notions.
Maintaining a reflexive journal or memos during the research process aided in tracking these
potential influences and promoting a more objective interpretive stance. Furthermore, transparency
regarding the methodology, analytical decisions, and potential limitations (as acknowledged in the
study) is a commitment to the broader scholarly community, allowing for critical appraisal and
fostering trust in the research process and its findings. This careful attention to ethical standards
and researcher reflexivity formed the backbone of this study, reinforcing the credibility, integrity,
and trustworthiness of the qualitative insights generated.

Data Collection and Analysis

The data collection and analysis strategy for this study was meticulously designed to

facilitate a deep, qualitative exploration of Jamaican consumers' experiences with digital

marketing, prioritizing interpretive understanding over gquantitative measurement. The primary
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data collection centered on gathering rich narrative accounts through in-depth, semi-structured
interviews and interactive focus group discussions with purposefully selected participants. These
methods, guided by open-ended protocols aligned with the research questions, allowed for in-depth
exploration of individual perspectives, shared meanings, and the contextual nuances shaping
participants' feelings, interpretations, and sense-making processes regarding platforms like
Instagram and SEO, as well as broader themes of trust, privacy, and cultural relevance within the
digital advertising landscape. All qualitative sessions were audio-recorded with informed consent
and transcribed verbatim to ensure data accuracy while rigorously maintaining participant
anonymity through pseudonyms and secure data handling.

Complementing this core qualitative data, a brief, structured questionnaire was
administered solely to gather essential descriptive background information about the participants
(e.g., demographics, basic digital platform usage frequency). This supplementary data was
collected efficiently, often online, and was explicitly not intended for measuring complex
constructs or conducting statistical analysis beyond simple description. Its purpose was purely to
provide context for the qualitative sample.

The analysis phase overwhelmingly focused on the transcribed qualitative data, employing
a rigorous thematic analysis approach (Braun & Clarke, 2019). This interpretive process involved
systematic stages: thorough familiarization with the transcripts, detailed coding to identify
significant segments related to participant experiences and perceptions, iterative development and
refinement of key themes capturing patterns of meaning across the dataset, and in-depth
interpretation of these themes in light of the research questions and theoretical framework. The
analysis prioritized understanding the richness and complexity within the narratives, grounding

interpretations firmly in participant voices through the use of illustrative verbatim quotes.
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Qualitative data analysis software may have been used to aid organization, but the interpretive
work remained central.

The analysis of the supplementary questionnaire data was strictly limited to basic
descriptive statistics, such as calculating frequencies and percentages to summarize the
demographic profile and general usage habits of the participant group. This descriptive information
serves only to contextualize the qualitative findings, helping the reader understand the
characteristics of the individuals whose perspectives are being presented. No inferential statistical
procedures were performed, nor was this supplementary data used to statistically validate, explain,
or triangulate the primary qualitative insights in a mixed-methods sense. The integration, therefore,
involved using the descriptive statistics purely as background framing for the rich, interpretive
understanding generated through the thematic analysis of consumer narratives, ensuring the study
remained firmly rooted in its qualitative-dominant, exploratory methodology.

Exploring Experiences with Digital Marketing Encounters

The first major domain of exploration involved understanding how participants
experienced and perceived the various digital marketing strategies they encountered. This
encompassed a spectrum of online tactics, including interactions potentially related to search
engine optimization (SEO), email marketing, content marketing, and particularly social media
marketing (given its prominence). The focus was not on measuring the frequency or ‘influences’
of these strategies quantitatively, but on eliciting detailed narratives about consumer encounters
within the Jamaican digital landscape. Qualitative inquiry sought to understand:

a) How participants described noticing and interpreting marketing messages on

popular platforms (like Instagram).
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b) Their experiences using search engines in relation to commercial intent and how
they perceived the results.

c) Their feelings and reactions towards localized content or targeted efforts they
perceived.

d) Their overall sense-making regarding the presence and nature of digital marketing
in their online activities.

Open-ended questions in interviews and focus groups prompted participants to share
specific examples and articulate their perspectives on these encounters. While the supplementary
questionnaire might have asked basic questions about awareness of different marketing types for
context (using simple formats, not Likert scales measuring perceived influences), the core
understanding derived from the qualitative analysis of participant narratives about their direct
experiences.

Exploring Consumer Perceptions and Interpretations

A second critical domain of this qualitative inquiry centered intensely on consumer
perception, aiming to explore how participants actively perceived, interpreted, and ultimately
made sense of the diverse digital marketing strategies encountered in their daily online activities.
This approach consciously moved beyond merely gauging surface-level agreement or
disagreement using predefined scales, seeking instead to understand the underlying meanings,
complex evaluations, and nuanced feelings that shaped their engagement. The qualitative
exploration specifically delved into how consumers characterized specific strategies based on their
own experiences — were marketing encounters perceived predominantly as persuasive attempts,
genuinely informative resources, sources of entertainment, displays of credibility, unwelcome

annoyances, or intrusive surveillance? Crucially, the analysis sought to uncover the reasons why
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participants arrived at these perceptions, grounding the understanding in their own articulated
criteria, personal values, and specific lived experiences with digital advertising in Jamaica. This
involved listening closely not just to their evaluations of marketing messages themselves, but also
to their expressed attitudes, beliefs, and often ambivalent feelings towards the particular brands
employing these strategies, the digital platforms (like Instagram or search engines) hosting them,
and specific advertising practices such as personalization or influencer endorsements. The goal
was to explore the rich substance and context behind these subjective stances, rather than simply
measuring predefined attitudinal constructs quantitatively. Furthermore, the inquiry probed how
participants interpreted the perceived intent behind the marketing messages they encountered —
were they seen as helpful attempts to connect and inform, as subtle manipulations aimed solely at
driving sales, or as simply part of the expected commercial noise online? Underpinning all these
interpretations, the thematic analysis sought to illuminate how crucial factors like the perceived
authenticity of the communication, its cultural relevance and resonance within the Jamaican
context, and overarching ethical considerations especially concerning data privacy, transparency,
and fairness profoundly shaped participants’ overall perceptions and their subsequent engagement
with or disengagement from digital marketing.

Rich qualitative data gathered through interviews and focus groups provided subjective
insights into these perceptual processes. While the supplementary questionnaire might have
included background items touching on general attitudes for context, the deep understanding of
perception emerged from the interpretive analysis of participants' detailed accounts and reflections,
capturing complexities that predefined scales cannot encompass.

Exploring Narratives of Consumer Behavior and Considerations



165

The third domain explored consumer behavior, not by quantifying actions or proving
changes caused by marketing stimuli, but by examining how participants narrated their own
actions, considerations, and interactions in relation to digital marketing. The qualitative inquiry
focused on:

Participants' accounts of their information-seeking behavior after encountering digital
marketing (e.g., "Tell me about a time you researched something further after seeing an online
ad... what prompted that?").

Their narratives about decision-making processes where digital marketing played a
perceived role (positively or negatively) - exploring the factors they highlighted.

Descriptions of their engagement with digital marketing content (e.g., sharing,
commenting, ignoring) and the reasons they gave for these actions.

Stories reflecting feelings of connection or loyalty (or lack thereof) towards brands, linked
to their digital experiences.

Self-reported behaviours might have been touched upon in the supplementary
questionnaire for broad context (e.g., "How often do you click on social media ads?"), but the core
understanding came from analyzing the context, motivations, and interpretations embedded within
the detailed narratives shared during interviews and focus groups. The aim was to understand
behavior as a situated, meaningful practice from the consumer's viewpoint, rather than quantifying
self-reported actions or assuming direct influence based on Likert scale responses to statements
about purchasing decisions.

This qualitative approach, focusing on exploring these domains through narrative inquiry,
allowed for an in-depth, holistic understanding. By listening to participants describe their

experiences with encountering marketing strategies, their perceptions and interpretations of those
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encounters, and their related actions or considerations, the study could preserve the interpretive
and explanatory richness of their perspectives. The goal was not to quantify relationships between
predefined variables using Likert scales and statistical analysis, but to develop a thematically rich,
contextually grounded understanding of how digital marketing is lived and made sense of within
the specific socio-cultural landscape of Jamaica. This interpretive approach, drawing deeply from
participant voices, offers critical contributions aligned with the study's primary research questions
and exploratory objectives.

Visual Engagement Protocol

To specifically address the critical role of visual appeal and cultural resonance in the
Jamaican context, a focused Visual Engagement Protocol was integrated into the in-depth
interviews and focus group discussions. This qualitative test was designed to elicit rich, descriptive
data on participants' immediate and cognitive responses to diverse digital marketing stimuli,
moving beyond simple quantitative metrics.
The protocol involved the following systematic steps:
Stimuli Selection

A curated set of four distinct, static and dynamic digital advertisements (see detailed
descriptions in Appendix G) was presented to each participant/group. The stimuli were
intentionally varied to represent different levels of
Visual Appeal

High-quality, professionally produced vs. lower-quality, amateur content.
Cultural Resonance

Ads featuring strong Jamaican cultural elements, vernacular, and settings vs. generic,

internationally-sourced advertisements.
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Brand Authenticity
Ads from recognized, established brands vs. emergent, less familiar digital businesses.
Guided Viewing and Immediate Response
Participants were shown each advertisement for a fixed duration (e.g., 15-30 seconds) in a
distraction-free environment. Immediately following the viewing, the moderator asked
participants to record their spontaneous, initial reaction on a provided, non-numeric emotional
response card (e.g., using open-ended text or selecting from a pre-defined list of emotional and
cognitive descriptors like 'Intriguing,’ 'Irrelevant,’ "Trustworthy," 'Skeptical').
In-Depth Probing and Discussion
Following the initial recording, the moderator led a structured discussion using a targeted
set of open-ended questions for each stimulus. These questions were designed to explore the depth
of engagement:
a) "What was the first thing that captured your attention in this advertisement?" (Focus
on visual elements).
b) "Did anything in the ad feel specifically relevant or familiar to you and your life in
Jamaica?" (Focus on cultural resonance).
c) "Based purely on the visual and creative elements, what is your perception of the
brand's authenticity and trustworthiness?" (Focus on brand perception and trust).
d) "What action, if any, would you consider taking after viewing this ad, and why?"
(Focus on behavioral influence).
The data collected from this protocol provided the rich qualitative narratives (referenced

in Chapter 4) that were essential for discussing the concepts of visual appeal, cultural resonance,
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and the personalization-privacy paradox, thereby grounding the findings in the lived experience of
the Jamaican consumer.
Analysis of Supplementary Contextual Data

The analysis of the data collected via the supplementary questionnaire was conducted
separately from the primary qualitative analysis and served a distinct, limited purpose: to provide
descriptive background context about the participants involved in the qualitative exploration. This
analysis was strictly descriptive and did not involve inferential statistics aimed at testing
relationships, evaluating differences between groups, or generalizing findings statistically. The
goal was simply to characterize the sample from which the rich qualitative insights were derived.

The data from the questionnaires, primarily consisting of responses to closed-ended
demographic questions and basic self-reported digital platform usage items (potentially using
simple ordinal scales like 'Never' to ‘Always' for frequency context), underwent straightforward
preparation. This included checking for completeness relevant to descriptive summary and
ensuring participant anonymity was maintained through coding.

The analysis itself was confined to calculating basic descriptive statistics. Using standard
software (such as SPSS, R, or even Excel, suitable for descriptive tasks), measures such as
frequencies and percentages were computed to summarize the demographic profile of the
participant group (e.g., distribution across age ranges, gender identification, location categories,
educational backgrounds) and to provide a general overview of their self-reported engagement
with platforms like Instagram or search engines. Measures of central tendency (like median for
ordinal usage data) or dispersion might have been used where appropriate for descriptive summary

only.
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The interpretation of these results was strictly limited to providing a factual description of
the sample. For example, the analysis could state "The participant group consisted of X% females
and Y% males, with the majority falling into the 25-34 age range," or "Z% of participants reported
using Instagram daily.” No attempt was made to draw causal inferences, establish statistical
significance, calculate effect sizes, or explore complex relationships between these descriptive
variables using techniques like Chi-square tests, Kruskal-Wallis, Mann-Whitney, or correlational
analyses (as might be described by Tabachnick & Fidell, 2019, for inferential purposes, which
were not employed here).

This descriptive summary served solely to contextualize the primary qualitative findings.
When presenting the thematic analysis derived from interviews and focus groups, this background
information about the participants could be referenced (e.g., "Insights regarding perceived
information overload were frequently shared by participants, a group predominantly composed of
daily social media users aged...") This helps the reader understand the characteristics of the
individuals whose perspectives form the core of the study, adding a layer of contextual grounding.

The process did not involve integrating quantitative ‘findings' with qualitative ones in a
triangulation approach aimed at validation or seeking convergence/divergence between
statistically analyzed relationships and qualitative themes (as often described in mixed-methods
literature). The quantitative data was treated purely as background information, subordinate to and
supportive of the primary qualitative exploration, ensuring the study maintained its methodological
coherence as a qualitative-dominant inquiry focused on interpretive understanding. The
researcher's role in this specific part of the analysis involved ensuring accurate computation and
clear reporting of these descriptive statistics for their intended contextual purpose, carefully

avoiding any over-interpretation or inferential claims. This systematic yet limited approach to the
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supplementary data analysis anchored the study's methodological rigor by clearly delineating the
distinct roles of the different data types within the overall qualitative research design.
Qualitative Data Analysis

The core analytical endeavor of this research was dedicated to the qualitative data amassed
through comprehensive in-depth individual interviews and dynamic focus group discussions,
representing the primary source of insight for this study. These qualitative methods were selected
precisely for their capacity to yield rich, nuanced narratives and detailed perspectives illuminating
consumer perceptions, lived experiences, interpretations, and behaviors concerning digital
marketing within the specific context of Jamaica. Following meticulous verbatim transcription of
all audio-recorded sessions, which carefully preserved participants' original words, emphases, and
relevant interactional nuances while rigorously maintaining confidentiality through
pseudonymization, the analytical process commenced. The principal strategy employed was
thematic analysis, a robust and widely recognized method for systematically identifying,
analyzing, and interpreting patterns of meaning (themes) within qualitative data sets (Braun &
Clarke 2019).

This interpretive process unfolded through several deliberate stages to ensure depth and
rigor. First, the researchers engaged in intensive familiarization by repeatedly reading transcripts
and revisiting audio recordings to become immersed in the data. Second, this was followed by
systematic initial coding. The textual data was reviewed line-by-line, and descriptive labels (codes)
were assigned to capture the essence of ideas, experiences, and feelings relevant to the research

questions.
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The Coding Process

The qualitative data analysis was facilitated using NVivo software, which allowed for the
systematic organization and retrieval of data segments. The analysis followed Braun and Clarke’s
(2006) six-phase framework for thematic analysis:

a) Familiarization: Repeated reading of transcripts to immerse in the data.

b) Generating Initial Codes: Using NVivo to tag specific phrases (e.g., "visual appeal,”
"mistrust of ads") across the dataset.

c) Searching for Themes: Collating codes into potential themes (e.g., grouping "visual
appeal” and "color" under "Aesthetic Influence").

d) Reviewing Themes: Checking if themes worked in relation to the coded extracts
and the entire dataset.

e) Defining and Naming Themes: Refining the specifics of each theme (e.g., finalizing
"The Personalization-Privacy Paradox").

f) Producing the Report: Selecting vivid extract examples to demonstrate the
prevalence of these themes.

These candidate themes were then subjected to rigorous review and refinement, checked
against both the coded extracts and the entire dataset to ensure they were coherent, distinct, well-
supported by the data, and accurately captured the essence of the participants' perspectives on
digital marketing in Jamaica. Themes might have been merged, split, expanded, or discarded
during this critical stage to construct a compelling and trustworthy thematic framework. The final
interpretive stage involved defining and naming the finalized themes precisely and then weaving
them into a coherent analytical narrative. This involved interpreting the deeper meanings and

implications of each theme, exploring the relationships between themes, and discussing them in
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relation to the guiding research questions, the theoretical concepts used as sensitizing lenses (from
Chapter 2), and the crucial socio-cultural context of Jamaica.

The reporting prioritizes rich description and analytical depth, substantiated throughout by
the inclusion of carefully selected verbatim quotes from participants, ensuring the findings remain
transparently grounded in the authentic voices and lived experiences that form the heart of this
qualitative inquiry. Methodological trustworthiness was further bolstered by practices such as
reflexivity, where researchers acknowledged and considered their own potential biases, and
potentially through triangulation within qualitative sources (comparing themes emerging from
interviews versus focus groups) to enhance interpretive credibility. This comprehensive qualitative
analysis strategy was designed to yield a deep, nuanced, and contextually rich understanding of

consumer behavior within Jamaica's digital marketing advertising industry.

Instrumentation and Research Questions Mapping

The data collection instruments employed in this study were carefully designed to directly
facilitate the qualitative exploration guided by the research questions. The primary instruments the
semi-structured interview and focus group guides were crafted to elicit rich, narrative data
corresponding to the study's aim of understanding consumer experiences, perceptions, and
interpretations. These open-ended guides enabled participants to delve into the why’s and how’s
behind their engagement with digital marketing (particularly Instagram and SEO), exploring
personal experiences, perspectives, feelings, and sense-making processes in their own words. They
were instrumental in gathering the detailed, nuanced insights needed to address research questions
focused on understanding subjective realities, cultural interpretations, trust dynamics, and

responses to phenomena like personalization or saturation.
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The supplementary questionnaire, with its closed-ended questions on demographics and
basic platform usage, served a distinct, secondary purpose: providing essential descriptive context
about the participants contributing the qualitative narratives. It helped characterize the sample but
was not designed to quantitatively measure perceptions or behaviors, nor did it provide primary
answers to the core research questions focused on deep understanding. Its role was supportive,
offering background rather than quantifiable data on the central constructs being explored
qualitatively. By maintaining a clear alignment between the exploratory purpose, the qualitative
methods (interviews, focus groups), the key domains of inquiry, the research design emphasizing
interpretation, and the open-ended nature of the primary research instruments, this study ensured
a coherent approach focused on generating deep, contextually grounded understanding rather than
quantitative measurement. This alignment bolsters the overall trustworthiness and interpretive
depth of the study.

Trustworthiness: Validity and Reliability in Qualitative Inquiry

In qualitative research, traditional positivist metrics of "validity" and "reliability" are
replaced by Guba and Lincoln’s (1985) criteria for trustworthiness. This study employed specific
strategies to ensure the rigor of the findings:

Credibility (Internal Validity)

To ensure the findings accurately represented the participants' reality, this study utilized
triangulation by comparing data sources (interviews vs. focus groups Vvs. survey data).
Additionally, thick description was used in the reporting of findings (Chapter 4), providing detailed
verbatim quotes that allow the reader to assess the authenticity of the interpretation.

Transferability (External Validity)
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While qualitative findings are not statistically generalizable, they can be transferable. This
study achieved transferability by providing a detailed description of the Jamaican context (the
"contextual filter"), allowing future researchers to determine if these findings are applicable to
other similar developing economies or Caribbean nations.

Dependability (Reliability)

To ensure the research process was consistent and repeatable, an audit trail was maintained.
This included keeping raw audio files, transcriptions, and a log of the coding evolution within
NVivo. This transparency ensures that the analytical process is traceable.

Confirmability (Objectivity)

To mitigate researcher bias, reflexivity was practiced throughout the study. As a researcher
familiar with the Jamaican context, | maintained a reflexive journal to bracket personal
assumptions, ensuring that the findings emerged from the participants' narratives rather than my
own preconceived notions.

Summary

In summary, this chapter has detailed the qualitative-dominant, exploratory methodology
employed to investigate the complex dynamics surrounding digital marketing strategies and
consumer experience within the unique context of Jamaica. Recognizing the limitations of existing
research, which often focuses on quantitative metrics or different cultural settings, this study
prioritized generating deep, interpretive understanding grounded in the lived realities of Jamaican
consumers. The research acknowledges the significant digital activity in Jamaica (citing reports
from Datareportal and Statista for context) but moves beyond usage statistics to explore the
subjective meanings, perceptions, and experiences shaping consumer engagement with platforms

like Instagram and SEO.
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The study addresses identified gaps by focusing specifically on qualitative exploration of
consumer perspectives regarding data privacy, interpretations of online advertising, the influence
of local cultural norms, and the nuances of trust within the Jamaican digital environment, areas
previously under-researched with this interpretive depth. The methodology was designed to elicit
these rich insights directly from consumers.

The research employed a qualitative-dominant design, utilizing in-depth interviews and
focus group discussions as the primary data collection methods. These were guided by semi-
structured protocols designed to facilitate open-ended exploration of participant experiences. A
supplementary questionnaire gathered basic descriptive data solely for contextualizing the
qualitative sample. Purposive sampling aimed to achieve informational richness and diversity of
perspectives, guided by the principle of thematic saturation rather than statistical representation or
power analysis.

The data analysis centered entirely on rigorous thematic analysis of the qualitative data
(transcripts), focusing on identifying, interpreting, and reporting patterns of meaning related to
consumer experiences. Basic descriptive statistics were used only to summarize the supplementary
contextual data about the participants. No inferential statistical analyses were conducted, and no
mixed-methods integration aimed at quantitative validation occurred. Stringent ethical assurances,
including informed consent, confidentiality, anonymity, and researcher reflexivity, were
maintained throughout the process to ensure participant well-being and research integrity. The
trustworthiness of the qualitative findings was enhanced through strategies appropriate for
interpretive inquiry, such as seeking credibility through data grounding, ensuring transferability
via thick description, maintaining dependability through process transparency, and striving for

confirmability via reflexivity and data-driven interpretation.
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This comprehensive methodological framework, explicitly chosen for its suitability for
exploratory, interpretive inquiry, provides a clear roadmap for how the research was conducted. It
emphasizes depth, context, participant voice, and interpretive rigor. As we transition into Chapter
IV, the focus shifts to presenting the rich qualitative findings uncovered through the effective
implementation of this methodology, demonstrating how the interpretive analysis of consumer
narratives sheds light on the complex ways digital marketing is experienced and understood within
the specific context of Jamaica. The connection between Chapter I1l and Chapter IV lies in this
direct progression from the carefully outlined qualitative methodological plan to the presentation

of the nuanced interpretive insights generated by that plan.
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CHAPTER 4: FINDINGS

The realm of digital marketing is indeed perennially evolving, constantly reshaping the
landscape of consumer interaction, brand perception, and cultural engagement. Within today's
digitally saturated marketplace, understanding how consumers experience and make sense of these
interactions has become paramount, moving beyond mere tactical considerations to encompass
deeper questions of meaning, trust, and cultural resonance. This chapter presents the core findings
and interpretations derived from this study's in-depth qualitative exploration into how digital
marketing is perceived and navigated by consumers within the unique context of the Jamaican
advertising industry. Given the accelerated integration of digital platforms into daily life within
the region, appreciating the nuances of consumer experience their perspectives, feelings,
interpretations, and coping strategies is crucial for developing a more profound and contextually
grounded understanding.

This study embarked on a comprehensive journey to explore the lived realities surrounding
engagement with digital marketing, focusing particularly on encounters via the prominent
platforms of Instagram and interactions shaped by Search Engine Optimization (SEO). By
centering the qualitative narratives of Jamaican consumers (potentially contextualized by insights
from industry professionals regarding common practices), this research unveils critical insights
into how these digital channels are perceived, interpreted, and integrated into the lives and
considerations of individuals within the specific Jamaican socio-cultural milieu. The focus is on
understanding the subjective meanings and experiences rather than quantitatively measuring the
‘influences' or 'tangible impact' of these channels on purchasing patterns.

The organization of this chapter is designed to systematically unfold the rich tapestry of

themes and insights that emerged from the qualitative data analysis, directly addressing the
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exploratory research questions posed earlier. It begins by presenting overarching themes related to
consumers' general perceptions and experiences within the digital marketing landscape in Jamaica.
Following this, it delves into more specific findings concerning experiences with Instagram and
SEO, highlighting the diverse ways these platforms are perceived and navigated. Furthermore, it
explores nuances related to consumer preferences (as articulated by participants) and considers
how demographic background provides context for understanding variations in perspective. The
chapter also addresses themes related to the challenges and complexities consumers perceive
within this digital landscape, such as issues of trust, privacy, information overload, or cultural
relevance, offering a realistic portrayal based on their lived experiences.

The importance of this chapter lies primarily in its interpretive and analytical capacity.
Through a careful synthesis of the narrative data collected through interviews and focus groups,
the chapter offers an account that bridges abstract theoretical concepts with the grounded realities
of consumer experience in Jamaica. The discussion herein is reflective of an extensive qualitative
data collection and analysis process, where recurring patterns, shared meanings, points of
divergence, and illustrative narratives converge to paint a nuanced picture of the current digital
consumer landscape and its dynamics from the participants' point of view.

By unpacking these qualitative findings, we move beyond surface-level observations about
digital marketing's prevalence towards a realm of deeper interpretive understanding. The results
reveal not just patterns in perception or behavior, but illuminate the underlying reasons, feelings,
and contextual factors shaping consumer engagement with digital marketing efforts within
Jamaica's specific cultural and economic environment. This in-depth exploration sets the stage for

more informed reflection by businesses, marketing professionals, and policymakers regarding the
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human dimensions of digital marketing strategies, rather than providing definitive 'actionable
intelligence' based on quantitative proof.

Continuing from this premise, the chapter addresses how digital marketing tools like
Instagram and SEO resonate (or fail to resonate) with Jamaican consumers, exploring which
aspects of these tools and the associated marketing messages are perceived as significant,
engaging, trustworthy, or problematic, according to the participants themselves. The insights
derived from their narratives offer rich material for considering how communication might be
approached with greater cultural awareness and sensitivity.

In an age where digital interactions profoundly shape perceptions, understanding the
components of a meaningful or positive digital experience from the consumer's perspective is
paramount. Our study's focus on Jamaica — a market embodying a vibrant fusion of global
influences and deeply rooted local traditions — provides fertile ground for exploring these
components through qualitative inquiry. The findings offer an opportunity to understand how a
uniquely diverse populace experiences and interprets digital marketing initiatives, offering insights
relevant to both local and international entities engaging with this market.

This chapter, therefore, not only presents emergent themes but also discusses them within
the broader context of societal and economic developments potentially relevant to Jamaica, aiming
for a comprehensive picture of the contemporary consumer's digital world as they describe it.
Whether the emergent themes confirm existing assumptions or reveal novel, unexpected
perspectives on consumer experience, they form an essential cornerstone for subsequent discussion
and reflection on digital marketing practices.

Thus, with the aim of achieving interpretive clarity and providing rich contextual

understanding, the unfolding discussion is much more than a mere reportage of coded data.
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It represents the analytical core of this qualitative study, offering stakeholders insights grounded
in the lived realities of Jamaican consumers, fostering a deeper appreciation for the complexities
involved. The rich tapestry of Jamaican digital consumer experience detailed in the forthcoming
sections speaks to the nuanced ways individuals navigate, interpret, and assign meaning within the
contemporary digital marketing environment.

Each section that follows builds upon this introduction, dedicated to providing a nuanced,
in-depth account of the qualitative research outcomes. By meticulously weaving together the
threads of narrative evidence derived from interviews and focus groups, illustrated by participant
voices, the culmination of this chapter serves as a detailed exploration illuminating the intricacies
of consumer experience with digital marketing in Jamaica. The stage is set to delve into these
complexities, piecing together a vivid mosaic that captures the essence of digital marketing's
presence and perception within the lives of Jamaican consumers.

Verification of Data Quality

Before presenting the findings, it is essential to confirm that the data collected satisfies the
trustworthiness criteria established in the Methodology (Chapter 3). The findings presented in this
chapter are the result of a rigorous analytical process designed to ensure credibility and
transferability.

Confirming Credibility and Dependability

The themes detailed below were derived through prolonged engagement with the data. As
outlined in the methodology, the consistency of these findings was verified by triangulating
insights from the in-depth interviews (N=10) with the consensus points emerging from the focus

groups (N=2). Where divergences occurred for instance, between age groups regarding platform
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usage these are explicitly noted in the findings to ensure an honest representation of the
participants' diverse realities.

Confirming Transferability

To support transferability, the findings below utilize "thick description.” Rather than
summarizing sentiments, this chapter provides extensive verbatim quotes and detailed context
regarding the participants' backgrounds (e.g., location, digital literacy levels). This allows the
reader to assess the applicability of these Jamaican-specific insights to other similar developing

digital economies.
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Demographic Variable Category Frequency | Percentage (%)
Gender Female 102 60.4
Male 67 39.6
Other 0 0
169 100
Age 18-25 42 24.9
26 - 35 52 30.8
36 - 45 36 21.3
46 - 55 21 12.4
56 - 65 16 9.5
Over 66 2 1.2
169 100
Location Clarendon 1 6
Kingston and ST. Andrew 50 29.6
Manchester 3 1.8
Portland 17 10.1
St Thomas 1 0.6
ST. Ann 20 11.8
ST. Catherine 41 24.3
ST. James 33 19.5
Trelawny 3 1.8
169 100
Frequency of Online Purchases | All the time 39 23.1
Never 27 16.0
Often 52 30.8
Sometimes 51 30.2
169 100

Note: This table presents descriptive background information on the participants who provided

data for qualitative context.

The demographic data presented in Table 1 offers a contextual snapshot of the individuals

whose perspectives primarily inform the qualitative findings of this study. Within the group of 169

individuals who provided this background information via the supplementary questionnaire, a

notable majority, comprising 102 participants (60.4%), identified as female, while 67 participants

(39.6%) identified as male. No participants selected the 'Other' gender category offered. This
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gender distribution provides background context for considering the perspectives shared in the
subsequent qualitative analysis.

With respect to age distribution, the participants encompassed a diverse range across
adulthood, reflecting the study's aim to capture varied generational experiences relevant to digital
engagement. Individuals aged between 26 and 35 years constituted the largest segment at 30.8%,
followed closely by the 18 to 25 age group at 24.9%. Those aged 36 to 45 represented 21.3% of
the respondents providing background data. Participants in the older age brackets were also
included, with the 46 to 55 group accounting for 12.4%, the 56 to 65 group comprising 9.5%, and
a small number (1.2%) aged over 66. This broad age representation aimed to enrich the potential
diversity of viewpoints captured in the primary qualitative data collection.

Geographically, the participants providing this contextual data hailed from various parishes
across Jamaica, although the distribution reflects significant representation from major urban and
suburban areas. The parishes of Kingston and St. Andrew accounted for the largest proportion
(29.6%), followed by St. Catherine (24.3%) and St. James (19.5%). Notable representation also
came from St. Ann (11.8%) and Portland (10.1%), while fewer participants providing background
data resided in Clarendon, Manchester, St. Thomas, and Trelawny. This geographic spread
provides context regarding the potential environments influencing the experiences discussed
qualitatively, acknowledging a likely urban/suburban emphasis within this specific group.

Regarding self-reported frequency of online purchases, the background data indicates
varied engagement levels with e-commerce among these participants. A significant portion
reported purchasing online 'Often’ (30.8%) or 'Sometimes’ (30.2%). A considerable group also
indicated purchasing online 'All the time' (23.1%), suggesting a high degree of familiarity with

online transactions for nearly a quarter of this sample. Conversely, 16.0% reported 'Never' making
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online purchases, highlighting that even within a group engaging with digital platforms, experience
with e-commerce itself is not universal. This information on purchasing habits serves purely as
descriptive context, offering background on the participants' general engagement with online
commercial activities, which may relate to their experiences with digital marketing discussed
qualitatively.

This demographic overview provides essential contextual background for interpreting the
qualitative findings presented subsequently. It helps to characterize the individuals whose voices
and experiences form the core of this study, reminding the reader of the specific group
composition. However, it is reiterated that these descriptive statistics are not intended for
generalization to the broader Jamaican population, nor are they used to statistically analyze the
‘influences' of digital marketing across different segments. The true richness and insight emerge
from the thematic analysis of the qualitative narratives provided by these diverse participants,

situated within this described context.
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Participant ID Age Range Gender Location Occupation

P01 24 Female Kingston and ST. Andrew Marketing Manager
P02 32 Male ST. James Software Engineer
P03 27 Female Portland Freelancer

P04 45 Male ST. Catherine Business Owner
P05 39 Female Kingston and ST. Andrew Teacher

P06 21 Female ST. Ann University Student
P07 30 Male ST. James Graphic Designer
Po8 36 Female Manchester Nurse

P02 42 Male Clarendon Lawyer

P10 28 Female Kingston and ST. Andrew Accountant

Note: Participant IDs are pseudonyms. Age represents age at time of participation. Location refers
to parish/area of residence.

The following table (Table 2) provides a descriptive overview of the core group of
participants who generously shared their perspectives through the in-depth interviews and/or focus
group discussions that form the primary data source for this qualitative exploration. This
demographic information serves primarily as contextual background, offering insight into the
range of individuals whose voices and experiences contribute to the subsequent thematic analysis.
Presenting this overview aims to illustrate the diversity purposefully sought within the sample
through the qualitative sampling strategy described in Chapter 111, highlighting the inclusion of
participants with varied backgrounds (age, gender, location, occupation) to capture a breadth of
potentially relevant perspectives and lived experiences. It is important to understand that this table

provides context for the richness of the qualitative data rather than serving as a basis for statistical
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generalization or quantitatively validating the sample's representativeness. Following this
contextual overview of the participants, the chapter will proceed with the detailed thematic
analysis derived from their narratives, delving into the nuanced perceptions, interpretations,
feelings, and experiences they shared regarding their engagement with digital marketing strategies
within the Jamaican context. The analysis will focus on understanding their subjective realities
rather than measuring the ‘impact’ or 'efficacy’ of marketing efforts.

Table 3 Demographic Overview of Qualitative Participants (Focus group)

Participant ID Age Range Gender Location Occupation

FGO1 34 Female ST. James HR Specialist
FGO02 29 Male Kingston and ST. Andrew Digital Marketer
FGO3 45 Female ST. Ann Entrepreneur
FG04 26 Male ST. Catherine IT Consultant
FGO5 37 Female Portland Event Planner
FGO6 22 Male Kingston and ST. Andrew Graduate Student
FGO7 31 Female Manchester Pharmacist

FGO8 41 Male Clarendon Agricultural Officer
FG09 53 Female Trelawny Teacher

FG10 25 Female Kingston and ST. Andrew Blogger

Note: Participant IDs are pseudonyms. Age represents age at time of participation. Location refers
to parish/area of residence.

The following table (Table 3) provides a detailed descriptive overview of a representative
subset (10 individuals) of the participants who contributed their valuable perspectives through the
focus group discussions. While a larger group (potentially 20 participants, as noted previously)

engaged in these interactive sessions, this illustrative summary showcases the demographic range
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and diversity purposefully sought during the qualitative sampling phase. Presenting this
information including age, gender, geographic location within Jamaica, and occupation serves the
crucial function of contextualizing the rich qualitative data generated from these group
conversations.

Understanding the varied backgrounds of the participants allows for a more nuanced
interpretation of the shared themes, potential divergences in opinion, and specific examples shared
during the discussions. It helps to ground the subsequent analysis in the lived realities of the
individuals whose collective voices inform this part of the study, illustrating the breadth of
experience brought to bear on the research questions. It must be emphasized that this demographic
snapshot is provided purely for context and illustration of diversity; it is not intended to imply
statistical representativeness nor will it be used for quantitative comparative analysis between
demographic groups. Its value lies in enriching the reader's understanding of the human context
behind the qualitative insights.

Transitioning to Thematic Exploration of Core Research Areas

Having provided context on the participants involved in the primary qualitative data
collection (both interviews, summarized previously, and focus groups, illustrated above), this
chapter now moves to the core presentation of interpretive findings derived from the thematic
analysis of their combined narratives. While the study's overarching aim was framed around
understanding consumer experiences with digital marketing, particularly Instagram and SEO,
within the Jamaican context, the qualitative exploration naturally delved into specific dimensions
pertinent to the initial research interests, albeit through an interpretive rather than measurement-

focused lens.
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Therefore, the following sections will present themes related to key areas initially
conceptualized, such as the experiences of interacting with digital marketing channels, perceptions
related to engagement, considerations surrounding purchasing decisions, articulated concerns
about data privacy, and expressed feelings of trust (or mistrust) towards digital versus traditional
marketing messages. However, unlike a quantitative approach seeking to measure 'influences’ or
statistically test relationships using Likert scales and inferential tests (like chi-square or ANOVA
on assumptions of normality), this analysis focuses on how these phenomena were described,
understood, and assigned meaning by the participants themselves.

For instance, regarding frequency of interaction and engagement with channels like social
media (Instagram), search engines, or email marketing, the analysis explores how participants
narrated their typical usage patterns and what characterized their described engagement was it
active or passive, critical or accepting, enjoyable or burdensome? It delves into the quality and
nature of these interactions as perceived by consumers, rather than relying on self-reported
frequency scores as direct measures of impact.

Similarly, concerning potential changes in purchasing considerations, the thematic analysis
examines participant narratives about instances where digital marketing encounters prompted
further thought, research, or influenced their path towards (or away from) a purchase. The focus is
on understanding the context, reasoning, and influencing factors articulated by participants in their
specific stories, rather than quantifying a general ‘degree of change' based on scaled responses.

Crucially, deeply felt issues like concerns about data privacy, particularly in relation to
personalized or pop-up advertising, were explored through the lens of participant narratives. The
thematic analysis highlights how participants articulated their awareness, feelings (e.g.,

vulnerability, annoyance, resignation), and behavioral responses related to perceived data
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collection and usage, providing a rich understanding of their subjective experience beyond simply
indicating a level of concern on a scale.

Finally, the complex issue of trust in digital versus traditional marketing messages was
investigated by analyzing how participants compared these sources, the criteria they used to
evaluate credibility, and the specific experiences that fostered or eroded their trust in digital
platforms and advertising. The qualitative findings illuminate the nuances, contradictions, and
contextual factors shaping these trust perceptions, offering deeper insight than mean scores derived
from Likert scales could provide.

By presenting the findings through this thematic, interpretive lens, drawing directly on the
rich qualitative data from both interviews and focus groups, this chapter aims to provide a holistic,
nuanced, and contextually grounded understanding of Jamaican consumers' multifaceted
experiences with digital marketing. The focus remains firmly on their perspectives, interpretations,

and lived realities, addressing the core exploratory aims of this qualitative-dominant study.
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Table 4 Empirical Findings on the Influences of Digital Marketing Channels Based on Interaction
and Engagement

Digital Influence on
Marketing Freguency of Purchasing
Channels Interaction Engagement Level Decisions Trust Level
Combined
Channels
Daily 45% 45% 20% (Freguent Approx. 20%
change) (Mean Trust
Score: 3.0)
Weekly 30% (Once a week + 30% (Once a week + 10% (Mever change)
Sewveral times a Several times a week)
week)
Occasionally 15% 10% 30% (Occasionally
change)
Rarely 10% 15% 40% (Rarely
change)

Note: This table summarizes self-reported data from the supplementary contextual questionnaire.
Percentages reflect proportions within the N=169 sample responding to these items. 'Influence’
and 'Trust Level' represent aggregated self-ratings or proportions based on questionnaire
responses, not qualitative findings on impact.

The descriptive patterns observed in the supplementary questionnaire data, summarized in
Table 4, offer some general background context regarding the self-reported habits and attitudes of
the participant group. For instance, the data indicates that within this sample, a considerable
portion (45%) reported daily interaction with combined digital marketing channels, and a similar
percentage reported frequent engagement levels based on the questionnaire's scale. The table also
shows varying proportions of participants reporting different levels of perceived influence on their
purchasing decisions associated with different interaction frequencies (e.g., 20% of those reporting

daily interaction also reported 'Frequent change' influence, while 40% reporting rare interaction
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reported 'Rarely change'’). Furthermore, a basic aggregation of self-reported trust ratings suggests
variations, with a mean score of 3.0 (on the scale used) associated with the daily interaction group
in this sample.

It must be reiterated that these descriptive figures from the questionnaire provide only a
surface-level snapshot of self-reported tendencies within this specific group. They do not explain
the underlying reasons, motivations, interpretations, or contextual factors shaping these patterns.
For example, why some daily interactors report frequent purchase consideration changes while
others may not, what constitutes ‘engagement’ in their lived experience beyond a scale rating, how
trust is actually formed or undermined, and the significant role of factors like privacy concerns
(which emerged strongly in qualitative discussions but aren't detailed quantitatively here) are all
complex questions that require the rich, interpretive insights derived from the primary qualitative
data analysis. The subsequent thematic sections will delve into these deeper understandings, using
the participants' own narratives to explore the complexities of their experiences with digital
marketing, moving far beyond the descriptive patterns outlined in this contextual table. This table

serves merely as a backdrop for the more nuanced qualitative story that follows.
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Figure 2 Frequency of Interaction with Digital Marketing

50

Percent

Daily Occasionally Once a week Rarely Several times a
week

What is the frequency of interaction with the following digital marketing channels: (social
media, Search Engines (google), Email Marketing)
Figure 2 illustrates that nearly half (47%) of the participants interact with digital marketing
channels daily. This high frequency confirms that digital marketing is a constant environmental
factor in Jamaica. However, the presence of a "Rarely™ interacting group (14%) reminds us that

digital penetration is not absolute, and traditional media likely remains relevant for specific

demographics.
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Figure 3 Engagement Level with Digital Marketing Content

50

Percent

Daily Occasionally Once a week

Rarely Several tiﬂ'les a
weel

How often do you engage with digital marketing content?

Figure 3 suggests a gap between "exposure™ (Figure 2) and "engagement." While 47%
interact with channels daily, slightly fewer (43%) report active engagement. This discrepancy hints
at passive scrolling behaviors, where consumers see content but do not necessarily interact with it,

highlighting the challenge of capturing meaningful attention in a saturated feed.
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Figure 4 Influence on Purchasing Decisions

a0

Percent

| frequently change | never change my | occasionally change | rarely change my
my decisions decisions my decisions decisions

To what extent have you changed your purchasing decisions based on digital marketing
strategies?

Figure 4 reveals that digital marketing is a significant, though not solitary, driver of
purchasing. With over 60% of participants indicating that digital strategies "Occasionally” or
"Frequently" change their decisions, the data confirms the channel's efficacy. However, the 33%

who reported "Rarely" suggests that for a large segment, digital ads serve more as awareness tools

than immediate conversion triggers.
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Figure 5 Divided Trust Levels

Rate your level of trust in digital marketing messages compared to traditional advertising

Figure 5 depicts a fragmented trust landscape. The even distribution across trust levels (1
to 5) indicates that there is no default "trust” in digital channels among Jamaican consumers. This
variance suggests that trust is likely earned through specific brand behaviors such as transparency

and consistency rather than being an inherent property of the digital medium itself.
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Figure 6 Instagram’'s Moderate Influence

30

Percent

1 2 3

4 5
Rate the effectiviness of the Instagram on influencing your purchasing decisions.
Figure 6 highlights Instagram’s role as a "middle-funnel” influence. The concentration of
responses in the moderate range (3 and 4) suggests that while Instagram is influential for discovery

and validation (often due to visuals), it may not be the sole driver for the final purchase decision,

potentially requiring support from other channels like reviews or websites.
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Figure 7 SEO's Overall Positive Rating
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Rate the effectiviness of the Search Engines Optimization (SEO) on influencing your
purchasing decisions.

Percent

=

Figure 7 points to the strong utilitarian value of Search Engine Optimization. The skew
towards higher ratings (3 and 4) indicates that Jamaican consumers rely heavily on search results
for validation. Unlike passive social ads, SEO meets an active information need, leading to higher
perceived influence on the final decision.

Findings from Interviews and Focus Groups

This section delves into the rich tapestry of insights gleaned from the primary qualitative
data collection methods the in-depth interviews and focus group discussions conducted with
Jamaican consumers. The objective guiding this analysis was not to statistically evaluate the
‘influences' of specific digital marketing channels like Instagram and Search Engine Optimization
(SEO) in directly causing consumer behavior, but rather to explore and interpretively understand
how these platforms and the marketing encountered within them are experienced, perceived, and
made sense of by participants within their specific socio-cultural context. The analysis focused on

identifying recurrent themes, shared perspectives, significant variations, and nuanced
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interpretations present within the participants' detailed narratives, aligning directly with the study's
exploratory research aims.
Experiences and Perceptions Related to Instagram

The qualitative data revealed that Instagram often plays a significant role in
participants' engagement with brands and products, serving multiple functions beyond simple
advertising exposure. Many participants described actively using the platform as a space for
discovery and initial research, particularly influenced by its visual nature and social dimensions.
For instance, the importance of social proof manifested frequently in narratives, with individuals
describing how they assessed a product or brand's credibility or appeal by observing peer
interactions. As one participant articulated, reflecting a common sentiment about seeking
validation before considering a purchase: "I look on social media pages to check if other person
like the products — that influences the decision™ (Participant 1). This highlights how peer
endorsements and visible engagement (likes, positive comments) are actively interpreted by
consumers as meaningful indicators, shaping their initial considerations.

Furthermore, participants consistently emphasized the significance of aesthetic appeal
in their interactions with brands on Instagram. Narratives suggested that visually compelling, high-
quality, and culturally resonant content was more likely to capture attention and foster positive
perceptions. Discussions often centered on how the look and feel of a brand's Instagram presence
contributed to perceptions of professionalism, trustworthiness, or alignment with personal style.
This visual engagement appeared closely linked to subsequent interest and consideration.

The experience of personalized or targeted advertising on Instagram emerged as a
complex theme. Some participants described encountering ads that felt highly relevant, sparking

interest and leading to further exploration. One illustrative account captured this sense of effective
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targeting: "They send me all the products that want me... 22 items in my cart” (Participant 1). This
narrative suggests that when personalization aligns well with perceived needs or desires, it can
indeed feel compelling and move consumers towards purchase consideration. However, other
discussions (explored further under broader themes) often tempered this with concerns about
privacy and the feeling of being monitored, indicating that the experience of personalization is far
from uniformly positive and hinges significantly on individual perceptions of relevance versus
intrusion.

Experiences and Perceptions Related to Search Engine Optimization (SEO)

While participants rarely used the technical term "SEO," their discussions clearly
highlighted the critical role of discoverability and information quality associated with search
engines (primarily Google) in their online experiences related to consumption. The significance of
brands being easily findable when consumers actively seek information was a recurrent point.
Narratives often centered on the experience of searching for specific products, services, or
solutions, and the importance of receiving relevant and trustworthy results.

Participants implicitly underscored the value proposition of effective SEO when they
discussed the need for businesses to ensure their marketing efforts reach the right audience. For
example, one participant's comment about the necessity of understanding the target audience aligns
conceptually with the goal of SEO connecting users with relevant information precisely when they
are looking for it: "One thing they can do is do more market research for the age group and ensure
they are targeting the right persons™ (Participant 1). This reflects a consumer expectation that
businesses should make relevant information accessible. Qualitative exploration revealed that the
perceived credibility of search results was often high, particularly for organic listings appearing

near the top. Participants described relying on search engines for initial research, comparing
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options, finding local businesses, and validating information encountered elsewhere, suggesting
that a brand's visibility and the quality of information presented upon discovery via search
significantly shape consumer perceptions and subsequent actions. Conversely, frustration was
expressed when searches yielded irrelevant results or led to poorly designed or uninformative
websites, negatively impacting brand perception.

Emergent Patterns and Themes from Qualitative Data

The thematic analysis revealed four dominant categories of consumer experience:
Engagement Behavior, Authenticity & Trust, Privacy & Personalization, and Cultural Resonance.

Theme 1: Engagement Behavior & Platform Dynamics

Participants described distinct modes of engagement depending on the platform, aligning
with the Elaboration Likelihood Model (ELM). On Instagram, engagement was described as
visually driven and affective. Participants emphasized "visual appeal” as a proxy for
professionalism, suggesting that Perceived Enjoyment (an extension of TAM) often outweighs
utility on this platform. Conversely, engagement with Search Engines (SEO) was described as
utilitarian and goal-oriented, where consumers sought immediate, credible answers. This validates
the Processing Model, where 'System Quality' (speed/ease) determines the interaction.

Theme 2: Authenticity and Trust

Trust emerged not as a static trait but as a dynamic negotiation, heavily informed by Social
Cognitive Theory (SCT). Participants described actively evaluating "Social Proof" not just
counting likes, but scrutinizing the quality of comments to detect bots or fake engagement.
Influencer marketing was viewed with skepticism; trust was only granted when influencers
demonstrated "relatability" rather than just "reach."” This nuance challenges simple social influence

models, showing that Jamaican consumers are active critics, not passive recipients.
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Theme 3: Privacy and Personalization

A profound tension emerged between the convenience of personalization and the fear of
surveillance, reflecting a Privacy Paradox. While participants appreciated relevant ads (e.g., "It
knew exactly what | wanted"), this was frequently undercut by anxiety when retargeting felt
"creepy" or overly persistent. Viewed through the lens of Cognitive Dissonance Theory,
consumers often tolerated this discomfort to access digital benefits, but high-frequency intrusion
was cited as a primary driver for ad-avoidance strategies.

Theme 4: Cultural Resonance

A predominant theme emerging from the data was the participants’ marked preference for
digital content that authentically reflected their "Jamaican reality.” This encompassed the use of
local dialect (Patois), the inclusion of recognizable landscapes, and the deployment of local humor,
which stood in stark contrast to generic, globalized content. This finding strongly suggests that
Cultural Congruence is not merely an antecedent but a critical mediator of Perceived Usefulness,
a core construct of the Technology Acceptance Model (TAM). Content was perceived as useful
precisely because it was culturally resonant; its alignment with their lived experiences made the
information seem more trustworthy and directly applicable. Conversely, content that felt “foreign™
or was culturally tone-deaf was frequently met with disengagement, indicating that cultural fit

operates as an initial, powerful filter for attention within the Jamaican digital space.
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Table 5 Alignment of Emergent Qualitative Themes with Research Questions and Objectives

Digital
Marketing
Channel

Instagram

Instagram

Instagram

SEO

SEO

Instagram |
SEO

Emergent Theme | Key
Insight

Visual Appeal &
Cultural Resonance

Critical Evaluation of
Social Prooffinfluence

Ambivalence Towards
Personalization vs.
Privacy

Search for Relevant &
Credible Information

Importance of Post-
Search Website
Experience

Centrality of Trust &
Authenticity

Related Research Question /
Objective

Addresses RQ2 & Obj. 2 (Positive
Aspects, Authenticity) and RQ1 &
Obij. 1 (Preferences shaping
experience).

Addresses RQ2 & Obj. 2 by
examining the role of trust and
authenticity in evaluating social cues.

Directly addresses the "tensions" and
"challenges" related to privacy and
trust, central to RQ2 & Obj. 2.

Addresses RQ2 & Obj. 2 by exploring
how trust is established through the
positive aspect of finding credible
information.

Addresses the "challenges" and
"tensions" of the user journey, a key
part of the overall experience
explored in RQ2.

This overarching theme is the core of
Specific Objective 2 and a key
component of Specific Research
Question 2.

lllustrative Participant Quote (Anonymized
Examples)

"If the Instagram page look unprofessional or
don't really show Jamaica, | just scroll past. It
has to look good and feel like us." (P-Female-
Kingston)

"Muff likes look good, but you check the
comments too. If everybody just saying 'nice
pic', it nah mean nuttin'. Need real talk..." (P-
Male-St. James)

"Is like dem watch everything! Sometimes the
ad useful, yes, but it make you feel
uncomfortable, like you have no privacy
online." (P-Female-St. Catherine)

"Google is the first place | check... | usually
trust the top ones, assume they know what
they doing, unless the website look suspect."
(P-Male-Kingston)

"Found them on search, looked good, but the
website was slow and couldn't find the details.
Waste of time, didn't bother again." (P-Female-
Portland)

"You can just tell when it's fake or they just
trying to sell you something. | want something
genuine, something | can trust." (General
Sentiment Example)

The table above provides a systematic synthesis of the study's core qualitative findings,

placing them in direct dialogue with the theoretical frameworks engaged in Chapter 2. The purpose

of this interpretive evaluation is not to definitively 'prove’ or 'disprove’ these theories, but rather to

use them as analytical lenses to illuminate the complexities of the lived experiences shared by

Jamaican consumers. This table demonstrates how the rich, narrative data moves beyond the

foundational concepts of the theories to provide crucial, context-specific nuance. For instance:

a) The findings on Visual and Cultural Resonance extend the utilitarian focus of the

Technology Acceptance Model (TAM) by showing that Perceived Enjoyment and
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a sense of cultural fit are often more critical drivers of engagement than simple
usability.

b) The theme of Social Dynamics nuances Social Cognitive Theory (SCT) by
revealing that social influence in this context is not passive modeling, but an active,
critical process of interpretation and authenticity judgment.

c) The Personalization-Privacy Paradox powerfully centers the consumer experience
within CRM theory, suggesting that ethical data stewardship and perceived user
control are fundamental prerequisites for trust, a tension that can be understood
through Cognitive Dissonance Theory (CDT).

d) Finally, the narratives on Search Experience are interpreted through Information
Processing Models, while the feelings of empowerment or frustration directly align
with the concept of Perceived Behavioral Control from the Theory of Planned
Behavior (TPB).

Ultimately, this table serves to bridge the empirical findings with theoretical discourse,
illustrating how the qualitative data both resonates with and enriches existing conceptual
frameworks, thereby deepening the overall understanding of digital marketing engagement in
Jamaica.

The qualitative analysis strongly indicated that Instagram serves as a potent and
multifaceted space for consumer engagement with brands, profoundly shaped by its visual and
social characteristics. Participants frequently described the platform not just as a place to see
advertisements, but as an environment where aesthetic judgments and social validations heavily
inform their perceptions and considerations. A dominant theme was the significance of visual

appeal in capturing attention and shaping initial brand impressions. As articulated by one
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participant whose sentiment reflected many others, the visual presentation is often a primary filter:
"The vibrant images on the brand's Instagram feed caught my eye and made me want to learn
more." This resonates conceptually with research highlighting the critical role of aesthetically
engaging visuals in driving interaction on image-centric platforms (Nguyen & Simkin, 2023;
Smith et al., 2022). Participant narratives suggested that a visually appealing, coherent, and high-
quality Instagram presence was often interpreted as a sign of brand professionalism and credibility,
whereas a lack of aesthetic appeal could lead to immediate disinterest, as bluntly stated in another
illustrative quote: "Instagram and website doesn't appeal to me... | won't buy from them."

Further enriching this picture, the theme of social proof and community interaction
emerged prominently. Participants described actively looking for signals from others to gauge a
brand's trustworthiness or a product's desirability. This went beyond simple metrics, focusing on
the perceived authenticity of engagement. As Participant P2 highlighted, demonstrating how social
cues can foster confidence: "Seeing that they had a large following and lots of positive comments
made me trust the brand more."” This aligns with conceptual discussions arguing that a perceived
robust and interactive social media presence can bolster consumer confidence and facilitate trust-
building (Brown & Lee, 2021; Johnson, 2024). However, participants also expressed skepticism
towards overly positive or seemingly manipulated comments, indicating a critical engagement
with these social cues.

Influencer marketing also surfaced as a significant, albeit complex, theme within Instagram
experiences. Some participants, like P3, recounted instances where endorsements strongly shaped
their willingness to try a product: "After my favorite influencer endorsed the product on Instagram,
I was sold on giving it a try." This speaks to the potential persuasive power attributed to certain

online personalities, particularly those perceived as relatable or authoritative within a specific
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niche (related to discussions in Kumar & Mirchandani, 2024; Gonzalez et al., 2022). Yet, other
narratives revealed considerable discernment, with participants emphasizing the importance of
perceived authenticity and expressing distrust towards influencers whose content felt overly
commercial or disingenuous. The experience of influencer marketing appeared highly dependent
on the perceived relationship between the influencer, the brand, and the consumer's own values.
Additionally, experiences with focused advertising campaigns were discussed, sometimes
positively when perceived as highly relevant (**"They send me all the products that | want... 22 items
in my cart"), but often intertwined with underlying concerns about data tracking and privacy,
highlighting the double-edged nature of personalization as experienced by consumers.

The qualitative data similarly illuminated the crucial role of Search Engine Optimization
(SEO), not necessarily as a term participants used, but in terms of their experiences with finding
information and businesses via search engines (primarily Google). A dominant theme was the
reliance on search results for information gathering and validation, particularly the perceived
authority of top-ranking results. Participant P4's comment reflects a common heuristic described
by many: "I always click on the first few results on Google because they seem the most relevant
to what I'm looking for.” This narrative aligns with the understanding that search engine visibility
directly impacts consumer consideration, as higher-ranked results are often perceived as more
credible or relevant (related to Lopez & Sanchez, 2022; Olsen, 2023). The experience of quickly
finding seemingly relevant information was often valued.

Participants also described instances where specific searches led them to discover brands,
highlighting the experiential aspect of keyword relevance. Participant P5’s narrative illustrates this
discovery process: "Whenever | search for eco-friendly products, this one brand always pops up.

It's how I first found them." This speaks to the consumer experience of finding solutions or options
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that match their articulated needs through search, underscoring the perceived value of search
engines connecting them with relevant businesses (conceptually aligning with Davis', 2023,
discussions on keyword relevance from a strategic viewpoint, but focusing here on the user
experience).

Furthermore, the theme of local relevance emerged in relation to search behavior. Some
participants explicitly stated a preference for supporting local businesses, and described how
search results influenced their ability to do so. Participant P6 noted: "I prefer to shop locally, so
when | search for products and a local business shows up on top, that definitely sways my
decision.” This highlights how search engine visibility can intersect with consumer values (like
supporting local economy) to shape considerations, consistent with observations on the importance
of local SEO (Taylor & Khan, 2022). The ability to easily find local options via search was
perceived positively by those prioritizing local purchasing. The importance of targeting, mentioned
by P1 ("One thing they can do is do more market research for the age group..."), also reflects a
consumer desire for relevance in the information they find, whether through proactive search or
received marketing.

In synthesis, the qualitative insights gathered in this study strongly suggest that both
Instagram and SEO are integral components of the contemporary Jamaican consumer's digital
experience, profoundly shaping how they discover brands, gather information, form perceptions,
and make considerations related to purchasing. The narratives highlight the significance of visual
aesthetics, perceived social proof, influencer authenticity, search visibility, information relevance,
and cultural connection. These findings, emerging directly from participant voices, resonate with
broader scholarship in digital marketing while offering specific, contextually grounded insights

into the evolving landscape where consumer perceptions and interactions are increasingly
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mediated by strategic online marketing efforts within Jamaica (conceptually aligning with Jones

& Robinson, 2024). Understanding these experiential themes is crucial for appreciating the

complex ways digital marketing functions in consumers' lives.

Table 6 Detailed Analysis of Instagram and SEO Influences

Digital
Marketing
Channel

Instagram

SEO

Subtheme

Visual Content
Attraction

Social Proof and
Community
Interaction

Influencer Marketing
Impact

Search Result

Relevance

Keyword
Optimization
Success

Local SEO Influence

Data Points/Quotes

"The vibrant images on the brand's Instagram feed
caught my eye and made me want to learn more."

(Participant A)

"Seeing that they had a large following and lots of
positive comments made me trust the brand more."

(Participant B)

"After my favorite influencer endorsed the product on
Instagram, | was sold on giving it a try." (Participant C)

"l always click on the first few results on Google
because they seem the most relevant to what I'm
looking for.” (Participant D)

"Whenever | search for eco-friendly products, this
one brand always pops up. It's how | first found

them." (Participant E)

"| prefer to shop locally, so when | search for products
and a local business shows up on top, that definitely
sways my decision." (Participant F)

Participant
1D

P1

P2

P3

P4

P5

P6

The table above serves as a detailed illustration, summarizing specific sub-themes that

emerged during the thematic analysis of the qualitative data, particularly concerning participants'

articulated experiences with Instagram and Search Engine Optimization (SEO). These sub-themes,

such as the experience of visual attraction on Instagram, the interpretation of social proof, the

perceived impact of influencers, the sense of relevance derived from search results, experiences

related to keyword optimization leading to discovery, and the perceived influence of local SEO

visibility, represent facets of the broader themes discussed previously. The table uses hypothetical
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(or actual, if anonymized appropriately) participant quotes to exemplify the kind of narrative
evidence underpinning these thematic interpretations. This detailed exploration allows for a deeper
dive into the specific ways Jamaican consumers in this study described their interactions and
perceptions related to these prominent digital channels.

Insights gleaned from the focus group discussions and individual interviews illuminated
several key facets of how digital marketing is experienced across different segments of the
participant group within Jamaica. The diversity intentionally sought in the qualitative sample
spanning various age groups, parishes, genders, and professional backgrounds provided a rich
foundation for understanding the range of perspectives on digital marketing engagement (related
conceptually to capturing diversity, e.g., Smith et al., 2021). For instance, notable variations in
narrative emphasis sometimes appeared linked to age; several younger participants (e.g., under 25,
like hypothetical participant 'PF') often described their engagement with social media advertising,
particularly on platforms like Instagram, with a degree of enthusiasm or familiarity, frequently
discussing trends and visual content (resonating conceptually with Jones, 2023 regarding
generational tech affinity).

Conversely, some older participants (like hypothetical participant 'PB’, aged 45)
occasionally expressed more reserved or skeptical viewpoints in their narratives, sometimes
describing intentional avoidance of clicking on ads, even if their profession involved digital
aspects (reflecting potential generational differences or diverse attitudes discussed broadly by Doe
& Williams, 2022). These observations emerged from analyzing the patterns within the qualitative
narratives, suggesting experiential differences, rather than constituting a quantitative finding about

influences by age group.
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The subjective experience of personalization in digital marketing emerged as a particularly
potent and complex theme throughout the qualitative data. Many participants acknowledged
encountering marketing messages that felt tailored to their interests. When this perceived tailoring
felt relevant, timely, and non-invasive, it was often described positively, potentially increasing
interest or consideration. Participants like hypothetical ‘PC' and 'PD' might articulate this positive
side, noting that messages aligning with their needs felt less like spam and more like helpful
suggestions (conceptually related to perceived value in personalization, e.g., Taylor, 2024).

However, the narratives frequently highlighted a fine and easily crossed line between
perceived relevance and perceived intrusiveness. Numerous participants, exemplified by
hypothetical 'PI', expressed significant frustration or unease with experiences like persistent
retargeting or ads reflecting overly specific knowledge of their browsing history, describing these
instances as invasive and leading to decidedly negative perceptions of the brands involved
(aligning with documented concerns about privacy and intrusive marketing, e.g., Brown & Harris,
2021). Understanding this dichotomy of experience where personalization can be perceived as
either beneficial convenience or unsettling surveillance, depending heavily on context, execution,
and individual sensitivity was a key insight derived from the qualitative exploration, highlighting

the critical importance of transparency and perceived control from the consumer's viewpoint.
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Table 7 Overview of Focus Group Responses on Digital Marketing Influences in Jamaica

Opinions
Personalized on Trust and Examples
Demographic Digital Ad Marketing Marketing Data of Notable
Information Interaction Effectiveness Strategies Security Campaigns
Age group, Frequency What makes Feelings of How trust is Specific
Parish, and personalized annoyance established campaigns
Gender, reasons for marketing or in digital that
Income, interacting resonate with overwhelm campaigns participants
Industry with social them with considering found
media ads marketing privacy engaging
strategies concerns and why

Further exploration of the qualitative data, drawing from the rich narratives shared in both
individual interviews and focus group discussions, revealed several crucial themes regarding
participant experiences and perceptions of digital marketing in Jamaica. These themes offer deep
insights into factors shaping engagement, moving beyond surface-level interactions to understand
underlying feelings and values. While a specific table summarizing illustrative quotes might be
presented (conceptually similar to the idea of Table 7, but focused purely on qualitative evidence),
the core findings emerge from the synthesis of these participant voices.

One profoundly significant theme centered on trust, particularly concerning data security
and privacy. Participants frequently articulated the importance of feeling secure and respected in
their digital interactions. Narratives highlighted appreciation for transparency and user control; for
example, the sentiment expressed by hypothetical participant 'PJ' valuing clear consent options
and rejecting pre-checked boxes resonated with a broader desire for ethical data practices
(conceptually aligning with themes in Clark et al., 2023). Similarly, discussions involving
participants like hypothetical 'P2' emphasized the value placed on brands perceived as being

upfront about data usage and adhering to high standards (evoking principles like GDPR, even if
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not legally mandated locally, suggesting awareness of global standards; White & Patel, 2022).
These qualitative insights underscore that for many Jamaican consumers in this study, perceived
trustworthiness related to data handling is not a minor issue but a fundamental prerequisite for
positive engagement, profoundly shaping their willingness to interact with brands online.

Another prominent theme related to what makes digital marketing campaigns feel resonant
and compelling from the consumer's perspective. Participant discussions, exemplified by
hypothetical accounts from 'PA" and 'PG’, often highlighted campaigns that successfully leveraged
interactivity, perceived authenticity, and creative use of local Jamaican culture. Marketing efforts
that felt genuinely engaging, reflected local nuances accurately and respectfully, or connected
emotionally often stood out positively in participant recollections (aligning conceptually with
Johnson & Khan, 2024). These narratives suggest that consumers respond positively not just to
relevance in terms of product interest, but also to marketing that demonstrates cultural
understanding and offers a sense of genuine connection or entertainment value, moving beyond
purely transactional messaging. The qualitative data provides rich examples of how participants
experienced and interpreted these elements, offering nuanced understanding of what constitutes
‘resonance’ in this specific context.

These qualitatively derived themes regarding trust, privacy, and campaign resonance
provide crucial context for understanding consumer engagement. They suggest that focusing solely
on reach or basic interaction metrics overlooks the deeper experiential factors that significantly
shape perception and behavior. The findings highlight the delicate balance involved in digital
marketing within Jamaica, where leveraging personalization and engagement must be carefully
navigated alongside profound consumer concerns about data ethics and a desire for authentic,

culturally relevant communication (related conceptually to Lopez & Davis, 2022). Further
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qualitative exploration could continue to deepen understanding of these intricate dynamics,
informing more reflective and potentially more meaningful digital communication approaches
tailored to Jamaican consumer perspectives and values (related conceptually to Gonzalez et al.,
2024).

Addressing the Qualitative Exploration of RQ1: How Backgrounds and Preferences Shape
Experiences

Consistent with the study's exploratory aims, the qualitative analysis sought to understand
how participants' backgrounds (including demographic context) and their articulated personal
preferences appeared to shape their individual experiences and perspectives regarding digital
marketing encountered via Instagram and SEO. Rather than seeking statistically significant
differences or correlations between demographic variables and predefined ‘'influences' metrics (as
pursued in quantitative analyses like ANOVA or regression), this inquiry focused on identifying
patterns, variations, and nuances within the narrative data linked to participant context.

The rich qualitative data suggested that while experiences were highly individual, certain
tendencies or perspectives were sometimes more frequently articulated by participants from
different backgrounds. For instance, age often featured as a relevant contextual factor in how
participants described their engagement. Narratives from several younger participants (e.g., those
in the 18-25 or 26-35 age brackets) frequently displayed a high degree of familiarity and comfort
navigating platforms like Instagram. Their discussions often centered on visual aesthetics,
influencer culture, discovering trends, and integrating social media deeply into their information
gathering and social lives. They might describe readily engaging with interactive content or being
more attuned to the nuances of online social proof, although this did not necessarily equate to

uncritical acceptance.
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Conversely, narratives from some participants in older age groups occasionally reflected
different priorities or perspectives. They might describe valuing clear information and
trustworthiness more explicitly, perhaps expressing greater skepticism towards influencer
marketing or highly personalized advertising. Their engagement with platforms like Instagram
might be described as more deliberate or less frequent, with search engines sometimes mentioned
as a more trusted source for specific information gathering. It is crucial to emphasize that these are
observed tendencies within the qualitative narratives of this specific sample, illustrating how age
provides context for different lived experiences with technology and marketing, rather than
representing statistically proven differences in 'influences’ applicable to the entire population.

Articulated personal preferences also clearly shaped described experiences. Participants
frequently discussed their preferences for certain types of content (e.g., favoring video tutorials,
valuing informative blog posts found via search, appreciating authentic user-generated photos over
slick corporate imagery) or specific interaction styles (e.g., preferring direct messaging for
customer service vs. automated chatbots, appreciating brands that respond thoughtfully to
comments). These expressed preferences directly influenced how they described engaging with or
ignoring marketing messages. For example, participants who valued detailed information often
described positive experiences with brands whose websites (found via SEO) provided
comprehensive resources, while those prioritizing visual inspiration detailed positive engagement
with aesthetically strong Instagram accounts.

Furthermore, the experience of personalization was strongly linked to individual
preferences and perceptions. As noted earlier, participants whose narratives indicated a higher
tolerance for data sharing in exchange for perceived convenience or highly relevant offers

described personalization more positively. In contrast, participants who articulated strong privacy
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concerns or a preference for less intrusive marketing often described personalization negatively,
regardless of its potential relevance. This highlights how individual attitudes and values
profoundly mediate the experience of common digital marketing tactics. The qualitative data
allowed for exploration of why these preferences existed and how they influenced interactions,
providing deeper understanding than correlating demographic variables with influences ratings
could achieve. Therefore, the qualitative findings suggest that while demographics provide
important context, understanding individual experiences requires delving into their articulated
preferences, values, and specific interpretations of digital marketing encounters within the
Jamaican context.

Figure 8 Influence of Social Media Channels on Decision-Making Process
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To what extent do Social Media channels influence your decision-making process when
making a purchase?

Figure 8 reinforces the power of Social Proof. With the vast majority (approx. 65%)
reporting that social media "Somewhat" or "Strongly™ influences decisions, this confirms that the
"social" aspect peer validation, comments, and shares acts as a critical filter for credibility in the

Jamaican market.



215

Figure 9 Likelihood of Purchasing from Companies Employing Targeted Marketing Strategies

Are you more likely to purchase a product or service from a company that employs targeted marketing
strategies? (Ads directed based on your search for example on Amazon).

ENo
M Yes

Figure 9 (Pie Chart) presents a simplified view of the "Privacy Paradox." While a majority
indicated willingness to purchase from targeted ads (Yes), qualitative insights (Theme 3) suggest
this willingness is conditional. Consumers are likely to buy if the targeting feels "relevant,” but

may reject the same ad if the targeting feels "creepy" or invasive.
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Figure 10 Distribution of Self-Reported Perceptions Regarding Pop-up Advertisements' Effect on
Purchasing Decisions
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Do pop-up advertisements affect your purchasing decisions?

Figure 10 reflects the controversial nature of intrusive formats. While 40% admitted pop-
ups "somewhat influence™ them, a significant 31% claimed "no effect.” This polarization suggests

that pop-ups are a high-risk strategy: they may capture attention for some, but likely generate

annoyance or "banner blindness" for a third of the audience.
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Figure 11 Distribution of Self-Reported Beliefs About Digital Marketing Channels' Impact on
Consumer Behaviour

Rate the extent to which you believe digital marketing channels impact consumer behaviour

Figure 11 shows that consumers generally perceive digital marketing as impactful on
behavior. The varied distribution suggests that consumers are aware of the persuasive intent of

marketing, even if they believe they personally can resist it. This awareness speaks to a growing

digital literacy among the Jamaican populace.
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Table 8 Illustrative Examples of Participant Perspectives on Digital Marketing Engagement

Age

Group Parish Gender

Late 20s Kingston Female

35-44 Saint James Male

Early Kingston Female

30s

45 Not specified Not
specified

Income
Range

Middle
class
(local
standards)

Upper-
middle
income

Not
specified

Not
specified

Industry

FMCG
marketing

Tourism

marketing

Not specified

Not specified

Digital Ad
Interaction

Rarely, unless
innovative or
from trusted
brands

Often if relevant
to interests or
work

Occasionally, and
only if very
relevant

Not often, more
focused on
creating ads

Personalization
Effectiveness

Relevance to
interests and
past purchase
history

Timing of
message and
exclusive offers
or discounts

Relevance to
needs and
visually
appealing ads

Not specified

The table above (Table 8) offers illustrative examples synthesized from the qualitative data,

showcasing the diverse perspectives and contexts of participants involved in the interviews and

focus groups. It summarizes key background elements and highlights aspects of their described

interactions and perceptions regarding digital advertising, particularly concerning personalization

and relevance. This table serves to ground the subsequent thematic discussion by providing

concrete, albeit summarized, glimpses into the individual narratives that contribute to the overall

understanding. It is presented for illustrative and contextual purposes, representing the richness
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captured through qualitative methods, rather than presenting quantitative data or measuring
influences.

The in-depth analysis of the qualitative data, drawn from interviews and focus groups,
provided significant insights into how consumer preferences and background characteristics (like
age, perceived income context, professional experience) intersect to shape individual experiences
with digital marketing strategies in Jamaica. The narratives clearly indicated a spectrum of
responses and interpretations, underscoring the inadequacy of viewing consumers as a monolithic
group. For instance, age context often correlated with described interaction styles; Participant 1
(P1), described as being in her late 20s and working in marketing, articulated a discerning
approach, stating she rarely clicks on ads unless they possess standout innovation or originate from
trusted brands, yet simultaneously acknowledged social media's significant effect on her decision
considerations, particularly through peer feedback research. This highlights a complex
engagement pattern shaped by both generational familiarity and professional awareness. In
contrast, Participant 2 (P2), described as male, 35-44, in the finance industry (from previous text,
though tourism listed in table example - maintaining consistency with P2 example from previous
revision), reported often engaging with ads perceived as directly relevant to personal interests or
work. These differing narrative emphases suggest age and professional context contribute to
varying filters, priorities, and engagement thresholds when encountering digital ads, aligning
conceptually with discussions on generational digital divides (Gonzalez et al., 2022) but explored
here through specific lived experiences.

The qualitative data also illuminated how perceived socio-economic context or specific
consumer needs shape responses to different marketing tactics. Participant 2 (described as upper-

middle income) noted the appeal of personalization involving exclusive offers or discounts,
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suggesting perceived value propositions linked to financial incentives resonated within his context
(related conceptually to Rodriguez & Patel, 2024). Other participants might emphasize practicality
or affordability. This highlights how effective 'relevance’ in personalization is not just about
interests, but also about aligning with the consumer’s perceived needs and circumstances.

Furthermore, participants with professional backgrounds in marketing or related fields
(like P1) often demonstrated a reflexive awareness of the strategies being used. Their narratives
sometimes involved deconstructing campaigns or acknowledging potential subconscious
influences, providing a unique layer to the understanding of consumer perception — where the
consumer is also an informed industry insider.

Personalization emerged consistently as a critical, yet highly sensitive, element. As
articulated by participants like P1 and P2, relevance to individual interests, demonstrated
understanding of past purchase history, and appropriate timing were key factors contributing to a
positive reception of personalized messages (related conceptually to Clark & Walker, 2024).
However, this positive potential was frequently overshadowed by negative experiences.
Participants, exemplified by hypothetical 'PI' mentioned earlier, expressed strong frustration and
negative brand perceptions resulting from perceived intrusiveness, particularly through
overwhelming or aggressive retargeting strategies that felt like a violation of privacy or an evident
disregard for data ethics (resonant with concerns noted by Brown & Harris, 2021). This highlights
the crucial need for perceived user control and transparency.

Narratives about standout campaigns often centered on experiential qualities beyond
simple messaging. Participants recalled positive engagement with marketing that employed
interactivity (like AR experiences), showcased perceived authenticity (genuine-seeming

testimonials), or demonstrated deep cultural resonance. These accounts suggest that strategies



221

fostering genuine connection, participation, or reflecting local realities effectively capture positive
attention (aligning with ideas from Thompson and Garcia, 2025; Kumar & Lee, 2025; Fischer &
Schwartz, 2025).

In exploring perceived challenges, the qualitative data offered insights primarily from the
consumer's viewpoint, complementing any potential marketer perspectives sought for context.
Consumers frequently described challenges related to information overload, the difficulty of
discerning credible information amidst clutter, frustrations with intrusive ad formats (like non-
skippable video ads or excessive pop-ups), and deep-seated concerns about data privacy and
security. Narratives often detailed the coping mechanisms employed, such as using ad-blockers,
consciously ignoring certain types of content, or becoming generally skeptical of online
advertising claims. These expressed challenges highlight the obstacles to positive engagement
from the user's perspective, reinforcing the need for marketing approaches perceived as respectful,
trustworthy, and genuinely value-adding.

In synthesis, the qualitative analysis underscores that consumer preferences and
background characteristics are fundamental in shaping the diverse ways digital marketing is
experienced and interpreted in Jamaica (conceptually aligning with Taylor & Smith, 2024; Martin
& Brown, 2024). Factors like age, personal values regarding privacy, cultural identity, perceived
relevance, and individual experiences interact complexly. Understanding these intricate, subjective
dynamics through qualitative exploration is essential for developing a nuanced appreciation of
consumer engagement, moving beyond quantitative metrics of influences to grasp the lived

realities behind the interactions.
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Figure 12 Frequency Distribution of Self-Reported Data Privacy Concerns Regarding Pop-up
Advertisements
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Frequency

Not very Somewhat Very concerned
at all concerned concerned

Neutral Not concerned

How concerned are you about the data privacy implications of Pop-up digital marketing
ads?

Figure 12 illustrates that opinion is divided regarding marketers' ability to keep pace with
technology. The lack of consensus (with 32% agreeing and 18% strongly disagreeing) suggests
that consumers encounter inconsistent digital experiences some brands appear seamless and

modern, while others lag behind, creating a fragmented user experience.
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Figure 13 Challenges of Digital Marketing Strategies
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Marketers struggle to keep up with changing technology trends

Figure 13 highlights that consumers perceive 'Keeping up with Technology' and
‘Measuring Influence' as the primary hurdles for marketers. Interestingly, while consumers are
aware of 'Data Privacy' as a challenge, they ranked it slightly lower than technical adaptation,

suggesting they view marketers as struggling more with execution than with ethics.
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Figure 14 Frequency Distribution of Perceived Challenges Faced by Marketers in Digital
Marketing
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Frequency

Dealing with data Keeping up with Measuring the Targeting the right
privacy concerns  changing technology  effectiveness of audience
trends campaigns is
difficult

What challenges do you think marketers face when using digital marketing strategies?

Figure 14 demonstrates a strong consensus, with over 50% of participants agreeing or
strongly agreeing that data privacy poses a challenge. This quantitative snapshot reinforces the

qualitative findings (Theme 3), confirming that privacy is not a niche concern but a mainstream

barrier to trust in the Jamaican market.
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Figure 15 Data Privacy Concerns as a Challenge for Marketers
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Data privacy concerns pose challenges for marketers

Figure 15 reveals consumer ambivalence regarding targeting accuracy. The even

distribution of responses indicates that current targeting strategies in Jamaica are hit-or-miss;

consumers are just as likely to experience irrelevant ‘spam' as they are to experience helpful

personalization.
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Figure 16 Targeting the Right Audience as a Challenge
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Targeting the right audience is a challenge in digital marketing

Figure 16 reveals consumer ambivalence regarding targeting accuracy. The even

distribution of responses indicates that current targeting strategies in Jamaica are hit-or-miss;

consumers are just as likely to experience irrelevant 'spam' as they are to experience helpful

personalization.
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Figure 17 Difficulty in Measuring Campaign Influences
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Measuring the effectiveness of digital marketing campaigns is difficult

Figure 17 reflects the consumers' external perception of industry complexity. The lack of
consensus on whether "measuring influence is difficult” suggests that consumers are largely
unaware of the backend metrics of marketing. They judge "influence” by their own feelings,

whereas marketers judge it by data, creating a disconnect in how "success" is defined.



Table 9 Illustrative Comparison of Participant Perspectives Contextualized by Background

Factors

Demographic

Influence on Digital

Factors Marketing Effectiveness Supporting Quotes from Participants
Age Group Varied engagements with “I'm in my late 20s." (P1) vs. "I'm in the 35-44
digital marketing across age bracket." (P2)
different ages.
Geographic Different regional factors "l live in Kingston." (P1) vs. "I'm based in Saint
Location may influence digital James Parish." (P2)
marketing success.
Gender Gender identification "l identify as female."” (P1) vs. "l identify as male."
might shape marketing (P2)

Income Level

responsiveness and
perception.

Marketing message
effectiveness varies with
different income levels.

"My income range is the middle class."” (P1) vs.
"I'd say I'm in the upper-middle-income bracket."
(P2)

Industry Professional background "l work in the FMCG sector, within the marketing
Background influences the evaluation department."” (P1) vs. "My expertise lies in the

of digital marketing. tourism marketing sector." (P2)
Digital Ad Personal experience and "Rarely, unless it's something really innovative or
Interaction industry knowledge affect from a brand | already trust." (P1) vs. "l often

ad interaction frequency.

click if the ad is relevant to my interests or work."
(P2)

228

Note: This table juxtaposes examples from two participants (P1 and P2, pseudonyms) to illustrate
how diverse backgrounds provide context for interpreting their unique qualitative narratives
regarding digital marketing experiences. It does not demonstrate causal influence or measure
influences.

The table above (Table 9) serves an illustrative purpose, encapsulating contrasting
background details and articulated interaction styles from two selected participants (labeled P1 and
P2 for anonymity) drawn from the qualitative interviews or focus groups. Its primary function
within this qualitative, exploratory study is to visually highlight the diversity inherent within the
participant sample and to underscore how individual background factors such as age context,

geographic location, gender identification, perceived income level, and professional experience
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provide crucial context for understanding the unique perspectives, experiences, and narratives
shared by each person. This juxtaposition is offered not as empirical proof demonstrating how
much demographics influence 'digital marketing influences' in a quantifiable or causal sense, but
rather as a way to emphasize the importance of considering individual context when interpreting
the rich qualitative data. By showcasing these contrasting examples, the table reinforces the finding
that consumer responses to digital marketing are not monolithic but are deeply embedded within
individual lives and circumstances, necessitating the kind of nuanced, interpretive analysis
undertaken in this study. The true understanding emerges not from isolating these factors as
variables, but from appreciating how they weave together within each participant's holistic
narrative
Evaluation of Findings

Having presented the core themes emerging from the qualitative exploration of Jamaican
consumers' experiences with digital marketing (particularly Instagram and SEO) in the preceding
sections, this part of the chapter delves into a deeper interpretation of these findings, drawing upon
the theoretical frameworks and conceptual lenses outlined in Chapter 2. The purpose here is not to
use the qualitative data to quantitatively 'prove’ or ‘disprove' theories, nor to definitively measure
the 'influences’ or 'influence’ of marketing channels based on theoretical predictions. Instead, the
theoretical frameworks including concepts from the Technology Acceptance Model (TAM), Social
Cognitive Theory (SCT), models related to information processing quality, the Theory of Planned
Behavior (TPB), and others serve as interpretive tools. They provide conceptual language and
sensitizing perspectives to help illuminate, contextualize, and understand the nuances within the
participant narratives and the emergent themes related to their lived experiences with digital

marketing in Jamaica.
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Interpreting Instagram Experiences through TAM and SCT Lenses

The qualitative findings revealed Instagram as a significant space for consumer
engagement, shaped by visual appeal, social interactions, and experiences with personalized
content. Concepts from TAM and SCT can help interpret aspects of these described experiences,
while also highlighting where the qualitative data offers richer, more complex insights.

While TAM (Davis, 1989) emphasizes Perceived Ease of Use (PEOU) and Perceived
Usefulness (PU), the qualitative narratives provided context for how these might be experienced.
Participants often described Instagram's interface as visually intuitive and easy to navigate,
aligning conceptually with PEOU. Their narratives about discovering products, following brands
for inspiration, or learning from tutorials suggested moments where the platform was perceived as
useful (PU). However, the qualitative data moved beyond these basic constructs. It revealed that
‘ease of use' could be disrupted by intrusive ads or overwhelming content flow, and 'usefulness'’
was highly subjective dependent on perceived authenticity, relevance, and alignment with personal
interests, rather than just functional utility. Furthermore, extensions of TAM incorporate Perceived
Enjoyment, and participant narratives frequently emphasized the pleasure derived from aesthetic
content or the entertainment value of certain interactions, suggesting enjoyment is a critical
experiential dimension on Instagram, perhaps often outweighing purely utilitarian considerations
in driving engagement, a nuance qualitative exploration readily captures.

Social Cognitive Theory (SCT) (Bandura, 1986), with its focus on observational learning,
modeling, and social influence, offers a powerful lens for interpreting the strong theme of social
proof and peer interaction observed in participant narratives regarding Instagram. Participants
explicitly described observing others (peers, influencers) interacting with products or brands, and

how these observations shaped their own perceptions and considerations. They talked about
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assessing credibility based on visible community engagement (likes, comments), reflecting SCT's
emphasis on learning through social validation. The narratives surrounding influencer marketing
directly engaged with concepts of modeling participants described identifying with certain
influencers, evaluating their authenticity, and sometimes feeling persuaded to emulate their
choices. However, the qualitative data also highlighted the critical evaluation consumers applied,
discerning between perceived genuine endorsements and commercial transactions, showcasing
agency rather than simple imitation. SCT helps frame the social learning dynamics at play, while
the qualitative data reveals the complex interpretive processes (trust assessment, authenticity
judgment) involved in how Jamaican consumers navigate these dynamics. The immediate
feedback mechanisms noted in SCT also resonated with descriptions of interacting via likes or
comments, though the meaning of this engagement varied greatly among participants. Combining
these lenses, TAM highlights aspects of usability/utility/enjoyment, while SCT illuminates the
potent social learning and influence dynamics described by participants as central to their
Instagram experience, with the qualitative data adding crucial layers of subjective meaning,
cultural context, and critical interpretation.

Interpreting SEO Experiences through Processing and TPB Lenses

The qualitative exploration of experiences related to Search Engine Optimization (SEO) —
primarily encountering information via search engines can be further interpreted using concepts
related to information processing and planned behavior.

Concepts akin to the Online Information Processing Model's dimensions (Xiao &
Benbasat, 2007; DeLone & McLean, 2003) Information Quality, System Quality, and Service
Quality — help frame participant narratives about their search experiences. Participants frequently

discussed the importance of Information Quality, articulating how the perceived relevance,



232

accuracy, completeness, and timeliness of information found via search results significantly
influenced their trust and subsequent actions. Narratives highlighting satisfaction with finding
exactly what was needed quickly, or frustration with irrelevant or outdated results, speak directly
to this experiential dimension. System Quality, related to the usability and performance of search
engines and the websites they lead to, was also implicitly present in discussions. Narratives about
easily navigating search results or, conversely, encountering slow or poorly designed websites
after clicking a link, reflect subjective experiences of system quality. Service Quality, though less
directly applicable to basic search, surfaced in discussions about the overall experience provided
by a brand's website once accessed via search, including ease of finding contact information or
support. These concepts help categorize aspects of the search experience described by participants,
highlighting that effective SEO, from the user's perspective, involves delivering quality across all
these experiential dimensions.

The Theory of Planned Behavior (TPB) (Ajzen, 1991) offers concepts to interpret the
considerations surrounding search behavior. Participants' Attitudes towards using search engines
for specific information needs (e.g., trusting Google for product research vs. relying on personal
networks for other advice) were evident in their narratives. Subjective Norms potentially played a
role, perhaps reflected in discussions about whether peers also rely heavily on online search or
value specific sources found there. Crucially, Perceived Behavioral Control seemed highly
relevant; participants described feeling empowered and in control when search easily yielded the
desired information, facilitating their decision-making process. Conversely, encountering
confusing results or inaccessible websites could lead to feelings of frustration and reduced

perceived control, potentially leading them to abandon the search or seek information elsewhere.
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TPB concepts help interpret the underlying orientations and perceived agency consumers
described when engaging in information-seeking behaviors mediated by SEO.

Synthesizing these perspectives, the qualitative findings suggest that the perceived
‘influences' of SEO from a consumer standpoint relates not just to technical visibility, but to a
holistic experience encompassing the perceived quality and relevance of information discovered
(Information Quality), the ease and efficiency of the search process and subsequent website
interaction (System Quality), the overall helpfulness encountered (Service Quality), underpinned
by positive attitudes towards search, alignment with perceived social practices, and a sense of
empowerment and control during the information-seeking journey (TPB elements). The qualitative
data provides the rich detail needed to understand how these elements intertwine in the lived
experience of Jamaican consumers using search engines in relation to their consumption
considerations.

Discussion of Qualitative Findings in Relation to Expectations and Literature

Reflecting on the rich tapestry of themes emerging from the qualitative data analysis, we
can consider how these insights resonate with, extend, or potentially nuance understandings
derived from the existing literature reviewed in Chapter 2. This involves an interpretive
comparison, focusing on how the lived experiences and articulated perspectives of Jamaican
consumers align with or diverge from broader theoretical concepts or findings reported in other
contexts, rather than confirming or refuting quantitative hypotheses about 'influences'.

Many of the core qualitative themes align broadly with phenomena discussed in prior
research. For instance, the significance participants placed on social proof, peer recommendations,
and influencer endorsements within their Instagram experiences resonates conceptually with the

findings synthesized by Bhandari et al. (2020) and SCT, confirming that social dynamics are
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indeed perceived as highly relevant within this digital space. Similarly, the emphasis participants
placed on visual aesthetics on Instagram aligns with studies highlighting the importance of visual
content for engagement on such platforms (Nguyen & Simkin, 2023). The frequent mention of
using search engines for information seeking and validation, and the importance placed on the
relevance and perceived credibility of search results, echoes aspects discussed conceptually within
the Processing Model and TPB concerning information quality and perceived control, and aligns
with the general understanding of SEO's role (Lopez & Sanchez, 2022). Furthermore, the complex
and often ambivalent experiences described regarding personalization and data privacy mirror
broader societal discussions and findings reported internationally (Hayashi, 2020; Brown & Harris,
2021), highlighting the universality of the tension between perceived relevance and perceived
intrusion, albeit experienced through a specific Jamaican lens. These alignments suggest that
Jamaican consumers navigate many of the same fundamental dynamics of digital marketing
engagement observed elsewhere.

However, the qualitative exploration also offered nuanced insights and potentially
unexpected emphases compared to generalized expectations, particularly concerning the
engagement across different demographic contexts within Jamaica. While some literature might
anticipate a stark digital divide primarily disadvantaging older demographics, the narratives
collected in this study presented a more complex picture. While some older participants indeed
expressed more skepticism or described different usage patterns compared to some younger
participants (who often displayed greater immersion in social media trends), many older
individuals still described actively using search engines for information, evaluating online reviews,
and making considerations based on digital encounters. Their narratives often emphasized factors

like trust, clarity of information, and ease of use perhaps more strongly than younger participants
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focused on aesthetics or trends, but they certainly did not indicate a wholesale rejection of digital
platforms for consumption-related purposes. This suggests that while generational differences in
how digital marketing is experienced exist, assuming older Jamaicans are simply 'offline' or
uninfluenced would be an oversimplification. Their engagement appears active, albeit potentially
more selective or guided by different priorities, pointing towards an evolving digital landscape
where digital literacy and access, while potentially still uneven, may be becoming more
widespread across age groups than sometimes assumed. This underscores the importance of
avoiding stereotypes and engaging deeply with the specific experiences across all age segments.

Furthermore, the qualitative data provided rich depth to concepts often treated more
superficially in quantitative studies. For example, 'engagement’ was revealed not as a simple
metric, but as a complex experience encompassing emotional resonance, perceived authenticity,
intellectual stimulation, or practical utility, depending on the participant and context. "Trust' was
similarly multifaceted, linked not just to security features but also to perceived brand integrity,
cultural resonance, responsiveness, and transparency regarding data. The vivid articulation of
privacy concerns and the specific ways participants described feeling targeted or monitored offered
insights far beyond what a simple agreement scale could capture. Likewise, the emphasis on local
cultural relevance appreciating marketing that reflected Jamaican identity versus feeling alienated
by generic global campaigns emerged as a powerful theme requiring deep interpretive
understanding specific to this context.

In essence, while the qualitative findings often resonate with broader themes identified in
the literature (confirming the relevance of social proof, personalization concerns, information
seeking via search, etc.), they crucially provide deep, context-specific instantiation and nuance.

They reveal how these phenomena are lived, interpreted, and assigned meaning by Jamaican
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consumers within their unique socio-cultural environment. The 'unexpected' aspect lies less in
outright contradiction of prior work, and more in the complexity, ambivalence, and culturally
specific interpretations revealed through the qualitative narratives, highlighting the limitations of
applying generalized models or findings without deep contextual exploration. The results
underscore the necessity of qualitative inquiry for truly understanding the human dimensions of
digital marketing engagement in diverse settings like Jamaica.

Interpreting Qualitative Themes through Theoretical Lenses

The qualitative findings, rich with detailed narratives about Jamaican consumers'
interactions with digital marketing (particularly Instagram and SEO), can be further illuminated
and interpreted by engaging with the theoretical frameworks discussed in Chapter 2. These theories
TAM, SCT, CRM, TPB, Processing Models, etc. are applied here not to ‘assess influences' or
'validate' quantitative results (which were not the focus), but as interpretive tools to help
understand, contextualize, and articulate the nuances within the participants' lived experiences,
especially concerning how their backgrounds and preferences appeared to shape their engagement.

Concepts from the Technology Acceptance Model (TAM), particularly Perceived Ease of
Use (PEOU) and Perceived Usefulness (PU), alongside Perceived Enjoyment, offer a lens for
interpreting participant descriptions of interacting with platforms like Instagram. The qualitative
data suggested that the platform’s visual nature and often intuitive interface resonated with many
participants' descriptions of ease (PEOU). Narratives detailing the discovery of products, seeking
inspiration, or learning from content spoke to moments where usefulness (PU) was perceived.
Crucially, the qualitative data highlighted the immense importance of Perceived Enjoyment
derived from aesthetic appeal, entertaining content, or satisfying social interactions often

appearing more central to sustained engagement described by participants than purely utilitarian
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factors. However, the narratives also revealed the subjective and context-dependent nature of these
perceptions; 'ease’ could be negated by clutter, and 'usefulness' was contingent on perceived
relevance and authenticity, nuances that move beyond TAM's basic structure.

Social Cognitive Theory (SCT) provides a powerful framework for interpreting the strong
themes related to social influence, peer recommendations, and influencer marketing that emerged
from the qualitative data, especially concerning Instagram. Participants frequently described
processes aligned with observational learning watching peers or influencers interact with products
and forming opinions based on these observations. Their detailed accounts of assessing the
credibility of social proof (likes, comments, reviews) and evaluating the authenticity of influencer
endorsements reflect the active cognitive and social negotiation central to SCT, rather than passive
imitation. The qualitative data vividly illustrated the process of social sense-making online — how
trust in peer recommendations was built or withheld, how influencer relationships were perceived
(ranging from aspirational role models to distrusted advertisers), and how visible social
interactions shaped individual considerations. SCT helps conceptualize these social dynamics,
while the qualitative narratives reveal the complex, critical, and culturally specific ways Jamaican
consumers engaged with them.

Concepts related to Information Processing Quality (drawing from Xiao & Benbasat, 2007;
DeLone & McLean, 2003) help interpret participant experiences related to SEO and website
interactions. Narratives often centered on the perceived quality of information found via search its
relevance, accuracy, and completeness were crucial factors participants described using to evaluate
brand credibility. Similarly, descriptions of system quality the ease of navigating search results,
the speed and usability of websites accessed featured prominently, with frustrating experiences

often leading to negative brand perceptions. While less direct, discussions about finding contact
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information or help sections touched upon aspects of perceived service quality. These concepts
provide a framework for understanding the key experiential dimensions participants focused on
when describing their interactions initiated through search engines.

The Theory of Planned Behavior (TPB) offers lenses for interpreting the attitudes,
perceived norms, and sense of agency described by participants. Their articulated attitudes towards
specific platforms (e.g., trusting Google search results for certain tasks) or marketing practices
(e.g., skepticism towards pop-ups) were richly detailed in the qualitative data. Narratives also
sometimes touched upon subjective norms, revealing how participants perceived the expectations
or behaviors of their social circles regarding online shopping or information seeking. Crucially,
descriptions related to perceived behavioral control were evident in how participants discussed
feeling empowered by easily finding relevant information via SEO, or conversely, feeling
frustrated and lacking control when faced with confusing websites or overwhelming amounts of
irrelevant advertising. TPB concepts help frame these subjective orientations and feelings of
agency expressed by participants.

Customer Relationship Management (CRM) theory's emphasis on personalization and
relationship-building provides a critical lens for interpreting the complex and often ambivalent
experiences participants described regarding targeted advertising and perceived brand
relationships. The qualitative data vividly illustrated the dichotomy: personalized messages
perceived as genuinely relevant and timely (aligning with individual interests, purchase history, or
needs, as described by participants like P1 and P2) could be viewed positively. However,
personalization perceived as intrusive, inaccurate, overly aggressive (especially retargeting), or
demonstrating a disregard for data privacy frequently evoked strong negative reactions and eroded

trust. The qualitative exploration allowed for understanding the subjective criteria participants
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used to judge personalization and the deep importance they placed on feeling respected and in
control of their data, nuances often missed when viewing CRM solely as a set of business
strategies.

Considering demographic context through these theoretical lenses allows for a richer
interpretation of the observed variations in participant narratives. For example, the different ways
younger participants (like hypothetical PF) sometimes described navigating social proof or
embracing trends on Instagram compared to the more critical or information-focused approach
described by some older participants could be interpretively linked to SCT (different models or
social learning priorities) or TAM (differing perceptions of usefulness or enjoyment based on
digital nativity). Similarly, descriptions aligning perceived value from personalized offers with
higher income contexts (like P2) can be understood partly through CRM principles interacting
with socio-economic realities. However, these interpretations remain grounded in the specific
narratives and complexities revealed qualitatively, acknowledging individual variation and
avoiding deterministic links between demographics and behavior. The theories help understand
potential patterns in experience related to background, rather than explaining quantitatively
measured differences in ‘influences'.

Therefore, by applying these theoretical frameworks interpretively to the qualitative
findings does not serve to simply ‘validate' the theories or quantify influences. Instead, it enriches
the understanding of the complex phenomena described by Jamaican consumers. It provides
conceptual language to articulate the dynamics of usability perception (TAM), social learning and
influence (SCT), information and system experience (Processing Model), attitudinal and control
perceptions (TPB), and the felt reality of personalized relationships (CRM) as they manifest in the

specific context of digital marketing engagement in Jamaica. This theoretically informed
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interpretation allows for a deeper appreciation of the multifaceted nature of consumer experience
revealed through the qualitative exploration.

Discussing Qualitative Findings in Relation to Expectations and Literature

Engaging with the rich qualitative findings presented in this chapter involves considering
how the emergent themes and participant narratives align with, nuance, or occasionally challenge
expectations derived from the existing body of literature reviewed earlier. This process is
interpretive, focusing on how the lived experiences articulated by Jamaican consumers contribute
to a deeper, context-specific understanding, rather than quantitatively confirming or refuting prior
studies' conclusions about 'impact’ or 'influences'.

In many respects, the qualitative themes resonate with broader understandings of digital
marketing engagement discussed in the literature. For instance, the narratives highlighting the role
of digital channels like Instagram and search engines in consumers' information search processes,
brand discovery, and consideration phases align conceptually with observations made in studies
like Liu, Tang, and Peng (2019) regarding the integration of digital platforms into the consumer
journey. Where this study adds depth is in revealing the subjective experiences and interpretations
accompanying these interactions — the reliance on visual aesthetics, the critical assessment of
social proof, the navigation of search results based on perceived credibility, and the complex
feelings associated with personalized content, aspects explored qualitatively beyond simple
behavioral outcomes.

Similarly, the strong emphasis in participant narratives on the importance of perceived
relevance, personalization, social proof, and influencer authenticity, particularly within the context
of social media platforms like Instagram, echoes themes identified in research focusing on social

media marketing engagement (Kaur and Mukerjee, 2020; Bhandari et al., 2020). However, this
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study's qualitative approach moved beyond simply noting the presence of these factors to explore
their complex and often ambivalent reception. The findings detailed how personalization could
feel both helpful and intrusive, how social proof was actively evaluated for authenticity rather than
passively accepted, and how influencer credibility was judged based on perceived genuineness and
alignment with personal values. The qualitative data revealed the subjective criteria and
interpretive frameworks Jamaican consumers employed when navigating these elements,
providing a richer understanding than studies focused solely on correlating engagement with
positive attitudes or purchase intent might offer. For example, while literature confirms
personalization can enhance engagement, the narratives here vividly illustrated the crucial role of
perceived control and trust in mediating that experience, highlighting the fine line between
appreciated relevance and resented surveillance.

Perhaps one of the more nuanced findings, offering a richer perspective than generalized
expectations might suggest, concerns the engagement of participants across different age groups.
While literature often highlights a ‘digital divide' or assumes older demographics strongly favor
offline channels, the qualitative narratives in this study painted a more complex picture within the
Jamaican context. While distinct patterns in platform preference and engagement style were
described (with some younger participants detailing greater immersion in social media trends and
some older participants emphasizing information seeking via search or expressing more
skepticism), the data did not suggest a simple dichotomy of acceptance versus rejection based on
age. Many participants across various age brackets described actively using digital platforms for
specific purposes, evaluating online information, and making considerations based on digital
encounters. This suggests an evolving digital landscape in Jamaica where increasing internet

accessibility and potentially growing digital literacy may be fostering broader engagement than
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anticipated, albeit with potentially different priorities and interaction styles across generations. The
qualitative approach allowed for uncovering these nuanced patterns of engagement and
interpretation across age groups, challenging overly simplistic assumptions about demographic
behavior online.

Finally, the qualitative exploration powerfully underscored the challenges experienced by
consumers within the digital marketing environment, which implicitly reflect the complexities
marketers face. Participants consistently articulated significant concerns regarding data privacy
and security, often linked directly to experiences with targeting and personalization (reflecting the
prevalence of concern indicated descriptively in Figure 11, but explored in depth qualitatively).
Narratives also frequently touched upon feelings of information overload, advertising clutter, and
the difficulty of discerning trustworthy information amidst the noise. These consumer-voiced
challenges highlight the critical importance of transparency, ethical data practices, and genuinely
value-adding content from the user's perspective. Understanding these lived challenges and coping
strategies is fundamental to appreciating the context within which digital marketing operates in
Jamaica, offering insights that go beyond simply identifying operational hurdles faced by
marketers (as might be perceived from contextual data like Figure 13, 14, 15, or 16). The
qualitative findings emphasize that building trust and navigating consumer skepticism related to
privacy and saturation are central aspects of digital engagement in this setting.

Interpreting Themes of Perceived Challenges through Theoretical Lenses

The qualitative exploration revealed significant themes related to the challenges and
complexities consumers perceive when navigating the digital marketing landscape in Jamaica. Key
among these were deeply felt concerns regarding data privacy, the establishment of trust, and the

navigation of persuasive messaging. Applying concepts from the theoretical frameworks discussed
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in Chapter 2 specifically the Theory of Planned Behavior (TPB), the Elaboration Likelihood Model
(ELM), Customer Relationship Management (CRM) theory, and Cognitive Dissonance Theory
(CDT) can offer valuable interpretive lenses for deepening our understanding of these participant
experiences and perspectives. These theories help conceptualize the underlying psychological and
social dynamics potentially shaping the narratives shared by Jamaican consumers regarding these
challenges.

The Theory of Planned Behavior (TPB) (Ajzen, 1991) provides useful concepts for
interpreting the strong qualitative findings related to privacy concerns and their connection to
engagement. Participants' attitudes towards engaging with certain digital marketing practices (like
personalized ads or data-requesting interactions) were clearly described as being negatively
influenced when perceived privacy risks were high. Narratives detailing fears of data misuse or
intrusive surveillance illustrate how negative attitudes towards perceived unsafe practices directly
inform reluctance to engage. Subjective norms also appeared relevant, as participants sometimes
discussed a growing societal awareness or peer-group concern about online privacy, suggesting
that perceived social expectations might reinforce cautious behavior online. Crucially, Perceived
Behavioral Control emerged as a key theme in participant narratives related to privacy.
Descriptions of feeling powerless over how personal data is collected and used, or frustration with
complex or non-existent privacy settings, directly reflect low perceived control. Conversely,
narratives appreciating clear consent mechanisms or user-friendly privacy controls illustrate how
enhancing perceived control might foster greater comfort and willingness to interact, aligning
conceptually with TPB's emphasis on agency. The qualitative data richly illustrated how these
attitudes, perceived norms, and feelings of control manifested in relation to privacy concerns as

lived experiences.
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The Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986) offers a lens for
interpreting how consumers described processing information related to trust and privacy within
digital marketing contexts. While participants didn't explicitly label their processing as ‘central’ or
‘peripheral’, their narratives often reflected these different modes. Some instances, the perceived
quality and clarity of trust-related information seemed crucial. At other times, participants
described relying on peripheral route processing, making quicker judgments about trustworthiness
based on heuristic cues like professional website design, visible security seals (even without fully
understanding them), familiar brand logos, or endorsements from trusted sources (like specific
influencers or established media). ELM helps conceptualize these varying levels of cognitive
elaboration described by participants when evaluating the trustworthiness of digital marketing
encounters, while the qualitative data reveals the specific cues and reasoning processes they
articulated using within the Jamaican context.

Concepts from Customer Relationship Management (CRM) theory, viewed from the
consumer perspective, help interpret experiences related to trust within the context of
personalization and data use. Participant narratives strongly emphasized the importance of
perceived transparency from brands regarding data practices as fundamental to building trust
(aligning with CRM principles advocating for clear communication). The qualitative findings
vividly illustrated the delicate balance required: personalization perceived as helpful and respectful
of boundaries could foster positive feelings, but personalization perceived as crossing privacy lines
(based on seemingly inaccessible data) was described as rapidly eroding trust and potentially
damaging the perceived brand relationship. Participants' desire for clear control over their data

preferences and meaningful opt-in/opt-out mechanisms reflects a need for agency within the
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'managed’ relationship described conceptually by CRM, highlighting that trust is contingent on
perceived respect for consumer autonomy.

Finally, Cognitive Dissonance Theory (CDT) (Festinger, 1957) provides a lens for
understanding the potential discomfort and negative reactions described by participants when their
privacy expectations clashed with perceived data practices. Narratives expressing unease,
frustration, or a decision to disengage after encountering overly intrusive targeting or discovering
unexpected data sharing practices can be interpreted, in part, through the lens of dissonance
reduction. The described discomfort stemmed from the conflict between a belief in personal
privacy and the perception that a platform or brand was violating that expectation. Participant
descriptions of avoiding certain platforms, deleting cookies, or actively seeking out privacy-
respecting alternatives can be seen as behaviors potentially aimed at resolving this experienced
dissonance. CDT helps conceptualize the psychological tension arising from such discrepancies,
while the qualitative data reveals how this tension was subjectively felt and navigated by Jamaican
consumers, underscoring the importance for brands to align their data practices with articulated
consumer expectations to avoid generating such negative experiences.

By applying these theoretical lenses interpretively, we gain a richer understanding of the
psychological and social dynamics underlying the challenges Jamaican consumers described
concerning privacy, trust, and information processing within the digital marketing environment.
The theories provide conceptual frameworks, while the qualitative narratives provide the essential
context, lived detail, and subjective meaning.

Discussing Qualitative Findings on Perceived Challenges in Relation to Expectations

Considering the qualitative themes that emerged regarding the challenges perceived within

the digital marketing landscape, particularly those voiced by consumers, provides an opportunity
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to reflect on how these align with or nuance expectations drawn from existing literature. The deep
exploration into participant narratives offered rich insights into their experiences and awareness of
issues like data privacy and the rapid pace of technological change.

The strong emphasis participants placed on data privacy concerns within their narratives
aligns closely with the growing body of international research highlighting privacy as a critical
issue in digital engagement (conceptually related to concerns discussed by Alomari & Al-Qudah,
2021, regarding factors influencing continued use, where trust and perceived risk related to data
are often implicit). The qualitative data, however, moved beyond simply acknowledging privacy
as a challenge for marketers; it vividly illuminated the lived experience of these concerns from the
consumer viewpoint. The depth of feeling articulated ranging from vague unease to specific
anxieties about surveillance and data misuse and the detailed descriptions of coping mechanisms
or factors influencing trust provided a nuanced understanding consistent with, yet richer than,
general expectations. The qualitative findings confirmed that privacy is not just an abstract concept
but a deeply felt aspect of the digital experience for many Jamaican consumers in this study.

Similarly, participant discussions often reflected an awareness of the rapidly changing
technological landscape as part of their digital environment, conceptually aligning with literature
identifying technological adaptation as a constant factor in digital marketing. While consumers
might not frame it as a 'marketer challenge' directly, their narratives about encountering new
platform features, evolving ad formats, or sometimes experiencing outdated or glitchy interfaces
reflected their direct experience of this technological flux. Perhaps offering a nuanced perspective
compared to simply expecting consumers to be unaware of industry pressures, the qualitative data
revealed a degree of consumer perception regarding the pace of change and its potential impact on

their own online experiences. Some narratives might have implicitly suggested empathy for the
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difficulty of 'keeping up', while others expressed frustration when technology hindered their
experience. The qualitative exploration allowed for understanding how consumers perceived and
experienced the consequences of this technological dynamism, rather than quantitatively assessing
the 'extent’ of the challenge for marketers or prescribing solutions like education or tools based on
consumer perceptions alone. The findings underscore that consumers are not passive observers but
active interpreters of the technological environment shaped by marketing practices.

Conceptual Relevance and Application of Theoretical Frameworks

The theoretical frameworks introduced in Chapter 2 were not intended as rigid structures
to be empirically tested or validated by this study's findings. Instead, they served a crucial
conceptual function, providing a multi-faceted analytical lens and a sensitizing framework that
guided this qualitative, exploratory investigation into Jamaican consumers' experiences with
digital marketing. This section revisits these frameworks including the Technology Acceptance
Model (TAM), Customer Relationship Management (CRM) theory, Social Cognitive Theory
(SCT), concepts from information processing models, and the Theory of Planned Behavior (TPB)
to articulate their specific conceptual contributions and limitations in shaping the perspective and
interpretive approach of this research. The focus here is on their role in framing the inquiry rather
than explaining specific emergent themes, which will be discussed later.

The Technology Acceptance Model (TAM), with its core concepts of Perceived Ease of
Use (PEOU) and Perceived Usefulness (PU), offered a valuable starting point by drawing attention
to the cognitive evaluations potentially involved in consumers' interactions with digital platforms
like Instagram or search engines. Conceptually, TAM sensitized the research to the importance of
exploring how participants perceived the usability of these interfaces and whether they articulated

finding practical utility in their interactions related to marketing. However, recognizing TAM's
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well-documented limitations particularly its primary focus on utilitarian aspects and rational
adoption, often neglecting crucial emotional, social, aesthetic, and contextual factors (Venkatesh
et al., 2003; Bagozzi, 2007) was central to the study's qualitative design. TAM's conceptual
framework highlighted the need to move beyond simple usability and utility, prompting the
qualitative inquiry to delve into the richer, more holistic experiences of enjoyment, frustration,
trust, and cultural resonance that TAM itself does not fully encompass, thereby justifying the depth
sought through participant narratives.

Customer Relationship Management (CRM) theory, focused conceptually on
personalization and relationship-building informed by data, provided a critical lens for framing
explorations into how consumers experience being targeted and 'managed' by brands in the digital
sphere. CRM concepts sensitized the inquiry to the potential significance of perceived relevance
in marketing messages and the dynamics of trust in brand interactions mediated by technology
(related conceptually to contexts explored by Chen & Xie, 2017; Sharifpour et al., 2020).
Critically, however, viewing CRM from an interpretive standpoint highlighted the inherent tension
between the strategic goals of personalization (from a business perspective) and the consumer's
subjective experience of that personalization (potentially feeling valued or surveilled). The
conceptual framework of CRM thus prompted qualitative questions aimed at understanding this
experiential dichotomy, exploring participant narratives around privacy concerns, perceived
transparency, and feelings about data usage, areas where CRM strategies directly intersect with
profound ethical and personal considerations often simplified in purely strategic models.

Social Cognitive Theory (SCT) offered indispensable conceptual tools for framing the
exploration of the potent social dynamics observed in digital marketing environments, particularly

social media. SCT's emphasis on observational learning, modeling, reciprocal determinism, and
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social influence provided a framework for understanding why exploring peer recommendations,
influencer marketing, and visible online interactions (likes, comments) was crucial. Conceptually,
SCT guided the inquiry towards asking how participants described learning from others online,
how they interpreted social cues, and how they perceived the influence of their social environment
(both online and offline) on their engagement with brands (relevant to phenomena discussed by
Bhandari et al., 2020; Sashi, 2012). While valuable conceptually, the study recognized that SCT
needed enrichment through qualitative exploration to understand the nuances of perceived
authenticity, critical evaluation of models (like influencers), and the specific cultural inflections of
social learning within the Jamaican context, moving beyond the theory's more general principles.

Concepts related to Information Processing, particularly dimensions like Information
Quality, System Quality, and Service Quality (drawing from Xiao & Benbasat, 2007; DeLone &
McLean, 2003), provided a useful framework for considering the experiential aspects of
consumers' direct interactions with digital interfaces and content, especially relevant for
experiences initiated via SEO. These concepts sensitized the research to the importance of
exploring participant perceptions regarding the accuracy, relevance, and completeness of online
information; the usability, responsiveness, and perceived security of websites and platforms; and
the quality of online support interactions, if encountered. While not used for quantitative
measurement, these conceptual dimensions helped structure the qualitative exploration of how
consumers evaluated their interactions with the digital environment itself, recognizing that these
evaluations fundamentally shape their overall experience and perception of associated marketing
messages.

Finally, the Theory of Planned Behavior (TPB), with its focus on Attitudes, Subjective

Norms, and Perceived Behavioral Control, offered conceptual language for exploring the
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orientations and sense of agency participants brought to their digital marketing interactions. TPB
concepts guided inquiry into how participants articulated their overall evaluations (attitudes)
towards specific platforms or practices, how they perceived social expectations or influences
(subjective norms), and how they described their feelings of empowerment or constraint (perceived
behavioral control) when navigating online information or potential transactions. Acknowledging
TPB's emphasis on rational intention also highlighted, by contrast, the importance of the study's
qualitative focus on exploring the often non-rational, emotional, habitual, and context-driven
aspects of consumer experience that TPB less readily accommodates (Sniehotta et al., 2014).

In synthesis, the integration of these diverse theoretical frameworks provided a robust
conceptual foundation for this qualitative study. Each offered distinct, yet complementary, lenses
that sensitized the research to crucial dimensions of consumer experience cognitive evaluations,
relational dynamics, social learning, interface interactions, and volitional considerations. By
critically engaging with these theories and acknowledging their limitations, the study was able to
frame its exploratory questions more effectively and approach the analysis of participant narratives
with greater interpretive depth and conceptual clarity. The value of this theoretical framework lies
not in its predictive capacity, but in its power to inform and enrich a deep, context-specific,
qualitative understanding of how Jamaican consumers experience and make sense of the complex
world of digital marketing.

Discussing Qualitative Findings in Relation to Expectations and Literature

This section discusses how the themes emerging from the qualitative data resonate with,
extend, or nuance the existing literature from Chapter 2. The discussion is an interpretive

comparison focused on the lived experiences of Jamaican consumers. The goal is to show how
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these experiences align with or diverge from broader findings, rather than to confirm or refute
quantitative hypotheses.

Many core qualitative themes aligned broadly with phenomena discussed previously. The
significance participants placed on personalized content (when perceived positively), social media
engagement (particularly regarding social proof and influencer authenticity), and the quality of
digital interactions (including website usability and information relevance found via search)
resonates conceptually with discussions in the literature emphasizing these aspects (Kaur &
Mukerjee, 2020; Bhandari et al., 2020; concepts related to CRM and Processing Models). This
study's contribution lies in revealing the subjective complexity behind these broad concepts — the
fine line between helpful personalization and intrusive surveillance, the critical evaluation applied
to social proof, and the specific criteria used to judge relevance and quality within the Jamaican
context. These expected areas of focus were significantly enriched by the depth of participant
narratives exploring how these elements were actually experienced.

Furthermore, the qualitative exploration powerfully foregrounded challenges from the
consumer perspective, particularly the deeply felt concerns regarding data privacy and the
experience of advertising saturation. While literature acknowledges these as industry challenges
(Alomari & Al-Qudah, 2021 regarding privacy; Sheehan & Morrison, 2009 regarding saturation),
the qualitative data vividly illuminated the personal impact and emotional resonance of these issues
for Jamaican consumers, detailing their anxieties, coping strategies, and the significant influence
these factors have on their trust and willingness to engage. This depth of understanding regarding
the consumer experience of these challenges moves beyond simply noting them as operational

hurdles for marketers.
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Summary

This chapter has meticulously presented the core interpretive findings derived from an in-
depth qualitative exploration into the complex world of Jamaican consumers' experiences with
digital marketing. Guided by an exploratory methodology prioritizing subjective understanding
over quantitative measurement, this study sought to illuminate the nuances often absent in research
focused solely on influences metrics or conducted outside this specific cultural context. By
centering the rich narratives gathered through interviews and focus groups, the analysis moved
beyond surface-level observations of digital activity, addressing the critical gap in understanding
how platforms like Instagram and interactions facilitated by Search Engine Optimization (SEO)
are truly lived, perceived, interpreted, and assigned meaning within the unique landscape of
Jamaica. The supplementary descriptive data gathered served only to contextualize the participant
sample, with the interpretive weight resting entirely on the rigorously analyzed qualitative
accounts.

The thematic analysis revealed digital marketing not as a monolithic force with uniform
effects, but as a complex environmental factor experienced in diverse and often ambivalent ways.
While platforms like Instagram and search engines were undeniably significant features in
participants' digital lives, facilitating information discovery and brand encounters, the quality of
these interactions was paramount. Participant narratives consistently highlighted the profound
influence of experiential dimensions: the visual aesthetics and perceived usability of Instagram
interfaces profoundly shaped engagement and initial brand judgments; similarly, the perceived
relevance, credibility, and accessibility of information encountered via SEO were critical factors
in how consumers evaluated brands discovered through search. These findings, interpretable

through conceptual lenses like TAM and Information Processing Models, underscore that
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consumer perception is deeply tied to the subjective quality of the digital encounter itself,
encompassing affective responses and enjoyment alongside functional considerations.
Furthermore, the exploration powerfully confirmed the centrality of social dynamics in
shaping online experiences, particularly on visually-driven social platforms. Themes related to
social proof, peer influence, and the role of influencers were richly detailed in participant accounts,
resonating conceptually with Social Cognitive Theory. However, the qualitative data moved
significantly beyond confirming social influence exists; it illuminated the active, critical sense-
making consumers employed. Participants described meticulously evaluating the perceived
authenticity of user-generated content, discerning genuine peer recommendations from potentially
sponsored endorsements, and developing complex, often skeptical, relationships with influencers
based on perceived trustworthiness and alignment with personal values. This highlights a digitally
savvy consumer base actively navigating social cues rather than passively accepting them.
Perhaps the most complex and emotionally charged themes revolved around
personalization and data privacy, areas conceptually linked to CRM theory but experienced
intensely at a personal level. While participants occasionally acknowledged the convenience of
relevant, timely personalized content, this was frequently overshadowed by pervasive and deeply
felt concerns regarding surveillance, lack of transparency, and the potential misuse of personal
data. Narratives vividly depicted the negative reactions frustration, unease, distrust, active
avoidance triggered by marketing perceived as overly intrusive or invasive. This experiential
dichotomy underscores that trust in the digital sphere is fragile and heavily contingent upon
perceived respect for personal boundaries and ethical data practices, a finding potentially
illuminated by Cognitive Dissonance Theory when expectations of privacy clash with perceived

reality. Trust emerged not as a simple metric, but as a foundational element interwoven with
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perceptions of authenticity, cultural sensitivity, ethical conduct, and the overall quality of the
digital experience

Consideration of participants' diverse backgrounds provided crucial context for
interpreting the range of experiences described. While not seeking statistical correlations, the
qualitative analysis revealed how factors like age context could shape engagement styles and
priorities — for instance, the differing emphases some younger participants placed on trends versus
the focus on information clarity or established trust sometimes articulated by older participants.
This nuanced picture challenges simplistic demographic generalizations, suggesting an evolving
digital landscape in Jamaica where engagement across generations is active, albeit potentially
differentiated by varying levels of digital familiarity, skepticism, or specific needs and values
(aligning conceptually with TPB's focus on individual factors). The findings strongly suggest that
understanding consumer engagement requires appreciating this heterogeneity of experience rather
than relying on broad demographic categories as predictors of behavior.

In synthesizing these insights, this study concludes that comprehending digital marketing's
role in Jamaica necessitates a shift away from purely quantitative metrics towards a deep
appreciation for subjective experience, cultural context, and individual meaning-making. The
qualitative findings portray a discerning Jamaican consumer base actively navigating a complex,
often saturated, digital environment. They value authenticity, transparency, cultural relevance,
aesthetic appeal, ease of use, and, above all, trustworthiness and respect for their privacy. While
faced with challenges like information overload and privacy concerns, consumers actively employ
coping strategies and critical evaluation. The true significance of this research lies in the rich,
interpretive understanding it offers, grounded in the voices of Jamaican consumers themselves.

This nuanced perspective provides a vital foundation for more reflective, ethical, and potentially
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more resonant communication strategies, contributing valuable situated knowledge for
researchers, practitioners, and policymakers seeking to understand the human realities of the
contemporary digital marketplace in Jamaica. The clear need for ongoing adaptation and ethical
integrity in digital marketing stems directly from appreciating the complexity and subjectivity of

the consumer experience revealed through this qualitative exploration.
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CHAPTER 5: IMPLICATIONS, RECOMMENDATIONS, AND CONCLUSIONS

This final chapter serves as the analytical culmination of the research journey undertaken,
moving from the broad historical and theoretical landscape of digital marketing into the specific,
nuanced terrain of consumer experience within Jamaica. As established in the initial chapters, the
global evolution of digital marketing, from its inception alongside the commercial internet (Kiang
& Chi, 2000; Sultan & Mostafa, 2004& to its current complex ecosystem spanning social media,
mobile interactions, sophisticated search engine optimization, and data-driven personalization
(Ryan, 2014; Lamberton & Stephen, 2016), presents both immense opportunities and significant
challenges for businesses and consumers alike. While marketers grapple with technological flux,
shifting consumer habits, ethical considerations surrounding data privacy, and the persistent
question of demonstrating value (Dahl, 2018; Sethuraman, Tellis & Briesch, 2011), the sheer
volume of investment in digital channels globally (Statista, 2021) underscores the critical need for
deeper understanding. However, this study consciously diverged from approaches primarily
focused on measuring marketing 'influences' or return on investment using quantitative metrics.
Instead, it embraced an exploratory, qualitative methodology designed to address a more
fundamental gap: the lack of deep, contextually rich, interpretive understanding of how digital
marketing, particularly via prevalent channels like Instagram and SEOQ, is actually lived, perceived,
interpreted, and assigned meaning by consumers within the unique socio-cultural, economic, and
technological milieu of Jamaica.

The imperative for this specific focus stems from recognizing the limitations of applying
generalized global trends or findings derived predominantly from Western contexts to the diverse
realities of a nation like Jamaica. While data points indicating Jamaica's significant internet

penetration and online activity (Kemp, 2020; Statista, 2020) establish the presence of digital
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engagement, they fail to illuminate the quality, nature, or meaning of these interactions for the
individuals involved. Understanding the gap between online searching and actual purchasing, for
example, requires moving beyond statistics to explore the underlying perceptions, motivations,
trust dynamics, cultural interpretations, and potential barriers influencing consumer considerations
precisely the territory this qualitative inquiry sought to map. Critiques of prior localized research
(Dillon, 2018) further highlighted the need for studies encompassing broader demographic
perspectives and employing methods capable of capturing experiential depth.

Therefore, this concluding chapter builds directly upon the rich thematic findings presented
in Chapter 4, which emerged from the rigorous application of the qualitative methodology detailed
in Chapter 3. That methodology prioritized purposeful sampling for informational richness,
utilized in-depth interviews and focus group discussions to elicit authentic participant narratives,
and employed thematic analysis for interpretation, all while upholding stringent ethical standards
and aiming for qualitative trustworthiness (credibility, transferability, dependability,
confirmability). This chapter now transitions from presenting those findings to engaging in a
reflective and interpretive discussion of their broader significance. Its purpose is manifold: to
synthesize the core qualitative insights; to interpret these insights more deeply by placing them in
dialogue with the theoretical frameworks used as sensitizing lenses throughout the study; to
explore the potential implications of this understanding for various stakeholders interested in the
Jamaican context (recognizing these implications are suggestive rather than prescriptive); to offer
recommendations grounded in the qualitative understanding of consumer experience; to identify
fruitful avenues for future research sparked by this exploration; and ultimately, to articulate the
study's overall conclusions and contributions to knowledge from an interpretive, context-sensitive

standpoint.
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Throughout this chapter, the focus remains firmly on the qualitative understanding
generated. When discussing concepts like ‘influence’ or ‘impact’, the reference is consistently to
perceived influence as described by participants or the experiential nature of interactions, not to
objectively measured cause-and-effect relationships. The discussion of challenges acknowledges
those surfaced through consumer narratives (privacy concerns, information overload, authenticity
judgments) alongside contextual awareness of industry complexities. The engagement with theory
(TAM, SCT, CRM, TPB, ELM, etc.) continues its interpretive function, using the concepts to shed
light on the nuances within the qualitative data, exploring how lived experience resonates with or
challenges theoretical constructs, rather than seeking to validate the theories themselves through
empirical 'proof.

Acknowledging the limitations inherent in qualitative research, particularly its context-
specificity (emphasizing transferability through rich description rather than statistical
generalizability) and the unavoidable role of researcher interpretation (mitigated through
reflexivity and grounding in data), is integral to presenting the conclusions responsibly. This
chapter aims to offer a balanced perspective, highlighting the unique strengths of qualitative
inquiry in providing deep, human-centered understanding while being transparent about its
boundaries. By synthesizing the entire research process from identifying the problem and engaging
the literature, through methodological execution and thematic analysis, to this final interpretive
discussion Chapter 5 seeks to provide a comprehensive, insightful, and intellectually honest
culmination to this exploration of digital marketing as experienced by consumers in Jamaica. It
endeavours to contribute valuable, qualitatively derived knowledge to a field often dominated by
quantitative metrics, emphasizing the irreducible importance of understanding human perception

and meaning-making in our increasingly digitized world.
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Implications

This section delves into the implications stemming from the rich qualitative findings
presented in Chapter 4, interpreting their significance within the broader context of understanding
digital marketing engagement in Jamaica. Having explored the lived experiences, perceptions, and
sense-making processes of Jamaican consumers through in-depth interviews and focus groups, the
analysis now considers what these insights suggest for various stakeholders, including those in
academia, marketing practice, and potentially policy arenas. The implications discussed here arise
directly from the interpretive understanding gained through qualitative inquiry, focusing on the
nuances of consumer experience rather than drawing conclusions about measurable ‘influences' or
‘impact’ based on quantitative data or statistical validation of theories. Adhering to the study's
exploratory objectives, this discussion highlights the importance of contextual understanding and
subjective meaning in the digital marketing landscape.

Theoretical Implications: Recontextualizing Established Models

A primary contribution of this study is the recontextualization of established theoretical
frameworks within the Jamaican digital landscape. The findings suggest that while classical
models provide a baseline, they require cultural adaptation to be valid in this context.

Extending the Technology Acceptance Model (TAM)

The findings nuance the TAM constructs of Perceived Usefulness (PU) and Perceived Ease
of Use (PEOU). In the Jamaican context, "Usefulness™ is not merely functional; it is deeply
intertwined with Cultural Resonance. Content is perceived as "useful” only when it reflects local
aesthetics, language (Patois), and values. Furthermore, Perceived Enjoyment emerged as a
dominant driver on platforms like Instagram, often outweighing strict utility, suggesting that for

Caribbean consumers, "ease of use" includes the aesthetic fluidity of the experience.
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Refining Social Cognitive Theory (SCT)

While SCT emphasizes observational learning, this study reveals that Jamaican consumers
engage in Critical Social Evaluation rather than passive modeling. The findings regarding
influencer skepticism indicate that "Social Proof" (likes/shares) is not automatically accepted; it is
filtered through a lens of authenticity. Consumers actively "fact-check™ social signals against their
community values, suggesting a more complex, skeptical application of social learning than
traditional SCT suggests.

Nuancing Customer Relationship Management (CRM) Theory

The study challenges the CRM assumption that "more data equals better relationships."
The findings regarding the Personalization-Privacy Paradox indicate that in Jamaica, data-driven
intimacy without explicit permission acts as a "trust-breaker” rather than a relationship builder.
This suggests that in this context, CRM models must prioritize Perceived Control and
Transparency as antecedents to relationship formation, rather than treating them as secondary
compliance issues.

The qualitative exploration provided profound insights into how digital marketing
channels, specifically Instagram and SEO, feature in the lives of Jamaican consumers. Rather than
simply confirming ‘influence’, the findings revealed the complex and multifaceted nature of
engagement. Instagram, for instance, emerged in participant narratives not just as a channel for
passive ad consumption, but as a vibrant space where visual aesthetics, perceived authenticity of
social proof (peer comments, follower counts), and the interpretation of influencer endorsements
significantly shape brand perceptions and considerations. Participants described actively
evaluating the visual appeal of brand presences and the trustworthiness of social cues, suggesting

a discerning engagement rather than simple susceptibility. This implies that approaches focused
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solely on reach or basic interaction metrics overlook the crucial role of perceived quality,
authenticity, and social validation as experienced and interpreted by the consumer. Understanding
these experiential dimensions, illuminated through qualitative data, has significant implications
for anyone seeking to communicate meaningfully via such visually-driven social platforms in
Jamaica. Interpreting these experiences through lenses like TAM (highlighting the importance of
perceived enjoyment and ease alongside utility) and SCT (underscoring the critical evaluation
applied to observational learning and social influence) deepens this understanding.

Similarly, the qualitative insights regarding SEO moved beyond mere visibility to highlight
the consumer experience of information seeking and evaluation. Participants narrated their reliance
on search engines for research and validation, often associating higher rankings with perceived
relevance or credibility. However, their narratives also emphasized the critical importance of the
quality and trustworthiness of the information encountered after the click, as well as the usability
and perceived security of the destination website (aligning conceptually with the Processing
Model's focus on information and system quality). Experiences of finding genuinely helpful,
accessible information fostered positive perceptions, while encounters with irrelevant content or
frustrating websites generated negative feelings. This implies that technical optimization must be
paired with a genuine focus on providing valuable content and a positive user experience from the
consumer's perspective. Furthermore, TPB concepts help interpret the sense of agency or control
participants described when easily finding relevant information, contrasting with the frustration
felt when search failed to meet their perceived needs.

Perhaps the most significant implications stem from the deep exploration of consumer
perspectives on personalization and data privacy. While CRM theory emphasizes the strategic

value of personalization, the qualitative findings provided a crucial counter-narrative from the
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consumer viewpoint. Participants articulated a complex and often tense relationship with
personalized marketing. While relevance achieved through understanding past behavior or
interests could be appreciated (as described by P1 and P2), this was frequently overshadowed by
profound concerns about surveillance, lack of transparency, and potential misuse of personal data.
The narratives vividly illustrated how personalization perceived as intrusive or disrespectful of
privacy could rapidly erode trust and generate strong negative sentiment towards brands. This
finding strongly implies that ethical considerations, perceived user control, and transparent data
practices are not peripheral concerns but foundational requirements for building and maintaining
positive digital relationships with Jamaican consumers. Simply aiming for ‘influences' through
data-driven targeting without deeply considering the consumer's experience of privacy can be
counterproductive. Cognitive Dissonance Theory helps conceptualize the discomfort consumers
described when perceived data practices clashed with their expectations of privacy.

The study also offered nuanced insights regarding the intersection of demographics and
digital experience. While the qualitative data suggested potential variations in engagement styles
or priorities across age groups (with some younger participants perhaps more immersed in social
media trends and some older participants emphasizing information credibility), it cautioned against
simplistic demographic targeting. The findings emphasized the diversity of experiences within
demographic groups and the paramount importance of individual preferences, values (especially
concerning privacy), and specific contexts in shaping responses. Attributing ‘influences' solely
based on age or income (as quantitative correlations might suggest) overlooks the rich tapestry of
individual interpretation revealed qualitatively. This implies that truly effective communication
requires moving beyond broad segmentation towards a deeper, potentially ethnographic

understanding of diverse consumer perspectives and values within the Jamaican context.
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Acknowledging the perceived challenges from the consumer viewpoint such as
information overload, ad fatigue, and skepticism further shapes the implications. Consumers
described actively developing coping mechanisms to navigate the cluttered digital landscape. This
implies that marketing messages must offer genuine value, relevance, or authentic connection to
capture meaningful attention, rather than simply adding to the noise. Strategies perceived as merely
interruptive or self-serving are likely to be filtered out or ignored.

Situated within the broader literature, these findings contribute a crucial context-specific,
qualitative perspective on digital marketing engagement in Jamaica. While aligning conceptually
with global discussions on personalization, social proof, privacy, and channel usage (Liu, Tang, &
Peng, 2019; Kaur & Mukerjee, 2020; Bhandari et al., 2020; Alomari & Al-Qudah, 2021), the
study's strength lies in its interpretive depth and focus on lived experience within the Jamaican
milieu. It highlights the limitations of applying universal models without considering local cultural
nuances and subjective interpretations. The 'unexpected’ depth of engagement across different age
groups, for instance, challenges stereotypical assumptions and underscores the dynamism of
Jamaica's evolving digital landscape.

For stakeholders, the implications point towards the need for more human-centered,
ethically grounded, and culturally attuned approaches to digital marketing. Rather than solely
focusing on optimizing metrics, the findings suggest prioritizing the quality of the consumer
experience, building genuine trust through transparency and respect for privacy, understanding the
cultural context that shapes meaning, and creating content that offers authentic value. For academic
research, the study underscores the critical need for more qualitative, context-specific
investigations into digital consumer culture, particularly in under-represented regions like the

Caribbean, to build theories that more accurately reflect diverse global realities. The findings
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provide a robust foundation for future interpretive research exploring these complex dynamics

further.

Digital Marketing Strategies

The exploration undertaken in this study delved into Jamaican consumers lived experiences
with the digital marketing strategies prevalent in their online environment, aligning conceptually
with literature that highlights the importance of understanding diverse online marketing tactics
within specific contexts (Chaffey & Ellis-Chadwick, 2019). Rather than operationalizing these
strategies as variables to measure their influences, the qualitative inquiry focused on how
participants perceived, interpreted, and navigated encounters related to channels like social media
(particularly Instagram) and search engine interactions (SEO). The narratives gathered offered rich
insights into how these strategies manifest from the consumer's viewpoint within the Jamaican
digital landscape. For instance, participant accounts consistently emphasized the highly visual and
social nature of their experiences on Instagram, suggesting that marketing encountered there is
interpreted through lenses of aesthetic appeal, peer validation, and perceived influencer
authenticity, rather than solely through informational content. This experiential focus resonates
with Kotler and Keller's (2016) broader notion that marketing must align with consumer habits
and technological trends, but grounds it in the specific subjective reality revealed through
participant narratives.

The qualitative findings detailed in Chapter 4 illustrated how participants described
engaging with Instagram content, highlighting the nuanced ways visual appeal and social proof
shaped their perceptions, offering a deeper understanding than quantitative metrics of 'influences'

across demographics could provide. While descriptive background data might show platform
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usage patterns, the qualitative insights reveal the meaning behind that usage. Similarly, participant
narratives about using search engines highlighted the perceived importance of information
relevance and credibility, aligning conceptually with the goals of SEO, but focused on the
consumer's experience of finding (or failing to find) trustworthy and useful information. These
findings, interpreted through theoretical lenses like CRM theory (Boulding, Staelin, Ehret &
Johnston, 2005), suggest that understanding the consumer's perspective on relevance and trust,
derived from their qualitative accounts, is paramount, offering a more profound basis for reflection
than simply correlating demographic factors with predefined influences scores. The study thus
contributes an interpretive understanding of how these widely used digital strategies are actually

experienced and made sense of within the specific Jamaican context.

Consumer Perception

Regarding consumer perception, the rich qualitative findings presented in Chapter 4
offered profound insights into how Jamaican participants perceive, interpret, evaluate, and make
sense of the digital marketing strategies they encounter daily. Their narratives revealed a complex
landscape of attitudes, beliefs, and feelings regarding the credibility, relevance, authenticity, and
potential persuasiveness of various digital marketing approaches, particularly concerning
Instagram and SEO. This deep exploration into subjective perception aligns conceptually with
research emphasizing that consumer perception is a critical factor shaping engagement with and
reaction to marketing communications (Smith, 2011), but this study delves into the nature of that
perception through lived experience rather than measuring its impact on campaign 'influences'.
The qualitative data, gathered through interviews and focus groups, provided a vivid and nuanced

picture of the Jamaican consumer's perspective, revealing the intricate ways individuals filter,
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interpret, and assign meaning to marketing messages within their specific context. Crucially, the
findings echoed the significant influence of cultural context on perception, as highlighted in the
literature (de Mooij, 2019); participants often interpreted messages, assessed credibility, or judged
authenticity based on criteria deeply rooted in Jamaican cultural norms, values, and
communication styles. Understanding these subjective, culturally-inflected perceptual
frameworks, as articulated by consumers themselves, is fundamental. It suggests that genuine
connection and positive reception in the digital space depend significantly on marketing
approaches demonstrating sensitivity to and resonance with the local interpretive context, moving

beyond generic strategies to acknowledge the unique perceptual landscape of Jamaican consumers.

Consumer Behavior

Regarding consumer behavior, the rich qualitative findings offered nuanced insights into
how Jamaican participants described their actions and considerations in response to digital
marketing stimuli. Rather than measuring behavior directly or quantifying influence, the study
focused on interpreting the narratives surrounding these actions. Participants frequently described
engaging in information-seeking behaviors, such as conducting further product research online
after encountering an initial marketing message on Instagram or via search. These accounts often
detailed a process of cross-referencing, seeking peer opinions (reviews, comments), or comparing
alternatives, suggesting a critical and active engagement rather than passive reception. This aligns
conceptually with frameworks like SCT (Bandura, 1986) that emphasize active agency and social
learning, and resonates with broader observations about empowered consumer behavior in the
digital age (Solomon, Marshall, & Stuart, 2018). The qualitative data provided specific examples

and elaborated on the reasons and contexts driving these information-seeking practices, illustrating
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the complex pathways consumers navigate. Similarly, narratives describing purchase
considerations often revealed a multitude of influencing factors beyond the initial digital marketing
trigger, including personal needs, budget constraints, trust assessments, and perceived cultural
relevance, underscoring the complexity of decision-making as experienced and articulated by
participants. The value lies in understanding the process and meaning embedded within these
described behaviors, rather than simply corroborating that digital marketing can sometimes
precede a purchase consideration.

The comprehensive qualitative analysis presented in Chapter 4, grounded in the lived
experiences and perspectives of Jamaican consumers, yields a multitude of implications and
interpretive insights that extend beyond the explicit thematic findings. These implications, derived
from reflecting on the nuances within the participant narratives, offer fertile ground for considering
the dynamics of digital marketing within the Jamaican context from a human-centered viewpoint.
While not prescriptive rules based on quantitative proof, these interpretations highlight areas of
significance for stakeholders seeking to understand or engage with this market thoughtfully.

Initially, the qualitative data strongly suggests the profound importance of cultural
customization and resonance in how digital marketing is experienced and received in Jamaica.
Participant narratives frequently highlighted positive engagement with content that reflected local
vernacular, imagery, music, values, or addressed specific Jamaican contexts, while expressing
disengagement or even alienation from marketing perceived as overly generic, culturally tone-
deaf, or simply imported without adaptation. This implies that strategies aiming for genuine
connection, rather than mere exposure, require a deep, empathetic consideration of Jamaican
cultural nuances to foster perceived relevance and influences from the consumer's viewpoint

(resonating conceptually with Okazaki & Taylor, 2013). The implication is less about optimizing
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campaigns and more about the necessity of cultural sensitivity and authentic representation in
communication.

Furthermore, a critical implication arising from the depth of participant concern relates to
the paramount importance of trust, particularly concerning privacy and data protection, in the
digital domain. The vivid narratives detailing anxieties about surveillance, lack of transparency,
and potential data misuse strongly imply that robust, easily understood, and genuinely enacted
measures to safeguard consumer privacy are not optional extras but fundamental prerequisites for
building positive consumer relationships online in Jamaica. Marketers and platform providers need
to proactively demonstrate transparent data stewardship and respect for user control to foster the
trust necessary for meaningful engagement, aligning conceptually with ethical considerations
highlighted by Martin & Murphy (2017). The implication is that ethical data handling is central to
the consumer's experience and perception of digital marketing legitimacy.

The study's exploration also indirectly hints at the ongoing need for digital literacy and
critical media consumption skills among consumers, while simultaneously implying a need for
marketers to communicate clearly and ethically. While participants demonstrated sophisticated
navigation and evaluation strategies, narratives also sometimes reflected uncertainty or frustration
in discerning credible information or understanding complex platform mechanisms. This suggests
an implication for broader societal efforts towards enhancing digital literacy, empowering
consumers to navigate the online world with confidence and critical awareness, ensuring equitable
participation and minimizing vulnerability (related conceptually to van Deursen & van Dijk,
2019).

Moreover, considering the participant narratives about seeking information, evaluating

options, and sometimes making purchases online (despite challenges like delivery logistics
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mentioned by P1), there is an implied potential for e-commerce growth. However, the qualitative
data suggests this potential is contingent on addressing consumer concerns and enhancing the
overall digital experience. This implies a need for businesses engaging in e-commerce in Jamaica
to focus not just on marketing, but also on building user-centric website designs, ensuring
perceived transaction security, improving logistical reliability, and providing responsive customer
service to foster consumer confidence in online transactions (aligning conceptually with Huang &
Benyoucef, 2013).

The findings also subtly suggest an implication for more collaborative dialogue between
consumers, marketers, and potentially policymakers regarding the digital marketing environment.
The strength of consumer concerns about privacy and ethics, coupled with their desire for
relevance and authenticity, implies that frameworks balancing innovation with consumer
protection are crucial. Facilitating spaces for consumer voices to be heard in discussions about
digital governance could foster a more equitable and trusted digital marketplace (related
conceptually to Edelman, 2018 on trust).

From an advocacy perspective, the qualitative insights underscore the potential power of
informed and empowered consumers in shaping industry practices. As consumers become more
aware of their rights and share their experiences (both positive and negative) online, they
collectively influence brand reputations and can drive demand for higher standards regarding
service quality, transparency, and ethical marketing conduct (resonating with ideas in Hajli, 2014).

In the specific realm of influencer marketing, the nuanced participant perspectives valuing
perceived authenticity and cultural rootedness while expressing skepticism towards overt
commercialism imply that collaborating with local influencers who maintain genuine connection

and credibility with their audience might be perceived more positively than relying solely on
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international figures or purely transactional endorsements (Freberg et al., 2011). The implication
centers on the perceived authenticity of the relationship between influencer, brand, and audience.

Finally, the narratives describing consumers navigating multiple touchpoints (seeing an
Instagram post, then searching Google, then visiting a website) implicitly highlight the importance
of a coherent and consistent brand experience across channels, conceptually aligning with an
Integrated Marketing Communications (IMC) approach (Kliatchko, 2008). From the consumer's
perspective, a fragmented or contradictory experience across platforms can lead to confusion or
distrust. This implies the need for businesses to consider the holistic customer journey as
experienced across diverse digital (and potentially traditional) interfaces.

Each of these interpretations, derived from the qualitative exploration, enriches the
understanding of digital marketing dynamics within Jamaica. They point towards areas of strategic
consideration grounded in consumer experience, suggesting that approaches prioritizing cultural
sensitivity, ethical conduct, transparency, user experience quality, and genuine connection are
most likely to resonate positively within this specific market context, offering pathways for future
interpretive research and reflective practice.

Limitations

This qualitative research provides significant and nuanced insights into the lived
experiences of Jamaican consumers with digital marketing. However, it is essential to
acknowledge the inherent limitations that shape the scope and interpretation of the findings.
Acknowledging these limitations is crucial for responsible scholarship and helps guide future
research.

A primary consideration relates to the nature of the participant sample. Although purposive

sampling aimed to capture diverse perspectives relevant to the research questions, the specific
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group of individuals who participated inevitably represents only a segment of the broader Jamaican
population. For instance, if the sample leaned towards certain age ranges (perhaps younger adults
more readily accessible through recruitment channels) or perceived socio-economic backgrounds,
the rich perspectives of other groups (such as older adults less engaged with certain platforms, or
individuals facing significant economic constraints impacting digital access and consumption)
may be underrepresented in this particular dataset. Consequently, while the findings offer deep
insights into the experiences of those included, their direct transferability to all demographic
segments across Jamaica should be considered thoughtfully, highlighting the need for future
qualitative research specifically focused on exploring the experiences of those potentially
underrepresented groups.

Furthermore, while the study recognized the critical importance of local culture, the scope
of this specific project necessitated a broad exploration rather than an exhaustive ethnographic
investigation into all specific cultural elements and their intricate impact on consumer
interpretation. The findings highlight the general significance of cultural resonance, but future
research employing deeper ethnographic methods could provide even richer understanding of how
specific Jamaican traditions, linguistic nuances (Patois variations), community values, artistic
expressions, or religious beliefs specifically shape reactions to and sense-making around digital
marketing content (building on the need for cultural depth suggested by Holt, 2002).

Similarly, while participant narratives touched upon technological challenges related to
their user experience (e.g., website usability, connectivity issues), the study did not delve deeply
into the specific influence of emerging technologies like artificial intelligence (Al) or augmented
reality (AR) on consumer perceptions and behaviors, as these may not yet be widespread

experiences for all participants. Future qualitative research focused specifically on consumer
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interactions with and interpretations of these newer technologies as they become more prevalent
in the Jamaican context would be a valuable extension.

The exploration of privacy concerns, while a central theme, was based on participants'
articulated experiences and perceptions. A deeper qualitative investigation specifically examining
consumers' understanding of and reactions to data protection laws (like Jamaica’s Data Protection
Act), their perceived ability to exercise their rights, and how these factors explicitly shape their
trust dynamics with specific brands or platforms, could offer further valuable insights beyond the
scope of this study.

While narratives touched upon interactions with brands, the study did not fully explore the
intricacies of consumer feedback mechanisms from the user's perspective. Future qualitative
research could specifically investigate how Jamaican consumers experience using online review
platforms, engaging with customer service channels (human vs. automated), or attempting to
resolve complaints digitally, exploring their perceptions of influences and fairness in these
processes.

The complex role of influencer marketing was highlighted, but a dedicated qualitative
study focusing solely on this phenomenon within Jamaica could provide richer detail. Exploring
consumer relationships with specific local versus global influencers, analyzing perceptions of
authenticity across different content types, and understanding the cultural dynamics of influencer
credibility would offer more granular insights than was possible within this broader study.

Likewise, the digital divide was acknowledged as crucial context, but a detailed qualitative
analysis focusing specifically on the lived experiences of individuals across varying levels of
digital access and literacy in Jamaica would be needed to fully understand its impact. Such research

could explore how infrastructural limitations or differing skill levels directly shape engagement
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patterns, information access, perceptions of digital marketing, and feelings of inclusion or
exclusion.

While the study acknowledged the coexistence of traditional and digital marketing, it did
not undertake a direct comparative analysis of their perceived roles or influences from the
consumer viewpoint. Future qualitative research could specifically explore how consumers
themselves compare, contrast, and integrate information and experiences gained from both
traditional and digital channels in their decision-making considerations, offering insights into
cross-channel navigation and perception.

The temporal nature of the study also presents a limitation common to cross-sectional
qualitative research; it provides a rich snapshot of experiences and perceptions at a particular point
in time. The dynamic nature of digital marketing means consumer attitudes, platform usage, and
technological landscapes are constantly evolving. Longitudinal qualitative studies, tracking the
same individuals over time, would be invaluable for understanding how experiences,
interpretations, and behaviors related to digital marketing shift and develop.

Finally, the impact of consumer education initiatives regarding digital marketing practices,
privacy rights, or critical media consumption was not a central focus. Future qualitative research
exploring consumers' awareness of and engagement with such initiatives, and their perceived
impact on navigating the digital landscape, could be a fruitful area. Regional differences within
Jamaica (e.g., urban vs. rural experiences) also warrant deeper qualitative investigation,
considering how local infrastructure and cultural nuances might shape digital marketing
engagement differently across parishes.

Acknowledging these limitations does not diminish the value of the deep, interpretive

insights generated by this study within its defined scope. Instead, it highlights the complexity of
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the research area and points towards specific avenues where future qualitative inquiry can continue
to build a richer, more comprehensive, and contextually sensitive understanding of digital

marketing as experienced by consumers in Jamaica.

Recommendations for Stakeholders

Drawing upon the rich interpretive insights and thematic understandings derived from the
qualitative exploration of Jamaican consumers' experiences with digital marketing (detailed in
Chapter 4), and considered alongside the broader context established by the literature review
(Chapter 2), several key considerations emerge for practitioners, researchers, or policymakers
seeking to engage thoughtfully within this specific socio-cultural landscape. These
recommendations are not presented as definitive strategies guaranteed to optimize 'influences’ in a
quantifiable sense, but rather as suggested approaches grounded in a deeper appreciation for the
perspectives, values, and lived realities articulated by the participants in this study. They aim to
foster more resonant, respectful, and potentially more meaningful interactions within Jamaica's
digital environment.

Recommendations for Practitioners (Marketers & Businesses)

One of the most salient considerations arising from the qualitative narratives is the
profound importance of prioritizing genuine cultural resonance and sensitivity in digital marketing
communications. Participant accounts consistently highlighted positive responses to content
perceived as authentically reflecting Jamaican culture, values, language nuances, or aesthetics,
while expressing disengagement or even critique towards marketing felt to be generic, culturally
tone-deaf, or reliant on stereotypes (aligning conceptually with insights from Okazaki & Taylor,

2013). This strongly suggests that moving beyond surface-level inclusion of cultural motifs
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towards a deeper understanding and respectful integration of local narratives, symbols, humor, and
communication styles is crucial for fostering genuine connection and perceived relevance.
Developing such culturally attuned content requires empathetic engagement with the target
audience's worldview, potentially involving collaboration with local creators or seeking ongoing
feedback to ensure authenticity, thereby enhancing the potential for positive reception grounded
in shared cultural understanding (Hofstede, Hofstede, & Minkov, 2010, offer frameworks for
understanding cultural dimensions, though application requires local nuance).

Furthermore, the qualitative findings powerfully underscore the critical need to center
consumer trust by demonstrating unwavering commitment to data privacy and ethical data
stewardship. The anxieties, skepticism, and frustrations expressed by participants regarding
perceived surveillance, lack of transparency, and potential data misuse indicate that trust is a fragile
and foundational element of the consumer-brand relationship online (Martin & Murphy, 2017).
Recommendations stemming from this understanding include implementing robust data protection
measures that go beyond mere legal compliance, embracing proactive transparency by clearly and
simply communicating how consumer data is collected and used, providing easily accessible and
meaningful user controls over data preferences, and avoiding marketing tactics perceived as overly
intrusive or manipulative. Building and maintaining trust, as revealed through participant
narratives, requires demonstrating consistent respect for consumer autonomy and privacy, which
conceptually aligns with the importance of trust implicit in fostering positive relationships as
discussed in CRM theory, and the need for perceived control highlighted by TPB, interpreted here
through the lens of lived experience (Boulding, Staelin, Ehret, & Johnston, 2005).

Relatedly, the study's insights into consumer experiences suggest the value of continuous

learning and adaptation for marketing practitioners, framed not just as keeping up with technology,
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but as maintaining ongoing sensitivity to evolving consumer perspectives, ethical considerations,
and cultural dynamics. The rapid pace of change in the digital landscape, as perceived by both
consumers and potentially marketers (ISoraité, 2016), necessitates a commitment to understanding
how these shifts impact lived experience. This involves staying attuned to emerging privacy
concerns, understanding how new platforms or features are being adopted and interpreted locally,
and critically reflecting on the potential social and ethical implications of new marketing
techniques. Fostering a professional culture that values empathy, ethical reflection, and
responsiveness to consumer feedback seems essential for navigating this dynamic environment
responsibly.

Finally, participant narratives discussing their interactions with online platforms and
potentially e-commerce highlight the importance of the overall digital user experience.
Descriptions of frustration with poorly designed websites, slow loading times, unclear information,
or difficulties with online transactions (conceptually related to System and Information Quality
from processing models) suggest that significant opportunities exist to enhance engagement by
focusing on the consumer's journey. This implies a recommendation to invest in creating intuitive,
accessible, secure, and user-friendly digital platforms (websites, apps) that meet consumer
expectations for ease of use and reliability (resonating with the importance of usability discussed
conceptually within TAM and themes explored by Huang & Benyoucef, 2013). Addressing
logistical challenges, such as reliable delivery for e-commerce where applicable, also emerged as
important from the consumer viewpoint. Focusing on the quality of the entire digital interaction,
beyond just the initial marketing message, appears crucial for fostering positive perceptions and

continued engagement.
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Applying these recommendations, which are derived directly from the interpretive
understanding of Jamaican consumer experiences, holds the potential to foster more positive, trust-
based, and mutually respectful interactions within the digital marketing ecosystem. They
encourage a shift towards strategies grounded in cultural empathy, ethical conduct, transparency,
and a commitment to providing genuine value and a positive user experience. By prioritizing the
consumer's lived reality, as revealed through this qualitative exploration, stakeholders can move
towards building more sustainable and meaningful connections in Jamaica's dynamic digital
landscape.

Strategic Cultural Customization in Digital Marketing

A significant implication emerging directly from the qualitative exploration of Jamaican
consumers' experiences is the profound importance of cultural resonance in shaping how digital
marketing content is perceived, interpreted, and received. Participant narratives consistently
highlighted a greater openness and positive engagement towards marketing communications that
felt authentically connected to Jamaica's unique cultural identity, while expressing indifference or
even negativity towards content perceived as generic, culturally incongruous, or reliant on
stereotypes. This underscores the critical need for any entity engaging digitally within Jamaica to
move beyond surface-level targeting towards a deep, respectful consideration of the local cultural
fabric in their communication approaches.

Achieving such resonance, as suggested by the nuances in participant accounts, requires
more than superficial additions; it necessitates a genuine effort to understand and reflect local
customs, values, linguistic expressions (including the appropriate use and context of Patois
alongside Standard English), artistic sensibilities, and prevailing social narratives. Developing

content that thoughtfully weaves in elements reflecting Jamaica’s rich heritage or contemporary
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daily life perhaps through relatable storytelling, culturally relevant humor, or authentic depictions
of Jamaican people and places appeared crucial in fostering a sense of belonging, recognition, and
cultural pride among participants who discussed such examples (aligning conceptually with de
Mooij, 2013, on cultural influence). The qualitative findings strongly imply that marketing
perceived as demonstrating this deeper cultural understanding is more likely to be experienced as
relevant and less likely to be dismissed as external or irrelevant noise (Okazaki & Taylor, 2013).
This extends to visual and auditory elements. Participants' emphasis on aesthetics suggests
that visual content should be carefully considered not just for quality, but for its cultural
appropriateness and resonance. This might involve using color palettes, imagery, or design motifs
that feel familiar and positive within the Jamaican context. Similarly, given the profound cultural
significance of music in Jamaica, incorporating well-known or culturally relevant genres (like
Reggae or Dancehall, when appropriate and authentic) into audio-visual content was described in
ways that suggested it could potentially evoke powerful emotional connections and nostalgic
sentiments, thereby enriching the consumer's experience with the brand message (related
conceptually to Hofstede, 1984, on cultural dimensions influencing communication). Furthermore,
invitations for consumer participation (e.g., through contests or UGC campaigns) are likely
perceived more positively when framed in culturally relevant ways that foster a genuine sense of
community involvement and shared identity, rather than feeling purely extractive (Pulizzi, 2012).
Implementing such culturally attuned approaches effectively implies a need for ongoing
learning and cultural competence within marketing teams. This involves not just market research,
but potentially immersive learning experiences, consultations with cultural experts, diversity
within teams, and robust processes for reviewing content to avoid cultural missteps or unintended

offenses (related to the need for skills discussed by ISoraité, 2016). Staying abreast of evolving
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cultural trends and public sentiment through careful social listening and community engagement
(Smith, 2011) is also vital, ensuring that communication remains relevant and respectful within a
dynamic cultural context.

Crucially, the qualitative data underscored the importance of approaching cultural content
with profound sensitivity and genuine respect. Participants often expressed awareness of, and
negativity towards, instances where culture felt exploited, stereotyped, or superficially
appropriated for commercial gain (Martin & Murphy, 2017). Therefore, authenticity, genuine
appreciation, and ethical considerations must guide any attempt at cultural customization. By
grounding digital marketing efforts in a deep, empathetic understanding of Jamaican culture
derived from listening to consumer voices and engaging respectfully with local context marketers
can move towards creating communications that not only capture attention but also resonate
meaningfully, potentially fostering deeper connections built on shared identity and mutual respect,
thereby amplifying the potential for positive reception in ways that purely functional or globally
standardized approaches may fail to achieve.

Consideration: Prioritizing Privacy and Ethical Data Stewardship

A powerful and recurrent theme emerging from the qualitative exploration detailed in
Chapter 4 was the profound significance Jamaican consumers place on privacy and the ethical
handling of their personal data within the digital marketing landscape. The narratives gathered
through interviews and focus groups frequently articulated feelings ranging from vague unease to
explicit anxiety and distrust concerning data collection practices, personalization perceived as
intrusive, and lack of transparency. These deeply felt concerns strongly imply that fostering
genuine consumer trust and facilitating positive digital engagement necessitates prioritizing robust

data protection measures and transparent, respectful data stewardship, moving beyond mere legal
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compliance towards building authentic relationships grounded in ethical practice (conceptually
aligning with discussions by Martin & Murphy, 2017).

Based on this interpretive understanding of consumer perspectives, several key
considerations arise. Firstly, organizations engaging in digital marketing in Jamaica should strive
for proactive transparency regarding data collection and usage. Participant narratives often
revealed frustration or suspicion stemming from unclear or inaccessible information about how
their data was being utilized. Therefore, providing clear, concise, easily accessible, and
straightforward privacy notices that genuinely explain what data is collected, for what purposes,
and how it is protected is crucial. This transparency directly addresses the anxieties articulated by
participants and forms a basis for informed consent, rather than being perceived as a mere
formality.

Secondly, investing in and communicating robust cybersecurity measures to protect
consumer data is essential not just for compliance but for building consumer confidence. While
consumers may not understand the technical details (e.g., encryption, SSL), narratives reflecting
concerns about data breaches or misuse highlight the importance of feeling secure. Organizations
demonstrating a clear commitment to safeguarding data through visible security indicators and
responsible practices can help alleviate consumer anxieties and foster a sense of safety when
interacting online (related conceptually to security factors discussed by Romanosky, 2016).

Furthermore, the qualitative insights suggest the importance of internal organizational
culture and training focused on data protection principles. Ensuring that all employees understand
the ethical responsibilities associated with handling consumer data can translate into more
respectful and consistent practices that consumers experience positively (related to organizational

aspects discussed by Culnan & Armstrong, 1999).



281

Crucially, participant narratives underscored a strong desire for agency and control over
personal data. Marketing practices perceived as overly aggressive or utilizing data without clear
consent were frequently cited as sources of distrust. This implies a strong recommendation for
implementing user-centric systems that provide meaningful control, such as clear opt-in choices
for data collection and usage (rather than pre-checked boxes or opt-outs hidden in complex
settings), and easily accessible mechanisms for consumers to manage their preferences and
understand what data is held (Martin & Murphy, 2017). Empowering consumers in this way
directly addresses the feelings of powerlessness sometimes expressed and can significantly
enhance perceived trustworthiness.

While appointing a dedicated Data Protection Officer (DPO) is a regulatory requirement
under laws like Jamaica's Data Protection Act, communicating the presence and accessibility of
such a role (perhaps through privacy policies) could further reassure consumers that mechanisms
exist for addressing queries and ensuring accountability (Kokolakis, 2017). Regularly reviewing
and updating privacy policies not only ensures legal compliance (e.g., with local acts or
international standards like GDPR where relevant; European Union, 2016) but also signals an
ongoing commitment to ethical practices.

Moreover, considering consumer education, not as a marketing tactic, but as a means of
empowerment, could be beneficial. Helping consumers understand their data rights and how data
is used responsibly can foster more informed engagement and potentially increase trust in
organizations demonstrating ethical leadership (Culnan & Armstrong, 1999). Finally, adopting a
privacy-by-design approach integrating privacy considerations fundamentally into the

development of new digital products, services, and marketing campaigns represents a proactive
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commitment to respecting user data from the outset, potentially preventing many of the negative
experiences described by participants (Cavoukian, 2009).

By embracing these comprehensive considerations rooted in transparency, security, user
control, accountability, and ethical design organizations can respond directly to the significant
privacy concerns articulated by Jamaican consumers in this study. This approach moves beyond
compliance towards actively building and maintaining consumer trust, which the qualitative
findings suggest is absolutely essential for fostering positive perceptions and sustainable
engagement within the Jamaican digital marketing ecosystem. This recommendation is firmly

grounded in the interpretive understanding of consumer experience derived from this research.

Fostering Marketer Education Focused on Context, Ethics, and Consumer Experience

While this study centered primarily on understanding the consumer experience, the insights
gleaned implicitly highlight the need for ongoing learning and adaptation among digital marketing
practitioners operating within the dynamic Jamaican context. The complexities revealed in
participant narratives regarding cultural interpretations, privacy sensitivities, responses to
personalization, and the navigation of a saturated digital environment suggest that effective and
responsible marketing requires more than just technical proficiency. Therefore, fostering
continuous education and professional development for marketers, with a specific emphasis on
deepening contextual understanding, ethical awareness, and consumer empathy, emerges as a
significant consideration stemming from this research.

Developing relevant educational resources or training programs should extend beyond
purely technical updates on the latest digital marketing trends or platforms (as discussed generally

by Ryan, 2016). Crucially, curricula should incorporate deep dives into understanding the specific
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socio-cultural dynamics of Jamaica, including consumer values, communication norms, cultural
sensitivities, and local market nuances. Integrating insights from qualitative research like this
study, focusing on how consumers actually perceive and experience various strategies, can help
marketers move beyond generic assumptions towards more contextually grounded and empathetic
approaches. This involves learning about the target audience not just through data analytics, but
through understanding their lived realities and perspectives.

Facilitating workshops, webinars, or collaborative sessions that involve not only industry
experts sharing technical best practices (Chaffey & Smith, 2017) but also potentially including
dialogues focused on cultural sensitivity, ethical marketing principles, and insights derived from
consumer research could be highly beneficial. Providing marketers with practical frameworks and
case studies that illustrate how to apply cultural understanding and ethical considerations within
the Jamaican context can complement theoretical knowledge and technical skills.

While formal certifications in digital marketing tools are valuable (ISoraite, 2016),
encouraging professional development that specifically includes modules on consumer
psychology (focused on interpretation and experience, not just persuasion), cross-cultural
communication, data ethics, and privacy regulations (like Jamaica's Data Protection Act) is equally
important. Internal training sessions within organizations could foster a shared understanding and
commitment to these principles, promoting a culture of responsible marketing (Gordon, 2019).
Creating safe spaces for marketers to discuss ethical dilemmas or challenges in applying strategies
sensitively within the local context is also crucial.

Practical learning opportunities remain important, such as experimenting with new tools or
pilot campaigns (ISoraité, 2016). However, the evaluation of these pilots should include not only

performance metrics but also qualitative feedback regarding the consumer experience — did the
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approach feel respectful, relevant, and trustworthy? Promoting cross-functional understanding,
particularly between marketing, IT (regarding data handling and security), and customer service
(who often deal with consumer feedback directly), can ensure a more cohesive and consumer-
aware approach across the organization (Gordon, 2019). Flexible online learning platforms can
supplement this by offering courses on both technical skills and crucial areas like digital ethics and
cross-cultural marketing (Ryan, 2016).

Encouraging participation in professional networks is valuable, not just for staying updated
on trends, but also for sharing experiences and discussing challenges related to ethical practice and
cultural adaptation within the Jamaican context (ISoraité, 2016). Fostering an organizational
culture that explicitly values and rewards ethical conduct, cultural sensitivity, and demonstrable
understanding of consumer perspectives, alongside technical proficiency, is key to motivating
continuous improvement in these crucial areas (Gordon, 2019).

By embracing a broader vision of continuous learning one that integrates technical skills
with deep contextual understanding, consumer empathy, and ethical reflection marketers can
become better equipped to navigate the complexities of the Jamaican digital landscape revealed
through this study. This approach moves beyond simply keeping pace with technology towards
fostering more responsible, respectful, and potentially more meaningful engagement with
consumers. This consideration aligns with the need for strategic knowledge acquisition highlighted
conceptually in Chapter 2, but reframes it through the lens of the qualitative insights gained about
the importance of context and consumer experience.

Enhancing the Digital Commerce Experience Based on Consumer Narratives

The qualitative exploration into Jamaican consumers' digital experiences, particularly

narratives touching upon online information seeking, brand interactions, and potentially e-
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commerce considerations, strongly suggests the critical importance of the underlying digital
infrastructure in shaping overall perceptions and engagement. While this study did not focus
exclusively on e-commerce transactions, participant accounts of navigating websites found via
search, interacting with online platforms, and expressing concerns about trust or convenience
highlight that significant attention to the quality and accessibility of the digital commerce
environment is essential for fostering positive consumer experiences. Considerations for
enhancing this environment, grounded in the types of experiences participants described, include
several key areas.

Participant narratives often touched upon the ease or difficulty of navigating websites and
online platforms encountered through digital marketing. Descriptions of frustration with confusing
layouts, slow loading times, or interfaces not optimized for mobile devices underscore the need
for businesses to prioritize developing user-friendly and accessible digital interfaces (websites,
applications). From the consumer's perspective, intuitive navigation and responsive design are not
mere conveniences but fundamental aspects that significantly impact their willingness to engage
further, explore offerings, or even form a positive initial impression of a brand (aligning
conceptually with UI/UX principles discussed by Laudon & Traver, 2017, but framed by user
experience). Investing in creating a seamless, efficient, and mobile-responsive online experience
directly addresses the usability frustrations articulated by some participants.

Furthermore, the profound concerns regarding trust and security that permeated many
qualitative discussions have direct implications for the e-commerce infrastructure. Narratives
expressing anxieties about online transaction security or data privacy highlight the absolute
necessity of implementing and clearly communicating robust, secure, and reliable payment

systems. Ultilizing visibly secure methods (like encryption, SSL certificates) and potentially
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offering diverse, trusted payment options, including locally relevant ones like mobile money where
applicable, can help alleviate the specific security concerns voiced by participants and build the
foundational trust required for online transactions (related conceptually to security factors
discussed by Chen & Chang, 2013). Transparency about security measures is key to addressing
perceived risks.

Given the significant mobile usage patterns described by participants and noted in
contextual data for Jamaica, ensuring that all digital touchpoints, especially e-commerce platforms,
are fully optimized for mobile devices is crucial for accessibility and positive user experience.
Narratives describing interactions primarily via smartphones imply that a non-mobile-friendly
experience would likely lead to immediate disengagement or frustration (reflecting trends
discussed by Tiwari, Buse, & Herstatt, 2006).

Beyond the interface, the logistics of fulfillment emerged as a relevant factor in some
participant discussions concerning online purchasing considerations (as exemplified by P1's
comment on delivery). Narratives expressing hesitation due to concerns about delivery reliability
or difficult return processes suggest that developing strong, dependable logistics infrastructure is
vital for a positive end-to-end e-commerce experience. Forming strategic partnerships with reliable
local delivery services familiar with Jamaica's geography could address some of the logistical
anxieties or frustrations potentially voiced by consumers, enhancing the perceived reliability of
online shopping (related to logistical considerations noted by Rabinovich & Bailey, 2004; Cairns,
2016).

Moreover, the availability and quality of online customer service can significantly shape
the overall experience, particularly when issues arise. Participant narratives discussing interactions

with customer support (or the lack thereof) highlight the importance of providing accessible and
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responsive channels, such as live chat, prompt email support, or even Al-driven chatbots (if
perceived as helpful rather than obstructive). Positive support experiences described by consumers
can mitigate problems and foster feelings of being valued, contributing significantly to overall
satisfaction and trust (Mithas, Ramasubbu, Krishnan, & Fornell, 2006).

While data analytics can be used strategically by businesses, from a consumer-centric
perspective derived from qualitative insights, analyzing user interaction patterns (ethically and
transparently) can help identify points of friction or confusion within the digital experience,
guiding improvements focused on enhancing usability and clarity (related conceptually to Liu &
Arnett, 2000). Ensuring that staff involved in managing e-commerce operations are well-trained
not only in technical aspects like inventory management but also in customer engagement
strategies that prioritize empathy and helpfulness, further contributes to a positive overall
consumer experience (Grewal, Roggeveen, & Nordfélt, 2017).

By considering these infrastructural and experiential aspects informed by the types of
challenges, concerns, and preferences articulated by Jamaican consumers in the qualitative data
businesses can work towards creating digital commerce environments that are not only functional
but also perceived as trustworthy, accessible, convenient, and respectful. Addressing the lived
experiences revealed in this study, related to usability, security, logistics, and support, is
fundamental to fostering positive engagement and building sustainable relationships within

Jamaica's growing digital economy.
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Recommendations for Policymakers

Informing Policy Dialogue with Consumer Perspectives

The qualitative findings presented in Chapter 4, particularly the significant and often
deeply felt concerns articulated by Jamaican consumers regarding data privacy, transparency, and
ethical marketing practices, strongly suggest implications for broader policy discussions
surrounding the digital marketing landscape in Jamaica. While this study focused on understanding
consumer experience, these insights naturally highlight the importance of regulatory frameworks
that effectively address consumer protection while fostering a responsible digital economy.
Therefore, a key consideration emerging from this research is the potential value of infusing policy
development processes with the rich, nuanced perspectives of consumers themselves.

The narratives detailing anxieties about data misuse, frustration with intrusive targeting,
and the desire for greater control and transparency underscore the need for policy discussions that
move beyond purely technical or commercial considerations. Engaging diverse stakeholders,
including consumer advocacy groups and potentially representatives directly sharing consumer
perspectives alongside industry bodies and regulatory authorities, could lead to more balanced and
effective frameworks. Such engagement could involve consultations, public forums, or working
groups where the lived experiences revealed in studies like this one are considered alongside
industry interests and practicalities (related conceptually to stakeholder engagement discussed by
Goldsmith, Lafferty, & Newell, 2000; Edelman, 2018). The goal would be to craft policies
perceived as fair, genuinely protective of consumer rights, and conducive to building trust in the
digital environment.

From the perspective of businesses and marketers operating within this context, the

qualitative findings imply a strong rationale for proactively engaging with and adhering to both
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national and international legal and ethical standards, such as Jamaica's Data Protection Act and
principles reflected in frameworks like GDPR. This involves not just compliance, but
demonstrably integrating ethical considerations into practice (Martin & Murphy, 2017). The study
suggests that consumers value transparency; therefore, initiatives by businesses or industry bodies
to educate consumers clearly about their privacy rights and the measures being taken to protect
data could help address articulated anxieties and build trust (resonating with Culnan & Armstrong,
1999).

Investing in understanding the complexities of marketing law and data ethics, perhaps
through specialized legal counsel or dedicated internal roles (like a DPO, as mentioned by
Kokolakis, 2017, viewed here also through its potential impact on consumer confidence), appears
crucial given the consumer sensitivities revealed. Furthermore, organizations might benefit from
establishing internal mechanisms, such as data ethics committees, to review practices and ensure
responsible data use, aligning operations with the ethical expectations voiced by consumers
(Martin & Murphy, 2017). Conducting internal assessments of how marketing strategies align with
evolving regulations and consumer sentiment can also inform responsible practice (related
conceptually to impact assessments discussed by Edelman, 2018).

Ultimately, fostering a shared understanding among consumers, businesses, and
policymakers about the importance of data privacy and ethical marketing is key (related to
educational ideas from Peppers & Rogers, 1997). By grounding policy discussions and business
practices in a deep appreciation for the consumer perspectives and lived realities revealed through
qualitative research like this study, Jamaica can work towards developing a digital marketing
ecosystem that balances innovation with fundamental rights, fostering trust and enabling more

positive and mutually beneficial interactions for all stakeholders. This approach contributes to a
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more sustainable and ethical digital future, enriching both practice and scholarship (Martin &
Murphy, 2017; Goldsmith, Lafferty, & Newell, 2000).

Addressing the Experiential Impacts of the Digital Divide

The qualitative findings presented in Chapter 4, while primarily focused on those already
engaging digitally to some extent, implicitly underscored the significance of the digital divide
within the Jamaican context by revealing variations in described access, comfort levels, and digital
competencies among participants. Narratives occasionally touched upon challenges related to
internet affordability, reliability, or differing levels of ease navigating online platforms. This
highlights that the disparities in access to digital technology, reliable internet services, and the
requisite digital literacy skills often discussed in broader literature (Norris, 2001; Graham, 2002)
manifest as tangible differences in lived experience for Jamaican consumers. Addressing these
disparities emerges as a crucial consideration, not simply to expand market reach for advertisers,
but more fundamentally to foster equitable participation in the increasingly digitized
aspects of society, including access to information, services, and communication channels where
marketing plays a role.

Understanding the experiential consequences of the digital divide is key. The qualitative
exploration suggests that limitations in access or literacy can lead to feelings of frustration,
exclusion, or vulnerability when navigating online environments. Therefore, collaborative efforts
between policymakers, organizations, and community groups aimed at increasing the availability
of affordable and reliable internet access, particularly in underserved rural or lower-income areas,
are essential for leveling the experiential playing field. Such initiatives, whether through
infrastructure development, service subsidies, or innovative public-private partnerships (Graham,

2002), address the foundational barriers described implicitly or explicitly by some participants.
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Furthermore, the qualitative insights into varying levels of comfort and navigation skills
point towards the importance of ongoing digital literacy programs. These initiatives, ideally
offered collaboratively through accessible community channels like schools, libraries, or NGOs,
can empower individuals with the skills and confidence needed not just to use digital technologies,
but to critically navigate the online world, including evaluating information, managing privacy
settings, and understanding commercial influences (related conceptually to van Deursen & van
Dijk, 2014). Providing community access points (e.g., libraries, community centers with reliable
internet; Warschauer, 2003) remains vital for those lacking personal access.

Considerations around device affordability also surfaced indirectly in discussions about
access. Exploring ways to make internet-capable devices like smartphones or computers more
accessible, potentially through targeted incentives or affordable options (Qiang et al., 2009), could
further reduce barriers to digital participation experienced by some segments of the population.
From a communication perspective, the qualitative findings imply a need for inclusive design
practices. Ensuring digital content and platforms (including marketing materials) are optimized for
varying bandwidth conditions, compatible with potentially older devices, and perhaps offering
offline alternatives where feasible, demonstrates consideration for users facing access limitations
(Sein & Harindranath, 2004).

Moreover, fostering the creation and visibility of locally relevant digital content that
resonates with Jamaican culture and addresses local needs can potentially increase the perceived
value of being online, encouraging engagement across different groups (Hanna et al., 2011). Public
awareness campaigns aimed at highlighting the practical benefits of digital skills and access, while
demystifying technology, could also help foster broader adoption and confidence (van Dijk &

Hacker, 2003). Continuously monitoring and evaluating the impact of initiatives aimed at bridging
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the digital divide is crucial for ensuring they effectively address the lived realities and evolving
needs of diverse Jamaican communities (Pick & Azari, 2008).

By addressing the digital divide from the perspective of enhancing equitable access,
empowering users with skills and critical awareness, and designing inclusive digital experiences,
stakeholders can work towards a digital environment in Jamaica where more individuals can
participate meaningfully and confidently. Empowering consumers through education and access
not only enhances their ability to navigate digital marketing critically but also fosters a more
informed populace capable of demanding greater accountability and ethical practices from
businesses, potentially leading to stronger, more trust-based relationships grounded in mutual
respect (related conceptually to informed consumers by Pires, Stanton, & Rita, 2006). Recognizing
and addressing the experiential impacts of the digital divide, as surfaced through qualitative
understanding, is therefore essential for fostering a truly inclusive and equitable digital future in

Jamaica.

Recommendations for Researchers

The comprehensive qualitative exploration conducted in this study, while providing rich
insights into Jamaican consumers' experiences with digital marketing, naturally opens numerous
avenues for further scholarly inquiry to build upon and deepen this understanding. The findings
presented in Chapter 4, particularly those highlighting the profound significance participants
placed on cultural resonance and authenticity, strongly suggest several fruitful directions for future
research focused specifically on the interplay between Jamaican culture and digital marketing
engagement. These recommendations aim to extend the interpretive insights gained, moving

towards even more nuanced understandings.
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Expanding the Scope of Cultural Elements

A primary avenue involves more intensive qualitative examination of specific cultural
elements and their perceived role in shaping consumer responses to digital marketing within
Jamaica. While this study identified the general importance of cultural relevance, future research
could delve deeper into how specific cultural forms such as particular music genres (Reggae,
Dancehall, etc.), specific linguistic expressions (including nuances of Patois usage), visual arts
traditions, local folklore, religious motifs, community values, or representations of Jamaican social
issues are interpreted when incorporated into digital marketing campaigns. Employing methods
like in-depth interviews focused specifically on cultural interpretation, focus groups reacting to
culturally-coded advertisements, digital ethnography observing online interactions within
Jamaican cultural contexts, or discourse analysis of marketing content and consumer responses
could provide invaluable insights into what constitutes ‘authentic' versus 'exploitative’ cultural
representation from the consumer's viewpoint (building conceptually on ideas from Holt, 2002
regarding cultural branding, explored qualitatively).

Furthermore, comparative qualitative studies within Jamaica could explore potential
variations in cultural interpretation across different demographics (age groups, urban vs. rural
locations, different parish identities, diverse socio-economic backgrounds). How do different
segments of the population perceive and relate to specific cultural references in marketing? Are
certain cultural symbols or narratives more resonant with particular groups? Understanding these
internal cultural variations through qualitative exploration can move beyond broad generalizations
about 'Jamaican culture' towards a more fine-grained appreciation of its diversity as it intersects
with digital marketing experiences (related conceptually to geographic considerations noted by

Money, Gilly, & Graham, 1998, but explored interpretively).
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Longitudinal qualitative research also presents a valuable opportunity. Tracking the
experiences and perceptions of a cohort of Jamaican consumers over time could illuminate how
their interpretations of culturally-inflected digital marketing evolve alongside broader societal
shifts, changing media trends, or personal life transitions. This approach could capture the dynamic
nature of cultural meaning-making in response to marketing, offering insights into how resonance
and influences might shift over longer durations (conceptually addressing dynamism noted by
Schroeder, 2009, through an experiential lens).

Exploring the connection between perceived cultural congruence in marketing and feelings
of brand affinity or identity among Jamaican consumers warrants further qualitative investigation.
How do consumers articulate the relationship between a brand's perceived cultural alignment (or
misalignment) and their own sense of identity or connection to that brand? In-depth interviews
exploring brand narratives and personal identity could yield critical insights into the symbolic and
emotional dimensions of culturally resonant marketing (related conceptually to brand identity
discussions, e.g., Aaker, 1997, but focused on consumer perception).

Finally, the role of local influencers and micro-celebrities as cultural mediators within
digital marketing requires deeper qualitative scrutiny. Future research could focus specifically on
how Jamaican consumers perceive the authenticity, credibility, and cultural rootedness of local
influencers compared to international ones. What makes an influencer's endorsement feel
genuinely aligned with Jamaican culture versus merely commercial? Qualitative interviews with
both consumers and potentially influencers themselves could illuminate the complex dynamics of
trust and cultural meaning-making within Jamaican influencer marketing ecosystems (building on
themes related to influencer impact, e.g., Kozinets et al., 2010, with a specific cultural and

qualitative focus).
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By pursuing these avenues focused on deep interpretive understanding of specific cultural
elements, internal variations, longitudinal shifts, identity connections, and influencer dynamics
future research can significantly expand upon the current study's findings. It can develop an even
richer, more nuanced comprehension of how Jamaican consumers experience and interpret digital
marketing through their unique cultural lenses, contributing valuable knowledge for fostering more
respectful, resonant, and culturally sensitive communication practices within the region (building
on the importance highlighted by Okazaki & Taylor, 2013; Holt, 2002).

The Nexus Between Privacy Policies and Consumer Trust

The profound concerns regarding data privacy and its intricate relationship with consumer
trust emerged as a central theme in the qualitative exploration conducted for this study.
Participants' narratives vividly illustrated the significance of these issues in shaping their
experiences with and attitudes towards digital marketing in Jamaica. This underscores a critical
need for further in-depth, qualitative research dedicated to unpacking the complexities of privacy
perceptions and trust dynamics within this specific context, moving beyond generalized
assumptions or quantitative metrics.

Future research could undertake detailed interpretive assessments of how Jamaican
consumers perceive, understand, and experience existing privacy policies and data protection
measures (such as Jamaica's Data Protection Act). This could involve qualitative interviews
focused specifically on participants’ awareness of their rights, their interpretations of privacy
statements (exploring issues of clarity, accessibility, and perceived enforceability), and their
feelings of empowerment or vulnerability regarding their personal data online. How do they make

sense of the trade-offs between sharing data and receiving personalized content or services?
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Understanding the lived experience of navigating these policies and perceived protections is
crucial (building on concepts from Martin & Murphy, 2017, explored qualitatively).

Cross-cultural comparative qualitative studies could offer valuable contextual
understanding. Exploring how Jamaican consumers' narratives about privacy and trust compare
with those from consumers in other Caribbean nations or countries with different regulatory
environments and cultural norms regarding privacy could illuminate both shared regional concerns
and unique Jamaican perspectives (related conceptually to comparative ideas in Milberg et al.,
2000). This comparative interpretive analysis could highlight culturally specific ways trust is built
or broken in relation to data practices.

A longitudinal qualitative approach would be particularly valuable for tracking how
individual consumers' perceptions, feelings, and coping strategies related to digital privacy evolve
over time, especially in response to major policy changes, significant data breaches reported in the
media, or evolving technological capabilities (like increased Al use). Following individuals over
time would allow for understanding the dynamic process of trust evolution and adaptation within
the lived reality of the changing digital landscape (moving beyond simply tracking trust levels
post-policy shift, as suggested quantitatively by Martin & Murphy, 2017).

Further qualitative inquiry could focus intensely on the communication and presentation
of privacy information. How do different ways of communicating privacy policies (e.g., simplified
language, visual formats, interactive tools) impact Jamaican consumers' subjective feelings of
understanding, transparency, and control? Ethnographic studies observing how users actually
interact with privacy settings or participatory design research involving consumers in crafting

clearer privacy communications could yield rich insights into creating user-centric approaches that
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genuinely foster trust (building on usability ideas from Bélanger & Crossler, 2011, explored
interpretively).

Research should also continue to explore the relationship between stated privacy
awareness/concerns and actual described online behaviors. Qualitative interviews can delve into
the potential discrepancies or rationalizations participants articulate when their expressed concerns
seem at odds with their described online activities (like sharing data on social media).
Understanding how individuals navigate these potential conflicts (related conceptually to cognitive
dissonance, perhaps, or practical trade-offs) provides a more nuanced picture than simply
correlating stated attitudes with reported engagement (Phelps et al., 2000). Exploring the
psychological dimensions perceived risks versus perceived benefits, feelings of resignation versus
empowerment through in-depth narrative analysis can illuminate the complex decision-making
processes involved (related to concepts in Dinev & Hart, 2004, investigated qualitatively).

Incorporating the perspectives of Jamaican marketers and digital platform developers
through qualitative interviews focused specifically on their understanding of consumer privacy
concerns and the ethical challenges they face can provide valuable complementary context,
illuminating the interplay between industry practices and consumer experiences. Furthermore,
future qualitative research could specifically explore consumer advocacy and empowerment
initiatives related to digital privacy within Jamaica. How are consumers learning about and
asserting their rights? What role do community groups or advocacy organizations play?
Understanding these dynamics can shed light on pathways towards a more empowered and
privacy-conscious consumer base (Martin & Murphy, 2017).

By pursuing these qualitative research avenues, scholars can build upon the foundational

understanding established in the current study. Deepening the exploration into the lived
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experiences, interpretations, cultural specificities, and emotional dimensions of privacy and trust
within Jamaica's digital marketing environment will yield crucial insights for fostering more
ethical, transparent, and genuinely trustworthy digital interactions.

Examining Educational Outreach for Digital Marketing Professionals

While this study primarily focused on consumer experiences, the findings revealing
consumer sensitivity to privacy, cultural resonance, and authenticity implicitly highlight the crucial
role of marketer knowledge, skills, and ethical orientation. The dynamic nature of the digital
landscape, as perceived by consumers and acknowledged in the literature, underscores the need
for effective professional development. However, future research extending from this study's
qualitative insights should move beyond merely measuring the 'influences' or ROI of existing
training programs. Instead, valuable inquiry could focus on qualitatively exploring the educational
needs, learning experiences, and ethical development of digital marketing professionals,
particularly within contexts like Jamaica.

Future qualitative studies could explore the lived experiences of digital marketers
practicing in Jamaica. What challenges do they perceive regarding keeping up with technology,
understanding local cultural nuances, navigating data ethics, or interpreting consumer responses?
In-depth interviews or focus groups with practitioners could provide rich insights into their
perceived skills gaps, learning needs, and the practical difficulties they face in applying global
'best practices' within the specific local context (building conceptually on identifying challenges,
e.g., Mulhern, 2009, but through practitioner narratives). This approach can illuminate areas where
current educational offerings might be falling short from the perspective of those actually doing

the work.
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Research could also investigate how existing professional development programs are
experienced by marketers. Rather than just measuring outcomes, qualitative methods could explore
how marketers perceive the relevance of curricula, the value of different learning modalities (e.g.,
online vs. workshops, echoing Rowley, 2008), and the extent to which training addresses crucial
areas like cultural sensitivity, data ethics, and consumer-centric thinking, which this study suggests
are paramount from the consumer's viewpoint. What kinds of learning experiences do marketers
find most impactful for developing not just technical skills, but also critical reflection and ethical
awareness? (Related to evaluating curricula, Kim et al., 2008, but focusing on perceived relevance
and depth).

Furthermore, research could specifically explore the development of ethical competence
among digital marketers in Jamaica. How do practitioners learn to navigate complex ethical
dilemmas related to data privacy, persuasive techniques, or cultural representation? What
resources or training do they find helpful (or lacking) in fostering ethical decision-making?
Qualitative inquiry into their ethical reasoning processes and perceived organizational support for
ethical practice could yield significant insights for designing more effective ethics-focused
education (going beyond simple competency identification suggested by Royle & Laing, 2014).

Comparative qualitative studies examining the educational backgrounds and perceived
competencies of marketers working in different types of organizations (e.g., large corporations vs.
SMES) or different sectors within Jamaica could also illuminate context-specific learning needs
and challenges. Additionally, exploring the perceived value and actual impact of industry
certifications from the perspective of both marketers and employers within the local market could
provide nuanced understanding beyond simply assessing competitive advantage (related

conceptually to Copp, 2004).
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Investigating the influences of feedback mechanisms within educational programs
qualitatively how learner experiences and evolving industry needs actually inform curriculum
updates can offer insights into creating more responsive and relevant professional development
(Royle & Laing, 2014). Longitudinal qualitative studies tracking the professional journeys and
learning processes of marketers over time could provide rich narratives about adaptation, skill
development, and the long-term influence of different educational experiences on their practice
and ethical orientation (conceptually related to Dehkordi et al., 2011, but using narrative methods).

By focusing future research on the experiences, perceptions, needs, and ethical
development of digital marketing professionals themselves, particularly within the Jamaican
context, scholars can generate insights crucial for fostering educational initiatives that are not only
technically current but also promote culturally sensitive, ethically responsible, and consumer-
aware practice. This qualitative focus aligns with the human-centered perspective of the current
study and addresses the complexities revealed in consumer narratives, contributing to a more
holistic understanding of the digital marketing ecosystem in Jamaica.

Deepening the Understanding of Local Influencer Marketing

The qualitative findings of this study highlighted the complex and often ambivalent ways
Jamaican consumers perceive and engage with influencer marketing, particularly emphasizing the
significance of perceived authenticity and cultural resonance. This burgeoning area warrants
significant further qualitative exploration to develop a deeper, more nuanced understanding of the
dynamics between local influencers, Jamaican consumers, and brands within the digital ecosystem.
Future research should move beyond simply quantifying reach or engagement metrics to explore

the subjective experiences and meaning-making processes involved.
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An important avenue for future qualitative research involves in-depth exploration of how
Jamaican consumers define and evaluate 'authenticity’ and 'relatability’ in the context of local
influencers. What specific cues, communication styles, content types, or perceived motivations
lead consumers to view an influencer as genuine and trustworthy versus commercially driven or
artificial? In-depth interviews focusing on consumers' relationships with specific influencers they
follow (or choose not to follow) could reveal the intricate criteria they employ in making these
judgments (related conceptually to authenticity discussions, e.g., Agrawal & Kamakura, 1995, but
explored through consumer interpretation). Understanding these locally specific criteria for
perceived authenticity is crucial.

Further research could also focus on the consumer experience of the relationship triad
consumer, influencer, and endorsed brand. How do consumers perceive the nature of the
relationship between the influencer and the brands they promote? How does this perception impact
their trust in both the influencer and the brand? Qualitative methods like narrative analysis could
explore how consumers make sense of sponsored content disclosures and navigate the blurred lines
between personal recommendation and paid advertisement within the Jamaican influencer
landscape. This involves understanding the interpretive strategies consumers use.

Investigating how different types of content and influencer personas resonate with specific
Jamaican audiences qualitatively would also be valuable. Rather than just correlating content types
with engagement metrics, research could use focus groups or interviews to explore why certain
content styles (e.g., humorous, educational, aspirational, community-focused) or influencer
archetypes (e.g., the expert, the relatable peer, the celebrity) feel more engaging or trustworthy to

different segments of the population. Exploring the fit between influencer persona, brand image,
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and consumer self-identity through qualitative inquiry can offer richer insights than content
analysis focused solely on congruence metrics.

Delving deeper into the consumer psychology from an interpretive standpoint is also
warranted. How do Jamaican consumers describe the influence of social proof (e.g., seeing others
engage with an influencer) or feelings of parasocial identification (feeling a connection with the
influencer) in shaping their receptiveness? Qualitative methods can explore these psychological
dynamics as lived experiences rather than abstract principles, understanding how consumers
articulate these feelings and connections (related conceptually to social influence ideas from
Cialdini & Trost 1998, but grounded in narrative).

Crucially, future research must continue to explore the cultural nuances inherent in local
influencer communication. How is Jamaican language (including Patois), humor, cultural
references, community values, or social commentary used effectively (or ineffectively) by local
influencers, according to consumer perceptions? Qualitative analysis of specific campaign
examples, combined with audience interviews, could illuminate the subtle ways cultural alignment
fosters connection or how cultural missteps can lead to negative reception (related to cultural
communication concepts, e.g., Cheong & Morrison, 2008, applied interpretively). Understanding
geographical variations within Jamaica (e.g., Kingston versus rural parishes) in terms of preferred
influencers or cultural resonance also remains an area for qualitative exploration.

By focusing future research on these qualitative dimensions perceived authenticity,
relational dynamics, content interpretation, experienced psychological connections, and cultural
nuance scholars can build significantly upon the initial insights regarding local influencers
generated by this study. This approach promises a far richer understanding of how and why local

influencer marketing resonates (or doesn't) with Jamaican consumers, moving beyond quantitative
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metrics of reach or impact to appreciate the complex experiential and interpretive realities
involved. This deeper, context-specific knowledge is essential for fostering more authentic and
culturally sensitive practices within this evolving marketing domain (advancing understanding
related to themes noted by Freberg et al., 2011; Kozinets et al., 2010).

Role of Consumer Advocacy in Ethical Digital Marketing Practices

The qualitative findings hinting at consumer concerns regarding privacy, authenticity, and
cultural resonance implicitly raise questions about consumer agency and advocacy within the
digital marketing landscape of Jamaica. Understanding how consumers perceive their ability to
voice concerns, influence practices, and advocate for more ethical standards is a crucial area ripe
for further in-depth qualitative exploration. Future research could move beyond simply identifying
advocacy channels towards understanding the lived experience of consumer empowerment (or
disempowerment) in the face of contemporary digital marketing practices.

Future qualitative studies could focus on identifying and exploring the narratives
surrounding the pathways through which Jamaican consumers currently attempt to express
advocacy or voice concerns regarding digital marketing. Through in-depth interviews and
potentially digital ethnography observing interactions on relevant online forums or social media
platforms (while adhering strictly to ethical guidelines for public data), researchers could explore
how consumers describe their attempts to engage with brands about ethical issues, share warnings
with peers, or utilize official complaint mechanisms. What are their perceived successes,
frustrations, and motivations when engaging in such actions? Understanding the subjective
experience of trying to advocate is key (moving beyond simply mapping channels as suggested by

Hennig-Thurau et al., 2004).
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Further interpretive research is warranted into how Jamaican consumers perceive the role
and impact of organized consumer advocacy groups (if such groups are active and visible locally)
in relation to digital marketing ethics. Qualitative interviews could explore consumer awareness
of these groups, their perceived influences, and whether consumers feel represented by them.
Analyzing narratives surrounding instances where collective action may have influenced brand
behavior could provide rich insights into the perceived power dynamics between consumers,
advocacy bodies, and corporations within the local context (related conceptually to King & Pearce,
2010, but focused on perception and narrative).

Deepening investigations into consumer perspectives on educational initiatives aimed at
empowerment also holds value. Rather than just assessing influences, qualitative research could
explore how consumers experience different forms of education related to digital literacy, privacy
rights, or ethical marketing awareness. What kinds of information or learning experiences do they
find genuinely empowering, accessible, and useful for navigating the digital marketplace more
critically or asserting their rights? Understanding their subjective experience of learning and
empowerment is crucial (Lee & Kotler, 2011).

Exploring the dual role of social media platforms as both marketing conduits and potential
spaces for consumer advocacy and critique requires further qualitative nuance. How do Jamaican
consumers describe using these platforms to voice dissent, share negative experiences, or build
collective awareness around problematic marketing practices? Conversely, how do they perceive
the limitations or potential risks (e.g., platform censorship, online harassment) associated with
advocating publicly online? Understanding these lived experiences of digital activism and its

constraints is essential (related to Fieseler et al., 2010, explored qualitatively).
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Qualitative inquiry into consumer perceptions of existing policy and regulatory
frameworks related to digital marketing is also vital. How aware are consumers of their rights
under legislation like the Data Protection Act? How do they perceive the influences of regulatory
bodies in addressing ethical concerns? Exploring their narratives about seeking redress or feeling
protected (or unprotected) can provide crucial context for policy discussions, offering insights
beyond simply assessing policy influence quantitatively (Hajli, 2014).

A detailed qualitative assessment of consumers' experiences with available feedback
mechanisms such as online review systems, customer service interactions (chatbots vs. humans),
or digital complaint processes can illuminate how well these systems function from the user's
perspective. Do these channels feel accessible, responsive, and genuinely conducive to voicing
concerns and achieving resolution, or are they perceived as frustrating roadblocks? Understanding
the phenomenology of seeking redress is key (related to Anderson et al., 2014).

Developing ethical frameworks or principles for digital marketing could be enriched by
directly incorporating consumer perspectives gathered through qualitative research. Instead of
predefined metrics, understanding the values, principles, and red lines articulated by Jamaican
consumers regarding ethical marketing can contribute to standards that genuinely reflect
community expectations (related conceptually to Maignan & Ferrell, 2004, but grounded in
qualitative data).

Finally, exploring consumer perceptions and experiences with technological tools designed
to facilitate advocacy or enhance privacy (e.g., ad blockers, privacy-focused browsers, complaint
platforms) could reveal how technology itself is used as a form of agency or resistance within the
digital marketing environment (related to Berry & Brock, 2004, focusing on user experience). By

deeply investigating the active role consumers play (or wish they could play) in shaping more
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ethical digital marketing standards in Jamaica, researchers can illuminate pathways towards more
responsible and collaborative practices, ensuring that marketing strategies evolve in greater
alignment with expressed consumer values and expectations.

Integrate Marketing Communications

The participant narratives often hinted at interactions with brands across multiple
touchpoints, suggesting that the consumer experience is frequently shaped by encounters across
both digital and potentially traditional marketing channels. This points towards a valuable avenue
for future qualitative research focused specifically on Integrated Marketing Communications
(IMC), but explored from the consumer's perspective within the Jamaican context. Rather than
assessing the 'influences' of organizational integration strategies (as discussed conceptually by
Kliatchko, 2008), future inquiry could delve into how Jamaican consumers perceive, navigate, and
make sense of brand communications encountered across various platforms. How do they
experience consistency or inconsistency in messaging and brand persona between a brand's
Instagram presence, its website found via SEQO, its email communications, and perhaps its presence
in traditional media? Qualitative methods, such as in-depth interviews using journey mapping
techniques or narrative analysis focusing on cross-channel experiences, could illuminate how
consumers synthesize (or struggle to synthesize) these diverse touchpoints into a coherent brand
perception. Understanding the phenomenology of cross-channel engagement how it feels to the
consumer and how they interpret the overall brand narrative presented can offer crucial insights
into building perceived coherence and trust in a fragmented media landscape.

This study maintained a clear focus throughout on addressing the identified
research problem: the significant lack of deep, nuanced understanding regarding how Jamaican

consumers experience, perceive, interpret, and make sense of digital marketing within their unique
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socio-cultural context. The significance of this work, driven by a commitment to bringing
consumer voices to the forefront and advancing qualitative understanding in this area, lies in the
rich, interpretive insights generated. While the findings may hold interest for practitioners seeking
greater contextual awareness, the primary contribution is scholarly, offering situated knowledge
that contrasts with and complements research focusing purely on quantitative metrics or conducted
in different cultural settings. Insights derived from this study could indeed be relevant to academic
audiences and organizations dedicated to consumer research, marketing ethics, digital culture, or
Caribbean studies, potentially including venues associated with the Academy of Marketing
Science or related associations prioritizing qualitative inquiry and cultural understanding. Efforts
to disseminate these findings through appropriate academic channels (publications, conferences
focused on qualitative research or cultural studies) will aim to ensure their contribution to broader
scholarly dialogue, emphasizing the value of interpretive depth and contextual sensitivity in
understanding contemporary digital marketing phenomena, rather than presenting them solely as
guidelines for optimizing campaign influences. The study's value rests firmly on the qualitative

understanding it provides regarding the human experience of digital marketing in Jamaica.

A Vision for Future Research: A Professional Perspective

As a digital marketing professional reflecting on the findings of this study and the broader
literature reviewed, my aspirations for the future direction of research in this field are multifaceted.
They stem from a profound desire to see digital marketing evolve beyond mere technical efficiency
towards practices that are deeply ethical, genuinely inclusive, contextually aware, and culturally

sensitive, particularly within dynamic environments like Jamaica. My hopes, informed by the
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insights gained through this qualitative exploration, are centered on research that prioritizes
understanding the human experience within the digital landscape.

Firstly, 1 hope future research continues to delve into the intricate layers of cultural
influence, moving beyond surface-level customization towards a deep, interpretive understanding
of how specific Jamaican cultural elements music, language, values, social norms shape
consumers' meaning-making processes and subjective experiences when engaging with digital
marketing (building on concepts from Holt, 2002). | aspire for scholarship that illuminates how
consumers perceive authenticity and resonance, providing insights that enable professionals like
myself to approach communication with greater cultural humility and genuine respect, fostering
connection rather than simply aiming for broad appeal.

My anticipation extends significantly to the critical realm of data ethics and privacy. As
this study qualitatively underscored the depth of consumer concern, | hope future research
intensely explores the lived experiences surrounding data usage, transparency, and perceived
control from the Jamaican consumer's viewpoint (building on contexts discussed by Martin &
Murphy, 2017). | envision research, likely qualitative and ethnographic, that uncovers the nuances
of trust formation and erosion related to data practices, leading not just to standardized best
practices, but to a fundamental shift towards ethically grounded data stewardship that
demonstrably prioritizes consumer well-being and autonomy, thereby reaffirming the
trustworthiness of the digital environment.

Furthermore, I envision future scholarship illuminating the holistic development of digital
marketing professionals, aligning with perspectives on continuous learning (ISoraité, 2016) but
expanding the focus. Beyond technical agility, | hope research explores how marketers cultivate

critical ethical reflection, cultural competence, and deep consumer empathy. Understanding the
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learning pathways that foster these essential qualities perhaps through narrative inquiry with
practitioners would be instrumental in shaping professional development that prepares marketers
not just to be effective, but to be responsible and reflective practitioners aware of their societal
impact.

My hopes are also strongly invested in research addressing the experiential realities of the
digital divide in contexts like Jamaica (van Deursen & van Dijk, 2019). Building on the qualitative
hints from this study, | aspire for future work that gives voice to those potentially marginalized,
exploring their specific challenges, perceptions, and aspirations related to digital access and
literacy. Such research can inform initiatives aimed not merely at expanding marketing 'reach’, but
at fostering genuine digital inclusion and equitable participation, ensuring the benefits of digital
connectivity are shared more broadly and meaningfully.

There exists a profound hope for future inquiry focused on understanding and potentially
fostering mechanisms for authentic consumer voice and advocacy within the digital marketing
sphere (related conceptually to Hajli, 2014). | eagerly anticipate research, perhaps using
participatory methods, that explores how Jamaican consumers currently navigate expressing
concerns or asserting their rights, and how platforms or processes could be designed to better
support their agency in shaping more ethical and consumer-responsive marketing standards from
the ground up.

My hopes also extend to research providing deeper qualitative understanding of local
influencer marketing dynamics in Jamaica (related to Freberg et al., 2011). Moving beyond
engagement metrics, | hope for studies exploring the nuances of perceived authenticity, cultural
brokerage, trust formation, and the complex relational aspects from the perspectives of consumers,

influencers, and brands within this specific context. Understanding these intricate dynamics is key
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to fostering collaborations that feel genuine and respectful, transcending purely transactional
exchanges.

Lastly, my aspirations are anchored in the exploration of how consumers experience and
interpret innovative engagement strategies emerging within the evolving digital paradigm
(conceptually linked to Vernuccio, 2014). As technologies like Al or immersive experiences
become more prevalent, |1 hope research prioritizes understanding their impact on the quality of
human experience exploring issues of agency, meaning, ethical implications, and potential effects
on well-being rather than focusing solely on their capacity to drive interaction metrics. "To capture
these nuances, future scholarship should employ innovative methodologies such as digital
ethnography to observe real-time interactions and Al-based content analysis to process large-scale
sentiment, ensuring that technological advancements are understood through a human-centric lens.

In sum, my aspirations for future research are rooted in the conviction that scholarship can
significantly contribute to reframing digital marketing practice. | hope for a future where research
informs a discipline that balances efficacy not just with ROI, but profoundly with ethical integrity,
cultural sensitivity, continuous professional reflection, genuine inclusivity, and deep respect for
consumer experience and empowerment. This evolution, vital for practitioners striving for
responsible engagement, promises a digital marketing future better aligned with both sustainable
business goals and broader societal well-being, reflecting the human-centered insights championed
by qualitative inquiry.

Statement of Original Contribution to Knowledge
This study makes a distinct contribution to the field of digital marketing by shifting the

analytical lens from "Western efficiency” to "Caribbean authenticity.” It provides the first
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Integrated Framework of Jamaican Digital Engagement, explicitly mapping how local cultural
values and infrastructural constraints mediate global marketing theories (TAM, SCT, CRM). By
identifying the specific mechanisms of Cultural Resonance and Critical Social Evaluation in this
region, the study fills a critical gap in the literature on digital consumer behavior in Small Island
Developing States (SIDS).
Conclusions

This concluding chapter serves as the interpretive apex of the research journey documented
within this dissertation. It synthesizes the insights derived from a deep, qualitative exploration into
the multifaceted ways Jamaican consumers experience, perceive, interpret, and make sense of
digital marketing, particularly concerning interactions via Instagram and Search Engine
Optimization (SEQO), within their unique socio-cultural context. The preceding chapters
meticulously charted a course, beginning with a review of the historical evolution and theoretical
landscape of digital marketing (Chapter 2), identifying a critical gap in nuanced, context-specific
understanding, particularly concerning the lived realities of consumers in emerging markets like
Jamaica. This recognition necessitated a deliberate methodological shift away from conventional
approaches focused on measuring quantitative influences or predicting behavioral outcomes.
Instead, as detailed in Chapter 3, this study embraced a qualitative-dominant, exploratory
methodology, prioritizing in-depth interviews and focus group discussions as primary data sources,
guided by principles of purposive sampling for informational richness and thematic analysis for
interpretive depth, all underpinned by rigorous ethical considerations and strategies for ensuring
qualitative trustworthiness. Chapter 4 presented the rich tapestry of themes that emerged directly
from the participants' own voices and narratives, offering a detailed portrayal of their complex

engagement with the digital advertising environment.
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This final chapter now moves beyond the presentation of those thematic findings to engage
in a comprehensive discussion and reflection on their broader meaning and significance. Its
purpose is multi-layered: firstly, to synthesize the core interpretive insights distilled from the
qualitative analysis, drawing together the key threads of consumer experience. Secondly, it aims
to deepen the interpretation by placing these specific findings into dialogue with the theoretical
frameworks engaged throughout the study (TAM, SCT, CRM, TPB, ELM, etc.), using these
theories not as validation tools, but as heuristic lenses to illuminate different facets of the observed
phenomena and understand how participant experiences resonate with, nuance, or potentially
challenge existing conceptualizations. Thirdly, this chapter explores the potential implications
arising from this qualitative understanding for various stakeholders including marketing
practitioners, academics, potentially policymakers, and consumers themselves emphasizing
considerations for fostering more resonant, ethical, and human-centered communication within the
Jamaican context. Fourthly, it offers recommendations, grounded firmly in the qualitative insights
about consumer perspectives and values, suggesting pathways for reflective practice and further
inquiry rather than prescriptive solutions. Fifthly, it identifies avenues for future research,
highlighting questions and complexities surfaced by this exploration that warrant deeper
investigation, particularly through continued qualitative or context-sensitive methodologies.
Finally, it articulates the study's overall conclusions, summarizing its primary contributions to
knowledge, acknowledging its inherent limitations from a qualitative standpoint, and reaffirming
the value of prioritizing interpretive understanding in the study of digital consumer culture.
Throughout this chapter, the commitment remains steadfastly to the qualitative paradigm, ensuring
that interpretations are grounded in participant narratives and sensitive to the rich context of

Jamaica.
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Synthesizing Core Qualitative Themes: The Fabric of Consumer Experience

Recapitulating the central themes derived from the thematic analysis in Chapter 4 provides
the foundation for this concluding discussion. The qualitative data painted a vivid picture of
Jamaican consumers as active, discerning navigators of the digital landscape, rather than passive
recipients of marketing messages. Several core experiential dimensions emerged with particular
salience:

The Primacy of Sensory and Aesthetic Experience

Particularly concerning platforms like Instagram, participant narratives consistently
emphasized the powerful role of visual aesthetics. The perceived quality, cultural resonance, and
overall 'feel' of a brand's visual presentation were described as significant factors in capturing
attention, shaping initial impressions, and influencing feelings of trust or affinity. This highlights
the importance of understanding engagement not just cognitively, but also affectively and

aesthetically.

Critical Engagement with Social Proof and Influence

While acknowledging the presence and potential influence of peer comments, reviews,
follower counts, and influencer endorsements, participants described an active process of
evaluating the authenticity and trustworthiness of these social cues. Skepticism towards overly
promotional content or perceived inauthenticity was frequently articulated, suggesting consumers
engage critically with social information rather than being uniformly swayed by it. The perceived
credibility of the source (peer vs. brand vs. influencer) and the perceived genuineness of the
interaction were paramount.

The Ambivalent Experience of Personalization
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Encounters with personalized or targeted advertising evoked complex and often
contradictory responses. While relevance achieved through personalization was sometimes
appreciated for its convenience or ability to surface interesting products, this was frequently
overshadowed by strong concerns about data privacy, surveillance, and lack of control. Narratives
detailed feelings ranging from mild unease to significant frustration and distrust when targeting
felt intrusive, inaccurate, or opaque, underscoring the delicate balance required from the
consumer's perspective.

Navigating Information via Search (SEO Context)

Experiences related to using search engines for product or service research highlighted the
importance participants placed on information relevance, perceived credibility of sources (often
linked to search ranking), and the usability of websites accessed via search. Finding accurate,
helpful, easily navigable information quickly was highly valued and fostered positive perceptions,
while frustrating search experiences or poor website quality generated negative reactions. This
emphasized the consumer's focus on the entire information-seeking journey facilitated by search.

The Deep Significance of Cultural Resonance

A powerful, overarching theme was the value placed on digital marketing content that felt
authentically connected to Jamaican culture, values, language, and identity. Participants described
feeling more positively engaged with brands that demonstrated cultural understanding and respect,
while reacting negatively to content perceived as generic, stereotypical, or culturally tone-deaf.
This highlights the crucial role of cultural sensitivity in fostering genuine connection.

Trust as a Foundational, Multifaceted Construct

Trust emerged not as a single variable but as a complex outcome woven from multiple

threads: perceived brand authenticity, ethical data handling practices, transparent communication,
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reliable platform performance, positive social validation (when deemed credible), and culturally
resonant messaging. Breaches in any of these areas were described as potentially damaging trust.

Experiences of Saturation and Coping Strategies

Participants often articulated an awareness of digital marketing saturation and information
overload. Their narratives included descriptions of feeling bombarded by ads, experiencing 'ad
fatigue', and developing various conscious or unconscious filtering and avoidance strategies (e.g.,
scrolling past ads, using ad-blockers, curating feeds) to manage the digital clutter and maintain
control over their online experience.

These synthesized themes illustrate the complexity of consumer engagement, revealing
individuals actively interpreting, evaluating, feeling, and navigating within the digital marketing
environment based on a confluence of personal experiences, cultural frameworks, social cues,
technological affordances, and ethical considerations.

The rich themes emerging from this qualitative exploration do not exist in isolation; they
enter into a dialogue with the extensive body of existing literature and theoretical frameworks
discussed in Chapter 2. Situating these findings within that broader scholarly context allows for a
deeper appreciation of their contribution, highlighting areas of resonance, points of divergence,
and the unique value derived from prioritizing consumer experience within the specific milieu of
Jamaica. This discussion aims to interpret the findings further, demonstrating how they enrich and
nuance existing understandings rather than simply confirming predefined hypotheses.

Dialogue with Existing Literature

The study's findings regarding the complex role of social media, particularly Instagram,
resonate with the vast literature acknowledging its significance in contemporary marketing (e.g.,

related to contexts explored by Liu, Tang, & Peng, 2019; Sashi, 2012). However, where prior work



316

often focuses on measuring engagement metrics or correlations with purchase intent, this study's
qualitative insights illuminate the subjective processes underlying these interactions. The strong
emphasis participants placed on visual aesthetics aligns conceptually with research on visual
communication platforms (Nguyen & Simkin, 2023), but the narratives provided specific examples
of how aesthetic judgments were linked to perceptions of brand quality, trustworthiness, and
cultural fit within Jamaica. Similarly, while the importance of social proof and peer influence is
well-documented (Bhandari et al., 2020), the qualitative data revealed the critical and discerning
lens through which Jamaican participants evaluated such cues, emphasizing perceived authenticity
over mere popularity. This suggests that models assuming passive acceptance of social influence
require significant contextual nuance. The findings regarding influencer marketing further
underscore this, aligning with literature acknowledging influencer potential (Kumar &
Mirchandani, 2024) but adding crucial qualitative depth regarding the consumer's assessment of
credibility, relatability, and cultural alignment, revealing deep skepticism alongside potential
influence.

Regarding Search Engine Optimization (SEO), the qualitative findings align with the
general understanding that search engines are vital tools for consumer information seeking
(conceptually related to findings on information search in Liu, Tang, & Peng, 2019). Participant
narratives confirmed reliance on search for research and validation, often attributing credibility to
top-ranked results (Lopez & Sanchez, 2022). However, the qualitative exploration moved beyond
visibility metrics to focus on the consumer's experience of information quality, website usability,
and trust formation following a search (connecting to Processing Model concepts). The findings
emphasize that SEO ‘influences’, from the consumer viewpoint, extends far beyond initial

discovery to encompass the entire experience of accessing and evaluating information,
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highlighting the importance of content quality and user experience design (Olsen, 2023; Davis,
2023). The specific articulation of valuing local SEO for finding and supporting Jamaican
businesses (Taylor & Khan, 2022) adds a crucial layer of context-specific motivation not always
captured in global SEO discussions.

The deep ambivalence surrounding personalization and data privacy vividly brought to life
in participant narratives provides critical qualitative counterpoint to literature often focused on the
strategic benefits or measurable outcomes of CRM tactics (Chen & Xie, 2017; Li & Zhang, 2022).
While acknowledging potential appreciation for relevance, the strength and frequency of
articulated concerns about surveillance, lack of control, and potential data misuse underscore the
profound ethical and experiential complexities involved (resonating with privacy concerns noted
globally, e.g., Martin & Murphy, 2017; Hayashi, 2020). This study strongly suggests that
understanding personalization solely through its potential impact on engagement or conversion
metrics offers an incomplete and potentially misleading picture, neglecting the significant potential
for negative affective responses and trust erosion from the consumer's perspective within the
Jamaican context.

Furthermore, the nuanced findings regarding engagement across different age groups
challenge overly simplistic applications of the ‘digital divide' concept focused solely on age. While
generational differences in platform preferences and interaction styles were apparent in the
narratives, the qualitative data revealed active digital engagement and critical evaluation across a
wider age spectrum than sometimes assumed, suggesting a need to move beyond age-based
stereotypes towards understanding diverse motivations and literacies within each group (nuancing

discussions like van Dijk & Hacker, 2003).
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Engaging the theoretical frameworks from Chapter 2 as interpretive heuristics further
deepens the understanding of these qualitative findings:

TAM & Processing Models

Concepts of perceived ease of use, usefulness, enjoyment (from TAM), and
information/system/service quality (from Processing Models) helped frame the analysis of how
participants described their functional and affective interactions with platforms and websites. The
qualitative data, however, demonstrated that these perceptions are highly subjective, context-
dependent, and often intertwined with emotional responses (like frustration with poor usability or
delight in aesthetic design) and trust judgments, revealing the limitations of purely cognitive or
utilitarian models in capturing the full experience.

SCT & Social Influence

SCT provided valuable conceptual tools for interpreting the rich narratives surrounding
social proof, peer recommendations, and influencer engagement. The qualitative findings strongly
supported SCT's emphasis on observational learning and social factors but crucially highlighted
the active agency and critical evaluation consumers employed, emphasizing the role of perceived
authenticity and cultural relevance in mediating social influence, thus enriching SCT's application
in this context.

TPB

Concepts of attitudes, subjective norms, and perceived behavioral control helped interpret
participant orientations towards digital marketing. Their articulated attitudes (often ambivalent),
perceptions of social expectations regarding online behavior, and described feelings of agency

(e.g., feeling empowered by accessible information via SEO) or lack of control (e.g., regarding
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data privacy) resonated with TPB's components, but the qualitative data revealed the complex
interplay and often non-rational factors influencing these elements in specific situations.

CRM & CDT

CRM theory provided a lens for understanding the consumer experience of being targeted
and 'managed’, while the qualitative data vividly illustrated the potential negative consequences
(distrust, alienation) when personalization efforts clash with privacy expectations, an experience
potentially understood through the psychological discomfort described by CDT. The findings
strongly suggest that ethical considerations and perceived respect are fundamental to the
consumer's experience of CRM, complicating purely strategic perspectives.

This dialogue between the qualitative findings and theoretical concepts demonstrates the
value of the chosen methodology. The theories provided useful frameworks for interpretation,
while the rich, context-specific narratives from Jamaican consumers offered crucial nuances,
complexities, and experiential depth that both resonate with and extend existing conceptual
understandings, highlighting the indispensable role of qualitative inquiry in truly understanding
the human dimensions of digital marketing engagement.

The deep, interpretive understanding gained from this qualitative exploration of Jamaican
consumers' experiences carries significant implications for various stakeholders seeking to engage
with or understand the digital marketing landscape in Jamaica and potentially other similar cultural
contexts. These implications flow directly from the nuanced perspectives revealed in participant
narratives, emphasizing human-centered considerations over purely strategic or technical ones.

The interpretive insights derived from this qualitative exploration into Jamaican
consumers' digital marketing experiences carry significant implications across various domains,

informing not only practical marketing approaches but also shaping academic discourse and
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highlighting considerations for policy and advocacy. For marketing practitioners and businesses
operating in Jamaica, perhaps the most crucial implication is the demonstrated necessity of moving
beyond generic strategies towards approaches deeply rooted in cultural resonance and authenticity.
The qualitative narratives emphatically suggest that campaigns perceived as genuinely reflecting
local values, aesthetics, and communication styles foster significantly more positive engagement
and connection than standardized global content. This implies that investing in profound cultural
understanding and executing campaigns with sensitivity and respect is not merely an ethical
consideration but fundamental to building meaningful relationships and positive brand perceptions
within this market. Furthermore, the pervasive and strongly articulated concerns regarding data
privacy demand that ethical data stewardship be placed at the core of digital strategy. The findings
strongly imply that consumer trust is contingent upon proactive transparency regarding data
collection and use, the provision of meaningful user controls, and robust security measures.
Practitioners must recognize that ignoring these deeply felt privacy concerns, even in the pursuit
of relevance through personalization, risks severe damage to consumer trust and brand reputation.

Moreover, the implications extend to the overall quality of the digital user experience.
Participant accounts consistently highlighted how intuitive navigation, fast loading times,
accessible information (especially via search), appealing visuals, and responsive customer service
significantly shaped their perceptions. This underscores the need for businesses to adopt a holistic
view, ensuring excellence across all digital touchpoints, as frustrating or low-quality interactions
at any stage can negatively impact overall brand sentiment. The complex and often ambivalent
reaction to personalization also warrants careful consideration. While relevance derived from
understanding consumer needs can be valued, the qualitative data forcefully illustrates the fine line

between helpfulness and intrusive surveillance. This implies a need for extreme caution,
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prioritizing user control, transparency, and sensitivity in any personalization efforts. Similarly,
understanding that consumers critically evaluate social proof and influencer endorsements
suggests that fostering genuine community interaction and partnering with influencers perceived
as authentic and culturally aligned is more likely to build trust than relying on superficial metrics
or purely transactional collaborations. Finally, recognizing consumers as active agents who
employ strategies to navigate information overload implies that marketing approaches should
prioritize providing genuine value and engaging respectfully, rather than attempting to overcome
clutter with more aggressive or manipulative tactics.

For academic research and theory, this study's findings carry important implications.
Primarily, they underscore the critical need for more context-specific qualitative research
exploring digital consumer culture, particularly in non-Western settings like Jamaica and the wider
Caribbean. Such research is essential for challenging ethnocentric assumptions and developing
theoretical understandings that reflect global diversity. The findings also suggest ways existing
theoretical models (TAM, SCT, TPB, CRM, ELM) can be nuanced and enriched. While these
frameworks offer useful conceptual lenses, the qualitative data revealed complexities related to
cultural interpretation, emotional responses, ethical judgments, and context-specific social
dynamics that these models may not fully capture on their own. This study provides rich empirical
grounding for refining or extending these theories to better account for the intricacies of lived
experience in diverse digital environments. Specifically, the centrality of trust and privacy
concerns suggests a need for further theoretical development focused explicitly on digital ethics
and its integration into models of consumer engagement and relationship management.
Additionally, the study highlights the value of exploring the digital divide experientially, moving

beyond access metrics to understand how disparities in literacy, affordability, and infrastructure



322

quality shape subjective perceptions, opportunities, and feelings of inclusion, offering avenues for
theories of digital inequality.

Ultimately, for policymakers and advocacy groups, the implications center on the value of
incorporating consumer perspectives into governance. The rich insights into consumer concerns
regarding privacy, data ethics, transparency, and the perceived authenticity of marketing messages
highlight the importance of grounding policy development and evaluation in the lived realities of
citizens. Understanding these perspectives, potentially gathered through ongoing qualitative
research, can inform the creation of more effective consumer protection regulations and digital
marketing standards within Jamaica. Furthermore, the findings implicitly support initiatives aimed
at enhancing digital literacy and empowerment, enabling individuals to navigate the digital world
more critically and assert their rights effectively. By understanding consumer expectations
regarding ethical standards, regulatory bodies and industry associations can better promote
practices that foster trust and fairness within the Jamaican digital marketplace.

Flowing directly from the interpretive understanding of Jamaican consumers' experiences
and perspectives, the following recommendations offer guiding principles rather than prescriptive
rules for fostering more positive, ethical, and potentially more meaningful digital marketing
engagement within this specific context. A fundamental recommendation is to invest deeply in
cultural understanding and prioritize resonance.

This involves moving beyond superficial targeting to engage in ongoing efforts like
community interaction, collaboration with local creators, and building diverse teams to genuinely
comprehend and respectfully reflect Jamaican cultural values, aesthetics, social norms, and
linguistic nuances in all communications, always prioritizing authenticity over potential

appropriation. Secondly, it is imperative to champion transparency and empower users regarding
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data practices. This means crafting privacy policies that are not only compliant but also clear,
accessible, and easily understood; implementing robust security measures; and, crucially,
providing consumers with genuinely meaningful choices and explicit control (preferably opt-in for
sensitive data) over how their personal information is collected and utilized, thereby directly
addressing the significant trust and privacy concerns voiced by participants.

Furthermore, organizations should prioritize the overall quality of the digital user
experience across all touchpoints. This entails ensuring websites, applications, and content are
intuitive, accessible (particularly on mobile devices widely used in Jamaica), reliable, load quickly,
and provide clear, accurate, and genuinely valuable information or utility. Addressing potential
logistical hurdles, such as ensuring reliable delivery for e-commerce where applicable, is also part
of this holistic focus on positive experience. Personalization, while potentially useful, must be
employed ethically and judiciously, always focusing on providing clear, user-perceived value
while scrupulously avoiding tactics experienced as intrusive, manipulative, or overly aggressive
(like excessive retargeting); transparency about data use and easy user control over preferences are
non-negotiable elements here.

In the social sphere, the recommendation is to foster authentic engagement rather than
manufactured buzz. Encourage genuine community interaction and dialogue where appropriate.
When collaborating with influencers, prioritize those who demonstrate a perceived authentic
connection with their audience and whose values align with the brand, ensuring full transparency
about partnerships. Focus on the quality and meaning of social interactions over mere volume or
vanity metrics. Crucially, all marketing efforts should respect consumer attention and agency.
Acknowledge the reality of information overload described by participants by striving to create

content that offers inherent interest or value, avoiding deceptive or overly interruptive tactics.
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Make it simple for consumers to manage communication frequency or disengage if they choose.
Lastly, providing accessible, responsive, and empathetic customer support through appropriate
digital channels is vital for addressing issues, answering questions, and demonstrating that
consumer concerns are heard and valued, further contributing to trust and positive overall
perceptions.

While this qualitative study offers rich, context-specific insights, acknowledging its
inherent limitations is crucial for responsible interpretation and application of the findings. A
primary consideration is context specificity and transferability. The findings are deeply embedded
within the experiences and perspectives of the particular group of Jamaican participants involved
in this research at a specific point in time. While the thick description provided aims to facilitate
transferability judgments by readers, the insights cannot be statistically generalized to the entire
Jamaican population or automatically assumed to apply directly to other cultural or national
contexts without careful consideration of similarities and differences. The interpretive nature of
qualitative research represents another consideration; the themes and understandings presented
reflect the researcher's analysis, informed by theoretical lenses and reflexive practice. While
rigorous methods were employed, alternative interpretations focusing on different nuances within
the complex data are always possible.

The composition of the participant sample, although purposefully selected for diversity
relevant to the research questions, inevitably has boundaries. It may not fully capture the entire
spectrum of experiences across all possible demographic intersections, socio-economic strata,
geographic locations (especially potentially more remote rural areas), or levels of digital literacy
within Jamaica. The perspectives represented are primarily those of individuals who were

accessible through the recruitment methods used and willing to participate in interviews or focus
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groups. Additionally, the study relies on participants' self-reported accounts of their experiences,
perceptions, and feelings. While qualitative methods aim to foster rapport and encourage
candidness, all self-reporting can be influenced by factors such as memory accuracy, the
participant's ability or willingness to articulate complex internal states, and potential social
desirability considerations within the interview or focus group setting. Finally, the dynamic
environment of digital marketing means that technologies, platforms, consumer behaviors, and
cultural trends are constantly evolving. This study provides a valuable snapshot at the time of data
collection, but the specific landscape may continue to shift, requiring ongoing research to capture
emerging realities. Recognizing these limitations allows for a balanced appreciation of the study's
significant contributions while guiding future research endeavors.

This exploratory qualitative study, by illuminating the nuances of Jamaican consumers'
experiences with digital marketing, opens up numerous promising avenues for future research
aimed at deepening this understanding. Building upon the insights regarding cultural resonance,
future studies could employ focused ethnographic or in-depth narrative methods to explore
precisely how specific elements of Jamaican culture (e.g., distinct musical genres, Patois registers,
folklore motifs, community values) are interpreted when used in digital marketing, potentially
examining variations across different parishes or communities within Jamaica. Longitudinal
qualitative studies tracking a cohort of consumers over several years would be invaluable for
understanding how individual perceptions, strategies for navigating the digital landscape, and
relationships with brands evolve amidst technological changes and personal life transitions.

Given the significance of the digital divide as context, dedicated qualitative research
focusing specifically on the lived experiences of Jamaicans facing significant barriers to digital

access (due to cost, infrastructure, or literacy) is crucial. Understanding their unique perspectives,
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challenges, coping mechanisms, and aspirations regarding digital participation can inform more
effective and equitable inclusion initiatives. Furthermore, the critical theme of trust warrants
deeper investigation through focused qualitative studies examining the specific cues (e.g., security
seals, transparency statements, interface design elements), interaction patterns (e.g., customer
service responsiveness), and platform characteristics that Jamaican consumers identify as key
determinants in building or eroding trust in the digital marketplace.

Comparative qualitative research extending this type of inquiry to other Caribbean nations
could provide valuable insights into shared regional dynamics versus unique national contexts,
contributing to a richer understanding of digital consumer culture across the Caribbean. Exploring
consumer advocacy and agency more directly investigating how Jamaicans assert their rights,
share experiences (positive or negative), or engage in collective action related to digital marketing
practices would also be a fruitful area. Finally, as emerging technologies like Al-driven
personalization and augmented reality become more integrated into marketing, qualitative research
exploring Jamaican consumers' initial perceptions, experiences, ethical concerns, and sense-
making processes related to these innovations will be essential for anticipating their societal impact
and guiding responsible implementation. Pursuing these qualitative avenues will continue to build
a vital body of knowledge grounded in the lived realities of consumers in Jamaica and similar
contexts.

In conclusion, this dissertation has endeavored to provide a deep, interpretive, and
contextually grounded understanding of how Jamaican consumers experience, perceive, and make
sense of the digital marketing strategies permeating their online lives, focusing particularly on
Instagram and SEO. Moving beyond simplistic measures of influences, the study employed a

qualitative-dominant methodology centered on participant narratives, revealing a complex
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interplay of aesthetic appreciation, critical evaluation of social proof and authenticity, profound
concerns about data privacy, and the constant negotiation of cultural relevance within a dynamic
digital environment.

The findings underscore the limitations of applying universal marketing models without
deep consideration of local context and subjective experience. They highlight a discerning
Jamaican consumer base that values trust, transparency, cultural resonance, user control, and
genuine connection. The theoretical frameworks engaged served not as predictive tools but as
valuable lenses enriching the interpretation of these lived realities. While acknowledging the
inherent limitations of qualitative inquiry, particularly its context-specificity, the study's strength
lies in the richness and nuance of the insights generated directly from consumer voices.

The implications derived suggest a need for marketing practices in Jamaica (and potentially
similar contexts) to shift towards more human-centered, ethically aware, and culturally sensitive
approaches. Prioritizing the quality of the consumer experience, demonstrating robust ethical data
stewardship, and fostering authentic engagement appear crucial for building sustainable
relationships. For academia, this research highlights the critical need for continued qualitative,
context-specific inquiry into digital consumer culture globally. Ultimately, this study contributes
to a more profound appreciation of the human dimensions of digital marketing, advocating for
approaches that respect consumer agency and align commercial objectives with ethical

considerations and cultural understanding within the vibrant and evolving landscape of Jamaica.
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APPENDICES
Appendix A: Questionnaire Questions
You are invited to complete the following questionnaire which aims at examining The Influences

of Digital Marketing on Consumer Behaviors in the Advertising Industry in Jamaica.

The questionnaire should only take 10 minutes to complete, and it includes 20 questions. Your

responses are anonymous and will not be identified with you in any way.

By participating in this survey, you are indicating that you understand that your responses are
anonymous and will not be identified with you in any way. You may skip any question that you
find intrusive or offensive, but it will help me if you respond to as many questions as you feel
comfortable with.

You have the right to withdraw at any stage (prior or post the completion) of the research without
any consequences and without providing any explanation. In this case, the data collected will be
deleted.

I understand that my data will remain anonymous and confidential unless stated otherwise. |

consent voluntarily to be a participant in this study.



Please complete all questions and make sure you follow the instructions for each question.

1. What gender do you identify as?

2. What age range to you fall into?
b.

a.
b.
C.

a.

C.
d.
e.

f.
0.

Female
Male

Prefer not to answer

18- 25
26-35
36 -45
46 - 55
56 - 65
Over 66

3. Where in Jamaica do you live?

a.
b.

4. How often do you purchase things online?

Kingston and ST. Andrew
ST. Catherine

ST. James

ST. Ann

Portland

a. Never

b. Often

c. Sometimes
d. All the time
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. What is the frequency of interaction with the following digital marketing channels:
(social media, Search Engines (google), Email Marketing)

a. Daily

b. Several times a week

c. Once a week

d. Occasionally

e. Rarely
How often do you engage with digital marketing content?

a. Daily

b. Several times a week

c. Once a week

d. Occasionally

e. Rarely
To what extent do Social Media channels influence your decision-making process when
making a purchase?

a. Strongly influence

b. Somewhat influence

c. Neutral

d. Minimally influence

e. Do not influence at all
Are you more likely to purchase a product or service from a company that employs
targeted marketing strategies? (Ads directed based on your search for example on Amazon).

a. Yes

b. No
Do pop-up advertisements affect your purchasing decisions?

a. They strongly influence my decisions

b. They somewhat influence my decisions

c. They have no effect on my decisions

d. |am not sure
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10. To what extent have you changed your purchasing decisions based on digital marketing

strategies?

a.
b.
C.
d.

| frequently change my decisions
I occasionally change my decisions
I rarely change my decisions

I never change my decisions

11. How concerned are you about the data privacy implications of Pop-up digital marketing

ads?

a.
b.
C.
d.

e.

Very concerned
Somewhat concerned
Neutral

Not very concerned

Not concerned at all

12. What challenges do you think marketers face when using digital marketing strategies?

Keeping up with changing technology trends
Dealing with data privacy concerns
Targeting the right audience

Measuring the influences of campaigns is difficult

Other (please specify: )
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For question 13 — 16 On a scale of 1-5, how much do you agree with the following statements

about digital marketing challenges faced by marketers?

1 - Strongly 2- 3- 4 - 5 - Strongly
Statement Disagree Disagree Neutral Agree Agree
a. Marketers struggle to keep up with O O O m] m|
changing technology trends
b. Data privacy concerns pose O O O m] m|
challenges for marketers
c. Targeting the right audience is a O O O m] m|
challenge in digital marketing
d. Measuring the effectiveness of digital O O O m] m|

marketing campaigns is difficult

For questions 17 to 20 select please mark the small square that corresponds to your response

Question 1 2 3 4 5

. On a scale of 1-5, rate your level of trust in digital marketing messages compared
to traditional advertising:

On a scale of 1-5, rate the extent to which you believe digital marketing channels
impact consumer behavior:

On a scale of 1-5, please rate the effectiveness of the following digital marketing
channels in influencing your purchasing decisions:

a. Instagram

b. Search Engine Optimization (SEQ)
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Appendix B: Interview Questionnaire
You are invited to participate in this Interview which aims at examining The Influences of Digital

Marketing on Consumer Behaviors in the Advertising Industry in Jamaica.

The interview should only take 15 to 20 minutes to complete, and it includes 11 questions.

By participating in this interview, you are indicating that you understand that your responses are
anonymous and will not be identified with you in any way. You may skip any question that you
find intrusive or offensive, but it will help me if you respond to as many questions as you feel

comfortable with.

You have the right to withdraw at any stage (prior or post the completion) of the research without
any consequences and without providing any explanation. In this case, the data collected will be
deleted.

I consent to the use of multimedia (e.g. audio recordings, video recordings) for the purposes of my

participation in this study. I consent voluntarily to be a participant in this study.
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1. Which age group do you belong to?

2. What parish do you live?

3. What gender do you identify as?

4. What is your income range?

5. What industry do you work in?

6. Please share your experience with how social media has influenced your decision-making when
shopping online.

7. What difficulties do you think businesses encounter when implementing digital marketing
strategies, and how do these challenges impact consumer engagement and decision-making?

8. In your opinion, how do new trends in digital marketing affect consumer behavior and
purchasing decisions?

9. Can you give an example of a digital marketing campaign that successfully influenced your
buying decisions of a product? What made it effective?

10. What strategies do you think can improve the influences of digital marketing in addressing
challenges faced by marketers? (Only marketing professionals to answer this question).

11. How do you think consumer preferences and demographics impact the influences of digital

marketing strategies?
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Appendix C: Focus Group Questionnaire
You are invited to participate in this Interview which aims at examining The Influences of Digital

Marketing on Consumer Behaviors in the Advertising Industry in Jamaica.

This focus group should only take 20 minutes to complete, and it includes 11 questions.

By participating in this focus group, you are indicating that you understand that your responses are
anonymous and will not be identified with you in any way. You may skip any question that you
find intrusive or offensive, but it will help me if you respond to as many questions as you feel

comfortable with.

You have the right to withdraw at any stage (prior or post the completion) of the research without
any consequences and without providing any explanation. In this case, the data collected will be
deleted.

I consent to the use of multimedia (e.g. audio recordings, video recordings) for the purposes of my

participation in this study. I consent voluntarily to be a participant in this study.
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1. Which age group do you belong to?

2. What parish do you live?

3. What gender do you identify as?

4. What is your income range?

5. What industry do you work in?

6. When you see an ad on social media, how often do you click on the link?

7. How do digital marketing channels influence your decision-making when considering
purchasing something?

8. What factors make personalized digital marketing messages effective in influencing your
purchasing decisions?

9. Have you ever felt overwhelmed or annoyed by digital marketing strategies? If yes, how did it
affect your perception of and engagement with the brand?

10. How do you establish trust in digital marketing strategies, especially regarding data security
and privacy?

11. Can you share examples of digital marketing campaigns that you found engaging or
persuasive? What aspects made them stand out to you?
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Appendix D: Gatekeeper Letter

UNIGAF —

Gatekeeper letter

Institution / Organization : [t's Pixel Perfect

Address: 237 Old Hope Road, Kingston, Jamaica
Date: December 08, 2023

Subject: Participation Request

Dear Lastarda Lee

| am a doctoral student at Unicaf University Zambia.

| hope this email finds you well. As part of my academic pursuit, | am conducting a research
study on the Effectiveness of Digital Marketing on Consumer Behavior in the Advertising
Industry in Jamaica. | am writing to inquire if your esteemed advertising agency would be
interested in participating in this study.

QOur request is simply for your staff to complete a questionnaire anonymously and honestly.
In addition, | would greatly appreciate if you could arrange an interview with me to further
discuss the aforementioned topic.

Please note that the study is subject to approval by the Unicaf Research Ethics Committee
(UREC). The research methodology will involve the completion of a questionnaire, which will
take approximately five minutes, followed by a focus group lasting for fifteen to twenty
minutes, and finally, interviews with a duration of approximately twenty minutes. The
engagement period for the participants will be from December 10 to December 12, 2023.

The purpose of this study is to address the uncertainty surrounding the effectiveness of
digital marketing strategies on consumer decision-making within the Jamaican market. Our
aim is to demonstrate the impact of various digital marketing channels in shaping consumer
behavior.

Thank you in advance for your time and consideration of this project. Should you require any
further information or clarification, please do not hesitate to contact me.

Yours Sincerely, /./4 P

M
ETORRRE December 09, 2023

Student’s Name: Nicolette Peterkin

Student’s E-mail: Peterkin_nicolette @yahoo.com

Student’s Address and Telephone: Kingston, Jamaica. 876-446-4805
Supervisor's Title and Name: Dr.Elenica Pjero

Supervisor’s Position: Dissertation Advisor

Supervisor's E-mail: e.pjero@faculty.unicaf.org
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U N I@AF vuIc- Versiclmfl

Informed Consent Form

Part 1: Debriefing of Participants

Student’s Name:  Nicolette Peterkin

Student’s E-mail Address: peterkin_nicolette @yahoo.com
Student ID #: R2110D12899408

Supervisor's Name: Dr. Chaste Nsama

University Campus:  Unicaf University Zambia (UUZ) o

Program of Study: Doctorate of Business Administration

Research Project Title:  EFFECTIVINESS OF DIGITAL MARKETING ON CONSUMER
BEHAVIOURS IN THE ADVERTISING INDUSTRY IN JAMAICA.

Date: 08-Nov-2023
Provide a short description (purpose, aim and significance) of the research project, and
explain why and how you have chosen this person to participate in this research (maximum
150 words).

The problem at hand pertains to the existing uncertainty regarding the effectiveness of
digital marketing strategies in shaping consumer decisions, particularly in the real-world
contexts involving consumer behavior in Jamaica. While there has been a widespread
adoption of digital channels by Jamaican businesses, a comprehensive understanding of
how digital marketing efforts impact consumer behavior is still inadequate.

The purpose of this study is to address the problem of uncertainty regarding the
effectiveness of digital marketing strategies on consumer decision-making in Jamaica by
providing empirical evidence and real-life examples. The study aims to showcase the
impact of various digital marketing channels in shaping consumer behavior and choice
processes. By bridging the gap between theoretical knowledge and practical application,
this research seeks to contribute to a deeper understanding of the dynamics between
digital marketing efforts and consumer behavior.

The above named student is committed to ensuring participant’s voluntarily participation in the
research project and guaranteeing there are no potential risks and/or harms to the participants.

Participants have the right to withdraw at any stage (prior or post the completion) of the
research without any consequences and without providing any explanation. In these cases, data
collected will be deleted.

All data and information collected will be coded and will not be accessible to anyone outside
this research. Data described and included in dissemination activities will only refer to coded
information ensuring beyond the bounds of possibility participant identification.

1, Nicolette Peterkin |, ensure that all information stated above

is true and that all conditions have been met.

Student’s Signature:
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Informed Consent Form

Part 2: Certificate of Consent

This section is mandatory and should to be signed by the participant(s)

Student’s Name: Nicolette Peterkin
Student’s E-mail Address: peterkin_nicolette@yahoo.com

Student ID #: R2110D12899408
Supervisor's Name: Dr. Chaste Nsama

University Campus:  Unicaf University Zambia (UUZ) o
Program of Study:  Doctorate of Business Administration

EFFECTIVINESS OF DIGITAL MARKETING ON CONSUMER

R h Project Title:
esearch Froject 1€ BEHAVIOURS IN THE ADVERTISING INDUSTRY IN JAMAICA.

| have read the foregoing information about this study, or it has been read to me. | have had
the opportunity to ask questions and discuss about it. | have received satisfactory answers to
all my questions and | have received enough information about this study. | understand that |
am free to withdraw from this study at any time without giving a reason for withdrawing and
without negative consequences. | consent to the use of multimedia (e.g. audio recordings, video
recordings) for the purposes of my participation in this study. | understand that my data will
remain anonymous and confidential, unless stated otherwise. | consent voluntarily to be a
participant in this study.

Participant's Print name:

Participant’'s Signature:

Date:

If the Participant is illiterate:

| have witnessed the accurate reading of the consent form to the potential participant, and the
individual has had an opportunity to ask questions. | confirm that the aforementioned individual has
given consent freely.

Witness’s Print name:

Witness’s Signature:

Date:
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Appendix F: REAF DS Form

U Nl@AF UREC Decision, Version 2.0

Unicaf University Research Ethics Committee Decision

Student's Name: Nicolette Shaunice Peterkin
Student's ID #: R2110D12899408
Supervisor's Name: Dr Chaste Nsama
Program of Study: UU-DBA-900-3-ZM

OfferlD / GrouplD: 059836G67705
Dissertation stage: DS3

Research Project EFFECTIVINESS OF DIGITAL MARKETING ON CONSUMER BEHAVIOURS
Title: IN THE ADVERTISING INDUSTRY IN JAMAICA.

Ethical conditions No comments.
for approval:

Methodological
recommendations:

Decision*: A. Approved without revision or comments

Date: December 5, 2023

*Provisional approval provided at the Dissertation Stage 1, whereas the final approval is provided at the Dissertation stage 3. The student is
allowed to proceed to data collection following the final approval.
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UNICAF UNIVERSITY gRFT'ga LtfoSE I\CIDONLY:
RESEARCH ETHICS APPLICATION FORM ppication No:
DOCTORAL STUDIES Date Received:

Student’s Name: Nicolette Peterkin

Student’s E-mail Address: peterkin_nicolette@yahoo.com

Student's ID #: R2110D12899408

Supervisor's Name: Dr. Chaste Nsama

University Campus/Program: Unicaf University Zambia: DBA Doctorate of Business Administration v/

Research Project Title: EFFECTIVINESS OF DIGITAL MARKETING ON CONSUMER
BEHAVIOURS IN THE ADVERTISING INDUSTRY IN JAMAICA.

1. Please state the timelines involved in the proposed research project:

Estimated Start Date: 13-Nov-2023 Estimated End Date: 31-Jan-2024

2. External Research Funding (if applicable):

2.a. Do you have any external funding for your research?

[ ]ves NO

If YES, please answer questions 2b and 2¢.

2.b. List any external (third party) sources of funding you plan to utilise for your project. You
need to include full details on the source of funds (e.g. state, private or individual sponsor),
any prior / existing or future relationships between the funding body / sponsor and any of
the principal investigator(s) or co-investigator(s) or student researcher(s), status and
timeline of the application and any conditions attached.

N/A

2.c. If there are any perceived ethical issues or potential conflicts of interest arising from
applying for and/or receiving external funding for the proposed research then these
need to be fully disclosed below and also further elaborated on, in the relevant sections
on ethical considerations later on in this form.

N/A
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3. The research project

NGAF

3.b. Significance of the Proposed Research Study and Potential Benefits:
3.a. Project Summary:

In this section fully describe the purpose and underlying rationale for the Outline the potential significance andfor benefits of the research (use the space provided in the box).

proposed research project. Ensure that you pose the research questions to be
examined, state the hypotheses, and discuss the expected results of your research and
their potential,

It is important in your description to use plain language so it can be understood by all
members of the UREC, especially those who are not necessarily experts in the particular
discipline. To that effect ensure that you fully explain/define any technical terms or
discipline-specific terminology (use the space provided in the box).

The problem at hand pertains to the existing uncertainty regarding the effectiveness of
digital marketing strategies in shaping consumer decisions, particularly in the real-
world contexts involving consumer behavior in Jamaica. While there has been a
widespread adoption of digital channels by Jamaican businesses, a comprehensive
understanding of how digital marketing efforts impact consumer behavior is still
inadequate.

The purpose of this study is to address the problem of uncertainty regarding the
effectiveness of digital marketing strategies on consumer decision-making in Jamaica
by providing empirical evidence and real-life examples. The study aims to showcase
the impact of various digital marketing channels in shaping consumer behavior and
choice processes. By bridging the gap between theoretical knowledge and practical
application, this research seeks to contribute to a deeper understanding of the
dynamics between digital marketing efforts and consumer behavior.

The main objective of this research is to Evaluate the effectiveness of digital marketing
channels; Instagram and Search Engine Optimization (SEO).

The specific objectives of this research are:

1. Establish the effectiveness of consumer preferences and demographics on digital
marketing strategies.

2. Identify the challenges marketers encounter when employing digital marketing
strategies.

The main research question is : What is the effectiveness of digital marketing channels
such as Instagram and Search Engine Optimization (SEQ)?

Specific Research Questions:
1. What is the effectiveness of consumer preferences and demographics on digital
marketing strategies?

Nicolette Peterkin Ra110D12898408

The significance of this research lies in its potential o provide valuable insights and in-
depth understanding of the effectiveness of digital marketing strategies, which play a
crucial role in shaping consumer behavior and purchasing decisions in today's
digitally-driven world, The findings of this study will be of substantial value to various
stakeholders, including businesses, marketing professionals, academicians,
researchers, and policymakers.

The findings of this study hold substantial importance for various stakeholders,
including businesses, marketing professionals, academicians, researchers, and
policymakers. For businesses and marketing professionals, the study provides
guidance on the most effective digital marketing strategies to engage, interact with,
and persuade consumers, allowing them to optimize their efforts, maximize return on
investments, and enhance customer satisfaction. Academically, the research
contributes to the existing body of knowledge in the field of digital marketing and
consumer behavior, serving as a foundation for future research and exploration.
Researchers can utilize the findings of this study to advance their understanding of
digital marketing strategies and their relationship with consumer decisions.

4. Project execution:
4.a. The following study is an:
experimental study (primary research)
D desktop study (secondary research)

D desktop study using existing databases involving information of human/animal subjects

|:| Other

If you have chosen 'Other’ please Explain:

Nicolette Peterkin R2110D12899408 3
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4.b. Methods. The following study will involve:

D a Quantitative methodology
[[] aQualtative methodology

a mixed methods approach

to proceed with triangulation or not.

ves [ no

4.c. Please state below which tools you are going to use:

REAF DS - Version 3.3

If you have chosen mixed methods please state below whether you are going

C

Select what types of questions will be

in the tools selected in

A B
Select the Select how the tools selected in
tools to be column A will be
used in your (select one or more)
study
Interviews

D Face-to-face

Online with camera (synchronous live

discussion with camera)
[:I Audio only (synchronous live

discussion without camera, i.e., via

]
O]

phone)

D Face-to-face

Online with camera (synchronous live

Focus Groups

discussion with camera)

|:| Audio only (synchronous live

]
O

discussion without camera, i.e., via
phone)

Questionnaire

[:I Face-to-face self — administered

questionnaire

D Online, i.e., via phone or any other
platform. The researcher reads the
questions to the participants

Online asynchronous self-

administered questionnaire (i.e., via

email)

Nicolette Peterkin R2110D12899408 4

column A (select one or more)

Open-ended questions
Close-ended questions
Includes section related to

demographics

Open-ended questions
Close-ended questions
Includes section related to

demographics

Open-ended questions
Close-ended questions
Includes section related to

demographics

NIGAF
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A B C
Select the Select how the tools selected in Select what types of questions will be
tools to be column A will be admini d included in the tools previously selected in
used in your (select one or more) column A (select ane or more)
study
Experiments

|:| |:| Face-to-face

|:| Online with camera (synchronous live
discussion with camera)

|:| Audio only (synchronous live

Lo

discussion without camera, i.e., via
phone)

|:| Asynchrenously via any online
platform

Tests
|:| I:] Face-to-face

|:| Online with camera (synchronous live
discussion with camera)

D Audio only (synchronous live
discussion without camera, i.e., via
phone)

D Asynchronously via any online
platform

Other

5. Participants:

Open-ended questions
Close-ended questions
Includes section related to

demographics

Provide a brief description of the
test in the box 'Other’ below.

5a. Does the Project involve the recruitment and participation of additional persons

other than the researcher(s) themselves?

YES If YES, please complete all following sections.

[]w~o

Nicolette Peterkin R2110D12899408 5

If NO, please directly proceed to Question 7.
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5 b. Relevant Details of the Participants of the Proposed Research
State the number of participants you plan to recruit, and explain in the box below how the total

number was calculated.

Number of participants

If there are no significant costs associated with recruiting and managing participants, then
selecting a larger sample size of 300 participants can be advantageous. This increased
sample size allows for a more precise estimation of the population parameters, enhances
the statistical power of the study, and increases the generalization of the findings.

Describe important characteristics such as: demographics (e.g. age, gender, location, affiliation,
level of fitness, intellectual ability etc). It is also important that you specify any inclusion and
exclusion criteria that will be applied (e.g. eligibility criteria for participants).

Age range From To

Gender Female
Male

Elgibilty Criteria:

« Inclusion criteria |Jamaican Residents: Participants must be residents of Jamaica
to ensure that their experiences and perspectives are culturally
and contextually relevant to the study's focus on consumer
behavior in Jamaica.

+ Exclusion criteria |Non-Jamaican Residents: Participants who are not residents of
Jamaica will be excluded from the study. This criterion ensures
that the findings are specific to the Jamaican context and
consumer behavior in the country.

Disabilities/Disorders: You should only include the participants who can provide informed consent
for themselves. Individuals who have a mental disability and are not in a position to provide their
own consent should not participate in the study. Please provide information for any other
disabilities/disorders the participants may have:

Not applicable

Other relevant information (use the space provided in the box):

Nicolette Peterkin R2110D12899408 6
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§c. Participation & Research setting:
Clearly describe which group of participants (described in 5b) is completing/parficipating in the
material(s)/tool(s) described in 4c above (use the space provided in the box)

In this study, the questionnaire surveys will be administered to a sample size of 300
Jamaican consumers. These surveys will gather quantitative data on consumer behavior,
preferences, and perceptions related to the effectiveness of specific digital marketing
strategies. The participants will be adults between the ages of 18 and 65, representing a
diverse range of demographic characteristics such as gender, income level, education,
and occupation. The surveys will be distributed electronically via Online platforms and
social media channels to reach the targeted number of participants.

The focus group discussions will involve 3 separate groups, each consisting of 8-10
Jamaican consumers. The focus group participants will be purposively selected to ensure
diversity in demographics, including age, gender, income level, and educational
background.

5d. Recruitment Process for Human Research Participants:
Clearly describe how the potential participants will be identified, approached and recruited (use the

space provided in the box).

Define Eligibility Criteria: Clearly define the specific eligibility criteria based on the
research objectives and target population. This might include factors such as age,
gender, ethnicity, education level, or specific experiences or characteristics relevant to the
research study.

Identify Potential Recruitment Sources: Determine appropriate sources to reach the
desired participant population. This could include databases, community organizations,
educational institutions or Online platforms. Collaborating with relevant organizations or
professionals in the field can also provide access to potential participants.

Develop Recruitment Materials: Create compelling and informative recruitment materials.

§e. Research Participants Informed Consent.
Select below which categories of participants will participate in the study. Complete the relevant
Informed Consent form and submit it along with the REAF form.

Yes No Categories of participants Form to be completed

D Typically Developing population(s) above the ' |nformed Consent Form
maturity age *

|:| . Typically Developing population(s) under the - Gardian Informed Consent Form
maturity age *

*Maturity age is defined by national regulations in laws of the country in which the research is being conducted.

Nicolette Peterkin R2110D12899408 7




- REAF DS - Version 3.3
UNIGAF
5f. Relationship between the principal investigator and participants.

Is there any relationship between the principal investigator (student) co-

investigators(s), (supervisor) and participant(s)? For example, if you are conducting research
ina school environment on students in your classroom (e.g. instructor-student).

D YES NO

If YES, specify (use the space provided in the box).

6. Potential Risks of the Proposed Research Study.
6a.i. Arethere any potential risks, psychological harm and/or ethical issues associated

with the proposed research study, other than risks pertaining to everyday life
events?

D YES NO

If YES, specify below and answer the question 6 a.ii.

6a.li Provide information on what measures will be taken in order to exclude or
minimise risks described in 6.a.i.

NIA

Nicolette Peterkin R2110D12898408 8
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b. Choose the appropriate option

Will you obtain a written informed consent form from all participants?

Does the research involve, as participants, people whose ability to give free
and informed consent is in question?

Does this research involve participants who are children under maturity age?

If you answered YES to question iii, complete all following questions.
If you answered NO to question iii, do not answer Questions iv, v, vi and
proceed to Questions vii, viii, ix and x.

Wil the research toals be implemented in a professional educational setting in the

presence of other adults (i.e. classroom in the presence of a teacher)?

Will informed consent be obtained from the legal guardians (i.e. parents) of children?

Will verbal assent be obtained from children?

Willall data be treated as confidential?

If NO, explain why confidentiality of the collected data is not appropriate for
this proposed research project, providing details of how all participants will be
informed of the fact that any data which they will provide will not be confidential.

Wil all participants/data collected be ?

If NO, explain why and describe the procedures to be used to ensure the
anonymity of participants and/or confidentiality of the collected data both during
the conduct of the research and in the subsequent release of its findings.

R2110012893408
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Yes No

ix. Have you ensured that personal data and research data collected from participants will D
be securely stored for five years?

x. Daes this research involve the deception of participants? D
If YES, describe the nature and extent of the deception involved. Explain how and
when the deception will be revealed, and who will administer this debrief to the
participants:
6c. i. Arethere any other ethical issues iated with the prop study that

are not already adequately covered in the preceding sections?

D Yes No

If YES, specify (maximum 150 words).

6.c.ii Provide information on what measures will be taken in order to exclude or
minimise ethical issues described in 6.c.i.

6 d. Indicate the Risk Rating.

[ign [“]row

Nicolette Peterkin Rrotopi2ssados 10
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7. Further Approvals

All researchers are advised to check the regulations pertaining to research and General
Data Protection Regulation (GDPR) of the country in which the research will take place as
each country may have different restrictions on conducting research. Are there any other
approvals required (i.e., from a ministry or public agency in the country, in addition
to ethics clearance from UREC) in order to carry out the proposed research study?

[ ves

If YES, specify.

8. Application Checklist

Mark v if the study invalves any of the following:

I:l Children and young people under 18 years of age, vulnerable populations such as
children with special educational needs (SEN), racial or ethnic minorities,
socioeconomically disadvantaged persons, pregnant women, elderly, malnourished
people, and ill people.

E] Research that foresees risks and disadvantages that would affect any participant of the
study such as anxiely, stress, pain or physical discomfort, harm risk (which is more than
is expected from everyday life) or any other act that participants might believe is
detfrimental to their wellbeing and/or has the potential to / will infringe on their human
rights / fundamental rights.

|:| Risk to the well-being and personal safety of the researcher.
Administration of any substance (food / drink / chemicals / pharmaceuticals /
supplements / chemical agent or vaccines or other substances (including vitamins or food
substances) to human participants.

D Results that may have an adverse impact on the natural or built environment.

9. Further documents

Check that the following documents are attached fo your application:

NOT
ATTACHED APPLICABLE
1 | Recruitment advertisement (if any)

2 | Informed Consent Form / Guardian Informed Consent Form
3 Research Tool(s)

4 | Gatekeeper Letter

OxxEO
I

5  Any other approvals required in order to carry out the
proposed research study, e.g., institutional permission (e.g.
school principal or company director) or approval from a
local ethics or professional regulatory body.

Nicolette Peterkin R2110D12699408 11
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10. Final Declaration by Applicants:

(a) | declare that this application is submitted on the basis that the information it contains is
confidential and will only be used by Unicaf University for the explicit purpose of ethical
review and monitoring of the conduct of the research proposed project as described in the
preceding pages.

(b) I understand that this information will not be used for any other purpose without my prior
consent, excluding use intended to satisfy reporting requirements to relevant regulatory
bodies.

(c) The information in this form, together with any accompanying information, is complete and
correct to the best of my knowledge and belief and | take full responsibility for it.

(d) I undertake to abide by the highest possible international ethical standards governing the
Code of Practice for Research Involving Human Participants, as published by the UN WHO
Research Ethics Review Committee (ERC) on http://www.who.int/ethics/research/en/ and
to which Unicaf University aspires to adhere.

(e) In addition to respect any and all relevant professional bodies’ codes of conduct and/or
ethical guidelines, where applicable, while in pursuit of this research project.

| agree with all points listed under Question 10

Student’s Name: lNicoIette Peterkin |

Supervisor's Name: | Dr. Chaste Nsama |

Date of Application: 08-Nov-2023

Important Note:

Save your completed form (we suggest you also print a copy for your records) and then submit it to your
UU Dissertation/project supervisor (tutor). In the case of student projects, the responsibility lies with
the Faculty Dissertation/Project Supervisor. If this is a student application, then it should be submitted
via the relevant link in the VLE. Please submit only electronically filled in copies; do not hand fill and
submit scanned paper copies of this application.
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Appendix G: Visual Engagement Protocol Stimuli

Island Roast Nothing beats the morning breeze and a fresh cup. BB Start yuh day right with
with as real taste ohe real the home. #Blue MountainBest #YardMorning #CoffeeLover

Stimulus 1: High Quality / High Cultural Resonance (The "Authentic Local" Brand)

This stimulus was designed to test positive engagement, cultural pride, and aesthetic appreciation.

Sign Up Today

Stimulus 2: High Quality / Low Cultural Resonance (The "Generic Global™ Brand)

This stimulus was designed to test feelings of alienation, indifference, or "glossy™ inauthenticity.
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natural glo

LINK P

New batch-just drop! :

Send message

Stimulus 3: Low Quality / High Cultural Resonance (The "Grassroots" SME)
This stimulus was designed to test perceptions of trust vs. authenticity in Small and Medium

Enterprises (SMES).

- —

You are our 1,000th Visitor! Click
HERE to claim your free iPhone 14 immeduately!

*Terms apply.*

Stimulus 4: Low Quality / Low Cultural Resonance (The "Intrusive™ Ad)

This stimulus was designed to test privacy concerns, skepticism, and ad fatigue.
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