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Abstract

The increasing digitalization of markets has profoundly transformed
marketing communication strategies, leading many organizations to
prioritize inbound and digital approaches. Nevertheless, outbound marketing
continues to play a relevant role in influencing consumer purchasing
behavior, particularly in contexts where rapid reach, message reinforcement,
and brand visibility are critical. This systematic literature review examines
how outbound marketing influences consumer purchasing behavior, focusing
on its effects on brand perception, purchase intention, trust, and loyalty.
Drawing on peer-reviewed studies published between 2019 and 2025 and
indexed in Scopus and Web of Science, the review synthesizes empirical
evidence on the mechanisms through which outbound communication affects
consumer decision-making. The findings indicate that message clarity,
controlled repetition, channel-audience congruence, and perceived
credibility are key determinants of outbound marketing effectiveness.
Moreover, cultural and contextual factors significantly moderate consumer
responses, highlighting the need for adaptive and ethical communication
strategies. The study contributes to marketing literature by integrating
outbound marketing effects with established consumer behavior theories and
offers practical implications for managers operating in increasingly
competitive and digitally saturated markets.

Keywords: Outbound marketing; Consumer purchasing behavior; Purchase
intention; Marketing communication; Brand perception.
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1. Introduction

The contemporary marketing environment is characterized by rapid digital
transformation, media fragmentation, and increasing competition for consumer
attention. In response, organizations have diversified their communication strategies,
combining inbound approaches, based on content creation, engagement, and
consumer-initiated interaction, with outbound marketing strategies that proactively
deliver messages to target audiences. While inbound marketing has gained
prominence in recent years, outbound marketing remains a central component of
integrated marketing communication, particularly for firms seeking to achieve large-
scale reach, reinforce brand awareness, and stimulate purchasing decisions within
short time frames.

Outbound marketing refers to firm-initiated communication strategies in which
promotional messages are actively transmitted to consumers through channels such
as television, radio, print media, outdoor advertising, email marketing, and
telemarketing. Unlike inbound marketing, which relies on consumers’ voluntary
information-seeking behavior, outbound marketing aims to capture attention directly
and influence consumers throughout different stages of the decision-making process.
Rather than being mutually exclusive, inbound and outbound marketing increasingly
operate in synergy, with outbound communication often acting as an awareness and
stimulation mechanism that supports inbound engagement strategies.

Despite growing skepticism toward traditional advertising and concerns regarding
intrusiveness, recent research suggests that outbound marketing continues to exert a
significant influence on consumer perceptions, brand evaluations, and purchase
intentions. Advances in audience segmentation, data analytics, and message
personalization have contributed to the evolution of outbound strategies, allowing
firms to reduce message dispersion and improve relevance. Consequently, outbound
marketing has shifted from purely mass communication toward more targeted and
context-sensitive approaches.

Consumer purchasing behavior is shaped by a complex interaction of psychological,
social, cultural, and economic factors. Outbound marketing messages seek to
influence these mechanisms by shaping attention, memory, emotions, and perceived
value. Message repetition, source credibility, emotional appeals, and channel
selection play a decisive role in determining whether outbound communication
generates positive attitudes or resistance. Understanding how these factors operate
within contemporary markets is therefore essential for both academics and
practitioners.

Although prior studies have examined advertising effects on brand awareness and
purchase intention, the literature remains fragmented regarding how outbound
marketing functions in today’s digitally saturated environment and across different
consumer and cultural contexts. This systematic literature review addresses this gap
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by synthesizing recent academic research published between 2019 and 2025, offering
an integrated perspective on how outbound marketing influences consumer
purchasing behavior.

Accordingly, this study seeks to answer the following research question:

How does outbound marketing influence consumer purchasing behavior in
contemporary markets?

By consolidating empirical findings and theoretical perspectives, this research aims
to contribute to marketing theory and provide actionable insights for managerial
decision-making.

2. Methodology

This study adopts a systematic literature review methodology to examine the
influence of outbound marketing on consumer purchasing behavior. The systematic
review approach ensures transparency, rigor, and replicability, following established
guidelines for evidence synthesis in marketing and social sciences research.

2.1 Research Design and Rationale

A systematic literature review was chosen as the most appropriate methodological
approach given the objective of consolidating and critically analysing existing
empirical and theoretical research on outbound marketing. Unlike narrative reviews,
the SLR follows a predefined protocol for article identification, selection, and analysis,
ensuring methodological consistency and robustness.

The review was conducted in accordance with established guidelines for systematic
reviews in marketing and management research, drawing on principles outlined in
PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses).

2.2 Data Sources

The literature search was conducted using two internationally recognized academic
databases: Scopus and Web of Science. These databases were selected due to their
extensive coverage of high-impact, peer-reviewed journals in the fields of marketing,
management, consumer behavior, and business research.

2.3 Search Strategy

A structured search strategy was employed using predefined keywords and Boolean
operators to ensure comprehensive coverage of relevant literature. The primary
search terms included combinations of the following keywords:

Outbound marketing
Traditional advertising
Marketing communication
Consumer behavior
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e Purchase intention
e Brand perception
e Brand loyalty

Search strings were adapted slightly across databases to account for differences in
indexing and search syntax. Only articles published in English between 2019 and
2025 were considered, ensuring both linguistic consistency and contemporary
relevance.

2.4 Sampling Strategy and Article Selection

In the context of a systematic literature review, the “sample” consists of the academic
articles selected for analysis. A purposive sampling strategy was employed to ensure
that only studies directly relevant to the research question were included.

The selection process occurred in three sequential stages:

Initial identification:
The database search yielded an initial pool of articles based on keyword relevance.

Screening:
Titles and abstracts were reviewed to exclude studies that:

e focused exclusively on inbound or social media marketing;

e did not examine consumer behavior outcomes;

e addressed highly specific industries with limited generalizability;
e were non-peer-reviewed publications.

Eligibility assessment:
Full-text versions of the remaining articles were analysed to confirm methodological
clarity, theoretical relevance, and alignment with the research objectives.

2.5 Characteristics of the Reviewed Studies

Although this study does not involve primary data collection or human participants,
relevant characteristics of the reviewed studies were systematically recorded. These
included:

publication year;

journal and disciplinary focus;

research design (quantitative, qualitative, or mixed-method);

geographic and cultural context of the original study samples;

primary consumer segments analysed (e.g., age groups, income levels, cultural
settings).

This information allowed for a comparative analysis of how outbound marketing
effects vary across contexts and consumer profiles.
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2.6 Data Extraction and Analytical Techniques

A structured data extraction protocol was developed to ensure consistency across
studies. For each article, information was extracted regarding:

theoretical framework employed;

outbound marketing channels analysed;

key dependent variables (e.g., purchase intention, brand trust, loyalty);
mediating and moderating variables;

principal findings and conclusions.

2.7 Validity, Reliability, and Replicability

Several measures were adopted to enhance the credibility and replicability of the
review. First, the use of multiple databases reduced the risk of publication bias.
Second, clearly defined inclusion and exclusion criteria ensured transparency in
article selection. Third, the structured data extraction and thematic analysis
procedures allowed for consistent interpretation of findings.

Although the study does not involve the development or validation of measurement
scales—as no primary empirical data were collected—the methodological rigor of the
reviewed studies was critically assessed, and only research with clearly articulated
methods and validated instruments was included.

3. Results

The analysis of the selected studies indicates that outbound marketing continues to
exert a meaningful influence on consumer purchasing behavior. Most studies
emphasize its role in reinforcing brand awareness, shaping consumer attitudes, and
stimulating purchase intention. Repeated exposure to advertising messages was
consistently associated with increased brand familiarity, which is frequently linked to
more favorable consumption decisions.

Several studies highlight the importance of symbolic value, perceived prestige, and
brand authenticity conveyed through outbound communication. Well-designed
advertising campaigns were found to create positive brand associations, strengthen
market positioning, and enhance perceived value. Additionally, psychological
mechanisms such as social pressure, urgency, and repetition effects were identified
as influential drivers of purchasing behavior.

The literature also reveals that the effectiveness of outbound marketing varies across
consumer profiles and cultural contexts. Consumers from different sociocultural
backgrounds respond differently to advertising stimuli, requiring adaptation of
message content, tone, and communication channels. Cultural congruence emerges as
a critical determinant of outbound marketing success.
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Overall, the results suggest that outbound marketing remains effective when
communication is clear, credible, ethically grounded, and aligned with consumer
expectations.

Table 1 - Objectives and general characteristics of the articles included in the

review
No. |Authors Journal Objective of the Study
1 |Alicetal Journal of To analyze the impact of traditional
(2022) Marketing advertising On brand value perception
Management and consumers’ purchase intention.
2 [Burhanudin |International To investigate how repeated exposure to
(2024) Journal of Consumerfadvertising influences purchase intention
Studies and consumer satisfaction.
3 |Dasetal. Journal of To explore the relationship between
(2022) Business Research mass communication, perceived brand
prestige, and purchasing behavior.
4 |Daset al Journal of Retailing [To analyze the impact of perceived brand
(2022) and Consumer authenticity and advertising
Services communication on purchase intention.
5 [Dasetal International To investigate the role of consumer
(2022) Journal of Consumer|inspiration generated by traditional
Studies advertising campaigns.
6  |Gilal etal. Journal of To assess the impactof product design
(2022) Business Research jcommunicated through traditional
advertising on brand passion.
7  |Lyroni & Journal of To analyze the relationship between
Spais (2024) [Marketing Analytics [consumer happiness, brand communication,
and purchasing behavior on digital
platforms.
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8 |Moorlock et [Journal of To conceptualize the construction of
al. (2023) Business Research |consumer- brand relationships influenced

by mass communication strategies.

9 |Nobre etal. [European To study the impact of advertising
(2023) Management communication on brand happiness and
Review the consumer relationship.
10 [Parket al. Journal of To analyze how consumption values
(2022) Retailing and influence brand equity and purchase
Consumer Services |intention.
11 |Purohit & Journal of To explore factors influencing purchase
Radia (2022) [Business Research (intention in response to advertising
stimuli.
12 Rodrigues et |International To develop a conceptual model of
al. (2024) Journal of Consumer/brand perception and consumer behavior.
Studies
13 |Saavedra Asia-Pacific To analyze the impact of Fear of Missing
(2020) Social Out (FOMO) on purchasing behavior
Science Review induced by advertising communication.
14 Shahid etal. [Journal of Retailing [To investigate how intrinsic and extrinsic
(2024) And Consumer Motivations influence purchasing decisions
Services across different cultural contexts.
15 Shan et al. Journal of To analyze the impact of co-branding
(2022) Business Research |communicated through advertising on
consumer behavior.
16 |Uluturk & Behavioral Sciences [To assess the moderating role of
Asan (2024) motivations in purchasing behavior based

on Behavioral Reasoning Theory.

Table 1 provides an overall overview of the selected studies, highlighting their main
objectives and areas of analysis. The results demonstrate that outbound marketing
continues to play a relevant role in consumer purchasing behavior, particularly in
reinforcing brand awareness, shaping attitudes, and stimulating purchase intention.
Several studies emphasize that repeated exposure to advertising messages
contributes to increased brand familiarity, a factor often associated with more
favorable purchasing decisions.
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Some studies highlight the impact of perceived prestige, status, and symbolic value
conveyed through outbound communication, showing that well-structured
advertising campaigns can create positive brand associations and strengthen market
positioning (Alic et al, 2022; Das et al, 2022). Other authors analyze the role of
psychological factors, such as social pressure and repetition effects, demonstrating
that continuous exposure to advertising can influence perceptions of necessity and
urgency in purchasing decisions (Burhanudin, 2024).

Additionally, the literature indicates that the effectiveness of outbound marketing
varies according to cultural context and consumer profile. Recent studies show that
consumers from different sociocultural backgrounds respond differently to
advertising messages, requiring adaptation of content and communication channels
used by brands (Das et al., 2022). Cultural appropriateness of communication thus
emerges as a determining factor for the success of outbound marketing strategies.

Regarding the temporal distribution of the analyzed articles, it is observed that most
publications are concentrated in more recent years, particularly between 2022 and
2024, as presented in Figure 3. In 2022, approximately 55% of the articles included
in the sample were published, followed by 28% in 2024. In the remaining years, such
as 2020 and 2023, scientific production is lower, indicating that academic interest in
the impact of outbound marketing on consumer behavior has intensified in recent
years.

Distribution of articles included in the review over time

10

Number of articles

2020 2021 2022 2023 2024
Year of publication

Figure 1. Temporal distribution of the articles included in the review.
Source: Authors’ own elaboration.
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Table 2. Summary of Outbound Marketing Effects on Consumer Purchasing

Behavior

channel and target
segment

attitude toward
brand

Outbound Key Findings Impact on Supporting

Marketing Consumer Literature

Dimension Behavior

Message Clear and structured Increases trust Alic et al.

Clarity messages improve and purchase (2022); Das et
comprehension and intention al. (2022)
credibility

Message Controlled repetition Positive effectup | Burhanudin

Repetition enhances familiarity; to an optimal (2024); Das et
excessive repetition threshold al. (2022)
causes fatigue

Channel- Effectiveness depends Improves Kotler & Keller

Audience Fit on alignment between engagement and (2016);

Moorlock et al.
(2023)

contexts

intention and
brand perception

Emotional Symbolic and emotional | Enhances loyalty | Gilal et al.
Appeal narratives strengthen and perceived (2022); Das et

brand connection value al. (2021)
Credibility & Consistency between Reinforces brand | Nobre et al.
Trust message and brand trust and long- (2023)

values reduces term relationships

intrusiveness
Cultural Consumer responses Moderates Das et al.
Adaptation vary across cultural purchase (2022); Shahid

etal. (2024)

In summary, the results of the systematic literature review indicate that outbound
marketing significantly influences consumer purchasing behavior, particularly
through reinforcing brand awareness, creating value perceptions, and stimulating
purchase intention. Message clarity, controlled repetition, and channel suitability
emerge as determining factors for the effectiveness of these strategies. However,
the analyze studies also emphasize the importance of ethical communication adapted
to the cultural context, to avoid negative perceptions of intrusiveness.
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4. Discussion
4.1. Credibility of Outbound Communication and Consumer Trust in Brands

The credibility of outbound communication constitutes a determining factor in
building consumer trust in brands, directly influencing purchasing behavior.
Outbound marketing strategies are based on the direct transmission of advertising
messages through channels such as television, radio, outdoor advertising, and direct
contact campaigns, aiming to shape perceptions and stimulate consumption
decisions. When these messages are perceived as clear, consistent, and aligned with
brand values, they contribute to strengthening consumer trust and consolidating
brand image in the market (Kotler & Keller, 2016).

Consumer trust in brands is influenced by several elements, namely message
coherence, frequency of exposure, and the credibility of the communicating source.
Recent studies indicate that controlled repetition of outbound communication
increases brand familiarity, a factor often associated with higher levels of trust and
purchase intention. Moorlock et al. (2023) emphasize that consumer-brand
relationships are dynamic and developed over time, with consistent communication
being one of the main mechanisms for consolidating these relationships.

Within the context of outbound marketing, the perception of prestige and symbolic
value conveyed by advertising campaigns is particularly relevant. Messages that
associate the brand with attributes such as quality, status, or institutional trust tend
to reinforce perceived product value, positively influencing purchase intention.
Burhanudin and Septianti (2024) demonstrate that perceived value and prestige
communicated through advertising stimuli are among the main drivers of
consumption decisions.

However, the credibility of outbound communication may be compromised when
consumers perceive advertising as excessive, intrusive, or lacking transparency.
Younger and digitally informed consumers tend to adopt a critical stance toward
overly aggressive or incoherent advertising messages (Nobre et al., 2023). Thus,
misalignment between advertising discourse and actual brand experience may result
in a loss of trust and rejection of the message.

Therefore, the credibility of outbound communication plays a central role in building
consumer trust. Message clarity, consistency, and transparency are essential to
ensure that outbound marketing strategies have a positive impact on purchasing
behavior.

4.1 Impactof Outbound Communication on Brand Loyalty

Outbound communication plays a relevant role in building and reinforcing brand
loyalty, particularly when integrated into a coherent and consistent communication
strategy. Repeated exposure to advertising messages contributes to reinforcing brand
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awareness and creating positive associations in consumers’ minds, factors that
directly influence engagement and brand loyalty (Bottger et al., 2017).

Consistency in outbound communication is a determining element in the formation
of consumer loyalty. Messages aligned with brand positioning and transmitted
regularly contribute to a perception of stability and reliability, leading to more
enduring relationships between consumers and brands (Hollebeek et al.,, 2019).
Moorlock et al. (2023) emphasize that emotional engagement with the brand largely
results from communication continuity and discourse coherence over time.

Additionally, outbound communication can reinforce perceptions of product quality
and exclusivity, positively influencing repurchase intention and consumer loyalty.
Studies show that advertising campaigns that highlight differentiating product
attributes, such as design, quality, or symbolic value, contribute to strengthening the
consumer-brand relationship (Das, Saha & Roy, 2021).

However, excessive advertising stimuli may have adverse effects on brand loyalty.
Communication saturation tends to generate advertising fatigue, reducing campaign
effectiveness and increasing perceptions of intrusiveness. More critical consumers
value balanced approaches and relevant messages, and overexposure may lead to
brand avoidance (Das, Jebarajakirthy & Sivapalan, 2022).

Thus, outbound communication, when used strategically and moderately, constitutes
an effective mechanism for reinforcing brand loyalty. The creation of relevant,
consistent messages aligned with consumer expectations is essential to foster long-
term relationships and strengthen emotional bonds with the brand.

4.2 Differences in Consumer Responses to Outbound Marketing Across
Cultural Contexts

Consumer responses to outbound marketing strategies vary significantly depending
on the cultural context in which they are embedded. Cultural differences influence
how advertising messages are interpreted, affecting brand perception, trust, and
purchase intention. Gilal et al. (2022) highlight that cultural factors shape consumer
attitudes toward marketing communication, requiring adaptation of strategies to the
specific characteristics of each market.

In Western markets, consumers tend to value advertising messages that emphasize
authenticity, transparency, and corporate social responsibility. In these contexts,
outbound marketing campaigns that adopt an informative and consumer-oriented
tone tend to generate more favorable responses (Das etal., 2022). In contrast, in Asian
markets, outbound communication may be more effective when associated with
elements of prestige, authority, and institutional recognition, reinforcing perceptions
of brand quality and status (Gilal et al., 2022).

Another relevant aspect concerns the level of emotional involvement consumers have
with advertising. In European and North American markets, identification with brand

49



ISSN 2601-8659 (Print) European Journal of March 2026
ISSN 2601-8667 (Online) Marketing and Economics Volume 9, Issue 1

values and lifestyle plays a more prominent role, whereas in Asian and Middle Eastern
markets exclusivity and prestige are more determining factors in the formation of
brand loyalty (Das et al., 2022).

Additionally, predominant outbound marketing channels vary across cultures. While
television and outdoor advertising continue to play a central role in certain markets,
in other contexts direct contact and personalized campaigns are more relevant. These
differences require adaptation of messages, formats, and channels to ensure
communication effectiveness.

In summary, organizations seeking to implement outbound marketing strategies in
international markets must carefully consider existing cultural variations. Adapting
campaigns to cultural expectations, social values, and consumption habits is essential
to maximize communication impact, reinforce consumer trust, and positively
influence purchasing behavior across different contexts.

4.3 Cultural and Contextual Moderators

Cultural factors significantly moderate consumer responses to outbound marketing.
In individualistic cultures, consumers tend to respond more positively to messages
emphasizing personal benefits, authenticity, and self-expression. In collectivist
cultures, prestige, authority, and social approval cues are more influential. These
findings support cross-cultural consumer behavior theories and reinforce the need
for culturally adaptive marketing strategies (De Mooij, M., & Hofstede, G. 2011).

4.4 Differential Effects of Outbound Marketing Across Consumer Segments

Kotler, P., & Keller, K. L. (2016) state that although outbound marketing exerts a
general influence on consumer purchasing behavior, its effectiveness varies
significantly across consumer segments. Differences in age, income level, and digital
literacy shape how consumers perceive, process, and respond to outbound
communication, influencing both attitudinal and behavioral outcomes.

Age-Based Differences

Age is a key determinant of consumer responsiveness to outbound marketing. Older
consumers tend to exhibit higher tolerance toward traditional advertising formats
such as television, radio, and print media. These consumers often associate repeated
exposure to advertising with brand legitimacy and stability, which enhances
perceived credibility and trust. As a result, outbound marketing tends to be
particularly effective in reinforcing brand familiarity and purchase intention among
older age groups.

In contrast, younger consumers—particularly digital natives—demonstrate more
critical attitudes toward outbound marketing. While they are exposed to a higher
volume of advertising stimuli, they are also more sensitive to message intrusiveness
and authenticity. For this segment, outbound marketing is more effective when
messages are concise, visually engaging, and aligned with personal values or social
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causes. Excessive repetition or generic messaging may lead to advertising avoidance
or negative brand perceptions among younger consumers (Chen, W. et. Al 2025)

Income Level and Socioeconomic Status

Income level also moderates the impact of outbound marketing on purchasing
behavior. Consumers with higher income levels often respond positively to outbound
messages emphasizing prestige, exclusivity, and symbolic value. Advertising that
highlights product quality, status, and differentiation tends to reinforce perceived
value and justify premium pricing, increasing purchase intention within this segment.

Conversely, lower- and middle-income consumers are generally more price-sensitive
and utility-oriented. For these consumers, outbound marketing is more effective
when it emphasizes functional benefits, promotions, and value-for-money
propositions. Clear and informative messages that reduce perceived financial risk
play a central role in influencing purchasing decisions within these segments (Sani, A.
A, Kassim, S. ., Mahmoud, B. B., & Awla, K. S. 2024).

Digital Literacy and Media Competence

Ullah, M. S., Khan, M. K., Ahmadxan Oglu, G. R., & Yasmin, T. argue that digital literacy
has emerged as a critical factor shaping consumer responses to outbound marketing.
Consumers with high levels of digital literacy are more likely to critically evaluate
advertising messages, assess source credibility, and compare information across
multiple channels. For these individuals, outbound marketing must demonstrate
transparency, relevance, and consistency with brand actions in order to maintain
trust.

Consumers with lower digital literacy levels tend to rely more heavily on traditional
media and may exhibit higher susceptibility to repeated advertising exposure. In
these cases, outbound marketing remains an effective mechanism for shaping
perceptions and guiding purchasing decisions, particularly when messages are
simple, consistent, and delivered through familiar channels.

Overall, these segment-based differences highlight that outbound marketing
effectiveness is not uniform. Instead, it depends on the alignment between message
content, communication channel, and consumer characteristics. This reinforces the
importance of segmentation and strategic customization in outbound marketing
campaigns.

4.5 Managerial Implications of Outbound Marketing Effectiveness

The findings of this systematic literature review offer several important implications
for marketing managers and decision-makers. First, the results confirm that
outbound marketing should not be viewed as obsolete, but rather as a strategic tool
that must be carefully integrated into an omnichannel communication framework.

51



ISSN 2601-8659 (Print) European Journal of March 2026
ISSN 2601-8667 (Online) Marketing and Economics Volume 9, Issue 1

Managers should recognize that outbound marketing is particularly effective in the
early stages of the consumer decision-making process, where awareness and brand
recognition are critical.

Second, audience segmentation emerges as a central managerial priority. Firms
should tailor outbound communication strategies according to consumer age, income,
cultural background, and digital literacy. A one-size-fits-all approach increases the
risk of message saturation and perceived intrusiveness, whereas segmented
communication enhances relevance and effectiveness.

Third, message design and repetition require careful calibration. While repeated
exposure strengthens brand familiarity and recall, excessive repetition may lead to
advertising fatigue and brand avoidance. Managers should monitor consumer
responses and adjust frequency levels to maintain optimal effectiveness.

Fourth, ethical considerations and transparency play a decisive role in sustaining
long-term brand trust. Outbound marketing messages should be consistent with
brand values and actual consumer experience. Misalignment between advertising
claims and product performance may generate short-term attention but undermines
trust and loyalty in the long run.

Finally, managers operating in international markets must adapt outbound marketing
strategies to cultural contexts. Differences in values, social norms, and media
consumption habits necessitate localized communication approaches to ensure
message acceptance and effectiveness.

4.6 Future Research Agenda

While this systematic literature review provides a comprehensive overview of
outbound marketing effects on consumer purchasing behavior, several avenues for
future research remain open.

First, future studies could employ quantitative or mixed-method research designs to
empirically test the relationships identified in this review, particularly the mediating
roles of trust, emotional engagement, and perceived credibility.

Second, longitudinal research would be valuable to assess the long-term impact of
outbound marketing on brand equity, loyalty, and consumer-brand relationships.
Most existing studies focus on short-term effects, leaving the durability of outbound
marketing influence underexplored.

Third, further research should examine outbound marketing effectiveness across
emerging consumer segments, such as digitally marginalized populations or hybrid
consumers who simultaneously engage with traditional and digital media.
Understanding these hybrid behaviors would contribute to a more nuanced
understanding of contemporary marketing communication.
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Finally, future research could explore the interaction between outbound and inbound
marketing strategies, investigating how integrated communication approaches
influence consumer journeys and purchasing outcomes. Such research would provide
valuable insights into how firms can optimize resource allocation across
communication channels.

4.7 Interpretation of Outbound Marketing Effects Through Consumer
Decision-Making Models

The findings of this systematic literature review can be meaningfully interpreted
through established consumer decision-making models. In particular, the hierarchy-
of-effects model provides a useful framework for understanding how outbound
marketing influences purchasing behavior. According to this model, consumers move
sequentially through stages of awareness, knowledge, liking, preference, conviction,
and purchase. Outbound marketing appears to exert its strongest influence during the
initial stages of this process by generating awareness and shaping early brand
perceptions through message visibility and repetition.

The reviewed studies consistently show that traditional outbound channels, such as
television advertising and outdoor communication, are especially effective in
enhancing brand awareness and familiarity. These findings align with the premise
that mass communication channels are particularly suited to influencing the cognitive
stages of the decision-making process. However, the results also suggest that
outbound marketing can extend beyond awareness generation when messages are
emotionally engaging and perceived as credible, thereby influencing attitudinal and
behavioral stages as well.

4.8 Persuasion Theory and the Effectiveness of Outbound Communication

The effectiveness of outbound marketing channels can also be interpreted through
persuasion theory, particularly the Elaboration Likelihood Model (ELM). According to
ELM, persuasion occurs through either a central route—based on cognitive
elaboration of message content—or a peripheral route—based on cues such as
repetition, source attractiveness, and emotional appeal.

The findings indicate that outbound marketing frequently operates through the
peripheral route of persuasion, especially in low-involvement purchase contexts.
Repetition, visual stimuli, and symbolic cues conveyed through advertising increase
message recall and brand familiarity without requiring extensive cognitive
processing. This supports the notion that outbound communication remains effective
in influencing consumer attitudes even when consumers do not actively seek
information.

At the same time, the literature suggests that outbound marketing can engage the
central route when messages provide clear, relevant, and credible information.
Informative advertising campaigns that emphasize product attributes, functional
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benefits, or value propositions are more likely to influence high-involvement
consumers, particularly those with higher levels of digital literacy (Sanusi, B. 0.,
Adesoji, A. A, Ifedolapo, A. S., & Idowu, O. 0. 2025).

4.9 Behavioral Economics and Repetition Effects

Several findings can be further explained through principles of behavioral economics,
notably the mere exposure effect and availability heuristic. Repeated exposure to
advertising messages increases perceptual fluency and familiarity, which consumers
often misattribute to preference or perceived quality. This mechanism explains why
controlled repetition in outbound marketing enhances purchase intention and brand
trust.

However, the results also highlight the non-linear nature of repetition effects.
Excessive exposure may lead to advertising fatigue and resistance, consistent with
behavioral economic models that emphasize diminishing marginal returns. This
finding challenges simplistic assumptions that increased advertising frequency
always leads to stronger consumer responses and underscores the need for
optimization rather than maximization.

4.10 Signaling Theory and Brand Credibility

Sansome, K. (2024) states that from the perspective of signaling theory, outbound
marketing functions as a signal of brand quality, legitimacy, and market commitment.
High-visibility advertising campaigns, particularly those using costly channels such as
television or outdoor media, may serve as credible signals that the brand possesses
sufficient resources and confidence in its offerings.

The reviewed studies indicate that consumers often interpret consistent and
professional outbound communication as an indicator of reliability and institutional
stability. This aligns with signaling theory’s proposition that observable marketing
investments reduce information asymmetry between firms and consumers.
Conversely, inconsistencies between advertising messages and actual brand
performance weaken the signal and may erode trust.

4.11 Relationship Marketing Theory and Long-Term Effects

While outbound marketing is often associated with short-term promotional
outcomes, the findings suggest that it also contributes to long-term consumer-brand
relationships when applied strategically. Relationship marketing theory emphasizes
trust, commitment, and emotional attachment as foundations of enduring consumer
relationships.

Outbound communication that consistently reinforces brand values and identity
strengthens emotional bonds and fosters loyalty over time. However, the literature
also warns that intrusive or excessive communication can damage relational quality,
particularly among consumers who perceive outbound marketing as manipulative or
inauthentic.
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5. Conclusion

This systematic literature review allowed for a deeper understanding of the
importance of outbound marketing in consumer purchasing behavior, highlighting its
continued role in organizational communication strategies, even in a context marked
by increasing market digitalization. The results demonstrate that outbound
marketing remains a relevant strategy for brands, particularly due to its ability to
reinforce brand awareness, shape perceptions, and stimulate purchase intention
through direct and structured communication.

The literature analysis made it possible to conclude that the credibility of outbound
communication is a determining factor in building consumer trust in brands. Clear,
consistent messages aligned with brand positioning tend to generate more positive
perceptions, reinforcing consumer familiarity and trust. Consistency between the
communicated message and the actual brand experience proves essential to avoid
negative perceptions associated with advertising intrusiveness, thereby contributing
to a more effective influence on purchasing behavior (Moorlock et al., 2023; Nobre et
al,, 2023).

The results also highlighted the impact of outbound communication on brand loyalty.
Repeated exposure to consistent advertising messages strengthens the emotional
bond between consumers and brands, increasing the likelihood of repurchase and
loyalty. Campaigns that use engaging narratives and symbolic appeals contribute to
the creation of positive brand associations, reinforcing brand identity and perceived
value (Das, Saha & Roy, 2021). However, the literature emphasizes that excessive
advertising stimuli may compromise these effects, leading to communication fatigue
and reduced strategy effectiveness.

Additionally, the systematic review revealed that consumer responses to outbound
marketing vary significantly according to cultural context. In Western markets,
consumers tend to value advertising messages that emphasize authenticity,
transparency, and brand proximity, whereas in Asian markets outbound
communication associated with prestige, authority, and institutional recognition has
a greater impact (Gilal et al., 2022; Das et al, 2022). These cultural differences
reinforce the need to adapt outbound marketing strategies to the specific
characteristics of each market, considering values, consumption habits, and
predominant communication channels.

In summary, it is concluded that outbound marketing continues to significantly
influence consumer purchasing behavior when applied strategically, ethically, and
adapted to cultural context.
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