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Midocean University
College of Media and Marketing

Bachelor of Digital Marketing

Research submitted as part of the graduation project for the Bachelor of Digital
Marketing program

Research Title:

1. Consumer attitudes towards the use of augmented and virtual reality
in marketing

Independent variable:

Attitude towards the use of augmented and virtual reality

Dependent variable:

Intention to try or purchase

Proposed dimensions or indicators for measurement:

Knowledge of the technology, perceived usefulness, ease of use,
enjoyment, trust.




2. The impact of the use of Al-generated models in fashion
advertisements on consumer trust and purchase intention in the
Kingdom of Saudi Arabia.

Independent variable:

The use of Al-generated models in fashion advertisements.

Dependent variable:

Consumer trust, purchase intention

Proposed dimensions or indicators for measurement:

Attitude towards Al models, trust, purchase intention, perceived utility,
enjoyment.

3. The impact of advertisements targeted at children on purchase
intention and parental demand.

Independent variable:

Advertisements to which children are exposed via YouTube and their
marketing characteristics.

Dependent variable:

Children’s purchase intention; actual behaviour of requesting items
from parents.

Proposed dimensions or indicators for measurement:

Frequency of exposure to digital adverts; appeal of advert content;
credibility; promotional incentives; purchase intention; intention to
request items from par
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