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This study aims to explore the future of e-marketing projects by analyzing
rapid shifts in digital consumer behavior. Using a descriptive-analytical
approach, the results indicate that the sustainability of entrepreneurial
ventures depends on adopting Al technologies and hyper-personalization.
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E-marketing is the cornerstone of digital economic growth. With the rise of
the "smart consumer," it has become imperative for entrepreneurs to reinvent
their business models.
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The problem lies in the gap between current marketing strategies and the
expectations of digital consumers who prioritize speed and privacy.
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. / Identify key shifts in digital 29 ligiuall &gl b <Y gail) aaf yaas
consumer behavior.
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The study is based on the "Technology Acceptance Model" (TAM) to
understand how consumers adopt new digital tools.
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The shift toward "Social Commerce" has become a reality that forces
entrepreneurial projects to be present where consumers interact.
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A descriptive-analytical approach was used to collect data and analyze the
relationships between variables.
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The electronic questionnaire is the primary tool for collecting data from a
random sample.
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Results showed that 70% of consumers prefer personalized experiences
powered by Al
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./ Invest in Big Data analytics.4edall i) Julas 8 Lafiin)

./ Enhance cybersecurity standards.c!ssed) (%) saslaa 3 s
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