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Abstract: The rapid growth of digital technology and global connectivity has 

transformed consumer interactions, yet it has also led to increasing levels of 

digital fatigue emotional and cognitive exhaustion resulting from excessive 

digital engagement. This phenomenon challenges consumers’ ability to sustain 

attention, trust, and satisfaction in an omnichannel marketing environment, 

where seamless integration across online and offline platforms is crucial. This 

conceptual paper aims to develop a theoretical framework that explains the 

relationship between digital fatigue and consumer resilience in the context of 

global omnichannel marketing. Using a literature-based analytical approach, this 

study synthesizes findings from recent research on digital behavior, 

psychological resilience, and global marketing adaptation between 2020 and 

2025. The analysis highlights that while digital fatigue weakens consumer 

engagement and loyalty, resilience functions as a psychological buffer that 

enables adaptation and sustained participation in omnichannel interactions. 

Moreover, cultural and contextual factors moderate the extent to which 

consumers cope with digital stress in different markets. The proposed conceptual 

framework contributes to international marketing theory by emphasizing the 

interplay between technological pressure, consumer psychology, and cultural 

adaptation. Practically, it provides insights for global marketers to design 

strategies that minimize digital fatigue while fostering resilient and sustainable 

consumer relationships across diverse cultural settings. 
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Introduction 

In today’s hyperconnected digital environment, consumers interact with brands 

across multiple touchpoints social media, e-commerce, and physical stores creating a 

seamless yet cognitively demanding omnichannel experience. This unprecedented level of 

digital integration has transformed global marketing practices by enabling personalized 

communication and convenience. However, continuous digital exposure has also triggered 

a psychological strain known as digital fatigue, characterized by cognitive overload, 

emotional exhaustion, and reduced brand engagement (Kaur & Kumar, 2022). Recent global 

surveys indicate that over 60% of consumers report stress and disengagement due to 

excessive online interactions (Statista, 2024), underscoring an urgent need for marketers to 

address the psychological implications of digital connectivity. 
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The phenomenon of digital fatigue represents a critical challenge in global 

omnichannel marketing, where the equilibrium between technological efficiency and 

human connection determines consumer trust and loyalty. Drawing on the Conservation of 

Resources (COR) Theory (Hobfoll, 2021), individuals seek to maintain and protect their 

psychological and emotional resources amid digital overload. Within this framework, 

consumer resilience emerges as a vital adaptive capability enabling consumers to recover 

from digital exhaustion, regulate engagement levels, and sustain satisfaction in increasingly 

digitized environments (Anwar, 2025) (Macca et al, 2024). Resilient consumers exhibit 

greater emotional stability, higher tolerance for technological stressors, and a stronger 

ability to derive positive value from digital experiences. 

Despite its growing relevance, existing research often conceptualizes digital fatigue 

as a technological or behavioral outcome, neglecting the psychological and cultural 

dimensions that shape how consumers cope with digital stress. Likewise, studies on 

resilience have predominantly focused on organizational or social settings, with limited 

exploration of consumer behavior in omnichannel systems (Scarano, 2023) (Rinzkita & 

Winarno, 2025). Consequently, there remains a theoretical gap in understanding how 

psychological endurance and cultural context interact to sustain engagement in digital 

ecosystems. Addressing this gap is essential for advancing international marketing theory 

and developing consumer-centered digital strategies. 

Therefore, this study aims to develop a conceptual framework that integrates digital 

fatigue and consumer resilience within the context of global omnichannel marketing. 

Through a systematic review of recent literature (2020–2025), this paper identifies the 

antecedents, mediators, and outcomes associated with consumer resilience in digital 

environments. The proposed model positions resilience as a strategic psychological resource 

that enhances sustainable engagement, emotional well-being, and brand competitiveness in 

the global digital ecosystem. Practically, this study offers actionable insights for marketers 

to design balanced omnichannel strategies those that combine digital convenience with 

emotional empathy and cultural relevance, ensuring both technological effectiveness and 

consumer well-being in an era of global hyperconnectivity. 

 

Methodology 

Participants / subject / population and sample  

This study adopts a conceptual review approach, designed to synthesize and 

integrate theoretical and empirical insights from previous studies related to digital fatigue, 

consumer resilience, and omnichannel marketing within global marketing contexts. Unlike 

empirical studies, this conceptual paper does not involve direct participants or primary data 

collection. 

Instead, the “population” in this study refers to academic literature including peer-

reviewed journal articles, books, conference proceedings, and professional reports that 

examine consumer psychological adaptation in digitally driven environments. The 

emphasis is placed on identifying conceptual frameworks, theoretical linkages, and 
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empirical evidence that explain how consumers experience and cope with digital fatigue in 

omnichannel ecosystems. 

To ensure theoretical relevance and contemporary validity, the review was limited 

to works published between 2020 and 2025, focusing on post-pandemic marketing 

phenomena where digital transformation accelerated globally. Literature selection was 

guided by three inclusion criteria: 

1. Studies discussing digital fatigue or cognitive overload within marketing or digital 

interaction contexts. 

2. Research exploring resilience or adaptive consumer behavior as a response to 

technological pressure or digital overload. 

3. Studies examining omnichannel, digital engagement, or cross-platform marketing 

strategies connecting consumer experience and brand performance. 

Exclusion criteria included works published before 2020, articles without full-text 

access, and studies lacking theoretical depth related to psychological or cultural dimensions 

of marketing. 

This approach ensures that only the most relevant and credible literature was 

synthesized to build a coherent conceptual model addressing the interaction between digital 

fatigue and consumer resilience in global markets. 

 

Instrument 

The main research instrument employed in this study is systematic literature analysis, 

which serves as a structured method for collecting and evaluating theoretical information. 

The data collection process involved three main stages: 

1. Database Selection: The researcher accessed reputable international databases 

ScienceDirect, Taylor & Francis, SpringerLink, Emerald Insight, and Google Scholar to 

obtain comprehensive and credible academic sources. 

2. Keyword Search: Specific search terms were used to ensure focus and precision, 

including “digital fatigue,” “consumer resilience, “omnichannel marketing,” “digital 

transformation,” “consumer adaptability,” and “cross-cultural marketing.” Boolean operators 

such as AND and OR were used to refine the search and capture variations in 

terminology. 

3. Screening and Evaluation: Each identified article was evaluated based on relevance, 

research quality, contextual fit, and theoretical contribution. Studies that met the 

inclusion criteria were organized thematically to facilitate comparative analysis. 

Unlike traditional quantitative instruments, systematic literature analysis prioritizes 

conceptual extraction identifying definitions, theoretical perspectives, mediating and 

moderating variables, and patterns of relationships across studies. This enables the 

researcher to construct a theoretical synthesis without numerical measurement, focusing on 

conceptual depth and clarity. 
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Data analysis procedures 

The analysis employed a thematic synthesis method, integrating qualitative 

approaches from prior conceptual and empirical literature. The purpose was to identify 

recurring theoretical themes and construct a new model linking digital fatigue, consumer 

resilience, and omnichannel engagement. 

The analysis process consisted of three sequential phases: 

1. Data Reduction: 

Relevant literature was selected and refined based on the inclusion criteria. 

Redundant, outdated, or unrelated sources were excluded. This step ensured analytical 

focus and conceptual consistency across the reviewed works. 

2. Data Categorization: 

The selected studies were systematically grouped into core themes, including: 

• Digital overload and psychological fatigue, describing emotional exhaustion and 

cognitive strain caused by excessive digital exposure. 

• Resilience and adaptive coping mechanisms, examining how consumers regulate stress, 

maintain satisfaction, and restore engagement. 

• Omnichannel integration and consumer experience, analyzing how seamless digital-

physical interactions influence engagement and loyalty. 

3. Conceptual Integration: 

Findings from different themes were synthesized to form a conceptual model explaining the 

interaction between key variables. This model posits that: 

• Cultural context moderates how digital fatigue influences resilience. 

• Brand experience mediates the effect of resilience on sustained engagement and trust. 

• The interaction among these factors determines consumer adaptability and loyalty in 

global omnichannel marketing. 

Through this approach, the study establishes a comprehensive theoretical foundation 

connecting digital psychology and international marketing. The analysis not only integrates 

current findings but also identifies gaps for future empirical validation, contributing to both 

academic literature and managerial practice. 

 

Result and Discussion 

The findings of this conceptual study highlight that digital fatigue and consumer 

resilience are interdependent psychological constructs that play a pivotal role in shaping 

consumer behavior within global omnichannel marketing environments. In an era 

characterized by hyper-digitalization, the seamless integration of multiple digital platforms 

has improved convenience but also introduced cognitive overload, emotional exhaustion, 

and declining engagement among consumers (Kaur & Kumar, 2022). These outcomes reveal 

a paradox in digital marketing: while technological innovation enhances efficiency, it 

simultaneously challenges consumers’ psychological capacity to process constant digital 

stimuli. 
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From a theoretical perspective, this study emphasizes that consumer resilience 

functions as a key adaptive mechanism that allows individuals to cope with and recover 

from digital fatigue. Drawing on the Conservation of Resources (COR) Theory (Hobfoll, 

2021), resilience can be conceptualized as a psychological resource that protects consumers 

from emotional depletion and supports sustained engagement with brands. Resilient 

consumers are more likely to regulate digital overload, maintain satisfaction, and continue 

interacting with brands across multiple touchpoints, even when exposed to excessive digital 

communication (Anwar, 2025) (Macca et al, 2024). 

The proposed conceptual framework suggests that cultural context moderates how 

digital fatigue and resilience manifest in global settings. Consumers in collectivist cultures 

may experience digital fatigue differently compared to those in individualistic societies due 

to varying social norms and emotional coping styles (Rinzkita & Winarno, 2025). For 

instance, collectivist consumers might rely on social support or community-based coping 

mechanisms, while individualistic consumers focus on self-regulation and personal 

boundaries. These cultural differences imply that global marketers must adapt engagement 

strategies to match consumers’ emotional and cognitive thresholds across regions. 

Moreover, the role of brand experience emerges as a mediating factor that transforms 

resilience into sustained engagement and loyalty. When consumers perceive brand 

interactions whether online or offline as authentic, empathetic, and consistent, their 

resilience is reinforced, reducing the negative effects of digital fatigue (Gupta & Verma, 

2021). Positive brand experiences thus act as “emotional buffers,” strengthening consumers’ 

psychological endurance against digital stressors while maintaining trust and commitment 

to the brand. This aligns with emerging findings that emphasize the importance of empathy-

driven marketing and humanized digital communication in maintaining long-term 

consumer relationships (Scarano, 2023) (Pereira, 2024). 

Practically, this study underscores the need for marketers to implement balanced 

omnichannel strategies that promote technological efficiency without overwhelming 

consumers. Companies should design digital ecosystems that integrate personalization and 

automation with elements of human warmth, authenticity, and emotional engagement. 

Practices such as digital detox campaigns, moderated notifications, and empathy-based 

content design can help mitigate digital fatigue while fostering stronger brand–consumer 

relationships. Additionally, leveraging local influencers and culturally aligned narratives 

can enhance resilience by fostering a sense of familiarity and relevance in global audiences. 

Conceptually, this study contributes to international marketing theory by positioning 

consumer resilience as a psychological resource that sustains engagement in the face of digital 

saturation. It extends existing literature on digital engagement by incorporating cultural 

and emotional dimensions, providing a more holistic understanding of consumer behavior 

in omnichannel environments. Furthermore, this framework bridges marketing, 

psychology, and cross-cultural studies, encouraging future empirical research to examine 

how resilience-building interventions and human-centered digital strategies can enhance 

global consumer well-being. 



Jurnal Ekonomi, Manajemen, Akuntansi dan Keuangan Vol: 7, No 1, 2026 6 

 

 

https://penerbitadm.pubmedia.id/index.php/jurnalemak 

Overall, this discussion reveals that the challenge of modern marketing lies not merely 

in technological advancement but in preserving the human element within digital 

experiences. In global markets where cultural diversity and digital intensity coexist, 

consumer resilience serves as the foundation for sustainable engagement, brand loyalty, and 

emotional well-being. Companies that prioritize psychological balance and cultural 

empathy in their omnichannel strategies are more likely to achieve long-term 

competitiveness and consumer trust in the evolving digital era. 

 

Conclusion 

This conceptual study concludes that digital fatigue and consumer resilience are key 

psychological factors shaping consumer behavior in the global omnichannel era. As digital 

integration deepens across markets, consumers experience both enhanced convenience and 

increased psychological strain. The ability to manage this tension depends largely on their 

resilience the psychological capacity to adapt, recover, and maintain engagement despite 

digital overload. 

The proposed conceptual framework highlights that cultural context moderates how 

consumers experience and respond to digital fatigue, while brand experience mediates the 

transformation of resilience into sustained engagement and loyalty. These insights position 

consumer resilience as a strategic psychological resource essential for maintaining emotional 

stability, trust, and long-term relationships in an increasingly digitalized marketplace. 

From a theoretical perspective, this research extends international marketing 

literature by integrating psychological and cultural dimensions into the study of consumer 

engagement. Practically, it encourages global marketers to design human-centered 

omnichannel strategies that balance personalization with emotional well being reducing 

digital fatigue while fostering meaningful and sustainable brand connections. 

Future research should empirically validate this model and explore how emerging 

technologies such as AI-driven personalization, immersive virtual experiences, and digital 

wellness initiatives can be leveraged to strengthen consumer resilience and enhance 

sustainable engagement across diverse cultural contexts. 
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