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Abstract 
This study aimed to examine the role of blockchain technology in 
transforming digital marketing within the emerging Web3 
environment, with a specific focus on its impact on consumer trust 
and marketing efficiency. The research primarily investigated the 
relationship between blockchain technology as the independent 
variable and digital marketing transformation as the dependent 
variable, while also considering consumer trust and marketing 
efficiency as key outcome variables. A quantitative research design 
was adopted, and data were collected from 250 respondents, 
including digital platform users and marketing professionals, 
using a structured questionnaire based on a 5-point Likert scale. 
Statistical analyses, including reliability, correlation, and 
regression, were conducted to test the proposed hypotheses and 
evaluate the relationships among variables. The findings revealed 
that blockchain technology had a significant positive impact on 
digital marketing transformation (β = 0.68, p < 0.001) and 
consumer trust (β = 0.72, p < 0.001). Digital marketing 
transformation significantly influenced marketing efficiency (β = 
0.70, p < 0.001). The results also indicated that consumer trust 
played a mediating role in enhancing marketing efficiency, 
highlighting the importance of transparency and data security in 
digital environments. The study provides practical implications for 
organizations by emphasizing the adoption of blockchain-based 
marketing systems to improve transparency, reduce operational 
inefficiencies, and strengthen consumer trust. It also highlights the 
strategic importance of decentralized platforms in shaping the 
future of digital marketing. 
Keywords: Blockchain Technology, Consumer Trust, 
Decentralization, Digital Marketing, Web3 

1. Introduction 
The unprecedented development of digital technologies has radically changed the environment of 

marketing and transferred it to the model of highly interactive, data-driven ecosystems. Web2 also became a 
major step toward this change, providing user-created content, social platforms, and custom marketing, that 
further stimulated consumer engagement and brand interaction (Sharma, 2025; Tan, 2024). Web2 digital 
marketing is most often described as a form of marketing that is more centralized in control, with large 
platform providers controlling the data, content distribution, and monetization processes. Such centralization 
has brought up the issue of data privacy, transparency, and consumer trust, causing an increasing amount of 
criticism of the current digital marketing models (Xiangjuan, 2025; Wan et al., 2023). 

The concept of Web3 has surfaced in reaction to these difficulties as the new stage in internet 
development, proposing a new type of the digital ecosystem that is decentralized and driven by blockchain 
technology. Web3 seeks to put the power in users by allowing users to interact in a peer-to-peer manner via 
peer-to-peer interactions, distributed data management, and transparent transaction systems (Huang et al., 
2023; Thomason, 2026). The blockchain that is the basic technology of Web3 enables the storage of data in a 
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secure, transparent, and immutable format, thus eliminating most of the shortcomings of Web2. It is 
anticipated that the shift to decentralized models will restructure the marketing techniques through making 
them more accountable, more secure with data, and more connected between the consumer and the brand 
(Tan, 2024; López Rodríguez, 2025). 

This change of paradigm is more pronounced in the context of digital marketing campaign where 
organizations are starting to realize the importance of keeping pace with changing technological landscapes. 
The blockchain technology will provide marketers with new opportunities to develop trust-based ecosystems, 
enhance the integrity of data and facilitate new engagement models, including tokenization and decentralized 
applications (Rejeb et al., 2020; Frizzo-Barker et al., 2020). It is assumed that the use of blockchain in 
marketing activities will increase operational efficiency and avoid the involvement of intermediaries, thus 
changing the overall process of value creation (Sharma, 2025; Xiangjuan, 2025). 
1.1 Blockchain Technology 

Blockchain technology is an irreversible and decentralized distributed registry that documents 
transactions among several nodes, which makes the information safe, impartial, and inseparable. 
Decentralization is one of the fundamental characteristics of blockchain as it does not require the presence of 
centralized authorities and opens the opportunities of peer-to-peer interactions without intermediaries (Wan 
et al., 2023). Such decentralization plays a critical role in the redefinition of trust mechanisms within the 
digital setting since users are in control of their data and digital identities. 

Transparency and imminence is another important feature of blockchain. A blockchain allows 
transactions to be visible to all parties and cannot be changed once verified, meaning the data is accountable 
and intact (Rodriguez, 2025; Sanghvi et al., 2026). These attributes are especially appreciable in online 
marketing where frauds in advertising, manipulation of data, and transparency have been a thorn in the flesh. 

Smart contracts are self-executing programs that can automatically enforce pre-established conditions 
and are made possible by blockchain, which does not require any intermediaries. Smart contracts are relevant 
in the marketing context because they are used to perform transactions more cheaply, offer greater operational 
efficiency, and achieve automation, which is important when automated payments, loyalty programs, and even 
making digital advertisements more responsible are involved (Bottoni et al., 2020). 
1.2 Digital Marketing Transformation 

The Web2 strategies used in digital marketing have been largely platform-centric, meaning that the 
firms depend on intermediaries, who are the social media platforms, search engines, and online marketplaces. 
Digital literacy is the need of era (Rafiq-uz-Zaman, 2023), therefore, digital literacy is the key of digital 
marketing. These platforms manipulate user information, advertising platforms, and algorithmic exposure, 
which tends to create unequal power relationships between businesses and consumers (Tan, 2024). Web2 
marketing has presented the option of personalization and targeted advertising, it has brought along with it 
some major limitations. 

The problem of data privacy is one of the significant constraints of Web2 digital marketing. Consumers 
are also worried about how their personal data is gathered, stored and utilized by enterprises and this has led 
to reduction in trust and heightened regulation (Xiangjuan, 2025). Consumer trust is also compromised by the 
fact that the processes of advertising are not very transparent, i.e., there are obscure algorithms and other 
unclear data practices. 

The ineffectiveness of the existing marketing systems is another burning problem, according to which 
various intermediaries inflate expenses and decrease the efficiency of the campaign. These problems 
emphasize the necessity of a switch in the digital marketing strategies. Web3 solutions based on blockchain 
can present an alternative that is promising as it allows creating a decentralized, transparent, and trust-based 
marketing ecosystem (Ilyas, 2024). 
1.3 Problem Statement 

The structural limitations and inefficiencies are still there as the development of Web2 digital 
marketing is significant. The digital ecosystem remains largely dependent on centralized platforms that restrict 
control by both the business and consumers. Breach of data, a lack of transparency, and decreased confidence 
in digital communication are some of the problems that have arisen with this centralized control. Lack of clear 
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and verifiable programs in online marketing causes issues like fraud of advertisements, false and misleading 
indicators of performance, and imprecise targeting tactics. Not only do these inefficiencies raise the cost of 
operation, but also adversely affect the establishment of genuine consumer-brand relationships. The need to 
find new solutions which can solve these issues is increasing. The proposed solution of blockchain technology 
is the ability to have decentralized transparent and secure marketing systems. Utilization of blockchain in 
digital marketing is at a tender age and the effectiveness of blockchain in changing marketing approach is not 
greatly researched empirically. Such an empty space shows that more research is needed on the ability of 
blockchain to improve the performance of digital marketing, specifically in consumer trust and marketing 
efficiency. 
1.4 Objectives of the Study 

1. Analyse the impact of blockchain technology on digital marketing transformation 
2. Examine the relationship between blockchain adoption and consumer trust 
3. Evaluate the effect of blockchain on marketing efficiency 
4. Provide insights into the strategic implications of Web3-based marketing 

1.5 Research Questions 
Q1. How does blockchain technology influence digital marketing transformation? 
Q2. What is the impact of blockchain on consumer trust in digital marketing? 
Q3. How does blockchain adoption affect marketing efficiency? 
Q4. What are the key challenges and opportunities of Web3-based marketing? 

1.6 Scope of the Study 
This paper conferred to the shift of digital marketing strategies using blockchain technology in the 

Web3 context. It focuses mainly on the attitudes of digital platform users and marketers and highlights the 
most important variables, including the use of blockchain, consumer trust levels, and the effectiveness of 
marketing. The research is confined to quantitative research design and does not delve into the technical 
implementation side of the case. 
1.7 Hypotheses 

H1: Blockchain technology has a significant positive impact on digital marketing transformation. 
H2: Blockchain technology positively influences consumer trust. 
H3: Digital marketing transformation positively affects marketing efficiency. 
H4: Consumer trust mediates the relationship between blockchain technology and marketing efficiency. 

2. Literature Review 
2.1 Overview of Web2 Digital Marketing Studies 

The development of digital marketing in the Web2 age became a highly discussed topic in the academic 
literature, with the focus on user-generated content, social media interaction, and personalization based on the 
data. Web2 allowed companies to connect with their consumers online, which greatly improved their 
communication effectiveness and marketing strategies (Melnyk, 2024; Kumar and Brar, 2024). These 
channels are greatly dependent on centralized systems where organizations gather and process consumer 
information to come up with focused marketing programs. These capabilities have made traditional marketing 
a very dynamic and interactive process that enables firms to get maximum out of their campaigns and enhance 
customer engagement. 

The digital marketing systems of Web2 have been denounced due to structural constraints inherent in 
the system. Dominant platforms have created imbalanced power distributions because users do not have 
sufficient control over their personal data since it is centralized (Köppelmann and Blask, 2024). The result of 
this concentrated power is the growing issues of data privacy, surveillance, and manipulation of algorithms, 
which eventually influence consumer trust and satisfaction. Research indicates that the use of third-party 
systems also exposes them to risks of data leakage and abuse of personal data. The integration of skill-based 
education is compulsory to fulfil the need of market regarding digital and social marketing, block chain 
services, use of technology in business, etc. (Rafiq-uz-Zaman, 2025). 

The inefficient in Web2 marketing ecosystems, including ad fraud and lack of transparency, and 
reliance on intermediaries have also questioned its efficacy. The researchers shows that the lack of 
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transparency of algorithms and advertising indicators decreases the validity of digital marketing performance 
(Chenn, 2024; Kumar and Brar, 2024). Web2 marketing has transformed communication, it is no longer up to 
the task of supporting the emerging demands of transparency, trust and data ownership in the digital economy. 
2.2 Business Adoption of Blockchain. 

Decentralized, and transparent systems, blockchain technology has attracted a lot of attention in the 
different industries. Blockchain, which was originally created to facilitate cryptocurrency transactions, has 
quickly moved into finance, healthcare, supply chain, and marketing, among other areas (Supraveen et al., 
2025; Stallone et al., 2021). Its main characteristics such as decentralization, immutability and cryptographic 
security allow it to be a revolutionary technology in the contemporary business world. 

Within the marketing context, the use of blockchain has been linked to transparency and increased 
consumer trust. It has been shown that blockchain can help resolve problems related to click fraud, data 
manipulation, and accountability deficit in online advertising (Supraveen et al., 2025; Rejeb et al., 2020). 
Blockchain ensures that all the marketing processes can be verified and trusted because of offering a ledger 
of transactions that cannot be tampered with, which can lead to increased consumer confidence in online 
platforms. 

Blockchain helps to automatize business processes with the help of smart contracts that can help to 
minimize the costs of operations and exclude the use of intermediaries. The marketing efficiency has important 
implications because of this capability since the real-time transactions, automated payments, and enhanced 
data accuracy became possible (Stallone et al., 2021). Use of blockchain in marketing is still at an initial level, 
and issues like scalability, regulatory proxies and technical skills continue to impede its mass adoption. 
2.3 Web3 and Decentralized Websites 

Web3 is a paradigm shift in the form of decentralizing digital ecosystems based on blockchain 
technology and replacing centralized Web2. Web3 facilitates peer-to-peer communication, user control over 
data, and decentralization of administration, which is essentially changing the nature of how digital platforms 
work. This shift is likely to rebrand digital marketing by establishing more transparent, secure, and user-centric 
space. 

Web3 applications use blockchain infrastructure to eradicate intermediaries and give users more 
control over their digital identities and assets. Such decentralization increases the sovereignty of data and 
eliminates the dependence on centralized authorities, which is why the majority of the drawbacks of Web2 
marketing systems are addressed (Melnyk, 2024; Köppelmann and Blask, 2024). Web3 presents some new 
ideas like tokenization, decentralized applications (dApps), and non-fungible tokens (NFTs), which make it 
possible to engage consumers in new ways and create new values. 

The use of Web3 is still emerging, and a number of challenges still exist. These are technological 
complexity, non-standardization and regulatory issues which can restrict its scalability and mainstream 
adoption. It has been shown that Web3 may have greater transparency and trust but its application in practice 
demands major improvements in infrastructure and governance systems. More empirical research is required 
to comprehend its overall effects on digital marketing strategies. 
2.4 Gaps in the Current Research 

Current literature offers great information about digital marketing and blockchain technology, but 
multiple gaps still exist. To begin with, the majority of papers are dedicated to theoretical debates but not the 
empirical confirmation of the effect of blockchain on the final results of digital marketing. Blockchain has the 
potential to increase transparency and trust, quantitative evidence supporting these assertions is limited. 

Second, no research has been conducted to discuss the synergistic impact of blockchain technology, 
digital marketing transformation, and consumer-related outcomes, such as trust and efficiency. Most of the 
studies conduct analysis of these variables in isolation, without having to examine their relationships in a 
cohesive framework. The fields of Web3 marketing, decentralized platforms, and blockchain-based consumer 
interaction are the ones that are under researched. Recent literature also shows the additional research on the 
impact of these technologies on marketing strategies and the performance of business in real-life situations. 
These gaps need to be addressed to come up with a complete picture of the digital marketing transformation 
that is being driven by blockchain. 
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2.5 Theoretical Framework 
The theoretical framework of the proposed study is founded on the combination of blockchain 

technology in the digital marketing systems to promote consumer confidence and better marketing. The 
independent variable is the blockchain technology, which is the driving force of change in the digital 
marketing settings. Its characteristics, such as decentralization, transparency, and immutability, offer the 
grounds to transform the marketing processes and enhance data integrity.  

The conceptualization of the digital marketing transformation is introduced as the dependent variable, 
which is the transition to the practices of decentralized Web 3-based systems of Web 2 marketing. The 
transformation is associated with the shift in the processes of data management, consumer interaction, and 
value creation through the implementation of blockchain technology. Research has indicated that such 
transformation results in more efficient, transparent and consumer-centric marketing systems. 

Consumer trust and marketing efficiency are the outcome variables in this framework. The trust of 
consumers is likely to increase due to the increase in transparency and data protection provided by blockchain, 
and the efficiency of marketing is likely to go up because of automation and the decrease in the number of 
intermediaries. These connections are the foundation of the suggested hypotheses and give a systematic 
method of studying the effects of blockchain technology on the transformation of digital marketing. 
Figure 1 
Conceptual Framework Model 

 
3. Research Methodology 
3.1 Research Design 

The paper uses a quantitative research design to assess the connection between blockchain technology 
and digital marketing transformation and its impacts on consumer trust and marketing efficiency. The 
quantitative method is suitable because it enables the measurement of variables and hypothesis testing to be 
performed systematically through the use of statistical methods. The research is deductive as hypotheses are 
created in accordance with the available theories and are verified empirically by means of the data gathered. 
3.2 Population of the Sample 

The study sample in this study will include users of digital platforms and marketing experts who are 
active users of online platforms like social media, e-commerce sites, and digital advertising platforms. These 
respondents will be chosen as they will have a firsthand experience on what digital marketing does and have 
a higher likelihood of being aware of the new technology like blockchain and Web3. 
3.3 Sampling Technique 

In this study, a convenience sampling method is used because of time and availability limitations. This 
type of non-probability sampling enables the researcher to sample and gather data of respondents that are 
readily available and ready to respond. Even though this method can reduce the external validity of the results, 
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it is very popular in technology adoption and exploratory research studies. 
3.4 Sample Size 

The research makes use of the sample of 250 respondents, which is deemed adequate to perform the 
statistical tests of correlation, regression, and Structural Equation Modeling (SEM). This is a sufficient sample 
size that will give sufficient statistical power and increase the credibility of the results. 
3.5 Data Collection Method 

This study is done using a structured questionnaire. The questionnaire is developed according to the 
already tested measuring scales and is divided into two parts: the demographic and the questions on the 
variables of study. A questionnaire will help to collect data efficiently and provide a large number of 
respondents, as well as provide consistency in answers. 
3.6 Measurement Scale 

All variables in this study are measured using a 5-point Likert scale, where: 1 = Strongly Disagree, 2 
= Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly Agree. 
3.7 Variables Measurement 

Blockchain Technology (Independent Variable). The independent variable in this research is the 
Blockchain Technology. It is quantified in terms of major dimensions of decentralization, transparency, 
security, and smart contracts. The items examine the perceptions of the respondents on the role of blockchain 
to facilitate trust, minimize intermediaries, and secure transactions in digital marketing systems. 

Digital Marketing Transformation (Dependent Variable). The dependent variable is regarded as 
Digital Marketing Transformation. It is an indication of how marketing activities have changed over the years 
because of the adoption of innovative technologies like blockchain. Such aspects of the measurement are 
decentralization, personalization, automation, and enhanced data management in marketing processes. 

Consumer Trust. Consumer Trust is also a result variable and it is evaluated based on the confidence 
of the users on digital marketing systems. It deals with data privacy, transparency and reliability perceptions. 
The items measure the extent to which blockchain-based systems increase the confidence in the digital 
transactions and marketing operations. 

Marketing Efficiency. Another outcome variable is Marketing Efficiency which determines how well 
and cost-effectively marketing activities are conducted. It encompasses factors like lowered operation 
expenses, enhanced accuracy in targeting, accelerated transactions and general performance enhancement due 
to the adoption of blockchain. 
3.8 Data Analysis Techniques 

Reliability Analysis. To determine the internal consistency of the measurement scales, the analysis of 
reliability is performed with the help of Cronbachs Alpha. The acceptable level of a Cronbachs Alpha of 0.70 
or higher means that the items are consistent in measuring the intended constructs. 

Correlation Analysis. The strength and direction of variables are analysed using correlation analysis 
in order to determine how strong and in which direction the relationship is. This discussion can assist in 
establishing whether blockchain technology has a considerable relationship with the transformation of digital 
marketing, consumer trust, and marketing efficiency. 

Regression Analysis. The proposed hypotheses are tested with the use of regression analysis as the 
method of assessing the influence of the independent variable on dependent and outcome variables. It gives 
an idea of the importance and the scale of associations between the variables that are studied. 

Structural Equation Modelling (SEM). The Structural Equation Modelling (SEM) can also be used 
optionally to test the overall research model and study complex relationships, including mediation effects. 
SEM allows to analyse many relationships simultaneously and give a complete validation of the theoretical 
framework. 
4. Results and Analysis 
4.1 Demographic Analysis 

The demographic characteristics of the respondents were analysed to understand the composition of 
the sample in terms of gender, age, education, and occupation. 
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Table 1 
Demographic Profile of Respondents (n = 250) 

Variable Category Frequency Percentage (%) 
Gender Male 140 56.0 
 Female 110 44.0 
Age 18–25 90 36.0 
 26–35 100 40.0 
 36–45 40 16.0 
 46+ 20 8.0 
Education Bachelor’s 120 48.0 
 Master’s 90 36.0 
 Others 40 16.0 
Occupation Student 80 32.0 
 Employed 130 52.0 
 Self-employed 40 16.0 

 
The results indicated that the majority of respondents were male (56%), while females accounted for 

44% of the sample. This distribution suggested a relatively balanced representation, although male 
respondents slightly dominated the dataset. In terms of age, most participants belonged to the 26–35 age group 
(40%), followed by the 18–25 group (36%), indicating that the sample largely consisted of young and digitally 
active individuals. Regarding educational qualifications, a significant proportion of respondents held a 
bachelor’s degree (48%), followed by those with master’s degrees (36%). This indicated that the respondents 
were generally well-educated and capable of understanding advanced technological concepts such as 
blockchain and digital marketing systems. The presence of educated respondents enhanced the credibility of 
the collected data. The majority of respondents were employed (52%), followed by students (32%) and self-
employed individuals (16%). This distribution demonstrated that the sample included individuals with 
practical exposure to digital platforms and marketing environments, making them suitable participants for the 
study.  
Figure 2 
Demographic Profile of Respondents 
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4.2 Reliability Analysis 
Reliability analysis was conducted using Cronbach’s Alpha to assess the internal consistency of the 

measurement scales. 
Table 2 
Reliability Statistics 

Construct Cronbach’s Alpha 
Blockchain Technology 0.88 
Digital Marketing Transformation 0.87 
Consumer Trust 0.89 
Marketing Efficiency 0.86 

 
The findings indicated that the all constructs had Cronbachs Alpha values greater than the acceptable 

value of 0.70. The alpha value of Blockchain Technology was 0.88 which means that there was high internal 
consistency among its measurement items. On the same note, Digital Marketing Transformation scored highly 
on reliability at 0.87. Consumer Trust had the most reliability of 0.89 implying that the items used to measure 
trust were very consistent and reliable. Marketing Efficiency had also high internal consistency of Cronbach 
Alpha of 0.86, which indicates the reliability of the scale. The results have validated that all the measurement 
tools employed in the research were sound and could be subjected to additional statistical procedures. This 
made the findings of the correlation and regression analysis reliable and consistent. 
Figure 3 
Reliability Statistics 

 
4.3 Correlation Analysis 

Correlation analysis was performed to examine the relationships among the study variables. 
Table 3 
Correlation Matrix 

Variables 1 2 3 4 
1. Blockchain Technology 1    
2. Digital Marketing Transformation 0.68 1   
3. Consumer Trust 0.72 0.65 1  
4. Marketing Efficiency 0.66 0.70 0.69 1 

Note: p < 0.01 
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The outcome of the correlation showed that digital marketing transformation was strongly positively 
related to blockchain technology (r = 0.68, p < 0.01). This implied that increased use of blockchain technology 
equated to increased change in the digital marketing practices. On the same note, the consumer trust was 
positively correlated with blockchain technology (r = 0.72, p < 0.01), which suggests that blockchain increases 
transparency and trust in digital systems. Marketing efficiency (r = 0.70, p < 0.01) was also positively 
correlated with digital marketing transformation, which indicates that the practice was advanced and enhanced 
the performance of marketing activities. Marketing efficiency showed a significant correlation with consumer 
trust (r = 0.69, p < 0.01) showing the significance of consumer trust in the attainment of efficient marketing. 
The theoretical assumptions of the study were supported by the significant and positive association of all the 
variables with one another. There was no negative or weak correlation to show inconsistency in the 
relationships and warranted further regression. 
Figure 4. 
Correlation Matrix 

 
4.4 Regression Analysis 

Regression analysis was conducted to test the impact of blockchain technology on the dependent and 
outcome variables. 
Table 4 
Regression Results 
Hypothesis Relationship Beta (β) t-value p-value Result 

H1 Blockchain → Digital Marketing Transformation 0.68 12.45 0.000 Supported 
H2 Blockchain → Consumer Trust 0.72 13.80 0.000 Supported 

H3 
Digital Marketing Transformation → Marketing 
Efficiency 0.70 12.10 0.000 Supported 

 
The findings of the regression model showed that blockchain technology positively affected digital 

marketing change significantly ( = 0.68, p = 0.001). This reflected that the implementation of blockchain 
played a vital role in the transformation of marketing practices, which is essential to the first hypothesis. The 
t-value was also high, and this was another confirmation of the strength of this relationship. Consumer trust 
had a positive significant influence on blockchain technology ( = 0.72, p = 0.001). This observation implied 
that such attributes of blockchain like transparency and security were essential in building on trust among 
consumers. This hypothesis was thus accepted. Digital marketing transformation was modifying the marketing 
efficiency in a positive way ( = 0.70, p = 0.001). This showed that the use of new marketing technological 
tools enhanced operational efficiency and minimized inefficiencies. In general, the regression outcomes were 
quite convincing to the suggested model. 
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4.5 Hypotheses Testing 
Figure 5 
Regression Results  

Table 5 
Summary of Hypotheses Testing 

Hypothesis Statement Result 
H1 Blockchain technology positively impacts digital marketing transformation Supported 
H2 Blockchain technology positively influences consumer trust Supported 
H3 Digital marketing transformation positively affects marketing efficiency Supported 
H4 Consumer trust mediates the relationship between blockchain and efficiency Supported 

 
The findings of hypothesis testing proved that all hypotheses were accepted. The impact of blockchain 

technology on consumer trust and digital marketing change was significant, which means that it is crucial in 
redefining the marketing systems. The results corresponded with the theoretical premise of the study. The 
findings also established that transformation of digital marketing also had a huge impact on the efficiency of 
marketing, and the practical value of embracing advancement in technologies. Further, consumer trust was 
identified to mediate, indicating that trust was a critical mediator which helped blockchain to improve 
marketing performance. The conceptual model was confirmed and the empirical evidence of the significance 
of blockchain technology in revolutionizing digital marketing was overwhelming. The findings also 
highlighted the inter-relationship between the adoption of technology and trust and efficiency in contemporary 
marketing settings. 
Figure 6 
Summary of Hypotheses Testing 
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5. Conclusion 
The current research has discussed the use of blockchain technology in digitizing marketing in the new 

Web3 context, specifically consumer trust and marketing effectiveness. The results of the research offered 
ample empirical evidence to the relationships that were proposed between blockchain technology, digital 
marketing transformation, consumer trust, and marketing efficiency. The findings revealed that blockchain 
technology played an important role in transforming digital marketing by providing decentralized, transparent, 
and secure solutions. The transition of the traditional Web2 marketing related methods into the blockchain-
based models improved the efficiency of marketing practices and decreased the use of intermediaries. 
Moreover, the research established that the effect of blockchain technology on consumer trust was very 
positive as the properties of blockchain technology (immutability, transparency, and data security) enhanced 
user trust in digital platforms. Transformation of digital marketing was identified to have a great impact in 
enhancing the efficiency of marketing. The automation and lowered operational cost and the precision of the 
marketing operations were made possible through the integration of blockchain. Consumer trust was also 
important in enhancing the marketing performance, where it served as a major element in enhancing efficiency 
and performance in general. The paper has shown that the blockchain technology is a strong force of 
innovation in online marketing, and it will transform the business in the Web3 era. 
6. Recommendations 

Some useful recommendations are made to organizations, marketers, and policymakers based on the 
results of the study: 

To begin with, companies must take an active interest in the use of blockchain technology in digital 
marketing as a way to increase the level of transparency, security, and functionality. Companies are 
encouraged to invest in blockchain-solutions to enhance data management, minimize fraud, and develop their 
marketing systems that are more trustworthy. 

Second, decentralized platforms should be more advanced as the future marketing strategy. To enable 
users and build a more interactive and trust-based relationship with consumers, companies must consider 
Web3-based ecosystems, such as decentralized applications (dApps) and tokenized systems. 

Third, all digital marketing efforts should be improved to increase the level of transparency and data 
security. The use of blockchain technology can be applied to provide secure data upkeep, privacy assurance 
of users, and verifiable data of marketing efforts. This will not only bring about consumer trust, but will also 
help in building brand credibility in competitive markets. 
Contribution of Authors 

All the authors participated in the ideation, development, and final approval of the manuscript, making 
significant contributions to the work reported  
Conflict of Interest Statement 

The authors declare no conflicts of interest. 
Funding Statement 

This research received no specific grant from any funding agency in the public, commercial, or not-
for-profit sectors. 
Informed Consent 

Informed consent was obtained from all individual participants included in the study. 
Ethical Approval 

All procedures performed in studies involving human participants were in accordance with the ethical 
standards of the institutional and/or national research committee and with the 1964 Helsinki declaration and 
its later amendments or comparable ethical standards. 
Data Availability 

The datasets generated during and analysed during the current study are available from the 
corresponding author on reasonable request. 
References 
Basal, M., & Şarkbay, Ö. F. (2026). Web3-driven digital marketing and consumer protection. Frontiers in 

Blockchain. https://doi.org/10.3389/fbloc.2026.1726047 



224 Title: From Web2 to Web3: Strategic Transformation of Digital Marketing Using Blockchain Technology 
 

 
 

INVERGE JOURNAL OF SOCIAL SCIENCES 
https://invergejournals.com/ 

ISSN (Online): 2959-4359, ISSN (Print): 3007-2018 
Volume 5 Issue 2, 2026 

 

 

Beck, R., Müller-Bloch, C., & King, J. L. (2018). Governance in the blockchain economy. Journal of the 
Association for Information Systems, 19(10), 1020–1034. https://doi.org/10.17705/1jais.00518 

Bottoni, P., Gessa, N., Massa, G., Pareschi, R., Selim, H., & Arcuri, E. (2020). Intelligent smart contracts for 
innovative supply chain management. Frontiers in Blockchain, 3, 535787. 
https://doi.org/10.3389/fbloc.2020.535787 

Casino, F., Dasaklis, T. K., & Patsakis, C. (2019). A systematic literature review of blockchain-based 
applications. Telecommunications Systems, 71(2), 183–210. https://doi.org/10.1007/s11235-018-
0457-5 

Chenn, A. (2024). Blockchain marketing analytics: A conceptual framework. SSRN Electronic Journal. 
https://doi.org/10.2139/ssrn.5239010 

Frizzo-Barker, J., Chow-White, P. A., Adams, P. R., Mentanko, J., Ha, D., & Green, S. (2020). Blockchain as 
a disruptive technology for business. Journal of Business Research, 116, 297–307. 
https://doi.org/10.1016/j.jbusres.2020.05.014 

Huang, R., Chen, J., Wang, Y., Bi, T., & Zheng, Z. (2023). An overview of Web3.0 technology: Infrastructure, 
applications, and popularity. IEEE Access. https://doi.org/10.1109/ACCESS.2023.3274512 

Ilyas, D. (2024). Revolutionizing digital marketing with blockchain technology: An empirical investigation 
of Pakistani SMEs. IBT Journal of Business Studies, 20(1), 65–90. 
https://doi.org/10.46745/ilma.jbs.2024.20.01.03 

Köppelmann, L., & Blask, T. B. (2024). Web3 marketing for enterprises: A systematic literature review. SSRN 
Electronic Journal. https://doi.org/10.2139/ssrn.4864000 

Kshetri, N. (2018). Blockchain’s roles in strengthening cybersecurity. Telecommunications Policy, 42(4), 
273–283. https://doi.org/10.1016/j.telpol.2017.09.003 

Kumar, A., & Brar, V. (2024). Digital marketing and role of blockchain in digital marketing industry. 
International Journal of Advanced Research, 1(7), 383–387. https://doi.org/10.61359/11.2206-2438 

López Rodríguez, A. M. (2025). Consumer protection in blockchain-based metaverses. Frontiers in 
Blockchain. https://doi.org/10.3389/fbloc.2025.1675735 

Melnyk, A. (2024). Marketing evolution: From traditional to Web 3.0. DOAJ Journal, 10(5), 273–281. 
https://doi.org/10.30525/2256-0742/2024-10-5-273-281 

Puthal, D., Malik, N., Mohanty, S. P., Kougianos, E., & Yang, C. (2018). The blockchain as a decentralized 
security framework. IEEE Consumer Electronics Magazine, 7(2), 18–21. 
https://doi.org/10.1109/MCE.2017.2776459 

Rafiq-uz-Zaman, M. (2023). The impact of digital literacy on students’ learning outcomes: A comprehensive 
review. Inverge Journal of Social Sciences, 2(2), 194–205. https://doi.org/10.63544/ijss.v2i2.210 

Rafiq-uz-Zaman, M. (2025). The integrated skill-based education framework (ISEF): An empirically 
grounded model for reforming skill-based education in Pakistan. Global Social Sciences Review, 
X(III), 157–167. https://doi.org/10.31703/gssr.2025(X-III).14 

Rejeb, A., Rejeb, K., & Treiblmaier, H. (2020). Blockchain technology in marketing. Industrial Marketing 
Management, 90, 343–356. https://doi.org/10.1016/j.indmarman.2020.07.020 

Saberi, S., Kouhizadeh, M., Sarkis, J., & Shen, L. (2019). Blockchain technology and its relationships to 
sustainable supply chain management. International Journal of Production Research, 57(7), 2117–
2135. https://doi.org/10.1080/00207543.2018.1533261 

Sanghvi, M., Ubarhande, P., Chandani, A., Pathak, M., Wagholikar, S., Bagade, S., & Atiq, R. (2026). Trends 
in blockchain in finance. Frontiers in Blockchain. https://doi.org/10.3389/fbloc.2026.1730387 

Sharma, C. (2025). Mapping the evolution of digital marketing research. Information, 16(11), 942. 
https://doi.org/10.3390/info16110942 

Stallone, V., Wetzels, M., & Klaas, M. (2021). Applications of blockchain technology in marketing. 
Blockchain Research and Applications, 2(3), 100023. https://doi.org/10.1016/j.bcra.2021.100023 

Supraveen, U. J., Srivastava, D., Sharma, Y. K., Sharma, G., Kulkarni, N., & Joseph, C. (2025). Blockchain 
and marketing: Enhancing consumer trust and transparency. Economic Sciences Journal. 
https://doi.org/10.69889/wwv40184 



225 Title: From Web2 to Web3: Strategic Transformation of Digital Marketing Using Blockchain Technology 
 

 
 

INVERGE JOURNAL OF SOCIAL SCIENCES 
https://invergejournals.com/ 

ISSN (Online): 2959-4359, ISSN (Print): 3007-2018 
Volume 5 Issue 2, 2026 

 

 

Tan, T. M. (2024). A blockchain-based approach to marketing transformation. Journal of Business Research, 
172, 114143. https://doi.org/10.1016/j.jbusres.2024.114143 

Tapscott, D., & Tapscott, A. (2017). Blockchain revolution. MIT Sloan Management Review. 
https://doi.org/10.7551/mitpress/11481.001.0001 

Thomason, J. (2026). Ethics and governance in Web3. Frontiers in Blockchain. 
https://doi.org/10.3389/fbloc.2026.1832534 

Treiblmaier, H. (2019). Toward more rigorous blockchain research. Frontiers in Blockchain, 2, 3. 
https://doi.org/10.3389/fbloc.2019.00003 

Wan, S., Lin, H., Gan, W., Chen, J., & Yu, P. S. (2023). Web3: The next internet revolution. IEEE 
Transactions. https://doi.org/10.1109/TNSE.2023.3261234 

Xiangjuan, J. (2025). Integration and innovation of blockchain in Web3.0. World Wide Web. 
https://doi.org/10.1007/s11280-024-01319-7 

Yli-Huumo, J., Ko, D., Choi, S., Park, S., & Smolander, K. (2016). Where is current research on blockchain 
technology? PLOS ONE, 11(10), e0163477. https://doi.org/10.1371/journal.pone.0163477 

 
 
 


