?ﬁ‘ IFERP ISSN (Online) 2456 -1304

International Journal of Science, Engineering and Management (IJSEM)
Volume 13, Issue 08, August 2026

Ethical Implications of Al Driven Personalization in
Digital Marketing

[11 Courage Oritsebemigho Gbejoro, [ Abdullahi Abdu lbrahim, B! Timur Inan, ™! Taiye Muktar

U214 Altinbas University, Istanbul, Turkey
[B1 Marmara University, Istanbul, Turkey
Corresponding Author’s Email: M 223721989@altinbas.edu.tr, @ abdullahi.ibranim@altinbas.edu.tr,
Bltimur.inan@Marmara.edu.tr

Abstract— Digital marketing has reached new heights of effectiveness thanks to its integration with Artificial Intelligence (Al). With
Al, digital marketers can now analyze vast amounts of customer data efficiently. Additionally, Al facilitates decision-making based on
this analysis, enabling marketers to meet their goals. This study aims to emphasize the ethical aspects of using Al in digital marketing,
particularly focusing on transparency, customer privacy, fairness, and accountability. It reviews relevant literature and case studies to
evaluate potential risks and suggests ways to enhance the protection of customer data. The research covers the applications of Al in
digital marketing while highlighting the importance of upholding customers® rights to privacy, ensuring fairness in Al algorithms,
maintaining transparency in processes, and holding wrongdoers accountable to an appropriate authority.
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I. INTRODUCTION

With the advancement of artificial intelligence (Al) and its
integration into digital marketing, digital businesses have
made significant progress. In this modern era, digital
marketers can collect data regarding customer preferences
and choices. This vast amount of data can then be analyzed
using Al, which allows for the prediction of consumer
behavior and the creation of targeted campaigns, ultimately
helping digital marketers achieve their goals [1]. While Al
holds great potential in digital marketing, its application
raises ethical concerns such as the privacy of customer data,
obtaining consent before data collection, decision-making on
behalf of customers, algorithmic bias, and transparency in
processes.

% Figure 1b. Al in Digital Marketing

Search \ DIGITAL T_he wides_prea_d_adoption qf Al across variou_s field_s,
engine _.MARKETING particularly in digital marketing, signifies a major shift
optimization towards data-driven  decision-making and  targeted
Search campaigns. Al algorithms, which are trained through
engine machine learning, can process large volumes of customer
marketing . . . e . \
data. This analysis vyields insights into customers
e WL preferences, dislikes, and purchasing habits [2]. Thanks to
Al-based personalization approaches supported by advanced
B-& . algorithms, marketers can now provide each consumer with a

Sqedl lized experience, tailored product dati
medla personalized experience, tailored product recommendations,

marketing and precise advertisements [2]. Opportunities for customer

contact, conversion rates, and brand loyalty are presented by

the application of this highly customized approach [3].

Figure 1a. Al in Digital Marketing Unquestionably, the application of Al and machine learning
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to digital marketing has ushered in a new era of
customer-centric marketing tactics that are customized to
each customer's unique needs and preferences. However, the
ethical issue of customer data privacy cannot be overlooked.

Customers benefit from this technology as they receive
advertisements for products and brands they prefer, and Al
algorithms often assist them in making purchasing decisions
[1]. However, the ethical consideration of consumer consent
is relevant here, as Al algorithms make decisions or aid
customers without their explicit consent. Pre-programmed Al
algorithms target consumers using collected data, providing
personalized advertisements and recommendations that can
influence their decision-making abilities [3].
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Figure 2. Device and Information Flow

The ethical implications of data privacy and informed
consent are critical to discussions regarding Al in digital
marketing. Users frequently provide access to their personal
information without realizing how it will be used [4]. Striking
a balance between data-driven advertising and user privacy
requires transparent data policies and effective consent
mechanisms [5], [6]. Frameworks like the General Data
Protection Regulation (GDPR) in the European Union
highlight the importance of informed consent and empower
individuals to control their data.

Al-driven digital marketing has the capacity to impact
consumer decisions on an unprecedented scale. As Al
analyzes consumer purchasing behavior and employs
algorithms, users are presented with numerous options,
which can obscure the distinction between authentic choices
and those influenced by Al [3], [7]. Marketers encounter
ethical challenges regarding the maintenance of human
autonomy and the ethics of persuasion. Despite the benefits

and potential of this technology, it raises concerns about
digital manipulation without consumer consent. Thus, ethics
necessitates that transparency and informed consent are
integral to this process to empower consumers [1].

The primary ethical issue revolves around consumer
privacy, leading researchers to advocate for stringent data
protection measures. They also emphasize the necessity of
obtaining informed consent from customers regarding the
collection of their data for marketing purposes [3].
Furthermore, researchers recommend that transparency in the
decision-making process of Al should be established;
consumers need to be made aware of how Al reaches its
decisions, which can help reduce the likelihood of biased
outcomes [8]. Additionally, the absence of accountability
measures in the utilization of Al by digital marketers is a
significant concern. Researchers argue that companies
employing Al systems should be held accountable to some
authority, and clear regulations should be created to ensure
that wrongdoers are answerable and that affected individuals
receive mediation and compensation [9]. Holding digital
businesses accountable for their use of Al could foster greater
consumer trust in the process.

Il. BACKGROUND OF THE STUDY

Al is increasingly gaining popularity and becoming a huge
technological force in marketing, but there are ethical
concerns associated with its use that could lead to unintended
effects on individual customers, consumers and society [1].
Transparency, privacy, equity, and accountability are among
the ethical concerns surrounding Al's use of consumer data to
analyze and make decisions and predictions.

Transparency is the most important ethical consideration
when using Al in digital marketing. Customers usually don't
realize they are being watched or how their information is
gathered and used to inform Al-powered decisions. Because
of this ignorance, customers are referred to as "Black Boxes,"
which makes it difficult for them to grasp how their data is
monitored and used in marketing campaigns. [10].
Consequently, transparency in Al is vital for consumers to
grasp how decisions are made on their behalf. It is also
important to determine who has access to consumer data and
the rationale behind it. The absence of transparency breeds
suspicion regarding potential misuse of this data, creating an
ethical dilemma [11]. Therefore, it is essential for digital
marketers to clarify how Al will be employed to gather
information and target consumers to foster trust and mitigate
transparency issues.

Another ethical concern that arises alongside transparency
in the context of Al in digital marketing is privacy [12]. Al
systems collect and analyze consumer data using algorithms.
The data gathered can encompass consumers' preferences,
dislikes, purchasing behavior, history, and demographic
details. This information is leveraged by Al to enhance the
consumer experience by offering personalized or relevant
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recommendations. However, the collection of personal data
poses a significant threat to consumer privacy [13].

Fairness is another ethical consideration that emerges
when Al algorithms utilize biased data sets to make
decisions. This is a widely acknowledged ethical concern in
Al usage. Al systems can perpetuate existing biases and
discrimination by relying on biased data sets, leading to
unequal outcomes that significantly affect certain groups.
Such algorithms are already in use in the digital landscape;
for example, hiring algorithms may exhibit bias against
women [14], and algorithms employed in criminal justice
systems in various countries can reflect racial biases [15].

To foster fairness, it is essential to reduce the prevalence of
biased data sets, which can be achieved by enhancing the
transparency of the Al decision-making process. Fairness can
also be promoted by holding digital marketers accountable.
This ethical concern arises from the fact that digital marketers
collect consumer data without being answerable to any
authority. Typically, Al systems are privately owned, and
their algorithms are not publicly accessible, complicating the
process of holding anyone accountable. Digital marketers
should be held accountable for any client data breaches and
the negative effects of Al-driven decisions. A framework that
allows customers to contest Al decisions on their behalf
should be established, and they must defend the use of Al in
digital marketing.

Ensuring social and technical accountability is crucial in
the realm of digital marketing. Accountability and
transparency are closely linked; without a clear
understanding of the Al system, making informed decisions
becomes challenging.

I11. METHODOLOGY

This study aims to explore ethical concerns related to the
application of artificial intelligence (Al) in digital marketing,
with a particular emphasis on the transparency of processes,
consumer data privacy, as well as the algorithms that decide
for customers. The study uses a qualitative research
methodology to analyze relevant case studies and scholarly
databases in order to comprehend the ethical issues raised by
Al in the context of digital marketing. A comprehensive
examination of ethical issues pertaining to Al-driven digital
marketing is made easier by the qualitative study design
because qualitative techniques are good at capturing complex
perspectives and contextual information.

The analysis of academic papers and case studies aids in
identifying ethical dilemmas, consumer privacy issues, and
the influence of Al on decision-making processes in digital
marketing. Each case study undergoes a detailed examination
that focuses on specific ethical concerns, privacy
implications, and shifts in consumer behavior resulting from
Al-driven marketing strategies. A comparison of these case
studies improves comprehension of the diverse ethical issues
that various platforms face.

By conceptually examining the complex relationships
between Al's potential and ethical marketing requirements,
this study seeks to respectfully add to the growing discussion
on the responsible use of emerging technologies and offer a
cooperative, well-balanced future.

A. Artificial Intelligence and Digital Marketing

Artificial Intelligence (Al) refers to "programs, algorithms,
systems, or machines that demonstrate intelligence” and can
be defined as "the use of computational machinery to emulate
capabilities inherent in humans.”. Unlike humans, Al is
capable of processing vast amounts of data to identify
patterns, make decisions, and form judgments similar to
human reasoning. Al is founded on three core concepts that
enable machines to think and function like humans: “machine
learning, deep learning, and neural networks”. Machine
learning is a subset of Al that allows machines to learn and
act like humans, consisting of two types: supervised learning,
which requires some oversight similar to a teacher-student
dynamic, and unsupervised learning, where machines learn
independently by categorizing data based on characteristics,
features, and patterns. Deep learning uses artificial neural
networks that mimic brain cells to simulate the human brain.
These artificial neurons are built using human-written code,
in contrast to biological neurons. Al can mimic human brain
activity to react to its environment by using these neural
networks. [16].

Technological advancements, like Al and big data
analytics (BDA), create a competitive landscape for
marketers by providing products and services tailored to
customer needs and preferences. Additionally, these
technologies have fundamentally transformed global
organizational operations by adopting a customer-centric
approach, leading to organizational growth [17]. By using
real-time data tracking, artificial intelligence (Al) helps
businesses not only make decisions that meet customer needs
but also engage in and keep customers. This information
includes internet behavior, likes, dislikes, and purchasing
habits. Moreover, Al tools can predict customer actions and
offer suitable options based on their data [18]. These tools are
effective in discerning customer expectations and suggesting
future actions [19]. The application of Al in digital marketing
will be further elaborated upon in the following sections.

B. Al and Machine Learning in Digital Marketing
Procedures

Al in digital marketing leverages machine learning to
understand consumer behavior and preferences. This enables
marketers to create tailored campaigns that resonate with
individual consumers, driving higher engagement and sales.
Machine learning algorithms are able to recognize patterns
and insights in data that are almost impossible for the human
mind to process. Such predictive and decision-making
analytics can advance to the level of marketing strategies
with machine learning [20]. Machine learning algorithms
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enhance analytics and predictions, allowing marketers to
forecast trends and improve campaign performance.
Additionally, Al automates routine processes, freeing
advertising personnel to concentrate on innovation and
planning development. Chat bots powered by Al enhance
consumer relationships by offering prompt, individualized
responses. Furthermore, systems powered by Al facilitate the
creation of dynamic content, ensuring that advertising
campaigns successfully connect with the target audience
[21].

C. Data Collection

Data in the context of artificial intelligence refers to the raw
facts and numbers that are gathered, organized, and examined
in order to obtain significant insights and knowledge. Data
serves as the driving force behind machine learning
algorithms and other Al technologies. It forms the foundation
for training and refining Al models, encompassing both
structured data (like databases and spreadsheets) and
unstructured data (such as text, images, and videos). Data is
crucial to digital marketing strategies, providing insights into
customer behaviors and preferences. For instance, an
e-commerce company may utilize data analytics to evaluate
previous customer purchases. Business can create focused
marketing efforts and provide tailored product suggestions by
determining which products are frequently purchased jointly
Demographic data also aids sellers and advertisers in
conducting targeted advertising. Monitoring user activity,
such as the sites seen and the amount time they spend on each
page, can also help to improve the user experience. Marketers
may improve website design, structure, and contents by
analyzing this data, guaranteeing a smooth and interesting
user experience.

Croud Off-the-shelf Generative Al
Sourced Datasets
Automated

Fig 3 Data Collection Methods

IV. RESULTS AND DISCUSSION

A. Facebook’s Facial Recognition Technology

Facebook introduced a facial recognition system that
identified individuals in photos, prompting users to tag them.
While the technology enhanced user interaction, it raised
significant privacy concerns. Through this innovation,
Facebook gathered millions of photos and user data;
although, the company never sold this technology to third
parties and utilized it exclusively on its platform.
Nevertheless, Facebook faced serious privacy and legal
concerns as a result of the technology. In 2019, . In 2019, the
American Civil Liberties Union (ACLU) accused Facebook

of collecting biometric data without consent, leading to a $5
billion fine and the discontinuation of the system. This case
highlights the ethical dilemma of using advanced technology
without transparent consent mechanisms [22].
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Fig 4. Facial Recognition

As a result, the FTC imposed a $5 billion fine on Facebook
to settle these complaints, which led to the discontinuation of
the "Facial Recognition System". According to Meta
spokesperson Jason Grosse, "Facebook has not ruled out
incorporating facial recognition technology into future
products”.

B. TikTok’s Personal Data Collection

TikTok is a social media platform that allows users to
create, distribute, view, and search for short videos,
predominantly appealing to younger audiences who utilize
humor, lip-syncing, singing and dancing as a means of
expressing themselves [23]. The application, which is owned
by the Chinese corporation ByteDance, has been installed
122 million times in the US and 1.5 billion times globally
[24]. TikTok, faced scrutiny for collecting personal data from
minors, including location and contact information [24]. The
Federal Trade Commission (FTC) fined TikTok $5.7 million
in 2019 for violating the Children’s Online Privacy
Protection Act (COPPA). A 2021 study revealed that
"TikTok’s terms and conditions are not presented in ways
that maximise meaningful, informed consent." The terms
consist of eight documents, many of which are challenging to
locate, with only two being visible during the account
creation process. Additionally, the language used in these
documents was complex, and their length led many users to
accept the terms without thoroughly reading them. During the
study, when young TikTok users were asked if they had
meaningfully consented to the data collection, a concerning
67.8% indicated that they did not believe they had provided
meaningful consent. [24].
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Fig 5: TikTok’s Data Collection

This case study emphasizes how crucial data privacy is in
the digital age, especially as more individuals join the online
community. Companies must prioritize user data privacy and
maintain transparency in their data collection practices to
build user trust.

C. Google’s Location Tracking

Since 2014, Google has violated consumer protection laws
for discreetly tracking the movements of its customers.
Digital marketers later purchased this data, which gave them
the ability to target ads according to location and geographic
information. Google faced legal action in 40 U.S. states for
secretly tracking users’ locations and selling this data to
advertisers. The practice, which prioritized profit over user
privacy, resulted in a $392 million settlement. A key
component of Google's advertising business is the frequent
use of location data by law enforcement to identify suspects
in criminal investigations. This information was described by
state investigators as "the most sensitive and valuable
personal information Google collects.” Given that Google
gathers this data without user agreement, this presents ethical
questions. This case raises ethical questions about the misuse
of sensitive data and the lack of transparency in data
collection practices

D. Ethical Implications
Intelligence

in the Use of Artificial

a. Transparency

Transparency is the main ethical issue with Al's
application in digital marketing. Customers frequently don't
realize they are being followed or how their information is
gathered and used to inform Al-driven decisions. Users find
it challenging to understand how their data is gathered and
used in marketing techniques [10], a phenomenon known as
"Black Boxes." For people to comprehend how decisions are
made on their behalf, Al transparency is therefore essential.
Taking into account who has access to customer data and

why is also crucial. A question of ethics is created when
there is a lack of transparency since it raises suspicions about
the abuse of this data [11]. Therefore, it is vital for digital
marketers to clarify how Al will be used to collect data and
advertise to customers, fostering confidence and alleviating
transparency issues.

b. Privacy

Alongside transparency, privacy is another ethical concern
that arise in the application of Al in digital marketing [12]. Al
collects and analyzes consumer data through algorithms,
which can encompass consumers' preferences, purchasing
behaviors, histories, and demographic details. This
information is used by Al to improve user experiences by
offering personalized or appropriate suggestions. However,
obtaining such personal information might significantly
threaten consumer privacy [13].

c. Fairness

Fairness becomes an ethical consideration when Al
systems rely on skewed sets of data for decision making.
Fairness is recognized as a significant ethical challenge in Al
applications. Algorithms can perpetuate preexisting biases
and prejudice if they utilize biased data, leading to uneven
outcomes that disproportionately affect certain groups. For
instance, algorithms wused in hiring practices often
discriminate against women [14], and those in judicial
systems in various countries exhibit racial biases [15]. To
foster fairness, it is crucial to address this growing prevalence
of biased data sets, which could be accomplished by
enhancing the transparency of the Al decision-making
process.

d. Accountability

It is also possible to attain fairness by holding digital
marketers responsible. This raises an ethical concern
regarding the collection of consumer data, as marketers often
operate without accountability to any governing body.
Typically, Al systems are proprietary, and their algorithms
are not publicly accessible, making accountability
challenging. Marketers ought to defend their application of
Al in digital marketing and establish a procedure that allows
consumers to contest Al-generated decisions made on their
behalf. Businesses should also implement strategies like clear
Al design and deployment rules, regular Al system audits,
and making sure interdisciplinary teams are established for
improved Al ethical monitoring for accountability.
Accountability and transparency are closely intertwined,;
without a clear understanding of the Al system, making
informed decisions becomes difficult.

V. RECOMMENDATIONS

Artificial Intelligence (Al) is changing how companies
interact with their audiences in the constantly changing field
of digital marketing. Nevertheless, this advancement presents

16



#4IFERP

ISSN (Online) 2456 -1304

International Journal of Science, Engineering and Management (IJSEM)
Volume 13, Issue 08, August 2026

moral dilemmas that marketers need to properly handle.
Business needs to adopt a critical stance on ethics in Al
marketing and managing the dynamics of Al-enabled
marketing strategies using a number of approaches. The
following suggestions are meant to lessen the ethical
challenges associated with Al's application in digital
marketing. digital marketing.

A. Enhance Algorithmic Transparency

Businesses should adopt practices that clarify Al
algorithms, providing consumers with clear information
about data wusage and decision-making processes.
Transparency can be achieved through user-friendly
interfaces that explain Al's role in personalization and
marketing strategies. By disclosing data sources and the
factors influencing algorithmic decisions, businesses can
foster consumer confidence and trust.

B. User Privacy Protection

Data should be safeguarded through stringent processes
and procedures. Additionally, informed consent from users
must be obtained, and regulatory frameworks like GDPR
should be established globally to protect user data and
privacy.

C. Bias Mitigation

Regular audits conducted by regulatory bodies, such as
GDPR, can help ensure bias mitigation. To further lessen the
possibility of bias, systems must be developed on a variety of
data sets. Regulatory authorities should also formulate
standard rules and regulations applicable worldwide.

D. Ethical Advertising Techniques

Businesses ought to avoid deceptive advertising practices
and other forms of manipulation. When used ethically and
with good intent, Al can help prevent such deceptive
practices.

E. Continuous Monitoring and Evaluation

Digital businesses utilizing Al to process and gather
consumer data should implement standard operating
procedures for ongoing monitoring and evaluation. This
approach will facilitate self-assessment and auditing while
ensuring that ethical implications are prioritized in Al
applications.

VI. CONCLUSION

Artificial intelligence has fundamentally transformed
digital marketing, making it easier for marketers and users
alike. To ensure responsible Al use while considering user
privacy, transparency, bias mitigation, and fairness, it is
essential to minimize ethical implications. By adopting
ethical practices in digital marketing, businesses can enhance
consumer confidence and trust, fostering a consumer-
oriented ecosystem.
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