
          INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT (IJSREM) 

                           VOLUME: 09 ISSUE: 03 | MARCH - 2025                                     SJIF RATING: 8.586                                                        ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM42810                                             |        Page 1 
 

Beyond Automation: Exploring the Role of AI in Personalized Digital 

Marketing: Issues and Challenges 

1Priyanshi Srivastava, 2Dr. Nimish Gupta 
1(Student, Amity Business School) 

2 (Associate Professor, Amity Business School) 
1Amity University, Lucknow, Uttar Pradesh 

1srivastava.priyanshi2120@gmail.com, 2ngupta@lko.amity.edu 
   

 

Abstract—Digital marketing has been transformed by artificial intelligence (AI), especially in customizing customer 

interactions. This study investigates AI-powered tailored marketing and evaluates how it affects customer perceptions, 

engagement, and conversion rates. Results indicate that although AI improves the efficacy of marketing, issues like ethical 

data management and privacy concerns still exist. The report emphasizes that to optimize AI's advantages in digital 

marketing, openness, moral AI adoption, and consumer trust-building are necessary.  
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________________________________________________________________________________________________________ 

I. INTRODUCTION  

The emergence of AI-powered tools that allow for hyper-personalization has caused a rapid evolution in the field of digital marketing. 

To provide personalized content that increases engagement and conversion rates, AI systems examine customer preferences, 

behaviours, and previous interactions. Even though AI has revolutionized digital marketing tactics, there are still many obstacles to 

overcome before it can be widely used, such as privacy issues, integration problems, and moral conundrums. Businesses looking to 

use AI-driven marketing while preserving customer trust must comprehend the ramifications of this technology. 

 

II. OBJECTIVES 

 

This study's main goal is to investigate how artificial intelligence (AI) affects tailored digital marketing, with an emphasis on 

conversion rates, customer engagement, and ethical issues. The study seeks to accomplish the following goals: 

 

• To Examine the Effects of AI-Powered Customization on Conversion Rates and Customer Engagement: Analyse the 

effects of AI-based personalization on brand loyalty, consumer behaviour, and purchase decisions.  

Determine the main AI tools and strategies that increase engagement and boost conversion rates. 

 

• To Determine the Difficulties Companies Face When Combining AI with Conventional Marketing Techniques: 

Examine the challenges businesses face when integrating AI into their current marketing strategies, examine the operational, 

financial, and technological obstacles to the use of AI in digital marketing. 

 

• To Evaluate Customer Concerns About Security, Privacy, and Ethical Concerns in AI-Powered Marketing: 

Recognize how consumers feel and how much they trust AI's usage of personal information, examine the ethical 

ramifications of AI-powered marketing, considering issues of bias, transparency, and possible manipulation.  

 

• Assess the Requirement for Transparency and Ethical Rules in AI-Based Digital Marketing: Determine whether 

industrial rules are necessary to guarantee appropriate AI use. Determine the best practices for ethical data processing, 

consent management, and AI transparency. Suggest regulations that strike a balance between consumer rights and privacy 

protection and AI's marketing potential. 

 

III. SCOPE 

 

The template is used to format your paper and style the text. All margins, column widths, line spaces, and text fonts are prescribed; 

please do not alter them. You may note peculiarities. For example, the head margin in this template measures proportionately more 

than is customary. This measurement and others are deliberate, using specifications that anticipate your paper as one part of the entire 

proceedings, and not as an independent document. Please do not revise any of the current designations. The purpose of this study is 

to examine how artificial intelligence (AI) can improve consumer engagement and conversion rates in tailored digital marketing. The 
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study also looks at the ethical worries customers have about data privacy and transparency, as well as the difficulties companies have 

merging AI with conventional marketing techniques. 

 

Industry Reach: 

 

Applications of AI in a range of industries are covered in this paper, including- E-commerce (such as AI-powered chatbots and 

tailored product recommendations) Retail (such as dynamic pricing and loyalty programs driven by AI) Social media marketing (such 

as targeted advertising and content curation boosted by AI) Financial Services (such as marketing fraud detection and AI-based 

customer insights) Pharmaceuticals and healthcare (e.g., tailored health campaigns and AI-powered patient involvement) 

 

Technological Reach: 

 

The report assesses various AI tools utilized in digital marketing, including- Machine Learning (ML): Using consumer preference 

analysis to provide tailored suggestions. AI chatbots and voice assistants for customer service are powered by natural language 

processing, or NLP. Forecasting customer behaviour and purchase trends is known as predictive analytics. 

Automation Tools: Using AI-powered automation to improve marketing initiatives. 

 

Geographic Reach: 

 

The study's primary focus is on digital customers worldwide, with a particular emphasis on areas like these where AI-driven 

marketing is extensively used: Europe and North America, Asia-Pacific, which includes China and India, Emerging markets where 

the use of digital commerce is increasing 

 

Customer Reach: 

 

The study looks at- Consumer perceptions on marketing personalization powered by AI. variations in the adoption of AI by age, 

gender, and buying behaviour. Privacy, security, and ethical AI practices concerns 

 

Business Extent: 

 

The study focuses on how businesses of all sizes—from start-ups to multinational corporations—incorporate artificial intelligence 

(AI) into their marketing plans. 

 

It draws attention to the difficulties companies have striking a balance between traditional marketing strategies and AI-driven 

customisation. 

 

It investigates how businesses manage regulatory compliance and data privacy issues. 

 

IV. REVIEW OF LITERATURE 

 

Digital Marketing with AI 

 

AI has transformed digital marketing by making it possible to create individualized experiences on a never-before-seen scale. 

Chatbots, recommendation engines, and predictive analytics are examples of AI-powered solutions that have greatly increased 

consumer engagement, claim Kumar and Shah (2020).  

Chaffey (2018) emphasizes how automation powered by AI improves client segmentation, social media tactics, and content 

marketing. 

 

Perceptions of AI in Marketing by Consumers 

 

AI-driven marketing elicits different responses from consumers. Smith and Anderson (2019) stress that although AI personalization 

enhances user experience, privacy issues continue to be a significant obstacle. Binns (2020) talks about how AI can lead to moral 

conundrums, especially when it comes to gathering and using customer data without express agreement. 

 

Privacy and Ethical Issues 

 

AI-driven marketing presents ethical challenges, such as prejudice in AI algorithms and data security threats, according to Arora and 

Gupta (2021).  

According to Chien and Yang (2021), companies that want to win over customers must put an emphasis on openness and moral. AI 

practices. 
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Gap in Literature-  

Although a lot of study has been done on AI in marketing, nothing is known about: 

 

The long-term effects on client loyalty of AI-driven customisation. 

 

The efficiency of using AI into conventional marketing tactics. 

 

How AI-driven marketing is viewed differently by various demographic groups. 

 

V. METHODOLOGY 

 

Design of Research 

 

Data for this study is gathered through surveys as part of a quantitative research strategy.  To find out how consumers felt about AI-

powered marketing, an online survey was sent out. 

 

Methods of Sampling 

 

An online poll was used to choose a sample of 117 respondents.  

The selection of participants was based on their experience with AI-driven marketing and their online shopping habits. 

 

Gathering and Analysing Data 

 

Google Forms was used to collect the data, and descriptive statistics such as frequency distributions and percentage analyses were 

used for analysis. Consumer perceptions of AI personalization were displayed via graphs and charts. 

 

 

VI. FINDINGS 

 

The main conclusions of this study, as determined by the research and survey analysis, are: 

 

1. AI-Powered Personalization Increases Conversion Rates and Customer Engagement 

 

According to 60.7% of respondents, AI-based customisation enhanced their online browsing or purchasing experience. 

37.6% of respondents said they were more interested in brands that employ recommendations and personalized content powered by 

AI. 

 

Chatbots, product recommendations, and predictive analytics are just a few examples of AI-powered solutions that greatly improve 

customer pleasure and interaction. 

 

2. Ethical Issues and Consumer Privacy Concerns in AI-Based Marketing 

 

High worries over data protection in AI-driven marketing were voiced by 57.3% of respondents. 

Of those surveyed, 43.6% expressed unease about AI exploiting their personal information for advertising. 

 

With AI-based marketing methods, consumers anticipate more control and transparency over the collection, storage, and use of their 

personal data. 

 

3. Difficulties in Combining AI with Conventional Marketing Techniques  

 

The intricacy of combining AI with conventional marketing techniques was acknowledged by 35% of respondents. 

 

49.6% of respondents stressed the significance of striking a balance between human-driven marketing strategies and AI 

customisation. 

 

When using AI, businesses have operational, financial, and technological obstacles such as excessive expenses, insufficient 

knowledge, and opposition from conventional marketers. 
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VII. DISCUSSION 

 

Given that most respondents reported improvements in their online purchasing experiences, the study's findings show that AI-driven 

customisation dramatically increases customer engagement and conversion rates. But even while AI is valued for its effectiveness in 

providing personalized information, worries regarding data privacy and moral AI use are still common. Many respondents voiced 

unease about AI accessing their personal information, highlighting the necessity for companies to implement open and moral data 

handling procedures. 

 

The difficulty companies have combining AI with conventional marketing techniques is another significant issue that has been 

addressed. Many marketers find it difficult to strike a balance between human-cantered marketing strategies and AI-driven 

automation. The report emphasizes how crucial it is to stick to a mixed strategy in which AI tools enhance traditional marketing 

methods rather than take their place. 

 

VIII. CONCLUSION 

 

AI-powered personalization has revolutionized digital marketing by increasing conversion rates and customer engagement. Although 

consumers value tailored experiences, the study shows that privacy and ethical concerns continue to be significant obstacles. 

 

Companies need to make sure that their data methods are transparent, get customer consent, and follow the law to allay these worries. 

Additionally, maintaining human engagement while utilizing automation calls for a balanced strategy when merging AI with 

traditional marketing.  

 

The results indicate that the future of AI in marketing will depend heavily on consumer trust, regulatory compliance, and ethical AI 

adoption. Businesses that put an emphasis on using AI responsibly will outperform their rivals and build enduring relationships with 

clients. 
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