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ABSTRACT

The rapid integration of artificial intelligence (Al) into marketing strategies has amplified ethical concerns, particularly in
consumer targeting. While Al enhances personalization and efficiency, gaps persist between technological capabilities and
ethical frameworks. This paper examines ethical challenges—including algorithmic bias, privacy violations, transparency
deficits, and accountability gaps in Al-driven consumer targeting. Through a systematic literature review, it identifies critical
research gaps, such as the absence of standardized ethical frameworks, regulatory lag, and insufficient consumer-centric
studies. The study proposes actionable recommendations for bridging these gaps, emphasizing cross-disciplinary
collaboration, dynamic governance models, and consumer empowerment.

INTRODUCTION

Al-driven consumer targeting leverages machine learning, predictive analytics, and big data to optimize marketing
outcomes. However, its ethical implications—such as discriminatory ad delivery, intrusive data practices, and opaque
decision-making—have raised alarms. For instance, biased algorithms have disproportionately targeted marginalized
groups in housing and job ads, while hyper-personalization risks eroding consumer autonomy. Regulatory frameworks like
the GDPR and EU AI Act remain fragmented, and industry adoption of ethical guidelines is inconsistent. This paper explores
the ethical concerns in Al-driven marketing, focusing on unresolved challenges and proposing strategies to align
technological advancements with societal values.

The integration of Al in consumer targeting has revolutionized marketing but raises significant ethical concerns, particularly
around data privacy, algorithmic bias, transparency, and consumer autonomy. Existing research highlights these issues but
reveals gaps in standardized ethical frameworks, cross-cultural studies, and long-term societal impacts. This thesis proposal
addresses these gaps through a mixed-methods approach to develop actionable guidelines for ethical Al-driven targeting.

RESEARCH OBJECTIVE

This study aims to:

Identify and evaluate ethical concerns in Al-driven consumer targeting.

This includes examining issues such as data privacy, algorithmic bias, discrimination, manipulation, and the potential for
deceptive or opaque marketing practices. The study will consider how Al systems may inadvertently reinforce social
inequalities or target vulnerable populations, and explore the risks of consumer autonomy being undermined by highly
personalised marketing.

Analyse gaps between existing ethical frameworks, legal regulations, and current technological practices in Al
marketing.

This objective involves a critical review of established ethical principles (such as transparency, fairness, accountability, and
respect for privacy), international guidelines (e.g., GDPR, UNESCO, IEEE), and the real-world implementation of these
standards by marketers and technology providers. It will assess where regulatory oversight lags behind technological
innovation and where current frameworks may be insufficient to address emerging challenges.

© 2025, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM48757 | Page 1


http://www.ijsrem.com/

e Jounal

27 2y,
@REME? International Journal of Scientific Research in Engineering and Management (I[JSREM)
w Volume: 09 Issue: 05 | May - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

Investigate the impact of AI-driven marketing on consumer trust, brand reputation, and societal well-being.

The study will explore how ethical or unethical uses of Al in marketing influence public perceptions, consumer confidence,
and long-term brand equity, as well as broader societal concerns such as job displacement, social manipulation, and the
erosion of meaningful human interaction.

Propose actionable solutions and best practices to enhance transparency, fairness, and accountability in Al
marketing.

Recommendations will include technical measures (such as explainable Al, regular bias audits, and transparency reports),
organisational strategies (like establishing ethics committees and inclusive design teams), and policy interventions
(including updated legal frameworks and participatory governance). The aim is to offer practical guidance for marketers,
policymakers, and technologists to foster responsible and ethical Al adoption in marketing.

Encourage multi-stakeholder collaboration and continuous improvement.

The research will highlight the need for ongoing interdisciplinary dialogue among marketers, technologists, regulators, and
affected communities, particularly those most vulnerable to Al harms. It will advocate for participatory approaches to Al
governance and regular updates to ethical guidelines in response to evolving technologies and societal expectations.

By addressing these objectives, the study seeks to provide a comprehensive foundation for understanding and improving
the ethical use of Al in digital marketing and consumer targeting.

LITERATURE REVIEW
1. Algorithmic Bias and Discrimination

Al systems often perpetuate societal biases due to unrepresentative training data. For example, job ad algorithms have
shown racial and gender disparities in high-paying role targeting. Mitigation strategies like adversarial training and diverse
dataset curation are underutilized due to technical and financial barriers. The lack of inclusive design in Al development
exacerbates exclusionary outcomes.

2. Privacy and Data Exploitation

Al-driven targeting relies on extensive data collection, often violating principles of informed consent. Over 80% of
consumers distrust Al-generated content when data usage lacks transparency. Regulations like GDPR mandate strict data
protection, but compliance varies globally, leaving loopholes for exploitation.

3. Transparency and Accountability Gaps

The "black-box" nature of Al algorithms complicates accountability. Few companies disclose how targeting decisions are
made, eroding consumer trust. IBM’s bias audits and Microsoft’s ethics committees exemplify best practices, yet most firms
lack governance frameworks.

4. Research and Regulatory Gaps

o Standardized Frameworks: Existing guidelines (e.g., UNESCO, EU Al Act) are fragmented and rarely
adopted industry-wide.

o Regulatory Lag: Policymaking struggles to keep pace with Al advancements, creating enforcement
challenges.
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o Consumer-Centric Deficits: Cultural and demographic variations in ethical perceptions are
underexplored.
METHODOLOGY

This study employs a qualitative systematic literature review of peer-reviewed articles, industry reports, and regulatory
documents (2018-2024). Data sources include Web of Science, PubMed, and industry publications. Keywords: Al ethics,
algorithmic bias, consumer targeting, GDPR, transparency. Inclusion criteria prioritize studies addressing ethical gaps in
marketing-specific Al applications. Thematic analysis identifies recurring ethical challenges and synthesizes solutions.

Combining qualitative and quantitative methods allows for a holistic understanding of both the prevalence of ethical issues
and the contextual factors shaping them.

Ethical Considerations

o Informed Consent: Clearly communicate research purposes, data usage, and confidentiality to all
participants, ensuring voluntary participation.

o Data Privacy: Anonymize and securely store data in compliance with regulations such as GDPR and
CCPA.
o Bias Mitigation: Regularly audit research instruments and sampling strategies to minimize selection and

confirmation bias.
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