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ABSTRACT: 

An inspection is being carried out regarding the ethical frets linked with utilizing consumer information for 

digital marketing intentions. The study commenced with a thorough assessment of academic sources, industry 

surveys, and real-world instances. 

The fundamental aim of this examination is to emphasize the moral dilemmas arising as companies gather, 

analyse, and implement consumer data to enhance digital marketing campaigns. The discoveries disclose that 

Problems with ethics surrounding the usage of customer data have been garnering heightened attention for 

various causes. Initially, concerns have surfaced concerning Data security and secrecy owing to the 

proliferation and accessibility of consumer data. 

Furthermore, the incorporation of advanced technologies like data analysis and artificial intelligence has 

facilitated the deployment of personalized marketing tactics, hence posing potential ethical dilemmas. 

Ultimately, improper handling or abuse of consumer data could lead to negative consequences such as 

breaching trust and diminishing customer loyalty. 

A diagram is presented to demonstrate the crucial ethical facets associated with leveraging consumer data for 

digital marketing. This visual aid highlights matters concerning data privacy, consent, transparency, fairness, 

and accountability. It also illustrates the interconnectedness and complexity of these ethical considerations. 

In conclusion, this study imparts an understanding of the ethical dilemmas that marketers and organizations 

need to ponder when utilizing consumer data for digital marketing ventures 
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INTRODUCTION: 

 
Ethical Considerations in Consumer Data Utilization for Digital Marketing In the present world, the use of 

consumer information for digital advertisements and others is very much on the increase with advancement. 

Recently, with the development of modern technologies, organizations use the data of the consumers to 

gather an idea of their target customers and develop suitable plans for marketing to increase their selling 

process. 

Yet, the growth in the integration of consumer data as a marketing tool online brings with it some ethical 

challenges in terms of privacy, consent, and transparency, as well as the risk of misuse. This paper, therefore, 

looks into the underlying ethical issues that crop up when using consumer data for digital advertising and 

points out the importance of responsible approaches to data management. 

Since the digital era and modern technological advancement have developed, there has been a great creation 

of massive volumes of consumer data through multiple online channels, social media engagements, online 

transactions, and generally the behavior of internet browsing. Thus, this treasure of information leaves the 

marketers at a point where they will understand the preference of their customers, predict behaviors, and be 

precise in making ad campaigns. 

Nevertheless, the collection and use of consumer data could, without ethical considerations, infringe on 

individual privacy rights and erode consumer trust. One of the core ethical dilemmas of online marketing is 

the issue of informed consent. Consumers are giving companies their personal details related to browsing 

history, location details of purchase, and so on without knowledge and being aware of them, of which 

companies take advantage to produce personalized advertisements. 

Obtaining informed consent, therefore, is making clear what type of data is collected, its use, and to whom 

the data is accessible. Thus, obtaining clear consent in this context compromises individual autonomy and 

raises much more general concerns with regard to the fairness of use of data. Another moral issue emanates 

from the misuse of consumer data, more notably in consideration of data security and unauthorized entry. 

High-profile data breaches and mismanagement episodes guard the information of the consumer. This shows 

a pure disregard for the ethical responsibilities and consumer privacy by entities that fail to implement strong 

security data measures capable of managing access 
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controls or informing consumers effectively of any data breaches. The other key ethical issue is the 

transparency in the use of data. 

It means consumers must be in a position to understand how the information is used, with control over the 

spread of the information. This evidently means that organizations have to be open and truthful in their ways 

of data collection and use. Any concealment or misrepresentation in this regard, in fact, through uses of 

consumer data for targeting purposes, may erode this trust, entailing reputational harm for companies. More 

so, there is an ethical issue at the possible end of discrimination based on consumer data. 

Tailored advertising, in its nature, could continue further perpetuating biases and discrimination, as mostly 

it targets the right demographic proportion. The injsonldery of customer data in marketing requires scrutiny 

in order not to reinforce certain stereotypes or further marginalize some sectors of society. Such ethical 

dilemmas can well be addressed if, and only if, the entity adopts responsible data management procedures. 

The first step would be fostering the principle of privacy by design, where there is an assurance of data 

minimization while allowing for regular audits, majorly focusing on data anonymization. Furthermore, 

clearer rules and guidelines with regard to data protection and informed consents could, in fact, offer a frame 

that could be followed for ethical data use within the field of online marketing. 

In summary, the consumer data available in digital marketing today represents great opportunities and 

benefits to companies using it. However, all these ethical deliberations in the process of collection, analysis, 

and employment of the data have to come first so that damage to consumer privacy and confidence is 

avoided. Of importance in this regard is informed consent, data security, transparency, and the non-

discriminatory use of the data. 

Putting into consideration an ethical point of view would help the entity balance between the use of 

consumers' data in marketing initiatives and respect for rights of individuals, besides authenticity in digital 

interaction. 

Research Gaps: 

 
1. Ethical Implications of Big Data in Digital Marketing: Future research should aim to investigate and 

articulate the consequences of big data analytics for ethics in digital marketing, addressing worries about the 

collection, analysis, and utilization of vast datasets. This research 
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could provide understanding of the possible dangers and benefits, especially concerning consumer privacy 

and consent. 

2. Consumer Data Ethics and Transparency: Future research endeavours should focus on the development 

of comprehensive frameworks for ethical data collection and use in digital marketing, building upon the 

existing insights provided by Sanchez (2023) and Goutham (2014). This outcome could offer businesses 

actionable guidelines to overcome moral dilemmas related to consumer data. 

3. Comprehensive Ethical Frameworks for Data Collection and Use in Digital Marketing: Outcomes: 

Future research led by authors such as Sanchez (2023) and Chaudhry et.al (2018) should focus on developing 

comprehensive and specific ethical frameworks for data collection and utilization in digital marketing. This 

outcome could provide businesses with actionable guidelines tailored to the unique challenges of the digital 

marketing landscape. 

Objective Of Study: 

 
 To examine the level of concern among consumers regarding how their personal information is used by 

digital marketers, and to understand their perceptions of the ethical implications associated with personalized 

marketing practices. 

 To investigate consumer beliefs regarding the responsibility of digital marketers in safeguarding consumer 

privacy, and to analyze whether consumers perceive the need for explicit consent and transparent practices 

in the utilization of their personal data for marketing purposes. 

 To explore the perceived benefits and drawbacks of personalized marketing based on consumer data, and to 

assess its impact on the overall consumer experience. This includes understanding whether consumers view 

personalized marketing as enhancing or compromising their shopping experiences. 

 

REVIEW OF LITERATURE: 

 
Hemker, S., Herrando, C., & Constantinides, E. (2021): The article assesses the radical changes underway 

in marketing due to the fast-changing landscape in data collection and use. 

It presents a focus on the role of ethical consideration in shaping the future trajectory of marketing practices. 

It is in this regard that the authors study how the practices of consumer data collection are redefined within 

a more ethically conscious framework, one within which it has the potential for transformation in 

marketing strategies. This, in turn, they argue, 

increased ethical awareness of how data collection is not only secures for consumers' privacy, but also how 

it is important for business in order to have a more transparent and trustworthy relationship with consumers 

to eventually lead to sustainability in marketing practice. 
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Daoud, M. K., Al-Qeed, D. M., Al-Gasawneh, J. A., & Ziani, A. (2023, November): In this respect, the 

following report looks at the ethics that are a part of data privacy and targeted advertising in lieu of digital 

marketing and consumer perception. The authors explore consumer attitudes and concerns towards the 

marketing of personal data and using it for targeted advertisement purposes, including ethical implications 

of such marketing in contemporary marketing practices. This research aims to provide value in understanding 

how businesses can navigate themselves through the ethical complexity of data-driven marketing strategies, 

while at the same time ensuring that their rights to consumers' trust and privacy within the rapidly growing 

digital marketplace are not violated. 

Kaponis, A., & Maragoudakis, M. (2022, September): This paper explores the intersection of data analysis 

techniques, particularly machine learning and artificial intelligence, within the realm of marketing, while also 

examining the ethical and legal considerations inherent in such practices. By marketing, while also examining 

the ethical and legal considerations inherent in such practices. By providing an overview of the current state-

of-the-art approaches to data analysis in marketing, the authors highlight the ethical dilemmas and legal 

challenges posed by the use of advanced algorithms and predictive analytics in targeting and personalizing 

marketing efforts. Through a comprehensive analysis, the research aims to inform marketers about the ethical 

boundaries and regulatory frameworks that must be navigated to ensure responsible and compliant data usage 

in digital marketing campaigns. 

Shamsuzzoha, A., & Raappana, H. (2021): This article delves into the ethical dimensions of business 

process management within the context of data-driven marketing. By examining the ethical considerations 

inherent in the management and utilization of consumer data for marketing purposes, the authors explore 

how businesses can integrate ethical principles into their marketing processes to ensure transparency, 

fairness, and respect for consumer privacy rights. Through a nuanced analysis of business process ethics in 

data-driven marketing management, the research aims to provide valuable insights into how businesses can 

navigate the ethical complexities of contemporary marketing practices while fostering trust and 

accountability among consumers and stakeholders alike. 
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Karimi, S., Stoev, Y., & Zander, O. (2017): This look at delves into the moral complexities surrounding 

e-permission advertising and marketing and investigates how patron behavior is inspired by way of unethical 

practices within this domain. via analyzing the effect latest unethical behaviors on patron perceptions and 

responses to e-permission advertising and marketing tactics, the authors shed light on the ethical dilemmas 

inherent in digital advertising techniques that depend on acquiring consumer consent for facts utilization. 

Through empirical research and evaluation, the take a look at pursuits to provide insights into the moral 

implications contemporary e-permission marketing practices and offers pointers for groups to navigate those 

challenges at the same time as maintaining moral integrity and patron accept as true with. 

Richards, B. (2022): This study explores the usage cutting-edge virtual marketing tools presented by fb and 

Google to engage with consumer facts. Via analyzing the features and abilities of those structures in 

facilitating targeted advertising and records-pushed advertising and marketing campaigns, the writer 

highlights the opportunities and demanding situations associated with leveraging consumer facts for 

advertising functions. via practical examples and case studies, the article illustrates how groups can efficiently 

harness the energy present day Facebook and Google digital marketing tools to beautify customer 

engagement even as navigating the moral considerations surrounding information privacy, consent, and client 

protection within the digital age. 

Pham, T. M. (2020): This doctoral dissertation investigates the ethics present day amassing and utilising 

client statistics on the internet. With the aid of accomplishing a complete literature overview and theoretical 

evaluation, the writer explores the ethical dimensions surrounding the gathering, garage, and utilization 

modern purchaser records by means of companies and digital marketers. thru a synthesis present day moral 

frameworks and regulatory hints, the dissertation offers a critical examination state-of-the-art the moral 

concerns inherent in internet-based totally information collection practices and offers guidelines for selling 

responsible and moral behavior in the virtual marketplace. The research contributes to a deeper know-how 

today's the moral implications ultra-modern consumer statistics usage at the net and informs strategies for 

moral selection-making in digital advertising and marketing. 

Martinez-Martin, N., & Kreitmair, K. (2018): this article explores the ethical challenges associated with 

direct-to-customer virtual psychotherapy apps, specializing in troubles modern day duty, data safety, and 

knowledgeable consent. By means of inspecting the particular ethical considerations bobbing up from the use 

of virtual platforms for handing over psychotherapy services at once to customers, the authors spotlight the 

significance cutting-edge upholding moral requirements and safeguarding affected person privateness and 

confidentiality. via a discussion cutting-edge case research and ethical frameworks, the item identifies 

techniques for addressing moral issues within the development, deployment, and regulation ultra-modern 

digital psychotherapy apps. The research contributes to ongoing discussions about the ethical implications 

contemporary digital healthcare technologies and informs policy and practice tips for ensuring moral 

behaviours inside the provision present day mental health services through digital systems. 
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Bose, U. (2011): This paper delves into the ethical predicament on the intersection present day consumer 

privacy safety and advertising practices related to client records. By way of inspecting the anxiety between 

the imperative to guard consumer privateness and the preference to leverage patron records for advertising 

purposes, the writer analyzes ethical concerns inherent in cutting-edge advertising techniques. via a crucial 

evaluation ultra-modern ethical frameworks and regulatory hints, the paper explores strategies for reconciling 

the ethical imperatives trendy purchaser privacy protection with the enterprise objectives state-of-the-art 

marketing purchaser statistics. The research contributes to a deeper knowledge cutting-edge the ethical 

dimensions latest virtual marketing practices and informs techniques for moral decision-making within the 

dealing with cutting-edge patron records. 

Gao, B., Wang, Y., Xie, H., Hu, Y., & Hu, Y. (2023): This article investigates the role of artificial 

intelligence (AI) in advertising, focusing on advancements, challenges, and ethical considerations in 

targeting, personalization, content creation, and ad optimization. By examining the capabilities and 

limitations of AI technologies in revolutionizing advertising practices, the authors explore ethical dilemmas 

arising from the use of AI algorithms to target and personalize advertising content. Through a critical analysis 

of ethical frameworks and industry practices, the article highlights the need for responsible AI usage in 

advertising and offers recommendations for addressing ethical concerns while harnessing the potential of AI 

to enhance advertising effectiveness and consumer engagement. 

Lamberton, C., & Stephen, A. T. (2016): This study conducts a thematic exploration of digital, social 

media, and mobile marketing research from 2000 to 2015, identifying key trends and research priorities for 

future inquiry. Through examining the development of digital marketing research over the past two decades, 

the authors trace the development of theoretical frameworks, methodological approaches, and empirical 

findings in the field. Through a synthesis of existing literature and identification of research gaps, the study 

proposes an agenda for future inquiry to guide scholars and practitioners in addressing emerging challenges 

and opportunities in digital, social media, and mobile marketing domains. The research contributes to a 

comprehensive understanding of the dynamics shaping modern methods of marketing in the digital era. 

Chaudhry, R. S., & Sharma, A. (2018): This paper provides a comprehensive review of ethical issues in 

digital marketing, examining key ethical considerations surrounding data privacy, consumer consent, 

transparency, and accountability. By synthesizing existing literature and empirical studies, the authors identify 

ethical challenges inherent in contemporary digital marketing practices and explore strategies for promoting 

ethical conduct and consumer trust in digital marketing campaigns. Through a critical analysis of ethical 

frameworks and regulatory guidelines, the paper provides information about the moral implications of digital 

marketing and informs strategies for responsible and ethical decision-making in marketing practices. 

Gulve, S., & Student, M. B. A. (2021): This article investigates the impact of digital marketing on consumer 

buying behavior, examining the influence of digital channels, social media platforms, and online 
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advertising on consumer decision-making processes. By analyzing empirical studies and theoretical 

frameworks, the authors explore how digital marketing strategies shape consumer perceptions, attitudes, and 

purchase intentions across various product categories and market segments. Through a synthesis of existing 

research findings, the article provides insights into the mechanisms through which digital marketing 

influences consumer buying behavior and offers recommendations for marketers to optimize digital 

marketing strategies to effectively engage and influence consumers in the digital marketplace. 

Basimakopoulou, M., Theologou, K., & Tzavaras, P. (2022): This review of the literature explores the 

evolution of digital marketing practices, tracing the development of key concepts, trends, and methodologies 

in the field. By synthesizing findings from existing research literature, the authors examine the transformative 

impact of digital technologies on marketing strategies, consumer behavior, and market dynamics. Through a 

thematic analysis of scholarly articles and industry reports, the review identifies emerging trends and research 

priorities in digital marketing, offering insights into the future directions of the discipline. The research 

contributes to a comprehensive knowledge of how digital marketing strategies have changed over time and 

informs strategies for adapting to the changing landscape of the digital marketplace. 

Raappana, H. K. (2020): This article addresses the ethical considerations inherent in data- driven marketing 

practices. By examining the ethical implications of leveraging consumer data for marketing purposes, the 

author explores key ethical dilemmas such as privacy infringement, data security, and consumer autonomy. 

Through a critical analysis of ethical frameworks and industry practices, the article highlights the 

significance of moral judgement in data-driven marketing strategies and offers recommendations for 

businesses to uphold ethical standards while harnessing the power of data analytics for targeted advertising 

and personalized marketing campaigns. 

Coffin, J. (2022): This study employs a maieutic approach to interrogate the ethical dimensions of AI-driven 

advertising practices. By engaging in a dialectical inquiry, the author raises critical questions about the ethical 

implications of AI algorithms in advertising, focusing on issues of transparency, accountability, and 

consumer autonomy. Through a series of thought-provoking inquiries, the study encourages stakeholders to 

reflect on the ethical challenges posed by AI advertising technologies and to consider alternative approaches 

that prioritize ethical values and principles in advertising strategies. 

Charan, A., & Bansal, E. (2016): This comparative study investigates the impact of digital marketing 

through Facebook versus Twitter on Indian consumers. By examining the effectiveness of marketing 

strategies deployed on these social media platforms, the authors explore how consumer engagement, brand 

perceptions, and purchase intentions are influenced by digital marketing campaigns on Facebook and Twitter. 

Through empirical research and analysis, the study provides insights into the relative strengths and limitations 

of each platform for reaching and engaging Indian consumers and offers recommendations for optimizing 

utilising digital marketing to attain goal marketing objectives. 
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Shamsuzzoha, A., & Raappana, H. (2021): This article explores the ethical dimensions of business process 

management in the context of data-driven marketing practices. By examining the ethical considerations 

inherent in managing consumer data for marketing purposes, the authors investigate how businesses can 

integrate ethical principles into their marketing processes to ensure transparency, fairness, and consumer 

trust. Through a discussion of ethical frameworks and case studies, the article highlights the value of moral 

judgement in data-driven marketing management and offers strategies for promoting ethical conduct and 

accountability in marketing practices. 

Kamila, M. K., & Jasrotia, S. S. (2023): This study conducts a bibliometric analysis and literature review 

to explore the intersection of ethics and marketing responsibility. By synthesizing existing research literature, 

the authors examine key themes, trends, and research gaps in the study of ethical considerations in marketing 

practices. Through a comprehensive analysis of scholarly articles and empirical studies, the study provides 

insights into the evolving discourse on ethics and marketing responsibility and offers directions for future 

research to advance understanding and practice in this critical area of marketing ethics. 

Saura, J. R., Palacios-Marqués, D., & Ribeiro-Soriano, D. (2023): This study reviews the current state of 

research on digital marketing in small and medium-sized enterprises (SMEs) focusing on data-driven 

strategies. Through a comprehensive examination of existing literature, the authors analyze the adoption, 

challenges, and outcomes of data-driven marketing approaches in SMEs. The review highlights the 

importance of data-driven strategies in enhancing SMEs' competitiveness and market performance. By 

synthesizing empirical findings and theoretical insights, the study provides valuable insights for researchers, 

practitioners, and policymakers seeking to understand and leverage digital marketing capabilities in SME 

contexts. 

Tripathi, S., Deokar, A. V., & Ajjan, H. (2022): This research investigates the order effect of online reviews 

from a text mining perspective. Through computational analysis of online review data, the authors examine 

how the sequence of reviews influences consumers' perceptions and decision-making processes. The study 

provides insights into the temporal dynamics of internet reviews and how they effect on customers behavior. 

By uncovering patterns and trends in review sequences, the research offers valuable implications for 

businesses aiming to optimize their online review management strategies and enhance consumer engagement 

and satisfaction. 

Karaman, D., & Aykin, Ö. (2021): This study conducts a bibliometric and visualization analysis to review 

the digital marketing literature. By examining trends, patterns, and emerging themes in digital marketing 

research, the authors provide a comprehensive overview of the field's evolution and current state. The 

analysis offers insights into key research areas, methodologies, and influential scholars shaping the digital 

marketing landscape. Through visual representations and quantitative analyses, the study enhances 

understanding of the 
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interdisciplinary nature and dynamic trends in digital marketing research, informing future directions for 

scholarship and practice in the field. 

Goyal, A., Bhong, S., Kumbhare, P., & Bharadkar, R. (2021): This literature review explores the new era of 

digital marketing, synthesizing key insights from existing research. By analyzing recent developments and 

emerging trends in digital marketing practices, the authors highlight the transformative impact of digital 

technologies on marketing strategies and consumer behavior. The review provides an overview of 

contemporary issues, challenges, and opportunities in digital marketing, offering implications for marketers 

and businesses navigating the digital landscape. Through a synthesis of empirical studies and theoretical 

frameworks, The study advances more comprehension of the evolving nature of digital marketing and its 

implications for marketing theory and practice. 

Nair, S. R. (2020): This article provides a comprehensive review of ethical considerations in big data 

management. Through an examination of existing literature, the author identifies and analyzes key ethical 

concerns associated with the collection, storage, processing, and utilization of big data. The review explores 

issues such as data privacy, security, consent, fairness, and transparency in big data practices. By 

synthesizing empirical findings and theoretical insights, the study contributes to a deeper understanding of 

the ethical challenges inherent in big data management. Furthermore, the research offers recommendations 

for ethical decision-making and responsible practices in the increasingly data-driven environments of today. 

RESEARCH METHODOLOGY: 

 
Method of Research: In order to collect information on customer concerns and attitudes around the usage 

of their personal data by digital marketers, this research will adopt a quantitative approach. 

Design of Research: A descriptive survey design will be employed. Using a standardized questionnaire, this 

design seeks to characterize the beliefs, viewpoints, and life experiences of a sample population. 

Method of Data Collection: An online survey tool created with Google Forms will be used to gather data. 

The electronic poll will be disseminated across a number of venues, including email lists, online 

communities, and social media. 

Sample Selection: A convenience sampling strategy will be employed because it's realistic and economical. 

Nonetheless, an attempt will be made to direct the sample towards people who are aware of data privacy issues 

and actively participate in online marketing. 

Procedure for Data Collection: 

 

 Identify and recruit eligible participants who meet the inclusion criteria (e.g., Lovely Professional University 
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students) through university channels, online platforms, or advertisements. 

 Obtain informed consent from all participants, ensuring ethical data collection practices. 

 Administer online surveys to collect quantitative data. 

 Conduct semi-structured interviews and focus group discussions to collect qualitative data. 

 Maintain detailed records and field notes throughout the data collection process. 

 
Data Analysis Method: The data analysis method for this study would likely involve both quantitative and 

qualitative analysis. The quantitative data collected through the questionnaire can be analyzed using 

statistical methods to identify patterns and relationships between online advertising and buying behavior. The 

qualitative data, obtained from interviews or focus groups, can be analyzed using thematic analysis to gain 

insights into the factors influencing online buying behavior. 

Validity and Reliability Clause: To ensure the validity of this study, the survey instruments used to collect 

data will be based on established measures and reviewed by experts in the field. Piloting will be conducted to 

assess the clarity and relevance of the questions. 

For reliability, standardized scales with proven reliability coefficients will be utilized. Inter- rater reliability 

will be ensured through regular meetings and discussions among researchers analysing qualitative data, 

enhancing the credibility and dependability of the study's findings. 

RESULT AND DISCUSSION: 

DEMOGRAPHIC: 

 
 

 

 
 

INTERPRETATION: 

Figure:1 

 

Figure shows a frequency distribution for respondent gender, it has two categories “Female” and “Male”. 

This chart shows 172 total number of respondents. Most of the respondents are Male (57.6%) while female 
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respondents are less (41.9%). 

CONCERN ABOUT DATA USE: 
 
 

 

 
 

INTERPRETATION: 

Figure:2 
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According to the study results, there is a significant concern growing about the usage of personal data by 

digital marketers. More than 86% of those surveyed said they were concerned, of which 32.7% were extremely 

concerned and 53.8% were somewhat concerned. There is a disparity in the level of concern; more people 

express very or moderately high anxiety than are only marginally or not concerned at all. This emphasizes 

how crucial customer data protection is and how marketers must give ethical data practices as first priority. 

RESPONSIBILITY TO PROTECT PRIVECY: 
 
 

 

 
 

INTERPRETATION: 

Figure:3 

 

According to the poll results shown in Figure 3, the general public believes that digital marketers should be 

responsible for protecting the privacy of their customers. "Strongly agree" represents a clearly greater chunk 

of the pie than "Disagree" or “Strongly Disagree” with 48% of respondents falling into this category. 

SOCIETY EXPECTATION: 
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INTERPRETATION: 

Figure:4 
 

In general, the pie chart shows that a significant portion of participants (almost 94%, which is the total of 

very high, high, and moderate slices) think that digital marketers should be held somewhat responsible for 

protecting the privacy of their customers. Notably, a sizable 

percentage (about 59%, if you add up the very high and high slices) think that these expectations are either 

high or extremely high (figure 4). 

LEVEL OF CONCERN: 
 
 

 

INTERPRETATION:Figure:5 

The pie graphic (figure 5) indicates that, all things considered, a sizable portion of respondents (86.5%, 

totaling all slices that expressed worry) are somewhat worried about the way in which their personal 

information is utilised by digital marketers. This emphasises how crucial safeguarding consumer data is and 

how marketers must give ethical data practices first priority. 

PRESSURE TO CONCENT: 
 

 

 
 

INTERPRETATION: 

Figure:6 
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80.1% of respondents to the poll reported feeling pressured by others to agree to data collection and 

personalised marketing (Figure 6). Of them, 32.7% reported feeling pressured frequently, and 47.4% reported 

feeling pressured occasionally. More "Yes" responses indicate that more people report feeling under 

pressure. 

CONCLUSION AND FURTHER RESEARCH: 

 
In conclusion the survey results (Figures 1-7) showed that consumers are quite concerned about their privacy 

when it comes to data in the context of digital marketing. Many respondents voiced worries about how their 

personal information was used and said they felt under pressure to agree to data collecting procedures. 

These results are consistent with previous studies on the rising public expectations for data privacy. 

However, the survey's limitations in terms of sample size and question formulation draw attention to the 

necessity of additional study using more diverse demographics and sophisticated questioning. 

Subsequent research endeavors may examine the variations in these apprehensions among diverse 

demographics and conduct a more thorough analysis of the perceived benefits of data collecting in relation 

to personalized marketing. Additionally, it would also be beneficial to look into how these customer attitudes 

compare to the data privacy laws and business practices that are currently in place. 
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