
Asian Management and Business Review, Volume 5 Issue 2, 2025: 471-486 

 
 
 

E ISSN 2775-202X 
Copyright © 2025 Authors. This is an open-access article distributed under the terms of the Creative Commons Attribution-ShareAlike 4.0 International 
License (http://creativecommons.org/licences/by-sa/4.0/) 

The algorithmic consumer: A conceptual 
investigation of AI’s influence on consumer 

preferences and decisions 
 

Annur Islam Sifat 
 

Raj Soin College of Business, Wright State University, Dayton, Ohio 45435, United States of America 
 

Article History 
Received : 2025-01-24 
Revised : 2025-05-29 
Accepted : 2025-06-02 
Published : 2025-08-22 
 
Keywords: 
Artificial intelligence in marketing; 
consumer decision-making; algorithmic 
personalization; ethical AI Use; digital 
consumer behavior. 
 
*Corresponding author: 
sifat_175@yahoo.com  
sifat.2@wright.edu  
 

DOI: 
10.20885/AMBR.vol5.iss2.art14 

 

Abstract 

Artificial intelligence (AI) is changing the landscape of consumer 
behaviour in how preferences develop, decisions form, and 
engagement via marketing occurs. This conceptual paper explores 89 
reports, articles, and case studies to analyze the algorithmic consumer, 
examining the multifaceted impact of AI on consumer preferences 
and decision-making. By a thorough literature review and 
commentary, I critically analyzed the impact of AI’s personalization 
algorithm and addressed ethical implications in terms of potential 
bias, data privacy, and transparency. This paper establishes a 
conceptual framework to illustrate how AI technologies, including 
machine learning, natural language processing, and predictive 
analytics, intersect with facets of consumer psychology, allowing for 
personalization of experiences, market segmentation, and influencing 
behaviour in real time. While AI offers marketers tools to enhance 
targeting and engagement constructively, AI presents significant 
ethical implications around autonomy, manipulation, and equity. 
Therefore, recommendations for transparency, accountability, and 
ethical considerations of AI applications and frameworks for 
marketers using AI were also presented. This paper contributes to 
dynamic discourse around how to responsibly approach AI to 
influence consumer engagement by providing both a theoretical 
framework for future empirical study as well as a strategic direction 
for marketers, developers, and policymakers. Ultimately, this paper 
insists on a sensible balance between maximizing the potential of AI 
to shape markets and consumer engagement and the need for 
consumer trust and well-being. 

 

Introduction 

The shift of artificial intelligence in impacting consumer behavior has redefined consumer views, 
engagement with, and choice of products and services (Yazdani & Darbani, 2023). This shift calls 
for elaborate theorizing on the relationship of AI technologies to the cognitive processes that 
inform consumer decision making (Gonçalves et al., 2023). In the digital age, AI-enabled devices 
and services are now a standard part of the consumer experience, creating a non-linear departure 
from traditional consumer interaction and expectations (Guerra-Tamez et al., 2024). The AI-as-
consumer-agent role requires a multi-faceted understanding of AI’s influence on consumer choices 
and preferences (Balakrishnan & Dwivedi, 2021; Guerra-Tamez et al., 2024). This conceptual paper 
seeks to examine the considerable relationship between AI and consumer behavior and unpack the 
processes of how the AI-enabled system(s) affect consumer perceptions, preferences, and 
purchasing behaviors (Guerra-Tamez et al., 2024). Furthermore, this paper will provide a 
theoretical framework in terms of how AI-as-technology is shaping consumer behavior through a 
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nuanced understanding of modalities through which AI technologies bring about changes in 
consumer actions or behaviors. 

AI technologies, encompassing machine learning algorithms, natural language processing, 
predictive analytics, and data-driven decision-making, have revolutionized marketing strategies and 
consumer engagement (Tadimarri et al., 2024). AI is not merely a technological tool but an active 
agent that shapes consumer behavior (Bai, 2022). Recent research has focused on the intersection 
of AI and marketing, underlining the significance of exploring AI-related topics and their functions 
in marketing (Vlačić et al., 2021). This paper will explore how AI can change the core of marketing 
by emphasizing a great variety of AI applications that qualify this relationship (Kumar, Bapat et al., 
2024; Venkatesan & Lecinski, 2021). Through a comprehensive review of existing literature and 
theoretical frameworks, this paper seeks to unravel the intricate pathways through which AI 
influences consumer behavior, offering insights into the ethical, societal, and economic 
implications of this technological revolution. 

 
AI-Driven Personalization and Preference Formation 

Today, in modern marketing, AI-powered personalization is taking center stage. With the 
advancement of AI, customer management and product personalization have been transformed 
altogether (Kumar et al., 2019). By analyzing vast volumes of data like demographics, browsing 
habits, purchasing behaviors, and social media inclinations, AI enables marketers to develop 
personalized experiences that highlight consumer desires and essentials (Kumar, Bapat et al., 2024). 
Apart from product recommendations, personalization has been applied to content, ad targeting, 
price, and interactions (Singh, 2024). AI capabilities aid companies to produce and display ads, 
choose target consumers, and analyze user behavior to improve campaign performance (Zaman, 
2022). As AI keeps evolving, it will uncover implicit patterns and deeper connections in data, 
making feedback increasingly personalized. 

Despite this, hyper-personalization comes with ethical concerns related to data privacy, 
algorithmic bias, and manipulation (Beyari & Hashem, 2025). Consumers are intimidated by echo 
chambers that reinforce their existing beliefs and limit exposure to alternative perspectives. 
Marketers must establish trust through transparent data and explainable algorithmic decisions 
(Kumar & Suthar, 2024). Personal marketing is also controversial when it comes to infringement 
of privacy and discrimination (Wilson et al., 2024). As much as AI can anticipate and react to the 
needs of the consumer has transformed marketing (Zulaikha et al., 2020; Tiautrakul & Jindakul, 
2019), it needs to supplement—but not replace—human intuition. A balance between AI and 
human-to-human interaction is crucial in gaining and retaining consumer trust (Janowski, 2025). 

Artificial intelligence (AI) algorithms can track human behavior over time and replicate it 
by segmenting customers, thereby enabling marketers to communicate more effectively with their 
audience (Zulaikha et al., 2020). Processing large volumes of behavioral data, AI identifies trends 
and offers timely, personalized propositions and prices (Beyari & Hashem, 2025). This enhances 
the targeting abilities of marketers and enables them to sustain customer relationships (Zaman, 
2022). With the development of artificial intelligence, its impact on consumer purchase decisions 
and purchasing behavior will also grow. Customized promotion, made possible through real-time 
tools like virtual assistants and chatbots, offers instant assistance and suggestions to ensure higher 
ROI. As consumers become more comfortable with these technologies, their influence on behavior 
will intensify. Firms that recognize and strategically apply AI are better positioned to thrive in the 
digital marketplace. Through machine learning and data-driven insights, AI aids in understanding 
market dynamics, influencing trends, and enabling highly tailored market segmentation (Mirwan et 
al., 2023). 

However, AI-based personalization also raises ethical issues about consumer autonomy 
and algorithmic manipulation. While AI may mimic and personalize consumer actions, it can also 
shape preferences in subtle, sinister ways. This blurs the line between autonomous decision and 
algorithmic influence. With more sophisticated AI tools, marketers must weigh their ethical 
responsibility to enable consumers to have meaningful agency over decisions separate from 
unobvious influence. With AI integrated into marketing, we have entered a new era of 
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personalization as brands increasingly rely on consumer influence (Madanchian, 2024; Hermann & 
Puntoni, 2024). AI can analyze large swathes of consumer data and provide personalization as a 
corporate strategy (Priyanka et al., 2023; Campbell et al., 2019; Gkikas & Theodoridis, 2021; 
Tiautrakul & Jindakul, 2019). 
 
Algorithmic Bias and Ethical Considerations 

As AI algorithms become more common in marketing-related decision-making, marketing 
researchers need to consider the possible risk of algorithmic bias. AI algorithms make decisions 
based on data, and if the data used is already biased, as societal data is, the biased data could be 
transferred to the algorithm (Sharma & Sharma, 2023). The potential for the marketer to produce 
discriminatory outcomes is substantial - it could be targeted advertising that reinforces stereotypes 
or a pricing algorithm that identifies factors that disadvantage a target demographic (Sharma & 
Sharma, 2023). Algorithmic bias can occur in multiple forms, including biased data, biased 
algorithmic state, and/or biased interpretation of the results (Sharma & Sharma, 2023). 

The importance is to create and apply AI algorithms in a fair and just manner, which means 
that an evaluation of the possibility for the unintended outcomes of these applications will require 
careful consideration (Kumar & Suthar, 2024). Marketing researchers need to recognize the 
possibility of algorithmic bias, and additionally, as part of recognizing it, they need to explore means 
for mitigation. AI is powerful but operates in a black box system where there may be little 
transparency for the rationale of decisions, or that it would significantly contribute to an 
unknowingly unethical application of the AI tool (Koswara & Herlina, 2025). 

Ethical frameworks and guidelines can help mitigate these challenges and allow for a 
responsible and ethically informed use of AI technology within marketing (Kumar & Suthar, 2024; 
Mohamed et al., 2024). As companies try to develop and apply AI strategies in marketing practices, 
they should consider ethical challenges, such as fairness, transparency, and accountability (Kumar 
& Suthar, 2024). Companies will also need to be aware of legal and regulatory challenges associated 
with AI marketing issues, including data protection laws and consumer protection laws (Kumar & 
Suthar, 2024). Ethical challenges can also include explainability, privacy, and trust (Hermann, 2021). 

There is a range of ethical challenges that make using AI in marketing complicated, so a 
multi-stakeholder approach to addressing some of the ethical challenges around technical systems 
like AI in marketing is required (Hermann, 2021). A multi-stakeholder approach involves all players 
in the marketing ecosystem, including marketers, policymakers, consumers, and technology 
developers. They can collectively help establish ethical standards and guidelines to promote the 
ethical use of AI in marketing (Hermann, 2021). Dialogue and collaboration will help to ensure we 
can use AI to benefit businesses and consumers while considering the rights of all participants in 
an ethically aligned manner. Engaging in meaningfulness to address algorithmic bias, transparency 
is essential because it is one step in creating confidence and fostering a more equal and equitable 
marketplace. The development of artificial intelligence, with machine learning, has become a 
disruptive key technology in digital marketing, signaling a need to make data-driven marketing 
decisions (Spais & Chryssochoidis, 2025). The implementation of AI has prompted many questions 
relating to privacy, security, and manipulation (Kumar, Bapat et al., 2024). 

The importance of organizations taking proactive steps to protect consumer privacy and 
acting responsibly with AI could not be more vital (Wilson et al., 2024). This might involve creating 
solid data protection protocols, then having reasonable spatial data with information that shows 
consumers how algorithms underpin the AI, but giving consumers more control over their data 
and how it can be (ab)used (Grewal, Guha, et al., 2024; Kumar & Suthar, 2024). 

Currently, AI informs nearly all marketing behaviors and generally affords improved 
measurable outcomes (Shaik, 2023). Ultimately, the ethics of AI with marketing exist through its 
transactions, and hence the overarching social mores and values that shape them (Hermann, 2021). 
We also need an organizational culture that can sustain ethical accountability, enabling 
organizations to encourage continuous learning and prevent new ethical dilemmas from developing 
within the AI context (Maiti et al., 2025). The black-box nature of AI models can make it difficult 



474 Asian Management and Business Review, Volume 5 Issue 2, 2025: 471-486 

to understand how they arrive at their decisions, potentially leading to unintended biases or 
discriminatory outcomes (Bruyn et al., 2020). 

Moreover, the opacity in AI algorithms can diminish consumer trust, as many users may 
hesitate to invest in systems they are unfamiliar with. Ethical issues involved with AI include data 
privacy, algorithmic bias, and the risk of deceptive marketing. A significant emphasis must be 
placed on the ethical implications and great scrutiny over how AI marketing systems are influencing 
e-commerce sales metrics (Madanchian, 2024). Ethical guidelines need to ensure that AI is 
deployed in a way that abides by human values, leverages fairness, and does not cause harm. 
 

Literature Review 

The increasing use of AI in marketing requires a detailed assessment of the literature to track the 
implications for consumers, businesses, and ethics (Alhitmi et al., 2024; Gündüzyeli, 2024). This 
literature review looked at existing literature to provide an analysis of the extant literature on AI 
and marketing. Madanchian (2024) studied AI in the associated domains of marketing generally, 
consumer research, psychology, and technology adoption (Ameen et al., 2022). This literature 
review covers several topics, including AI-driven personalization, algorithmic biases, consumer 
trust, and AI in marketing ethics issues. 

A systematic literature review is conducted to assess articles written on AI-powered 
marketing and literature regarding AI-marketing practices to evaluate their coverage, impact, 
relevance, and established guidance while interpreting the findings by sector, research context, and 
situations (Chintalapati & Pandey, 2021). This review enables the identification of some research 
gaps, captures key trends, and provides direction for future studies (Huang & Rust, 2020). The 
review aims to assess and evaluate the current understanding of the key influence of AI on 
consumer preference and decision-making. Additionally, it is an opportunity to uncover the 
challenges and opportunities for this changing technology. 

The increasing relevance of AI in marketing has produced greater interest from scholars 
and practitioners alike (Verma et al., 2021). There are theoretical and practical paradigms to 
consider for understanding AI in marketing, as well as issues of ethics and society. A complete 
review of the literature is an important step in determining key themes, research gaps, and emerging 
trends on the subject. Studying the ethics and societal issues of AI marketing is increasingly 
necessary due to the utilization of algorithms that can replicate bias, increase the manipulation of 
consumers, and degrade trust. 

AI enables marketing strategies that are based on data about consumers. AI tools can read 
consumer behavior and structure marketing strategies based on the insights (Nesterenko & 
Олефіренко, 2023). It is imperative to consider ethics when considering AI and its applications in 
marketing. Using references to ethical principles with AI will also focus you on relevant areas for 
application. There has also been much work indicating the necessity of analyzing the usefulness of 
AI to marketing decision-making (Venkatesan & Lecinski, 2021). 

The use of AI in marketing is primarily based on the website type and business type 
(Haleem et al., 2022). The objective of this review is to identify the extent to which AI is being 
used in marketing (Haleem et al., 2022). The unsummarized topics considered in this review 
regarding the use of AI in marketing advocacy indicate that there is continued capitalist marketing 
effectiveness. The review highlights the use of AI in advertising, customer service, content creation, 
and market research (Campbell et al., 2019; Vlačić et al., 2021). These examples illustrate the 
tangible effects of AI in marketing and why it could result in a paradigm shift in terms of business 
practices (Campbell et al., 2019). 
 
Algorithmic Influence on Consumer Preferences 

AI-driven algorithms have changed the way companies understand and interact with consumers. 
These algorithms take data and turn it into analysis to produce forecasts of consumer behavior, to 
customize marketing messages, and optimize pricing strategy (Zulaikha et al., 2020). The algorithms 
assess customer behavior, which allows businesses to gain knowledge on customer tastes and habits 
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(Priyanka et al., 2023). They allow businesses to develop strategies that reflect customer preferences 
(Alghizzawi et al., 2024). However, this raises important questions about algorithms’ impact on 
consumer preferences and decisions (Nassar, 2024). 

If marketers know how the algorithms influence consumer behavior, then they can create 
more effective and ethical approaches that benefit both the business and the consumer alike. It is 
helpful to understand how much algorithms influence consumer preferences and decisions. 
Personalized recommendations, targeted advertising, and dynamic pricing are all ways through 
which AI algorithms can shape consumer behavior. Algorithmic discrimination can also reinforce 
existing social inequalities, producing discriminatory results for some groups of consumers (Kumar 
& Suthar, 2024). 

AI algorithms can find patterns in large datasets. This makes marketing more efficient and 
focused (Venkatesan & Lecinski, 2021). In today’s digital economy, personalized 
recommendations, advertisements, and pricing are common (Grewal, Guha, et al., 2024). 
Customization can improve customer satisfaction and loyalty. However, it raises concerns about 
privacy and manipulation. The success of AI personalization depends mainly on the quality and 
completeness of the training data. Research on recommendation systems shows how AI affects 
consumer perception and attitude. It highlights issues like cognitive bias, framing effects, and social 
influence. Algorithms carry values, as they are designed to influence consumers. 

Understanding the internal dynamics and behavioral impact of these systems is crucial for 
creating fair policies that protect consumers from manipulation and discrimination. As marketing 
becomes more central, consumer freedom and autonomy in decision-making are at risk (Yue-jiao 
& Liu, 2022). AI can create “echo chambers” that reinforce favored views, limit exposure to 
opposing perspectives, and sway consumer perceptions of goods and brands. 
 

Conceptual Framework 

This conceptual assessment takes a broad approach, with a literature review, conceptual analysis, 
and ethical reasoning. A similar conceptual study has previously documented the historical 
convergence of the two research fields. The literature review includes a fully auditable search of 
academic databases, industry reports, and other relevant literature to uncover information about 
AI, consumer behavior, and marketing theory (Vlačić et al., 2021). The literature search will pull 
information from multiple disciplines, including marketing, psychology, computer science, and 
ethics, which we believe will provide an organic foundation for exploring the subject. The 
methodology we will use is based closely on previous qualitative study designs, highlighting the 
credibility of qualitative methods in studying social and ethical occurrences (Koswara & Herlina, 
2025). 

This project includes a conceptual analysis to deconstruct and review critical concepts 
surrounding AI and consumer decision-making, such as algorithmic bias, personalization, and 
autonomy. The sources will consist of scholarly articles, books, and conference proceedings that 
consider the research questions. Articles will be searched using ABI/Inform, Scopus, Web of 
Science, and Google Scholar. Ethical reasoning is used to discuss the ethical considerations 
involved in AI-driven marketing, considering many ethical frameworks and principles to assess the 
potential impact of AI on consumer welfare, autonomy, and fairness (Hermann, 2021). 

The methodology and methodological approaches to the project also involve case studies 
and examples to demonstrate the implications of AI for marketers in practice. The data analysis 
looks for common themes, patterns, and contradictions in the literature, and develops a conceptual 
framework to make sense of the relationship between AI and consumer behavior. I also want the 
project to guide researchers, marketers, and policymakers trying to understand and deal with the 
challenges and opportunities concerning AI in marketing (Ma & Sun, 2020; Huang & Rust, 2020). 
Attention is paid to words likely to build the theoretical basis of consumer responses to AI-
produced marketing communications, which will help marketers wisely develop their next steps in 
this new area (Kirk & Givi, 2024). 

To build knowledge about how AI shapes consumer preferences and decisions, all ethical 
and social implications should be considered. The goal is to provide an original, theoretically 
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grounded framework that can serve as a basis for future research in this area. The research is 
developed to contribute to current discussions concerning AI’s contribution to society and help 
provide a framework for responsible and ethical AI use in marketing (Giarmoleo et al., 2024). 
 

 

Figure 1. Conceptual Framework 
 
Based on the literature review and the conceptual methodology employed, Figure 1 presents the 
proposed conceptual framework for understanding how AI influences consumer preferences and 
decision-making.  
 
AI-Driven Personalization: Shaping Individual Consumer Experiences 

AI-powered personalized marketing has become a compelling way for marketers to personalize 
their products and communication toward individual consumers (Hermann, 2021). The goal of AI-
powered personalization is to create personalized content and personalized interactions that 
increase consumer purchase likelihood (Chandrakumar, 2024). AI algorithms allow the processing 
of large quantities of data, enabling consumers to identify patterns and predict how they will 
behave, which in turn allows marketers to deliver highly relevant personalized experiences (Singh, 
2024). To harness AI systems for personalized marketing communication, ethical considerations 
surrounding data collection and use will need to be addressed to avoid harm and to maintain 
consumer trust in AI-generated, personalized marketing (Hemker et al., 2021). 

AI algorithms analyze all the digital footprints consumers generate, such as their browsing 
histories, purchase histories, and social media activity, to generate detailed profiles of consumers’ 
preferences, needs, and wants. This empowers marketers to create fully individualized customer 
experiences that traditional marketing methods cannot optimize. The processing and analysis using 
AI systems can also be managed across consumer interactions through various, relevant 
touchpoints to increase consumer lifetime value (Parab, 2024). For instance, Netflix uses the AI-
based, algorithmic capabilities of its platform to analyze the viewing history of each consumer to 
offer recommendations about the most suitable movies or TV Shows for that consumer. At the 
same time, Amazon recommends consumer-friendly products by using algorithms that analyze past 
purchases and browsing behaviors (Binlindah, 2024). 
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Personalization can go beyond product recommendations, including personalizing content 
with personalized emails, tailored layouts for their online engagement, and individualized ads. 
Artificial intelligence supports customizing customer experiences by personalizing the portfolio of 
available products that fit specific consumer profiles (Gajjar, 2024; Hemker et al, 2021). 
Furthermore, this degree of personalization increases the likelihood that consumers will find 
products that fulfill their needs (Mogaji & Jain, 2024). The ability to produce customized emails 
and posts on social media has also increased in natural language processing. In contrast, now 
artificial intelligence can create content aligned with consumer wants and needs (Sarioguz & Miser, 
2024). AI-powered personalization raises ethical concerns about data privacy, algorithmic bias, and 
potential manipulation. Marketers must be transparent about how they use AI and give consumers 
control over their data usage (Janowski, 2025). Personalization is a strategy that provides the right 
content to the right person at the right time to create value (Gogua & Smirnova, 2020). When done 
correctly, AI can raise customer perceived value, enhance experience, and brand loyalty (Lopes, 
Gomes et al., 2024). In various business environments, customizing interactions to the needs and 
preferences of each client improves customer experiences (Bhuiyan, 2024; Patil, 2025). Your more 
positive feelings about a brand or company will also translate into savings: customers who feel 
understood by their brands are more likely to be loyal, even if they can find cheaper products 
online. Additionally, AI can anticipate consumer needs, enabling proactive service that boosts 
satisfaction and long-term loyalty (Rane, Choudhary et al., 2024). 

Nonetheless, as previously discussed, excessive personalization can result in adverse 
problems, including filter bubbles, issues of getting into consumers’ heads, and exacerbating 
existing biases. Overall, thus, algorithms should be developed in a way that prompts consumers to 
encounter alternative ways of looking at and thinking about things, when feasible, while avoiding 
promoting poor or harmful stereotypes. Furthermore, it is critical for marketers to regularly audit 
their AI algorithms, so profits are not discriminating against categories of consumers. Additionally, 
retaining consumer trust requires addressing privacy breaches, data security, and transparency 
issues. If customers are concerned with their privacy, they could always choose to limit sharing 
with personal data, thus limiting the personalization efforts the marketer is trying to enhance. 
However, ethical data practices and fair, clear, and transparent communication will allow marketers 
to use the power of AI-generated personalization to establish good and mutual relationships with 
their consumers (Gonçalves et al., 2023). 
 
Themes in Algorithmic Consumer Behavior 

AI-enabled personalization improves customer experiences and satisfaction (Rane, Paramesha et 
al., 2024). However, it raises issues related to data privacy, algorithmic bias, and manipulation 
(Grewal, Satornino et al., 2024). By using AI to analyze large amounts of personal data, businesses 
can refine their marketing campaigns. This may impact how consumers make decisions in subtle 
but important ways (Lopes, Silva et al., 2024). Consumers need to know how their data is used, 
which helps them gain better control over their online experiences. Transparency, data security, 
and consumer control must be integral components of AI-driven personalization efforts to foster 
trust and ensure ethical practices (Patil, 2025). 

Another primary concern is algorithmic bias. This occurs when biased, flawed, or otherwise 
faulty data is incorporated into the AI system (Lopes, Silva et al., 2024). Because of this, a business’s 
AI algorithm may discriminate against a group of consumers by offering them specific products or 
different prices compared to other groups based on demographic traits (Bura & Myakala, 2024; 
Rane, Paramesha et al., 2024). Ensuring fairness and accountability in AI algorithms is crucial to 
avoid bias and treat all consumers equally, thereby protecting their rights. Marketers who actively 
identify and manage bias can promote fairness and prevent discrimination. 

The possibility of manipulation is the final ethical issue raised by AI-driven personalization. 
AI algorithms can be used to influence consumers’ decisions by subtly changing their perceptions 
or exploiting their cognitive biases (Gonçalves et al., 2023). It is essential to ensure that AI-driven 
personalization is used to inform and empower consumers, not to manipulate or deceive them. For 
example, recommender systems can create filter bubbles by consistently showing users content 
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that confirms their pre-existing beliefs, potentially limiting their exposure to diverse perspectives 
(Guan et al., 2022). Marketers must act ethically and utilize AI to enhance consumer experiences, 
rather than exploit weaknesses. 

AI systems carry significant ethical implications, including bias, data quality, liability, and 
transparency concerns (Subías-Beltrán et al., 2024). The ethical issues worthy of investigation 
comprise safety and transparency, data privacy, fairness, and algorithmic biases (Naik et al., 2022). 
With AI algorithms, there is a possibility that new forms of personal information could be disclosed 
to consumers (Andreotta et al., 2021). To address these issues, relevant stakeholders will need to 
come together to develop ethical principles and regulations to govern AI in marketing. This group 
of stakeholders can be seen as marketers, policymakers, AI developers, and consumer advocates, 
all of whom are associated with marketing’s responsibility for the ethical use of AI in the 
marketplace (Abujaber & Nashwan, 2024; Naik et al., 2022; Torkey et al., 2025). 

When supplying AI systems, we must keep in mind the necessity of transparency so that 
the user is aware of how the AI arrived at a particular recommendation or decision. The necessity 
of openness is vital because we want to capitalize on the benefits that AI provides while minimizing 
potential adverse consequences (Radanliev et al., 2024). This suggests that we need to describe to 
consumers how algorithms and data work to make decisions. In addition to independent audits 
and assessments that may help identify and mitigate bias and other ethical concerns in AI systems 
(Dhopte & Bagde, 2023). Education is crucial for enhancing individuals’ understanding and 
enabling them to make informed, ethical decisions related to AI technology (Lim et al., 2022). 
  

Implication and Research Direction 

The rapid development of technology in AI has sparked countless conversations around the ethics 
and sociology of the changes we undergo from AI systems. From driving cars to diagnosing 
medical conditions, AI is in every facet of everyday life; we are finally seeing the emergence of all 
the big questions of accountability, transparency, and fairness (Schultz & Seele, 2022; Zhang et al., 
2021). Thus, many ethical issues surrounding transparency, data privacy, algorithmic fairness and 
bias, and privacy must be addressed. With AI algorithms that can find new types of personal data 
(Barton & Pöppelbuß, 2022), we need to address these ethical issues in a future-proof fashion with 
stakeholder consensus to develop ethics frameworks and governing provisions in the marketing of 
AI. 

It is important for collaboration to include marketers, policymakers, AI developers, and 
consumer advocates to promote responsible and ethical practices with AI in the marketplace 
(Pham, 2025; Weiner et al., 2025). One of the most important aspects of ethical AI development 
is transparency, which allows users to see how AI arrives at its recommendations and decisions 
(Lepri et al., 2021). It is essential to emphasize transparency in AI system development, allowing 
users to understand how AI reached its recommendations or decisions (Gerke et al., 2020). This 
means providing clear explanations of both the algorithm’s processes and the use of data as the 
decision-making context. Independent auditing and assessment can play a crucial role in identifying 
and addressing biases and other ethical issues within an AI system (Dey & Bhaumik, 2023). 
Education is also crucial in fostering public awareness and understanding of the ethical issues 
associated with AI technology (Karakuş et al., 2025). In the context of these ethical responsibilities, 
finding a balance between innovation and regulation is essential. If regulations are too strict, they 
may inhibit innovation and thereby hinder the development of practical AI applications. 

Alternatively, an entirely unregulated environment may lead to ethical violations and 
societal harm. Therefore, both legislative policymakers and technologists must develop regulations 
that enable the innovation of AI while protecting people’s rights and values. The ethical issues 
regarding the use of AI in healthcare research highlight the need for ethical principles to be 
integrated in all stages of the AI lifecycle (Abujaber & Nashwan, 2024). For a safe and effective 
transition of AI into healthcare systems, all policymakers will need to keep up with the rapid pace 
of AI technology development and implement regulations that protect patients without limiting 
innovation (Pham, 2025). Furthermore, a governance framework will be required to encourage the 
adoption and successful implementation of AI into the health sector (Mennella et al., 2024). 
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There have been significant innovations and efficiency gains from the applications of AI 
and robotics in healthcare (Elendu et al., 2023). However, ethical and regulatory concerns are there 
to be resolved for their responsible adoption (Elendu et al., 2023; Jeyaraman et al., 2023; Mennella 
et al., 2024). A few of the key issues are privacy, data security, bias, fairness, accountability, 
transparency, autonomy, and human oversight, along with broader societal implications (Elendu et 
al., 2023; Mennella et al., 2024; Pham, 2025). These concerns must be addressed to ensure that AI 
is beneficial to patients and clinicians and upholds ethical principles (Zhang & Zhang, 2023). AI 
progress could also contribute to healthcare disparities, hence the need for stringent governance 
mechanisms (Jeyaraman et al., 2023). Being an emerging technology, AI needs to remain on the 
policy radar. Through time, AI finds itself getting stronger in its interference with human and 
consumer behavior. With newer algorithms and larger datasets, AI will make more interventions 
into individual preferences and choices. This is an opportunity for consumers and businesses alike; 
however, it also has potential issues with its side-parties: Addressing individuals according to their 
recommendations and swiftly assisting them in making decisions, AI can create experiences. On 
the other hand, this leads to certain dangers concerning manipulation, privacy, and autonomy. 
 

Conclusion and Managerial Implications 

The theoretical approach to understanding AI’s role in shaping our preferences and decision-
making has identified a dynamic synergy of technological capabilities, psychological rationales, and 
ethical implications. The personalization of the consumer’s experience, through targeted 
recommendations, enhanced predictive precision, or persuasive design choices, has demonstrated 
AI’s ability to influence consumer choices (Faiyazuddin et al., 2025; Chopra, 2023). The algorithmic 
consumer is presenting new opportunities and challenges for businesses, governments, and 
everyday consumers. Change is part of the AI technologies; we must focus on purposeful and early 
action to support society in safely working with AI. For example, marketing practitioners must 
adopt transparency in AI use and keep customers informed about data collection and its use for 
targeted advertising (Kumar & Suthar, 2024). Transparency leads to stronger customer 
relationships, trust, and engagement (Kumar, Bapat et al., 2024). Policymakers and regulators have 
an essential part to play in developing frameworks and establishing standards for ethical use of AI 
in marketing (Wilson et al., 2024), which encompass the guidelines regarding data privacy, 
algorithmic bias, and consumer protection that foster a responsible and accountable AI 
environment. 

Consumers need knowledge and functionality that empower them to understand 
interactions with AI systems, and there are aspects of this that pertain to education, data privacy 
management, and disabling personalized recommendation-centric features. A comprehensive 
collaboration among businesses, policymakers, academia, and consumers is necessary to derive the 
best benefits from AI while minimizing harm. Designing AI systems with the active involvement 
of final users instills trust, ensuring its application for the greater good (Gonçalves et al., 2023; 
Tiautrakul & Jindakul, 2019). 

More and more, AI is redefining marketing operations by providing personalization, 
automating tasks, being proactive with analysis, and offering more profound insights into 
customers and marketing decisions (Gonçalves et al., 2023; Kumar, Bapat et al., 2024; Kumar, 
Ashraf et al., 2024). AI can bring about more customer engagement, risk management, and 
marketing efficiency through machine learning and computational intelligence (Zaman, 2022; 
Tiautrakul & Jindakul, 2019). The emergence of generative AI represents an unprecedented 
moment for augmentation and human capacity, coupled with special attention from the scholarly 
community (Hermann & Puntoni, 2024). 

AI is more than a tool, but a paradigm shift in marketing and firm-consumer relationship 
(Kumar et al., 2019; Campbell et al., 2019; Beyari & Hashem, 2025; Janowski, 2025). As AI 
continues to progress, firms that do not adopt it will face pressure, including new ethical 
considerations for transparency, privacy, usability, and algorithm bias (Kumar & Suthar, 2024; 
Sharma & Sharma, 2023). Adherence to ethical practices and the taking of principled positions on 
AI use in marketing are essential to consumer trust (Hermann, 2021). AI innovation in digital 
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marketing introduces robust functionalities, such as personalization, predictive analytics, and 
integration with emerging technologies like IoT and cloud computing (Spais & Chryssochoidis, 
2025; Wilson et al., 2024; Priyanka et al., 2023; Vlačić et al., 2021). These introduce automation and 
intelligent content creation but also raise ethical concerns, including privacy concerns, transparency 
concerns, and algorithmic accountability (Kumar, Ashraf et al., 2024). While AI is transforming 
marketing activities, there is a pressing need to align performance with ethics (Kumar, Ashraf et 
al., 2024). Enhancing human creativity with AI can produce more engaging content (Hartmann et 
al., 2024), but there are problems. 

Limitations such as algorithmic bias, inexplicability, and control remain troublesome 
(Bruyn et al., 2020). Social media content generated by AI is both valuable and dangerous 
(Mohamed et al., 2024), with ethical and legal concerns, such as discrimination and data privacy, 
being called into question (Kumar & Suthar, 2024). AI marketing growth requires an understanding 
of the pros and cons of its use to be applied responsibly (Kumar, Ashraf et al., 2024). The 
unexplainability problem due to black-box algorithms increases the issues (Koswara & Herlina, 
2025). It is a requirement that marketing and engineering experts adopt principles such as consumer 
privacy, information accuracy, and avoidance of algorithmic bias (Sharma & Sharma, 2023). As 
much as AI yields profound insights concerning consumer behavior, it can be misused if its use is 
not governed wisely. 
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