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Abstract 
This dissertation explores the negative impacts of AI on the marketing practices of large organizations and its effects on consumer trust. The research analyzes existing literature on AI marketing, concentrating on privacy concerns, perceived risk, transparency, bias personalization, and consumer engagement. The findings suggest that AI can enhance marketing efficiency and personalization. Its use can cultivate problems for Privacy and surveillance concerns. Poor transparency can make consumers more wary about how their data is being used. Algorithmic bias may also add to unfair treatment and discrimination. Overall, the findings suggest that AI can strengthen consumer relationships when used correctly, however poor management of data, privacy, and a lack of transparency can negatively impact consumer trust (Jenson, 2025). 
Key words: Artificial intelligence, large organizations, privacy, transparency, and discrimination.    

















Introduction 
Artificial intelligence has undeniably altered how organizations, especially large organizations, perform marketing, enabling them to examine vast consumer data, personalize recommendations, and automate recommendations. Whilst these can strengthen efficiency and customer experiences. They can also create concerns about privacy, transparency, and discrimination. The purpose of this dissertation is to explore how artificial intelligence is altering marketing practices and the potential consequences of Artificial intelligence in marketing practices especially by large organizations. The structure of the dissertation will involve three main chapters which will be methodology, literature review and analysis of findings. The literature review will examine the research from several other authors. The literature review will also explain how the research connects and a comparison from all the authors.  The analysis of findings will include four findings with several themes and figures in each finding and a comparison of the figures in each findings (Jansen, 2025).   
The main research aim is to critically investigate how large organizations use artificial intelligence in marketing practices. The first research objective is to identify and classify the AI-driven systems that are deployed by large organizations in their marketing practices. The second research objective is to analyze what drives large organizations to integrate AI into their systems. The third research objective is to analyze the ethical implications of AI adoptions on the relationship between large organizations and their consumers.  













Literature review 
Introduction 
According to research Artificial intelligence has developed into an increasingly crucial part of modern business operations, especially in marketing. In the last decades, large organizations have invested large amounts of capital in AI technologies to enhance customer engagement and predict customer behavior more accurately. AI technologies like personalized marketing, predicative analytics, and AI chatbots are used every day to support marketing and improve overall organizational performance. However, the increasing use of AI in marketing has raised concerns whether AI may have damaged consumer trust rather than improved it (Herrman, 2022). 
The inclusion of artificial intelligence into marketing practices has significantly altered how large organizations like Google connect with their consumers. Artificial intelligence is now widely employed to examine consumer behavior and predict purchasing decisions and consumer communication. As marketing practices become affected by automated systems, questions regarding transparency, privacy and fairness about equal treatment, and the legitimacy of consumer relationships with large organizations have become increasingly important (Herman,2022).     

Transparency and privacy
[bookmark: _Int_PrK6KcVB]One of the main concerns is a lack of transparency. This is because AI systems, particularly the ones used by large organizations, are often too complex. Consumers of large organizations are often unaware or completely unable to understand the complex AI systems used by large organizations. This would lead to distrust and suspicion especially when marketing messages present themselves as personalized (Naz, 2025). Another major concern is privacy. This is because large scale AI harvesting of personal data by large organizations can make consumers uneasy about how the personal information is used, stored, or shared. Research suggests that the biggest worry of consumers is data breaches and surveillance. Data breaches and surveillance would make consumers less trusting of large organizations (Mogaji, 2022).




Manipulation of behavior and consumer alienation  
Another major concern is the manipulation of behavior. This is because AI systems could use psychological profiling and personalized ads to influence consumers' purchasing, often in a way that is not in their best interests. This manipulation would make consumers feel like they are being taken advantage of (Barari,2024). Another main concern is consumer alienation. This is because when AI systems replace human interaction, consumers often feel detached and undervalued. Research suggests this impersonal approach could make consumers feel estranged and would often lead consumers to lose trust in any organization. Another major concern is algorithmic bias and ethics. This is because research suggests bias arise when AI systems make choices based on data or information that mirrors existing prejudices or unfair stereotypes. This can lead to unfair or discriminatory outcomes in marketing such as targeting or excluding certain minority groups (Peltier,2024).

Illegitimate relationships of data and poor data quality 
Another major concern is illegitimate relationships with data. This is because AI may receive misleading or false data in big data sets harvested by large organizations such as Microsoft or google. This could lead to any organizations, especially large organizations, to perform marketing actions that feel irrelevant or outdated to consumers. This would inevitably lead to consumers losing trust in organizations especially if consumers could detect that large organizations are making marketing decisions based on false data (De bruyn, 2020).  Another major concern is poor data quality. This is because if the data sets harvested by large organizations could be poorly organized, marketing messages may be unclear. This would harm consumer trust since they may feel frustrated or confused (Schiessl, 2022).  

Deceptive pricing and over automation 
Another major concern is deceptive pricing. This is because AI powered pricing could mean different consumers could get different price tags for the same product or service based on their personal data such as purchasing patten and online conduct. If the consumers of any large organizations, especially marketplaces such as Amazon or eBay, became aware that other consumers got a lower price tag for the same product or service or if they saw the price tag increase over time. Consumers of large organizations such as amazon or eBay might see this pricing as unfair. Which might lead to consumers losing trust in organizations (Gao, 2023). Another major concern is over automation. According to research over automation like depending significantly on AI systems such as AI chatbots or other automated systems without human systems could make consumers feel undervalued since AI systems often cannot fix complex or unique problems that consumers might have. This is because when interactions between customers and businesses lack human touch, consumers might see the organizations as impersonal which would lead to eroding trust in the organization (Saura,2021).
 

Connections 
The existing literature indicates the negative effects of Artificial intelligence in marketing practices on consumer trusts are strongly connected instead of them existing as separate issues. A frequent theme across many studies is that transparency underpins many of the other issues. When large businesses fail to clearly explain how Artificial intelligence systems make decisions or use consumers' data, individual consumers may become doubtful about the impartiality of marketing practices by big businesses. This lack of understanding can increase concerns surrounding privacy and personalized pricing (Bhargava, 2021).
Privacy is frequently recognized as one of the biggest challenges related to AI-driven marketing. Large organizations such as Google and Amazon depend on vast amounts of personal data to personalize services and advertisements. Many consumers of large organizations might enjoy tailored experiences. However, many researchers suggest that these benefits are often overshadowed by concerns about how their data is collected, stored, and used by large organizations such as Google and Meta. This creates a massive tension between the comforts of personalization and the desire to maintain privacy (Rogers, 2025).
Multiple authors of journals have noted saying AI can improve organizations' marketing efficiency. This is because Artificial intelligence permits businesses to persuade consumer behavior more effectively through personalized recommendations. However, many researchers and academics advocate that AI might influence consumer purchases in a way that primarily benefits big businesses rather than individual consumers. This is strongly connected to the concern of algorithmic bias, where AI systems can mirror bias presented in data sets which results in discriminatory marketing practices that break perceptions of impartiality. This is strongly connected to poor data quality with academics broadly agreeing that false or outdated information leads to irrelevant marketing and further eroding consumer trust (Oc, 2023). 


Academic studies indicate that while AI chatbots can enhance operational efficiency when solving routine enquires, extreme automation often leaves consumers feeling undervalued especially when dealing with complex issues that needs human empathy or human judgement. This feeling of alienation is further strengthened by concerns surrounding AI driven personalized pricing, where consumers may be offered different price tags for products depending on their online behavior. Even though many academics perceive acceptable dynamic pricing and unethical personalized pricing. Almost all academics and researchers can agree that pricing practices identified as unfair will erode consumer trust significantly. Overall, the existing literature shows broad agreement that transparency, ethical data use and maintaining human involvement to some degrees are crucial for preserving trust in AI enabled marketing (Cheng,2022). 
 Comparison 
The multiple concerns identified in the literature are connected by one central issue. Which are consumers losing trust in large organizations that use AI in marketing. However, some concerns appear more than other concerns. Transparency and privacy arise as the dominant and most frequently discussed issues in existing literature. Consumers of large organizations often do not comprehend how AI systems make choices, and this lack of transparency increases concerns about how personal data is collected and used. Research suggests that when consumers feel uncertain about AI processes, they become more skeptical of organizations and less willing to trust them (Wang,2026).
Concerns such as behavioral manipulation, deceptive pricing, and algorithmic bias can be grouped together as ethical concerns. While behavior manipulation centers on influencing consumer decisions through personalization and profiling, deceptive pricing involves giving consumers different price tags based on their profiling and algorithmic bias results in prejudiced treatment of certain groups of people. Although these concerns might vary in practice. They all build perceptions of unfairness and exploitation, which research suggests are major factors of the erosion of consumer trust (Giacomo,2025). Consumer alienation and over automation are closely related. Over dependence on AI chatbots and AI systems would reduce human interaction, making consumers feel ignored or underappreciated. Recent research shows that many consumers of large organizations still prefer human support for complex issues and view excessive automation negatively (Giacomo,2025). 


The last two themes, which are illegitimate relationships with data and poor data quality, focus on data quality. Ill managed, inaccurate, or outdated data can steer large organizations to create irrelevant marketing messages and unsuccessful personalization. They can make organizations, especially large organizations, look incapable and unreliable (Chinnici, 2025). 
Overall, the existing literature and research suggest that a lack of transparency and a lack of privacy are the fundamental reasons why consumer trust continues to erode. Whilst ethical concerns, automation and poor data management act as additional factors that reduce and erode consumer trust. Together, these themes and concerns showcase that consumers are mostly likely to trust the organizations that use Artificial intelligence in a transparent, unbiased, accountable, and human center manner (Chinnici, 2025).        


	Research gaps 
	Sources 

	The negative effects of Artificial intelligence in marketing practices. 
	(Zhang, 2025). 

	There is a lack of focus on large organizations specifically. 
	(Mu, 2025).

	Long terms effects of artificial intelligence in marketing 
	(Marinchak,2018).



Chapter Conclusion 
In this chapter, the findings of this chapter have been gathered to investigate how the growing use of artificial intelligence in the marketing practices can be harmful to consumer trust. While many researchers agree that Artificial intelligence offers many operational strengths such as increasing efficiency and automation. There is incredibly strong evidence that these strengths often carry concerns that could harm or even permanently damage relationships between businesses and consumers. The main concerns are transparency and lack of privacy. These concerns can make most consumers of organizations uncertain about how their personal data is being stored and used (Cheng, 2022).
The existing literature proposes that Artificial intelligence itself is not the leading cause of the erosion of consumer trust. Alternatively, trust is affected by how responsibly organizations cultivate and apply their AI systems to their marketing practices. In order to gain long term consumer trust, large organizations should give more importance to transparency, ethical decisions making and proper human oversight. Through balancing technological advancements with ethical business practices, organizations especially large organizations are more likely to strengthen consumer trust while continuing to benefit from AI powered marketing practices (Cheng, 2022).       
Methodology 
Introduction
This chapter has established the methodological framework used in this study to explore the negative impact of artificial intelligence on the marketing practices of large organizations on consumer trust. This chapter has provided an organized explanation of the research process, defining the philosophical presumptions, research approach, research design, data sources, methods of analysis, and ethical considerations that reinforce the study.  Creating a strong methodological framework is crucial since it shows that the research in the study has been designed systemically and this chapter has shown why particular methodological selections are suitable for this study. By clearly explaining the structure and the precise research process in this study. This chapter has strengthened the openness and credibility of the study while allowing readers to understand how the conclusions and results have been made in the study (Clarke, 2021).         
Research approach 
The study has implemented an inductive research approach to examine the negative impact of Artificial intelligence on marketing practices within large organizations and its effects on consumer trust. The inductive approach is considered a suitable approach for this study since this study seeks to establish and develop an understanding of contemporary issues rather than testing a predetermined theory or hypothesis. In an inductive approach, patterns, themes, and relationships between data are recognized through the evaluation of collected data and afterwards the data would be verified. This has allowed conclusions to naturally come to fruition from the data (Brown,2025).
Research philosophy 
The research philosophy used in this study is interpretivist philosophy. The interpretivist philosophy is established on the belief that reality is socially constructed and that individuals create their own meaning and understanding based on the basis of own personal experiences, understandings, and cultural norms. Unlike positivist approaches, which concentrate on objective measurement and statistical testing. Interpretivist philosophy pursues understanding of how people see, decipher, and make sense of a specific event. Hence, the interpretivist philosophy is especially fitting for how consumers trust could be negatively impacted by AI in marketing practices by large organizations. This is because trust is not a universally measurable concept but instead a subjective perception that differs from individual to individual (Jenson,2025). 

Research design
The research design for this study is a qualitative research design based completely on the use of secondary data. This research design is considered fitting for this study since the main intention of the study is to analyze and interpret existing data on the way Artificial intelligence impacts the marketing practices of large organizations and how these practices may affect consumer’s trust. Instead of gathering new data from participants, the study had collected evidence that has already been released by credible academics, industry reports, recognized organizations. This has permitted for a broad understanding of the topic by comparing different viewpoints and findings from prior studies and research (Bets, 2025).
The secondary data 
The inclusion criteria in this study are to incorporate peer reviewed journals, academic books, industry reports, government sources and other data from other credible online sources. Academic data bases like Google Scholar, Science Direct, Emerald insight and SpringerLink. Furthermore, industry reports created and released by credible organizations such as Deloitte, PwC, McKinsey & company, and IBM has been examined thoroughly to provide the latest insights into how AI is being implemented in marketing practices and the challenges it creates for both large organizations and consumers. The latest publications have been the preferred choice of sources of information in this study. This is done so that the study can mirror and be up to date with rapid development of artificial intelligence (Bennett, 2020). 
Data analysis method 
The data analysis method in this study is a thematic analysis. The thematic analysis is a qualitative approach used to consistently identify, organize, and interpret patterns of meaning in a dataset. This method of data analysis has been fitting for exploring the negative impacts of AI in marketing practices and how these marketing practices affect consumer trust. Considering the scope and the exploratory nature of the study, The Thematic analysis has provided what the study requires. Which is a flexible and yet structured framework for analyzing subjective experiences, personal perceptions and attitudes expressed by participants in qualitative data sources (Delve, ND). 
The Ethics 
The ethical considerations in this study are primarily centered around upholding academic integrity and the responsible use of secondary data. This means all sources of academic material has been referenced accurately using Harvard reference. As previously mentioned, this study has only used secondary information which includes academic journals, industry reports, and information from online sources. There are no human participants in this study. Which means there is no ethical risks like informed consent, confidentiality, or data protections under UK GDPR requirements.  This secondary research approach ensures compliance with ethical standards while maintaining academic precision and methodologically consistent throughout the study (Saunders, 2023).     
Data collections and the limitations of primary data  
The collection of secondary data for this study is taken through a structure and ethical procedure to make sure that the data collected and used in this study is dependable, relevant, and appropriate for addressing the main research aims and objectives. The study has applied a wide range of credible sources. Which includes peer reviewed academic, journals, scholarly books, industry reports and government publications and respectable online sources. Every source of information has been meticulously examined and assessed in terms of its credibility, relevance, and date of publication and its contributions to understanding the connections between artificial intelligence, marketing, and consumer trust. The study has made sure all information will be secured from existing sources is accurately referenced and appropriately acknowledged (Sheth, 2026).
This study has adopted a qualitative approach based on secondary data; the study has examined existing knowledge through thematic analysis. This has included recognizing recurring ideas, patterns, and themes within the chosen literature has cultivated a deeper understanding of how artificial intelligence may negatively influence consumer trust withing marketing practices of large organizations. The evaluation of existing information has been conducted without bias or prejudiced to contrasting perspectives and findings presented within the existing literature (Adams, 2007).
The utilization of primary data in this study was considered, however it was not chosen for this study. Since gathering qualitive primary data through interviews or focus groups would need considerable time to design research instruments, acquire ethical approval, recruit suitable and willing participants, perform interviews, and examine findings (Denscombe, 2012). Considering the time available for this study, the procedures mentioned before would significantly lessen the quality of a detailed analysis and examination of the research topic. Furthermore, acquiring access to marketing professionals operating in large organizations might demonstrate to be challenging (Denscombe, 2012).
Depending on secondary data therefore has given a far more practical and suitable alternative, as it permits the study to draw upon a wide range of existing literature and data from contrasting contexts whilst performing a very detailed thematic analysis. Even though the study cannot impact how the original data was collected, critically examining, and evaluating and comparing various sources with contrasting views has helped improve the overall quality, credibility and trustworthiness of the finding and study (Duignan, 2016).
Chapter Conclusion 
This chapter has stated the approach this study has used to explore how artificial intelligence negatively impacts marketing practices in organizations, especially large organizations and how they impact consumer trust. The usage of an inductive approach and interpretivist philosophy has permitted the study to investigate already existing perspectives and create a greater understanding of the relationship between AI powered marketing and consumers. Furthermore, a qualitative research design grounded on secondary data has given the chance to examine academic knowledge from online sources. A thematic approach in research has aided in recognizing patterns and themes from the data gathered. Overall, this methodology has created an appropriate foundation for the study (Dunigan, 2016).      
















Analysis for results and findings 

Findings 1
Figure 1 

The table above shows the four main components (Please refer to Appendices 1). The four main components are Privacy concern, perceived risk, customer alienation and uniqueness neglect. The components shown in the table above are closely linked to consumer trust.  The table shown above gives the foundation to comprehending how specific negative aspects of artificial intelligence in marketing practices can erode and permanents damage consumer trust by clearing explaining each of the negative components. All four factors are shown to negatively affect consumer trust considerably. The negative impacts detected in the table shown above, especially privacy and perceived risk, are highly applicable to large organizations (Barari, 2024).
  
Privacy concerns 
Privacy concerns are one of the main negative factors of AI in marketing practices (Please refer to Appendices 1). This is because when consumers feel uneasy about how their personal data is being harvested, stored, and used by an organization. The consumer would lose their trust in their brand or service. When large organizations such as google and Facebook utilize artificial intelligence for marketing practices, they regularly harvest and examine a large amount of personal data from its consumers. In case consumers believe their personal data is being used without clear permission and transparency, the consumers often become suspicious. Which would indicate that privacy worries like data breaches, unapproved sharing, and even vague organizational data policies. These concerns can precisely lead to the corrosion of the trust consumers have in the business. Consumers may fear that their personal information could be misused or even soled without their permission. Which makes them significantly less likely to trust in their brand and product (Barari,2024).





Perceived risk
Perceived risk is one of the main negative effects of AI in marketing practices (Please refer to appendices 1). This indicates that when consumers feel doubtful or have anxiety about the negative consequences from marketing practices driven by Artificial intelligence such as bias or misuse. The trust of consumers can erode. For large organizations this negative factor becomes much more impactful due to the enormous scales at which the harvest consumer information and apply systems driven by Artificial intelligence across marketing practices such as targeted advertising, customer profiling and personalized recommendations. These large businesses often have bigger visibility and influence within the market, every concern relating to data misuse. Bias or even a lack of transparency can have a significant negative impact on consumer trust (Barari, 2024).
Furthermore, consumers of large organizations are more than likely to link accountability for Artificial intelligence with the businesses themselves instead of the technology itself. This is because large organizations create strategic choices regarding how artificial intelligence is developed and applied in their organizations.  Consequently, perceived risk can not only harm the wider acceptance of marketing practices driven by artificial intelligence but also the wider perceptions of the businesses themselves regarding organizational dependability and the ethical responsibilities. This will put the spotlight on the importance of sustaining consumer trust. Which requires large businesses to apply Artificial intelligence in a transparent, accountable, and responsible manner (Paulat,2026).

Customer alienation
Customer alienation is also one of the negative effects of AI in marketing practices (Please refer to appendices 1). However, the impact of customer alienation is smaller compared to perceived risk and privacy concerns. Customer alienation indicates the loss of human touch in customer support interactions. This finding is specifically relevant to large organizations, as they are expected to apply technologies powered by artificial intelligence across various marketing functions to enhance efficiency, lower costs and manage large volumes of customer interactions. Some examples of this include chatbots powered by artificial intelligence, customer service that is robotized, and personalized advertising. While it is true that technologies powered by artificial intelligence can improve organizational performance and send quicker responses. Research suggests that extreme reliance on automation might leave consumers feelings that their individuals needs and worries are not completely grasped by large organizations such as Google and Meta who use their data (Barari,2024). 
As a direct consequence of this, consumers of large organizations may cultivate a much weaker emotional link with the business. Which would directly lead to fragile trust and lower levels of brand loyalty. This is particularly important in scenarios and situations where customers need reassurances and human empathy with difficult and unique issues (Edelson,2026). 
Uniqueness neglect 
The modern systems powered by artificial intelligence used organizations often utilize general patterns in data (Please refer to appendices 1) . The systems that are powered by artificial intelligence might not identify individual consumer needs. This absence of personalization can make consumers feel like another statistic. Which inevitably leads to dissatisfaction and less trust, which leads to lower chances of buying products or services and preserving customer loyalty. This absence of individual recognition can have a negative effect on how customers see a brand of organizations. For large organizations, this concern is considerably worrying because systems powered by Artificial intelligence are created to examine a very large amounts of customers at the same time. While AI might reduce overall operating costs and increase operation speed. It might also create and generate conversions that consumers find impersonal or repetitive (Barari,2024).
This belief can negatively influence consumer trust for large organizations. This is because when customers believe that a company gives more importance to automated decision making over honest understanding, customers of large businesses might see marketing communication as impersonal or manipulative. This can considerably lessen the emotional link between customers and businesses, which is a crucial ingredient to cultivating long-term customer loyalty (Labrecque, 2024).  










Figure 2

The second figure in finding 1 shows several benefits of artificial intelligence in marketing practices. Advantages such as efficiency, accuracy, availability, and cost reductions (Please refer to appendices 2). These four advantages are closely connected to the increasing consumer trust.  The findings show that organizations who use artificial intelligence in marketing practices typically become far more efficient in managing and using consumer data. This is especially relevant to large organizations since they manage millions of consumers data (Yau, 2021).  

Efficiency 
Current research suggests that artificial intelligence in marketing practices can automate recurring tasks in marketing like data collection, analysis, and processing (Please refer to appendices 2). This naturally lessens the chances of human error and rapidly accelerates response times. Which ensures customers receive timely and accurate information. When consumers of large organizations see the services of the business become more consistent and quicker, their trust in the brand of the business is more than likely to increase (Yau,2021). The efficiency benefits of artificial intelligence are particularly precious for large organizations since they manage vast amounts of marketing data and large amounts of customer interactions.  Automating tasks such as data analysis and campaign management permits organizations to perform faster and more efficient strategy choices. As a result, services that are effective can reinforce and grown consumer trust and loyalty to the brands of the organization (Yau,2021). 

Accuracy 
Research suggests that businesses who utilize artificial intelligence in marketing practices to examine large volumes of consumer data would more than likely improve the precision of marketing choices (please refer to appendices 2). Correct recommendations and marketing actions would more than likely make customers of businesses feel understood and valued, which would reinforce and grow consumers' trust in the brand of business. Large organizations benefit from AI since artificial intelligence enables far more precise recommendations and personalized marketing. which helps customers feel recognized and support more informed choices about marketing strategy (Yau,2026).


Availability 
Modern systems are driven by artificial intelligence which operates all day and every day without breaks (Please refer to appendices 2). Which means consumers can interact and engage with the business at any time they want.  This perpetual availability ensures that consumers think that the business is always dependable and responsive which would grow consumer trust. Large organizations would more than likely profit from AI systems that continue to stay available all day. This perpetual service would strengthen accessibility despite different time zones and beliefs of reliability which would directly increase consumer trust (Yau,2026). 

Cost reductions  
Systems operated by artificial intelligence generally lowers the overall operational costs of handling and using data management (Please refer to appendices 2). This would allow businesses to invest more capital in customer relationships and robust data protection against modern malware. When consumers know that their personal information is safely protected, their trust would almost certainly grow. Within large organizations, AI lessens data management costs which directly permits large organizations to invest heavily in data protection and operational performance (Yau,2026)  




 







Figure 3 

The third figure shown in finding 1 show that there are human limitations in business marketing. This is because human subjectivity frequently leads to biased choices, false predictions, and wasted capital. Systems driven by artificial intelligence supersedes intuition with data driven analysis, which ensures effective marketing practices are based on information rather than guesswork. Negotiation inefficiency is a major challenge created by cultural gaps and conflicting interests. It is also greatly enhanced by AI. Intelligent agents who can negotiate and monitor several transactions at the same time and reach agreements fast. This lessens the risks of biased treatment or misunderstandings, making the negotiations process more transparent for customers (Chen, 2022).      
 



















Finding 1 Comparison 

The three findings shown above all acknowledge that artificial intelligence has become a crucial part of marketing within large organizations. They also recognize that AI has an impact on consumer trust. A regular theme across the findings that AI has become a crucial part of how organizations engage with their customer base. However, they differ in whether these advancements strengthen or erode consumer trust (Barari,2024). 
The first finding mostly concentrates on the negative effects of AI in marketing. It claims that privacy concerns. Perceived risks, customer alienation and uniqueness neglect are primary reasons why consumers of organizations lose their trust in organizations. Consumers may become wary about how their personal data is being stored and used. Whilst anxiety about bias or inaccurate data. The findings also show that replacing human interaction with AI systems can reduce satisfaction and trust (Barari,2024). 

By contrast, figure 2 shows AI as a help for both organizations and consumers alike. It claims that AI enhances operational efficiency by mechanizing recurring tasks, increases accuracy when examining consumer data, and gives perpetual availability to consumers, and reduces overall costs. These advancements are supposed to create more reliable and personalized experiences. Which eventually strengthens trust in large organizations. Likewise, figure 3 shows the benefits of AI in marketing; however, it centers around overcoming human weakness. It claims that AI lessens subjective choice depending on data rather than intuition and improves negotiation. Whilst reducing bias (Yau,2021).
Overall, despite their differences, figures 2 and 3 agree that AI has the power to reinforce consumer trust by lowering errors, enhancing consistency, and making marketing more effective, but this contrasts directly with figure 1. Which claims AI might erode trust since consumers would still be worried about privacy, bias, and the loss of human interaction.  Hence, all three figures acknowledge that AI massively affects marketing practices and consumer trusts. The figures disagree on whether AI in marketing is harmful or beneficial to the consumers (Chen,2022). 


  


Finding 2 

Figure 1 

The table shows different themes (Please refer to appendices 4). Themes like transparency and explain ability, protecting consumers' privacy and autonomy, and promoting fairness and nondiscrimination. Themes that are very closely connected to consumer trust are important. If organizational systems powered by artificial intelligence do not possess full transparency or if any organization has failed to provide clear clarification on how decisions are made regarding the consumer's personal data. Consumers more often would feel skeptical or distrustful, which would directly lessen and erode their trust in marketing practices. The negative factors demonstrated in finding 2 refer to concerns such as unfair treatment and protecting the privacy of consumer trust. These almost certainly lead to consumers feeling abused or unjustly treated which would further erode consumer trust (Naz ,2025).  For instance, if consumers of any business think that Artificial intelligence is being utilized to deceive them and even unknowingly influence their purchasing choices or if their personal data is being used without proper consent. Research suggests that consumers would almost certainly lose trust and confidence in the business. The figure/table 2 also highlights the importance of ethical practices that organizations, specifically large organizations such as Google and Meta, use Artificial intelligence regularly in their activities. Ethical practices like regular audits, understandable communication, and honor consumer autonomy and privacy. These ethical practices are proposed as ways to neutralize negative effects on consumer trust done by system powered by artificial intelligence and help reconstruct or preserve trust (Naz,2025).
  









Transparency and explain ability
On the occasion that systems powered by artificial intelligence are not transparent, or the decisions made by organizations are difficult to explain (please refer to appendices 4). Consumers of a business may be unable to understand it or feel like they have been deceived. This feeling and sense of vagueness and ambiguity can make consumers of any organization especially large organization who use Artificial intelligence to collect data feel suspicious and wary (Naz,2026).

The findings suggest that transparency and explain ability might play a crucial role in constructing consumer trust when large organizations such as Google and Amazon employ artificial intelligence inside their marketing practices. Modern Systems powered by Artificial intelligence are very much capable of making difficult choices, however consumers are rarely given a simple explanation on how these choices are made. When large organizations are unsuccessful to give simple explanations to the average consumer about choices made for their personal data. Consumers might feel unsure about how their personal data is being harvested, examined, and used. This feeling of unsureness can produce feelings of suspicion and reduce confidence in the organization. The issue is especially relevant to large organizations such as Google because they usually have access to vast amounts of personal data collected from websites, mobile apps, loyalty programs, and social media platforms. This permits large organizations to produce personalized marketing through algorithms powered by artificial intelligence. Whilst these algorithms can improve marketing effectiveness, they can produce concerns if the consumers of large organizations have the belief that the organizations that they buy products or services are utilizing their personal data without clear transparency or permission. Consequently, consumers may begin to question whether organizations are acting in their best interests or giving more priority to profit over ethical data practices (Naz,2026).   







Protecting consumers privacy and autonomy
In the event that marketing driven by artificial intelligence harvests or uses personal data from consumers without explicit and clear consent or appropriate safeguards, consumers of any business especially large organizations may get the impression or the belief that their privacy is being attacked (Please refer to appendices 4). Research suggests that consumers who have the belief that privacy and autonomy is being attacked may lead to feelings of vulnerability, powerlessness, and helplessness (Naz,2026).
These concerns are especially relevant for large organizations because they are unlike small or medium-size organizations. Large organizations such as Amazon and Meta are multinational businesses, and important digital platforms typically have access to vast amounts of personal consumers data gathered from multiple sources like online behavior, purchasing history and interactions with digital services from the business. As a consequence, consumers may view these businesses as having too much control and power over their personal data. When marketing practices driven by Artificial intelligence emerge intrusive or too concentrated on swaying online behavior in customers. Individual consumers may cultivate a perception of lessened autonomy (Naz, 2026).  

Protecting fairness and nondiscrimination 
Modern day systems lead by artificial intelligence can accidentally strengthen existing biases and hence be prejudice against certain minority groups that has been historically discriminated against (Please refer to appendices 4). If the system is not carefully controlled and managed, Customers of a business might notice unfair treatment or bias and may sense they are being alienated. This would inevitably erode trust in brands of businesses and marketing practices driven by artificial intelligence. When businesses fail to recognize and right these biases, artificial intelligence might harm certain groups based on socioeconomics and ethnicity (Naz,2026).
This issue is very applicable to large organizations such as Google and eBay since they typically work on a far larger scale than any ordinary business. This is because they regularly depend on artificial intelligence to handle marketing practices sometimes at a global scale. While Research indicates that AI can Improve overall efficiency and allow businesses to produce targeted marketing campaigns, they can also raise the possible effect of a algorithms that is bias. A sole error inside system driven by artificial intelligence can impact a considerable number of customers. This would make the consequences of error far more damaging and significant that it would for small businesses (Naz,2026).  

Figure 2 

The second figure in findings 2 shows that AI chatbots can be used by organizations to strengthen consumer engagement and service productivity (Please refer to appendices 5). In some industries like insurance, chatbots manage inquiries, policy renewals, and give steady or responsive service experiences. One benefit of AI chatbots is that they learn from customer interactions through helping and targeted product recommendations. They mechanize tasks like email campaigns and ad targeting. This would strengthen operational efficiency and allow businesses to focus on developing trust among consumers. Also, automation and personalization can make consumers feel properly understood and cherished, which is important for building trust. Another benefit is data-driven insights. This is because analytics from chatbots provide valuable insights into online behavior and preferences. Marketers of large organizations could utilize this information to create campaigns that are more relevant and engaging, which further enhances customer business relationships. Consistent data informed interactions can increase customer trust in the brand of the business (Iddris,2026).        














Figure 3 
                                                                                                                                                                            The third figure in findings 2 focuses on how AI technologies forms consumer trust (Please refer to appendices 6). It also focuses on the psychological aspects and social aspects, not just technology itself. It emphasizes that trust is a muti layered construct swayed by communication with AI systems. There are two key factors that drive consumer trust in AI in marketing practices, which are anthropomorphism and emotional engagement (Żyminkowska,2025).

Anthropomorphism
Research suggests that when AI systems behave more like a human, AI systems tend to become more relatable and trustworthy to consumers. Perceived kindness and human behavior or even human looks can inspire consumers to communicate and engage. Which bolsters consumer trust and communication. This means that the more human AI systems appear, the likely they will engage with it (Żyminkowska,2025).   
Emotional engagement 
Research highlights that AI systems that provoke positive emotions such as awe or fulfillment will cultivate stronger relationships with consumers. Digital voice assistants, when seen as human like and component, create long term loyalty to the brand of the business and positive responses. Also, it can lead to recurring purchases and even brand advocacy. Emotional connections made through customers feel connected and valued, which is crucial for trust (Żyminkowska,2025).                                                                                                                                              









Findings 2 comparison 
The three findings provide different outlooks on how AI has impacted consumer trust in marketing practices of organizations and especially large organizations. The first finding mainly centers on risks linked to AI, particularly on a lack of transparent, privacy concerns and discrimination. Whilst the second and third findings highlights methods where AI can improve consumer experience and even trust (Naz,2026).
The first and second findings both acknowledge that AI is a crucial part of AI marketing. The second source suggests that analyzing consumer data can aid organizations to understand consumer preferences and generate more relevant marketing. This would enhance consumer service and trust. However, the first finding emphasizes the risk of harvesting and using personal data from consumers.  Consumers may feel that their privacy has been attacked if organizations, particularly large organizations, utilize their data with clear consent. Hence, data can either bolster or erode trust depending on whether consumers believe it is used responsibly (Iddris,2026).         
The second and third are more similar because they both recognize AI as a way of enhancing consumer trust. The second finding concentrates on practical benefits such as faster customer service, automation, and personalization. The third findings focus on the emotional side of AI, suggests that human-like behavior and characteristics and emotional engagement can make consumers feel more comfortable and more likely to engage with the brand (Żyminkowska,2025).
Overall, the sources show that AI itself is not harmful to consumer trust. However, it impacts heavily depending on how organizations handle data. AI can enhance engagement and service. However, these benefits may be lost when organizations particularly large organizations are unable to protect privacy, provide transparency and guarantee equal treatment   

   






Finding 3 
Figure 1 
The figure in findings 3 shows three different negative impacts of marketing practices lead by artificial intelligence (Please refer to appendices 7). The three main impacts are privacy issues, Transparency and accountability, Discrimination, and bias.  All three negative effects are very closely linked to consumer trust. The findings show how organizations who depend on large scale data collection for marketing practices powered by artificial intelligence automatically create considerable privacy concerns. Particularly on how the personal data from customers is collected, kept, and used by the business. The finding shown above also explains the need for transparency and accountability for organizations who use artificial intelligence in marketing practices. Highlighting the significance of businesses clearly clarifying how system and algorithms powered by artificial intelligence make choices and how the personal data from consumers are being used (Madanchian,2024).  
Another major concern that the finding concentrates on is the risk of discrimination and bias in modern systems of artificial intelligence. The findings shown above clarify that if modern models driven by artificial intelligence trained from bias or incomplete data, the models can inadvertently strengthen unjust targeting or excluding certain groups who were historically oppressed. Which almost certainly leads to ethical and potentially legal challenges (Madanchian,2024).   
Privacy issues
Modern marketing practices powered by artificial intelligence heavily count on harvesting large volumes of consumer data, which can invade privacy (Please refer to appendices 7).  Personal consumer data utilization in marketing practices powered by artificial intelligence has recently come under a lot of scrutiny, especially in delicate industries like heath and finance. Research suggests that it is very important for businesses to have clear consent, easy to opt out choices and very robust data protections against modern malware. Also, obey current laws regarding personal data such as GDPR and CCPA. These regulations emphasize the need for clear consent and effective security measures. The inability to obey these laws would lead to financial fines and damage to the reputation of the business. The dangers of misuse of personal sensitive data such as financial or health data, demands all organizations employ rigid data protections measures (Madanchian,2024).  



For large organizations, especially those who operate in sensitive areas such health and finance. Large organizations such as HSBC bank and health insurances business have access to personal consumer data such as financial data, purchasing behavior and health related data. The impact of privacy issues on consumer trust is especially essential since large organizations, especially who operate in finance or healthcare, handle millions across different regions and countries. On the event that consumers think that their personal data is being used with clear consent, their trust in the business would almost certainly erode. The misuse, exposure, or even unapproved sharing of the consumers' data would give rise to very severe negative outcomes for the individual consumer. Whilst causing significant damage or sometimes even permanent damage to the organization (Madanchian,2024).      
Transparency and accountability
Current research suggests that there is an increasing demand for transparency and accountability about how exactly algorithms driving by artificial intelligence work and how decision-making processes work in marketing practices (Please refer to appendices 7). Current research agrees that transparency is a foundational part for cultivating trust in consumers and guaranteeing ethical data practices. All businesses are expected to clearly clarify how they manage customer data and reasoning behind recommendations produced by artificial intelligence or advertisements that are targeted. Consumers are becoming increasingly aware that their purchasing history, online actions, and personal data are being examined by systems powered by artificial intelligence. Yet many consumers remain ignorant on how modern algorithms lead by artificial intelligence make choices or how their personal data provides the creation of personalized marketing outcomes. This absence of comprehension can cultivate perceptions of uncertainty and erode confidence in the brand or the business. Hence, large organizations should give far clearer on how their consumer data is gathered, how algorithms driven by artificial intelligence work (Madanchian, 2024).  
For large organizations, showing accountability requires far more than just obeying data protection laws such as GDPR. Large organizations such as Amazon and Meta need to actively cultivate ethical artificial intelligence management practices in business operations. Which means large organizations need to give consumers reachable information about the usage of artificial intelligence, making sure that there is human oversight over choices made by artificial intelligence and correct any biases within algorithms. By implementing transparent AI practices, large organizations can reinforce consumer trust and show that technological advancement is being used ethically in the organization (Madanchian,2024).      



Discrimination and bias 
Current research and literature warn that algorithms powered by artificial intelligence can accidentally strengthen existing biases if the algorithm is trained on false or incomplete data. This would result in biased targeting or excluding certain minority groups that have been historically oppressed. Which is both immoral and discriminatory. Research highlights the crucial significance of testing algorithms and correcting any bias found in the algorithms to produce an unbiased and inclusive marketing environment in business. Managing and correcting these biases is essential for respecting all consumer demographics and maintaining equality in marketing (Madanchian,2024).   
The consequences of discrimination and bias are especially important for large organizations. This is because large organizations such as Google and Meta typically work on a far greater scale than any small business. Large businesses who operate in multiple countries often use artificial intelligence to produce automated marketing choices across multiple countries and regions that sometimes have different cultures and norms. Therefore, even any level of bias in an algorithm can affect a significant number of consumers since large organizations make millions of marketing decisions.  According to research, biased algorithms could target expensive products or financial services to certain demographics. Whilst restricting opportunities for other groups based on gender, religion, ethnicity, or socioeconomic background. Business practices such as this would produce ethical issues and could lead consumers to question if the business is treating them fairly (Madanchian,2024).  

  








  
Figure 2

The second figure in finding 3 suggests that AI is changing how businesses interact with consumers. AI tools aid organizations, especially large organizations, to comprehend consumer demands and preferences, permitting them to personalize their offering on services and products. Which would permit them to build trust with consumers. There are a few main positive effects of AI in marketing practices on consumer trust. Which is automation, data analytics, and personalization (Strategic , 2024).
   
Automation 
Research suggests that AI is being used to perform mechanical tasks such as email campaigning and customer segmentation. This not only preserves time but also reduces human error, permitting marketers to focus on creative and marketing strategy. Automation in marketing leads to strengthened efficiency and permits marketers in organizations to focus on more high value operations (Strategic, 2024). 
Data analytics 
AI that handles and analyzes vast amounts of customer and market data, recognizing patterns and trends that would be hard for humans to identify. Marketers of organizations, especially large organizations, utilize these insights to segment consumers by age, location, and purchasing behavior.  AI analytics would permit quick corrections in marketing camping, guaranteeing resources are allocated correctly, and marketing stay up to date (Strategic, 2024). 
Personalization 
AI in marketing systems permits marketers in organizations, particularly large organizations, to produce extremely personalized marketing campaigns, by examining customer preferences and behavior. Therefore, this would produce tailored content and recommendations, which would more than likely increase and strengthen customer communication and satisfaction. Research suggests personalization aids in cultivating stronger customer trust and loyalty (Strategic, 2024).       



Figure 3

The third figure in finding 3 suggests that AI technologies aids marketers in organizations to examine both structured and unstructured consumer data such preferences and online behavior. This would permit organizations particularly large in organizations to construct highly advanced customer profiles and bring personized services, which can make consumers feel valued (Please refer to appendices 9). Modern AI models are being utilized to separate customers from their purchasing history and online behavior. Focusing on groups of customers with specific retention strategies like special offers, specific rewards, and support. Organizations can show that they are dependable and deliciated, which are crucial to cultivating consumer trust. Furthermore, systems that are driven by AI can generate responses and give precise information. This would decrease human errors and guarantee consistency. Marketing systems driven by AI can help preserve existing customers by intervening before issues arise. Therefore, consumers who have more positive experience are far more likely to recommend a service or product of a business to another individual (Han, 2021).    















Finding 3 comparisons 
The three findings demonstrate different, however connecting viewpoints on the impact and influence of AI in marketing practices and consumer trust. The second and third findings mostly highlight the benefits of AI in marketing such as enhancing efficiency and examining vast amounts of data. Both findings propose that comprehending consumers’ preferences is important for organizations to provide more relevant services.
However, in contrast the first findings concentrate on the negative effects of AI on marketing practices. Even though the first findings acknowledge the importance of AI in marketing practices, it emphasizes how extensive data collections can produce privacy issues. It also asserts that organizations, particularly large organizations, need to clearly explain how AI systems are used in consumer data. Furthermore, it also explains that there is a chance that AI powered algorithms duplicate existing biases that were already in false or incomplete data. 
Overall, the three sources propose that AI does naturally increase or decrease consumer trust. Rather its effect largely hinges on how organizations implement it. Efficiency and personalization may strengthen trust; however, privacy issues and bias can erode the benefits and weaken.    














Finding 4

Figure 1 

The figure in findings 4 shows three negative impacts of artificial intelligence in marketing practices (Please refer to appendices 10. The three main negative effects are algorithms bias and discrimination, loss of trust and authenticity, privacy, and surveillance. The figure in findings 4 shows that artificial intelligence in marketing has been revolutionary. This is because AI technologies such as machine learning and generative artificial intelligence have vastly improved operational efficiency and strategic decision making. However, these advancements bring along negative effects (Borimnejad, 2026). 

Algorithms bias and discrimination 
Modern systems driven by artificial intelligence can unknowingly inherent and boost biases already in their training data (Please refer to appendices 10. This would result in unfair or discriminatory practices like excluding certain minority groups from certain services and products based on gender, ethnicity, religion, and age.  This is a concern especially important for large organizations. This is because large businesses like Google and Amazon handle personal data from hundreds of millions of users around the world. Any biased result can affect a much wider number of consumers than those created by small organizations. The moment consumer thinks that marketing practices driven by artificial intelligence is biased or discriminatory, their trust in both AI technologies and the brand of the business would significantly decline. This erosion in trust can permanently damage how the public sees the organization and deters any participation with personalized marketing. Hence large organizations should ensure that systems run by artificial intelligence should be frequently monitored and updated to minimize bias and preserve consumer trust (Borimnejad, 2026). 






Loss of trust and authenticity
Current research suggests that in the event consumers become aware that the marketing content from a business is generated by AI (Please refer to appendices 10). The consumers’ loyalty can erode, and the likelihood of them recommending the product or service of the business can decrease. Obscure choices made by artificial intelligence can decrease accountability and can produce a profound erosion of consumer confidence between businesses and consumers. The impact is particularly significant for large organizations, where success is judged by preserving a long-term relationship and a good public image. Whilst artificial intelligence allows large organizations to generate marketing, that is personalized on a grand scale. However, over dependence on automated marketing can make communication feel detached and driven by machines rather than real customer engagement. Furthermore, the lack of transparency that surrounds the method of how artificial intelligence produces personal recommendations and messages can make it hard for businesses to clarify and justify their choices if or when mistakes happen. Therefore, as a result consumers might lose their trust in the brand of the organization (Borimnejad, 2026).     

Privacy and surveillance  
Current research suggests that over dependence on artificial intelligence on large scale data collection from consumers produces serious privacy issues (Please refer to appendices 10). While digital tracking can enhance overall operational efficiency, it also endangers consumer autonomy. For large organizations such as Amazon and Apple, the scale of data collection is far larger than any small business or organization. This is because large businesses and organizations typically have a large consumers base and have access to sophisticated AI technologies. Because of this, consumers of large organizations may see these organizations engaging in extreme surveillance, especially when data collections are not clearly explained (Borimnejad, 2026). 







Figure 2 
The second figure in findings 4 demonstrates AI as an instrument that helps organizations, especially large organizations, collect and examine vast amounts of customer data so they can produce more targeted plans for different groups of customers. AI systems study customer behavior and then suggest products or content that fit what customers are likely to want and need. This strategy is effective because consumers now want personalized services and products, and AI aids marketers in organizations, particularly large organizations, to respond quickly. The findings also suggest that AI enhances customer engagement by mapping out consumer behavior, which would allow marketers in organizations, particularly large organizations, to produce more tailored gifts. Research suggests that AI can aid organizations to refine operations and adjust campaigns whilst they are working, which makes marketing more effective and responsive to any changes in overall consumer activity (Bayeri, 2025).    

















Finding 4 comparisons 
Both sources acknowledge that artificial intelligence has become crucial in marketing practices of large organizations, through harvesting and examining consumer data. However, they differ in how they view the effects of AI on consumer trust. The second findings mostly focus on the positive effects of AI on consumer trust. It suggests that examining consumer behavior allows organizations to produce more personalized campaigns and better customer experience. Whilst source 1 emphasizes the risks connected with harvesting and using personal information especially issues regarding privacy, surveillance and consumer autonomy (Borimnejad, 2026).
The sources also differ in how they approach consumer trust. The second findings suggest that effective personalization can strengthen consumer engagement and make marketing more effective for consumers. In contrast, the first findings assert that when consumers think that their data is being used inappropriately, their trust in the brand of the organization might decline. It identifies other concerns such as bias, and the reduced legitimacy of AI generated marketing content (Bayeri, 2025).     
Overall, the sources suggest that AI could provide major advantages to large organizations; however, these advantages may come at the cost of consumer trust. When AI is being used without sufficient transparency and fairness towards consumers (Bayeri, 2025).       
 













Conclusion and discussion
In conclusion, this research document demonstrates that Artificial intelligence has both positive and negative impacts on consumer trust in the marketing practices within large organizations. AI can strengthen the efficiency and accuracy of operations. Nonetheless, these advantages do not mean consumers will naturally trust brands more. Rather the effects of AI hinges on how consumers will experience it and if they think it is being used fairly (Niininen,2022). 
One of the most important issues identified across the findings is privacy.  Large organizations depend on vast amounts of consumer data to give recommendations, targeted advertising, and enhanced services. Even though this can make marketing more effective, consumers might become uneasy when they are uncertain about how their data is used. This will create a feeling of surveillance, which would weaken trust. The findings have demonstrated a lack of transparency can cultivate similar issues. This is when consumers do not understand how AI makes certain marketing choices or why they are getting certain advertisements, they might become more skeptical in the brand of the organization (Niininen,2022). 
Another major concern is fairness and bias. This is because AI systems can generate or reinforce already present biases in datasets used to train them. For large organizations who typically operate across many countries and cultures, this can massively damage their reputation. Unfair treatment may cause some consumers to feel excluded and can damage both trust and reputation in the brand of the organizations (Niininen,2022). 
However, simultaneously, the findings show that marketing systems driven by AI can enhance consumer trust when it is applied correctly. Automation will decrease human error and improve response times. AI Technologies such as data analytics can assist organizations particularly large organizations, to understand consumers more effectively and give more relevant products or services. Chatbots powered by AI can boost accessibility in business. Moreover, human like traits and emotional engagement in AI can make consumers more friendly and willing to communicate (Niininen,2022). 
Therefore, the findings suggest that the key issue is not Artificial intelligence but how organizations manage and apply the technology. Large organizations must create a balance between the benefits of AI technologies with consumer expectations with privacy, transparency, and fairness. This is balance is crucial if large organizations want to benefit from AI without harming long term relationships with their customer’s base (Niininen,2022). 
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3. AIM Framework

We synthesize the literature and develop an AIM framework that enables autonomous machines to
create, disseminate, and apply knowledge for enhancing customer relationship in a knowledge-based
environment. The framework receives and translates big data into information and knowledge [9] and
improves a firm’s knowledge potential progressively. The knowledge provides a key source of
competitive advantage in enhancing customer relationship. Throughout this section, the literature (or
references) is synthesized to contribute to the AIM framework and provides examples of the
contributions.

AIM offers four notable advantages that improve customer relationship. First, it increases the efficiency
of marketing activities. For instance, AIM automates repetitive tasks, including searching for,
collecting, analysing, and processing data, to facilitate problem solving and reasoning in a real-time
manner. Second, AIM increases the accuracy of decisions made in problem solving and the predictions
made in reasonings based on big data. Third, AIM increases availability since it operates 24/7. Fourth, it

reduces the cost of serving customers and improves financial gains.
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3.2.2 Drivers of process automation arti
marketing

lintelligence adoption in business-to-business

‘The main drivers of the adoption of process automation Al in our sampled articles are human
deficiencies and external pressure caused by digitalization of business environment. According to
Gatner's glossary, digitalization is defined as the use of digital technologies to change a traditional
business model and provide new opportunities for the business’s value creation (Bloomberg, 2018).
Such transformation has brought challenges for traditional B2B marketing activities. First, human
subjectivity can lead to biased conclusions. Many scholars believe that humans rely on intu

nor

guesswork to determine customer acquisition, B2B sales predictions or marketing data analysis, which
results in inaccurate predictions and resource wastage (Bohanec et al., 2017). In addition, Park and
Park (2003) and Rachapudi et al. (2019) pointed out that because of human inefficiency, processing
large amounts of data or information is difficult, time-consuming and costly. Similarly, negotiation
efficiency is reduced by cultural gaps, self-centeredness and the tension between two parties seeking
to maximize their own profits; hence, intelligent agents may be helpful to address inefficiency during
negotiation (Cheng et al., 2006). Finally, the huge volume of data on the internet caused by
digitalization not only overturns traditional B28 value creation and puts pressure on organizations
(Gupta et al., 2017; Paschen et al., 2019) but also provides an opportunity for organizations to

iu (2020), Meire et al. (2017) and Paschen et al. (2019) all argued that the

internet is replete with insights into consumer behavior, providing unprecedented opportunities for

approach customers.

advances in consumer psychology and behavior.
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Artificial Intelligence Chatbot Engagement
Artifi

organizations use Al-driven chatbots to enhance customer communication and service efficiency.

ence Chatbot Engagement refers specifically to the extent to which employees and

Within the insurance industry, Al chatbots are increasingly deployed to manage customer i

quiries,
policy renewals and claims processing, providing consistent and responsive service experiences.
These chatbots learn from customer interactions, enabling them to deliver personalized assistance
and targeted product recommendations that strengthen the customer-firm relationship (Madhuri
etal., 2024).

Incorporating Al chatbot engagement into marketing strategies facilitates the automation of tasks
such as email campaigns, lead nurturing and ad targeting, thereby improving operational efficiency
and freeing marketing professionals to focus on strategic planning (Haleem et al., 2022). Al-driven
analytics also offer deep in:

ts into customer behavior and preferences, which enable marketers to
design data-informed campaigns and enhance brand engagement (Kumar et al., 2024). As firms deploy
Al chatbots in customer-facing roles, they not only achieve cost efficiency but also generate real-time
customer intelligence that can be used to refine marketing strategies, optimize customer journeys and
ultimately boost sales performance.
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4.2.3. Al-Driven Development of Customer Trust

Al-based technologies are increasingly integrated into users’ daily lives, transforming how people
interact with digital systems. As these technologies become more prevalent, researchers not only
explore their functional capabilities but also examine the psychological and social dimensions of their
use. For instance, Tian et al. [63] investigate anthropomorphized Al in hospitality services, showing
that perceived cuteness, service capacity, and novelty influence customers’ willingness to collaborate
with Al, thereby enhancing engagement and value co-creation. Attention is paid to the emotional and
relational impact of Al technologies on users, especially in relation to anthropomorphic features and
their ability to generate trust. Maduku et al. [79] demonstrate that digital voice assistants evoke
positive emotional responses and long-term loyalty when users perceive them as both human-like and
functionally competent. Similarly, Hernandez-Ortega et al. [60] highlight that relational cohesion with
smart voice assistants, driven by pleasure and satisfaction, fosters brand-related behaviors such as
repeat purchases and advocacy.

Trust in technology, perceived usefulness, and the level of personalization are often mentioned as
mediators in theoretical models, as these variables help explain how users form attitudes toward and
engage with Al technologies. Teepapal et al. [54] confirm that trust and usefulness significantly
mediate the relationship between Al-driven personalization and engagement. Mostafa et al. [59]
further emphasize that trust in chatbots, built on ease of use and compatibility, is a key driver of both
usage intention and customer engagement.
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2.4. Ethical Impli

If Al models are trained on data that are skewed or not representative, it can resultin biased targeting,
segmentation, and personalization, unfairly benefiting some consumers over others [62]. For instance,
an Al system that omits certain demographic groups from specific offers or advertisements would be
deemed unethical and discriminatory. Itis crucial for marketers to test for and address algorithmic
bias in their Al systems. Consumers should have the right to know how their data are being used to
influence decisions that affect them [63]. Marketers should offer clear explanations about their data
practices and the rationale behind Al-generated recommendations, offers, and ad targeting. A lack of

transparency can undermine consumer trust and create perceptions of unfairness 64].

The use of consumer data by Al introduces significant privacy concerns that marketers need to tackle.

Consumers are becoming increasingly aware and concerned about the usage of their personal
information, particularly in sensitive areas such as health, finance, and location [65]. Marketers need
to secure explicit consent for data collection, provide straightforward opt-out options, and ensure data
security to protect consumer privacy and comply with regulations like GDPR and CCPA. As artificial
intelligence becomes a fundamental component of marketing strategies, it introduces significant
ethical challenges that must be carefully addressed.

Privacy Issues

o. Al technologies often depend on extensive data collection, which can encroach on consumer privacy.
‘The ways in which personal data are collected and used in Al-driven marketing are facing increased

scrutiny [66].

o. The risk of misuse of sensitive data highlights the need for stringent data protection measures to
protect consumer rights [67].

Transparency and Accountability

o. There is a growing consumer demand for transparency about the algorithms and decision-making
processes involved in targeted marketing. Such transparency is essential for fostering trust and
ensuring ethical practices [19,66].

o. Companies are required to implement responsible Al practices that ensure accountability in their
marketing approaches [19,68].
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Discrimination and Bias

o. Al algorithms can unintentionally reinforce biases, resulting in discriminatory marketing practices.
This. in consumer targeting [69,70].

ises ethical concerns regarding fairness and equ

. Addressing these biases is crucial for creating a marketing environment that is inclusive and

respectful of all consumer demographics [67].
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Impact of Al on marketing strategy

The research hig}

hted the varied applications and benefits of Al integration in marketers' daily
practices. First, the integration of Al-enabled the automation of routine tasks, freeing up valuable time
and resources. This shift allowed marketers to concentrate on higher-value activities that demand
creativity and strategic thinking. Overall, Al-driven automation led to improved efficiency and
decision-making processes.

Another significant application of Al was in data analytics. The ability of Al algorithms to process and
analyze vast amounts of data allowed marketers to stay up to date with new trends and changing
marketing conditions. This capability allowed for real-time adjustments to marketing campaigns
empowering managers to allocate their resources more efficiently. Additionally, the data analytics
ties enhanced the marketer’s abi

capabil

y to understand customer behavior and preferences. For
example, marketers use Al algorithms to segment their customers based on specific attributes. Such
insights allowed marketers to develop more personalized and targeted campaigns which resulted in
improved customer engagement and satisfaction.

Alhad considerable influence on the firm’s social media marketing practices. For instance, marketers
use Al tools to analyze social media data, assess brand sentiment, and track customer engagement.
This provided managers visibility and insights on customer conversations and competitor actions.

Alalso supported marketers in their creative tasks and content development. For instance, Al was used
to generate product descriptions. Marketers used Al recommendations for search engine optimization
such as identifying keywords and relevant topics. Furthermore, marketers use Al video tools to
enhance their visual content and develop personalized video messages.

Finally, Al technologies play a crucial role in customer relationship management (CRM) and lead
generation. Marketers utilized Al-powered CRM systems to streamline customer interactions, track
behaviors, and personalize communications. Some of these CRM systems were integrated with Al-
powered chatbots, which provided efficient customer service. Additionally, Al algorithms analyze

customer data to generate leads, empowering marketers to enhance their sales activities and

marketing communications.
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5.1Al-enabled customer relationship management in B2B marketing

There are 23 articles in this cluster, focusing on explaining the implementation of Al technologies for
innovative CRM. According to Meire et al. (2017), CRM refers to a managerial strategy, which evaluates
the business interaction with consumers by combining customer management technologies and
business operations processes. Studies suggest that Al as an innovative method can help marketers to
gain valuable information from customers, keep existing customers and increase their satisfaction
(Meire et al., 2017; Tsafarakis et al., 2013; Baesens et al., 2004; Hosseini et al., 2010). Compared to
traditional CRM, Al-enabled technologies allow B2B managers to gain more accurate customer-related
innovation for keeping their existing customers as well as exploring the opportunities for more
potential new customers (Baesens et al., 2004).

The articles in this cluster show that Al technologies can help companies to gain comprehensive and
useful insights for innovation from the massive information pool on customers (Zahay and Griffin,
2004; Schaeffer and Rodriguez Sanchez, 2020). For instance, Zahay and Griffin (2004) develop a novel
measurement system based on organisational learning theory for handling a wide range of customer
information. This process can be seen as a customer learning process which allows marketers to gain
knowledge and summarise hidden patterns within customer information. Moreover, studies also
illustrate that B2B marketers can use Al to help them keep their existing valuable customers (Baesens
et al., 2004; Schaeffer and Sanchez, 2020; Moghaddam et al., 2017). According to Chang et al. (2008),
obtaining new consumers is many times more expensive than retaining business with existing
consumers. Therefore, B2B marketers should concentrate on maintaining customers' loyalty through
Altechnologies. For instance, Baesens et al. (2004) studied various Bayesian network classifiers and
determined an innovative model that can be used to present customers' long-term loyalty lifecycle. In
this way, Al can help managers to devise better strategies to satisfy and keep their valuable customers.

Itis documented that the implementation of Al for innovation can significantly improve customer
satisfaction in B2B marketing (Moghaddam et al., 2017; Joh and Lee, 2003; Zahay and Griffin, 2004).
Indeed, customer satisfaction is one of the most critical indicators of CRM, and Al technologies often
take less time to improve customer satisfaction compared with the conventional management
processes (Meire et al., 2017; Moghaddam et al., 2017; Baesens et al., 2004). For example, Moghaddam
etal. (2017) develop a novel model [i.e. Recency Frequency Monetary Variety (RFMV)] to classify
customers into different groups based on different criteria. In this way, B2B marketers can understand
their customers and personalise the company's services in order to increase customer satisfaction.
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The dark side of Al in marketing

While Al in marketing offers significant advantages in personalization, efficiency, and strategic
decision-making, it also presents a range of risks and unintended consequences that warrant critical
examination.

Algorithmic bias and discrimination

One of the most pressing challenges is the potential for algorithmic bias, where training data
reproduce existing inequalities and discriminatory outcomes. As Pantano et al. (2024) argue, biased
algorithms can distort consumer targeting and perpetuate exclusion, undermining trust in Al-driven

marketing practices [13].
Loss of trust and authenticity

Recent studies hij

light growing consumer skepticism toward Al-generated content. Kirk & Givi (2025)
demonstrate that once consumers realize advertising content is Al-generated, their loyalty and word-
of-mouth intentions decline [18]. Similarly, Papagiannidis et al. (2023) stress that opaque decision-
making processes reduce accountability, creating a crisis of trust between brands and consumers [25].

Privacy and surveillance

Al-enabled tools often rely on large-scale data collection, raising concerns about consumer privacy and
digital surveillance. Saura et al. (2024) and lttefaq et al. (2025) show that multi-device tracking and
behavioral analysis, despite their efficiency gains, pose significant risks for consumer autonomy [17,
30]. Such practices hi
use.

hlight the importance of “privacy by default” frameworks to ensure ethical data
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2.1. Alin Marketing

Alis anew frontier in the marketing world where brands can build personalized and powerful
strategies to help them connect with customers. Itis a result of the capability of Al to gather and
process big chunks of customer data while churning out highly targeted marketing strategies.
Recommendations systems are an excellent example of the approach where artificial intelligence is
employed to learn about customer behavior and, hence, offer products and content that would meet
their needs. Considering the present market scenario, this is a monetarily feasible strategy wherein the
expectation of the consumers for a personalized approach in offerings s relatively high. In their study,
Kumar et al. (2024) identified that Al improves customer engagement by mapping general consumer

behavior, allo ion of

'g marketers to offer amore apt and timelier proposition. Further, the applic:
Alin enriching customer journeys s evident from the fact that 88% of marketers use Al for the same
purpose (Statista.com, 2024). Al shapes how customers are engaged and contributes operationally
towards effectiveness. For instance, up to 54 percent of companies reduced their costs owing to the
integration of Al (IBM, 2023). Therefore, Al seems to enhance marketing effectiveness. Real-time
customer analytics enables Al to help companies fine-tune operations, change mid-stream marketing
campaigns, and ramp up marketing efficiency (Ziakis & Vlachopoulou, 2023). Thus, applications of

Artificial Intelligence in marketing are consistently gaining importance in the market, with data-

dominating brands that want to remain relevant in the present world.




