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Research title:  An exploration of the negative impact of Artificial intelligence on marketing practices of large organizations on consumer's trust
[bookmark: _Int_cPlfmuBs][bookmark: _Int_rDotPdEk]Literature review: Research suggests that artificial intelligence has become an important part of marketing in large organizations. Which helps companies collect sensitive data and anticipate consumer actions (Shameek, 2024). However, research reveals that using artificial intelligence in marketing can decrease consumer trust. This is because concerns about privacy are the fundamental reason why consumers lose trust in large organizations. Consumers often have concerns about how Artificial intelligence is used to collect and use their personal data. This directly spearheads consumers fearing a breach of data or unauthorized use of their data; transparency is critical for building trust. However, it is not always properly addressed by organizations. Which would inevitably lower consumer trust in large organizations. Present research has predominantly framed AI as an instrument for enhancing efficiency and customer engagement. Whilst these research is meaningful, it also plays down negative effects of AI in marketing as a small side effect. This would indicate that there is an academic gap regarding the negative effects of AI in marketing (Djonta ,2022).
[bookmark: _Int_HBu7oO5s]Other research suggests that there is a lack of control in AI-driven personalization. This is where Artificial intelligence operates in an organization with little to no oversight, so the organization can achieve its long- and short-term goals (Hermann, 2022). Research reveals that there is a strong possibility that the AI-driven systems could make choices or actions that are not in the best interests of the consumers or ethical standards. This could consequently lead to consumers' trust feeling uncomfortable or cheated by marketing practiced used by organizations. There is, however, an academic gap since there is a severe lack of focus on large organizations specifically. This is because most existing research papers and academic materials focus on digital startups or marketing broadly by all organizations (Larbi, 2024). 
[bookmark: _Int_cswYrhT3]Other research reveals that Artificial intelligence could be used for Unfair pricing. This is because AI powered systems can ascertain a consumer's eagerness to buy a product or service and set prices accordingly.  This will lead to consumers losing trust in an organization if they see the price reduced after they purchased it (Youjiang , 2023). Research also reveals that AI powered systems in marketing can also lessen human touch. This would lead to lower consumers' trust because of cognitive biases such as uniqueness neglect. Which can cause consumers to be biased against AI-based systems. Previous research provides valuable insights into short term consumers responses such as purchases intention and click through rates. However, there is a lack of research into the long-term effects of AI in marketing on consumers trust (Ahasanul, 2024).  


Based on the available research, consumers begin to lose their trust in large organizations from several interconnected concerns rather than a lone issue. Privacy stands as a core factor, as individual consumers are increasingly wary of how their personal data is collected and used. Consumers often view this invasive and exploitive. This is closely linked to the feeling of losing control (Chen, 2022). When AI driven systems make decisions without user input, people may feel helpless, which undermines confidence and trust. Furthermore, the potential for unfair pricing introduces a pressing issue, as consumers may see AI as permitting organizations to manipulate prices based on personal choices and behaviors patterns. Which increases questions abouts ethics.  Whilst each source highlights a different part of the problem. Every research source collectively suggests that when AI is seen as obscure and unfair, consumer confidence and trust go down. Overall privacy and control create the core for these concerns whilst issues like unfair pricing and human connection intensify them in specific situations (Huang, 2021).  















Research aims 
· The first research aim is to critically investigate how large organizations use   artificial intelligence in marketing practice.




Research objectives 

· The first research objective is to identify and classify the AI- driven systems that is deployed by large organizations in their marketing practices.

· The second research objective is to analyze the internal and external drivers that impact how large organizations integrate AI systems into their marketing practices.   
· The third research objective is to evaluate the ethical implications of AI adoption on the relationship between large organizations and their consumers.  

Research questions   

· How do concerns over data privacy and personalization through AI driven systems affect consumer trust in marketing by large organizations? 

· What exact AI-driven marketing practices are most closely related with decreased consumer trust in large organizations? 

· To what extent does a lack of sufficient transparency in AI driven marketing practices by large organizations impact consumers' trust?       
           

  

Justification of research 
The increasing use of artificial intelligence in marketing has transformed how large organizations, but it has also raised major concerns about privacy and trust. While AI-driven systems enhance the efficiency of organizations. The AI systems in marketing often depend on vast amounts of data. Which can make consumers uneasy about privacy and a lack of transparency (Yang, 2022). Additionally, whilst large organizations are investing heavily in AI-driven technologies, consumer confidence and trust remain low. Which would indicate a noticeable gap between the rapid adoption of AI and consumer trust levels. Furthermore, concerns such as biased systems and systems failures can further undermine the trust of consumers in large organizations. This study is justified since it addresses three critical gaps in the literature by exploring how AI based marketing practices may undermine consumer trust, providing valuable insights for both academia and industry in balancing technological with ethical responsibility (MarinaChak, 2018).    
Methodology
This is dissertation will use an interpretivist philosophy as a research philosophy to explore how artificial intelligence in marketing practices affect consumer trust. The research approach used in this study will be an inductive approach that is used, since it allows themes and insights to emerge from existing literature rather than testing predefined hypotheses. The study will use qualitative research design based completely on secondary data (Ang, 2014). Secondary data such as relevant academic articles, industry reports, and credible online sources will be used for this study. The data collection method for this is completely secondary data. The data will be collected through google scholar, Uwtsd library and Industry reports. The data analysis methods employ thematic analysis. Which involves identifying and reporting patterns within data. The ethical considerations in this study will be to ensure accurate referencing and using reliable sources without bias. This study will not  include human participants (Ang , 2014).          







Contributions 
This research study proposes a consumer credibility theory. This is because if a large organization is unable to be transparent and explain how the organizations use the consumers personal data. Large organizations would lose creditability regardless of how accurate the AI systems were (Ang, 2014). 
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Conclusion 
In conclusion this dissertation is meant to explore how organizations use artificial intelligence to collect personal data and how this lack of transparency could negatively impact the trust of the consumers of large organizations (Ang,20214).   
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