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Abstract: The development of artificial intelligence (Al) has significantly changed the digital
advertising landscape. However, consumer trust in the use of Al in digital advertising is a crucial issue
to understand. This study aims to analyze the influence of perceived intelligence, transparency, and
personalization of Al-based advertising on consumer trust levels. Using a quantitative approach
through a survey of 500 respondents who are active social media users in Indonesia, the data were
analyzed using Structural Equation Modeling (SEM). The results of the study indicate that perceived
intelligence and transparency have a significant positive influence on consumer trust, while
personalization has a moderate influence. These findings provide theoretical contributions to the digital
marketing literature and provide practical guidance for marketers in designing Al-based advertising
strategies that are trusted by consumers.
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1. Introduction

In the era of rapid digital transformation, companies around the world are racing to
adopt new technologies to build closer and more meaningful relationships with their
consumers (Zhang et al., 2024). One of the technological innovations that dominates
contemporary business discourse is artificial intelligence (AI). Al has now become a key
component in various aspects of business strategy, from process automation, consumer
behavior prediction, to user experience personalization (Raji et al., 2024). Especially in the
digital marketing domain, Al has radically changed the way companies communicate with
consumers, including in the design and delivery of digital advertising (Singh & Ahmed, 2024).

Al in digital advertising offers the opportunity to deliver more relevant, personalized,
and timely messages to individuals based on their preferences, behavior, and search history
(Rahman et al., 2024). By leveraging machine learning algorithms, advertisers can now target
audiences with high precision. This not only increases the effectiveness of marketing
campaigns but also the cost efficiency of advertising (Malikireddy, 2024). However, the use
of Al in this context also poses a number of challenges, especially related to issues of ethics,
privacy, and most crucially—consumer trust (Kumar & Suthar, 2024).

Trust is the foundation of any consumer-company relationship, especially in a digital
wortld filled with uncertainty and information asymmetry (Forliano et al., 2025). In the context
of Al-based advertising, consumers often do not have a clear understanding of how
algorithms work, what data is collected, and how it is used to influence their decisions (Hooi,

2025; V. Kumar et al, 2024). Concerns about misuse of personal data, psychological
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manipulation through overly personalized advertising messages, and lack of system
transparency are factors that can erode consumer trust (Qadri et al., 2025).

Previous studies have shown that factors such as perceived intelligence of Al systems,
transparency of algorithms, and relevance or personalization of advertising content can
influence consumers’ level of trust in this technology(Amil, 2024; Hooi, 2025). Perceived
intelligence refers to the extent to which consumers perceive Al as an intelligent, responsive,
and understanding entity (Ling et al., 2025). Meanwhile, transparency reflects the extent to
which consumers feel adequately informed about the AI’s working processes, including the
use of their personal data (Wulf & Seizov, 2024). Personalization, while often seen as an added
value, can also be a double-edged sword—too much personalization can trigger feelings of
discomfort or the ‘uncanny valley effect’ in the context of marketing communications (T'sai
& Chuan, 2023).

A study by (Malikireddy, 2024) found that transparency in Al systems can strengthen
perceptions of a company's reliability and ethics, which in turn increases trust. Meanwhile,
research by (Singh & Ahmed, 2024) underlines the importance of balancing personalization
and privacy, where consumers value relevant content as long as they feel in control of their
data. In the Indonesian context, the use of Al in digital advertising is still relatively new, but
its adoption is growing rapidly along with increasing internet penetration and social media
usage (Hendrayati et al., 2024). This makes Indonesia a relevant and interesting context to
study the dynamics of consumer trust in Al in digital advertising (Matompo, 2025).

Furthermore, a study by (Krauter, 2024; Manohatran, 2024) showed that consumers'
emotional engagement with Al-based advertising also plays an important role in forming
trust. Advertisements designed by combining empathy elements and data-driven storytelling
can create a more human experience, even though they are generated by a non-human system
(Boros et al.,, 2024). This suggests that value- and emotion-based communication design,
combined with the sophistication of Al technology, can strengthen the psychological
relationship between consumers and brands.

However, research gaps remain, particularly in explaining how consumers evaluate and
form trust in advertising driven by autonomous technologies such as Al (Oyekunle et al.,
2024). Few studies have integrated the three important aspects—perceived intelligence,
transparency, and personalization—holistically into one conceptual model (Ejjami, 2024).
Herein lies the main contribution of this study, which seeks to answer the following critical
questions:

a. Does the perception of Al intelligence have a significant impact on consumer trust?
b. What role does system transparency play in building consumer security and trust?
c. Does the level of personalization of advertising content strengthen or reduce

consumer trust in AI?
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By using a quantitative approach through distributing questionnaires to active social
media users in Indonesia, this study will not only test the hypothesis empirically but also
provide practical insights for companies that want to develop ethical and trustworthy Al-
based marketing communication strategies (Hooi, 2025). On the other hand, this study also
aims to enrich the academic literature in the field of digital marketing and information
systems, especially regarding the aspect of consumer trust in the context of cutting-edge

technology (Al-Gasawnech et al., 2025).

2. Literature Review and Hypothesis Development
2.1. Consumer Trust

Consumer trust is an important component in business relationships, reflecting
consumers' confidence that a company will act in a reliable and consistent manner (Kyaw,
2024). Trust is not only formed due to direct experience, but also due to expectations about
the company's attitude and integrity (Castro-Gonzdlez et al., 2021). In the digital era, trust
becomes more complex because consumer interactions with companies are no longer physical
and occur through indirect media, such as websites or mobile applications (Ting et al., 2021).
On the other hand, in the digital environment, personal data becomes very valuable, and
managing this data in a transparent manner is key to creating consumer trust
(REYHANRAFIF et al., 2024). Consumer trust in technology-based advertising, especially
Al, depends on factors such as information disclosure, data security, and predictability of
results provided by the system (Chou et al., 2025).

In the context of digital advertising, trust is a determining factor in the level of consumer
engagement and the effectiveness of marketing campaigns (Otopah et al., 2024). Companies
that successtully build trust through the use of safe and accountable technology can gain
significant competitive advantages in a market increasingly filled with technological
innovation (Attah et al., 2024).

2.2 Artificial Intelligence in Digital Advertising

Artificial intelligence (Al) in digital advertising refers to the use of advanced algorithms
and technologies, such as machine learning, natural language processing, and data mining to
analyze consumer behavior and optimize the targeting of marketing messages (Reeyazati &
Samizadeh, 2025) . Al enables advertisers to create more personalized and relevant
experiences for consumers, by tailoring ads based on data collected from their online behavior
(Vashishth et al., 2025) . This technology is capable of analyzing big data in a very short time,
providing sharper insights into consumer preferences, and delivering more effective messages
(Odionu et al., 2024).

However, the application of Al in advertising also poses challenges related to consumer
perceptions of the reliability and credibility of the technology (KKhan & Mishra, 2024).

Consumers who perceive that an Al system can accurately predict their preferences are more
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likely to trust the messages delivered (Hooi, 2025; V. Kumar et al., 2024). Conversely, if an
Al system is perceived as irrelevant or inaccurate, this can reduce consumer trust in the
advertisements presented (Aljarah et al., 2024). Previous research has shown that “smart” Al-
generated advertisements can increase the effectiveness of marketing campaigns, as
consumers petrceive the messages as relevant and tailored to their needs (V. Kumar et al,,
2024).

2.3 Transparency

How they use personal data and Al algorithms to create advertising content (Wulf &
Seizov, 2024). Transparency about how data is collected, used, and processed by Al can
increase consumers’ trust in the system (Olateju et al., 2024). Research by (Zhang et al., 2024)
shows that transparency can affect consumer trust, especially when consumers perceive that
companies act ethically and consider their privacy. Consumers who are clearly informed about
how their data is used and who have control over their advertising preferences are more likely
to trust the messages delivered by Al systems (V. Kumar et al., 2024).

On the other hand, lack of transparency in the use of Al or hiding information can
reduce consumer trust, which can lead to doubts about the company's intentions and even
potential privacy violations (El-Annan & Hassoun, 2025). Therefore, transparency is
considered a very important component in increasing consumer trust in Al-based advertising
(Hooi, 2025).

2.4 Personalization of Ads

Personalization is one of the most interesting aspects of Al-based digital advertising
(Gujar, 2024). Using consumer behavioral data, Al can customize advertising content
according to individual preferences, which is expected to increase consumer engagement with
advertising (Khamoushi, 2024). Research by (Tran et al., 2023) shows that proper advertising
personalization can strengthen the relationship between consumers and brands, as well as
increase the effectiveness of marketing campaigns.

However, excessive personalization can lead to a “creepy” or privacy invasion effect,
where consumers feel uncomfortable with how much personal information is being collected
and used without explicit permission (Kawaf et al., 2024). This can contribute to a decrease
in consumer trust in Al-based digital advertising, even if the technology aims to provide more
relevant and tailored experiences (Chowdhury et al., 2024). Therefore, the balance between
effective personalization and consumer privacy is critical in the application of Al in digital
advertising (Soni, 2024).

2.5 Hypothesis Development

Based on the literature review above, the development of the hypothesis for this study
is as follows:

a. HI1: Perception of Al intelligence has a positive effect on consumer trust.

Previous research shows that consumers who view Al as an intelligent and accurate
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technology tend to trust the resulting advertisements more (Hooi, 2025; V. Kumar et
al., 2024). Therefore, a positive perception of Al intelligence is expected to increase
consumer trust in Al-based digital advertising.

b. H2: Transparency of Al use in advertising has a positive effect on consumer trust.
High transpatency in the use of Al in advertising can increase consumer trust, as
consumers feel that their personal data is treated ethically and they are given control
over their advertising preferences (Zhang et al., 2024). Therefore, transparency is
expected to have a positive impact on consumer trust.

c. H3: Al-based digital advertising personalization has a positive effect on consumer
trust.

Research shows that relevant personalization can increase consumer engagement, but
excessive personalization can have the opposite effect (Tran et al., 2023). This
hypothesis tests the effect of personalization on consumer trust, taking into account

the balance between relevance and privacy.

3. Research Methods
3.1. Type and Approach of Research

This research uses a quantitative approach with an explanatory research type. The aim is
to test the causal relationship between the variables of perceived intelligence, transparency,
personalization, and consumer trust in Al-based digital advertising (Amil, 2024) .
3.2. Population and Sample

The population in this study were all active social media users in Indonesia who had seen
or interacted with digital advertising (Nabila, 2024). The sample used was 500 respondents
selected based on the criteria of active social media users aged 18—45 years.
3.3. Sampling Technique

The sampling technique used is purposive sampling, namely respondents who are
deliberately selected based on characteristics relevant to the research objectives (Nyimbili &
Nyimbili, 2024).
3.4. Research Instruments

Data were collected using an online questionnaire distributed via social media and email.
The questionnaire consisted of two parts: (1) demographic questions, and (2) questions
related to perceptions of Al intelligence, transparency, advertising personalization, and
consumet trust, with a Likert scale of 1-5 (Hooti, 2025) .
3.5. Data Analysis Techniques

Data were analyzed using the Partial Least Squares Structural Equation Modeling (PLS-
SEM) technique with the help of SmartPLS 4.0 software, because this research model is

complex and tests latent relationships between variables (Subhaktiyasa, 2024).
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3.6. Validity and Reliability Test

Validity testing is carried out through convergent validity and discriminant validity.
Convergent validity is indicated by the Average Variance Extracted (AVE) value > 0.5, while
discriminant validity is tested using the Fornell-Larcker criterion. Reliability testing is Of the
500 respondents involved in this study, the majority were female, which was 54%, while the
other 46% were male (Kennedy et al., 2024). In terms of age distribution, most respondents
were in the 21-30 age range, covering 62% of the total sample, while 24% of respondents
were between 31-40 years old. The remaining 14% of respondents were spread across other
age ranges. In terms of education, the majority of respondents had a minimum carried out by
looking at the Cronbach's Alpha and Composite Reliability values, each of which must be >
0.7 (Ahmad et al., 2024).

4. Results and Discussion
4.1. Descriptive Statistics
educational background of a bachelot's degree, reflecting a relatively high level of digital
literacy (Korkmaz & Akgay, 2024). In addition, most respondents were active users of social
media, with more than 4 hours per day spent on these platforms. This indicates that
respondents are individuals who are familiar with digital interactions and Al-based advertising
(Hooi, 2025).
4.2. Measurement Model Test Results The
Measurement model applied in this study showed very good convergent validity. The
Average Variance Extracted (AVE) value for each construct was above 0.5, indicating that
the indicators used could explain more than 50% of the variance of the intended construct.
In addition, the construct reliability was also within adequate limits, with Composite
Reliability and Cronbach's Alpha values all above 0.7. This indicates that the instruments used
in this study have high internal consistency. The discriminant validity test using the Fornell-
Larcker Criterion also showed that each construct had a higher correlation with its own
indicators compared to other constructs, indicating that the tested constructs could be cleatly
distinguished.
4.3. Structural Model Testing Results
The results of path analysis tests conducted on the structural model show that all
hypotheses proposed in this study are supported by the data (Gede & Huluka, 2024). The
following are the detailed results:
a. Perception of Al intelligence has a positive and significant effect on consumer trust
(B = 041, p < 0.01) Malhotra & Ramalingam, 2025). This shows that the higher
consumers' perception of Al intelligence in digital advertising, the higher their level

of trust in the advertisement (Wu et al., 2025). The perception that Al systems can



Global Management: International Journal of Management Science and Entrepreneurship 2025 , vol. 2, no. 2, Adiyanto, et al. 61 of 10

make intelligent and relevant decisions will increase consumer confidence in the
quality of information conveyed through advertising (Chaisatitkul et al., 2024).

b. Transparency of Al use in advertising also has a positive and significant effect on
consumer trust (3 = 0.38, p < 0.01) (Skjerven & Vindfallet, 2024). This shows that
when companies or advertisers transparently disclose how Al works and how
consumer data is used, consumers feel more confident in the ads they receive (Hooi,
2025). Transparency is considered important by consumers because it gives them
control and understanding over the information collected and how it is used to
personalize advertising (Béhler, 2024).

c. Al-based advertising personalization has a positive effect on consumer trust, but the
effect is lower and only moderately significant (8 = 0.21, p = 0.04) (Amil, 2024). This
finding suggests that appropriate personalization can increase ad relevance, but if it is
too deep or excessive, it can cause discomfort among consumers (Rahayu et al., 2025).
Therefore, although personalization can help ads be more relevant, too high a level of
personalization can actually reduce trust levels (Snyder et al., 2024).

4.4. Discussion of Findings

The findings of this study provide deeper insights into how elements in Al-based digital
advertising affect consumer trust (Senyapar, 2024). Some important results are as follows:

Transparency as a Key Factor: The results of this study are consistent with previous
findings showing that transparency in the use of Al plays a major role in building consumer
trust. Studies by (V. Kumar et al., 2024; Malikireddy, 2024) revealed that consumers are more
likely to trust digital advertisements that are clear and transparent about how their data is
used. When companies explain in detail how data is collected, stored, and used, consumers
feel more secure and confident that their privacy rights are respected, which in turn increases
their trust in the messages conveyed (Mori¢ et al., 2024).

Perception of Al Intelligence: This study also found that consumers' perceptions of the
intelligence of Al systems significantly influence their trust in digital advertising (Hooi, 2025).
Al that is considered "smart" and able to provide relevant and adaptive content will be more
appreciated by consumers. This finding is in line with research by (Hooi, 2025; V. Kumar et
al., 2024), which states that advertising credibility can increase along with increasing
perceptions of Al intelligence. Consumers tend to trust systems that appear intelligent and
have the ability to adapt to their needs, because they feel that the advertisement will be more
useful and beneficial (Chan-Olmsted et al., 2024).

Excessive Personalization: While personalization can increase ad relevance, the findings
also suggest that excessive personalization can create a “creepy”’ effect that can damage
consumer trust. A study by (Tran et al., 2023) found that when consumers feel that ads are
too manipulating their preferences or revealing too much personal information, it can cause

discomfort and reduce their trust in advertisers. Therefore, it is important for marketers to
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maintain a balance between ad relevance and the level of personalization that consumers feel
is still reasonable (Skillius & Jacobsson, 2024).

Overall, the findings of this study reinforce the signaling theory in the context of Al-
based digital marketing (Joshi et al., 2025). Elements in Al-based advertising provide quality
and credibility signals to consumers, especially when delivered in a transparent and intelligent
manner (Khan & Mishra, 2024). Thus, to build consumer trust in Al-based advertising, it is
important for companies to prioritize ethics, transparency, and system intelligence in their Al
technology implementation (Hooi, 2025). Ignoring these aspects could risk lowering
consumer trust and reducing the effectiveness of digital advertising campaigns (Nowacki &

Fandrejewska, 2024).

5. Conclusion and Suggestions
5.1. Conclusion

This study shows that consumer trust in artificial intelligence in digital advertising is
significantly influenced by perceptions of the intelligence and transparency of the Al system.
Personalization also contributes to trust, but moderately. Transparency plays the most crucial
role because it allows consumers to understand how their data is being used. These findings
emphasize the importance of ethical elements and responsible data management in the
application of Al in digital advertising. Digital marketers need to consider consumer
perceptions of Al as a central element in their strategies.
5.2. Practical Implications

For marketers, these results emphasize the importance of communicating information
honestly and openly about the use of Al, and avoiding too much personalization that could
be considered an invasion of privacy. Advertising communication designs should show how
Al works intelligently but remains under consumer control.
5.3. Recommendations for Further Research

Future research could further explore the emotional and psychological aspects of
consumer interactions with Al in advertising, and use a mixed method approach to better
understand the nuances of consumer perception. In addition, expanding the research area to
different countries or cultures would enrich the global understanding of trust in Al in digital

advertising.

[1] N. Ahmad, F. A. Alias, M. Hamat, and S. A. Mohamed, "Reliability Analysis: Application of Cronbach’s Alpha in Research
Instruments," *Pioneering the Future: Delving Into E-Learning’s Landscape*, pp. 114-119, 2024.

[2] J. A. Al-Gasawneh et al., "The cutting edge of Al in E-Marketing: how the Use of Digital Tools boosts performance in Jordan," *SN
Computer Science*, vol. 6, no. 1, p. 82, 2025.

[3] A. Aljarah, B. Ibrahim, and M. Lépez, "In Al we do not trust! The nexus between awatreness of falsity in Al-generated CSR ads and
online brand engagement," *Internet Research*, 2024.

[4] Y. Amil, *The Impact of AI-Driven Personalization Tools on Privacy Concerns and Consumer Trust in E-commerce*, 2024.



Global Management: International Journal of Management Science and Entrepreneurship 2025 , vol. 2, no. 2, Adiyanto, et al. 63 of 10

[5] R. U. Attah, B. M. P. Garba, I. Gil-Ozoudeh, and O. Iwuanyanwu, "Evaluating strategic technology partnerships: Providing
conceptual insights into their role in corporate strategy and technological innovation," *Int. J. Front. Sci. Technol. Res.*, vol. 7, no.
2, pp- 77-89, 2024.

[6] R. S. H. Bohler, "The Influence of Transparency in Personalized Recommendation Ads on Consumer Privacy Concerns and Purchase
Intentions," *Law and Economy*, vol. 3, no. 8, pp. 13-21, 2024.

[71]. Z. Botos, V. Shevchenko, D. Cay, and G. Gualtieri, "A Framework for More-than-human Placemaking with Data Storytelling," *].
Digit. Landsc. Archit.*, no. 9, pp. 235-252, 2024.

[8] S. Castro-Gonzilez, B. Bande, and P. Fernandez-Ferrin, "Influence of companies credibility and trust in corporate social responsibility
aspects of consumer food products: The moderating intervention of consumer integrity," *Sustain. Prod. Consum.*, vol. 28, pp.
129-141, 2021.

[9] A. Chaisatitkul, K. Luangngamkhum, K. Noulpum, and C. Kerdvibulvech, "The power of Al in marketing: enhancing efficiency and
improving customer perception through Al-generated storyboards," *Int. J. Inf. Technol.*, vol. 16, no. 1, pp. 137-144, 2024.

[10] S. Chan-Olmsted, H. Chen, and H. J. Kim, "In smartness we trust: consumer experience, smart device personalization and privacy
balance," *]. Consum. Mark.*, vol. 41, no. 6, pp. 597-609, 2024.

[11] T.-H. Chou, Y.-C. Wang, C.-C. Chou, T. T. P. Vu, and Y.-Y. Chou, "AR technology-based marketing service and the determinants
of consumer self-disclosure intention," *Behav. Inf. Technol.*, pp. 1-26, 2025.

[12] S. Chowdhury, S. Basu, N. Ashoka, and P. K. Singh, "Influence of Al driven Digital Marketing on Consumer Purchase Intention:
An Empirical Study," *J. Inform. Educ. Res.*, vol. 4, no. 2, pp. 575-582, 2024.

[13] R. Ejjami, *The Holistic Intelligent Healthcare Theory (HIHT): Integrating Al for Ethical, Transparent, and Human-Centered
Healthcare Innovation*, n.d.

[14] R. Ejjami, "The Holistic AI-Enhanced Marketing Framework Theory: Bridging Human Creativity and Al for Ethical Marketing,"
*Int. J. Multidiscip. Res.*, vol. 6, 2024.

[15] S. H. El-Annan and R. Hassoun, "Enhancing Consumer Trust Through Transparent Data Practices and Ethical Data Management
in Business," in *Innovation Management for a Resilient Digital Economy*, IGI Global Scientific Publishing, pp. 105-148, 2025.

[16] C. Forliano, E. Battisti, P. de Bernardi, and T. Kliestik, "Mapping the greenwashing research landscape: a theoretical and field
analysis," *Rev. Manag. Sci.*, pp. 1-50, 2025.

[17] D. U. Gede and A. T. Huluka, "Effects of employee engagement on organizational performance: case of public universities in
Ethiopia," *Future Bus. ].*, vol. 10, no. 1, p. 32, 2024.

[18] V. Gujar, "New age marketing: Al personalization strategies in digital world," *Int. Adv. Res. J. Sci. Eng. Technol.*, vol. 11, no. 3,
2024.

[19] H. Hendrayati, M. Achyarsyah, F. Marimon, U. Hartono, and L. Putit, "The Impact of Artificial Intelligence on Digital Marketing:
Leveraging Potential in a Competitive Business Landscape," *Emerg. Sci. ].*, 2024.

[20] T. K. Hooi, *Examining Consumer Perceptions and Openness to Al in Business Advertising Campaigns: A Hybrid Methodology
Study of Consumer Attitudes Toward Al in Marketing*, 2025.

[21] A. K. Hoque, S. A. Sultana, M. A. Rahman, and M. M. Hasan, "Integration of Artificial Intelligence in Digital Marketing and its
Influence on Consumer Purchase Decisions," *Asian J. Appl. Sci. Technol.*, vol. 9, no. 1, pp. 1-8, 2024.

[22] A. I Isa, M. F. Ahmad, A. A. Kamarulzaman, and I. Yusof, "Exploring the Relationship Between Trust, Privacy, and User
Engagement in Al-Powered Applications," in *Proceedings of the International Conference on Information Technology and Digital
Applications (ICITDA 2023)*, Atlantis Press, 2024.

[23] M. Junaidi and N. Sutrisno, "Consumer Trust in Artificial Intelligence: A Systematic Literature Review and Future Research Agenda,"
*J. Ilm. Mhs. Ekon. Manaj.*, vol. 1, no. 4, pp. 560-570, 2024.

[24] M. Kalaiselvi and S. Yoganandan, "Customer Perception Towards Digital Marketing," *J. Adv. Res. Dyn. Control Syst.*, vol. 13, no.
2, pp. 10841088, 2021.

[25] S. Kasera, V. Dwivedi, and D. P. Mishra, "Exploting consumer trust and engagement in Al-enabled advertising: a moderated
mediation model," *J. Res. Interact. Matrk.*, 2024.

[26] A. Kaushik, "Exploring Artificial Intelligence in Marketing: Consumer Perception and Purchase Decision," *J. Inf. Educ. Res.*, vol.
4, no. 2, pp. 548-553, 2024.

[27] A. Khan and M. A. Butt, "Emerging Al Paradigms in Digital Marketing: Consumer Perception and Engagement," *Int. J. Innov.
Sci*, 2024.

[28] K. Kim, K. Ko, and Y. S. Song, "Influence of Explainable Artificial Intelligence (XAI) on Consumers’ Perceptions and Purchase
Intentions in Online Shopping: Focused on Personalization and Trust," *Sustainability*, vol. 16, no. 2, p. 633, 2024.

[29] A. Komiak and 1. Benbasat, "Understanding Customer Trust in Agent-Mediated Electronic Commerce, Web-Mediated Electronic
Commetce, and Traditional Commerce," *Inf. Technol. Manag.*, vol. 5, pp. 181-207, 2004.

[30] R. Kumar, P. Bharti, and V. Sharma, "Influence of Artificial Intelligence in Digital Marketing: A Review of Literature," *Int. J. Eng.
Technol. Manag. Res.*, vol. 6, no. 1, pp. 43—48, 2024.

[31] K. A. Kyriakou, G. A. Giannakopoulos, and C. S. Pappas, "Understanding personalization privacy paradox in Al marketing: The
role of personalized recommendation transparency and algorithmic anthropomorphism," *Psychol. Mark.*, 2024.

[32] L. Laksmiwati and S. S. Siswanti, "The effect of Al marketing application and personalized advertising on purchase decisions
mediated by consumer trust,”" *Int. J. Econ. Bus. Account. Res.*, vol. 8, no. 3, pp. 865-874, 2024.

[33] E. Lebni et al., "The impact of social media marketing on customer loyalty: The mediating role of brand trust and brand equity,"
*Front. Public Health*, vol. 11, 2023.

[34] L. Li, "Privacy protection and trust building in Al-based marketing: A privacy calculus perspective,”" *Int. J. Inf. Manage.*, vol. 64,
p. 102478, 2022.

[35] C. Liang and B. R. Worthington, "AI Marketing and Its Impact on Consumer Behavior: A Literature Review and Research Agenda,"
*]. Theor. Appl. Electron. Commer. Res.*, vol. 19, no. 1, 2024.

[36] S. Loh, N. Rashid, and A. Rahman, "Digital green marketing, digital consumer trust and digital buying decision: A model
development and validation," *Int. J. Environ. Res. Public Health*, vol. 19, no. 5, p. 2767, 2022.



Global Management: International Journal of Management Science and Entrepreneurship 2025 , vol. 2, no. 2, Adiyanto, et al. 64 of 10

[37] S. Mukhetjee and D. Rajan, "Privacy Risks in Al-based Digital Marketing: The Need for Enhanced Consumer Awareness and
Regulation," *J. Public Aff.*, vol. 24, no. 1, €3068, 2024.

[38] M. Muslihah, M. H. Syafrida, and M. F. Rizqullah, "Strengthening Consumer Trust in Al Marketing: An Analysis of the Role of
Ethics and Privacy," *J. Ekon. Manaj.*, vol. 11, no. 1, pp. 45-59, 2024.

[39] D. Nabahani and Y. I. Supangkat, "Transparency and Explainability in AI-Powered Matketing: A Trust-Building Approach," *Int.
J. Digit. Technol. Mark.*, vol. 3, no. 2, pp. 89-100, 2024.

[40] A. S. Nugroho and S. A. Rizal, "The Influence of Al Personalization on Online Consumer Purchase Intentions: The Role of Trust
and Privacy," *]. Inform. Sist.*, vol. 10, no. 1, pp. 33-47, 2024.

[41] J. Rahatja, L. Pratiwi, and S. H. Sati, "Exploring the Role of Trust and Data Privacy in Consumer Acceptance of Al-Based E-
commerce Systems," *J. Inf. Syst. Comput.*, vol. 8, no. 2, pp. 120-135, 2024.

[42] N. K. Rana, H. Singh, and A. K. Dwivedi, "Impact of personalization and privacy on Al-based marketing adoption: Mediating role
of perceived trust," *]. Retail. Consum. Serv.*, vol. 75, p. 103563, 2023.

[43] F. R. Sari, N. R. Astuti, and T. H. Putti, "The Impact of Al-driven Recommendations on Consumer Trust and Purchase Behavior:
A Study in Indonesian Online Retail," *]. Bus. Retail Manag. Res.*, vol. 18, no. 1, pp. 14-25, 2024.



