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Artificial intelligence (AI) uses large datasets to "train" algorithms that make 

autonomous decisions, leading to significant changes across fields, including 

digital marketing and personalized advertising. Given AI's growing importance for 

business and society, ethical concerns, particularly related to privacy and 

transparency, are becoming increasingly relevant. This research focuses on the 

ethical aspects of AI in digital marketing, specifically examining consumer 

perceptions and responses to personalized recommendations and advertisements. 

The findings highlight consumer attitudes toward AI in personalized advertising, 

their digital behaviors, and the caution they exhibit when sharing personal data. 

The paper also briefly discusses regulatory efforts and the adoption of ethical codes 

concerning AI, both in Serbia and internationally. 

Keywords: artificial intelligence, digital marketing, personalized advertising, 

ethical aspects 

 

S a ž e t a k  
 

Veštačka inteligencija koristi velike skupove podataka za "treniranje" algoritama koji donose autonomne odluke, što dovodi do 

značajnih promena u različitim oblastima, uključujući digitalni marketing i personalizovano oglašavanje. S obzirom na sve veći 

značaj veštačke inteligencije za poslovanje i društvo, etička pitanja, naročito u vezi sa privatnošću i transparentnošću, postaju sve 

relevantnija. Ovo istraživanje se fokusira na etičke aspekte primene veštačke inteligencije u digitalnom marketingu, posebno 

ispitujući percepcije potrošača i njihove reakcije na personalizovane preporuke i oglase. Nalazi ukazuju na stavove potrošača 

prema primeni veštačke inteligencije u personalizovanom oglašavanju, njihove obrasce ponašanja u digitalnom okruženju, kao i 

nivo opreza pri deljenju ličnih podataka. Rad takođe kratko razmatra napore u regulisanju i usvajanju etičkih kodeksa u vezi sa 

veštačkom inteligencijom, kako u Srbiji, tako i na međunarodnom nivou. 

Ključne reči: veštačka inteligencija, digitalni marketing, personalizovano oglašavanje, etički aspekti 

 

 
1. Introduction 

 

Artificial intelligence has led to significant changes across 

various aspects of marketing, particularly in the fields of 

digital marketing and personalized advertising (Floridi et 

al., 2018). Previous research on the acceptance of artificial 

intelligence indicates that consumers tend to prefer human 

labor over artificial intelligence (Lorenz, 2021) and 

express concerns that the application of artificial 

intelligence may lead to unethical practices (Gonçalves et 

al., 2023). Moreover, there is a noted lack of regulation in 

this area (Smuha, 2021), which gives rise to new ethical 

and moral questions (Martin et al., 2019). However, 
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research findings suggest that consumers value the ability 

to make their own decisions, and when they perceive this 

ability as restricted, it can lead to negative reactions and 

consequences, influencing decision quality and consumer 

satisfaction (Hermann, 2022). 

 

Algorithms powered by artificial intelligence have the 

potential to shape consumer behavior by offering tailored 

recommendations and targeted advertisements (McLeay 

et al., 2021). The ethical implications of artificial 

intelligence in the realm of digital marketing are widely 

addressed in the scholarly literature. Ethical concerns 

associated with the deployment of artificial intelligence in 
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this domain can arise at multiple levels, including those 

affecting consumers, businesses, and society as a whole 

(Kumar & Suthar, 2024). However, a significant gap 

exists in research specifically exploring this matter from 

the consumer's viewpoint. 

 

Given the projected substantial business, economic, and 

societal impact of artificial intelligence (Gao et al., 2023), 

ethical concerns will become even more significant if its 

implementation proves successful. This underscores the 

need for additional training, particularly for marketing 

professionals, to address the ethical challenges associated 

with artificial intelligence and to identify appropriate 

solutions. 

 

2. Artificial intelligence in personalized advertising 

 

Artificial intelligence (AI) can be considered a neutral 

tool, evaluated based on its efficiency and accuracy. 

However, such an approach overlooks potential social and 

individual challenges that may arise from its application 

(Fülöp et al., 2023). According to Puntoni and colleagues 

(2021), consumer interactions with AI can be categorized 

into four types: data collection, where consumers provide 

personal data to AI; classification, when consumers 

receive personalized predictions from AI; delegation, 

where AI performs tasks on behalf of the consumer; and 

social interactions, where consumers engage with AI. 

From the perspective of marketing professionals, AI is 

applied with the goal of better understanding and 

predicting consumer needs, which contributes to enhanced 

consumer satisfaction (Chattopadhyay et al., 2018), 

optimal decision-making, cost reduction, and revenue 

growth (Davenport et al., 2020; Mikalef et al., 2021). 

 

The famous statement, "I know that half the money spent 

on advertising is wasted; the trouble is, I don't know which 

half," attributed to P. T. Barnum, an American magnate 

who lived from 1810 to 1891, illustrates the perennial 

challenge in marketing. The key question in advertising is 

how to maximize the effectiveness of investments and 

minimize waste. Today, through the development of AI 

tools, promotional messages can be directed at specific 

consumers in a digital environment, unlike traditional 

advertising methods that targeted broad consumer 

segments. AI has the ability to collect data on consumer 

behavior from social media, search engines, and online 

purchases to identify patterns and preferences (Sheikh et 

al., 2023). According to Kumar et al. (2019), marketing 

professionals can combine AI with personalized 

marketing to create, communicate, and deliver tailored 

offers to consumers. AI algorithms can analyze vast 

amounts of data and provide customized experiences at 

scale, treating customers as individuals (Murár, 2023). By 

leveraging AI, companies can quickly gather insights into 

consumer preferences and deliver personalized 

experiences that enhance the digital consumer journey 

(Mani, 2024). 

 

Personalized advertising is a key trend in contemporary 

business environments (Stojanović et al., 2023), aiming to 

satisfy the specific needs and preferences of customers, 

increase their satisfaction, and potentially boost sales (Mo 

et al., 2023). Advances in technology, the collection of 

vast amounts of consumer data, and changes in consumer 

behavior make this strategy increasingly important 

(Ifekanandu et al., 2023). In today’s competitive and 

saturated market, personalization is not merely a means of 

differentiation but is becoming a fundamental necessity 

(Alqurashi et al., 2023). 

 

"Value for money" is a term often used to measure the 

cost-effectiveness of advertising campaigns, and 

personalization allows promotional messages to be 

directed toward mapped customers at the optimal time and 

place (Babatunde et al., 2024). The advent of AI has 

enabled precision and efficiency in digital advertising, 

with personalized targeting at its core, adapting content to 

individual consumer preferences and behaviors (Ziakis & 

Vlachopoulou, 2023). The range of interactions 

consumers may have with AI throughout a single day is 

growing exponentially (Kumar et al., 2019), making it 

essential to consider both the positive and negative aspects 

of AI’s application in digital advertising. 

 

3. Ethical aspects of artificial intelligence application 

in personalized advertising 

 

Artificial intelligence (AI) holds the potential to improve 

the accuracy and effectiveness of personalized 

advertising; however, it also introduces critical ethical 

dilemmas, particularly concerning consumer privacy and 

the decision-making process (Bharti & Byungjoo, 2023). 

In today’s digital environment, AI systems analyze vast 

amounts of consumer data, including sensitive 

information like demographics, online behavior, and 

purchasing habits. While this data-driven methodology 

enhances user experiences through customized 

recommendations, it simultaneously poses significant 

threats to consumer privacy (Zhang et al., 2021). Three 

key ethical issues—privacy, fairness, and 

accountability—are especially prominent in the context of 

personalized advertising, as AI processes and utilizes 

customer data (Khan et al., 2022). 

 

The idea of using technologies to uncover patterns beyond 

human perception and assist marketing professionals in 

decision-making is closely linked to ethical concerns 

surrounding AI (Struhl, 2017). These issues go beyond 

mere data collection and extend to the use of information 

to manipulate behavior, which can significantly impact 

individuals' autonomy and conscious decision-making 

(Gonçalves et al., 2023). For example, algorithms that 

process large amounts of data and interactions can 

strategically target individuals with customized content 

aimed at shaping their behavior (Muller, 2020). 

 

The complexity of AI algorithms poses challenges for 

consumers in understanding how their data influences 

personalized experiences (Babatunde et al., 2024). This 

lack of understanding can lead to feelings of distrust and 

a sense of manipulation among consumers (Huriye, 2023). 

The growing volume and scope of consumer data used to 

improve AI systems, the level of emotional intelligence 

embedded in these artificial systems, as well as the 

increasing reliance on AI to drive sales and consumption, 
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introduce numerous ethical challenges (De Bruyn et al., 

2020; Vlačić et al., 2021). 

 

4. Ethical codes and regulations in the field of artificial 

intelligence use 

 

Technology is advancing faster than legal regulations, and 

the data on which AI algorithms are trained is 

predominantly concentrated in global centers of digital 

power (Murár, 2023). Among the most popular social 

networking platforms are Instagram and Facebook 

(Đuričanin et al., 2021), both part of the Meta ecosystem. 

As of April 2024, Instagram has around two billion, and 

Facebook approximately three billion active monthly 

users (Statista, 2024). It is believed that Instagram and 

Facebook possess the largest amount of data relevant to 

content personalization, including personal data, contacts, 

location, consumer preferences, purchasing transactions, 

and browsing history, globally (Ryan-Mosley, 2023). It is 

estimated that most of this data is shared with other 

companies to enable targeted advertising (TNW (2021).  

 

According to official European statistics, in Serbia, 

approximately 70% of citizens over the age of 13 use 

social networks (Antelj, 2024), with Facebook and 

Instagram being the most popular platforms, increasingly 

relied upon for communication, information, and 

entertainment. In the effort to precisely target mapped 

consumers with promotional messages, certain ethical 

concerns arise, primarily regarding privacy protection and 

transparency in the process of personalized advertising. 

To ensure AI benefits consumers while controlling risks, 

international standardization and global consensus are 

essential, as the issue far exceeds the scope of domestic 

legal regulations. 

 

The Global Partnership on Artificial Intelligence, 

established in 2020, aims to promote the responsible 

advancement and use of AI technologies, while 

addressing the inherent risks these technologies present 

(Ministry of Science, Technological Development, and 

Innovation, 2024). This international coalition comprises 

29 member nations, including Canada, France, Germany, 

the United States, India, Japan, Italy, and the United 

Kingdom, with Serbia joining in 2022. Furthermore, the 

European Union implemented the Artificial Intelligence 

Act (AI Act) on June 14, 2023 (EU in Serbia, 2023). As 

the first comprehensive legal framework governing AI 

within the EU's 27 member states, the AI Act aims to 

facilitate the safe and ethical use of AI technologies, while 

fostering innovation and protecting users' rights. It also 

addresses varying risk levels associated with different AI 

systems. 

 

According to the AI Readiness Index, compiled by Oxford 

Insights in partnership with Canada's International 

Development Research Center, Serbia is ranked 57th 

among 193 countries evaluated (NALED,2024). Serbia 

surpasses Croatia, Montenegro, and North Macedonia in 

this ranking, but lags behind Slovenia, Hungary, and 

Bulgaria. Leading the index are the United States, 

Singapore, the United Kingdom, Finland, Canada, and 

France. Serbia's government adopted the Artificial 

Intelligence Development Strategy for 2020-2025, which 

outlines objectives and actions for AI advancement, with 

the goal of fostering economic growth, enhancing public 

services, bolstering scientific expertise, and cultivating 

skills for future jobs (Government of the Republic of 

Serbia, 2020). This strategy is aligned with the European 

AI initiative and is designed to ensure the safe and 

beneficial development of AI in Serbia, with particular 

emphasis on furthering language technologies for the 

Serbian language. 

 

5. Consumer Attitudes Research 

5.1. Methodological Framework 

 

Although an increasing number of studies address the 

application of artificial intelligence in digital marketing, a 

review of the literature and analysis of available research 

findings has revealed a lack of scientific and professional 

work concerning consumer attitudes toward open ethical 

issues. This research is inspired by a previous study titled 

"Research on Consumer Attitudes Towards the 

Application of Artificial Intelligence in Digital 

Marketing" (Vukmirović et al., 2024). The earlier study 

examined the extent of consumer awareness and 

recognition of AI implementation in digital marketing, 

focusing on residents of large Serbian cities. Findings 

from that study indicated an increasing integration of AI 

technologies in marketing practices, but also highlighted 

a gap in understanding how consumers perceive AI's role 

in these processes. Building on these insights, the current 

research shifts focus to the ethical dimensions of AI in 

digital marketing. While much of the literature addresses 

AI applications from a business and technological 

standpoint, there remains a shortage of studies exploring 

consumer attitudes toward ethical concerns, specifically in 

areas such as personalized advertising, privacy protection, 

and transparency. To address this gap, the research was 

conducted through an online survey targeting 

technologically literate individuals in large cities within 

Serbia. By examining consumer perceptions of 

companies' ethical conduct when using AI in digital 

marketing, this study aims to provide a more nuanced 

understanding of the domestic market, contributing to 

broader discussions on AI ethics and its impact on 

consumer trust. 

 

To provide insights into the domestic market, a survey 

was conducted through an online questionnaire, focusing 

specifically on the ethical conduct of companies in 

personalized advertising, privacy protection, and 

transparency. The target group of the research consisted 

of residents of large cities in the Republic of Serbia (with 

populations exceeding 100,000), aged 18 and above, who 

identified themselves as technologically literate, meaning 

they use computers and information and communication 

technologies in their daily work. Given the expected 

homogeneity of the mapped population, the snowball 

sampling method was employed. 

 

A total of 202 respondents participated in the survey, of 

whom 49.8% were female and 50.2% male. The majority 

of respondents were between the ages of 25 and 34 

(45.7%), 23.3% were under 24 years old, and 31% were 
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aged 35 or older. In terms of education level, 47% of 

respondents had completed high school, 32.9% held a 

university degree, while 20.1% were still in the process of 

completing their education. Regarding employment 

status, 71.2% of respondents were employed, 8.6% were 

unemployed, and 20.1% were students. The demographic 

structure of the surveyed population in terms of gender, 

age, education level, and employment status align with the 

results of the "Use of Information and Communication 

Technologies in the Republic of Serbia, 2023" survey, 

conducted by the Statistical Office of the Republic of 

Serbia. 

 

 

 

 

4.2. Results and discussion 

 

Given that the focus of this research is the use of artificial 

intelligence for marketing purposes, the initial set of 

questions addressed how familiar the target population 

(residents of large cities, aged 18 and above, who use 

computers and information and communication 

technologies daily) is with AI technologies and tools 

(Table 1). According to the research results, nearly half 

(49.5%) of respondents reported being familiar with and 

having some user experience with AI tools, with ChatGPT 

being the most commonly mentioned. Among those 

familiar with AI tools, younger individuals under the age 

of 35 are significantly more represented (65%), as well as 

students (69%) and dependents (71%).

  

Table 1. Familiarity with the Concept of Artificial Intelligence 
 

Total 

Gender Age Education Employment Status 

 
M F 

Under 

24 
25 - 34 35+ 

Secondary 

(High 

School) 
University 

Currently 

Enrolled  

Employed, 

Earning 

Income 

Dependent 

(Support 

Recipient) 

N 202 101 100 47 92 63 95 66 41 144 58 

Sig.  0.80 0.00 0.04 0.00 

Not at all 6.7 9 5 - 4 15 12 4 - 9 - 

Mostly not 13.6 15 13 15 9 20 17 10 11 15 11 

No (total) 20.3 23 17 15 13 35 29 14 11 24 11 

Neither 

yes nor no 
30.2 29 31 19 23 49 32 34 20 35 18 

Yes (total) 49.5 47 52 66 64 16 39 52 69 41 71 

Mostly yes 27.8 24 31 30 37 13 21 32 37 23 41 

Yes, 

completely 
21.8 23 21 35 27 03 18 21 32 18 30 

Total 100% 

Source: Authors 

 

Table 2. Should a company explicitly disclose that it uses artificial intelligence for ad personalization? 
 

Total 

Gender Age Education Employment Status 

 
M F 

Under 

24 
25 - 34 35+ 

Secondary 

(High 

School) 
University 

Currently 

Enrolled  

Employed, 

Earning 

Income 

Dependent 

(Support 

Recipient) 

N 202 101 100 47 92 63 95 66 41 144 58 

Sig.  0.80 0.00 0.04 0.00 

Not at all 6.7 9 5 - 4 15 12 4 - 9 - 

Mostly not 13.6 15 13 15 9 20 17 10 11 15 11 

No (total) 20.3 23 17 15 13 35 29 14 11 24 11 

Neither 

yes nor no 
30.2 29 31 19 23 49 32 34 20 35 18 

Total 100% 

Source: Authors 

 

The research includes a set of questions aimed at 

evaluating the behavior of the observed population within 

the digital environment. According to the results, 85% of 

respondents reported having been exposed to 

advertisements for products or services shortly after 

discussing or searching for related digital content. Slightly 

more than half (53.8%) expressed concerns about their 

privacy when receiving such “personalized” content, 

while the remaining respondents found it advantageous. 

Although respondents are aware that accepting so-called 

"cookies" is a condition for accessing many websites, the 

majority (61.8%) always or almost always accept them. 

They most commonly accept cookies when it is a 

requirement for accessing desired websites, due to time 

constraints, or because they intend to revisit the site or 

application. Only 12.3% of respondents review the terms 

of use and privacy policies. In line with such habits and 

generally "relaxed" consumer behavior in the digital 

environment, the majority (81.9%) of the observed 

population does not feel that they have control over their 

personal data or the ways in which such data are used. 

 

Regarding attitudes toward transparency in the use of 

artificial intelligence, more than two-thirds (68.2%) of the 

observed population believe that companies should 

explicitly indicate when they use artificial intelligence to 

personalize advertisements (Table 2). A statistically 

significant difference was identified between different age 

categories. The belief that companies must emphasize the 

use of artificial intelligence in the targeting of 
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personalized messages is notably more prevalent among 

individuals over the age of 35 (81%) compared to younger 

groups (65% for those under 24 years; 61% for those aged 

25 to 34). The view that such information is unnecessary 

is particularly pronounced among students (20%) and 

those aged 25 to 34 (25%). 

 

When asked whether companies should obtain user 

consent before using artificial intelligence for the 

personalization of marketing advertisements (Table 3), 

70.5% responded affirmatively, 18.6% did not expect 

such consent to be required, and 10.9% had no specific 

opinion. Statistically significant differences were found 

based on gender, age, and employment status. The belief 

that companies should request such consent was more 

prevalent among men (73%) than women (68%); among 

those over the age of 35 (85%) compared to individuals 

under the age of 24 (68%); and among employed 

individuals (76%) compared to those financially 

dependent (59%). At the same time, as many as 61.8% of 

the observed population often or always accept cookies 

when accessing different websites. The most common 

reasons cited for this behavior were being "in a hurry" or 

that accepting cookies was a requirement for accessing 

desired websites. 

 

Table 3. Should companies obtain user consent before using artificial intelligence for marketing ad personalization? 
 

Total 

Gender Age Education Employment Status 

 
M F 

Under 

24 
25 - 34 35+ 

Secondary 

(High 

School) 
University 

Currently 

Enrolled  

Employed, 

Earning 

Income 

Dependent 

(Support 

Recipient) 

N 202 101 100 47 92 63 95 66 41 144 58 

Sig.  0.00 0.03 0.07 0.01 

Yes, they 

should obtain 

consent 

70.5 73 68 68 62 85 77 66 62 14 30 

No, it is not 

important to 

them 

18.6 23 14 18 24 11 19 16 21 76 56 

No opinion on 

that 
10.9 4 18 14 14 4 4 17 16 10 14 

Total 100% 

Source: Authors 

 

Table 4. Should companies be held responsible for any negative consequences arising from the use of artificial 

intelligence in personalized advertising? 
 

Total 

Gender Age Education Employment Status 

 
M F 

Under 

24 
25 - 34 35+ 

Secondary 

(High 

School) 
University 

Currently 

Enrolled  

Employed, 

Earning 

Income 

Dependent 

(Support 

Recipient) 

N 202 101 100 47 92 63 95 66 41 144 58 

Sig.  0.80 0.00 0.44 0.00 

Not at all 0.3 - 1 1 - - - - 2 - 1 

Mostly not 3.0 2 4 3 5 - 2 3 5 2 5 

No (total) 3.4 2 5 4 5 - 2 3 7 2 6 

Both yes 

and no 
18.4 20 17 36 16 9 16 16 29 12 34 

Yes (total) 78.2 78 78 60 79 91 82 81 65 85 60 

Mostly yes 38.1 37 40 30 34 50 42 37 30 43 26 

Yes, 

completely 
40.1 42 38 29 45 41 40 44 34 42 34 

Total 100% 

Source: Authors 
 

Only 7.5% of the observed population believes that 

companies adhere to ethical standards when handling 

personal data during the use of artificial intelligence in 

personalized advertising. Simultaneously, more than 

three-quarters of the population (78.2%) believe that 

companies should be held accountable for any negative 

consequences resulting from the use of artificial 

intelligence in personalized advertising (Table 4). This 

belief is significantly more prevalent among individuals 

over the age of 35 (91%) and among employed persons 

(85%). In addition to companies, when asked who else 

should be responsible for ensuring adherence to ethical 

standards in the use of artificial intelligence for 

personalized advertising, respondents most frequently 

identified consumer protection organizations, 

international regulatory bodies, and government entities, 

including relevant ministries. 

 

Only 8.2% of the observed population has confidence that 

companies actively protect their data from unauthorized 

access and misuse. Given that education on personal data 

protection is crucial for safe internet use, according to the 

results of this study, consumers are most interested in 

topics such as secure online shopping (60.5%), preventing 

online tracking and managing cookies (46.3%), and 

identifying secure and insecure websites (46.1%) (Table 

5). Additionally, slightly over 40% are interested in VPN 

protection for online privacy and incognito browsing, 

while approximately one-third are interested in two-factor 

authentication and password management. 
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Table 5. Among educational content on data protection on the internet, which topics would you be interested in? 
 Total 

Safe online shopping and data protection during online transactions 60.5 

Prevention of online tracking and management of cookies 46.3 

Identification of secure and insecure websites 46.1 

Use of VPNs for internet privacy protection 41.5 

Use of incognito browsers and other privacy modes 40.4 

Two-factor authentication and its role in data protection 33.0 

Password management and creation of strong passwords 32.1 

Source: Authors 
 

The research examined the ways in which companies 

should inform the public about the use of artificial 

intelligence in digital marketing. The most frequently 

chosen responses include creating educational content 

(57.1%), organizing public presentations, seminars, and 

webinars (43.9%), as well as collaborating with media 

agencies and participating in interviews (42.2%).

 

Table 6. In what ways should companies inform the public about the use of artificial intelligence in marketing? 
 

Total 

Gender Age Education Employment Status 

 
M F 

Under 

24 
25 - 34 35+ 

Secondary 

(High 

School) 
University 

Currently 

Enrolled  

Employed, 

Earning 

Income 

Dependent 

(Support 

Recipient) 

N 202 101 100 47 92 63 95 66 41 144 58 

Creation of 

educational 

content  

(e.g., blogs, 

articles) 

57.1 57 58 67 57 51 57 47 74 57 58 

Organization 

of public 

presentations, 

seminars, and 

webinars 

43.9 47 41 55 37 46 39 46 52 44 44 

Collaboration 

with media 

agencies and 

participation in 

interviews 

42.2 41 43 48 42 37 34 45 57 41 44 

Special 

television 

programs 

39.2 45 33 44 30 49 38 43 34 39 40 

Offering free 

workshops and 

courses for the 

public 

37.7 40 35 33 44 31 41 34 36 40 31 

Guest 

appearances by 

experts in 

debates 

37.6 43 32 47 34 37 35 41 38 40 31 

Source: Authors 
 

In discussing the ethical aspects of artificial intelligence 

use, the issue of personalized advertising directed at 

vulnerable target groups is essential. AI-based 

applications and systems can contribute to discrimination 

in various ways. At the consumer level, discrimination 

may manifest through the prioritization of consumers 

based on demographic and economic criteria (Libai et al., 

2020), targeted marketing (Matz & Netzer, 2017), or the 

marginalization of vulnerable consumer groups (Puntoni 

et al., 2021). Approximately two-thirds (65.8%) of the 

observed population believe that the application of 

artificial intelligence should be restricted when it comes 

to targeting sensitive and vulnerable demographic 

categories, while one-quarter (24.8%) have no opinion, 

and 9.4% believe it is not feasible. It is widely 

acknowledged that certain promotional messages, which 

may negatively impact vulnerable groups, are prevalent in 

the environment (e.g., advertisements for betting shops). 

Consequently, AI algorithms are expected to employ 

"positive discrimination" to protect vulnerable groups in 

the digital space. 

 

5. Conclusion 

 

When artificial intelligence is used in accordance with 

ethical guidelines, it offers significant advantages, 

including the prevention of its misuse. This technology 

enables organizations to leverage societal values as a 

framework for identifying morally acceptable actions. 

Conversely, it also helps companies anticipate and avoid 

major errors that could arise from actions considered 

unethical or unacceptable. A key finding of the presented 

research is that approximately half (49.5%) of the 

observed population is familiar with artificial intelligence 
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or has some user experience with it. Notably, the 

proportion of those familiar with or utilizing AI tools is 

significantly higher among individuals under 35 years of 

age (65%) and among students (69%). Furthermore, 85% 

of the population recognized that they had been exposed 

to AI tools through the receipt of personalized 

advertisements. Regarding behavior in the digital space, 

most respondents do not read privacy policies or terms of 

use when accessing websites, and they generally accept 

"cookies." Moreover, only 8.2% trust that companies 

actively protect their users' data from unauthorized access. 

The majority (81.9%) admit to lacking control over the 

data they leave online (contacts and activities on social 

networks, purchasing transactions, location coordinates, 

search engine keywords, etc.) or how that data is used. 

 

It is important to highlight that, in terms of behavior in the 

digital environment, there are no statistically significant 

differences between those familiar with AI concepts and 

those who are not or have no user experience. Despite this 

lack of caution, transparency in the application of AI in 

personalized advertising is considered highly important 

by two-thirds (68.2%) of the population, while more than 

three-quarters (78.2%) believe that companies should be 

held accountable for any negative consequences arising 

from such targeting. In addition to companies, the most 

frequently identified entities responsible for ensuring the 

ethical use of AI in personalized advertising include 

consumer protection organizations, international 

regulatory bodies, and governments, particularly relevant 

ministries. 

 

Personalization in digital marketing is a crucial tool that 

not only helps companies reach their consumers more 

efficiently but also significantly enhances user 

experiences, especially when integrated with AI tools. 

However, based on the research results, questions 

concerning ethics, privacy protection, and transparency in 

its application remain entirely unresolved. In the future, 

which has already arrived with the rapid development of 

AI tools, two parallel processes should take place. The 

first should focus on consumer education, so that they are 

aware of the benefits and drawbacks of AI implementation 

and can recognize unethical practices. The second should 

focus on regulations and ethical codes for the use of AI in 

personalized advertising. Future research directions 

should also follow two paths: one examining the benefits 

of personalized advertising for consumers, and the other 

addressing the challenges, ethical considerations, and 

potential problems that AI technology in digital 

advertising might entail. Additionally, for small countries 

like Serbia, it is important to follow global consensus on 

key AI usage issues and adapt national regulations 

accordingly. In Serbia, ethical guidelines have been 

adopted for the development, application, and use of 

reliable and responsible artificial intelligence (AI); 

however, compliance with these guidelines is not yet 

mandatory. 
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