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ABSTRACT 

Social media marketing is an effective way to engage with customers, but it 

comes with significant ethical issues related to data privacy, use, and 

transparency. This study reviews the potential ethical issues to discover 

frameworks to construct ethical guidelines that promote consumer trust and 

beneficial brand perception in social media marketing context. 

The first part of the article will focus on the ethical issues associated with data 

collection and its use regarding social media marketing. It tackles issues around 

consent and data privacy and the potential of consumer information being abused 

or exploited. It also questions the challenges of making marketing practices 

transparent, particularly where sponsored content, influencer partnerships, and 

targeted advertising are concerned. 

This paper discusses the literature and case studies highlighting actual cases of 

unethical practices in social media marketing and their implications on 

consumers' trust and brand image. Drawing on ethical theories and frameworks, 

such as professional organizations and regulatory authorities’ guidelines, it 

underlines the important aspects marketers need to address when faced with 

ethical dilemmas as social media marketing practitioners. 

This paper investigates the impact of consumer perception about their privacy 

and how their attitudes towards the use of their data effects the construction of 

societal ethical norms for advertisers moving on with social media marketing. It 

focuses on the importance of transparency, accountability, and consumer 

empowerment in the marketing strategies to minimize the ethical risk and to build 

long-lasting relationships with consumers. 

The article offers practical approaches and guidelines for marketers to meet 

ethical challenges of social media marketing. It reaffirms the importance of 

engaging in proactive behavior, like having well-drafted privacy policies, putting 

robust data protection measures in place, and maintaining honest and transparent 

lines of communication with consumers. 

 

Businesses may uphold ethical standards, improve their competitive edge, and 

secure long-term sustainability in the constantly changing field of social media 

marketing by addressing these ethical issues and placing a high priority on 

customer trust and brand reputation. 
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INTRODUCTION 

The way businesses interact with their customers has undergone a transformation thanks to 

the digital age. Social media sites have developed into the online town square, a bustling hub 

of interactions, discussions, and brand experiences. Social media marketing offers companies 

a potent tool for increasing consumer acquisition, engagement, and brand exposure. 

Businesses may reach large audiences and develop devoted followings by using effective 

influencer alliances, targeted advertising campaigns, and interesting content. This effective 

tool does have some complications, though. These intricacies are rooted in a number of moral 

conundrums that provide marketers with a terrain that is being examined more closely by 

both regulators and consumers.  

The Rise of Social Media Marketing 

 

Social media sites have become a significant factor in modern consumer behavior. Platforms 

like Facebook, Instagram, Twitter, and TikTok have billions of users and have produced a 

level of connectivity never seen before. Customers take an active role by creating 

communities based on shared interests, exchanging content, and expressing their thoughts. 

For marketers looking to interact with their target audience, this dynamic environment 

presents a multitude of chances. Brands can transcend traditional advertising with social 

media marketing, which promotes brand loyalty and two-way consumer engagement. 

There are drawbacks to this degree of connectedness, though. Social media networks gather 

vast amounts of user data, including demographics, interests, online behavior, and even 

seemingly insignificant things like "likes" and comments, in order to efficiently target and 

engage consumers. The entire extent of data gathering and its possible uses are frequently 

unclear, despite the fact that customers usually give their approval through long and complex 

terms of service agreements. 

Walking the Tightrope of Ethics: Juggling Data Usage and Privacy 

Privacy and data usage are two of the most important ethical conundrums in social media 

marketing. This raises an important question: Do customers understand how much of their 

personal information is gathered and used? Are there also enough protections in place to 

guarantee ethical data management and informed consent? 

There are growing worries that marketers and social media companies might be taking 

advantage of consumers' ignorance of data collection methods. Customers may feel as though 

their online activities are always monitored and that their data is being used for purposes they 

never consented to due to this lack of transparency, which can cause unease and a sense of 

privacy invasion. People may become less inclined to interact with brands on social media as 

a result of such actions, which might damage trust. 

The misuse of data poses serious ethical concerns. Sensitive customer information may be 

compromised by data breaches, and discriminatory advertising techniques raise grave ethical 

concerns. Furthermore, the possibility of social manipulation via highly focused advertising 
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campaigns emphasizes how urgently platforms and corporations must implement ethical data 

usage policies. To preserve integrity and trust in digital marketing, it is crucial to guarantee 

openness, responsibility, and moral handling of customer data. 

The Transparency Challenge: Navigating Blurred Boundaries and Hidden Agendas 

Social media marketing faces ethical dilemmas with regard to transparency in addition to data 

privacy. The usage of sponsored content, in which ads are displayed to resemble real 

postings, is one significant problem. Marketers may work with influencers or create 

seemingly neutral material with the ultimate goal of promoting a good or service. 

Customers may be misinformed and lose faith in brands if sponsorships are not made explicit. 

Individuals are entitled to be aware when they are interacting with sponsored advertising as 

opposed to genuine advice. 

Although influencer marketing is quite good at reaching target audiences, it also creates 

issues with transparency. Some influencers cross the line between contractual promotions and 

personal endorsements by failing to disclose their compensated affiliations. Customers can 

therefore believe that influencers sincerely believe in a product while, in fact, they are 

receiving payment for their support. 

Customers are ignorant of the fundamental elements influencing the material they see 

because of this ambiguity. As a result, people may be exposed to irrelevant or biased content 

without comprehending the full impact of it, which can breed mistrust. These actions 

demonstrate the moral obligation of influencers and marketers to uphold honesty and 

openness in their interactions. 

Ethical Frameworks and Consumer Trust: Navigating the Digital Marketing Landscape 

Ethical frameworks and standards are essential for directing appropriate marketing actions in 

an increasingly complicated digital context. The significance of ethical data collecting, 

transparent advertising algorithms, and unambiguous sponsorship declarations is emphasized 

by professional associations and regulatory agencies. These rules encourage moral behavior 

in the sector while assisting marketers in complying with data protection laws. 

Knowing how consumers view data privacy and usage is equally crucial. Customers are 

calling for more transparency and control over their personal data as a result of increased 

worries about data security, privacy violations, and the powerful effect of data-driven 

marketing. This increased consciousness emphasizes how important it is for brands to put 

ethical behavior first in order to gain and keep the confidence of their target audiences. 

Review of literature 

Thanks to globalization and technology, marketing has evolved in ways we never could have 

predicted during the past century. Businesses used to have to deal with time and space limits 

and were only allowed to operate physical stores. People may now purchase and sell with a 
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few clicks because to the globalization of the marketplace brought about by the growth of 

digital platforms. Originally created as a means of communication, social media has grown to 

be a vital tool for companies looking to expand their clientele and build their brands. Any 

organization that wishes to remain competitive in the rapidly evolving business environment 

of today must keep up with the newest marketing techniques and tools.  

One of the most significant marketing trends is examined in this essay, along with its 

significance and effects on companies operating in the digital era. Businesses may stay 

relevant, engage with their target consumers, and spur growth by comprehending and 

utilizing these emerging trends as the marketing landscape changes. Businesses can seize new 

possibilities and maintain their lead in a market that is becoming more and more competitive 

by remaining knowledgeable and adaptable.(February 2021, Dr. B. Ravi) 

The quotation from Vilhjalmur Stefansson emphasizes a crucial distinction between ethical 

and unethical advertising: ethical advertising emphasizes honesty and transparency, whereas 

unethical advertising deceives consumers with misleading information. This helps companies 

gain the audience's confidence and credibility by reiterating the importance of honesty in 

marketing. 

Using various social media channels to increase brand awareness, increase website traffic, 

and interact with target consumers is known as social media marketing, or SMM. This 

strategy has become so popular that it has surpassed conventional marketing techniques, 

revolutionizing the way companies interact with customers on the internet. SMM is 

essentially a move toward a more user-focused and interactive marketing approach in which 

companies actively connect with their target audience, establish communities, and forge 

enduring bonds. (June 2021, Menon) 

The use of algorithms in social media has transformed marketing, giving brands new ways to 

expand their reach and engage with audiences. However, this shift toward algorithm-driven 

marketing has also raised concerns about its broader impact on society. As companies 

increasingly rely on algorithms to optimize their online presence, it is crucial to understand 

the effects of this trend. This research explores the social implications of algorithmic 

applications in social media marketing. Using qualitative research methods and surveys with 

135 social media users, the study examined both the positive and negative consequences of 

these technologies. On the positive side, algorithms help businesses create more effective 

marketing strategies and provide users with better access to relevant content. However, there 

are also significant concerns, such as potential manipulation, privacy issues, reinforcement of 

biases and stereotypes, and the spread of harmful content. Building on previous studies, this 

research provides a deeper understanding of the complex role algorithms play in social media 

marketing. By highlighting both the benefits and risks, it aims to help businesses and 

consumers navigate this evolving landscape more effectively. Ultimately, this study 

contributes to the ongoing discussion about algorithm-driven marketing, offering insights to 

guide better decision-making and reduce potential societal harm.  (Wang, September 2023) 
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This study explores the critical role of Social Media Marketing (SMM) in fostering brand 

loyalty, with a specific emphasis on how brand reputation moderates the relationship between 

brand trust and loyalty. Focusing on approximately 550 buyers from various online retail 

sectors in Pakistan, the research utilizes a standardized survey and random sampling for data 

collection. The key variables examined include SMM, Electronic Word of Mouth (eWOM), 

brand commitment, brand trust, brand reputation, social media rewards, and brand loyalty. To 

analyse the proposed framework, statistical techniques such as SPSS are used for 

demographics, reliability, descriptive statistics, and correlation analysis. Confirmatory Factor 

Analysis (CFA) ensures model validity, while the Structural Equation Model (SEM), applied 

via SmartPLS 4, evaluates the research model. The findings reveal that SMM, eWOM, and 

social media rewards positively influence brand trust and loyalty. Additionally, brand 

reputation plays a significant moderating role in strengthening the relationship between brand 

trust and loyalty. Moreover, brand commitment and trust are identified as key drivers of 

brand loyalty. This research deepens our understanding of the impact of SMM on brand 

commitment and trust, ultimately shaping brand loyalty. By highlighting these dynamics, the 

study offers valuable insights into marketing strategies. (Muhammad Mohsin, March 2023) 

This experimental study examines the influence of social media influencers (SMIs) on 

enhancing corporate reputation and firm image, building upon previous research in the field. 

While traditional marketing has focused on generating positive word of mouth and improving 

brand perception, the role of SMIs in business advertising and reputation management 

remains relatively underexplored. The research involved two groups a control group and an 

experimental group each consisting of over 125 participants. Using two-way multivariate 

analysis of covariance (MANCOVA) and multiple linear regressions, the study analyzed how 

advertisements featuring SMIs impact persuasion knowledge and audience attitudes toward 

the message. The findings reveal that advertisements presented by SMIs effectively reduced 

persuasion knowledge among participants but did not significantly alter their attitudes toward 

the message. These insights offer valuable guidance for marketers looking to integrate SMIs 

into their communication strategies, highlighting potential benefits for both product/service 

brands and the firms behind them. By addressing gaps in understanding the role of SMIs in 

corporate reputation management, this study contributes to the evolving landscape of online 

marketing and provides practical recommendations for leveraging influencer partnerships 

effectively. (Shrivastava, September 2022) 

This experimental study explores the role of social media influencers (SMIs) in enhancing 

corporate reputation and brand image, building on previous research in the field. While 

traditional marketing has primarily focused on spreading positive word of mouth and shaping 

brand perception, the impact of SMIs on business advertising and reputation management 

remains relatively underexamined. The study involved two groups—a control group and an 

experimental group—each with over 125 participants. Using two-way multivariate analysis 

of covariance (MANCOVA) and multiple linear regression, the research analyzed how 

advertisements featuring SMIs influence persuasion knowledge and audience attitudes toward 

the message. The findings reveal that while advertisements presented by SMIs effectively 

reduced persuasion knowledge among participants, they did not significantly impact attitudes 
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toward the message. These insights provide valuable guidance for marketers looking to 

incorporate SMIs into their communication strategies, highlighting potential advantages for 

both product/service brands and the firms promoting them. By addressing gaps in 

understanding the role of SMIs in corporate reputation management, this study contributes to 

the evolving digital marketing landscape and offers practical recommendations for effectively 

leveraging influencer partnerships. (Singh, May 2019) 

DATA COLLECTION & METHODOLOGY  

This research paper adopted a mixed-method approach, with a primary emphasis on 

collecting primary data through an online survey administered via Google Forms. The survey 

employed Likert scale questions to assess participants' perceptions and attitudes toward 

ethical dilemmas in social media marketing, particularly in relation to privacy, data usage, 

and transparency. 

Designed to capture responses on a scale from strongly disagree to strongly agree, the survey 

enabled participants to express their level of agreement with various statements concerning 

ethical considerations in social media marketing. The questions were thoughtfully structured 

to explore key themes, including attitudes toward data collection and usage policies, 

willingness to exchange privacy for personalized experiences, perceptions of "dark social 

tactics," and the challenges social media marketers face in balancing data collection with user 

privacy. 

The survey included a series of Likert scale questions designed to explore participants' 

perspectives on ethical concerns in social media marketing. Sample questions included: 

● Should brands clearly disclose their data collection and usage policies on social media 

platforms? 

● Would you be willing to exchange some level of privacy for personalized experiences on 

social media (e.g., targeted ads, customized content)? 

● Do you believe using "dark social tactics," such as purchasing followers or likes, is an 

acceptable practice in social media marketing? 

● Is balancing data collection and user privacy a significant challenge for social media 

marketers? 

Participants responded based on their individual experiences and viewpoints, offering 

valuable insights into the ethical dilemmas faced by both consumers and marketers in the 

social media landscape. 

After data collection, quantitative analysis was conducted to evaluate responses from the 

Likert scale questions. Statistical methods, including mean, median, and standard deviation, 

were applied to summarize the data and identify trends or patterns in participants' answers. 
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Additionally, qualitative analysis techniques were used to interpret themes and insights 

derived from participants’ open-ended responses. 

By utilizing a mixed-method approach that integrated primary data collection through Google 

Forms and Likert scale analysis, this research aimed to provide a holistic understanding of the 

ethical dilemmas in social media marketing. It also sought to offer insights into strategies for 

balancing privacy, data usage, and transparency to foster consumer trust and safeguard brand 

reputation. 

The quantitative analysis of Likert scale responses revealed valuable insights into consumer 

perceptions of privacy, data handling, and transparency in social media marketing. The key 

findings highlight critical implications for ethical brand practices. 

Transparency as the Foundation of Trust 

A significant majority of respondents (over 80%) agreed or strongly agreed that brands 

should clearly disclose their data collection and usage policies on social media platforms. 

This finding emphasizes the vital role of transparency in building consumer trust. Consumers 

want clarity on what data is collected, how it is utilized, and with whom it is shared. A lack of 

transparency can breed suspicion, weaken trust, and ultimately diminish brand loyalty. 

The Privacy-Personalization Paradox 

The survey findings highlight a nuanced perspective on the trade-off between privacy and 

personalization. While approximately 60% of respondents were open to exchanging some 

privacy for personalized experiences, such as targeted ads and curated content, a considerable 

minority (around 40%) voiced concerns. This underscores the need for brands to strike a 

careful balance personalized experiences can enhance user engagement, but they should not 

come at the expense of excessive data collection or intrusive marketing tactics. 

Rejection of Deceptive Practices 

An overwhelming majority of respondents (over 90%) disagreed or strongly disagreed with 

the notion that using "dark social tactics," such as purchasing followers or likes, is an 

acceptable practice. This indicates strong consumer disapproval of deceptive strategies that 

artificially inflate brand presence. Consumers place a high value on authentic brand 

engagement and trust, preferring transparency over superficial popularity metrics. 

Navigating the Data Challenge 

The survey also revealed that approximately 70% of respondents view balancing data 

collection and user privacy as a significant challenge for social media marketers. This finding 

acknowledges the complexities of operating in a data-driven marketing landscape while 

reinforcing the need for brands to adopt responsible data practices. Ethical data handling is 

not just a regulatory necessity but a crucial factor in maintaining consumer trust and long-

term brand credibility. 
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Building a Secure and Respectful Future 

These findings provide a foundation for exploring how brands can enhance user security and 

privacy while fostering a culture of respect in social media marketing. Below are key 

recommendations: 

Transparency Through Clear Privacy Policies 

Brands should develop straightforward, accessible privacy policies that clearly explain data 

collection practices, usage purposes, and user control options. Using simple, jargon-free 

language ensures that consumers can easily understand how their data is handled, 

empowering them to make informed decisions. 

Prioritizing Informed Consent 

Rather than relying on lengthy and complex terms of service agreements, brands should focus 

on transparent and concise communication regarding data collection and usage. 

Implementing user-friendly opt-in mechanisms helps ensure that consumers provide informed 

consent, strengthening trust between brands and their audiences. 

Strengthening Data Security 

Robust data security measures are essential to safeguarding consumer information. Regular 

security audits, encryption protocols, and employee training on data protection practices 

demonstrate a brand’s commitment to user privacy and help prevent data breaches. 

Empowering Users with Data Control 

Consumers should have easy access to manage their data, including options to view, edit, and 

delete personal information, as well as control how their data is used for advertising. 

Providing these controls reinforces trust and demonstrates respect for user privacy. 

Emphasizing Authentic Engagement 

Instead of employing deceptive tactics like purchasing followers or likes, brands should 

prioritize genuine interactions with consumers. Creating high-quality content, fostering 

organic engagement, and collaborating with credible influencers help build trust and long-

term brand loyalty. 

By placing user security and privacy at the forefront, brands can navigate the ethical 

challenges of social media marketing. Transparency, informed consent, strong data security, 

user control, and authentic engagement are key pillars for building trust and ensuring long-

term success in the digital landscape. As consumer expectations around privacy and data use 

continue to evolve, brands that embrace ethical marketing practices will not only strengthen 

their reputation but also cultivate lasting relationships with their customers. 
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Findings & Interpretation 

1. Age Distribution 

The majority of respondents (93.8%) belong to the 19–25 age group, indicating strong 

engagement from young adults. In contrast, there is minimal representation from older age 

groups, particularly those aged 35 and above, suggesting lower interest or engagement from 

this demographic. 

Analysis: 

Youth Engagement: The high participation rate among 19–25-year-olds reflects their 

familiarity with social media and keen interest in ethical concerns related to marketing. 

Limited Older Demographic Representation: The lower engagement from older respondents 

may indicate a need for targeted outreach to capture diverse perspectives. 

2. Attitudes Toward Data Collection Policies 

A significant majority (87.7%) believe that brands should clearly disclose their data 

collection and usage policies on social media platforms. While a small minority (9.2%) 

disagrees, 12.3% remain neutral on the issue. 

Analysis: 

Strong Demand for Transparency: Consumers expect brands to be open about their data 

practices, emphasizing accountability. 

Impact on Brand Reputation: Lack of clear communication regarding data policies may lead 

to reputational risks, while transparency can strengthen consumer trust and loyalty. 

3. Comfort in Sharing Personal Information 

Respondents expressed mixed feelings about providing personal information on social media. 

While 44.6% showed reservations or neutrality, 24.6% reported feeling comfortable or very 

comfortable. Additionally, 30.8% remained ambivalent, reflecting varying levels of concern 

about data privacy. 

Analysis 

Privacy Concerns and Trust Issues 

The findings highlight widespread privacy concerns among social media users, with a 

significant portion expressing discomfort or hesitation in sharing personal information. 

Varying levels of trust in companies' data-handling practices suggest that transparency and 

user control are essential for fostering consumer confidence. 



 Ethical Challenges in Social Media Marketing: Privacy, Data, and Trust 

SEEJPH Volume XXVI, S1, 2025, ISSN: 2197-5248; Posted:05-01-2025  

3573 | P a g e  
 

Opportunity for Improvement: Brands that communicate their data policies clearly and 

empower users with control over their personal information are more likely to alleviate 

concerns and strengthen consumer trust. 

4. Willingness to Trade Privacy for Personalized Experiences 

Diverse opinions, with 27.7% being willing to give up privacy for individualized experiences 

and a plurality (41.5%) expressing skepticism or reluctance.  

A sizable percentage (30.8%) is still unsure or conflicted regarding the trade-off. 

A significant portion (30.8%) remains uncertain or ambivalent about this trade-off, indicating 

a lack of clarity or strong opinion on the matter. 

Analysis: 

Privacy Skepticism: The reluctance to sacrifice privacy for personalization suggests ongoing 

concerns about data security and potential misuse of personal information. 

Need for Transparency and Consent: Brands must prioritize transparent data practices, 

informed consent, and user control to address consumer concerns and build trust. 

Educational Opportunities: The ambivalence among respondents presents an opportunity for 

brands to educate consumers on the benefits and risks of data-driven personalization, 

fostering awareness and informed decision-making. 

5. Impact of Data Privacy Concerns on Platform Usage 

Nearly half of respondents (46.2%) have stopped using a social media platform due to 

concerns over data privacy. 

While 32.3% continue using platforms despite these concerns, 21.5% remain uncertain about 

their stance. 

Key Insights: 

Trust and Transparency: Maintaining transparency in data practices is essential for retaining 

users and addressing privacy-related apprehensions. 

Platform Improvements: Social media platforms can enhance privacy policies and improve 

communication about data practices to attract and retain privacy-conscious users. 

User Education: Raising awareness about privacy rights and best practices can empower 

users to make informed choices about their social media engagement. 

6. Acceptability of Algorithmic Content Personalization 
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A majority (49.2%) find algorithmic content personalization acceptable, despite concerns 

about filter bubbles. 

A significant portion (41.5%) remains uncertain or ambivalent about its implications. 

Key Insights: 

Balancing Personalization and Diversity: The divide in opinions reflects the ethical 

complexities of algorithm-driven content curation, particularly its impact on exposure to 

diverse perspectives. 

Need for Transparency and User Control: Ensuring algorithmic transparency and offering 

users control over personalization settings can help mitigate concerns and maintain trust. 

 

Educational Opportunities: Platforms can provide users with insights into algorithmic 

decision-making, enabling them to engage with diverse viewpoints and make informed 

content choices. 

7. Manipulation of Algorithms for Brand Visibility 

Opinions on algorithm manipulation are mixed, with 41.5% considering it somewhat 

acceptable. 

However, a significant number of respondents express concerns or reject the practice 

outright. 

Key Insights: 

Ethical Dilemmas: The findings highlight conflicting attitudes toward the manipulation of 

algorithms in social media marketing, with debates over authenticity and fairness. 

Reputation Risks: Brands that engage in algorithm manipulation risk damaging their 

credibility and losing consumer trust, particularly among those who value transparency. 

Regulation and Ethical Marketing Practices: Establishing clear regulations and promoting 

transparency in marketing strategies are crucial for balancing business objectives with ethical 

considerations and user trust. 

8. Ethicality of Buying Followers or Engagement 

● A majority (38.5%) view purchasing followers or engagement as unacceptable, 

signaling widespread disapproval. 

● Even among those who did not choose the strongest stance, significant ethical 

concerns were expressed. 



 Ethical Challenges in Social Media Marketing: Privacy, Data, and Trust 

SEEJPH Volume XXVI, S1, 2025, ISSN: 2197-5248; Posted:05-01-2025  

3575 | P a g e  
 

Key Insights: 

● Widespread Disapproval: The findings highlight strong ethical concerns about 

artificially inflating engagement, reinforcing the value of authenticity in social media 

interactions. 

● Impact on Platform Integrity: Buying followers and engagement undermines the 

credibility of social media platforms, misleading users about an account’s real 

influence. 

● Need for Authentic Growth: Building a genuine audience through organic 

engagement is essential for fostering trust and long-term brand loyalty. 

9. Acceptability of "Dark Social Tactics" in Social Media Marketing 

● A significant majority (60%) strongly disagree or disagree with the use of "dark social 

tactics" such as purchasing followers or likes. 

● Only a small fraction (15.4%) find such tactics acceptable. 

Key Insights: 

● Preference for Transparency: Consumers overwhelmingly favor authentic and 

transparent marketing practices over deceptive tactics. 

● Trust and Credibility Risks: Engaging in "dark social tactics" can erode consumer 

trust and damage brand credibility. 

● Need for Ethical Marketing: Brands should prioritize honesty and transparency to 

foster stronger relationships with their audience. 

10. Balancing Data Collection and User Privacy in Social Media Marketing 

● A vast majority (76.9%) acknowledge that balancing data collection with user privacy 

is a major challenge. 

● Only a small minority (6.2%) disagree with this assessment. 

Key Insights: 

● Ethical Complexity: The findings reflect the ongoing challenge of ethically 

managing data collection while respecting user privacy. 

● Privacy as a Priority: Marketers must implement transparent and responsible data 

collection practices to build consumer trust. 

● Innovation Opportunities: Successfully addressing this challenge can provide 

brands with a competitive edge through ethical and privacy-focused marketing 

strategies. 

11. Importance of Ethical Practices in Building Brand Reputation 

● All respondents (100%) agree or strongly agree that ethical marketing practices are 

essential for maintaining a positive brand reputation. 
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Key Insights: 

● Ethical Imperative: Consumers universally recognize the importance of integrity and 

ethical conduct in marketing. 

● Reputational Risks: Unethical marketing practices can have long-term negative 

consequences, damaging brand credibility. 

● Alignment with Consumer Expectations: Ethical behavior aligns with evolving 

consumer demands for transparency, accountability, and responsible marketing. 

 

Conclusion 

The analysis of social media marketing and user behavior reveals several key insights that 

underscore the ethical challenges and expectations within the digital landscape: 

● Youth Engagement: The strong participation from the 19–25 age group highlights 

their active interest in ethical issues in marketing, emphasizing the need for brands to 

consider this demographic in their strategies. 

● Demand for Transparency: A clear majority of respondents advocate for transparent 

data collection and usage policies, reflecting consumer expectations for accountability 

and honesty from brands. 

● Privacy Concerns: Widespread apprehensions about data privacy highlight the need 

for brands to prioritize transparency and user control in data practices to foster 

consumer trust. 

● Ethical Marketing as a Priority: Maintaining a positive brand reputation is directly 

tied to consistent ethical practices. Respondents overwhelmingly believe that ethical 

conduct is essential for building trust, credibility, and long-term consumer loyalty. 

● Balancing Data Collection and Privacy: A majority of respondents recognize the 

challenge of balancing data collection with user privacy, emphasizing the complexity 

of this ethical dilemma. However, addressing this challenge presents opportunities for 

innovation and differentiation in marketing strategies. 

● Impact of Privacy Concerns on Platform Usage: Privacy concerns significantly 

influence platform engagement, with a notable portion of users discontinuing platform 

use due to such issues. To retain and attract privacy-conscious users, platforms must 

prioritize transparency and trustworthiness in their data practices. 

● Algorithmic Content Personalization: Opinions on algorithmic content curation are 

divided, reflecting the ethical complexities of balancing personalized content delivery 

with exposure to diverse perspectives. Platforms can mitigate concerns by enhancing 

transparency, offering user control, and educating users on how algorithms shape their 

content experience. 

● Ethical Marketing Practices: The majority of respondents disapprove of unethical 

tactics such as buying followers or engagement, reinforcing the importance of 

authenticity and integrity in social media marketing. 
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To succeed in today’s digital landscape, brands must prioritize transparency, authenticity, 

and ethical marketing practices to build trust, credibility, and long-term consumer 

relationships. 

REFRENCES 

District, B. (2021). Social Media Marketing: A Conceptual Study. IJRAR February 2021, 

8(1). 

https://www.ijrar.org/papers/IJRAR1BXP009.pdf 

Menon, Urmila. (2012). Social Media Marketing and Ethics. International Research 

Conference on  

Commerce,Economics,Social Sciences in International 

Journal.https://www.researchgate.net/publication/230594753_Social_Media_Marketing_and_

Ethics 

Wang, Xinwei. (2023). The Impact of the Application of Algorithms in Social Media 

Marketing on  

Society. Lecture Notes in Education Psychology and Public Media. 9. 424-431. 

10.54254/2753- 

7048/9/20230319. 

https://www.researchgate.net/publication/373922432_The_Impact_of_the_Application_of_A

lgorithms_in_Social_Media_Marketing_on_Society 

Shafiq, Muhammad &Mohsin, Muhammad &Sibt-E-Ali, Muhammad & Shams, Tanzeela. 

(2023). An  

Assessment of Social Media Marketing's Influence on Brand Loyalty, Through the 

Moderating Role of  

Brand Reputation. 07. 172–194. 10.36968/JPDC-V07-I01-15. 

https://www.researchgate.net/publication/369378163_An_Assessment_of_Social_Media_Ma

rketing's 

_Influence_on_Brand_Loyalty_Through_the_Moderating_Role_of_Brand_Reputation  

Shrivastava, A., & Jain, R. (2022). Social Media Influencer and Corporate Brand  

Reputation—An Experimental Study. Global Business Review.  

https://doi.org/10.1177/09721509221120077 

https://www.ijrar.org/papers/IJRAR1BXP009.pdf
https://www.researchgate.net/publication/230594753_Social_Media_Marketing_and_Ethics
https://www.researchgate.net/publication/230594753_Social_Media_Marketing_and_Ethics
https://www.researchgate.net/publication/373922432_The_Impact_of_the_Application_of_Algorithms_in_Social_Media_Marketing_on_Society
https://www.researchgate.net/publication/373922432_The_Impact_of_the_Application_of_Algorithms_in_Social_Media_Marketing_on_Society
https://www.researchgate.net/publication/369378163_An_Assessment_of_Social_Media_Marketing's
https://www.researchgate.net/publication/369378163_An_Assessment_of_Social_Media_Marketing's
https://doi.org/10.1177/09721509221120077


 Ethical Challenges in Social Media Marketing: Privacy, Data, and Trust 

SEEJPH Volume XXVI, S1, 2025, ISSN: 2197-5248; Posted:05-01-2025  

3578 | P a g e  
 

Singh, Dheeraj, Ethical Dilemmas on Data Privacy and Security for Social Media’s Users 

(May 29,  

2019). International Conference on Media Ethics 2019, Available at 

SSRN:http://dx.doi.org/10.2139/ssrn.3395616 

Hayes, A. (February 02, 2024). Social Media Marketing (SMM): What It Is, How It Works,  

Pros and Cons. Investopedia. https://www.investopedia.com/terms/s/social-media-

marketingsmm.asp#:~:text=Social%20media%20marketing%20(also%20known,sales%2C%

20and%20drive%20website%20traffic.  

Saleem, A. (January 17,2023). Social Media Marketing Ethics. Kloud Portal.  

https://www.kloudportal.com/ethics-of-social-media-marketing/ 

http://dx.doi.org/10.2139/ssrn.3395616
https://www.investopedia.com/terms/s/social-media-marketingsmm.asp#:~:text=Social%20media%20marketing%20
https://www.investopedia.com/terms/s/social-media-marketingsmm.asp#:~:text=Social%20media%20marketing%20
https://www.kloudportal.com/ethics-of-social-media-marketing/

