
                   International Scientific Journal of Engineering and Management (ISJEM)                                ISSN: 2583-6129 
                         Volume: 04 Issue: 06 | June – 2025                                                                                        DOI: 10.55041/ISJEM04244 

                          An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata        

 

© 2025, ISJEM (All Rights Reserved)     | www.isjem.com                                                                   |        Page 1 

Public Perception of Digital Marketing in India: Awareness, Trust, and 

Ethical Concerns 

Author: Mukesh Sahu 

Affiliation: Amity Business School, Amity University, Chhattisgarh, India 

Email: Sahumukesh.in@gmail.com 

Abstract 

This study investigates public perception of digital marketing in India, focusing on awareness, trust, and ethical 

concerns. Based on a mixed-method survey of 125 participants, the research identifies high awareness and daily 

interaction with digital ads, especially on social media. While consumers appreciate the convenience and 

personalization, significant concerns persist around data privacy, ad intrusiveness, and ethical transparency. The 

findings highlight the importance of consumer-centric strategies and ethical practices in enhancing digital 

marketing effectiveness and trustworthiness. 
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1. Introduction 

Digital marketing has become central to brand communication, particularly in India, where over 800 million users 

access the internet. However, its success depends not only on reach but also on public perception. This study 

explores how Indian consumers perceive digital marketing in terms of utility, credibility, and privacy. 

2. Objectives 

• Assess public awareness of digital marketing tools and platforms 

• Examine trust in digital ads and influencer marketing 

• Evaluate concerns over privacy and data usage 

• Analyze demographic influences on perception 

• Recommend strategies for ethical and effective digital marketing 

3. Methodology 

A descriptive, mixed-method research design was used. A structured questionnaire collected data from 125 

respondents across various age groups and backgrounds via online platforms. 

 

• Sampling Method: Convenience sampling 

• Data Collection: Google Forms 

• Tools Used: Likert scale, bar graphs, cross-tabulation 

• Analysis: Quantitative statistics and qualitative theme coding 
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4. Key Findings 

4.1 Awareness and Usage 

• 88% were aware of digital marketing 

• Social media (82%), Google ads (68%), and e-commerce platforms (51%) were the most common exposure 

channels 

4.2 Perception and Trust 

• 74% discovered new products via digital ads 

• Only 28% fully trusted digital ads; trust was conditional on brand reputation and influencer credibility 

• 81% were concerned about data privacy and intrusive targeting 

4.3 Demographic Insights 

• Younger users (18–25) were more receptive and digitally literate 

• Older users expressed stronger privacy concerns 

• Educated respondents were more critical of digital marketing ethics 

5. Discussion 

The study confirms that while digital marketing is well-integrated into consumer behavior, it faces challenges 

related to ad fatigue, privacy violations, and trust erosion. Personalization must be balanced with privacy, and 

ethical practices such as clear labeling and consent are essential for sustainable engagement. 

6. Conclusion and Recommendations 

Marketers should: 

• Limit ad frequency to reduce fatigue 

• Improve transparency in influencer and native advertising 

• Incorporate user feedback and control mechanisms 

• Adhere to ethical data usage and promote digital literacy 

Policy-makers are urged to enforce data protection frameworks, while consumers should be empowered to control 

their digital ad exposure. 
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