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Abstract 

Personalization powered by AI has changed the way organisations around the globe interact with people in various sectors like 

marketing, health, education, finance, and governance. AI systems enhance user experience and organisational efficiency by 

sifting through enormous volumes of data and personalising content, recommendations, and services according to individual 

preferences.  

Artificial intelligence transformed the way humans use the digital platform, product, and services drastically. By making use 

of enormous quantities of user information, AI systems simply customise content, recommendations and experiences to user 

preferences, thereby maximising convenience and efficiency. Nonetheless, the benefits comes along with serious ethical 

concerns on its related privacy, autonomy, fairness, transparency and social manipulation that comes because of AI based 

personalisation. This article breaks down the ethical issues posed by AI driven personalisation by looking at their effects on 

individual and society at large. The paper also outlines the requirement of responsible AI, regulation, and ethical framework to 

ensure that the personalization technology is not harmful to the human interest, fundamental rights, and values. 
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Introduction 

In recent years, personalisation backed by AI technology 

has emerged as one of the leading trends in the digital 

experience realm. The process of personalization powered 

by AI technology in general is application of machine 

learning technology and analytics to customize digital 

experience of an individual according to their online 

behaviour, preference or history. E-commerce sites, social 

networking sites and other services, in fact, intensively use 

AI tech-based personalization that offers customized online 

ads. AI algorithms determine what we view in social media 

posts and ads; e-commerce recommendations; and 

streaming media, Artificial Intelligence is always at work to 

tailor our digital experience. They study user behaviour and 

preference for custom delivery of information to optimise 

user satisfaction. The personalization process improves 

efficiency and usability, but simultaneously raises serious 

ethical questions. It is getting harder to keep up with the 

rising technologies and their ethics. Personalized content is 

beneficial for users as it is helpful and tailored to their 

needs. However, the user’s personal data is also useful when 

it comes to its creating and handling. The huge-scale 

gathering and processing of personal data create an issue 

concerning privacy with respect to monitoring and 

surveillance. Similarly, algorithms are able to shape the 

private decisions of users in a way they do not even realize. 

This has a negative impact on the user’s freedom and, to 

some extent, increases social inequalities. Thus, algorithms 

and AI-powered personalized systems are becoming more 

common in various domains like advertising, education, 

healthcare, politics, etc. As such, this paper aims to 

investigate the ethical implications as discussed above 

produced by AI-powered personalization systems. 

 

Understanding AI-Driven Personalization 

The world has seen a revolution in artificial intelligence 

personalization due to Google ads, Amazon showcases, etc. 

In the past, personalization consisted of either simple rules 

or demographic segments. Currently, this personalization is 

done with the assistance of machine learning, deep learning 

and big data. These systems continuously learn and adapt, 

making personalization more dynamic and pervasive. 

This refers to the usage of machine learning algorithms 

coupled with data analytics in personalizing content or 

services to users. The data that the systems depend on has a 

very wide meaning and includes things like your past online 

activity and purchases to data about where you are, age, 

gender, feelings, and so on. There can be seen more 

instances of personalization through AI from modern days. 

The impact can be seen easily on: 

▪ Education platforms 

▪ AI health recommendations 

▪ Political messaging and opinion shaping 

▪ Smart governance and public services 

▪ Personalized advertisements on digital platforms 

 

Recommendation systems were taken into consideration in 

e-commerce and streaming services. Despite the huge 

benefits, these applications inherently work in a complicated 

ethical domain because of the large-scale data gathering and 

automated decision-making involved. It is this sensitive data 

that makes the expansion carry with it more serious ethical 

concerns. 

 

Privacy and Data Protection Concerns 

One of the most pressing ethical considerations associated 

with the use of AI in personalization is the issue of privacy 

or what can be referred to as the “invasion of privacy.” The 

reason it is so pressing is the fact that in the process of being 

personalized, a vast amount of information about 

individuals is collected without their full knowledge. 

1. Informed Consent 

People have agreed to data collection in long, complicated 

privacy policies, which they rarely, if ever, read or take in. 

There becomes an ethical issue in whether or not their 

consent has really been informed. Personalization in AI 
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systems requires large amounts of data, such as internet 

surfing habits, locations, and even biometric data. Typically, 

users do not have any concept of just how much of their 

data is being collected and analysed. Permanent monitoring 

of data leads to digital surveillance, which raises issues 

concerning consent, ownership, or misuse by corporations 

or governments. 

 

2. Data Security and Misuse 

The larger the collection of personal data, the greater the 

likelihood that the data could be hacked and/or accessed 

without the user’s approval and could be used for nefarious 

purposes. There are moral implications when personal data 

is collected and disseminated for reasons other than the 

original purpose the user wanted when they agreed to install 

the program/application on their computer/mobile device. 

AI programs often act as "black boxes." 

Ethically, the users should 

▪ Understand what data is being gathered. 

▪ Understand the use of it 

▪ Exercise control over personalization settings 

 

Transparency can be considered as the absence of secrecy. 

When there is a lack of transparency, machine learning 

algorithms are unable to learn from the past. These 

experiences can sometimes have biases. Therefore, 

presumptions, prejudice, and inequality may be made worse 

by personalization. 

Examples include: 

▪ Biased job advertisements 

▪ Discussion of Unequal Credit or Loan Suggestions 

▪ Discriminatory content 

 

Those outcomes suppress the principles of justice and 

equitable treatment. Whether data is small or large, it stands 

any good risk to breach the data and gain access. 

Personalization through data can harm the individual 

because of its misuse for identity theft, money fraud, 

political persuasion, etc. For an organization to be ethical, it 

must have sufficient data protection in place to operate. 

 

3. Manipulation and Loss of Autonomy 

Through preference persuasion, decision-making, and 

consumption patterns, AI enabled personalization can 

quietly affect user behaviour. The rationale behind 

personalization and advertising may limit users' access to 

the thoughts and opinions of others. So, these issues lead to 

ethical question with respect to the: 

▪ Erosion of free will 

▪ Academic education: 

▪ Cognitive vulnerabilities to exploitation 

 

Autonomy and Manipulation 

Users’ behaviours can certainly be influenced by 

personalization choices, notably because such choices can 

guide what information is shown to whom, and so on. By 

gaining about the behaviour of the customer at a particular 

marketing or other platform, the data so searched by the 

customers may be used by other marketers for influencing 

the buyers’ perception and behaviour. 

1. Filter Bubbles and Echo Chambers 

Personalized content may be useful but also carries a danger 

of limiting one’s exposure to ‘wrong’ or ‘false’ information 

by creating filter bubbles where one is presented with 

information related to one’s views. 

 

2. Behavioural Manipulation 

In the fields of marketing and political communications, 

specifically designed messages may be created with the help 

of cognitive biases and emotions. These practices raise some 

important questions about ethical principles such as 

manipulation and personal freedom. 

 

Algorithmic Bias and Fairness 

Machine learning algorithms tend to learn from historical 

databases that may have biases against women and 

minorities or may come from a different socio-economic 

and cultural background. These biases may result in 

discrimination when personalization is performed. 

For instance: 

▪ Job ads are often displayed to specific groups of people. 

▪ Recommendations related to finance or credits might 

have a negative implication for the marginalized 

 

Fair treatment in personalized AI systems must therefore be 

carefully addressed in the selection, detection of bias, and 

monitoring of the outcomes of the algorithm. 

 

Societal Impact of AI-Driven Personalization 

1. Impact on Democracy 

Personalized political communication can shape the 

behaviours of voters, which in turn can hamper democratic 

practices. Personalized, or micro-targeted, political 

campaigns are controversial because these practices are 

questionable from an ethical perspective regarding fairness, 

clarity, and misinformation. 

 

2. Psychological and Social Effects 

Over-personalization could suppress the phenomenon of 

serendipity and inhibit critical thinking. Exposure to 

personalized content can affect the mental health and social 

relations of a person. 

 

3. Economic Inequality 

AI personalization can also focus on profit-making user 

segments, thus promoting inequalities in access to 

information, opportunities, and services. 

Apart from personal concerns, social implications of AI 

personalization exist as well. AI personalization may tend to 

shape the social opinions of people, social norms, as well as 

the democratic systems in place in society. Too much 

personalization could tend to fragment the social 

experiences of people, thus affecting the social 

In developing countries like India, if there are disparities in 

digital literacy and access to technology, ethical issues may 

multiply as weaker sections of society may be very easily 

exploited. 

 

Ethical Frameworks and Regulatory Approaches in 

India 

At the current point in time, India does not have a 

consolidated piece of legislation or a standalone regulatory 

authority that is focused specifically and solely on Artificial 

Intelligence. It relies instead upon several already-existing 

rules and regulations when it comes to AI. 

 



International Journal of Commerce and Management Research www.managejournal.com 

119 

1. Current State of Law and Regulations 

In the current situation, the focus is on innovation and a 

"light-touch" approach has been advocated, which is 

encouraged and propagated by the Ministry of Electronics 

and Information Technology (MeitY) and the think tank for 

the Indian Government, the NITI Aayog, in India. 

Important existing laws and regulations applicable for AI 

include: 

 

Information Technology (IT) Act, 2000: This is the 

enabling statute under which all cyber activities in India 

operate. By implication, it governs AI systems that are 

involved in cyber crimes and data processing. 

 

IT (Intermediary Guidelines and Digital Media Ethics 

Code) Rules, 2021: IT Rules of 2021 require digital 

platforms to perform due diligence, and AI platforms are 

obligated to remove illegal content, such as Deepfakes and 

fake news, and also label AI-generated content.  

 

Digital Personal Data Protection (DPDP) Act, 2023: The 

DPDP act offers a wide framework of personal data 

processing, which is a substantial factor in AI models 

handling enormous data sets. The DPDP act enforces 

consent, lawful use, and data minimization. 

 

Sector-Specific Regulations: Different sector regulators are 

tasked with regulating AI applications in their sectors. For 

example, guidelines on AI applications in the financial 

sector are issued by the Reserve Bank of India (RBI) and 

Securities and Exchange Board of India (SEBI), while those 

on healthcare AI are handled by the Indian Council of 

Medical Research (ICMR). 

 

Guidelines for AI in India: These guidelines were 

published in November 2025 by MeitY, which promote 

principles of fairness, accountability, transparency, and 

safety in adopting AI in a responsible way. 

 

1. Ethical AI Principles 

Important ethical considerations for personalized AI are: 

▪ Fairness: unbiased & free of discrimination 

▪ Accountability: responsibility in AI decision-making 

▪ Transparency: AI systems that are explainable and 

understandable 

▪ Privacy: handling user data and consent 

 

2. Legal and Regulatory Measures 

Regulations have been implemented by governments and 

international organizations, including: 

▪ Data protection legislation 

▪ AI governance frameworks 

▪ Consumer protection guidelines 

 

However, regulation frequently remains behind the fast 

changing technological advancement, necessitating ethical 

self-regulation on the part of organizations. 

 

Strategies for Ethical AI-Driven Personalization 

The following strategies need to be adopted for ethical AI 

driven personalization: 

▪ Design your models to be interpretable by default.  

▪ Conduct bias testing of algorithms regularly.  

▪ Allow users to take charge of personalization.  

▪ Urge AI developers to undergo ethics training.  

▪ Getting technologists, ethicists, and policymakers to 

work together.  

 

Transparency and Accountability 

Clarity and Responsiveness are other ethical concerns 
pertains to a lack of transparency in AI-powered 
personalisation systems. Many algorithms today still 
function as "black boxes," meaning they do not explain how 
they come up with specific information or 
recommendations.  
1. Explainability 

Clarity of meaning is essential for AI systems to have 
interpretable decision-making processes. Without 
transparency, no user can challenge algorithmic outcomes.  
 
2. Accountability & Responsibility 

Responsibility guidelines must be framed, often, when AIs 
do something harmful like spreading misinformation or 
creating discrimination there is no clarity on who is to 
blame, developers, organizations, or algorithms. In order to 
ensure oversight, accountability must be established.  
 
Ethical Guidelines and Regulatory Approaches 

As a result of these moral issues, governments and 
organizations around the world are starting to create 
regulations as well as ethical guidelines. A lot of attention is 
being paid to what impact fairness, transparency, 
accountability, and user controls may have on AI 
governance. 
Key measures are: 
▪ Data protection regulations like GDPR standards 
▪ AI design ethical principles 
▪ Análisis de impacto e auditor (means analysing the 

impact and the role of an auditor) 
▪ Enable users with greater control over personalization 

options. 
 

Conclusion 

 

 
Image source: Site Ground 

 

The potential of AI-based personalisation for improved user 

experience and efficiency is huge but so are the ethical and 
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moral issues around them. It has become essential to 

develop AIs that are responsible, human-centred and 

transparent due to the privacy, autonomy, biasness, 

transparency and social impact concerns. AI that respects 

human values means making sure our technology has 

“human-centric” features and not doing away with human 

values for personalisation. It is imperative to create 

awareness among policymakers, technologists, industry 

players, and users to make innovation without misuse a 

reality. Through responsible governance, ethical design 

standards, and user empowerment, AI personalization will 

benefit mankind and not destroy it. With the future being 

digitalised with AI, it is imperative that ethics continues to 

be of great importance. Using AI personalization for a 

greater cause is possible through ethical standards and 

effective regulations that weigh individual against social 

good. 
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