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ABSTRACT

In today’s digital environment, social media platforms offer many free services, which have become an integral part of daily life. This study aims to explore
the social perspectives that the use of social media holds within the trade-off between the benefits of using it and the privacy concerns that result from
integrating Al into data management. The quick development of Al technology has altered the way social media companies manage, examine, and make
use of user data. With tailored information and targeted advertisements, artificial intelligence (AI) improves the user experience, but it also poses potential
privacy issues. This study aims to investigate the awareness of social media users' privacy concerns and consequences, as consumers become aware of
how AI algorithms track their online behavior, forecast their preferences and learn about how their data is utilized. To achieve this, we will survey internet
privacy experts who have relevant knowledge related to current social media activities and trends in their domain. The survey measures their understanding
of their clients’ awareness of social media and privacy, including their perceived effect of Al technology. The complex interactions between these variables
reveal that users appreciate the benefits of free services, however, their growing awareness of data usage practices consumed by Al algorithm adoption
increases privacy concerns. This study will provide valuable insights for social media platforms, policymakers, and users, to balance technology benefits

while addressing social media user privacy concerns.

Keywords: Privacy Concerns, Social Media, Aurtificial
Intelligence, Data Usage, Social Media User Perspectives

Introduction

Research Problem and Scope

Social media platforms are now a necessity in the digital age
with many providing services for free [1]. According to Pelletier
et al. these platforms attract users by virtue of their easily
accessible and rich functionality like communication tools,
social networks, and filtered content. However, Saura et al.,
demonstrate that this free service use has large privacy concerns,
especially, as increased platforms employ Artificial intelligence
(Al) to control and monetize user data.

Social media platforms gather massive amounts of personal
information to serve the user better by providing ads and other
content relevant to them [2]. Such data helps Al algorithms to
forecast the customers’ preferences to enhance their interactions
and increase the advertising revenues [3]. Although these

enhancements have made digital communications more relevant
and efficient, Quach et al. indicate that the privacy threat has
also been amplified. Presently, consumers benefit from free
services while being aware of the possible consequences tied
to comprehensive data gathering and advanced data processing
performed by Al platforms [4].

Specifically, this research will seek to identify the following
factors on how users of this medium assess the trade-off: Their
perceived privacy concerning the application of Al to manage
their data. As such, this research aims at understanding the
dynamics of user decision making in the free social media
services by assessing their attitude towards privacy as well as the
level of awareness concerning Al development. The objectives
of this study will therefore involve exploring the level of these
users’ knowledge on Al technologies, their privacy and reactions
towards them and the effects of these factors on their Social
Media use. Collectively, these dynamics are helpful to couching
interventions that are necessary to help build out the benefits of

Citation: Eric Uwayezu, Dan Tenney, Arthur McAdams. Evaluating Social Media User Trade-Off Between Free Platform use and Privacy Concerns of AI-Powered
Targeted Advertising. J Bus Econo Stud. 2025. 2(3): 1-10.DOI: doi.org/10.61440/JBES.2025.v2.65

J Bus Econo Stud, 2025

www.oaskpublishers.com

Page: 1 of 10



Copyright © Eric Uwayezu, et al.

Volume 2 | Issue 3

free digital services with the imperatives of defending privacy.
This research study will present findings that will benefit the
social media platforms, policies for this platform, and users in
general from the outcomes of current and potential social media
privacy violation.

Motivation Behind the Research

Thuse of artificial intelligence (AI) in social media has
transformed user experiences through personalization and
optimization of advertisement placements [5]. Nevertheless,
this has led to enhance the level of privacy with the user often
being unaware of the extent of the information collected and its
ramifications [6]. It is advisable to overcome it since the users
are faced with the problem of having to use free services and at
the same time protect their privacy. This research is informed
by the observation of competing interests regarding Al and
particularly the ability of the users to understand where the Al
is positioned in the management of data. The research insights
will propose to shed light on the behaviors that will encourage
the companies to be more transparent and consequently improve
the privacy measures to enable users to be more conscious when
choosing how and when to engage online.

Potential Contributions of the Proposed Research

This study therefore provides vital information on how the
users of social media balance between the advantages of free
application and their privacy in the handling of data with the use
of Al. The study will reveal the current state of privacy practices
and the level of user knowledge of Al technologies through
a user perspective analysis. It will enable the social media
companies to create clear and efficient privacy policies hence
increase users trust and satisfaction. Secondarily, the results
will be informative for lawmakers when establishing fair rules
that will sufficiently safeguard user data without undermining
the benefits of open free-spirited digital platforms. In general, it
will help in expanding the knowledge of privacy concerns in the
digital world and will aid in developing better and safer contexts
within cyberspace.

Research Questions

1). What percentage of social media users in your domain
consider privacy concerns when using free platforms?

2). Among those who are concerned about privacy when using
free social media platforms, do they evaluate the risks
associated with Al-driven activities on those platforms?

3). Among those who are concerned about Al’s effect on
privacy when using free social media platforms, what are
their primary privacy concerns?

Literature Review

This literature review focuses on the social media content
sharing and privacy issues tied to it especially in the milieu of
Al enabled targeted advertising. The social media sites provide
free services which keeps the users active but at the same time it
collects large amount of data and uses intelligence technology to
control users’ activities. The review starts with an exploration of
the various free features and services obtainable on social media
platforms that entice users and then evaluates the conditions of
the benefits against the privacy of the users. It then proceeds
to discuss the effects of the proliferation of Al technologies on
data handling and ownership together with how advances in the

technological front of Al shape the perception and attitude of
users to privacy. Lastly, the review will compare the findings
from the several studies, the critical discussion of the gaps in
the existing literature, and the avenue for the future research
directions for filling these gaps.

Examining the Trade-off Between Free Platform Use and
Privacy Concerns

Overview of Free Services on Social Media Platforms

Today, the provision of social media services has been
incredibly significant in fulfilling communication needs with
different services being offered to users for free. Such platforms
rely on a business model whereby user data becomes the
major commodity, which allows for offering such services as
networking, messaging, and sharing content for free [7]. The
question of whether the positive features of such free services
are worth sacrificing user’s privacy is one of the major questions
in digital age [8]. Free services are popular because users prefer
services that provide connection without costs which users
must pay for [9]. Cheng et al. also point out that this model
depends on user data gathering and processing to monetize
through advertising and other forms of content targeting. Social
media companies independently apply complex mechanisms
to monitor the user’s activities, inclinations, and engagements,
which is rather invasive [10]. Studies reveal that although users
consider the fact that they get all sorts of services for free as
useful, there are emerging concerns over data collection and its
privacy consequences [11,8]. Distler et al. have noted that users
are getting increasingly concerned about the convenience of the
free platforms for sharing their personal data versus the potential
data misuse. This growing concern is in line with what Ayaburi
& Treku observed while writing that users have low trust with
the social media platforms mainly due to privacy concerns.

Privacy and the Benefits of Free Services Trade-offs

Social networks offer users networking, communication, and
sharing services that are valued by a broad audience and
available for free [12,4]. However, free access entails certain
costs, especially in the regard to privacy. The main cost-benefit
relation relates to the surrender of personal data to endorse these
platforms [13]. Social media platforms have access to a massive
amount of information from users in terms of their behavior,
likes and shares, and communication patterns to profit from
advertisements and users’ interests [10]. This data collection
is a critical component of their business strategy, but it directly
threatens users’ privacy [4].

Most users of free services focus on attributes such as convenience
and connectivity while being oblivious of the perceived privacy
threats [ 14]. People like the incorporation of social media networks
into their day-to-day lives but may be unaware of how their data
is being gathered and utilized. As Story and others (2021) note,
although users are cognizant of some privacy threats, the extent
of the consequences of data collection may be underestimated. A
few works have emphasized that the choice between using free
services and being concerned about privacy threats is one of the
main drivers of user behavior [15,16]. Jozani et al. also cited that
when users develop awareness on the collection of their data, their
privacy concerns are also raised hence affects their usage of such
social media platforms. This tradeoff encapsulates the essence
of freedom in free digital services that users enjoy in return for
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agreeing to relinquish their privacy in other words this trade-off
shapes people’s interactions online.

The Impact of AI on User Data Management and Privacy
Al changed user data in social media platforms significantly and
gave the ability to platforms to analyze large amount of data and
create unique and more precise user experience and ads [17]. With
the use of Al algorithms, the user engagement and interaction
data are collected and analyzed in order create personalized
content and ads and increase traffic and click-through rates [6].
This, however, raises serious privacy concerns due to the casy
access to information using these devices and technology. Al
effective capabilities in logging and monitoring user behavior
are also issues with data gathering and privacy [18]. Social
media apps employ artificial intelligence algorithms to develop
elaborate user profiles for the purposes of advertisement [19].
This fine-grained data allows constant scrutiny and analysis of
users’ personal data, and often their control over it is limited [19].
Biichi et al. note that Al algorithms obtain data from various
sources without the user’s permission, compromising their
data’s privacy and security. Uniquely, Al user distrust is driven
by additional layers of opaqueness since these make privacy
issues worse [20]. As Jyothi et al. suggested in 2024, boosting
people’s privacy, and regulating their advanced personalization
with the help of Al technologies are connecting points.

Perceptions of Privacy Concerns

Users' Awareness of Data Gathering, Storage, and Use
Users’ perceived level of understanding of the data collection,
storage, and use of social media is an important determinant of
privacy concerns. Many studies emphasize that people do become
more aware of the data collection process, but their knowledge
is often limited and precise in terms of scopes [21]. Saura et
al. observed that users are mostly aware of how their activities
and preferences are being observed by social media companies.
However, this awareness often does not include the scope of
data collection and storage process. Ribeiro-Navarrete et al. also
points out that although users remain aware of data collection
exercises, they are almost oblivious of how data collected across
the platforms are consolidated and the consequences arising
from such data conglomerations. In support of this point of
view, Tenopir et al. mention that users are informed about the
existence of the collection but do not realize the extent of data
storage and the possible dangers of such a practice.

On the other hand, Andrus et al., identified that the users
with a higher technical knowledge of data practice bit of a
complex understanding of the data collection processes. Albeit
counterintuitive, their study suggests that these users are more
likely to appreciate the pitfalls and drawbacks linked with the
capacity issue of large storages and their privacy consequences.
Chua et al., affirm this by indicating that users who are well
informed on data handling gain better perception with regards
to data security and privacy. However, Shahid et al., point of
view that even with the existing awareness, many individuals
still do not possess a broad understanding of specifics about data
usage and storage, which in essence offer limited protection of
individual’s privacy. This is in line with Tawalbeh et al., who
pointed out that while the ranking might have been accurate;
there is still a significant disconnect that requires better
information disclosure ad user awareness.

Attitudes Toward Privacy and How AI Influences These
Perceptions

Currently, specific concepts of users’ privacy are formed based
on their knowledge of Al technologies and data management
systems. Cheng and Jiang demonstrated that Al complexities
have a significant effect on users’ perception of privacy when it
comes to processing social media data. Gao et al. noted that as
the use of Al technologies increases the level of personalization
of the content or ad, users again have increased privacy
concerns. The ability of Al to trim and use extensive user data
for marketing may cause a feel of overly intrusive data practices
based on user’s conviction, that their information is closely
watched [22]. This increased concern is in line with Puntoni et
al.,’s research that established that people with higher awareness
of the effectiveness of Al terms consider these practices as
invasive.

On the other hand, Willems et al. found out that other users
believe that the advantage of being provided with relevant
content on the internet and relevant advertisements outweigh
the negative impacts of privacy invasion. The scholars note that
such users may prefer the convenience that Al offers and the
customized experiences that come with it over fear of privacy
invasion. This is in contrast with Zhu et al. where they note
that while users consider benefits associated with Al systems
essential, opacity of the Al systems’ functioning fuels users’
concern about data exploitation. In addition, Lobera et al. also
shows that participants’ attitudes to privacy depend on the
amount of knowledge about Al systems. Interestingly, higher
awareness of Al technology relates to stronger privacy concern;
this is maybe because they are more knowledgeable of the threat
of data misuse [23]. Besides, Al improves user experience
through personalization while at the same time creating profound
privacy concerns. The analyzed users’ attitudes show the
balance between the positive perception of Al and the concerns
regarding data protection that must be addressed with enhanced
transparency and privacy measures.

Free Social Media Platform Use

Features and Services Offered for Free

Social networks have millions of users due to the variety of
available features and services free of charge and are successfully
applied in the contemporary digital world. According to Pelletier
et al., such platforms offer its users numerous opportunities such
as content generation and sharing; connecting with other people
and possessing the ability to use messaging and calls options.
The ordinary users can post updates, upload, share multimedia
files and interact with the entire world with the said social
networks without any expense. The temptation with such free
services is huge. Current sites such as Facebook, Instagram,
and Twitter allow platform users to have an excellent social
interaction feature, such as video calling among platform users.

Some of the straightforward features that are found on Facebook
consist of events creation, creating the marketplace, and social
related groups among others, and all these for free [4]. Likewise,
Instagram’s photo and video sharing features coupled with
additional features that consist of stories and reels are free of
cost [24]. These features help in gaining and maintaining a
greater number of users frequently on the site.
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However, the delivery of all these free services is anchored on
some form of revenue structure whose primary sources are the
users. The major source of revenue for social media firms is
advertising, particularly targeted advertising owing to the vast
user information and user behaviors that platforms gather [4].
According to the business model identified by Evan et al., they
offer free services, and, in the process, they stand to benefit from
advertisers willing to target certain groups. Therefore, behind
the abundance of the ‘free’ services, there are pros and cons.
Quach et al. argue that though it affords users meaningful tools
and avenues for interconnectedness as well as content sharing,
the very setup generates important questions concerning the
opportunities and costs associated with the service, especially
those to do with data privacy and the commodification of
personal information. This dynamic provides the basis of this
paper to further analyze the privacy issues that surround the
consumption of free social media services.

User Engagement with Free Services and Perceived Value
Consumers’ interaction with the free offerings on the social stage
is in proportion with perceived service utility. Lack of monetary
cost for subscribing the services leads to high usage of services
since the user get benefit from freely available features without
spending a dime [25]. This engagement is due to the capacity
of the platforms to offer numerous services that people get
involved in including social networking, content development
and entertainment [25]. Findings by Mantymaki et al. suggest
that users gain many benefits from the consumption of free
services such as opportunity to communicate with people, get
access to various content, and engaging in the activities of the
community. To this, additional aspects of the perceived value
such as personalized content curation, as well as selected
recommendation lists can be added [26]. It also increases the
level of user satisfaction and interest as users are interested with
what is related to them.

Nonetheless as Eggers et al. state, there is much an appeal to
unlimited services, many users are beginning to realize the costs,
especially in terms of user privacy. When users start interacting
with these services, they may inadvertently begin to familiarize
themselves with other potential costs involved in data gathering
as a way of providing targeted advertisements this affects the
perception of value among users [27]. Jozani et al. show not
only this concern but also demonstrate that the convenience and
the availability of numerous free services explain still high user
engagement, which demonstrates that there is a rather delicate
and still undecided relationship between perceived utility and
privacy risks. Similarly, Hamari et al., points out that there
are two dimensions of perceived usefulness in social media
platforms the scope of functions and freedom from cost in terms
of monetary value. However, this engagement is increasingly
filtered by concerning the privacy concerns and opportunities
that come with the use of data.

Awareness of Al Advancements

Users' Understanding of AI Technologies

The level of knowledge of the Al technologies by the users
plays a significant role in the way they engage with the social
media platforms and privacy. Machine learning algorithms and
other tools are quite an essential constituent of how social media
operates especially in terms of recommending content and

advertisements [3]. Despite the increased use of the technology,
the understanding of Al among the users is still limited in
many aspects. Shin shows that users have a rudimentary
understanding of Al, in that they know that algorithms affect the
content they encounter, although they may not have an elaborate
understanding of how these technologies work. The ability of Al
in processing large amounts of data to forecast users’ preferences
and behavior is not always understood [28]. According to Longo
et al., a study on users’ knowledge revealed that while users can
grasp the concept of Al, they are unfamiliar with its uses and the
level of data handling performed.

Schwartz et al. recognize that even those of the users with
slightly improved understanding of AI’s nature are still uncertain
about the different forms of data, collecting, storing, and using.
According to Heger et al, similar findings were observed in a
similar study carried out where this limited understanding results
in poor decisions on privacy settings and sharing of the data.
Additionally, like most issues that relate to Al and technology,
Indrawan et al. argues that for normal users who do not have
adequate knowledge of Al, then it could be difficult to scrutinize
the ramifications of individualized Al tailored marketing. Users
do know that AI technologies are involved in social media
platforms, but they lack the understanding of the details of Al
as well as its effects on data processing, hence, cannot grasp the
privacies involved fully.

How Awareness of AI Affects Privacy Concerns
Understanding of Al technology affects users’ perception of
privacy relating to data sharing on social media [29]. However,
as users become more informed of Al’s data processing, their
privacy concern increases [30]. In their study, Araujo et al.
showed that awareness of Al usage in general results to higher
data risk perception; this is attributed to the knowledge of how
Al use data for tracking and advertising. Further, Leschanowsky
et al. positively support the idea that the awareness relationship
warrants privacy apprehension. However, according to Cloarec
et al. awareness also foster control, which involves using the
privacy features to address the issues [31]. However, Jozani et
al. and Pavone et al. notice that users always face the problem
of privacy in exchange for more personalized content, noting
that the Al frustrates them. Finally, as with increased security
awareness and Al visibility, it creates positive attitudes towards
data protection [32].

Proposed Research Methodology

Technology Acceptance Model (TAM)

The flowchart below explains the Technology Acceptance
Model (TAM) that took into consideration the research
questions associated with social media users’ privacy concerns
in the Al area. The flowchart starts from a node labeled “Start
Social Media Users” and splits into two branches on the users
measuring privacy concerns while using free social media
services. If users do not consider privacy concerns, then the flow
ends. But for users who consider privacy, a flow goes to the next
node labelled “Evaluate Al Privacy Risks?”

If users do evaluate Al privacy risks, then they proceed to answer
the “Primary Al-Driven Privacy Concerns” questions. Some
concerns are identified through targeted advertising and social
media. “Data Collection & Surveillance,” “Unintended Data
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Sharing,” and “Profiting from Personal Data.” comports with
Al targeting algorithms designed to maintain purpose compliance
of the users if not alter their behavior. The concerns then lead to
existing TAM constructs: Perceived Usefulness (PU), Perceived
Ease of Use (PEOU), and Attitude Toward Use (ATU), which
all determine Behavior Intention to Use (BI). This flowchart has
been designed to demonstrate how Al privacy concerns impact
the experience and decision-making of the users in adopting or
continuing to use the social media platforms.

Figure 1 below is Technology Acceptance Model (TAM)

Perc llVlﬂ{ll of Use (PEOU)

Research Method

Research methods refer to tactics, procedures, or techniques
used in the gathering of data or evidence for analysis to find
new knowledge or develop a deeper comprehension of a
subject. Research methods could also be referred to techniques
for gathering and examining data. Creating the research
methodology is a crucial component of this study plan. Two
elements influenced the decision on the research methods
considered for this study. The first element is the means of
collecting data and the second element is how to analyze the
collected data to make inferences that foster the achievement
of the study objectives. Determining the research method is an
important step of the research design.

This study employs the Delphi research method while narrowing
down to the collection of primary data in a more structured way
to gather opinions from people with experts. The survey must
be done and analyzed in accordance with the Delphi research
methodology. The Delphi research entails using techniques
like questionnaires to get feedback from the team of experts on
internet privacy. All the responses from experts will help to get
more collective judgment later than just individual opinions.

Population and Sampling

The population or target population in a research study is the
group of the group of participants. The people or things with
qualities that are interesting and need to be investigated for a
research study are the target population, also known as the
research population. Another way to think of the group of people
who require study is the target population. Finding the intended
population's accessibility is a necessary step in doing research.
Accessibility makes it more difficult to conduct population-

based research and get definitive results. Time and resource
limitations may make studying the entire population unfeasible.
Besides, research bias and human error could lead to erroneous
results from analyzing the complete population. Consequently,
sampling is a workable way to get a figure that is representative
of the greater research population. In exploring the population
as a research element, several terms come into mind. These
terms include the population, target population and accessible
population.

Banerjee and Chaudhury define population as an entire group
from which certain information needs to be ascertained. The
population of interest in this study are the internet privacy
experts and it would an added value if they have been using
social media platforms of choice to meet their needs and have
privacy concerns. However, they are many internet privacy
experts globally, making it impossible to study the population
in its entirety due to time and resources constraint, and the
element of human error and research bias which could influence
the findings. As such, target population should be the next point
of focus. According to Fetzer, the target population comprises
all elements which meets the sampling criteria. The sampling
criteria denotes the requirements that individual members of the
accessible population need to meet for inclusion in the study
sample. The impossibility of using all the internet privacy experts
helps reduce the entire population. However, the geographical,
and accessibility constraints also reduce the population of focus,
narrowing down to the accessible population. Thaker define
accessible population as the subset of the target population that
the researcher could easily contact and access in undertaking the
research processes such as data collection.

Sampling is necessary since the intended audience may be
dispersed geographically and challenging to reach. To obtain
conclusions that could be applied to the complete research group,
sampling entails obtaining a portion of the target population.
Sampling is necessary to ensure practical data gathering and
analysis, as well as manageability and cost-effectiveness. To
streamline the research process, a specific number of elements
are selected from the study population by statistical analysis,
a process known as sampling. To extrapolate and confirm the
results to the full population, sampling also entails choosing a
subset of the population. Latpate et al. emphasize that sampling
theory include techniques for selecting a sample from either an
infinite or finite study population. The result is the derivation
of estimations that are essential to the accomplishment of the
study's goals. Techniques for probability or non-probability
sampling are both possible. This study considers the non-
probabilistic sampling method. While probability sampling
provides each member of the target population with a known and
nonzero chance of selection, non-probability sampling does not
[33]. The population's members are not given an equal chance
of being chosen to comprise the study sample when using the
non-probability sampling approach. This study opts for a non-
probabilistic sampling technique.

A sample is a comparatively smaller subset of the study
population that is chosen to look into the phenomenon under
study. A sample, according to Etikan et al., is a portion of the
population. As intended by the study, the sample captures the
traits of the target population. To enable the generalization of
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the sample's results to the complete research population, the
sample size in this study must accurately reflect the population.
Sampling is the process of drawing a desired sample from the
accessible population. Numerous factors impacted the choice of
the most appropriate sampling technique. The first concerned
money and timing. The research must be completed within
a strict budget and a constrained timeline due to the student's
budget and other study obligations. The article also discusses
the necessity of figuring out the absolute sample size in relation
to the total study population. The variance of the population also
depends on one's interests; a highly varied population calls for
a bigger sample size than one with a less varied population. The
purposive sampling would be the non-probabilistic sampling
method adopted to determine the impact of machine learning-
driven advertising on the privacy rights and concerns of social
media users, as emerging on all social media platforms.

Purposive sampling method involves the reliance on the
researcher’s in selecting the appropriate sample from the
accessible population. The researcher considered the goal of
the study and the intended research population when choosing
this sampling strategy. According to Valerio et al., purposive
sampling makes it possible to choose a sampling frame that is
most affected by a certain research question. This method entails
selecting a sampling frame based on attributes or variables that
are relevant to the inquiry. Purposive sampling is frequently
chosen by researchers that need to follow a study procedure
through a group of participants who were chosen based on
predetermined criteria [34]. Purposive sampling, also known
as judgmental or purposeful sampling depends on the study’s
objectives, the comprehension of the study population, and the
researcher’s judgment. Martinez-Mesa et al. notes the utilization
of the purposive sampling method when the researcher needs to
capture the diverse characteristics of the accessible population
and reflecting the same on the selected sample.

Purposive sampling is the technique of choice for several
reasons. According to Palinkas et al., purposive sampling entails
the identification and selection of people or a group of people
with an adequate understanding of the research phenomenon in
question. When it comes to gaining access to and getting in touch
with study participants, this method is comparatively simpler
than other techniques. Using this method, the researchers first
determine a list of people needed to interview before doing any
study. However, it would be crucial to get in touch with and
persuade study participants to dedicate time to taking part in the
data collection procedure. Purposive sampling also involves the
researcher’s intentional participants of choice due to the quality
of participants needed to achieve the study objectives.

Participants  would include internet privacy experts
(approximately 10 active CISO professionals), who have
relevant knowledge related to current social media activities and
trends in their domain. The survey measures their understanding
of their clients’ awareness of social media and privacy,
including/especially their perceived effect of Al technology.
The rationale of this criteria is that only participants with the
right skill set would know the scale of internet privacy concerns
on how social media users’ online searches and discussions
influenced user profiling and targeted advertising. A sample of

10 participants would be required for the study. The researcher
would communicate with the potential participants seeking their
involvement in the study while promising the upholding of
ethical practices associated with human test subjects.

Data Collection

Data collection refers to the act of gathering and analysing
information in a planned and methodical way to help answer
the research question and accomplish the goals of the study.
Data gathering makes it easier to obtain sufficient knowledge
and expresses insights into the research subject, regardless of
the research entity and query. The degree of general caution
used to maintain the study's integrity determines how credible
the study's conclusions are. Paradis et al. outline the importance
of data collection methods since the utilization of the collected
information and the generated information is dependent on the
employed data collection and analytical approaches. The study
aims at employing interviews as the data collection methods with
questionnaires being the instrument of choice. Jamshed state
that interviewing is the most common data collection technique
in qualitative research. A qualitative interview is a framework
with the recording of practices and standards. Interviews as
the data collection technique have been considered as it best
meets the study objectives by striving for the description of
human experiences as playing out in people’s lives. Schellini et
al. outline interviews as providing a systematic and objective
means of describing the study phenomena for the researcher to
better understand of the data.

Interviews could be structured, unstructured and semi-
structured. This study considers structured interviews as the
data collection technique of choice in this study. Structured
questionnaires would provide the participants the freedom to
extend their contribution through interview approved by IRB. To
increase the response rate while considering the comfort of study
participants, this study considers generating online Google forms
where respondents could fill out at their discretion. Arntson
and Yoon note the importance of having an interview guide to
direct structured interviews while encouraging participants’
perspectives on the study phenomenon. The study considers the
general interview guide approach. Ogaard note that this guide
allows the change or asking interview questions depending on
responses provided in past questions. Google forms would be
sent to determined participants followed by zoom interview
undertaken during determined timeframe depending on group
respondents’ schedule.

Data Analysis

Data analysis refers to the technique adopted to derive
meaningful information from the raw data collected during
the interviews and completed forms. The method of choice
would be thematic analysis due to its suitability in Delphi
method. Thematic analysis would involve taking a closer look
at the massive data to determine repetitive patterns that would
narrow down to themes and sub-themes relevant to the study
in question. According to Anderson et al., thematic analysis is
a qualitative research method associated with the identification,
grouping, analysis, and description of patterns/themes emerging
in a dataset. Determined patterns would then be consolidated
to form themes relevant to the study objectives and re. Roberts
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et al. defined thematic analysis as a clear way of undertaking
hermeneutic data analysis from other analysis derived from non-
numerical data.

Understanding material is through the study of the parts, which
cannot be understood if differentiated from the whole [35]. In
this study, the interviews would facilitate the formulation of
themes and codes. A demographic table will be included in the
analysis. The different codes, depending on their relationship
to each other would be combined to from themes. A tabulation
would be completed highlighting the identified codes, their
respective themes, and the frequency.

Ethical Considerations

As a result of involving human test subjects, this study purposes

to embrace ethical considerations that ensure the dignified

treatment of research participants, eliminating possibility of
harm and taking requisite precautions when unforeseen negative
circumstances arise. This study considers upholding the following
ethical principles. The research will be approved by the University

of Bridgeport IRB before commencement [36-40].

1. Confidentiality. The study participants would be assured of
the researcher’s resolve to uphold confidentiality. It would
not be necessary for responders to provide their true names.
The respondents would be identified by pseudonyms created
by their first letter of their second name. An encryption key
would be used to secure the data that was recorded and
kept on a portable device only accessible by the researcher.
Participants would not be required to provide any identifying
information Characteristically, the collected data would only
be used for research purposes and safely discarded after the
study’s completion. Unauthorized individuals would not be
allowed to access research materials [41-45].

2. Right to withdraw from the study. The respondents bear the
freedom to leave the study whenever they see fit, and doing
so will not result in any consequences. This information
would be communicated to the respondents prior to the
study. When a respondent wants to stop participating in the
study, they should let the researcher know. To enable changes
that could enhance the research procedure, the respondents
could provide the research team with the explanations
for their withdrawal from the study. Nevertheless, giving
these explanations is entirely optional. The data submitted
by participants who have opted out of the study will be
considered for drawing conclusions [46-50].

3. Informed consent. Participants need to be adequately
briefed on their role in the study. This idea entails
explaining to research participants their part in the study
and emphasizing important findings. By giving them
this information, the respondents will be free to choose
whether to take part in the study. According to Vyas et al.,
a participant actively indicates their readiness to engage in
a study after considering the trial's characteristics. Once
they have read and understood terms and conditions of the
research process, respondents would need to sign informed
permission forms. Signed informed consent is proof that the
respondents have received the research materials and have
agreed to participate in the study (Vyas et al. 2020). It would
be important to obtain an oral and written informed consent
[51-55].

4. Voluntary participation. The study's involvement is entirely

optional, and participants will not be any way forced to
contribute to the research process. The research subjects
would not receive any financial incentives or be subjected
to coercion in exchange for their participation. Each
participant would get a document outlining the rules and
the respondent's responsibility in the research. As such,
involvement would be purely on a voluntary basis [56-60].
5. Reducing the risk of harm. The researcher aims at in the best
way possible reduce the occasional of physical or emotional
harm that could be imposed on study participants due to
any research process. The researcher would avoid in any
way possible occurrences that could result in job losses or
compromised physical and psychological wellbeing [61-65].

Conclusion

Gap Identification

The research gap is to determine the level of awareness of the
user target population with respect to free social media usage
versus potential privacy concerns. The provision of services on
social networks is often accompanied by no payment [66-70].
Social media users give up rights to their personal data usage
for these free services. It is essential to resolve the issue of the
limitations of user understanding as to what the consequences
of user data distribution are. Striving to fill this gap is vital in
understanding what users think, know, and what processes they
undergo in their minds when they freely or partly give up their
privacy for the sake of ease of use, especially considering today’s
trends in the development of Al and data caching [71-75].

Future Research

This study should be conducted with a view of investigating
how much users understand the trade-offs of sharing information
about themselves in exchange for free services provided on
social media using the qualitative Delphi surveying. More
specifically, it is important to understand why users may agree
to compromise their privacy, whether this is a voluntary act
or seen as a necessity, as well as the extent to which users are
aware of what this may involve, such as targeted advertising,
misuse of information and abuse of the actual data. Future
research can address user perception and decision-making from
a more nuanced perspective enhancing the understanding of
the emotions and cognitive processes behind these exchanges
[76-80]. Also, in the light of the rapid progress of artificial
intelligence and data caching, how such technologies affect the
understanding, and the choice of the users should be explored.
This study will add to the understanding of user activity and help
create a more comprehensive approach to the design of ethical
and user-friendly solutions in the digital environment [81-88].

References

1. Gawer A. Digital platforms and ecosystems: remarks
on the dominant organizational forms of the digital age.
Innovation. 2022. 24: 110-124.

2. Lina LF, Setiyanto A. Privacy concerns in personalized
advertising effectiveness on social media. Sriwijaya
International Journal of Dynamic Economics and Business.
2021. 24: 147-156.

3. Haleem A, Javaid M, Qadri MA, Singh RP, Suman R.
Artificial intelligence (AI) applications for marketing: A
literature-based study. International Journal of Intelligent
Networks. 2022. 3: 119-132.

J Bus Econo Stud, 2025

www.oaskpublishers.com

Page: 7 of 10



Copyright © Eric Uwayezu, et al.

Volume 2 | Issue 3

4.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Tuten TL. Social media marketing. Sage publications
limited. 2023.

Sadiku MN, Ashaolu TJ, Ajayi-Majebi A, Musa SM.
Artificial intelligence in social media. International Journal
of Scientific Advances. 2021. 2 :15-20.

Gao B, Wang Y, Xie H, Hu Y, Hu Y. Artificial intelligence
in advertising: advancements, challenges, and ethical
considerations in targeting, personalization, content
creation, and ad optimization. Sage Open. 2023. 13.
Rangaswamy A, Moch N, Felten C, Van Bruggen G,
Wieringa JE, et al. The role of marketing in digital business
platforms. Journal of Interactive Marketing. 2020. 51: 72-
90.

Jozani M, Ayaburi E, Ko M, Choo KK. Privacy concerns
and benefits of engagement with social media-enabled
apps: A privacy calculus perspective. Computers in Human
Behavior. 2020. 107: 106260.

Dhasan D, Kowathanakul S. The impact of service quality,
promotions and customer engagement in determining
customer loyalty in the Thai mobile network industry. Abac
Journal. 2021. 41: 209-240.

Saura JR, Palacios-Marqués D, Iturricha-Fernandez
A. Ethical design in social media: Assessing the main
performance measurements of user online behavior
modification. Journal of Business Research. 2021a. 129:
271-281.

Saura JR, Ribeiro-Soriano D, Palacios-Marqués D. From
user-generated data to data-driven innovation: A research
agenda to understand user privacy in digital markets.
International Journal of Information Management. 2021b.
60: 102331.

Dhawan S, Hegelich S, Sindermann C, Montag C. Re-start
social media, but how? Telematics and Informatics Reports.
2022. 8: 100017.

Feasey R, de Streel A. Data sharing for digital markets
contestability: Towards a governance framework. Centre on
Regulation in Europe asbl (CERRE). 2020.

Zhang JH, Koivuméki T, Chalmers D. Privacy vs
convenience: Understanding intention-behavior divergence
post-GDPR. Computers in Human Behavior. 2024. 160:
108382.

Distler V, Lallemand C, Koenig V. How acceptable is this?
How user experience factors can broaden our understanding
of the acceptance of privacy trade-offs. Computers in
Human Behavior. 2020. 106: 106227.

Schomakers EM, Ziefle M. Privacy vs. security: trade-offs
in the acceptance of smart technologies for aging-in-place.
International Journal of Human—Computer Interaction.
2023. 39: 1043-1058.

Reddy SR. Enhancing customer experience through Al-
powered marketing automation: strategies and best practices
for industry 4.0. Journal of Artificial Intelligence Research.
2022. 2: 36-46.

Saura JR, Ribeiro-Soriano D, Palacios-Marqués D.
Assessing behavioral data science privacy issues in
government artificial intelligence deployment. Government
Information Quarterly. 2022. 39: 101679.

Choi JA, Lim K. Identifying machine learning techniques
for classification of target advertising. ICT Express. 2020.
6: 175-180.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

Nassar A, Kamal M. Ethical dilemmas in Al-powered
decision-making: a deep dive into big data-driven ethical
considerations. International Journal of Responsible
Artificial Intelligence. 2021. 11: 1-11.

Fiesler C, Beard N, Keegan BC. No robots, spiders, or
scrapers: Legal and ethical regulation of data collection
methods in social media terms of service. InProceedings of
the international AAAI conference on web and social media
2020. 14: 187-196.

Bartlett M. Beyond privacy: Protecting data interests in the
age of artificial intelligence. Law, Technology and Humans.
2021. 3: 96-108.

Ha QA, Chen JV, Uy HU, Capistrano EP. Exploring the
privacy concerns in using intelligent virtual assistants
under perspectives of information sensitivity and
anthropomorphism. International journal of human—
computer interaction. 2021. 37: 512-527.

Swathi PK, Sujatha KS. Comparative Case study analysis
of Social Media Platforms-Instagram, Facebook, and
Snapchat. International Journal of Research and Analytical
Reviews. 2022. 9: 360-369.

Agyei-Boapeah H, Evans R, Nisar TM. Disruptive
innovation: Designing business platforms for new financial
services. Journal of Business Research. 2022. 150: 134-146.
Monzer C, Moeller J, Helberger N, Eskens S. User
perspectives on the news personalisation process: Agency,
trust and utility as building blocks. Digital Journalism.
2020. 8: 1142-1162.

Aiolfi S, Bellini S, Pellegrini D. Data-driven digital
advertising: benefits and risks of online behavioral
advertising. International Journal of Retail & Distribution
Management. 2021. 49: 1089-1110.

Khrais LT. Role of artificial intelligence in shaping consumer
demand in E-commerce. Future Internet. 2020. 12: 226.
Chung KC, Chen CH, Tsai HH, Chuang YH. Social media
privacy management strategies: A SEM analysis of user
privacy behaviors. Computer communications. 2021. 174:
122-130.

Shin D, Kee KF, Shin EY. Algorithm awareness: Why user
awareness is critical for personal privacy in the adoption of
algorithmic platforms? International Journal of Information
Management. 2022. 65: 102494.

Timan T, Mann Z. Data protection in the era of artificial
intelligence: trends, existing solutions and recommendations
for privacy-preserving technologies. InThe elements of big
data value: Foundations of the research and innovation
ecosystem 2021. 153-175.

Quach S, Thaichon P, Martin KD, Weaven S, Palmatier RW.
Digital technologies: tensions in privacy and data. Journal
of the Academy of Marketing Science. 2022. 50: 1299-
1323.

Daniel J. Sampling essentials: Practical guidelines for
making sampling choices. Sage publications; 2011.
Bakkalbasioglu E. How to access elites when textbook
methods fail: Challenges of purposive sampling and
advantages of wusing interviewees as “fixers.”. The
Qualitative Report. 2020. 25: 688-699.

Roberts K, Dowell A, Nie JB. Attempting rigour and
replicability in thematic analysis of qualitative research
data; a case study of codebook development. BMC medical
research methodology. 2019. 19: 1-8.

J Bus Econo Stud, 2025

www.oaskpublishers.com

Page: 8 of 10



Copyright © Eric Uwayezu, et al.

Volume 2 | Issue 3

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

Aggarwal R, Ranganathan P. Study designs: Part 2-
descriptive studies. Perspectives in clinical research. 2019.
1: 34-36.

Al Fozaie MT. Behavior, religion, and socio-economic
development: a synthesized theoretical framework.
Humanities and Social Sciences Communications. 2023.
10: 1-5.

Holland KE, Owczarczak-Garstecka SC, Anderson KL,
Casey RA, Christley RM, et al. “More attention than usual”:
A thematic analysis of dog ownership experiences in the
UK during the first COVID-19 lockdown. Animals. 2021.
11: 240.

Andrus M, Spitzer E, Brown J, Xiang A. What we can't
measure, we can't understand: Challenges to demographic
data procurement in the pursuit of fairness. InProceedings
of the 2021 ACM conference on fairness, accountability,
and transparency 2021. 249-260.

Araujo T, Helberger N, Kruikemeier S, De Vreese CH. In
Al we trust? Perceptions about automated decision-making
by artificial intelligence. Al & society. 2020. 35: 611-623.
Arnston C, Yoon M. Participant Directed Mobile Interviews:
A Data Collection Method for Conducting In-Situ Field
Research at a Distance. International Journal of Qualitative
Methods. 2023. 22: 1-9.

Ayaburi EW, Treku DN. Effect of penitence on social
media trust and privacy concerns: The case of Facebook.
International Journal of Information Management. 2020.
50: 171-181.

Banerjee A, Chaudhury S. Statistics without tears:
Populations and samples. Industrial psychiatry journal.
2010. 19: 60-65.

Biichi M, Fosch-Villaronga E, Lutz C, Tamo-Larrieux
A, Velidi S. Making sense of algorithmic profiling: user
perceptions on Facebook. Information, Communication &
Society. 2023. 26: 809-825.

Cao G, Duan Y, Edwards JS, Dwivedi YK. Understanding
managers’ attitudes and behavioral intentions towards using
artificial intelligence for organizational decision-making.
Technovation. 2021. 106: 102312.

Cheng BL, Gaur SS, Rezuan AR. Factors leading to
customer retention in the high volume-low volume service
context: Evidence from the mobile service industry. Asian
Journal of Business Research. 2020. 10.

Cheng Y, Jiang H. How do Al-driven chatbots impact user
experience? Examining gratifications, perceived privacy
risk, satisfaction, loyalty, and continued use. Journal of
Broadcasting & Electronic Media. 2020. 64: 592-614.
Chua HN, Ooi JS, Herbland A. The effects of different
personal data categories on information privacy concern
and disclosure. Computers & Security. 2021. 110: 102453.
Cloarec J. Privacy controls as an information source to
reduce data poisoning in artificial intelligence-powered
personalization. Journal of Business Research. 2022. 152:
144-53.

Eggers F, Beke FT, Verhoef PC, Wieringa JE. The market
for privacy: Understanding how consumers trade off privacy
practices. Journal of Interactive Marketing. 2023. 58: 341-
360.

Etikan I, Musa SA, Alkassim RS. Comparison of
convenience sampling and purposive sampling. American
journal of theoretical and applied statistics. 2016. 5: 1-4.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

Evans D, Bratton S, McKee J. Social media marketing. AG
Printing & Publishing. 2021.

Guo C, Zheng N, Guo C. Seeing is not believing: a nuanced
view of misinformation warning efficacy on video-sharing
social media platforms. Proceedings of the ACM on Human-
Computer Interaction. 2023. 7: 1-35.

Hamari J, Hanner N, Koivisto J. "Why pay premium in
freemium services?" A study on perceived value, continued
use and purchase intentions in free-to-play games.
International Journal of Information Management. 2020.
51: 102040.

Heger AK, Marquis LB, Vorvoreanu M, Wallach H, Wortman
Vaughan J. Understanding machine learning practitioners'
data documentation perceptions, needs, challenges, and
desiderata. Proceedings of the ACM on Human-Computer
Interaction. 2022. 6: 1-29.

Indrawan D, Yorman Y, Stiadi M, Hendayani N, Al-Amin
AA. Revolutionizing social media marketing through Al
and automation: an in-depth analysis of strategies, ethics,
and future trends. International Journal of Humanities,
Social Sciences and Business (INJOSS). 2023. 3: 22-45.
Jamshed S. Qualitative research method-interviewing and
observation. Journal of basic and clinical pharmacy. 2014.
5:87.

Jyothi V, Sreelatha T, Thiyagu TM, Sowndharya R, Arvinth
N. A data management system for smart cities leveraging
artificial intelligence modeling techniques to enhance
privacy and security. Journal of Internet Services and
Information Security. 2024. 14: 37-51.

Kronemann B, Kizgin H, Rana NK. Dwivedi Y. How Al
encourages consumers to share their secrets? The role of
anthropomorphism, personalisation, and privacy concerns
and avenues for future research. Spanish Journal of
Marketing-ESIC. 2023. 27: 3-19.

Latpate R, Kshirsagar J, Kumar Gupta V, Chandra G, Latpate
R, et al. Balanced and unbalanced ranked set sampling.
Advanced Sampling Methods. 2021. 257-274.
Leschanowsky A, Rech S, Popp B, Béckstrom T. Evaluating
privacy, security, and trust perceptions in conversational Al:
A systematic review. Computers in Human Behavior. 2024.
18: 108344.

Li Y, Rho EH, Kobsa A. Cultural differences in the effects
of contextual factors and privacy concerns on users’
privacy decision on social networking sites. Behaviour &
Information Technology. 2022. 41: 655-677.

Lobera J, Rodriguez CJ, Torres-Albero C. Privacy, values
and machines: Predicting opposition to artificial intelligence.
InCommunicating Artificial Intelligence (AI) 2020. 80-97.
Longo L, Goebel R, Lecue F, Kieseberg P, Holzinger A.
Explainable artificial intelligence: Concepts, applications,
research challenges and visions. Inlnternational cross-
domain conference for machine learning and knowledge
extraction 2020. 1-16.

Malhotra P, Singh Y, Anand P, Bangotra DK, Singh PK,
Hong WC. Internet of things: Evolution, concerns and
security challenges. Sensors. 2021. 21: 1809.

Mintymdki M, Islam AN, Benbasat I. What drives
subscribing to premium in freemium services? A consumer
value-based view of differences between upgrading to and
staying with premium. Information Systems Journal. 2020.
30: 295-333.

J Bus Econo Stud, 2025

www.oaskpublishers.com

Page: 9 of 10



Copyright © Eric Uwayezu, et al.

Volume 2 | Issue 3

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

Martinez-Mesa J, Gonzalez-Chica DA, Duquia RP,
Bonamigo RR, Bastos JL. Sampling: how to select
participants in my research study. Anais brasileiros de
dermatologia. 2016. 91: 326-330.

Mukoka S, Chibhoyi D, Machaka T. Use of research
questions and hypothesis on mixed methods approach:
An analysis with special reference to research designs.
Danubius Working Papers. 2020. 2.

Ohme J, Araujo T, Boeschoten L, Freelon D, Ram N, et al.
Digital trace data collection for social media effects research:
APIs, data donation, and (screen) tracking. Communication
Methods and Measures. 2024. 18: 124-141.

Palinkas LA, Horwitz SM, Green CA, Wisdom JP, Duan
N, et al. Purposeful sampling for qualitative data collection
and analysis in mixed method implementation research.
Administration and policy in mental health and mental
health services research. 2015. 42: 533-544.

Paradis E, O'Brien B, Nimmon L, Bandiera G, Martimianakis
MA. Design: Selection of data collection methods. Journal
of graduate medical education. 2016. 8: 263-264.

Pavone G, Meyer-Waarden L, Munzel A. Rage against the
machine: experimental insights into customers’ negative
emotional responses, attributions of responsibility, and
coping strategies in artificial intelligence—based service
failures. Journal of Interactive Marketing. 2023. 58: 52-71.
Pelletier MJ, Krallman A, Adams FG, Hancock T. One
size doesn’t fit all: a uses and gratifications analysis of
social media platforms. Journal of Research in Interactive
Marketing. 2020. 14: 269-284.

Puntoni S, Reczek RW, Giesler M, Botti S. Consumers and
artificial intelligence: An experiential perspective. Journal
of marketing. 2021. 85: 131-151.

Ribeiro-Navarrete S, Saura JR, Palacios-Marqués D.
Towards a new era of mass data collection: Assessing
pandemic surveillance technologies to preserve user
privacy. Technological Forecasting and Social Change.
2021. 167: 120681.

Santos ML. The “so-called” UGC: an updated definition of
user-generated content in the age of social media. Online
Information Review. 2022. 46: 95-113.

Schellini M, BenGhida S, Ben-Ghida D, Romanelli-
Assumpgdo F. Academic philistinism? The challenges of
contemporary artistic research inside academia. Semi-
structured interviews with visual art students in Brazil. Arte,
Individuo y Sociedad. 2023. 35: 181.

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

Schwartz R, Schwartz R, Vassilev A, Greene K, Perine L, et

al. Towards a standard for identifying and managing bias in
artificial intelligence. Gaithersburg, MD: US Department of
Commerce, National Institute of Standards and Technology.
2022.
Shahid J, Ahmad R, Kiani AK, Ahmad T, Saeed S, et al.
Data protection and privacy of the internet of healthcare
things (IoHTs). Applied Sciences. 2022. 12: 1927.
Shin DD. Algorithms, humans, and interactions: How do
algorithms interact with people? Designing meaningful Al
experiences. Taylor & Francis. 2023.
Story P, Smullen D, Yao Y, Acquisti A, Cranor LF, et al.
Awareness, adoption, and misconceptions of web privacy
tools. Proceedings on Privacy Enhancing Technologies.
2021.
Tawalbeh LA, Muheidat F, Tawalbeh M, Quwaider M. IoT
Privacy and security: Challenges and solutions. Applied
Sciences. 2020. 10: 4102.
Tenopir C, Rice NM, Allard S, Baird L, Borycz J, et al.
Data sharing, management, use, and reuse: Practices and
perceptions of scientists worldwide. PloS one. 2020. 15:
€0229003.

Thacker LR. What is the big deal about populations in
research? Progress in Transplantation. 2020. 30: 3.

Valerio MA, Rodriguez N, Winkler P, Lopez J, Dennison
M, et al. Comparing two sampling methods to engage hard-
to-reach communities in research priority setting. BMC
medical research methodology. 2016. 16: 1-1.

Wiese M, Akareem HS. Determining perceptions, attitudes
and behaviour towards social network site advertising in a
three-country context. Journal of Marketing Management.
2020. 36: 420-455.

Willems J, Schmid MJ, Vanderelst D, Vogel D, Ebinger
F. Al-driven public services and the privacy paradox: do
citizens really care about their privacy? Public Management
Review. 2023. 25: 2116-2134.

Zhu H, Pysander EL, Soderberg IL. Not transparent and
incomprehensible: A qualitative user study of an Al-
empowered financial advisory system. Data and Information
Management. 2023. 7: 100041.

Copyright: © 2025 Eric Uwayezu, et al. This is an open-access article distributed under the terms of the Creative Commons Attribution License,
which permits unrestricted use, distribution, and reproduction in any medium, provided the original author and source are credited.

J Bus Econo Stud, 2025

www.oaskpublishers.com

Page: 10 of 10



