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Introduction
Introduction : The effectiveness of personalized marketing lies in its ability to leverage customer data to deliver tailored 
experiences,

its success is contingent on respecting consumer privacy boundaries –Vercauteren (2018)

Research purpose: To investigate how privacy influences the success of marketing strategies in Canada

Research Aims and Objective: To explore the balance between the evolving personalized marketing approaches and 

consumer privacy protections in the Canadian context.

To examine the ability of Canadian companies to use customized marketing strategies while maintaining consumer data 
privacy 

To explore consumer perceptions and attitudes toward personal marketing and privacy



Literature Review Overview
The Evolution of Personalized Marketing: one-to-one marketing that has evolved immensely (Kotler and Keller 2016),

Highly targeted messages based on behavior, predictions, and customer transactional histories based on CRM databases 
(Yang et al. 2024)

These techniques help to improve sales conversion since users are more likely to buy things that appear to fit their tastes 
(Fortes & Rita, 2019).

There is a thin or no line between personalization and privacy invasion, given the fact that consumers are sometimes unaware 
when their data is being harvested (Vercauteren (2018) 

Ethical Considerations in Personalized Marketing: Concerning transparency, consent, and fairness (Culnan & Armstrong 
2018)

Risks: Potential misuse of data and ethical concerns about transparency.

Legal and Regulatory frameworks: PIPEDA regulates data collection, usage, and disclosure   in Canada (Tene and Polonsky 
2019)

Research gap: Limited focus on Canadian-specific challenges and opportunities.



Research Methodology

Research Design: Quantitative research conducted using structured online surveys.

Analytical tools: SPSS for descriptive statistics; Smart PLS for structural modeling.

Data collection method : A structured online survey, which has become increasingly popular due to its efficiency and 
ability to reach a broad audience rapidly

Sample and Population: 100 respondents aged 18–65, selected via stratified random sampling and used personalized 
marketing across their digital touch points and live in British Columbia, Canada.

Demographic Information: Data on age, gender, education, income, and the frequency of use of personalized 
marketing are also required to examine differences in attitudes between segments of consumers.

Sampling Technique: A stratified random sampling technique was used to have the sample group represent the 
population in terms of different characteristics. 



Findings: Demographics

Age: Majority of respondents aged 25–44, with Millennials 
and Gen Z leading participation.

Gender: Balanced distribution, with 50.5% identifying as 
female and 48.5% as male.

Education: Most participants held college or university 
degrees, showing a highly educated sample.

Income: Majority reported earning between $50,000 and 
$100,000 annually, indicating mid to upper-income brackets.

Personalization use: Significantly higher engagement among 
Millennials and Gen Z compared to older generations.

ThePhoto by PhotoAuthor is licensed under CCYYSA.



Findings: Key Influences

Privacy concerns have a strong impact on consumer trust and purchase decisions.

Perceived usefulness is a key factor driving purchasing behavior.

Trust plays a critical role in fostering long-term brand loyalty.

Regulatory compliance builds consumer confidence in data security.

Businesses must develop strategies that address both privacy and trust concerns.



Discussion: Privacy and Trust
Privacy paradox: Consumers want personalized experiences but fear data misuse.

Trust helps reduce perceived risks and builds consumer confidence.

Transparency in data practices supports ethical marketing and trust.

Consumers are more loyal to brands that prioritize data security.

Updated policies are essential to address evolving privacy challenges.



Practical Implications

Adopt transparent and ethical data collection practices.

Ensure platforms prioritize security and ease of use.

Focus on building trust to achieve long-term customer loyalty.

Regularly conduct privacy audits to ensure compliance with laws.

Educate consumers on data collection, usage, and their rights.



Policy Implications

PIPEDA requires updates to address modern privacy challenges.

GDPR provides a model for stricter and more comprehensive laws.

Enhanced consent and transparency are critical for consumer trust.

Collaboration between businesses and policymakers is key to effective regulations.

Strong privacy policies build trust and ensure economic resilience in the digital era.



Limitations

• Online surveys may exclude demographics 
without internet access or digital literacy.

• Self-reported data is prone to bias, as participants 
may provide socially desirable responses.

• Cross-sectional design only captures a single 
point in time, limiting trend analysis.

• Study findings are specific to the Canadian 
context, reducing global generalizability.

• Future research should explore larger, more 
diverse samples and adopt longitudinal designs.
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Conclusion

• Privacy, trust, and perceived utilization are critical drivers of consumer 
behavior.

• Ethical marketing practices are essential for fostering loyalty and trust.

• Updated privacy laws are needed to address evolving digital challenges.

• Businesses must find a balance between personalization and privacy.

• Study insights provide valuable guidance for marketers and policymakers.
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Q&A



Closing Remark: Reflection on the 
Thesis

“The effectiveness of personalized marketing lies in its 
ability to leverage customer data to deliver tailored 
experiences, but its success is contingent on respecting 
consumer privacy boundaries."
— Vercauteren (2018)
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