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Abstract 

The rapid development of artificial intelligence (AI) has transformed digital 

marketing, enabling businesses to achieve greater efficiency, improved returns on 

investment, and enhanced customer engagement. Despite these benefits, the 

widespread use of AI introduces significant challenges, including cybersecurity 

risks, adversarial attacks, and concerns about the unethical handling of user data. 

These risks threaten data privacy and consumer trust, making it essential for 

organizations to implement effective risk mitigation strategies. The study used the 

conceptual and theoretical approach to explore the integration of risk mitigation 

strategies in AI-driven digital marketing. By bridging the gap, this study proposed 

risk mitigation strategies in an AI-driven digital marketing framework. Risk 

mitigation strategies include advanced technological measures, ethical AI practices, 

and organizational policies aimed at mitigating cyber threats while enhancing 

customer confidence and security. Furthermore, on the principles of mediation 

theory, the research emphasizes the moderating role of sustainability in risk 

management and its contribution to ethical and long-term business practices in AI- 

driven marketing ecosystems. 

 

Keywords: AI-driven digital marketing, risk mitigation strategies, cybersecurity 

risks, ethical AI practices, data privacy, sustainability in AI marketing. 

 

 

Introduction 

New technology development, particularly artificial intelligence (AI), has transformed 

modern digital marketing and business models over the last two decades (Kanbach, 2024). 

Companies now use the Internet as a digital marketing tool, specifically, after the paradigm 

shift, the use of the Internet become essential for companies to reach a global market (Campbell 

et al., 2020; Babatunde et al., 2019). 

To boost internet use, AI empowers organizations to deliver unprecedented value and 

efficiency. Digital marketing with AI tools enhances business performance, increases return 

on investment and improves overall business outcomes (Almestarihi et al., 2024). However 

recent literature, Sarker, 2023 explained that reliance on AI opens a new window of 

cybersecurity risks and adversarial attacks. Such risk unfolded the possible unethical use of 

user data (Saura, 2021). As such, AI-based digital marketing's possible risks demand a risk 

mitigation strategy (Guembe,2022). 
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Risk mitigation strategies are used to enhance cybersecurity and improve customer 

confidence and sustainability to control cyber threats. Privacy paradox is lined with AI 

algorithms used in digital marketing strategies and highlights the ethical actions of advertisers 

and digital platforms tools (Willems et al, 2023). According to this privacy paradox their a 

discrepancy between what people do online and say about the privacy value. Dwivedi et al., 

(2021), explained that AI-based digital marketing strategies are nurtured and optimized 

over time after collecting and analysing the user data. Just relying on the privacy paradox and 

the numerous benefits of AI is not sufficient. Therefore, the user should be aware of such 

risks as companies using their data in AI-based digital marketing campaigns. However, there 

is a lack of risk mitigation strategies to address risks like cybersecurity risks and adversarial 

attacks affecting the security, customer confidence and sustainability to control cyber 

threats. In response to this literature gap, this present study aims to unfold the most 

effective risk mitigation strategies linked with AI-based digital marketing, particularly 

cybersecurity risk and adversarial attacks. Furthermore, this study seeks to understand the 

connection between risk mitigation strategies and the moderating role of sustainability in risk 

management. To address this study proposed a framework the answer the question: What are 

risk mitigation strategies linked with AI-based digital marketing, particularly cybersecurity 

risk exploit data and adversarial attacks? To answer this question following are the 

research objectives: 

1. Identify the different risk mitigation strategies in AI-based digital marketing 

2. Explore the risk mitigation strategies' impact on security, customer confidence and 

sustainability to control the cyber threats 

The next section of the paper discusses the theoretical framework, risk mitigation 

strategies and their impact on customer confidence and sustainability to control the cyber 

threats in AI-based digital marketing and the last section is the conclusion. 

 

Theoretical framework 

AI-based Digital Marketing 

Globalization of automation, companies make automated decisions (Rusthollkarhu et 

al., 2022) and use AI tools to enhance their intelligence. 

AI-based digital marketing is used as an innovative tool and improves productivity 

(Capatina,2020; Frank,2021), AI marketing strategies are faster and more efficient than 

human work. AI-based marketing provides the technology solutions to marketized the 

product on digital platforms (Ahsan et al.,2022). Companies are using digital marketing to 

meet the stakeholder's and customers' needs (Ibrahim et al., 2020). Digital marketing is 

embedded to increase business efficiency and update their business models. 

Risks and AI-based Digital Marketing 

Under the mediation theory, technology plays a vital role in shaping society and 

human existence. Humans have the ability and responsibility for their actions, not 

technologies. But there are certain risks like cybersecurity risks and adversarial attacks, 

which can affect both the companies and customers or users of that AI-based digital 

marketing. 

Cybersecurity is the practice of protecting data, computer systems and digital assets 

from cyberattacks (Smith,2021). Adversarial attacks are unauthorized access, misuse and 

manipulation of information in A)-based digital marketing (Jones et al., 2020). These risks 

affect AI-based digital marketing and have more adverse effects than positive. AI-based 
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digital marketing demands careful analysis and ensures user privacy and ethical protection 

(Kumar & Suthar 2024). 

Security Customer confidence and AI-based digital marketing 

The integration of artificial intelligence (AI) into digital marketing has revolutionized 

customer targeting and campaign efficiency but has also introduced significant security 

challenges. Security risks like algorithm manipulation, data breaches, and adversarial attacks 

have highlighted the critical concerns, customer data sensitivity and overall effect the digital 

marketing. Smith et al. (2021), explained in adversarial inputs AI algorithms are vulnerable 

which can cause system misleading, specifically customer segmentation not correct or cause a 

reason for fraudulent activity. All these risks not only shake the marketing specifically digital 

marketing systems along with customer trust which is the main element of effective digital 

marketing. 

Customer trust has a significant role in the success of digital marketing and AI digital 

marketing. Over the decades consumer preferences have shifted towards data privacy and they 

are around 70% hesitate to share personal information if they have any doubt about security 

(Jones & Brown, 2020). In this case, risk mitigation strategies like secure API management, 

robust encryption, and AI ethical practices are effective ways to address customer confidence 

security. In organizations, transference of employee data, and data security measures affect the 

measurable improvements in customer engagement and trust (Davis et al., 2019). All these 

security measures will increase the customer's trust and foster overall sustainable digital 

marketing which will lead to data security and customer confidence. 

Research Methodology 

The study used the conceptual and theoretical approach to explore the integration of 

risk mitigation strategies in AI-driven digital marketing. This study proposed a theoretical 

framework rather than an empirical study. This paper's methodology is based on a systematic 

review and existing literature, and theoretical and conceptual analysis with the underpinning 

mediation theory. This theory provides the foundation to understand integration risk mitigation 

strategies which impact customer confidence and security with the moderating role of 

sustainability. 

 

 
Figure 01: Risk Mitigation Strategies in AI Digital Marketing Framework 
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The above figure-01 of risk mitigation strategies in AI digital marketing proposed 

framework. Risk mitigation strategies are advanced technology, ethical AI practices and 

organizational policies which impact data security and customer confidence. All these 

strategies to mitigate the risk have been aimed to mitigate the cyber threats and enhance the 

digital marketing systems' customer trust. Furthermore, this relationship has an adaptable and 

long- run viable risk mitigation efforts sustainability as moderator strengthen the relationship. 

According to mediation theory, risk mitigation has an indirect role in strengthening security 

and customer confidence with sustainable practices. This will contribute to successful and 

stable AI digital marketing. 

Customer confidence is fostered by effective risk mitigation techniques, which 

guarantee the security of financial operations, operations, and data. Businesses that strive to 

lower risks can improve the security of assets and transactions, by creating a more reliable and 

secure stable brand image that customers are ready to interact with as their information is 

protected. 

In this model, sustainability serves as the moderator, affecting how risk mitigation 

strategies impact data security and customer confidence. The moderating role of 

sustainability covers both environmental and organizational sustainability practices which 

reinforce the effectiveness of risk mitigation strategies. Companies with sustainable practices 

in AI digital marketing might mitigate risks more effectively and enhance data security and 

customer confidence. Furthermore, mediation theory suggests that sustainable 

practices indirectly shape risk mitigation strategies to foster customer confidence and 

data security. Businesses use sustainability as a strategic move to enhance risk 

mitigation in AI-digital marketing. 

This approach underscores the importance of creating an integrated model where risk 

reduction leads to both tangible and intangible benefits, particularly in an era where consumers 

increasingly value ethical practices and long-term viability in their engagement with brands. 

These risk mitigation strategies emphasize the significance of developing an integrated model 

where risk mitigation leads towards data security and improves customer confidence, 

particularly in the era of high customer concerns for ethical practices in AI digital marketing. 

 

Conclusion 

Artificial intelligence (AI) has revolutionized business models through increased 

customer interaction, accuracy, and efficiency in digital marketing. Nevertheless, there are 

serious drawbacks to these developments, such as hostile risks and cyber-security concerns, 

which can jeopardize data security and erode customer confidence. To overcome these 

obstacles, this paper highlights the importance of putting risk mitigation strategies and 

sustainable practice. In addition to enhancing security and customer confidence, these tactics 

support sustainability, guaranteeing the moral and long-term use of AI in digital marketing. 

The proposed model, which is based on mediation theory, emphasizes sustainability as 

a crucial moderating component that affects how well risk mitigation strategies work. 

Businesses can manage cybersecurity threats holistically by integrating sustainable practices 

and creating a framework for digital marketing that is safe and reliable. This research fills the 

important gap by highlighting the risk mitigation strategies for AI digital marketing while 

addressing customer confidence and data security. To further improve the resilience of AI- 

driven marketing ecosystems, future research might examine the relationship between 
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sustainability, risk management, and technology developments in different industries and 

secondary data. 
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