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Public Policy Issues and Technoethics in 
Marketing Research in the Digital Age
Pratap Chandra Mandal, Indian Institute of Management, Shillong, India

ABSTRACT

Companiescollectcustomerinformationinmarketingresearchtounderstandcustomersandgenerate
customerinsights.Variouspublicpolicyandethicalissuesareassociatedwiththeprocess.Theissues
includeintrusionsonconsumerprivacy;misuse,misinterpretation,andmisrepresentationofresearch
findings;ethicalandsocialdilemmainthecollectionofcustomerinformation;andethicaldilemma
ingeneratingcustomerinsightsthroughneuromarketinganditsapplications.Inthisdigitalage,itis
easiertoinvadeconsumerprivacy.Companiesabidebythevariouslawsandregulationsenforcedto
protectcustomersandadoptanumberofinitiativestoconvincetheircustomers.Understandingof
thevariouspublicpolicyandethicalissuesandaddressingsuchissuesbyadoptingproperinitiatives
willhelpcompaniesconvincecustomers,buildeffectivecustomerrelationships,andachievebusiness
excellence.Theunderstandingmightalsohelppolicymakerstoappreciatethecustomerrequirements
anddevisepolicies,rules,andregulationsaccordingly.
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1. INTRoDUCTIoN

Goodproductsandmarketingprogramsbeginwith relevant informationaboutcustomers.Apart
frominformationaboutcustomers,companiesalsorequireinformationaboutcompetitors,resellers,
andotheractorsandmarketplaceforces(Tajudeen,Jaafar,&Sulaiman,2016).Marketersusethe
information togainpowerfulcustomerandmarket insights.Companies require tohaveaproper
marketingresearchprocessinplacetocollectcustomerinformationandgeneratecustomerinsights
(Malhotra&Dash,2016).Collectionofinformationinmarketingresearchandgenerationofcustomer
insights may have a number of issues. Companies require to be aware about the various public
policy issuesandethicalconcernsrelated tomarketingresearch(Bakardjieva&Kimmel,2017).
Mostof theactivitiesrelated tomarketingresearchbenefitboth thesponsoringcompanyandits
customers.However,bothresearchersandcompaniesmaymisuseresearchfindingsfortheirown
selfishinterests.Themisuseofmarketingresearchcanharmorannoycustomers.Itmayaffectthe
perceptionsofcustomerstowardscompaniesandmayalsoaffectrelationshipsofcustomerswith
companies(Adediran,2012).Twoofthemostimportantconcernsinpublicpolicyissuesandethics
inmarketingresearchrelatetointrusionsonconsumerprivacyandthemisuseofresearchfindings
(Mandal,2018).Inthisdigitalage,itisdifficulttomaintainconsumerprivacy.Individualsshare
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alotofinformationonlinewhichmightbeaccessedbycompanies.Publicpolicyissuesandethics
alsorelatetothemannerinwhichcustomerinformationisused(Mandal,2019a).Theseissuesare
ofconcernbecausenotonlycustomersbutalsothesocietyatlargegetsaffected.Thestudydiscusses
about the various public policy issues and ethics related to collection of customer information
inmarketingresearch.Bothresearchersandcompaniesshouldbeawareaboutsuch issueswhile
conductingmarketingresearch.

Theimportanceofpublicpolicyissuesandethicsregardingcollectionofcustomerinformationin
marketingresearchandgenerationofcustomerinsightscannotbeoveremphasized.So,itisrequired
tostudytherolesofpublicpolicyandethicsinmarketingresearchandingainingcustomerinsights.
Thisrequiresanin-depthstudyabouttheissues.However,fewstudieshavetriedtoaddressthisissue.
Thestudyaimstoaddressthisresearchgap.

Theobjectiveofthestudyistoconductaqualitativeandconceptualstudyofthevariouspublic
policyandethicalissuesrelatedtothecollectionofcustomerinformationinmarketingresearchand
generationofcustomerinsights.

Themethodologyadoptedisthequalitativeandconceptualanalysisoftheliteraturerelatedto
publicpolicyandethicalissuesregardingcollectionofcustomerinformationinmarketingresearch
andgenerationofcustomerinsights.Thestudydidnotcollectprimarydataanddidnotconductan
empiricalanalysis.Also,thestudywasconductedmainlyinthecontextoftheUnitedStates.

Thenoveltyandthecontributionsofthestudylieinthefactthatathoroughconceptualanalysis
oftheliteratureonpublicpolicyandethicalissuesrelatedtocollectionofcustomerinformationin
marketingresearchandgenerationofcustomerinsightsisdone.Researchersandcompanymanagers
willbeabletoappreciatewhatallaspectstheyneedtokeepinmindwhileapproachingcustomers
forcollectionofinformation.Theyshouldbeethicalinalltheirdealingswithcustomerssothatthe
sentimentsofcustomersarenothurt.Thestudymighthelppolicymakerstounderstandtheactual
requirements of customers. Such insights might help them to formulate the policies, rules, and
regulationsbetter.

Thestudyisstructuredasfollows.
Section2discussesabouttheintrusionsonconsumerprivacyinthedigitalage.Marketingresearch

findingsmaybemisused,misinterpreted,andmisrepresentedandthisissueisdiscussedinsection3.
Section4focusesontheethicsinvolvedincollectionofcustomerinformationwhilesection5focuses
ontheethicalandsocialdilemmarelatedtocustomerinformation.Neuromarketingisarecenttrend
whichisappliedtounderstandconsumerpsychology.Neuromarketing,itsapplications,andtheethical
dilemmaassociatedwithitarediscussedinsection6.Section7discussesabouttheresponsibilities
ofmarketersandtheinitiativesadoptedbycompaniestoprotectcustomers.Section8discussesthe
salientpointsofthestudywithsub-sections8.1and8.2focusingonthetheoreticalandmanagerial
implicationsofthestudyrespectively.Section9concludesthestudywithsub-sections9.1and9.2
focusingonthelimitationsofthestudyandavenuesoffutureresearchrespectively.

2. INTRUSIoNS oN CoNSUMeR PRIVACy IN THe DIGITAL AGe

Consumersarepositiveaboutmarketingresearchandmanyconsumersfeelthatitservesauseful
purpose. Consumers also enjoy being interviewed and giving their opinions (Dauxert, 2019).
However,somerespondentsstronglyresentorevenmistrustmarketingresearch.Theyareskeptical
abouttheobjectivesofcollectinginformationaboutcustomers.Theyworrythatcompaniesbuild
customerdatabasesbasedontheinformationcollected.Thedatabasescontainpersonalandsensitive
informationaboutcustomers.Basedonthestoredinformation,individualsfearthatresearchersmight
usesophisticatedtechniquestounderstandthedeepestfeelings,trackinternetandmobiledeviceusage,
understandthebuyingbehaviorofcustomers,andthenapplytheknowledgetoinfluencecustomers.
Arecentsurveyshowedthatmorethan90percentofAmericansfeelthattheyhavelostcontrolover
thecollectionandusageoftheirpersonalinformation.Companiescollecttheirpersonaldataand
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