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Dear participants,

UIK 2024 Congress is an internationally recognized academic event. With this congress, where face-to-
face and remote participation is supported, you will have the opportunity to present your scientific
publications. Our congress, which is attended by respected names in the scientific community, is a
candidate congress to bring new horizons to science.

From 13 countries 116 participants applied to the congress. Participants presented their papers for two
days in the congress.

We are also grateful to the esteemed participants, our keynote speakers, our referees for their support
and contributions to the success of this congress. Thank you for attending our academic event and
supporting us.

The UIK 2024 congress will be held every year by raising its target higher. It will reach out to wider
communities and increase the number of papers and participants.

Any kind of feedback about the congress is very important to us. You can reach our congress from our
web page, isletmecilik2024@kocacli.edu.tr e-mail address and official social media accounts.

10.06.2024
UIK 2024 ORGANIZING COMMITTEE

il
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SCIENCE COMMITTEE
Sorted Alphabetically By Last Name

Prof. Dr. Micu Adrian University of Galati Romanya
Prof. Dr. A. Asuman Akdogan ?Liz;i [ﬁgzzzsgii;rfgeg;zlsmn Tirkiye
Prof. Dr. M. Siikrii Akdogan ?ffrzise IEEZZZSS:IVQ Eiltregslizman' Tiirkiye
Prof. Dr. Veli Akel Erciyes Universitesi Tirkiye
Prof. Dr. Tahir Akgemci Selcuk Universitesi Tiirkiye
Prof. Dr. Eyiip Akin Aksaray Universitesi Tirkiye
Prof. Dr. Murat Akin Nigde O.me.r Halisdemir Tiirkiye
Universitesi
Prof. Dr. Ahmet Aksoy gﬁ?jerfsilt{:scil Bayram Veli Tiirkiye
Prof. Dr. Semra Aksoylu Kayseri Universitesi Tirkiye
Prof. Dr. Cemalettin Aktepe gﬂi(\?erfsft{:scil Bayram Veli Tiirkiye
Prof. Dr. Ayse Akyol Istanbul Arel Universitesi Tiirkiye
Prof. Dr. Ali Alagoz Selcuk Universitesi Tiirkiye
Prof. Dr. Raian Ali Bournemouth University Ingiltere
Prof. Dr. Sanem Alkibay gﬂi(\?erfsft{:scil Bayram Veli Tiirkiye
Prof. Dr. Liitfihak Alpkan Istanbul Teknik Universitesi Tiirkiye
Prof. Dr. Remzi Altunigik Sakarya Universitesi Tiirkiye
Prof. Dr. Faruk Andag Cag Universitesi Tiirkiye
Prof. Dr. Giiler Aras Yildiz Teknik Universitesi Tiirkiye
Prof. Dr. Mehpare Tokay Argan Bilecik Seyh Edebali Universitesi Tiirkiye
Prof. Dr. Miige Arslan Marmara Universitesi Tirkiye
Prof. Dr. S. Burak Arzova Marmara Universitesi Tirkiye
Prof. Dr. Yonca Aslanbay Istanbul Bilgi Universitesi Tiirkiye
Prof. Dr. Omer Adil Atasoy Istanbul Aydin Universitesi Tiirkiye
Prof. Dr. Canan Ay Manisa Celal Bayar Universitesi Tiirkiye
Prof. Dr. Hasan Ayaydin Giimiishane Universitesi Tirkiye
Prof. Dr. Belgin Aydintan gﬂi(\?erfsft{:scil Bayram Veli Tiirkiye
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Prof. Dr. Mehmet Marangoz Mugla Sitkt Kogman Universitesi Tiirkiye
Prof. Dr. Bil¢in Tak Meydan Bursa Uludag Universitesi Tiirkiye
Prof. Dr. Herman Mawengkang University of Sumatera Utara Endonezya
Prof. Dr. Nicoleta Barbuta Misu University of Galati Romanya
Prof. Dr. Giiven Murat Karadeniz Teknik Universitesi Tiirkiye
Prof. Dr. Mahir Nakip Ankara Cankaya Universitesi Tiirkiye
Prof. Dr. Siiphan Nasir Istanbul Universitesi Tiirkiye
Prof. Dr. Fatma Demirci Orel Cukurova Universitesi Tiirkiye
Prof. Dr. Fikret Otlu Inénii Universitesi Tiirkiye
Prof. Dr. Nuri Omiirbek Siileyman Demirel Universitesi Tiirkiye
Prof. Dr. Semra Oncii Manisa Celal Bayar Universitesi Tirkiye
Prof. Dr. Biilent Oz Osmaniye Korkut Ata Universitesi ~ Tiirkiye
Prof. Dr. Ali Ozdemir Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. Liitfiye Ozdemir Inonii Universitesi Tiirkiye
Prof. Dr. Pinar Sural Ozel Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. Engin Ozgiil Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. Sule Ozkan gﬁi(j;ls::il Bayram Vell Tiirkiye
Prof. Dr. Belkis Ozkara Afyon Kocatepe Universitesi Tiirkiye
Prof. Dr. Omiir Ozmen Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. M. Basaran Oztiirk Eﬁi:rgzzlr Halisdemir Tiirkiye
Prof. Dr. Sevgi Ayse Oztiirk Anadolu Universitesi Tiirkiye
Prof. Dr. Onur Ozveri Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. Mahmut Paksoy Istanbul Kiiltiir Universitesi Tiirkiye
Prof. Dr. Recep Pekdemir Istanbul Universitesi Tiirkiye
Prof. Dr. Ali Haluk Pinar Ei?izgizzaras Slitgtt Imam Tirkiye
Prof. Dr. Musa Pinar University of Valparaiso Tirkiye
:ﬁ; Dr. Kishore Gopalakrishna University of East Anglia Ingiltere
Prof. Dr. Joost Platje University of Wroclav Polonya
Prof. Dr. Musa Pinar University of Valparaiso ABD
Prof. Dr. Sema Polat¢i Tokat Gaziosmanpasa Universitesi ~ Tiirkiye
Prof. Dr. Abdellah Salhi University of Essex Ingiltere
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Prof. Dr. Okan Yeloglu Baskent Universitesi Tiirkiye

Kahramanmaras Siitcii Imam

Prof. Dr. Salih Yesil Universitesi Tiirkiye
Prof. Dr. Murat Yildirim Karabiik Universitesi Tiirkiye
Prof. Dr. Rifat Yildiz Kapadokya Universitesi Tirkiye
Prof. Dr. Ugur Yozgat Nisantas1 Universitesi Tirkiye
Prof. Dr. Fatih Yiicel ﬁfiirsolzzlr Halisdemir Tiirkiye
Prof. Dr. Siileyman Yiikgii Dokuz Eyliil Universitesi Tiirkiye
Prof. Dr. Hilmi Yiiksel Dokuz Eyliil Universitesi Tirkiye
Prof. Dr. Kamal Zuhairi Bin Zamli ~ University Malaysia Pahang Malezya
Prof. Dr. Cemal Zehir Yildiz Teknik Universitesi Tiirkiye
Prof. Dr. Qingfu Zhang City University of Hong Kong Cin

Dog. Dr. Omer Alkan Atatiirk Universitesi Tiirkiye
Dog. Dr. Bilge Aykol Dokuz Eyliil Universitesi Tiirkiye
Dog. Dr. Sevda Sahilli Birdir Mersin Universitesi Tiirkiye
Dog. Dr. Eda Bozkurt Atatiirk Universitesi Tiirkiye
Dog. Dr. Ela Ozkan Canbolat Cankir1 Karatekin Universitesi Tirkiye
]C):lzti?; Ibinceanu Onica Mihacla University of Galati Romanya
Dog. Dr. Ali Kemal Celik Ardahan Universitesi Tiirkiye
Dog. Dr. Banu Atrek Demirel [zmir Dokuz Eyliil Universitesi Tiirkiye
Dog. Dr. Liudmyla Dorokhova National University of Pharmacy Ukrayna
Dog. Dr. Arif Selim Eren Ei?i:ﬁizzaras Stitgtl Imam Tiirkiye
Dog. Dr. Dilsad Giizel Atatiirk Universitesi Tiirkiye
Dog. Dr. Ahmad Kahwaji Dhofar University (Former) Almanya
Dog. Dr. Abdulkerim Karaaslan Atatiirk Universitesi Tiirkiye
Dog. Dr. Mustafa Karaca Anadolu Universitesi Tiirkiye
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ONSOZ

23. Uluslararas: Isletmecilik Kongresi (23. UIK) 09-11 Mayis 2024 tarihlerinde Kocaeli Universitesi
(KOU) Isletme Fakiiltesi ev sahipliginde Kocaeli Biiyiiksehir Kongre Merkezinde basaril1 bir sekilde
diizenlenmistir. 23 yildir kesintisiz olarak gerceklestirilen ve isletmecilik alanindaki gelismeleri,
arastirmalari, uzmanlik ve deneyimleri paylasmay1 amaglayan kongre yurt i¢inden ve yurt disindan
bir¢ok akademisyen, 6grenci ve is insanin katilimina tanik olmustur.

Kongrede basta Yonetim ve Organizasyon ve Pazarlama alaninda olmak iizere isletmeciligin biitiin alt
disiplinlerine iliskin bildiriler sunulmus, bilgi paylasimi saglanmis, geng arastirmacilarin farkli kurum
veya llkelerden gelen bilim insanlari ile iletisim kurmalari saglanarak gelecekte ortak ¢aligma ve is
birligi yapma firsati dogmustur. Tiirkiye’de diizenlenen en genis katilimli kongrelerden biri olan
Uluslararasi Isletmecilik Kongresi’nde, sunulan uluslararasi bildiri sayis1 ve davetli konusmaci sayisi
son yillarda artmaktadir. 23. Uluslararasi Isletmecilik Kongresinde 16 oturumda 53 bildiri sunulmus ve
200 akademisyen- arastirmaci katilimi saglanmistir. Kongrede ayrica gerek yiiz yiize gerekse online
olarak oldukc¢a zengin bir Keynote Speaker programi gerceklestirilmistir. Bu oturumlara Prof. Dr.
Abdellah Salhi (University of Essex- Ingiltere), Prof. Dr. Istemihan Demirag (Talin University of
Technology — Estonya), Prof. Dr. Murat Kiyilar (Marmara Universitesi), Prof. Dr. Erdogan Kog
(Bahgesehir Universitesi), Prof. Dr. Ali Ekber Akgiin (Yildiz Teknik Universitesi) *den gelen bilim
insanlar1 yiiz yiize oturumlarda ¢ok degerli sunumlar gerceklestirmistir. Online keynote speaker
programinda ise Prof. Dr. Dilek Cetindamar (University of Technology of Sydney- Avustralya), Prof.
Dr. Kishore Gopalakrishna Pillai (Rajagari Business School-Hindistan), Prof. Dr. Musa Par
(Valparasio University- Amerika) , Dog. Dr. Berk Kiiciikaltan (University of Bradford-Ingiltere)’den
katilim saglayan degerli bilim insanlar1 sunumlarim gergeklestirmistir. Kongremize farkl iilkelerden
davetli konusmaci olarak katilim saglayan bilim insanlar1 da olmustur. 23.Uluslararas1 Isletmecilik
Kongresi’nde ayn zamanda Is Diinyasinin Goziinden adli oturumda Kocaeli’nde faaliyet gdsteren Brisa
ve Petro Yag Lubricants Isletmesi’nin {ist diizey yoneticileri sunumlar gergeklestirmistir. Degerli
sunumlar1 ve katilimlarindan dolay1 tiim davetli konusmacilarimiza gok tesekkiir ederiz.

Her y1l farkli bir {iniversitenin ev sahipliginde farkl: iilkelerden ¢ok sayida bilim insaninin katilimiyla
diizenlenen “Uluslararasi Isletmecilik Kongresi’nin bu yil Kocaeli Universitesi Isletme Fakiiltesi ev
sahipliginde gergeklestirilmis olmasindan ve degerli bilimsel paylasimlara, is birliklerine ve dostluklarin
olusmasina aracilik etmekten dolayr mutluluk ve gurur duyuyoruz. Bu siirecte kongremizin agilis
oturumuna gelerek Is Saglig1 ve Is giivenligi konusunda bir konusma yaparak kongremize katki sunan
Calisma ve Sosyal Giivenlik Bakan Yardimcisi Prof. Dr. Liitfihak Alpkan’a, destekleyici tutumunu
bizden esirgemeyen Kocaeli Universitesi rektérii Prof. Dr. Zafer Cantiirk’e ¢ok tesekkiir ederiz. Ayrica
UIK Danisma Kurulu baskani1 Prof. Dr. Siikrii Akdogan nezdinde tiim danisma kurulu iiyelerine, kongre
hazirlik siirecinde bize yardimci olan 6nceki donemin diizenleme kurulu bagkanit Dog. Dr. Yahya Can
Dura’ya, Kocaeli Universitesi Isletme boliimii 6gretim iiyelerine ve arastirma gorevlilerine tesekkiir
ederiz.

Kongre Donem Baskanlari

Prof. Dr. Muhsin HALIS & Prof. Dr. Hiilya Giindiiz CEKMECELIOGLU
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EDITORDEN

23. Uluslararas: Isletmecilik Kongresi Bildiriler Kitabi'na baslarken, bu kitabin olusturulmasina katki
saglayan tiim katilimcilara, akademisyenlere ve dest olan kurumlara tesekkiir etmeyi bir borg biliyoruz.
7-9 Mayis 2024 tarihlerinde Kocaeli Universitesinin ev sahipliginde Kocaeli'de gerceklestirilen bu
kongre, isletmecilik alaninda bilgi aligverisi, isbirligi ve yenilik¢i fikirlerin paylasimi i¢in énemli bir
platform sundu. Bu etkinlik, isletmecilik disiplininin ¢esitli alanlarinda yapilan giincel arastirmalarin ve
calismalarin tartisilmasina olanak tanidi.

Kongrede, farkli iilkelerden ve disiplinlerden gelen katilimcilar, isletmecilik alaninda yenilikei
arastirmalarini sunma firsati buldular. Bu bildiriler kitabi, kongrede sunulan ve tartisilan ¢alismalar
icermekte olup, isletme yonetimi, pazarlama, insan kaynaklar, finans, orgiitsel davranis, girisimcilik ve
daha bircok alt disipline dair genis bir yelpazeyi kapsamaktadir. Kitapta yer alan ¢aligmalar, isletmecilik
literatiiriine 6nemli katkilar saglayacak nitelikte degerli arastirmalar1 bir araya getirmektedir. Etkinlikte
tartigilan konular, ig diinyasinin giincel sorunlarina 1g1k tutmakta ve gelecekteki arastirmalar i¢in ilham
kaynag1 olmaktadir.

Bu yilki kongremizde, isletmecilik teorisi ve uygulamalari baglaminda bir¢ok yenilik¢i ve derinlemesine
analizler sunuldu. Arastirma konulart arasinda isletme yonetimi, stratejik yoOnetim, pazarlama
stratejileri, insan kaynaklar1 yonetimi, finansal yonetim, 6rgiitsel davranis, girisimcilik, dijital doniisiim
ve siirdiiriilebilirlik gibi pek ¢ok dnemli konu yer aldi. Bu bildiriler, hem teorik hem de uygulamali bakis
acilariyla ele alinmis olup, akademik diinyaya ve is diinyasina degerli katkilar sunmaktadir.

Kongremizdeki oturumlarda yapilan verimli tartismalar ve kurulan yeni isbirlikleri, bu tiir akademik
etkinliklerin ne kadar 6nemli oldugunu bir kez daha gostermistir. Farkli bakis agilarini ve yontemleri bir
araya getiren bu etkinlikler, isletmecilik alaninda daha genis bir perspektif kazanilmasina olanak
tanimaktadir. Katilimcilarimizin sundugu yenilik¢i ve 6zgiin calismalar, igletmecilik literatiiriine nemli
katkilar saglamis ve gelecekte yapilacak arastirmalar igin bir temel olusturmustur.

Kongremizin basarisinda emegi gecen tiim katilimcilara, keynote konusmacilara, davetli konusmacilara,
diizenleme kuruluna ve destek veren tiim kurumlara tesekkiir ederiz. Ayrica, bildiriler kitabinin
hazirlanmasinda emegi gegen editérler ve hakemlerimize de tesekkiirlerimizi sunariz. Bu degerli
katkilariniz olmasaydi, bu etkinligin basarisini elde etmek miimkiin olmazdi.

Sonug olarak, 23. Uluslararas1 Isletmecilik Kongresi'nin, isletmecilik alanindaki bilgi birikimini
artiracagina ve gelecekteki arastirmalar i¢in ilham kaynagi olacagina inaniyoruz. Bu bildiriler kitabinda
yer alan ¢aligsmalarin, isletmecilik alaninda daha ileriye doniik aragtirmalar gergeklestirilmesine katki
saglayacagina olan inancimiz tamdir. Kitabin, akademik diinyaya, is diinyasina ve tiim ilgililere faydali
olmasini dileriz.

Saygilarimizla,
Prof. Dr. Ayse GUNSEL

23. Uluslararasi Isletmecilik Kongresi Bildiriler Kitab1 Editorii
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PAZARLAMADA VERI GiZLIiLiGi: BIBLIYOMETRIK BiR ANALIZ

Dr. Ogr. Uyesi ibrahim Halil EFENDIOGLU
Gaziantep Universitesi, efendioglu@gantep.edu.tr
Ozet

Pazarlamada veri gizliligi, misteri bilgilerinin toplanmasi, saklanmasi, islenmesi ve paylasilmasi
sirasinda bu bilgilerin korunmasini igeren uygulamalari ve ilkeleri ifade eder. Bu ¢alismanin amaci veri
gizliligi ve pazarlama konusunda yapilmis yayinlari bibliyometrik analiz yontemi ile incelemektir.
Caligmada analiz R Studio ve Bibliometrix paketi ile yapilmigtir. Yayinlar Web of Science (WoS) veri
tabanindan alinmistir. Incelenen yayilarin; baslik, anahtar kelime ve dzet boliimleri dikkate alimmus ve
bu boliimlerde "marketing" ve " data privacy” terimleri gecen yayinlar ¢alismaya dahil edilmistir. Bu
dogrultuda, 2000 ile 2024 yillar1 arasinda 277 yayin tespit edilmistir. Yaymlar 39’u tek yazarli olmak
lizere 869 yazar tarafindan yapilmigtir. En ¢ok makale yayimlanan dergiler; IEEE Access, Applied
Energy, Energy ve Internet of Things Journal’dir. Bu konularda, en aktif yazarlar; Chen Y, Iria J, Li F,
ve Li Y’dir. Ayrica en fazla yayin yapan ve en ¢ok atif alan iilkeler sirasiyla; Amerika Birlesik
Devletleri, Cin ve Birlesik Krallik iken en fazla yayin yapan kurumlar; Georgetown Universitesi, Sangay
Jiao Tong Universitesi ve British Columbia Universitesidir. Bunlarm yaninda disiplinlerarasi
caligmalarin fazla olmasi veri gizliligi ve pazarlama kavramlarinin teknolojik, sosyal ve etik agidan i¢
ice gectigini gostermektedir. Diger taraftan yaymlarin bir ¢ok farkh iilkede ve farkli bakis agilariyla
yapilmast kiiltiirel ve ekonomik baglamda veri gizliligi endiselerinin evrenselligini 6n plana
¢ikarmaktadir. Bu ¢alisma ile gelecekte “pazarlama” ve “veri gizliligi” alaninda ¢alisma yapmak isteyen
arastirmacilara katki sunulmasi amaglanmistir. Dolayisiyla pazarlamada veri gizliligi, gelecekte de
merkezi bir mesele olacagi ve endiistri i¢in kritik 6neme sahip olmaya devam edecegi ongdriilmektedir.

Anahtar Kelimeler: Veri Gizliligi, Pazarlama, Bibliyometrik Analiz

DATA PRIVACY IN MARKETING: A BIBLIOMETRIC ANALYSIS
Abstract

Data privacy in marketing refers to the practices and principles that protect customer information during
collection, storage, processing, and sharing. This study aims to examine publications on data privacy
and marketing through bibliometric analysis. The analysis was conducted using R Studio and the
Bibliometrix package. Publications were sourced from the Web of Science (WoS) database. The titles,
keywords, and abstracts of the reviewed publications were considered, and those that included the terms
"marketing" and "data privacy" were incorporated into the study. Accordingly, 277 publications were
identified between the years 2000 and 2024. These publications were authored by 869 authors, including
39 single-author articles. The journals with the most published articles are IEEE Access, Applied
Energy, Energy, and Internet of Things Journal. The most active authors in this field are Chen Y, Iria J,
LiF, and Li Y. Additionally, the countries with the most publications and citations are the United States,
China, and the United Kingdom respectively. At the same time, the leading institutions are Georgetown
University, Shanghai Jiao Tong University, and the University of British Columbia. The significant
number of interdisciplinary studies indicates that data privacy and marketing are intertwined from
technological, social, and ethical perspectives. Furthermore, the publications' diverse geographical
origins and perspectives highlight the universality of data privacy concerns in cultural and economic
contexts. This study aims to contribute to future researchers who wish to work in "marketing" and "data
privacy." Therefore, it is anticipated that data privacy in marketing will remain a central issue and
continue to be critical for the industry.

Keywords: Data Privacy, Marketing, Bibliometric Analyses
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1. INTRODUCTION

Data privacy in marketing includes practices and policies regarding how customers' personal
information is collected, used, shared, and protected. This concept has gained even more importance
with the increasing concerns of consumers and the strict regulations introduced at the global level for
protecting personal data. (Martin & Murphy, 2017). Especially with the increase in digital marketing
activities, how businesses collect and use customer data has been scrutinized.

Data privacy is considered an essential element of gaining and maintaining customer trust. Consumers
expect businesses to take necessary precautions to protect their personal information. These expectations
are established on a legal basis by regulations such as the European Union's General Data Protection
Regulation (GDPR) and the California Consumer Privacy Act (CCPA) (Baik, 2020; Hoofnagle et al.,
2019). Such regulations focus on transparency and consumer consent in data collection, storage,
processing, and sharing practices.

For businesses, compliance with data privacy can be seen as more than just a legal requirement; it can
be seen as a strategic advantage that positively affects brand image and customer loyalty (Flavian &
Guinaliu, 2006). Protecting customer information is an ethical responsibility and critical to protecting
businesses' reputations and complying with increasing legal obligations (Lopez Jiménez et al., 2021).
Customers have more trust in businesses that protect their data and respect their privacy, and they tend
to form longer-term relationships with these businesses. Therefore, establishing, implementing, and
constantly reviewing data privacy policies is critical for businesses.

Data privacy strategies cover all processes related to customer data collection, use, and storage (Tene &
Polonetsky, 2012). These include data minimization, limiting data retention time, robust data security
measures, and developing rapid response mechanisms against data breaches (Wedel & Kannan, 2016).
Additionally, giving consumers tools to control their data, such as options to manage information in
their online profiles or opt out of receiving marketing communications, is an essential part of data
privacy practices.

Accordingly, data privacy in marketing is a fundamental building block for a business's success in
today's digital economy. Businesses must develop comprehensive and transparent data privacy policies
and effectively implement these policies to meet consumers' privacy expectations and comply with legal
regulations. This approach increases customer trust while minimizing potential legal risks and
reputational damage.

This research is designed to construct a theoretical model by conducting a bibliometric literature review
on the intersection of marketing and data privacy. It accomplishes this by meticulously analyzing 277
publications identified in the Web of Science (WoS) database from 2000 to 2024, including marketing
and data privacy in their title, abstract, or keywords. The study seeks to address several key research
questions:

RQ1: What types of documents on data privacy and marketing are cataloged in WoS?

RQ2: How are the data privacy and marketing articles distributed over time in WoS?

RQ3: What is the yearly average citation count for data privacy and marketing documents in WoS?
RQ4: How does the output of authors in the field of data privacy and marketing evolve in WoS?
RQS5: Which institutions are the leading contributors to data privacy and marketing research?

RQ6: From which countries do the most significant contributions to data privacy and marketing
literature originate?

RQ7: Which countries' publications receive the most citations in data privacy and marketing?
RQ8: What are the most cited works globally in data privacy and marketing?
RQ9Y: What keywords are most common in the literature on data privacy and marketing in WoS?

RQ10: What collaboration networks exist among authors in the data privacy and marketing field in
WoS?
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The organization of this study is as follows: Initially, it outlines the concept of data privacy within the
context of marketing as discussed in the literature. This is followed by an in-depth examination of these
concepts from a marketing viewpoint. Subsequently, the methodology section describes the process of
bibliometric analysis. Finally, the findings of this research are elaborated upon, highlighting the study's
contributions.

2. DATA PRIVACY IN MARKETING

Data privacy in marketing covers concerns about how consumers' personal information is collected and
used and the measures taken to protect that information (Lee et al., 2011). Data privacy in marketing
refers to the protection of customers' personal data collected and utilized by businesses for marketing
purposes. The GDPR poses challenges to small and medium-sized enterprises (SMEs) in ensuring the
safeguarding of customers' personal information (Hanakova, 2021). With the advent of artificial
intelligence (Al) in marketing, including natural language processing, machine learning, and deep
learning, there is a growing need to address data privacy issues related to Al's collection and utilization
of customer data (Ferm et al., 2022). The evolving landscape of data privacy in marketing requires a
multidimensional approach that considers societal roles, psychological aspects, and economic
implications to effectively address contemporary privacy challenges (Kelly et al., 2017). Applications
in this field help businesses gain customer trust and ensure that legal obligations are fulfilled.

Data privacy in marketing is not just a legal requirement but also a significant opportunity for businesses
to strengthen customer relationships and enhance their brand image (Malthouse et al., 2013). Data
privacy in marketing goes beyond being a mere legal obligation; it presents a substantial opportunity for
businesses to fortify customer relationships and bolster their brand image. As highlighted in various
research papers, the collection and ethical handling of customer data for personalization processes are
crucial in maintaining consumer trust and loyalty (Ferm et al., 2022; Nayal, 2022). By prioritizing data
privacy, companies can mitigate privacy concerns, reduce consumer backlash, and increase the
willingness of customers to share their data for personalized marketing efforts (Hemker et al., 2021).
Moreover, safeguarding user data is paramount for businesses of all sizes, regardless of geographical
location, emphasizing the importance of implementing robust data privacy policies to create a secure
environment for customers (Patnaik, 2022). Ultimately, by respecting data privacy, firms can not only
comply with regulations but also gain a competitive edge through enhanced customer relationships and
brand reputation. By meeting and exceeding customers' privacy expectations, businesses can gain a
competitive advantage, fostering a positive brand perception and potentially attracting new customers
who value data privacy.

In marketing science, understanding the dynamics between data privacy and consumer behavior is
crucial, as it highlights how consumer trust, influenced by privacy practices, directly impacts purchasing
decisions. In contrast, consumers' privacy concerns significantly affect their brand preferences and
online activities (Kesan et al., 2015). Technological advancements, particularly in artificial intelligence
and machine learning, play a pivotal role in data analysis and gathering customer insights, necessitating
strict adherence to data privacy throughout these processes (Kopalle et al., 2022). Similarly, utilizing
big data analytics calls for applying data privacy principles to ensure the ethical handling of large
datasets. Ethical marketing strategies that prioritize data privacy enhance brand image and foster
consumer transparency and trust, necessitating the integration of privacy principles in marketing
campaigns (Behzadinasab et al., 2020).

Furthermore, as businesses navigate the complex legal compliance landscape across various
jurisdictions, it's crucial to remember that data privacy is not just about regulations and obligations. It's
about respecting and valuing the rights of consumers. Establishing best practices for data management,
including the secure storage, processing, and disposal of customer information, is fundamental to
maintaining consumer trust (Talesh, 2018). Moreover, empowering consumers through education about
their data rights and providing them with tools to manage their privacy preferences are critical steps
toward fostering an environment of respect and transparency in the digital age (Anant et al., 2020). This
approach not only protects consumer rights but also enhances the overall value and integrity of
businesses in a highly connected world.
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Data privacy in marketing is of paramount importance for several critical reasons:

e Customer Trust and Reputation: Customers expect to trust brands with their personal
and financial information. Data breaches can severely undermine this trust and cause
significant damage to a brand’s reputation. Security enhances customer loyalty and
protects brand integrity (Aiello et al., 2020).

e Regulatory Compliance: Many countries have stringent regulations concerning personal
data protection. For instance, the General Data Protection Regulation (GDPR) in the
European Union and the California Consumer Privacy Act (CCPA) in the United States
mandate businesses to adhere to high data security standards. Non-compliance can result
in substantial fines and legal repercussions (Fazlioglu, 2021).

e Competitive Advantage: Companies that excel in data security can gain a competitive
edge. Customers are more likely to engage with businesses that they believe will
safeguard their data (Cui et al., 2024).

e Mitigation of Financial Risks: Data breaches can be costly for companies. Data security
helps mitigate potential breach costs and losses, including direct and indirect costs
(Algarni, 2021).

e Operational Continuity: Data breaches can significantly disrupt business operations.
Data security is critical to maintaining business continuity and minimizing operational
interruptions (Gazzola et al., 2023).

e Data Analytics and Targeting: Marketing strategies are often built upon customer data.
Secure and accurate data collection, storage, and analysis are essential for effective
marketing campaigns. Data security ensures the reliability and integrity of these processes
(Naim et al., 2023).

e Ethical Responsibility: Companies have a responsibility to use their customers' data
ethically. This is not only a legal obligation, but also a way for businesses to fulfill their
social responsibilities (McCoy et al., 2023).

o Personalized Marketing: Customer data forms the basis of marketing strategies.
Collecting, storing and analyzing this data securely and confidentially is essential for
effective marketing campaigns. Data privacy enables personalized and targeted offers to
customers (Martin et al., 2020).

Data privacy in marketing is essential. Protecting customers' personal information has become vital in
gaining and maintaining consumer trust. As modern marketing strategies primarily rely on personal data,
managing this data securely and ethically represents both an obligation and a competitive advantage for
businesses. Enhancing customer trust strengthens brand loyalty, avoids legal sanctions, and protects the
company's reputation. Therefore, while data privacy shapes the ethical and legal framework of
marketing activities, it also offers opportunities for deepening customer relationships and business
development.

3. METHODOLOGY

This study investigates the intersection of marketing and data privacy within the marketing discipline.
It employs a descriptive research approach to detail a particular event, phenomenon, or situation by
describing its inherent characteristics, as defined by Donthu et al. (2021). The data for this study were
sourced from the Web of Science (WoS) database, which serves as a reliable resource for conducting
citation analysis. The analysis was performed using the Bibliometrix package and Biblioshiny
application in R Studio, utilizing the R programming language. This bibliometric analysis tool is
advantageous for research purposes, enabling the discovery of new knowledge, conceptual progressions,
data volumes, citation networks, and the identification of trends among researchers, institutions, or
countries over time, according to Aria and Cuccurullo (2017).

The scope of this research encompasses articles identified by searching for the keyword combination
"marketing AND data privacy" in the title, keywords, and abstract sections within the Scopus database
from 2000 to 2024. This database search was conducted in February 2024. Since 2024 is ongoing, the
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results cover the period until February 2024. The study's findings offer insights into the analyzed
publications, including their distribution over the years, the level of activity by country, keywords,
citation frequencies, and more, all illustrated graphically.

4. FINDINGS
4.1. General Findings Regarding Publications

Studies on marketing and data privacy registered in the WoS database have been published by 869
authors in 216 different sources between 2000 and 2024, as seen in Table 1. The main findings and
characteristics of a bibliometric analysis conducted on marketing and data privacy literature spanning
from 2000 to 2024. The analysis encompassed 277 documents, including articles, book chapters, and
proceedings papers, derived from 216 sources such as journals and books. The dataset exhibited an
annual growth rate of 1.7% in publications, with the average document age being approximately 4.31
years. Each document received 23.9 citations on average, contributing to 14,115 references across the
dataset. From a content perspective, 528 Keywords Plus (ID) and 1,185 author's keywords (DE) were
identified, highlighting the diverse topics covered. The research community involved 869 authors, 39 of
whom had published single-authored documents. There were 41 single-authored documents, and the
average number of co-authors per document was 3.58, indicating a collaborative trend in this field.

Furthermore, 35.02% of the documents involved international co-authorships, demonstrating the global
nature of research collaborations. Articles were the most prevalent document type, with 262 instances,
followed by book chapters and proceedings papers, numbering 8 and 7, respectively. This overview
reflects the dynamic and collaborative effort within the scholarly community to explore the intersection
of marketing and data privacy over the analyzed period.

Table 1. Main Information about Publications

Description Results
MAIN INFORMATION ABOUT DATA

Timespan 2000:2024
Sources (Journals, Books, etc) 216
Documents 277
Annual Growth Rate % 1,7
Document Average Age 4,31
Average citations per doc 23,9
References 14115
DOCUMENT CONTENTS

Keywords Plus (ID) 528
Author's Keywords (DE) 1185
AUTHORS

Authors 869
Authors of single-authored docs 39
AUTHORS COLLABORATION

Single-authored docs 41
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Co-Authors per Doc 3,58
International co-authorships % 35,02
DOCUMENT TYPES

Article 262
Book chapter 8
Proceedings paper 7

4.2. Publications over the Years

The analyse illustrates the distribution of academic publications on the topics of marketing and data
privacy from 2000 to 2024, organized by year. At first glance, it's evident that research in these areas
has significantly increased over time. Starting with just 2 articles in 2000, the number of publications
rose to 50 by 2021 and peaked at 54 in 2023. This increase demonstrates a growing interest in marketing
and data privacy topics and the rising importance of research in these fields.

The absence of publications from 2001 to 2005 may indicate that the subject attracted relatively less
attention in academic circles during this period. However, from 2007 onwards, particularly after 2011,
a noticeable increase in the number of publications is observed. This trend can be associated with
growing concerns over data privacy amid the expansion of big data, online marketing, social media, and
mobile applications.

The period from 2016 to 2023 marks an even more pronounced acceleration in the number of
publications. The surge in publications after 2019 suggests that the digital transformation in marketing
activities has created new challenges and discussions around data privacy. Regulations like the GDPR,
coming into effect during this period, could have significantly increased awareness and research needs
in the field of data privacy.

The three articles listed for 2024 indicate that the year has not yet been completed, suggesting that the
number could increase by year-end. Overall, the dataset highlights an upward trend in research on
marketing and data privacy, emphasizing these areas as significant topics for future academic work. This
trend signals that data privacy will continue to be a central issue in marketing strategies, driven by
ongoing technological advancements and the continuous evolution of consumer behaviors.

Articles

Year

Figure 1. Annual Publications
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4.3. Average Citations Per Year

Table 2 presents the "Average Citations Per Year" for marketing and data privacy publications from
2000 to 2024. The table includes four columns: the year of publication, the mean total citations per
article (MeanTCperArt), the number of publications in that year (N), the average citations per year
(MeanTCperYear), and the number of years since publication (CitableYears).

4.3.1. Highly Cited Early Works: Publications from 2000 and 2007 have significantly high average
citations per year, with 3.88 and 7.39, respectively, despite being some of the earliest works in the
dataset. This suggests that these early publications have been foundational or highly influential in
marketing and data privacy.

4.3.2. Peak Citations in 2015: 2015 stands out remarkably with an average of 308.67 total citations per
article and an impressive 30.87 average citations per year, despite being relatively recent with only ten
citable years. This indicates that the works from 2015 have been exceptionally well-received and cited,
suggesting they may have introduced significant advancements or critical insights into the field.

4.3.3. Declining Citations in Recent Years: There is a noticeable decline in the average citations per
year for more recent publications, particularly from 2020 onwards. The average citations drop to as low
as 0.56 by 2023 and slightly increase to 1.33 by 2024, although the latter is based on only one citable
year. This trend could be attributed to the shorter time frame available for these publications to be cited
and the ongoing saturation of the field with new research, making it harder for individual works to stand
out.

4.3.4. Varied Citation Trends: The fluctuation in the mean total citations per article and the average
citations per year across different years highlights the dynamic nature of research impact in the field.
For example, a sharp increase in citations for articles published in 2015 contrasts with relatively modest
citation rates in other years, reflecting the varying influence of research over time.

Table 2. Average Citations Per Year

Year | MeanTCperArt N MeanTCperYear CitableYears
2000 |97 2,00 3,88 25
2007 |133 1,00 7,39 18
2008 |79,33 3,00 4,67 17
2009 |0 1,00 0,00 16
2011 |13,17 6,00 0,94 14
2012 | 4,67 3,00 0,36 13
2013 |8,86 7,00 0,74 12
2014 | 43,67 3,00 3,97 11
2015 |308,67 6,00 30,87 10
2016 |38,6 10,00 |4,29 9
2017 |36,15 13,00 |4,52 8
2018 30,5 12,00 |4,36 7
2019 |44,57 21,00 |7,43 6
2020 |15,89 37,00 3,18 5
2021 |13,94 50,00 |3,48 4
2022 9,07 45,00 |3,02 3
2023 |1,13 54,00 0,56 2
2024 |1,33 3,00 1,33 1
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4.3.5. Increasing Publications Over Time: The number of publications (N) shows an increasing trend,
peaking at 54 in 2023. This growing research volume underscores the expanding interest and ongoing
development within marketing and data privacy.

The table reflects the evolving landscape of marketing and data privacy research, indicating periods of
significant influence and shifts in research focus over time. The high citation rates for specific years
suggest the introduction of groundbreaking work, while the overall increase in publications highlights
the field's growing relevance and expansion. The recent decline in average citations per year for newer
publications may suggest the need for time to assess their impact or indicate the increasing challenge
for new research to achieve prominence in a rapidly expanding field.

4.4. Most Relevant Sources

According to Table 3, the top three journals with the most publications on marketing and data privacy
are IEEE Access with 11 articles, Applied Energy with six articles, and Energy alongside IEEE Internet
of Things Journal, each with five articles, indicating a strong emphasis on the intersection of technology,
energy, and data privacy within the marketing discipline. Analyzing Table 3 for marketing and data
privacy publications from 2000 to 2024 using bibliometric methods in R provides a comprehensive
overview of the critical journals and outlets contributing to this field. Table 3 showcases a diverse range
of sources, indicating a broad interest and interdisciplinary approach to the study of marketing and data
privacy.

4.4.1. Interdisciplinary Focus: The presence of journals from various disciplines, such as IEEE
Access, Applied Energy, and IEEE Internet of Things Journal, underscores the interdisciplinary nature
of research in marketing and data privacy. This reflects the integration of technological, legal, and
energy-related perspectives in addressing data privacy issues within marketing.

4.4.2. Leading Sources: IEEE Access, with 11 articles, emerges as the top source, highlighting the
significant impact of technology and engineering research on the marketing and data privacy discourse.
This is followed by Applied Energy and journals focusing on the Internet of Things and computer law,
which further indicates the technological underpinnings of current data privacy concerns.

4.4.3. Specialized Research Areas: The table reveals specialized research areas within the broader
marketing and data privacy fields, as seen in publications like Computer Law & Security Review and
IEEE Transactions on Knowledge and Data Engineering. This suggests a strong focus on data privacy's
legal and technical aspects in marketing.

4.4.4. Emerging Trends: Various sources, including those focused on sustainable energy and smart
grids, point to emerging trends in marketing and data privacy research. These trends likely reflect the
growing importance of data privacy in the context of energy consumption, innovative technology, and
the Internet of Things.

4.4.5. Global Research Contributions: The diversity of journals, from IEEE Transactions to Business
Horizons and the Journal of Research in Interactive Marketing, indicates global research contributions
and a multifaceted approach to studying marketing and data privacy. This encompasses contributions
from the fields of law, information systems, engineering, and marketing itself.

Overall, Table 3 highlights the dynamic and evolving nature of marketing and data privacy research,
marked by interdisciplinary contributions and the influence of technological advancements. The wide
array of journals involved underscores the complexity of data privacy issues in marketing, necessitating
insights from various fields to address the challenges and opportunities presented by digital technologies
and regulatory changes.
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Table 3. Most Relevant Sources

Sources Articles
IEEE ACCESS 11
APPLIED ENERGY 6
ENERGY 5

IEEE INTERNET OF THINGS JOURNAL 5
COMPUTER LAW & SECURITY REVIEW 4

IEEE TRANSACTIONS ON KNOWLEDGE AND DATA
ENGINEERING

IEEE TRANSACTIONS ON POWER SYSTEMS

BUSINESS HORIZONS

IEEE TRANSACTIONS ON SMART GRID

JOURNAL OF RESEARCH IN INTERACTIVE MARKETING
SUSTAINABILITY

W| W| W W | b

4.5. Authors' Production over Time

Figure 2 provides an insightful overview of prolific authors' publication frequency, total citations
(TC), and average annual citations (TCpY). A closer analysis reveals several key observations:

4.5.1. Active Authors: Authors such as CHEN Y, IRIA J, LI F, and LI Y show repeated contributions
over multiple years, indicating their ongoing research focus on marketing and data privacy. Their
consistent output over time highlights a sustained interest and evolving expertise in the intersection of
these fields.

4.5.2. Citation Impact: Figure 2 showcases significant variations in citation impact, with some
authors achieving high total citations for their work in specific years. For example, YU J's work in
2018 and 2019 has garnered exceptionally high citations, indicating influential research contributions
during these years. Similarly, REN J's 2020 publication stands out with 134 total citations, reflecting a
notable impact in the field.

4.5.3. Emerging Contributions: The presence of publications from recent years, such as 2022 and
2023, with authors like IRIA J and ZHANG Y, suggests new and emerging contributions to the
literature. Although some of these newer publications have lower total citations, this is likely due to
the shorter time available for citation accumulation.

4.5.4. Highly Cited Authors: Authors like YU J and WANG Y have demonstrated significant citation
impact, indicating their research's relevance and the attention it has received from the academic
community. Their work, particularly in the earlier years of their publication record, has achieved high
citations per year, underscoring the value and influence of their contributions.

4.5.5. Variability in Citations Over Time: Figure 2 illustrates the variability in authors' citation rates
over time, with some years showing higher average citations per year for specific authors. This could
reflect the evolving nature of the research topics, the quality of the research contributions, or changes
in the authors' research focus.

Overall, Figure 2 highlights various researchers' dynamic contributions to marketing and data privacy.
It showcases who the active and influential authors are and how their research impact evolves over
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time. The data points to a vibrant and continuously developing study area, with specific authors
leading the discourse through their impactful and frequently cited work.
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Figure 2. Authors' Production over Time

4.6. Most Relevant Affiliations

Figure 3 showcases a diverse and global representation of academic and research institutions
contributing significantly to this field. Here are some notable insights:

4.6.1. Leading Institutions: Georgetown University has the highest number of articles (12), indicating
its prominent role in advancing marketing and data privacy research. This is closely followed by
Shanghai Jiao Tong University and the University of British Columbia, each contributing ten articles
highlighting their intense focus and expertise in these areas.

4.6.2.Global Spread: The table reflects a global spread of institutions from various continents,
underscoring the worldwide interest and collaborative efforts in researching marketing and data privacy.
This includes universities from North America, Asia, Europe, and Australia, demonstrating the global
nature of data privacy issues in marketing.

4.6.3.Interdisciplinary Research: The presence of diverse universities specializing in different fields,
such as technology (e.g., Tsinghua University), law (e.g., Georgetown University), and business (e.g.,
University of British Columbia), points to the interdisciplinary approach taken towards research in
marketing and data privacy. This suggests that effective solutions and insights come from a cross-section
of disciplines.

4.6.4. High Research Activity: Institutions like Hunan University, the University of Helsinki, and Yale
University, each with nine articles, alongside others with significant contributions, indicate high
research activity and a deep interest in the intersection of marketing and data privacy. This suggests a
robust academic engagement with the challenges and opportunities presented by data privacy in
marketing.

4.6.5. Emerging and Established Contributors: The list includes a mix of established research
powerhouses and emerging contributors, highlighting this field's dynamic and evolving research
landscape. For example, newer contributors like Xidian University and the National University of
Singapore show a growing interest and capacity to contribute to this domain.

Overall, Figure 3 highlights the significance of marketing and data privacy research across various
academic and research institutions worldwide. The contributions of these institutions not only advance
the academic discourse but also have practical implications for businesses, policymakers, and society at
large, addressing the complexities of data privacy in the digital age of marketing.
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Figure 3. Most Relevant Affiliations

4.7. Corresponding Author's Countries

Figure 4 and Table 4 provide the number, ratio, and frequencies of publications according to the country
and the status of single-country publications (SCP) and multiple-country publications (MCP). They
reveal significant insights into global research contributions in these areas. Highlighting key outcomes:

4.7.1. Dominant Contributions: The United States leads with 71 articles, demonstrating its prominent
role in marketing and data privacy research. This is followed by China with 57 articles, underscoring
the country's significant contribution and interest in this research domain. The United Kingdom ranks
third with 17 articles, highlighting its substantial input in the field.

4.7.2. Collaboration Patterns: China's high MCP ratio (0.509) indicates a strong tendency towards
international collaborations in this research area. Conversely, countries like India and Germany show a
lower MCP ratio, suggesting a preference for domestic collaborations or single-country research efforts.

4.7.3. Diverse Global Participation: Figure 4 and Table 4 showcase contributions from a wide range
of countries, indicating a global interest in marketing and data privacy research. Countries like Australia,
Canada, and Europe (e.g., Germany, Finland, and France) have made notable contributions, reflecting
the worldwide relevance of these topics.

4.7.4. High International Collaboration in Some Countries: Canada's high MCP ratio (0.857) and
Switzerland's (0.800) suggest that a significant portion of their research in this area involves
international collaboration, which could be indicative of the global nature of data privacy issues and the
cross-border expertise required to address them.

4.7.5. Emerging Contributors: Countries like Iran, Italy, Sweden, and South Korea, each contributing
with a balanced mix of single and multiple country publications, highlight the growing interest and
diversification of research contributions across different regions.
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Figure 4. Carrf;si)onding Author's Countries

This analysis underscores the importance of international collaboration in advancing marketing and data
privacy discourse. It reflects the diversity of contributors across continents and the varying degrees of
collaborative and independent research efforts among different nations. The data points to a vibrant and
globally engaged research community, with significant contributions from leading research nations and
emerging contributors, indicating a broad interest in the challenges and opportunities presented by data
privacy in the marketing field.

Table 4. Corresponding Author's Countries

Country Articles SCP |MCP |Freq |MCP_Ratio
USA 71 54 17 0,256 |0,239
CHINA 57 28 29 0,206 |0,509
UNITED

KINGDOM 17 13 4 0,061 |0,235
AUSTRALIA 14 7 7 0,051 10,5
INDIA 14 13 1 0,051 {0,071
GERMANY 13 12 1 0,047 10,077
CANADA 7 1 6 0,025 {0,857
FINLAND 5 3 2 0,018 |0,4
FRANCE 5 3 2 0,018 (0,4
IRAN 5 3 2 0,018 {0,4

4.8. Most Cited Countries

The USA leads significantly in total citations (TC) with 3519 citations and an average of 49.60 per
article. This indicates the substantial impact and influence of research from the USA in marketing and
data privacy. Following the USA, China and the United Kingdom also show substantial contributions,
with total citations of 947 and 636, respectively. However, the average citations per article for China
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(16.60) are lower than the UK (37.40), suggesting that while both countries are prolific in their output,
the UK's research might have a broader impact on average. Iran and Australia also have higher average
article citations of 42.20 and 20.20, respectively. This highlights the significant impact of research
contributions.
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AUSTRALIA ——03

Countries
g
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GERMANY —
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SINGAPORE —
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] 1000 2000 3000

Figure 5. Most Cited Countries

4.9. Most Globally Cited Documents

The paper published in "Transportation Research Part A: Policy and Practice" stands out with an
impressive 1700 total citations and an average of 170 citations per year, showcasing its pivotal role in
shaping discussions around transportation's intersection with data privacy and marketing. The
normalized citation count further emphasizes its broad impact. The list includes a variety of journals,
indicating that research on marketing and data privacy spans multiple disciplines, from "IEEE
Transactions on Power Systems" to "The Journal of Academic Marketing Science." This
multidisciplinary approach highlights data privacy issues' complex and intertwined nature within
marketing strategies and technological advancements. Papers from recent years, like Morstyn T (2019)
and Cai Z (2019), with high annual citation rates, suggest that the interest in marketing and data privacy
remains robust and evolving. Topics such as power systems and industrial informatics suggest a growing
focus on data privacy's practical and systemic implications in the technological and energy sectors. The
documents originate from diverse countries, indicating a global interest and contribution to marketing
and data privacy research. This diversity underscores the universal relevance of data privacy concerns
across different regulatory and cultural contexts. Authors like Martin KD and Yang P, with their highly
cited works in prestigious journals, have significantly contributed to the literature, influencing
subsequent research and policy discussions. Their work demonstrates the ongoing evolution of thought
leadership in this area.

Overall, Table 5 reveals that research on marketing and data privacy is vibrant and diverse and of
significant interest across various academic and practical domains. The high citation counts reflect the
relevance and urgency of addressing data privacy in the digital age, highlighting key contributions that
have shaped the field and will likely continue to influence future directions in marketing strategies,
policy formulation, and technological innovation.
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Table 5. Most Global Cited Documents

Total TC per |Normalized
Paper DOI Citations Year TC

FAGNANT DJ,
2015, TRANSP .
RES PT A- 10.1016/j.tra.2015.04.003
POLICY PRACT 1700 170,00 |5,51

MORSTYN T,
2019, IEEE

TRANS POWER | 10-1109/TPWRS.2018.2834472
SYST e oo o

MARTIN KD,
2017,3 ACAD 10.1007/s11747-016-0495-4
MARK SCI 264 33,00 7,30

CAl Z, 2019,
IEEE TRANS 10.1109/T11.2019.2911697
IND INFORM 176 29,33 3,95

EBERLEIN B,
2008,

GOVERNANCE- | 10.1111/;.1468-0491.2007.00384.x
INT J POLICY
ADM I 157 9,24 1,98

HE Z, 2018,
IEEE TRANS 10.1109/TVT.2017.2738018
VEH TECHNOL 154 22,00 5,05

LUPTON D,
2016, WOMEN | 10.1016/j.wombi.2016.01.008
BIRTH 141 15,67 3,65

YANG P, 2020,

IEEE ACCESS 10.1109/ACCESS.2020.3009876 134 26.80 8.43
BACH D, 2007,
EUR PUBLIC 10.1080/13501760701497659
POLICY 133 7,39 1,00
LITMAN J,
2000,
STANFORD 10.2307/1229515

LAW REV 116 4,64 1,20

4.10. Most Frequent Words

The terms "information" (f=17) and "market" (f=17) are among the most frequently mentioned,
highlighting the fundamental role of information in marketing and the centrality of market dynamics.
The focus on "model" (f=16) underlines the importance of theoretical and analytical frameworks in
understanding these dynamics.
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4.10.1. Technological Emphasis: The significant mention of "big data" (f=11), "technology" (f=11),
and "internet" (f=13) points to the critical impact of technology on marketing strategies and the necessity
of addressing data privacy within digital contexts. These terms reflect the challenges and opportunities
of technological advancements in data management and marketing practices.

4.10.2. Concerns Over Privacy and Security: The equal frequency of "privacy" (f=11) and "security"
(f=11) terms suggests a strong focus on safeguarding consumer information, indicating the increasing
awareness and regulatory emphasis on data protection within the marketing discipline.

4.10.3. Emerging and Innovative Themes: The appearance of "blockchain" (f=4), "analytics" (f=4),
and "social media" (f=4) among the frequent terms signals emerging arecas of interest. These areas
represent new frontiers in marketing research, dealing with the security, analysis, and utilization of data
and the evolving landscape of consumer engagement through digital platforms.

4.10.4. Cross-Section with Energy and Sustainability: The mention of "energy" (f=10) highlights an
intriguing intersection between marketing, data privacy, and the energy sector, possibly pointing to
research on consumer data privacy in the context of smart grids and renewable energy initiatives.

4.10.5. Consumer-Centric Research: The emphasis on "trust" (f=8), "online" (f=8), and "protection"
(f=8) underscores the consumer-centric nature of research in this field. These terms emphasize the
importance of building consumer trust, protecting personal information, and navigating the complexities
of online environments in marketing strategies.

This frequency analysis reveals the multidimensional and evolving nature of marketing and data privacy
research, encompassing technological, ethical, and consumer-oriented perspectives. It underscores the
interplay between traditional marketing concepts and the contemporary challenges introduced by digital
transformation, highlighting the field's dynamic response to changing technologies, regulatory
landscapes, and consumer expectations.

Table 6. Most Frequent Words

Words Occurrences
information 17
market 17
model 16
internet 13
management 13
big data 11
framework 11
privacy 11
security 11
technology 11

4.11. Collaboration Network of Authors

The highlights several key researchers, such as Li Y (Cluster 3, Betweenness =218.67), Chen Y (Cluster
4, Betweenness = 185.88), and Li T (Cluster 3, Betweenness = 171.35), who play pivotal roles in
bridging different parts of the collaboration network. Their high betweenness scores indicate they serve
as significant connectors among various research clusters, facilitating the flow of information and
collaboration across the network. Yu Y (Cluster 1, PageRank = 0.02939) and Crowcroft J (Cluster 3,
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PageRank = 0.04169) are identified as influential based on their PageRank scores, suggesting that they
are central to the network and their work is widely recognized and built upon by others. This metric
highlights authors central to disseminating knowledge within the field (see Figure 6). Multiple clusters
(ranging from 1 to 9) indicate a diverse research landscape within the marketing and data privacy
domain. Each cluster may represent a specific thematic or methodological focus, illustrating the field's
multifaceted nature. Closeness measures like those for Catalao JPS, Javadi MS, Ilie D, and Kebande V
(Closeness = 1 in Clusters 6 and 7) suggest that some authors have straightforward paths to all other
researchers in their cluster, potentially indicating tightly-knit subgroups or highly collaborative research
teams within the broader network. Authors with lower Betweenness but significant closeness or
PageRank scores, such as Gupta S and Han G (Cluster 1), may represent emerging collaborators whose
influence is growing within specific niches or new research areas in marketing and data privacy. Overall,
the "Collaboration Network" table reveals the complex and interconnected marketing and data privacy
research landscape. It showcases critical individuals who significantly impact the field through their
central roles in collaboration networks. Additionally, the diversity of clusters and varying levels of
influence and connectivity among researchers underscore the dynamic and collaborative nature of
research in this area, highlighting established leaders and rising contributors.

@ %

cheny

—i‘g) )"L)

Figure 6. Authors Collaboration Network

5. CONCLUSION AND DISCUSSION

The bibliometric analysis presented in the research offers a comprehensive overview of the evolving
landscape of data privacy within the marketing domain, covering the period from 2000 to 2024. This
study reveals several critical insights that underline the importance of data privacy in marketing and its
implications for academic research and practical application.

Firstly, the increasing volume of publications over the years underscores the growing academic and
practical interest in the intersection of marketing and data privacy. The notable rise in publications,
especially after introducing stringent data protection regulations like GDPR and CCPA, highlights the
field's dynamic nature. It indicates a heightened awareness and response to the challenges and
opportunities of technological advancements and regulatory changes in data privacy practices.

Secondly, analyzing the most relevant sources, including journals such as IEEE Access and Applied
Energy, reflects the interdisciplinary approach to data privacy in marketing. It showcases how
technological, legal, and ethical considerations are intertwined in addressing data privacy issues. This
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interdisciplinary focus is crucial for developing comprehensive and effective data privacy strategies that
comply with legal requirements and enhance customer trust and competitive advantage.

Furthermore, examining the most cited countries and corresponding authors' countries reveals a global
contribution to research in this field, with significant outputs from the United States, China, and the
United Kingdom. This global perspective underscores the universal relevance of data privacy concerns
across different regulatory, cultural, and economic contexts. It also highlights the importance of
international collaboration in advancing research and developing best practices for data privacy in
marketing.

The analysis of authors' production over time and collaboration networks identifies critical researchers
and institutions contributing significantly to the field. It illustrates a vibrant and continuously developing
research community, with specific authors and institutions leading the discourse through impactful and
frequently cited work. The collaboration network analysis further reveals the complex and
interconnected landscape of research, highlighting the roles of key individuals and the dynamic nature
of research collaborations.

nmn nmn

Lastly, the frequency analysis of terms such as "information," "market," "privacy," and "technology"
indicates the core themes and concerns within the field. It reflects the critical role of information
management, the impact of technological advancements, and the centrality of consumer privacy
concerns in marketing strategies. The emphasis on "big data," "security," and "internet" among the most
frequent words underscores the challenges and opportunities presented by digital transformation in
marketing practices.

In conclusion, the bibliometric analysis highlights the significant evolution of research on data privacy
in marketing, emphasizing its interdisciplinary nature, global contributions, and dynamic collaboration
among researchers. As data privacy continues to be a central issue in marketing strategies, driven by
technological advancements and regulatory changes, this research domain is expected to remain vibrant
and critically important for academia and industry.

Data privacy has become a significant issue in marketing science that profoundly affects the relationship
between companies and consumers. The evolution of technological advancements and regulatory
frameworks shapes future forecasts in this area. Firstly, developing technologies such as artificial
intelligence and machine learning allows for more sophisticated personalized marketing strategies while
increasing consumers' concerns about data privacy. The rising awareness and demand for data privacy
among consumers compel companies to adopt more transparent, accountable, and consumer-centric data
usage policies.

This situation has also caught the attention of regulatory bodies, leading to the creation of stricter data
privacy laws worldwide. Existing regulations like the European Union's General Data Protection
Regulation (GDPR) have set a foundation for data privacy and inspired other countries to adopt similar
laws. Such regulations require companies to reevaluate their data collection and processing practices
while giving consumers greater control over their data.

Data security in marketing is crucial for maintaining customer trust, adhering to regulatory standards,
gaining competitive advantage, mitigating financial risks, ensuring operational continuity, and
supporting robust data analytics. Companies that prioritize data security are more likely to achieve long-
term success.

In the coming years, the evolution of technological advancements and consumer expectations, along
with the evolution of regulatory frameworks, will lead to significant changes in marketing strategies.
Innovations like blockchain technology have the potential to enhance data privacy and security,
strengthening consumers' control over their data and deepening the trust relationship between them and
companies. These technologies also allow companies to develop effective marketing strategies while
respecting consumers' privacy preferences.

In conclusion, future forecasts regarding data privacy are likely shaped by the interaction between
technology and regulatory frameworks. Companies and regulatory bodies will need to adapt to meet
consumers' demands for data privacy, leading to more innovation and transparency in marketing
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practices. These dynamics can create an ecosystem that protects consumers' rights while allowing
companies to develop effective marketing strategies.
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