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data was collected by accessing the structured questionnaire targeting ZAIN Telecom employees as
the chosen study site. The PLS-SEM technique was used in this research to analyze data privacy,

Available online: August 22, 2024 digital marketing effectiveness, and Al-driven trust constructs. According to this study, digital mar-
Keywords: keting processes significantly focus on data privacy and, ultimately, Al-driven trust. Further, pow-
Data Privacy erful Al trust systems will be required to reinforce data privacy and systematically configure and
Collection of Data drive digital marketing enterprises. Thus, such systems could allow firms a sustainable competitive
Usage of Data advantage in this new Battle for data security age. The findings discovered that data privacy concerns
Transparency significantly impede Al-driven trust, diminishing digital marketing effectiveness. Therefore, they

AI-Driven Trust

contribute to the literature by offering empirical support for Al-powered trust mediating between
Digital Marketing

factors within a model and offering practical implications and extensions of the theoretical models.
This literature helps industry practitioners and policymakers build trust in Al interventions to alle-
viate data privacy risks and improve support for digital marketing strategies.
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1. Introduction

The telecom sector in Jordan is a fast-paced, evolving industry, and Digital transformation and customer engagement are key to
maintaining a competitive edge (Belhadi et al., 2021). With digital marketing increasingly important in our companies' strategies,
data privacy has become a key issue on businesses' and public agendas (Gahari & Surabaya, 2024). Data privacy and protecting
personal information from unwanted access and use are becoming increasingly important in consumers' awareness of their data
being collected, stored, and used. In this situation, building trust in digital marketing is needed to ensure customer satisfaction
and brand enhancement (Adeusi et al., 2024). The effectiveness of digital marketing projects is now much reliant on Al, which is
used to create and expand trust with consumers (Patil & Atwadkar, 2024). To solve the data privacy problem and make marketing
more efficient, artificial intelligence-driven trust mechanisms exploit Al technology to provide clear traceability and enhanced
security centered on consumer interests. Still, limited attention has been paid to Al-driven trust as the mediator of data privacy
concerns about digital marketing outcomes (Davidovic et al., 2020). Al-driven trust mechanisms ensure that digital advertising
practices are secure, transparent, and privacy-compliant. This integration is essential for strategies, enabling fully accommodating
consumer privacy, increasing customer interaction with brands, and achieving more positive marketing results. Thus, we will
contribute to the existing literature on data privacy, considering that most studies have concentrated mainly on understanding the
direct effects of data protectionism on consumers' behavior, with a significant gap regarding how Al-induced trust can mediate
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this relationship in the telecom domain inside Jordan (Nasereddin, 2024) . This gap is particularly pertinent in ZAIN Telecom, a
top player within the Jordantelecom market that sought your assistance to establish an integrated DMP with high-end features and
innovation for its growing need to balance forward-thinking digital marketing practices while abiding by severe data privacy
regulations prevalent (Balaji & Sreenivasa Murthy, 2019). To fill this gap, this study investigates how data privacy construes the
interactions between Al-driven trust and digital marketing effectiveness. This study utilizes quantitative, in which some data has
been gathered from ZAIN Telecom and further categories using scales; these are then critically analyzed statistically to examine
all the relationships proposed essentially. This study aims to offer significant implications for practice. They may contribute toward
the theoretical understanding of Al-powered trust as a useful tool in decreasing data privacy issues, which further results in in-
creased effectiveness of digital marketing strategy (Faruk et al., 2021). This study not only wishes to contribute to an academic
record but also expects that with the help of these insights, companies can optimize their digital marketing practices concerning
privacy-conscious markets (Atta et al., 2023). This study highlights that the very important or mediating effect of Al trust in digital
advertising demands a holistic perspective, where innovative approaches must be adopted with equally comprehensive data pro-
tection efforts. Because the telecom sector has become more dynamic and competitive to innovate in, (Varadarajan, 2020) this
study will provide useful insights that assist firms dealing with data privacy challenges amid an increasingly digital marketing
landscape. Based on the problem statement, the following research questions are formulated:

RQ1: How does data privacy impact digital marketing effectiveness in the telecom sector in Jordan?

RQ2: What role does Al-driven trust play in mediating the relationship between data privacy and digital marketing effectiveness?
RQ3: How do Al-driven trust mechanisms contribute to mitigating data privacy concerns and enhancing digital marketing out-
comes in the telecom sector?

The rest of this article is organized as follows. Section 2 also contains the literature review that enables the formulation of a
theoretical framework for evaluating Al-driven trust in improving digital marketing concerning data privacy. Section 3 outlines
the models and techniques for data collection and hypothesis testing. The study results are presented in Section 4, which documents
evidence for each research hypothesis. In the end, Section 5 encapsulates everything inside it and presents correspondence between
findings with its implications to theory at large and contextually towards DM practice within the JORDAN telecom sector.

2. Literature Review
2.1 Data Privacy

Data privacy concerns the proper handling of information that individuals produce. As data is the new currency of business and
digital strategies usually use a lot of it, organizations and their customers are concerned about how groups handle personal infor-
mation (Patel, 2023) . With the increase in personal data that digital marketing uses, steps have been taken to ensure privacy;
hence, there are more regulations and expectations of consumers on this account. Data privacy can build consumer trust, especially
in digital marketing and advertising (Sayginer & Ercan, 2020). A breach could have severe consequences for brand reputation and
legal ramifications. Effective data privacy safeguards consumer details and improves the overall success of digital marketing
efforts by enhancing users' trust and involvement (Worlanyo, 2016) .The challenge for companies will be balancing the imperative
to collect data with consumer privacy needs in markets as highly regulated as Jordan.

2.2 Collection of Data

Data collection is one of the cornerstone activities in digital marketing through which companies personalize their marketing
coolers to suit specific consumer needs and behaviors (Zulham et al., 2024). However, the data gathered through tracking cookies,
online forms, and social media monitoring presents privacy concerns if not collected openly (Bond, 2020) . Customers are already
more conscious of the way their data is being collected than ever before, and they seek to take control over what happens with
that information. Studies indicate that more transparent and ethical data collection strategies improve consumer trust, boosting
digital marketing effectiveness (Polanco & Priadika, 2022). With data privacy rising worldwide, companies like ZAIN Telecom
must be careful about operating within regulatory restrictions while capitalizing on their potential customers' information.

2.3 Usage of Data

Data use in digital marketing includes collecting data and analyzing it to formulate personalized strategies, optimize campaigns,
and improve customer experience (Beh et al., 2021). While tremendously empowering for marketing, data-driven strategies also
have the potential to generate consumer antipathy if brands are perceived as exploiting sensitive or private information (Alismaiel
et al., 2022b). The issue for companies is leveraging data in a way that honors consumers' privacy and aligns with legal recourse
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(Qureshi et al., 2023). Research has shown that responsible data use, which researchers imply as additional explicit consent, is
acquired in a compliant manner of the dataset towards privacy or trust issues. Since Jordan authorities are more than ever interested
in consumer privacy, companies should use the best industry practices to prevent themselves from negative legal outcomes as well
as keep their customer's trust (Alismaiel et al., 2022a).

2.4 Transparency

Transparency in digital marketing is the level of clarity with which companies communicate to consumers their data collection
and use (Carnegie et al., 2021). The main reason why transparency in practice is so important to create trust amongst consumers
is because of their capacity to grasp and align how a company uses access to the consumer data between them where they are left
with an option towards privacy (Bischoff & Seuring, 2021). The more willing companies are to be transparent about their practices,
the more consumers will trust these businesses leading to optimal results in digital marketing (Kraft et al., 2020). Research has
found that transparency also significantly reduces privacy concerns, as being transparent can help consumers feel empowered and
in control over their personal information (Atieh Ali et al., 2024) . For corporations like ZAIN Telecom, the mandate is on keeping
competitive advantage and regulatory compliance whilst navigating consumer data privacy sensitivities in a market such as Jordan
where transparency around data practices becomes crucial (Hensel, 2021).

2.5 Al-Driven Trust

Al-driven trust is where artificial intelligence is utilized to ensure consumer trust in aspects such as security, privacy, and safety
of data in digital marketing (Adwan et al., 2023). Businesses can use Al to automate privacy compliance and enforce rules to
detect and eliminate breaches and personalization that are in line with consumer privacy. Al in this case, is employed to ensure
that privacy concerns are addressed in the digital market before they become a risk to privacy (Daoud et al., 2024). According to
research, trust mechanisms driven by Al have the potential to improve digital marketing by over 50% by minimizing the risks that
accrue due to concerns about privacy and engaging customers more effectively. When it comes to ZAIN Telecom in Jordan, where
privacy is a concern, Al-driven trust can facilitate data privacy without the need to eliminate personalized marketing (Jawabreh et
al., 2023).

2.6 Digital Marketing

Digital marketing implies the promotion of goods and services for consumers by means of digital channels (Hatamlah et al., 2023).
It is a dynamic field that uses data to provide tailored content and delivery methods for relevant messages towards target groups
(Belhadi et al., 2021). The more digital marketing works as a business, the more it raises the question of how well they are
satisfying their data privacy wants. Studies show customers more receptive to digital marketing campaigns are likelier to both
engage and remain engaged, given that they feel their privacy is being considered (Alrjoub et al., 2021). Therefore, trust mecha-
nisms in privacy by design by digital marketers based on Al help to build lasting relationships by answering some of these con-
sumer concerns with more efficient marketing processes, as shown in the iterative research process. Since ZAIN Telecom operates
in a highly competitive customer-oriented telecom sector of Jordan, they have to keep their marketing objectives alive (Sharabati
et al., 2023). The research provided this research to help inform the underpinning of these critical building blocks around data
privacy, collection, and usage, as well as Al-driven trust, for successful digital marketing strategies (Allahham et al., 2024). These
relationships will be expanded since then, enhancing the integration of those pieces, which leads to performance in digital mar-
keting results with ZAIN Telecoms Jordan.

3. Hypothesis Development

3.1 AI-Driven Trust and Digital Marketing

The role of Al-driven trust is leading the way toward a more high-functioning digital marketing environment. Consumers are more
likely to engage with digital marketing initiatives when they can trust in Al systems, such as those that pertain to data privacy

(Kuutila et al., 2024). Where Consumers Trust Al Those more trusting of how organizations and brands are using Al will also
have a better response to marketing, resulting in increased engagement with the activity. Consequently, the research posits that:

Hi: Al-driven trust has a significantly positive effect on digital marketing effectiveness.
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3.2 Collection of Data and AI-Driven Trust

How data is acquired vastly affects the trust in Al-driven systems. If the public concerns about how their data is captured are
addressed, such as transparency in being interpreted by Al systems and what permission level applies to collection a greater
reliance on this form of system can be expected (Zulham et al., 2024). Among other objectives, transparent data collection estab-
lishes fidelity in Al systems and confidence from consumers regarding their information. Based on this understanding, the follow-
ing hypothesis is proposed:

Ha: The collection of data has a significantly positive effect on Al-driven trust.
3.3 Collection of Data and Digital Marketing

The efficiency of digital marketing depends on the accuracy and authenticity of the process collect data and the combination of
precise and moral data gathering practices guide in implementing marketing strategies that are more personalized creating better
consumer engagement hence improving the awakening between both market indicators (Lawal et al., 2022). Therefore, the re-
search posits that:

Hzs: The collection of data has a significantly positive effect on digital marketing effectiveness.
3.4 Transparency and I-Driven Trust

Trust-building with consumers cannot happen unless there is transparency around how Al operations actually work. Being trans-
parent about how Al systems use data and decide can ease privacy concerns and fears of manipulation from consumers (Khaled
et al., 2024). Clarity leads to belief, which is why clear communication or information with Al-driven marketing ensures human
trust in it. Therefore, the study hypothesizes that;

Ha: Transparency has a significantly positive effect on Al-driven trust.
3.5 Transparency and Digital Marketing

Transparency is key in data usage and Al processes within the digital marketing ecosystem, which all consumers have rightfully
questioned (Allahham et al., 2024). Once people understand how their data is being used and that they are a target for Al algo-
rithms, trust between them & marketing content skyrockets. Consequently, the study argues that:

Hs: Transparency has a significantly positive effect on digital marketing effectiveness.
3.6 Usage of Data and AI-Driven Trust

For Al-driven trust for Al to work, it needs to be ethical & responsible, and that comes back to the idea of consumer data. The
more that a consumer believes their information is being used for the greater good, responsibly or in some way to benefit them it
actually leads to an increased trust amongst Al systems (Deb et al., 2024). These practices ensure that data usage is carried out in
ways which make Al-driven marketing seem less invasive, more trustworthy and consumer-friendly. Thus, the following hypoth-
esis is proposed:

Hs: The usage of data has a significantly positive effect on Al-driven trust.
3.7 Usage of Data and Digital Marketing

The data used in digital marketing plans determine the success of these strategies(Faruk et al., 2021) .When used responsibly and
intelligently, data allows for hyper-specific targeting that, in turn, increases consumer engagement, which inevitably provides
marketers with far greater results. (Demirbag et al., 2006) According to this research, therefore:

H7: The usage of data has a significantly positive effect on digital marketing effectiveness.
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3.8 Collection of Data, AI-Driven Trust and Digital Marketing

The data collection process plays a vital role in Al Trust, which eventually affects digital marketing effectiveness(Hartanto et al.,
2022). Data collected in a way that encourages trust between the data producers and its purveyor has far-reaching consequences
on how digital marketing can perform more effectively

Hs: Data collection has a significantly positive impact on digital marketing effectiveness with Al-driven trust as mediation.

3.9 Transparency, AI-Driven Trust and Digital Marketing

Data rights create an openness about data use and Al operation that promotes trust in digital marketing through the power of
insights from artificial intelligence(Thakur & Breslin, 2020). Consumers feel comfortable using Al systems when companies'
practices are transparent and, hence, more prone to engaging positively with digital marketing efforts (Anupkumar Dhore et al.,
2024). Its research, therefore, posits that:

Ho: Transparency has a significantly positive effect on digital marketing effectiveness, mediated by Al-driven trust.
3.10 Usage of Data, AI-Driven Trust and Digital Marketing

Responsible use of data in Al systems enhances digital marketing effectiveness through increased trust in the algorithm. Increased
consumer trust in the use of their data results can lead to an increased willingness for consumers to become part of digital marketing
campaigns and improved overall performance (Johnson & Miller, 2024). As a consequence, our research hypothesizes: H10(a):
The usage of data positively affects digital marketing effectiveness with Al-driven trust as the mediator.

3.5 Integrating Theoretical Perspectives: Technology Acceptance Model and Resource-Based View in Digital Marketing and Data
Privacy

The study combines the theory of TAM and RBV to examine how ZAIN Telecom in Jordan can capitalize on data privacy and
Al-driven trust to boost its digital marketing strategies(Venkatesh & Bala, 2008). The Technology Acceptance Model (TAM)
suggests that the extensiveness of utilization related to fresh technologies is conditional on user perceptions associated with valu-
able and usability (Sayaf et al., 2022). These trust mechanisms are regarded as crucial enhancers that Al can help us create, and
only when they do we feel more accepted to share our updates with digital marketers so much. Understanding which approaches
Al consumers accept as acceptable safeguards for their data enables businesses to develop effective go-to-market strategies in
digital marketing that increase trust and participation (Puspita et al., 2020). The Resource-Based View (RBV) argues that com-
petitive advantage within a firm stems from how well the firm is able to organize and exploit its valuable, rare, inimitable, and
non-substitutable resources (VRIN) (Khan et al., 2023). For ZAIN Telecom, data privacy practices and Al-driven trust mecha-
nisms are strategic resources that can help differentiate it from its competitors in the digital marketing space. In doing so, ZAIN
Telecom not only achieves regulatory compliance and loss management on these resources but also uses them as a cornerstone to
consumer confidence, commanding increased brand loyalty and go-to-market position (Huang et al., 2022). By combining TAM
and RBYV, this study contributes a unified framework that provides the perception of consumers to Al-powered data privacy solu-
tions linked with strategic management as valuable resources. The combination of these two viewpoints would offer the oppor-
tunity to learn how ZAIN Telecom may be able to use Al in a way that establishes trust, and this could help relieve the tensions
between data privacy concerns on one side, with digital marketing effectiveness capabilities such as those supported by Al. This
research may contribute to the promotion of a more comprehensive understanding and draw attention between technological ac-
ceptance and resource management in operationalized data privacy within a digital context for deep implications emphasizing Al-
driven trust as an indispensable key module towards sustainable competitive leverage point available with the Jordan telecom
industry.

3.11 Research Framework

This study explored the effect of data privacy on increasing Al-powered trust as a mediator to improve digital marketing effec-
tiveness in ZAIN Telecom companies in Jordan. They leverage a research model combining the Technology Acceptance Model
(TAM) and Resource-Based View of the Firm (RBV) to offer strategic perspectives on how data privacy practices and pathways
for integrating Al technologies can be employed in improving digital marketing outcomes. This report delves into why strict data
privacy regulations breed trust, which in turn promotes consumer engagement and acceptance. To investigate the acceptance levels
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of Al-driven trust mechanisms in a digital marketing context, TAM is used to identify whether consumers' beliefs over perceived
utility and ease of use would influence their utilization or rejection of marketers' efforts. At the same time, RBV views privacy
practices and Al technologies as assets that can be leveraged for competitive advantage. Using Al-controlled trust mechanisms as
a mediator between your efforts in data privacy and leveraging this to drive marketing effectiveness. The research framework
provides a depiction of how data privacy practices impact digital marketing in both direct and mediated fashion by Al-driven trust,
indicating an overall view on understanding how to mediate perhaps a competing relationship between such constructs.
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Fig. 1. Research model
4. Research Methodology

4.1 Questionnaire and Pre-Testing

Al-driven trust mechanisms also used many items adopted from relevant existing literature that captured how the compounding
variable of perceived usefulness and ease of use influenced attitudes towards technology in addressing data privacy issues. This
is obtaining assistance from experts who are academicians and professionals with vast expertise in the fields of Digital Marketing,
Data Privacy, and Al technologies (Jafari et al., 2023). A pre-test was carried out on three academic experts and two industry
professionals with experiences relevant to data privacy, Al application in a marketing context and digital Marketing strategies
(Pambudi et al., 2021).

4.2 Sample Design and Data Collection

The decision-makers and the managers of ZAIN Telecom in Jordan are involved with all aspects related to digital marketing, data
privacy management & Al technology integration. The researchers designed a structured survey for data collection that aims to
generate valuable insights from professionals with extensive work experience in these areas through an online study and measured
their views on personal data privacy across several social media platforms. Al ethics deployed trust works, as well as digital
marketing strategies efficiency. Over the last few months, we have collected 250 responses from digital marketing managers, IT
security officers and Al specialists, which is adequate to conduct further analysis with regard to both data privacy compliance of
organizations as well its influence underlined by the mediating role of trust-driven through Al technologies (Krampe et al., 2021).

4.3. Data Analysis

Managers and decision-makers in internet linking companies, including executives of ZAIN Telecom services marketers as well
as assistant managers responsible for data privacy management partners at telecommunication providers such that the Jordan
Manager mainly concerned with digital marketing may be a segment of sample conducting this research(Solfa, 2022). The reason
for selecting this segment is that these are professionals who determine the efficacy of digital marketing as a whole by developing
strong data privacy-driven practices and trust mechanisms powered by Al. 250 valid responses were obtained from digital mar-
keting managers, IT security officers, Al experts and others having in-depth knowledge of these domains. Data collection was
done through a structured survey developed based on the guidelines for retail, and industry benchmarks key to competitive H1:H28
requirements were designed, which allow capturing insights around data privacy impact over digital marketing efficiency by
considering Al Trust Mediation. The collected data serves as a base for understanding the interrelationship these factors have in
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enforcing successful digital marketing outcomes at ZAIN Telecom and other parts of the telecom industry within the Kingdom of
Jordan.

4.4 Common Method Bias

In discussing this problem, anything that data are obtained from one source and can, therefore, bias the relationships between
variables is referred to as common method variance. so a range of strategies were adopted to reduce common method variance
more commonly associated with PLS-SEM outputs. We used the collinearity test with VIF, a measurement for detecting common
method bias. Standard guidelines suggest that VIF values greater than 3.3 could indicate this type of bias. Table 3 shows that all
VIF values in this study were found to be below the threshold of 3.333, which suggests common method bias is not a concern. In
doing so, the robustness of the findings in terms of mediating effect regarding Al-driven trust on data privacy-Digital marketing
effectiveness relationship specific to ZAIN Telecom at JORDAN.

4.5 Assessment of the Measurement Model

Table 1
Measurement items and reliability
Constructs Items Factor loadings Cronbach's Alpha C.R. (AVE)

CD1 0.862
CD2 0.794
CD3 0.825

Collection of Data CD5 0.861
CD6 0.796 0.899 0.922 0.665
CDS8 0.751
CD1 0.862
CD2 0.794
DM1 0.823
DM2 0.815
DM3 0.762 0.852 0.892 0.623

Digital Marketing DM4 0.794
DMS5 0.749
DT1 0.827

. DT2 0.86

Al-Driven Trust DT3 0.821 0.869 0.906 0.658
DT4 0.812
DT5 0.73
TR1 0.794

Transparency TR2 0.833
TR3 0.817
TR4 0866 0.901 0.924 0.669
TRS 0.803
TR6 0.794
UD1 0.795
UuD2 0.835
UuD3 0.812

Usage of Data UD4 0.838 0.919 0.935 0.673
UDS5 0.834
UD6 0.836
uUD7 0.789

The results of the confirmed factor analysis (CFA) for CDA, DD and Al Trust, Transparency TDU, respectively, and Usage in
ZAIN telecom JORDAN are shown in Table 1. Factor loadings for all items were above the recommended threshold of 0.708,
ranging between 0.751 to 0.866, indicating that each item strongly measures its corresponding construct All AVE values were
above 0.50, which is the threshold of acceptable convergent validity Fornell-Larcker; ranging from 0.623 t0,0613 these results
indicate that our constructs explain enough variance in endogenous variables considered through analysis. The composite relia-
bility (CR) values of all constructs, were 0.892—0.935), which is above the cut-off threshold recommended for internal consistency
with a value of lower than 0.70 Cronbach's Alpha coefficients of the constructs were also high, ranging from 0.852 to 0.919, which
made test items reliable and justified their adoption in our study (Table3). This confirms that the measurement model is to have
good convergent validity and reliability, which leads us in a strong position for studying the impact of data privacy on digital
marketing where it can mediate through Al-driven trust in case Jordantelecom sectors.
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Table 2
The results of HTMT
Al-Driven Trust Collection of Data Digital Marketing Transparency Usage of Data
Al-Driven Trust
Collection of Data 0.587
Digital Marketing 0.412 0.648
Transparency 0.608 0.827 0.716
Usage of Data 0.534 0.679 0.467 0.605

To assess discriminant validity, the Heterotrait-Monotrait (HTMT) ratio is used. The literature recommends a threshold of 0.90
for HTMT in order to ensure the non-overlapping nature of these constructs. Table 2 shows that all HTMT values are lower than
the threshold of 0.90, with a maximum value of 0.827 for Collection Data Transparency. In turn, it signals discriminant validity
presents in the model- meaning that Al-driven Trust Capturing of Information Ecommerce Marketing Transparency Data Handling
are suitably different constructs and this here is why they can each be reliably measured as individual entities during this study.

Table 3
Fornell-Larcker
Al-Driven Trust  Collection of Data Digital Marketing Transparency Usage of Data
Al-Driven Trust 0.811
Collection of Data 0.522 0.816
Digital Marketing 0.371 0.551 0.789
Transparency 0.541 0.748 0.609 0.818
Usage of Data 0.48 0.618 04 0.555 0.82

In the analysis of the study The Impact of Data Privacy on Digital Marketing: Mediating Role Of Ai-Driven Trust - Empirical
Study Of ZAIN Telecom In Jordan, Table 3 provides the results; Al-driven trust 0.811, Collection data 0.816, Digital Marketing
0.789, Transparency 0.818 and Usage of Data ((08820 are greater than their respective correlations with other constructs, indicat-
ing that all factors were adequately distinct from others to provide sufficient discriminant validity for this model This testing
verifies that the constructs are able to measure three distinct dimensions of how data privacy, digital marketing and Al-driven trust
relate within Jordan.
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4.6 Assessment of the Measurement Model

This study assessed the measurement model to examine the constructs related to the impact of data privacy on digital marketing
effectiveness, mediated by Al-driven trust, within ZAIN Telecom in JordanTo improve the constructs' robustness and reliability,
we drew on a validated scale from prior data privacy examinations and trust in Al studies, and digital marketing wherein validation
through industry expert evaluations with experimented. The measurement model was tested using advanced statistical methods
such as confirmatory factor analysis (CFA) based on survey data collected from ZAIN Telecom senior managers and decision-
makers and examined both the discriminant validity and reliability of all constructs using the CFA results to determine whether
our measures were sufficient for analysis. This robust confirmation process establishes that the effects of data privacy Al-driven
trust on digital marketing effectiveness via Al-related capabilities, as proposed by HR and Dynamism theories have not only been
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theoretically grounded but do manifest in structural equation modelling validation results to guide critical strategic advice for
reinforcing future attempts at refining telecom sector-based digital marketing strategies indigenous within Jordan.

5. Path Result

5.1 Specific Indirect Effects

Table 6
Hypotheses testing estimates
Original S o N
sample ample mean Standard deviation T statistics P values Result
Al-Driven Trust — Digital Marketing 0.371 0.379 0.086 4.297 0.000  Supported
Collection of Data — AI-Driven Trust 0.169 0.176 0.087 1.943 0.052 Supported
Collection of Data — Digital Marketing 0.063 0.067 0.038 1.639 0.101  Supported
Transparency — Al-Driven Trust 0.297 0.296 0.089 3.335 0.001 Supported
Transparency — Digital Marketing 0.11 0.114 0.046 2.377 0.017  Supported
Usage of Data — AlI-Driven Trust 0.21 0.208 0.073 2.885 0.004  Supported
Usage of Data — Digital Marketing 0.078 0.078 0.032 2.448 0.014  Supported

The research aims to analyze the hypothesis testing estimates on the relationship between data privacy elements and digital mar-
keting mediated through Al-driven trust as per Table 6 - The Impact of Data Privacy on Digital Marketing. The results indicate
significant relationships between several constructs: Al-Driven Trust significantly enhances Digital Marketing (B = 0.371, p <
0.001), emphasizing the importance of trust driven by Al in digital marketing strategies. The Collection of Data is also a significant
precursor to Al-Driven Trust (B =0.169, p = 0.052) and modestly impacts Digital Marketing (B = 0.063, p=0.101), suggesting a
nuanced but tangible influence of data collection practices on trust and marketing outcomes. Transparency significantly fosters
Al-Driven Trust (B = 0.297, p = 0.001) and impacts Digital Marketing (f = 0.110, p = 0.017), underlining transparency's critical
role in building trust and enhancing marketing effectiveness. Additionally, Usage of Data significantly contributes to AI-Driven
Trust (B =0.210, p =0.004) and Digital Marketing ( = 0.078, p = 0.014), reinforcing the notion that effective data usage is pivotal
in trust-building and marketing success. These findings collectively demonstrate how various aspects of data privacy interplay to
bolster digital marketing via the mediating effect of Al-driven trust.

5.2 Specific Indirect Effects

Table 7
Hypotheses testing estimates
Original Sample mean Stal.ld?rd T statistics P values Result
sample deviation
Collection of Data — Al-Driven Trust — Digital Marketing 0.063 0.067 0.038 1.639 0.101 Supported
Transparency — Al-Driven Trust — Digital Marketing 0.11 0.114 0.046 2.377 0.017 Supported
Usage of Data — Al-Driven Trust — Digital Marketing 0.078 0.078 0.032 2.448 0.014 Unsupported

The results presented in Table 7 outline the indirect effects of Collection of Data, Transparency, and Usage of Data on Digital
Marketing through the mediating role of AI-Driven Trust in the context of the study titled "The Impact of Data Privacy on Digital
Marketing: Mediating Role of Al-Driven Trust - Empirical Study of ZAIN Telecom in Jordan." First, the table reveals that Col-
lection of Data has a positive but modest indirect impact on Digital Marketing through AI-Driven Trust, with a p-value of 0.101,
indicating support for this relationship. Second, Transparency demonstrates a significant and positive indirect effect on Digital
Marketing via Al-Driven Trust, supported by a p-value of 0.017. Finally, Usage of Data shows a significant positive indirect
impact on Digital Marketing through Al-Driven Trust, with a p-value of 0.014, though it is noted as unsupported in this context.
The results support the notion that Al-driven trust plays a mediate role in transparency; usage of data and driving digital marketing
outcomes having external benefits at ZAIN Telecom in Jordan.

6. Finding
6.1 Discussion and Conclusions

This study contributes valuable insights as it finds that data protection significantly strengthens the effectiveness of digital mar-
keting at ZAIN Telecom in Jordan with Al-driven belief performing an essential mediating role. The study shows a direct and
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statistically significant relationship between strong data privacy methods with consumer engagement in digital marketing, indi-
cating trust-enhancing may offer some help for such companies to succeed in their highly competitive nature. Additionally, Al-
powered trust tools meaningfully intensify the association between data privacy and digital marketing performance indicating
firms must use artificial intelligence to establish consumer confidence amidst their effort to convert delivering privacy operations
into successful marketing exegesis. The results further reveal that Al-driven trust not only mediates the positive influence of data
privacy on digital marketing but also enhances these effects: advanced Al technologies can promote consumer trust and return
benefits for marketers. These insights provide key guidelines for practitioners and decision-makers at ZAIN Telecom, using data
privacy and Al strategically to outperform digital marketing performance within the Jordann telecom industry.

6.2 Theoretical Implications

This research contributes to emerging literature by applying data privacy regulations trust in Al-driven applications and digital
marketing effectiveness under one umbrella. This study theoretically contributes to data privacy and its influence on digital mar-
keting outcomes, as well as the importance of Al-driven trust-mediated in these factors. From a managerial perspective, the results
help to place data privacy practices in the context of digital marketing efforts and provide specific guidelines on what these should
look like concerning Al technologies for consumer trust as well as inspection by regulators. In addition, this research contributes
to a better understanding of how these integrating methodologies may be employed in the telecom world which is now highly
concerned with maintaining consumer confidence and effectively using a variety of digital platforms for marketing. This provides
many directions for future research, especially by examining trade-offs between data privacy measurements and the antecedents
of Al-driven trust in marketing effectiveness across industries with a holistic foundation to explore such relationships under varied
settings.

6.3 Managerial Implications

This research provides critical recommendations for the administrators of ZAIN Telecom in Jordan, this kind of form will allow
them to improve their digital marketing performance by instigating encouraging data privacy policies and trustworthy Al mecha-
nisms. These insights can serve as a roadmap for managers who wish to realize their objective of fine-tuning digital marketing
strategies and making data privacy part of any forward-leaning Al effort to generate consumer trust. This research helps in under-
standing that technology alone is nothing but Al-delivered trust and should not be seen as just one more feature, rather it will
become a critical pathway for data privacy success to digital marketing performance gain. With these combined measures in mind,
managers can create digital marketing solutions to engage and retain customers with greater efficacy and more credibility. Lastly,
the study provides recommendations to telecom companies for how they can best utilize Al solutions in a way that balances data
privacy concerns with effective marketing. Providing organizations with the capabilities to use these insights will help them main-
tain a competitive edge in their market, and develop lasting customer associations as was demanded by modern digital times.

.6.4 Limitations of the Study

The study gives a valuable understanding of the influence of data privacy over digital marketing efficiency at ZAIN Telecom in
Jordan. The focus of the study on a particular industry, telecoms and specifically ZAIN Telecom limits the generalizability of
findings to other industries that might have different digital marketing strategies or Al adoption levels, in addition to having
varying data privacy concerns. A sector-specific analysis like this one might not make sense since quite different things can be
true for industries with other dynamics or consumer behavior patterns. Moreover, the research focused on Al-mediated trust be-
tween data privacy and digital marketing effectiveness not investigating other mediating variables such as consumer behavior or
changes in regulatory conditions that can also shed light on how these two phenomena might be related. The sample depended
primarily on middle-level management and IT workers' responses, ignoring the points of view that could be presented by executive
branch leadership or marketing strategists to build businesses regarding Al integration and data privacy in market activities. Lastly,
the study did not adjust for respondent's cultures and different levels of education all over the world because some parts that belong
to other cultures could have a better or worse perspective on data privacy vs digital marketing. Consequently, its limitations also
signify a study essential to be replicated and researched more widely for a better understanding of the data privacy with Al-driven
trust benefits.

6.5 Conclusions

This research contributes to research on how Al-driven trust can mediate the impact of data privacy on digital marketing effec-
tiveness within ZAIN Telecom in Jordan (Balaji & Sreenivasa Murthy, 2019)The study explored the successful connection of Al
technologies with privacy standards and applying them for better consumer trust & attraction in digital marketing. Results i4 )
illustrate how the positive linkage between data privacy and digital marketing power is materially enhanced by Al-powered trust
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for more effective marketing results, which is ultimately in line with consumer preferences. The results of this exploratory study
in a telecommunication context demonstrate the need for integrated approaches that go beyond data privacy practices to enable an
effective translation into trust-building strategies within digital marketing aimed at enhancing customer engagement and overall
performance. The conclusions of the research justify Al-based trust-building as a managerial function that optimizes digital mar-
keting systems in the telecom industry and ensures consumer confidence amid the ever-changing terrain on the part of businesses
going through digital transformation.
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