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Abstract 
In the digital age, data has become a central asset for businesses across the globe, particularly in the field of marketing. However, concerns about 
data ownership, privacy, and transparency have emerged as key challenges, especially in emerging markets such as Iringa Municipal in 
Tanzania. As digital marketing practices continue to expand in the region, there is an increasing need for secure, transparent, and accountable 
systems to manage the flow of consumer data. Blockchain technology, known for its decentralized and tamper-proof nature, is being seen as a 
potential game-changer in addressing these challenges. This study explored the transformative potential of blockchain technology in digital 
marketing, particularly focusing on data ownership, transparency, and consumer trust. Conducted in Iringa Municipal, Tanzania, with a sample 
size of 100 respondents, the research aimed to understand how blockchain can enhance marketing performance by addressing existing 
challenges in data handling and fostering consumer engagement. The findings revealed a complex landscape where perceptions of blockchain's 
impact on data ownership varied, with notable concerns about consumer control and data security. Furthermore, the study identified significant 
barriers to blockchain adoption, including costs and limited awareness among businesses. Despite these challenges, respondents expressed 
optimism about blockchain's ability to improve targeting accuracy and build consumer trust, emphasizing the need for greater transparency in 
data usage and ad targeting practices. Ultimately, this research contributes valuable insights into the integration of blockchain in digital 
marketing strategies, highlighting both opportunities and obstacles for businesses in emerging markets. 
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1. Introduction 
In the digital age, data has become a central asset for 
businesses across the globe, particularly in the field of 
marketing. However, concerns about data ownership, privacy, 
and transparency have emerged as key challenges, especially 
in emerging markets such as Iringa Municipal in Tanzania. As 
digital marketing practices continue to expand in the region, 
there is an increasing need for secure, transparent, and 
accountable systems to manage the flow of consumer data. 
Blockchain technology, known for its decentralized and 
tamper-proof nature, is being seen as a potential game-
changer in addressing these challenges. By providing a 
transparent and immutable record of transactions, blockchain 
holds the promise of revolutionizing digital marketing by 
ensuring greater control over data ownership, reducing fraud, 
and enhancing trust between businesses and consumers. Iringa 
Municipal, like many other emerging markets, is experiencing 
a significant shift towards digitalization, with local businesses 
adopting digital marketing strategies to reach a growing 
online audience. However, the lack of regulatory frameworks 
and secure digital infrastructure has led to issues surrounding 
data ownership, privacy, and transparency. Consumers in the 
region often feel uncertain about how their personal data is 

being collected, used, and stored by businesses. Furthermore, 
businesses face challenges related to ad fraud, inaccurate data, 
and inefficiencies in their marketing efforts. 
Blockchain technology has emerged as a potential solution to 
address data ownership and privacy challenges in digital 
marketing and other domains. Its decentralized nature and 
immutability offer improved data security and integrity [1]. 
Blockchain can enable individuals to have greater control 
over their personal data, allowing them to decide what 
information to share and with whom [2]. This technology has 
been applied in various contexts, such as preventing odometer 
fraud in vehicles by securely recording mileage and GPS data 
[3]. However, the adoption of blockchain faces obstacles due 
to evolving privacy concerns, regulatory uncertainties, and 
technical complexities [1]. While blockchain shows promise in 
enhancing data privacy and security, it also has limitations 
and challenges that require further research to ensure absolute 
data protection [4]. Overall, blockchain technology presents 
opportunities for improving data ownership and privacy, but 
its implementation and effectiveness continue to be areas of 
ongoing study. 
Digital marketing adoption in Tanzania had been on the rise, 
with studies showing its positive impact on businesses, 
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particularly SMEs. Research indicated that perceived trust and 
ease of use significantly influenced mobile marketing 
adoption in the telecommunications industry [5]. SMEs 
employing digital marketing strategies experienced increased 
sales revenue compared to those not utilizing such methods 
[6]. Factors such as business size, strategy, resources, and 
entrepreneur characteristics were found to be statistically 
significant in predicting social media marketing adoption 
among SMEs [7]. However, the digital marketing landscape 
was also facing challenges related to consumer privacy 
concerns. Marketers were tasked with balancing the need for 
customer acquisition with growing privacy concerns, as 
acceptable use of private information in one context could be 
considered an invasion of privacy in another [8]. These studies 
highlighted the importance of digital marketing while 
emphasizing the need to address privacy issues. 
Blockchain technology has emerged as a transformative force 
in digital marketing, enhancing transparency and trust in 
consumer-brand relationships. Studies have shown that 
blockchain can increase consumer trust by ensuring data 
integrity and eliminating intermediaries, making marketing 
processes more efficient and cost-effective [9]. The technology 
enables verifiable and immutable records of transactions and 
interactions, addressing issues like ad fraud and improving 
campaign transparency [10, 11]. Blockchain-enabled marketing 
analytics offer innovative solutions to traditional challenges, 
potentially revolutionizing digital marketing practices [11]. 
Furthermore, blockchain acts as incremental innovation in 
marketing, fostering disintermediation, combating click fraud, 
reinforcing trust and transparency, enhancing privacy 
protection, and enabling creative loyalty programs [12]. While 
the potential benefits are significant, researchers acknowledge 
the need for regulatory frameworks to address data privacy 
concerns and promote interoperability in blockchain adoption 
for marketing purposes [11].  
In Tanzania blockchain technology has emerged as a 
transformative force in digital marketing, offering enhanced 
transparency, trust, and security. By leveraging distributed 
ledgers, blockchain can provide verifiable and immutable 
records of transactions and interactions [13]. In Tanzania, 
blockchain adoption could address challenges in healthcare 
record management, land registration, and banking security 
[14]. The technology promises benefits such as fostering 
disintermediation, combating click fraud, reinforcing trust and 
transparency, enhancing privacy protection, and enabling 
creative loyalty programs [15]. Blockchain's implementation in 
customer relationship management can ensure data 
confidentiality and accuracy through decentralized ledgers 
and automatic verification of data blocks [16]. While 
blockchain offers significant potential for revolutionizing 
marketing practices, its successful implementation depends on 
resolving challenges like scalability, speed, and 
interoperability [15]. 
Various studies have shown that blockchain technology has 
occurred as a potential disruptor in digital marketing and 
business models. Research has explored its applications in 
improving transparency, trust, and efficiency in digital 
advertising [17]. Blockchain enables innovative business 
models, with public blockchains potentially disrupting 
existing models and private blockchains enhancing current 
value propositions [18]. In the digital marketing sector, 
blockchain can increase consumer trust by ensuring data 
integrity and eliminating intermediaries, making processes 
simpler and more cost-effective [9]. The technology offers 
promising applications in international marketing, addressing 

challenges through distributed ledger technology and smart 
contracts [19]. Key areas of innovation include rewarding users 
for web interactions, ensuring data security, and increasing 
supply chain transparency [17]. As blockchain continues to 
evolve, it has the potential to revolutionize marketing 
practices and create new business opportunities across various 
industries. 
The technology's decentralized and distributed nature 
provided enhanced transparency, reliability, and security for 
data and business processes [20]. In the digital advertising 
sector, blockchain presented possibilities for customer-
oriented platforms, improved interactions between consumers 
and businesses, and innovations such as rewarding users for 
web interactions and content creation [17]. While initially 
associated with cryptocurrencies, blockchain's applications 
expanded to legal and supply chain management, attracting 
attention from banks, governments, and corporations [21]. As 
blockchain continued to evolve, it promised to address trust 
issues efficiently, potentially becoming as impactful as the 
Internet in enabling new business models and research 
opportunities. 
Blockchain technology appeared as a transformative force in 
digital marketing, offering enhanced transparency, trust, and 
fraud reduction [10]. It enabled value communication, 
increased brand value, and improved consumer trust through 
data integrity [9]. Blockchain's potential in marketing included 
disintermediation, combating click fraud, reinforcing 
transparency, protecting privacy, enhancing security, and 
enabling innovative loyalty programs [12]. However, 
challenges persisted in its adoption. While digital marketing 
contributed to innovation and blockchain adoption, the impact 
was not statistically significant [22]. The technology's rapidly 
evolving nature posed difficulties in capturing its full 
potential [10]. Nevertheless, blockchain's application in digital 
marketing showed promise in making processes simpler, 
cheaper, faster, and more accessible by eliminating 
intermediaries [9]. As data security and regulatory compliance 
gained importance, businesses were encouraged to prioritize 
these aspects to leverage blockchain's full potential in 
advertising strategies [22]. 
Studies have shown that blockchain can enhance 
transparency, security, and efficiency in marketing practices 
by leveraging distributed ledgers [13]. The technology offers 
benefits such as combating ad fraud, verifying ad impressions, 
and optimizing customer reward programs [13, 15]. Blockchain 
also has the potential to foster disintermediation, reinforce 
trust, and improve privacy protection in digital marketing [15]. 
Furthermore, blockchain can address issues of data 
transparency, consumer privacy, and ad fraud in the 
advertising ecosystem, making it more trustworthy and 
effective [23]. However, the realization of these benefits 
depends on factors such as the type of blockchain used and 
the resolution of challenges like scalability and 
interoperability [15]. 
The problem addressed in this study stemmed from the 
growing concerns over data ownership, transparency, and 
trust within the digital marketing ecosystem in Iringa 
Municipal, Tanzania. As businesses increasingly relied on 
consumer data to drive their marketing strategies, there was a 
significant gap in how this data was managed, secured, and 
shared. Traditional systems of digital marketing were often 
opaque, leading to issues such as data breaches, misuse of 
personal information, and a lack of consumer trust. Despite 
the potential of blockchain technology to offer a 
decentralized, transparent, and secure solution to these issues, 
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its application in digital marketing within emerging markets 
like Iringa Municipal remained largely unexplored. This 
study, therefore, sought to investigate how blockchain could 
address these challenges, particularly in enhancing data 
ownership and transparency in the region's digital marketing 
sector. 
The objective of this study was to investigate how blockchain 
technology transformed digital marketing practices in Iringa 
Municipal, Tanzania, by addressing key challenges related to 
data ownership, transparency, and consumer trust. 
Specifically, the study aimed to explore how blockchain had 
been applied to give consumers greater control over their 
personal data, assess its impact on increasing transparency in 
data handling and advertising practices, and examine how 
these changes influenced business-consumer relationships in 
the digital marketing landscape.  
The main contribution of this study was to provide a 
comprehensive understanding of how blockchain technology 
could transform the digital marketing landscape by enhancing 
data ownership and transparency in Iringa Municipal, 
Tanzania. The research offered valuable insights into how 
blockchain could empower consumers by giving them greater 
control over their personal data while fostering trust between 
businesses and consumers. It also identified the practical 
benefits for businesses, such as improved transparency in 
advertising practices and enhanced consumer engagement. 
Furthermore, the study highlighted the challenges faced by 
local businesses in adopting blockchain technology and 
provided recommendations for overcoming these barriers to 
fully leverage its potential in digital marketing. 
 
2. Methodology 
The study employed a mixed-methods research design, 
combining both quantitative and qualitative approaches to 
gather comprehensive data on the role of blockchain in 
transforming digital marketing in Iringa Municipal, Tanzania. 
A structured questionnaire was administered to a sample size 
of 100 respondents, comprising local business owners, digital 
marketers, and consumers who were actively engaged in 
digital marketing practices. The sample was selected using 
purposive sampling to ensure representation of individuals 
with relevant experience in digital marketing and blockchain 
technology. 
The quantitative data collected through the questionnaire 
focused on key variables such as data ownership, 
transparency, consumer trust, and the adoption of blockchain 
technology in digital marketing. Descriptive statistics were 
used to analyze the frequency distributions and percentages of 
the responses. Additionally, qualitative interviews were 
conducted with a subset of 10 participants to gain deeper 
insights into the challenges and opportunities associated with 
blockchain integration in the local digital marketing 

landscape. The qualitative data were analyzed thematically to 
identify key patterns and trends. 
This mixed-methods approach allowed for a holistic 
understanding of the impact of blockchain on digital 
marketing, combining numerical data with personal 
experiences and perceptions from stakeholders within the 
industry. 
 
3. Results and Discussion 
In this section, the results and discussions of the study were 
presented, drawing insights from a sample of 100 
respondents. The focus was on six key indicators that 
encapsulated the multifaceted impacts of blockchain 
technology on digital marketing. The first indicator, Impact of 
Blockchain on Data Ownership, explored how blockchain 
empowered consumers with control over their personal data 
while examining business access to this data and the 
implications for security and privacy. Next, Transparency in 
Digital Marketing evaluated the openness with which 
businesses communicated their data collection, usage, and 
targeted advertising practices. The discussion then 
transitioned to Blockchain’s Role in Building Consumer 
Trust, assessing consumer confidence in data handling, digital 
transactions, and overall business integrity as influenced by 
blockchain's inherent transparency and decentralization. 
Following this, the Adoption of Blockchain Technology in 
Digital Marketing revealed the pace at which local businesses 
integrated blockchain, along with the barriers they 
encountered and the associated costs. The fifth indicator, 
Effectiveness of Blockchain in Enhancing Marketing 
Performance, investigated improvements in targeting 
accuracy, customer engagement, and return on investment for 
marketing campaigns utilizing blockchain. Each of these 
indicators contributed to a comprehensive understanding of 
blockchain's transformative role in the digital marketing 
landscape, paving the way for enhanced strategies and 
practices in the industry. 
 
3.1. Impact of Blockchain on Data Ownership 
The study examined the impact of blockchain on data 
ownership by focusing on several critical aspects. 
Respondents were asked about the level of consumer control 
over personal data, reflecting how well individuals could 
manage and secure their information. Additionally, the 
research explored business access to consumer data, 
considering how companies utilized this data within the 
framework of blockchain. Lastly, the issue of data security 
and privacy was assessed, looking at how blockchain 
enhanced protection for both consumers and businesses. 
These sub-indicators provided insight into how blockchain 
reshaped the balance of power and trust in digital data 
ownership. 
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Fig 1: Showing the impact of blockchain on data ownership 
 

3.1.1. Consumer Control Over Personal Data 
In the study as prefigure 1, respondents offered diverse views 
regarding the impact of blockchain on consumer control over 
personal data. A total of 55 respondents reported a moderate 
level of control, indicating that while blockchain technology 
introduced some improvements, it hadn’t fully transferred 
power to consumers. One respondent remarked,  
“…blockchain gives us some control over our data, but we’re 
still not entirely in charge. Companies still find ways to 
access and use information without our full understanding...”  
This reflects a response that while blockchain is seen as a step 
in the right direction, it hasn’t yet transformed data 
ownership. 
Meanwhile, 25 respondents felt the level of control was low, 
with ongoing concerns about transparency and access. One 
participant shared: 
“…I expected blockchain to revolutionize how I manage my 
data, but in reality, I still feel like I don’t have enough say 
over how my personal information is handled…”  
This group highlighted that, despite the promise of 
decentralization, real-world applications still leave significant 
gaps in user control. 
On the contrary, 20 respondents rated the control as high, 
expressing optimism about blockchain’s potential to reshape 
data ownership. One participant said: 
“…with blockchain, I finally feel in control of my personal 
data. I know who’s accessing it and can decide what to 
share...”  
These individuals valued the transparency and immutability 
that blockchain provided, feeling that, for them, the 
technology had delivered on its promise of greater control and 
security.  
However, the overall distribution of responses indicates that 
while blockchain has made strides, full consumer control over 
personal data has not been fully realized yet. 
 
3.1.2. Business Access to Consumer Data 
In the study as indicated in figure 1, respondents provided 
various perspectives on the impact of blockchain on business 
access to consumer data. A total of 50 respondents viewed 
business access as moderate, indicating that blockchain had 
changed the dynamics of data usage, but businesses still 
maintained considerable access to consumer information. One 
respondent remarked: 

“…blockchain has made it harder for companies to misuse 
personal data, but they still have plenty of ways to access it 
legally. The transparency it brings doesn’t mean they’re 
completely restricted…”  
This group highlighted that while transparency has improved, 
businesses still navigate blockchain systems to access data in 
ways that benefit their operations. 
Meanwhile, 30 respondents felt that business access was low, 
reflecting a belief that blockchain had significantly limited 
companies’ ability to exploit consumer data. One participant 
said: 
“…I think blockchain has put some important barriers in 
place. Now, businesses need to be more upfront about how 
they’re using our data, and it’s harder for them to get away 
with invasive practices...”  
For these respondents, blockchain had successfully curtailed 
businesses' unfettered access, aligning with the technology’s 
decentralization and privacy-focused promises. 
On the other hand, 20 respondents considered business access 
to consumer data to be high, suggesting that despite 
blockchain’s potential, companies still had significant 
leverage over personal data. One participant explained: 
“…even with blockchain, businesses are finding ways to get 
consumer data. They just have to be more transparent about 
it, but at the end of the day, they still have a lot of control…”  
This group felt that while blockchain had improved visibility 
over data transactions, it hadn’t fully shifted power away from 
businesses when it came to accessing consumer data.  
These mixed responses reveal that while blockchain has made 
notable advancements in managing data ownership, its impact 
on limiting business access remains an area with room for 
improvement. 
 
3.1.3. Data Security and Privacy 
In the study, respondents expressed diverse views on the 
impact of blockchain on data security and privacy. According 
to figure 1, out of the total sample, 40 respondents believed 
that the level of data security and privacy was moderate, 
emphasizing that while blockchain provided a significant 
layer of protection, there were still challenges in ensuring 
complete privacy. One respondent stated: 
"…blockchain offers a lot more security than traditional 
systems, but it’s not foolproof. There are still vulnerabilities, 
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especially when it comes to how data is managed and shared 
on the network…"  
These participants recognized the improvement in security, 
yet they felt blockchain had not entirely resolved privacy 
concerns due to the technical complexities and the ways in 
which data was handled in certain applications. 
Another 40 respondents viewed the impact of blockchain on 
data security and privacy as high, highlighting a strong belief 
that blockchain had significantly improved protection 
mechanisms. These respondents focused on the benefits of 
encryption and decentralization that blockchain offers. One 
interviewee remarked: 
"…with blockchain, I finally feel like my data is secure. 
There’s transparency, but not at the expense of privacy, and 
that’s a big change from how things used to be. It’s harder for 
bad actors to get in and manipulate the data…"  
This group emphasized that blockchain's distributed nature 
reduced the risk of large-scale data breaches, giving users 
more confidence in how their personal information was 
safeguarded. 
On the other hand, 20 respondents felt that data security and 
privacy were still low, suggesting that blockchain had not yet 
lived up to its full potential in this area. One participant 
explained: 
"…blockchain might improve security on paper, but in reality, 
it’s not as private as people think. It depends a lot on how the 
system is implemented, and there are still ways for 
information to be exposed…"  
These respondents were skeptical, noting that blockchain 
technology alone could not guarantee privacy and that much 
depended on external factors such as regulatory frameworks 
and the behavior of organizations managing the blockchain. 
The responses reflect that while blockchain technology has 
brought meaningful advancements in data security and 
privacy, perceptions vary. Some respondents saw it as a 
game-changer, while others believed it still had limitations, 
particularly in practical implementation and privacy 
guarantees. 
 
3.2. Transparency in Digital Marketing 
The study examined the transparency in digital marketing 
across several dimensions, focusing on data collection, data 
usage, and ad targeting. Respondents reflected on how 
blockchain technology had influenced openness in these 
areas, providing varying perspectives on the extent to which 
businesses were clear about their practices. The findings 
highlighted both improvements and ongoing challenges in 
achieving full transparency, as participants shared their 

experiences with how digital marketing processes were 
communicated and executed in their interactions with 
companies. 
 
3.2.1. Transparency in Data Collection 
The insights gathered on transparency in data collection as 
figure 2, revealed a significant division among respondents, 
reflecting varying levels of confidence in how businesses 
communicated their data practices. Among the 100 
participants, 15 individuals firmly disagreed that businesses 
were transparent about their data collection methods. One 
respondent expressed frustration, stating: 
“…I feel like companies often hide behind vague language. 
It’s almost as if they are banking on us not reading the fine 
print. They say they’re collecting data for our benefit, but it 
often feels self-serving...” 
 This viewpoint highlighted a concern about the integrity of 
data collection practices, suggesting that many consumers felt 
their personal information was not being handled with the 
utmost transparency. 
In contrast, a notable portion of respondents, totaling 45, 
adopted a neutral stance on the issue, indicating uncertainty 
regarding the clarity of data collection practices. One 
participant articulated this sentiment by saying: 
“…honestly, I don’t know if companies are being transparent 
or not. Some provide clear explanations, while others are 
ambiguous. It’s really hard to get a straight answer...”  
This ambiguity underlined the challenges consumers faced in 
navigating the complexities of data collection, reflecting a 
general sentiment of confusion rather than outright distrust. 
Meanwhile, 40 respondents expressed agreement that 
improvements had been made in transparency regarding data 
collection, often attributing this to the evolving digital 
landscape and the introduction of regulations. One respondent 
noted: 
“…I’ve noticed some brands making an effort to explain how 
they collect data, especially with the new privacy laws coming 
into play. It’s as if they’re realizing that being open about 
data practices can actually build trust…”  
This positive observation suggested that many businesses 
were beginning to understand the value of transparency as a 
tool for enhancing consumer trust, even though there 
remained significant gaps that needed addressing.  
The responses revealed a complex narrative surrounding 
transparency in data collection, highlighting the need for 
businesses to commit to clearer communication and foster 
greater trust among consumers. 
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Fig 2: Showing the transparency in digital marketing 
 

3.2.2. Transparency in Data Usage 
The findings regarding transparency in data usage as per 
figure 2, showcased a multifaceted perspective among 
respondents, emphasizing the ongoing struggle for clarity in 
how businesses utilized consumer data. Out of 100 
participants, 20 individuals explicitly disagreed that 
businesses were transparent about their data usage practices. 
One respondent voiced strong concerns, stating: 
“…I don’t trust companies when they say they use our data 
responsibly. Often, it feels like they just collect information 
without telling us how it’s actually used. I’ve seen 
advertisements that have clearly targeted me based on data I 
never consented to share...”  
This observation underlined a prevalent mistrust, suggesting 
that many consumers felt left in the dark regarding the 
practical implications of their data being used for marketing 
strategies. 
A considerable portion of the respondents, numbering 50, 
maintained a neutral position on the matter, indicating 
uncertainty or ambivalence about the transparency of data 
usage. One participant articulated this sentiment by saying: 
“…It’s a mixed bag; some companies are great about 
explaining how they use data, while others don’t provide 
much information at all. I sometimes feel like I’m playing a 
guessing game, trying to figure out what happens to my 
information after I provide it…”  
This ambivalence highlighted the challenges consumers faced 
in discerning the actions taken by businesses with their data, 
revealing a need for clearer communication about data usage 
practices. 
In contrast, 30 respondents expressed agreement that there 
had been significant improvements in transparency 
concerning data usage. One respondent reflected positively on 
this change, stating: 
“…I appreciate when companies openly share how they 
utilize my data. Recently, I’ve come across brands that 
include detailed information about their data usage policies, 
and it makes me feel more secure about sharing my 
information…”  
This observation suggested a growing acknowledgment 
among consumers that some businesses were actively 
working to enhance transparency as a means of fostering trust 
and demonstrating accountability. The varied responses 
regarding transparency in data usage illuminated a complex 

landscape where consumer perceptions ranged from 
skepticism to cautious optimism, emphasizing the need for 
continued efforts from businesses to cultivate clearer and 
more transparent practices in their data usage policies. 
 
3.2.3. Transparency in Ad Targeting 
The insights gathered regarding transparency in ad targeting 
as per figure 2, revealed a significantly positive sentiment 
among the respondents, with a notable majority expressing 
agreement about the improvements in this area. Out of the 
100 participants surveyed, 60 individuals agreed that 
businesses had made strides toward being more transparent 
about their ad targeting practices. One respondent articulated 
this sentiment clearly, stating: 
“…I feel more informed than ever about how advertisements 
are directed at me. Many companies now provide details 
about the criteria used for targeting, which gives me a sense 
of control over the ads I see. This kind of transparency is 
refreshing…”  
This viewpoint indicated a growing acknowledgment among 
consumers that businesses were taking meaningful steps to 
disclose their ad targeting methodologies, thus enhancing the 
overall consumer experience. 
Conversely, a smaller segment of respondents, comprising 10 
individuals, disagreed with the notion that ad targeting 
transparency had improved. One such respondent expressed 
their frustration, saying: 
“…while some companies claim to be transparent, I still see 
ads that don’t make sense to me. It feels like I’m being 
targeted based on vague assumptions rather than clear data 
points. I wish they would be more upfront about how they 
decide what ads I should see...”  
This response highlighted the ongoing skepticism among 
certain consumers who felt that despite claims of 
transparency, the reality of ad targeting practices often 
remained unclear or misleading. 
In addition, 30 respondents remained neutral on the issue, 
indicating a degree of ambivalence or uncertainty about the 
transparency of ad targeting practices. One participant 
elaborated on this point, sharing: 
“…I don’t know enough to make a judgment. Sometimes I feel 
informed, especially when companies explain their targeting 
methods, but other times, I’m left wondering what data 
they’re really using. It’s confusing...”  
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This ambivalence highlighted the necessity for businesses to 
enhance their communication regarding ad targeting processes 
to ensure consumers feel adequately informed.  
The feedback concerning transparency in ad targeting 
illustrated a complex dynamic where the majority recognized 
advancements, while a minority continued to grapple with 
uncertainty and dissatisfaction, emphasizing the need for 
continuous improvement in how businesses disclose their 
targeting practices. 
 
3.3. Blockchain’s Role in Building Consumer Trust 
The exploration of blockchain's role in building consumer 
trust revealed significant insights regarding three critical 
dimensions: trust in data handling, trust in digital transactions, 
and trust in business integrity. Participants reflected on their 
perceptions of how blockchain technology influenced their 
confidence in these areas. 
 
3.3.1. Trust in Data Handling 
The interviews conducted with respondents regarding trust in 
data handling as shown in figure 3, revealed a nuanced 
understanding of how blockchain technology influenced 
consumer perceptions of data security and management. 
While 25 respondents rated their trust as low, citing concerns 
over the novelty of blockchain, many expressed a hesitancy to 
fully embrace this emerging technology. One participant 
articulated their skepticism, stating: 
"…I still struggle to trust how my data is being handled. Even 
with blockchain, I worry that there might be vulnerabilities 
that can be exploited…"  
This comment echoed among several others who felt that, 
despite blockchain’s promise, the complexities surrounding 

data handling were difficult to comprehend, leading to a 
degree of mistrust. 
In contrast, 35 respondents indicated a moderate level of trust, 
acknowledging that while blockchain offered a framework for 
better data management, they still had reservations. One 
respondent noted: 
"…I appreciate the concept of blockchain, and I see how it 
could potentially enhance data handling, but I am not entirely 
convinced that it eliminates all risks. I think there is still a 
learning curve for both businesses and consumers..."  
This outlook highlighted the recognition of blockchain's 
advantages, while simultaneously revealing a cautious 
optimism regarding its implementation. 
Interestingly, 40 respondents reported a high level of trust in 
data handling through blockchain, emphasizing the 
technology's potential to revolutionize how data is secured 
and managed. As one enthusiastic respondent shared: 
"…the transparency and immutability of blockchain give me 
confidence that my data is in good hands. I believe that with 
this technology, businesses can no longer hide behind 
complex data handling practices. It holds them 
accountable…"  
This feedback illustrated a growing confidence among some 
consumers that blockchain could facilitate a more trustworthy 
environment for data management, with the potential to 
change the dynamics of consumer data handling significantly.  
The responses highlighted a range of trust levels, indicating 
that while blockchain holds promise, ongoing education and 
transparent implementation remain crucial for enhancing 
consumer trust in data handling. 

 

 
 

Fig 3: Showing the blockchain’s role in building consumer trust 
 

3.3.2. Trust in Digital Transactions 
The interviews conducted on the subject of trust in digital 
transactions as shown in figure 3, revealed a significant divide 
among respondents regarding their confidence in blockchain 
technology's ability to secure these transactions. Out of the 
total participants, 20 expressed low trust in digital 
transactions facilitated by blockchain. Many voiced their 
concerns about the complexities of the technology and its 
perceived vulnerabilities. One respondent articulated this 
skepticism clearly, stating: 

"…I find it hard to trust a system I don't fully understand. 
Blockchain sounds great in theory, but I worry about what 
happens if something goes wrong. What if there are hacks or 
system failures? It’s my money at stake, and that makes me 
anxious…"  
This observation of uneasiness was echoed by others who 
were unfamiliar with the inner workings of blockchain, 
leading them to approach digital transactions with caution. 
In contrast, 40 respondents indicated a moderate level of trust 
in blockchain for digital transactions. These individuals 
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acknowledged the potential benefits of blockchain while still 
holding some reservations. One participant shared: 
"…I see the advantages of blockchain, especially regarding 
transaction speed and security, but I’m not ready to put my 
complete faith in it. I think we need more real-world examples 
where it has proven itself before I can feel completely 
comfortable..."  
This viewpoint highlighted a balanced perspective 
recognizing the technology's promise yet emphasizing the 
need for further evidence of its reliability and security. 
Another group of 40 respondents expressed high levels of 
trust in blockchain’s role in facilitating digital transactions. 
They emphasized the transparency, security, and 
decentralization offered by blockchain as critical factors that 
bolstered their confidence. One enthusiastic respondent 
remarked: 
"…the way blockchain works gives me peace of mind. 
Knowing that my transactions are recorded transparently and 
cannot be altered makes me feel much safer when I make 
online purchases. It’s like having a digital safety net…"  
This positive feedback illustrates a growing belief among 
some consumers that blockchain technology can enhance the 
integrity and security of digital transactions.  
The findings from the interviews highlighted a varied 
landscape of trust, indicating that while blockchain has the 
potential to revolutionize digital transactions, there remains a 
need for ongoing education and demonstrated efficacy to 
bolster consumer confidence. 
 
3.3.3. Trust in Business Integrity 
The interviews conducted regarding trust in business integrity 
within the context of blockchain technology revealed a 
slightly different understanding of consumer perspectives. 
According to data in figure 3, among the respondents, 15 
individuals expressed low trust in the integrity of businesses 
utilizing blockchain. Many of these participants articulated 
skepticism regarding the motivations behind companies 
adopting blockchain, suggesting that some businesses might 
leverage the technology more for marketing purposes than for 
genuine transparency. One respondent noted: 
“…I feel like some companies are jumping on the blockchain 
bandwagon just to look good. They might not genuinely care 
about transparency; it’s more about keeping up with trends. I 
need to see real changes, not just a flashy new term being 
used…”  
This feedback highlighted a broader concern that merely 
adopting blockchain technology does not automatically 
translate to improved business practices or integrity. 
Conversely, a more significant portion of the respondents 45 
individuals held a moderate view of trust in business integrity 
associated with blockchain. These participants recognized the 
potential of blockchain to foster transparency and 
accountability but remained cautious about its actual 
implementation in business practices. One interviewee 
commented: 
“…I think blockchain can make things better, but I’ve seen 
companies claim they are using it without showing any real 
evidence. It’s like a shiny promise that I hope they fulfill. I 
want to trust them, but it’s difficult when there’s so much hype 
around it…”  
This viewpoint reflected a desire for verifiable action and 
consistency in how businesses integrated blockchain into their 
operations. 
Lastly, 40 respondents expressed high trust in the role of 
blockchain in promoting business integrity. They viewed the 

technology as a tool that could fundamentally alter how 
businesses operate by ensuring accountability and traceability. 
One enthusiastic participant stated: 
“…blockchain has the power to revolutionize trust. When I 
know that every transaction is recorded and can’t be altered, 
it makes me feel more confident that companies are being 
honest with me. This technology offers a level of transparency 
that we’ve never had before…”  
This viewpoint underlines a growing belief that blockchain 
can indeed serve as a catalyst for enhanced trust in business 
practices, emphasizing the need for continued advocacy and 
education around its benefits.  
The findings indicated that while there is optimism regarding 
blockchain's potential to enhance business integrity, a 
considerable portion of the population still seeks more 
substantial evidence of its effectiveness and genuine 
commitment from businesses adopting the technology. 
 
3.4. Adoption of Blockchain Technology in Digital 

Marketing 
The interviews conducted regarding the adoption of 
blockchain technology in digital marketing revealed critical 
insights into the current landscape and challenges faced by 
businesses. Respondents discussed the rate of blockchain 
adoption, indicating that while there was a growing interest in 
the technology, many companies had yet to fully implement it 
in their marketing strategies. Barriers to adoption, such as a 
lack of technical expertise and the perceived complexity of 
blockchain systems, emerged as significant concerns. 
Additionally, discussions around the cost of implementing 
blockchain highlighted apprehensions about the financial 
implications, with several respondents expressing uncertainty 
about whether the potential benefits justified the investment. 
 
3.4.1. Rate of Blockchain Adoption 
The interviews conducted with respondents regarding the rate 
of blockchain adoption in digital marketing as per figure 4, 
showcased a landscape of cautious optimism tempered by 
significant reservations. A notable 35 participants indicated 
that they believed adoption was "not likely" in the near future, 
highlighting concerns related to the technology's maturity and 
perceived complexity. One respondent shared: 
“…while I see the potential of blockchain, I just don't think 
we are ready as an industry. The tools and knowledge aren't 
widely accessible yet, which makes it hard for companies to 
dive in…”  
This response was echoed by others who pointed out the steep 
learning curve associated with implementing blockchain 
technology, often referencing their struggles to grasp the 
technicalities involved. 
Conversely, 45 respondents viewed blockchain adoption as 
"possible," acknowledging the increasing awareness of its 
advantages, such as enhanced transparency and improved data 
security. A participant noted: 
“…I think we are starting to see more discussions around 
blockchain at industry conferences and within our teams. It’s 
on the radar, but actual implementation seems to lag 
behind…”  
This viewpoint reflected a growing recognition that while 
adoption might not be immediate, the interest was certainly 
growing, and many companies were beginning to explore 
pilot projects or collaborations with tech firms specializing in 
blockchain solutions. 
In stark contrast, only 20 respondents felt that blockchain 
adoption was "highly likely" within their organizations, which 
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underscored the hesitance prevailing in the majority of 
discussions. Those who believed in a swift adoption often 
cited the strategic advantages they foresaw in adopting 
blockchain technology sooner rather than later.  
“…For us, it’s about staying competitive. If we wait too long, 
we risk falling behind…,” one respondent stated.  
However, they acknowledged that despite their enthusiasm, 
internal and external barriers, including cost and regulatory 
considerations, still needed to be addressed.  
The findings illustrated a significant divide in perception 
about blockchain adoption, underlining a need for increased 
education and support in navigating the complexities of this 
innovative technology in the realm of digital marketing. 
 
3.4.2. Barriers to Adoption 
The discussions with respondents regarding the barriers to 
adopting blockchain technology in digital marketing as per 
figure 4, revealed a complex landscape marked by both 
skepticism and cautious optimism. A significant portion of the 
respondents, specifically 40 participants, expressed that they 
found the likelihood of facing substantial barriers to adoption 
to be "not likely." This sentiment stemmed from a belief that 
many of the perceived obstacles could be mitigated through 
proper education and support. One respondent articulated this 
perspective, stating: 
“…I think a lot of the barriers we talk about are more about 
misunderstanding the technology. Once we educate our teams 
and stakeholders, I believe we can overcome these 
challenges...”  
This reflects a general confidence that with the right 
knowledge and resources, organizations could navigate 
potential pitfalls effectively. 

On the other hand, an equal number of respondents, also 40, 
recognized that while blockchain technology had great 
potential, there remained several "possible" barriers to 
adoption. Many of these participants pointed out the need for 
significant investment in both time and resources, which 
could hinder smaller businesses from fully exploring 
blockchain's advantages. One respondent noted: 
“…we want to adopt blockchain, but the initial investment in 
technology and training is daunting. Smaller companies like 
ours often struggle to find the funds to support such 
initiatives…”  
This concern highlighted the disparity in capability between 
larger enterprises and smaller businesses in harnessing 
emerging technologies like blockchain. 
Only 20 respondents felt that the barriers to blockchain 
adoption were "highly likely," indicating a relatively 
optimistic view among the majority. Those who saw barriers 
as highly likely often cited regulatory uncertainty and lack of 
clear frameworks for implementation as their main concerns.  
“…We are all aware of the legal implications of using 
blockchain in our marketing strategies...,” one participant 
remarked.  
“…Without a clear understanding of how regulations will 
evolve, it's hard to commit to such a significant change…”  
This perspective accentuated the broader concern regarding 
the lack of a structured regulatory environment, which could 
deter organizations from investing in blockchain initiatives.  
The findings illustrated a nuanced view of the barriers to 
blockchain adoption in digital marketing, suggesting that 
while many felt capable of overcoming challenges, others 
remained acutely aware of the complexities that could impede 
progress. 

 

 
 

Fig 4: Showing the adoption of blockchain technology in digital marketing 
 

3.4.3. Cost of Blockchain Implementation 
In discussing the costs associated with implementing 
blockchain technology in digital marketing, respondents 
articulated a range of perceptions ranging from skepticism to 
cautious acceptance. According to figure 4, among the 100 
participants interviewed, 30 indicated that the cost of 
blockchain implementation was "not likely" to be a significant 
barrier for their organizations. These respondents expressed 
confidence in the long-term return on investment (ROI) that 
blockchain could provide. One respondent emphasized this 
belief, stating: 

“…from my perspective, the initial cost may seem daunting, 
but when we look at the potential savings in terms of fraud 
reduction and increased operational efficiency, it quickly 
becomes clear that it's an investment worth making. 
Companies that fail to adopt will likely fall behind...” 
Conversely, a larger portion of respondents, totaling 50, 
viewed the cost of implementation as "possible" to pose a 
challenge. This group acknowledged that while blockchain 
technology offers transformative potential, the financial 
implications of transitioning to a blockchain-based system 
were not trivial. Many voiced concerns regarding the upfront 
costs related to technology acquisition and the necessary 
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training for personnel. A marketing manager shared their 
thoughts, saying: 
“…the technology itself can be quite expensive, and for 
smaller firms like ours, the costs can feel overwhelming. We 
need to be strategic about our budgeting, and blockchain isn’t 
always at the top of that list...”  
This opinion illustrates the hesitancy among smaller 
organizations to embrace blockchain, particularly in light of 
limited financial resources. 
Finally, only 20 respondents felt that the cost of blockchain 
implementation was "highly likely" to deter their companies 
from pursuing this technology. This group highlighted 
concerns related to unforeseen expenses that could arise 
during implementation, such as integration with existing 
systems and ongoing maintenance costs. One respondent 
remarked: 
“…It’s not just about the initial investment; there are hidden 
costs that often emerge after you start implementing 
blockchain. If we can’t predict these expenses, it can throw 
our budgets out of whack...” 
 This perception accentuates the importance of thorough 
financial planning and risk assessment when considering 
blockchain adoption.  

The findings shed light on the diverse views regarding the 
cost of implementing blockchain technology in digital 
marketing, revealing a general optimism tempered by 
practical considerations about budget constraints and potential 
financial risks. 
 
3.5. Effectiveness of Blockchain in Enhancing Marketing 

Performance 
The exploration of blockchain's effectiveness in enhancing 
marketing performance revealed valuable insights into two 
critical areas: targeting accuracy and customer engagement. 
Respondents reflected on their experiences and perceptions, 
noting significant improvements in the precision of targeting 
efforts attributed to blockchain technology. They highlighted 
that the transparency and security provided by blockchain 
allowed for better data management, which in turn led to 
more accurate and relevant marketing campaigns. 
Additionally, many participants shared their observations 
regarding enhanced customer engagement, emphasizing that 
the trust and transparency fostered by blockchain enabled 
deeper connections between businesses and consumers.  

 

 
 

Fig 5: Showing the effectiveness of blockchain in enhancing marketing performance 
 

3.5.1. Improvement in Targeting Accuracy 
The effectiveness of blockchain in enhancing marketing 
performance, particularly regarding improvement in targeting 
accuracy as per figure 5, emerged as a significant theme 
during interviews with respondents. Out of 100 participants, 
50 rated the improvement in targeting accuracy as high, 
indicating a strong recognition of blockchain's role in refining 
their marketing strategies. Many participants acknowledged 
that blockchain technology contributed notably to their 
targeting efforts, despite some expressing reservations about 
its implementation. For instance, one marketing manager 
from a local firm noted: 
“…before we implemented blockchain solutions, we struggled 
to understand our audience segments accurately. With 
blockchain, we were able to leverage decentralized data that 
provided clearer insights into consumer behavior. This led to 
a significant increase in our targeting accuracy...” 
However, not all respondents were entirely convinced of the 
technology’s impact. In fact, 20 participants rated the 
improvement as low, highlighting that while they noticed 

some enhancements, the transition wasn’t seamless. A 
marketing analyst shared: 
“…while we noticed improvements in targeting, the transition 
wasn’t seamless. The learning curve associated with 
blockchain technology posed challenges initially, and we 
found ourselves grappling with the integration of new tools 
into our existing marketing framework…”  
This observation emphasized the mixed feelings surrounding 
blockchain's effectiveness; many recognized its potential, yet 
they also pointed out the need for adequate training and 
adaptation within their teams. 
Further discussions illuminated that the majority of 
respondents rated the effectiveness of blockchain in 
improving targeting accuracy as high, with 50 participants 
indicating they observed substantial advancements in their 
marketing campaigns. A digital marketing strategist 
articulated this point succinctly:  
“…the ability to track and analyze consumer interactions 
through blockchain gave us an edge in crafting more 
personalized marketing messages. We could identify which 
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strategies resonated most with our target audience, leading to 
higher engagement rates…”  
This sentiment underlines the transformative potential of 
blockchain in refining marketing efforts, even amidst the 
challenges faced during its adoption. 
 
3.5.2. Enhanced Customer Engagement 
The effectiveness of blockchain in enhancing marketing 
performance, particularly concerning customer engagement 
according to data in figure 5, surfaced as a key topic during 
the interviews with participants. Among the 100 respondents, 
40 rated the enhancement of customer engagement as high, 
revealing a notable appreciation for the technology's potential 
to foster deeper connections with consumers. Many 
emphasized that blockchain enabled them to create more 
personalized experiences, thus driving higher engagement 
levels. One digital marketing director shared: 
“…blockchain has transformed how we engage with our 
customers. It allows us to gather and analyze customer data 
in real-time, which means we can tailor our communications 
more effectively. We noticed that personalized marketing 
campaigns resulted in a 30% increase in customer interaction 
compared to previous efforts…”  
This viewpoint highlighted the significant role that real-time 
data provided by blockchain plays in shaping customer 
interactions. 
In contrast, 15 participants expressed that they viewed the 
enhancement of customer engagement as low, pointing to 
various challenges in fully realizing the potential of 
blockchain technology. A small business owner reflected on 
these hurdles, stating: 
“…while I understand the theoretical benefits of blockchain, 
our implementation has been slow. We have not yet fully 
leveraged the technology to engage our customers as we had 
hoped. It feels like we are still learning how to navigate this 
new landscape…”  
This feedback underlines the frustrations some businesses 
encountered when integrating blockchain into their marketing 
strategies, indicating a gap between the promise of enhanced 
engagement and the practical challenges of adoption. 
The majority of respondents, rating the enhancement of 
customer engagement as moderate (45), reflected a nuanced 
view of blockchain's effectiveness in this area. Many 
acknowledged that while blockchain could provide tools for 
better engagement, the actual results varied significantly 
across different organizations. A marketing consultant 
elaborated: 
“…we have seen moderate improvements in customer 
engagement through blockchain. However, it's not just about 
the technology; it’s also about how we use it. Companies that 
are more proactive in utilizing blockchain tend to see better 
results…”  
This comment captures the essence of blockchain’s potential 
and the importance of strategic implementation to achieve the 
desired impact on customer engagement.  
In general, the responses illustrated that while there is 
optimism regarding blockchain’s ability to enhance customer 
engagement, the path to realization is often fraught with 
challenges and varying degrees of success. 
 
4. Conclusion and Recommendations 
The study highlighted the transformative potential of 
blockchain technology in enhancing digital marketing 
practices, particularly in the context of data ownership, 
transparency, consumer trust, and marketing performance. 

Through the lens of the gathered data, it became evident that 
blockchain offers consumers a greater degree of control over 
their personal data, which is pivotal in fostering trust. Many 
respondents acknowledged that with increased transparency in 
data handling, businesses could improve their relationships 
with consumers. However, the findings also indicated that 
while there are significant benefits associated with blockchain 
adoption, various barriers, such as implementation costs and 
technical challenges, still hinder its widespread application in 
digital marketing. In general, the research underlined the 
necessity for businesses to navigate these challenges 
effectively to harness the full potential of blockchain 
technology. By addressing barriers to adoption and enhancing 
consumer engagement through targeted strategies, companies 
can leverage blockchain to improve their marketing outcomes 
significantly. The insights gained from this study contribute to 
a growing understanding of blockchain’s role in reshaping 
digital marketing landscapes, especially in emerging markets. 
Future research should focus on longitudinal studies to track 
the evolving impacts of blockchain on marketing strategies 
and consumer behavior over time, enabling businesses to 
adapt and innovate in this rapidly changing environment. 
To maximize the benefits of blockchain technology in digital 
marketing, businesses should prioritize education and training 
on blockchain's functionalities among their teams to 
overcome knowledge gaps and enhance implementation. 
Additionally, fostering collaborations between industry 
players, academia, and regulatory bodies can facilitate the 
development of best practices and standards that promote 
effective blockchain integration. Companies should also 
invest in building transparent data-sharing mechanisms that 
empower consumers, thereby enhancing trust and 
engagement. Finally, addressing the technical and financial 
barriers to blockchain adoption through strategic partnerships 
and innovative funding solutions will be crucial in unlocking 
its full potential in enhancing marketing performance. 
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