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ABSTRACT

The fast growth of artificial intelligence (Al) in marketing, especially on social media, has created both new
possibilities and concerns about how it should be used. This paper talks about the moral problems that come up
with using Al to help automate marketing, mainly when it comes to changing people's behavior, breaking their
privacy, and spreading false information. We show the need for responsible Al practices by looking at real-
world data and case studies. These include being open, reducing bias, and having humans oversee Al. We also
talk about how Al has changed social media, including how it has created artificial echo chambers and filter
bubbles. At the end of the paper, it is emphasized how important it is for Al-driven marketing practices to find a
balance between personalization and ethical responsibility.

Keywords: Al-Enhanced Marketing, Ethical Considerations, Personalization Vs. Responsibility, Privacy
Breaches, Dissemination Of Disinformation.

I.  INTRODUCTION

The use of artificial intelligence (AI) tools like machine learning, natural language processing, and predictive
analytics has changed the way marketing is done [1]. The Marketing Al Institute did a poll and found that 84%
of marketing leaders think Al will have a big effect on their field in the next five years [4]. With Al-enhanced
marketing automation, marketers can look at huge amounts of data, make customer experiences more
personalized, and make the most of their efforts in a way that has never been possible before [2]. Accenture did
a case study that showed an e-commerce business that used an Al-powered recommendation system to boost
its conversion rates by 40% and lower its costs for new customers by 30% [5].

But Al is being used more and more, especially on social media sites, which has led to serious ethical worries
about how it will affect people and society as a whole [3]. A study from the Pew Research Center found that
68% of Americans think social media sites should do something to stop the spread of fake news and false
information, which Al systems can make even worse [6]. Also, a poll from the University of Oxford found that
76% of customers are worried that Al systems used in marketing could misuse their personal information [7].

Al in marketing has social effects that go beyond data privacy and spreading false information. A study from the
World Economic Forum talked about how AI could make biases and discrimination worse in marketing
activities like price setting and ad targeting [8]. For instance, researchers at Carnegie Mellon University
discovered that Google's ad delivery algorithm showed more high-paying job ads to men than to women [9]. As
Al continues to change marketing, companies and marketers need to be aware of these ethical issues and act
responsibly. The Institute of Business Ethics has come up with a strategy that stresses how important fairness,
accountability, and openness are when Al systems are made and used in marketing [10]. Marketers can use Al
to improve customer experiences and grow their businesses while minimizing the harm it might cause to
people and society if they think about these ethics issues.

Ethical Al in
Marketing
Automation.

BALANCING PERSONALIZATION AND RESPONSIBILITY
IN AL
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Projected Trends in Al Adoption and Ethical Concerns in
Marketing (2023-2027)
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Fig, 1: The Rise of Al in Marketing: Balancing Innovation and Ethical Responsibility (2023-2027) [1-10]
II. ETHICAL DILEMMAS IN AI-ENHANCED MARKETING:

1. Consumer Behavior Manipulation:

Artificial intelligence (AI) can change people's actions by making material, suggestions, and ads more relevant
to each person's tastes [11]. If you compare personalized product recommendations made by Al systems to
non-personalized recommendations, Smith et al. found that personalized recommendations improved click-
through rates by 35% and conversion rates by 18% [12]. Accenture did a study that showed 91% of people are
more likely to buy from companies that offer personalized deals and suggestions [14], which backs up these
results.

But the fact that Al-driven targeting works so well has also made people worry that it could be used to control
people's behavior. The World Economic Forum released a report that talked about the danger of Al algorithms
taking advantage of psychological weaknesses to change people's buying choices [15]. For example, the
Harvard Business Review published a case study that showed how an Al-powered sales platform improved
sales by 23% by reading customers' emotions and changing sales pitches to fit those emotions [16].

Because Al can change how people act, people have talked about the moral issues that come up with these uses.
Of the people polled by the Pew Research Center, 68% were worried that Al could be used to make decisions
about their lives without them knowing [17]. A study from the University of Oxford also found that 74% of
customers think businesses should be open about how they use Al to affect customers' decisions [18].

Personalization makes people more interested and gives them a better experience, but it also makes us think
about liberty and free will [16]. Thompson et al.'s philosophy analysis says that using Al to change people's
behavior could take away their freedom and ability to make smart choices [19]. Marketers have to find a fine
line between encouraging behavior and letting people make their own decisions.

To deal with these worries, the Institute of Business Ethics suggests a plan for responsible Al in marketing. This
plan includes ideas like being honest, fair, and letting customers make their own decisions [20]. Marketers can
get the most out of Al-driven personalization while lowering the risks of unethical trickery if they follow these
rules.

2. Privacy Breaches:

Invasion of privacy can happen when Al is used to collect data, especially on social media sites where
interactions, preferences, and even feelings are tracked and analyzed [21]. A poll by Johnson et al. found that
78% of people are worried about how Al-powered marketing will affect their privacy [22]. It's getting harder to
tell the difference between personalization and monitoring, so companies need to be clear about how they use
data and get users' permission [23].
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New studies have shown that Al systems are very good at figuring out private information about people. For
example, Nguyen et al.'s study from 2023 showed that machine learning models could accurately guess 87% of
the time what political party someone supported just by looking at what they did on social media [24]. In the
same way, the Electronic Privacy Information Center (EPIC) found in 2024 that 92% of the top 100 websites
use tracking tools driven by Al to get information about their users without their permission [25].

Also, millions of people's personal information has been made public because of Al-related data leaks. There
was a breach at a big social media company in 2023 that exposed the information of 150 million users,
including biometric information used for face recognition [26]. The event made it clear that there needs to be
tighter security and rules for collecting and storing data using Al.

Some countries have passed laws to protect user privacy in the age of Al in response to these worries. The
European Union's Al Act, which was suggested in 2021 and is expected to be in place by 2025, makes
companies that build and use Al systems follow strict rules, such as conducting privacy impact assessments and
having humans oversee the systems [27]. But because Al is being developed all over the world, countries need
to work together to make sure that privacy rules are followed everywhere [28].

Table 1: Projected Privacy Concerns and Al Capabilities in Data Collection and Analysis (2023-2027) [21-28]

Consumers Accuracy of Al in . Users Affected by
e Top Websites
Concerned About Predicting . Data Breach
. .. Using Al-Powered .
Privacy Political . Involving
Year .. e . Tracking Tools . .
Implications of Affiliation from . .. Biometric
. . without Explicit .
Al-Powered Social Media Consent (%) Information
Marketing (%) Activity (%) ? (Millions)
2023 78 87 92 150
2024 81 89 94 N/A
2025 84 91 96 N/A
2026 86 93 97 N/A
2027 88 95 98 N/A

3. Dissemination of Disinformation:

Misinformation and fake news can be spread by Al algorithms without meaning to [29]. This is because social
media sites often favor interesting content over accurate content [30]. Davis et al. did a study that showed that
fake news stories made by Al were shared 70% more often on social media than real news stories [30]. To stop
the spread of false information, responsible Al in marketing must check facts, mark false information as false,
and promote reliable sources [31].

Disinformation spread by Al has been especially noticeable in the last few elections. A study by the Pew
Research Center found that 38% of Americans saw political material made by Al during the 2024 U.S.
presidential election, and 62% of those people thought it was real [32]. This shows how important it is for
everyone to learn how to use technology and think critically so they can find their way around the information
world that Al is making more complicated.

Also, chatbots and deepfakes that are powered by Al have made it easier for bad people to share false
information on a large scale. A planned campaign of false information using Al-made pictures and videos was
aimed at a big company in 2023, and it caused its stock price to drop 15% [33]. The event showed how Al could
be used as a tool to change people's minds and hurt people in the real world.

To protect themselves from these risks, social media sites have started to use Al to check the truth of posts.
Facebook's Al-powered fact-checking program, which began running in 2022, has been able to find and label

www.irjmets.com @International Research Journal of Modernization in Engineering, Technology and Science

[8665]



TRJ ETS

e-ISSN: 2582-5208

International Research Journal of Modernization in Engineering Technology and Science
( Peer-Reviewed, Open Access, Fully Refereed International Journal )
Volume:06/Issue:05/May-2024 Impact Factor- 7.868 Www.irjmets.com

85% of fake material within 24 hours of it being posted [34]. But the arms race between Al-made fake news and
Al-powered fact-checking is likely to keep going. This means that tech companies, news outlets, and
government agencies will have to keep working together and doing research. [35]

III. RESPONSIBLE AI PRACTICES IN MARKETING

1. Transparency:

Marketers should make it a priority to be clear about how Al is used in decision-making. 82% of people
surveyed by Thompson et al. said they think businesses should be open about how they use Al in their
marketing [36]. Giving people clear information about how Al is being used builds trust and gives them the
power to make smart decisions [37].

When Al is used for personalized price or product suggestions, it's even more important to be open and honest.
Nguyen et al. did a study in 2023 that found 74% of internet shoppers would be more likely to buy from a
business that makes it clear how Al affects their shopping experience [38]. On the other hand, 68% of those
who answered said they would stop doing business with a brand if they found out Al was being used without
their permission or knowledge.

To be more open, businesses should make detailed Al disclosure policies and make them easy for customers to
find. The Institute of Electrical and Electronics Engineers (IEEE) released the "IEEE Standard for Transparency
of Autonomous Systems" (IEEE 7001-2024) in 2024. It tells companies how to talk to stakeholders about the
strengths, weaknesses, and possible risks of Al systems [39]. Adopting these kinds of norms can help
businesses show they care about using Al responsibly, which can build trust among customers.

Additionally, businesses should let customers choose not to be marketed to by Al or ask for human help when
they need it. The Consumer Federation of America did a poll in 2024 and found that 79% of Americans think
they should be able to ask a person to look over marketing decisions made by Al that have a big effect on them
[40]. Marketers can build better, more honest relationships with their audience by giving them more choices
and control.

Projected Consumer Expectations for Transparency and
Control in Al-Driven Marketing (2023-2027)
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Fig. 2: The Growing Demand for Transparency and User Control in Al-Powered Marketing (2023-2027) [36-40]
2. Bias Mitigation:
Al models can pick up biases from training data, which can cause them to treat some groups of customers
unfairly [41]. Regular audits and checks for fairness are necessary to make sure that everyone gets a fair result.
A case study by Chen et al. showed that using methods to reduce bias cut differences in ad targeting by 45%
[42].
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In Al marketing, bias can show up in many ways, such as when certain groups are underrepresented in focused
ads or when race, gender, or age have different effects on prices. According to a study done by the Federal
Trade Commission (FTC) in 2023, 60% of the top 500 online stores used Al algorithms that led to unfair prices
[43]. The study showed how important it is for Al-driven marketing to have proactive ways to find and reduce
bias.

To deal with these problems, businesses should set up regular reporting systems to find and fix Al systems that
are biased. The IEEE launched the "IEEE Standard for Algorithmic Bias Considerations” (IEEE 7003-2024) in
2024. It gives a way to check for and reduce bias in Al algorithms [44]. To support fairness and non-
discrimination, the standard suggests methods like pre-processing data, regularizing models, and making
changes after processing to be used.

To lower the risk of encoded biases, businesses should also try to make sure that their Al development teams
are diverse and open to everyone. The Al Now Institute found in a study from 2023 that companies with
diverse Al teams were 32% less likely to have bias-related incidents than those with teams that were all the
same [45]. Accepting differences leads to a bigger picture view and helps find possible biases early on in the
growth process.

Marketers should also think about the moral issues that come up with personalization and grouping based on
Al. Even though these methods can make the customer experience better, they shouldn't reinforce or make
biases worse in society. The Partnership on Al did a survey in 2024 and found that 71% of people think
businesses should make sure their Al marketing doesn't discriminate against protected groups [46]. Marketers
can make Al applications that are more inclusive and socially responsible by putting fairness and equality first.

3. Human Oversight:

Even though Al automates some marketing tasks, human monitoring is still needed to make sure that things are
accountable and can be explained [47]. Johnson et al.'s framework [48] stresses how important it is to use
person-in-the-loop methods, in which human judgment is used to help Al make decisions. Al techniques that
can be explained make sure that choices can be understood and defended, which builds trust and openness
[49].

In 2023, a big e-commerce company's Al-powered chatbot gave users wrong product suggestions. This brought
attention to the need for human oversight in Al marketing [50]. Customer happiness scores went down by 15%
and the number of returns went up by 20% because the company relied on fully automated customer service.
As a result, the company set up a "human-in-the-loop" method so that Al-generated suggestions were checked
by real people before they were shown to customers. The next quarter saw a 38% drop in product returns and
a 22% rise in customer happiness thanks to this strategy.

Companies should invest in Al techniques that can be explained so that people can keep an eye on Al systems
more effectively. These techniques should show how Al systems make decisions. Patel et al. did a study in 2024
that found that marketers who used explainable Al tools were 43% more likely to find and fix mistakes in ads
that used Al than marketers who used black-box models [51]. The study also found that explainable Al made
marketers more confident in Al systems and made it easier for humans and Al team members to work together.

Also, businesses should set clear rules and guidelines for when humans should be involved in Al marketing
processes. The IEEE's "Ethically Aligned Design: A Vision for Prioritizing Human Well-being with Autonomous
and Intelligent Systems" (EAD1e) says that companies should create ways for people to keep an eye on Al
systems and manage them when needed [52]. Setting performance thresholds for Al models, defining roles and
responsibilities for human reviewers, and creating escalation processes for dealing with edge cases or
unexpected outcomes are all parts of this.

Marketers can use Al to their advantage while also making sure that decisions are in line with company values
and what customers want by keeping a balance between Al automation and human opinion. The Marketing Al
Institute surveyed in 2024 and found that 76% of marketing leaders think human oversight is necessary for the
safe and effective use of Al in marketing [53]. Promoting the interaction between human and machine
intelligence will be important for advancing new ideas and upholding moral standards in marketing as Al
continues to develop.
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Table 2: The Growing Adoption of Human Oversight and Ethical Considerations in Al-Driven Marketing (2023-
2027) [50-56]

. Reduction in Marketing
Companies . .
. Customer Marketing Teams Executives
Implementing . . s
. Complaints after Collaborating Prioritizing
Year Human-in-the- . . . . .
Implementing with Al Ethics Explainable Al in
Loop Systems for i 0 .
Al Marketing (%) Human Oversight Experts (%) Vendor Selection
(%) (%)
2023 35 18 28 42
2024 42 22 34 51
2025 49 26 40 60
2026 56 30 46 69
2027 63 34 52 78

IV. IMPACT ON SOCIAL MEDIA

1. Algorithmic Echo Chambers:

Al-driven algorithms that choose what to post on social media sites can make "echo chambers," which keep
people in their own opinions and keep them from seeing other points of view [54]. Smith et al. did a study that
showed people who were in algorithmically curated echo chambers were 60% less likely to find different points
of view than people who were in settings with a lot of different kinds of information [55]. To encourage a
healthy information intake, responsible algorithms need to find a middle ground between custom and chance
[56].

More and more people are worried about how algorithmic echo bubbles can make politics more divided. A
study from 2024 by the Pew Research Center found that 67% of Americans think that algorithms on social
media have made politics more divisive in the country [57]. The study also discovered that people who were in
echo chambers with a lot of similar content were 45% more likely to share strong political views than people
who were exposed to a variety of content.

In addition, computer echo chambers can have big effects on mental health and well-being. Chen et al. did a
study in 2023 that found people who were in online communities that were heavy on body image and eating
disorders were 28% more likely to have symptoms of sadness and anxiety than people who were in online
communities that were more diverse [58]. The study shows that responsible content curation algorithms are
needed that put user well-being ahead of engagement measures.

To lower the risks of artificial echo chambers, social media sites have started testing ways to make their
networks more diverse. Twitter added a feature called "Perspective Diversity" in 2023 that suggests material
from sources with different political views to users [59]. At first, the results showed that 23% more users were
engaging with material from political opponents and 17% fewer reports of online harassment.

"Ethically Aligned Design: A Vision for Prioritizing Human Well-Being with Autonomous and Intelligent
Systems" (EAD1e) from the IEEE stresses how important it is to have a variety of algorithms that work with
people of all backgrounds [52]. The paper suggests that Al systems should be made to help people see things
from different points of view and stop echo chambers from forming. This can be done with random content
injection, cross-cutting content tips, and content curation settings that are controlled by the user [60].

As Al changes the way information is presented, it will be important to make sure that algorithms are diverse
and that echo chambers don't form to maintain a healthy, welcoming, and fair society. Marketers and content
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creators need to think about how their Al-driven tactics affect society as a whole and work to make the internet
a more welcoming and positive place for everyone.

2. Filter Bubbles:

Al algorithms often filter material based on what users want, which could keep users from seeing different
points of view and stories [61]. Johnson et al. found that people who were in Al-made filter boxes were 25%
more likely to have strong feelings about controversial topics [62]. To lessen the bad effects of filter bubbles,
social media sites need to make sure that their material is diverse and encourage people to think critically [63].

There is greater concern about how filter bubbles affect the way people talk about politics. The Pew Research
Center did a study in 2023 and found that 72% of U.S. people think filter bubbles have made it harder to have
healthy political conversations online [64]. The study also found that people who were in highly personalized
filter boxes were 38% less likely to check the accuracy of information than people who were exposed to a
variety of content sources.

Filter bubbles can also have big effects on how people act and what they choose to buy. Chen et al. did a study in
2024 that showed that online shoppers who were in "product recommendation bubbles" were 55% more likely
to buy something without thinking about it and 32% less likely to look at other brands or goods [65]. The study
shows that e-commerce platforms need to find a good mix between personalization and promoting a wide
range of products and accurate information.

Some social media sites have added algorithms that encourage diversity to help fight the bad effects of filter
bubbles. Facebook added a feature called "Viewpoint Diversity” in 2024 that lets users see material from
ideologically different sources and encourages them to interact with different points of view [66]. The first data
showed that people clicked on links to articles with different points of view 29% more often and reported 14%
fewer cases of confirmation bias.

The IEEE's "Standard for Transparency of Autonomous Systems" (IEEE 7001-2024) stresses how important it
is for algorithms to be clear so that filter bubbles don't form [39]. The standard says that Al systems should be
transparent with users about how their data is used to choose content and give users the chance to change
what content they see. Platforms that give users more control over their information environments can
encourage people to consume a wider range of materials.

As Al continues to change the digital world, it will be important to deal with the problems that filter bubbles
cause to make people more aware and involved. It is the job of marketers and content creators to push diverse
content, encourage critical thinking, and support platforms that are algorithmically clear and give users the
tools they need to navigate complex information ecosystems.

V. CONCLUSION

As Al continues to change the way marketing is done, especially on social media, it is important to talk about
the ethical issues that come up. Responsible Al practices, such as being open, reducing bias, and having humans
oversee Al, are needed to make sure that Al-enhanced marketing automation improves customer experiences
without violating their privacy, autonomy, or honesty. By looking at the moral issues that come up with using Al
in marketing, we can get a better sense of how it works and help make marketing more ethical and long-lasting.
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