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About Ethics, Marketing And Artificial 

Intelligence In Business

Abstract: The impact of artificial intelligence on the business environment is vast and continues to 

develop. Ethics and artificial intelligence (AI) in business intersect in many areas, from data protection and 

transparency of decisions, to fairness and social impact. To use AI responsibly, companies need to adopt 

sound ethical principles, implement transparency measures, and be prepared to manage the long-term ef-

-

itive advantage, both in terms of efficiency and innovation. However, it is essential that these technologies 

are implemented responsibly, given the effects on the workforce and the ethics of their use. Companies that 

integrate ethics into the development and use of AI not only reduce risks, but also protect their reputation 

and consumer trust, becoming leaders in the sustainable and responsible development of technology. The 

marketing of the future will be defined by the ability to adapt to rapid changes in the environment. Technol-

ogy, sustainability, transparency, and ethics, along with a focus on personalized and responsible experienc-

es, will shape marketing strategies. Success in this context will depend on how brands manage to embrace 

these changes and create lasting relationships with consumers.
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Introduction

Business ethics and artificial intelligence are two areas that are increasingly intersecting 

as technology is an integral part of modern business processes. Business ethics refers to the moral 

principles and values that guide the behaviour of companies in relation to employees, customers, 

partners, and society as a whole. As far as AI is concerned, it becomes essential in terms of ensur-

ing that new technologies are used responsibly, transparently, and fairly.

���ȱ������ȱ��ȱ����������ȱ������������ȱ��ȱ���ȱ �¢ȱ���������ȱ����ȱ���������ǰȱ������£�ȱ���-
������ǰȱ���ȱ��������ȱ ���ȱ���������ȱ��ȱ�����������¢ȱ�������ǯȱ���ȱ������ȱ��������ȱ�����������ȱ��ȱ
aware that this technology raises numerous ethical questions related to data privacy, the fairness 

of algorithmic decisions and the potential automation of the workforce. 

And the use of artificial intelligence in business includes transparency in how personal 

data is used, respect for privacy, prevention of algorithmic bias, and ensuring a positive impact 

on employees and society. As artificial intelligence continues to develop, companies must adopt 

clear ethical standards to meet the challenges and opportunities offered by this technology.

�������ȱ���������ȱ�����ȱ��ȱ����������ȱ ������������ȱ ǻ��Ǽȱ ��ȱ ���������ȱ ���ȱ�����������ȱ ���-

sumer trust, protecting brands’ reputations and last but not least avoiding the legal and moral 

�����ȱ����������ȱ ���ȱ���ȱ���ȱ��ȱ��������ȱ���������¢ȱ��ȱ���������ǯȱ���ȱ����������ȱ��ȱ����ȱ�¢��ȱ
of marketing derives from multiple key aspects, such as transparency, data privacy and social 

responsibility.

ŗǯȱ������ȱ���ȱ����������ȱ������������
��ȱ���ȱ�������ȱ ���ȱ � �ȱ���������ǰȱ �������ȱ ������ǰȱ������ȱ���ȱ����������ȱ ������������ǰȱ���-

cisely because of the impact of technologies on business decisions, operational efficiency and 

������������ȱ ���ȱ�������ȱ���ȱ���������ȱ���������ǯȱ���������¢ȱ���ȱ�� �¢�ȱ����ȱ�ȱ�����ȱ������ȱ��ȱ
the evolution of societies and the business environment. 

Research in the field of technology has emphasized aspects of the impact that technology 

can have on communities and the economic environment.

���ȱ����������ȱǻ����ȱ��ȱ��ǯǼȱ��� �ȱ���ȱ���-
lution of the transformation process in the field 

of technology, pointing out some significant mo-

ments from a technological point of view, such 

as the Industrial Revolution, which can be as-

sociated with the development of the first busi-

ness models, then the progress generated by the 

emergence of the Internet and the significant 

�������ȱ��ȱ���ȱ����ȱ������ȱǻ�� ȱ������������ȱ��ȱ
artificial intelligence, cloud computing, block-

�����ȱ���ǯǼǰȱ���������ȱ�������ȱ����ȱ����ȱ�����-
ated important challenges in the economy, but 

also in society as a whole. A recent challenge, 

but at the same time technological innovation, 

��ȱ����ȱ�����������ȱ�¢ȱ����������ȱ������������ȱǻ��Ǽǰȱ
bububububububububububububububububububububububububububububububububububu

ǻ�����ȱ������Ǳȱ��ȱ���������ȱ�����Ǽ
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which, through its different forms of applicability, redefines or even introduces new concepts re-

lated to productivity and profitability in the business environment.

���ȱ�����������ȱ��ȱ����������ȱ ������������ȱ��ȱ��������ȱ������ȱ��������ȱ�������ȱ����������ǰȱ
especially in relation to the correct use of data, the fairness of decisions and the social responsi-

bility of companies. Here are some important ethical aspects associated with the use of artificial 

������������ȱ��ȱ��������Ǳ

Table 1. Ethical aspects and important arguments associated with the use of artificial intelligence in business

Ethical issues Arguments

ŗǯȱ���ȱ��ȱ����ȱ���ȱ������¢ Companies that use artificial intelligence in the analysis of consum-
er behaviour, to personalize products or to optimize marketing de-
pend heavily on access to data. From an ethical point of view, this 
������ȱ���ȱ����� ���ȱ������Ǳ

Ȋ ����������ȱ��ȱ��������ȱ����Ǳȱ���ȱ ���������ȱ���ȱ��ȱ����������ȱ
intelligence requires access to massive amounts of personal data, 

raising privacy concerns. Companies must comply with legislation 

ǻ�ǯ�ǯȱ	���ȱ��ȱ������Ǽȱ���ȱ������ȱ��������ȱ����������ȱ��ȱ�����ȱ���-
tomers’ data.

Ȋ ��������ȱ�������Ǳȱ���������ȱ����ȱ��ȱ��������ȱ�����ȱ�� ȱ
�����ȱ ����ȱ ��ȱ ���������ǰȱ ����ǰȱ ���ȱ ������ǯȱ ���ȱ �������ȱ ��������ȱ ��ȱ
whether they really understand the implications and whether they 

freely agree to the use of their data.

Řǯȱ�����������¢ȱ���ȱ����-
ity in decisions

Companies use artificial intelligence to make important decisions, 
such as evaluating credit applications, selecting candidates for em-
ployment, or optimizing the supply chain. However, artificial in-
telligence decisions are not always transparent, in which case we 
�����ȱ��Ǳ

Ȋ �¡�����������¢ȱ��ȱ����������Ǳȱ��ȱ��ȱ�������ȱ����ȱ����������ȱ�����-
ligence decisions are explainable and understandable to those af-

fected by them.

Ȋ ��������ȱ���ȱ����ȱ��ȱ��������������Ǳȱ����������ȱ������������ȱ��-
gorithms can incorporate bias from training data. If, for example, 

a recruitment algorithm favours man over women due to biased 

historical data, this is a major ethical issue.
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řǯȱ ��������ȱ ���ȱ �������-
tion of all prejudice

Artificial intelligence, trained on datasets containing inequities, 
can perpetuate or even amplify discrimination. In business, this is 
�����������ȱ��ȱ���¢ȱ�����¡��Ǳ

Ȋ �����������Ǳȱ��ȱ�ȱ����������ȱ���������ȱ�¢�����������¢ȱ�����-
es to promote only candidates from certain backgrounds, it can dis-

criminate against ethnic groups, genders, or social classes.

Ȋ ���������ȱ��������Ǳȱ���ȱ����������ȱ������������ȱ����ȱ��ȱ�������ȱ
loans can automatically deny applications from disadvantaged so-

cio-economic groups, based on credit history, without considering 

individual circumstances.

Śǯȱ���ȱ������ȱ��ȱ����������ȱ
intelligence on jobs

���ȱ����������ȱ��ȱ����������ȱ������������ȱ���ȱ����ȱ��ȱ�ȱ�����������ȱ��-
duction in jobs in certain fields of activity, which has great social 
���ȱ��������ȱ������������ǯȱ�������ȱ�������ȱ���������ȱ�������Ǳ
�������������¢ȱ��ȱ�����¢���Ǳȱ���������ȱ����ȱ�������ȱ ������ȱ ���ȱ
artificial intelligence have an ethical responsibility to them, espe-
cially in terms of providing support for reskilling or employment 
opportunities in other areas.
������ȱ ����������Ǳȱ ��ȱ ���ȱ ������ȱ �������ȱ ����������ȱ ������ǰȱ ����ȱ
as low-income workers, more severely, worsening economic 
inequalities.

5. Manipulation and 
publicity

Artificial intelligence is frequently used in advertising to personal-
ize and optimize marketing campaigns. However, this personaliza-
����ȱ���ȱ�����ȱ�������ȱ������Ǳ

Ȋ ������������ȱ ��������ȱ ���������Ǳȱ ����������ȱ ������������ȱ
can be used to manipulate consumers’ purchasing decisions 

through personalized ads that exploit emotional or psychological 

vulnerabilities.

Ȋ �����������¢ȱ��ȱ�����������ȱ����������Ǳȱ���������ȱ������ȱ
be informed about how artificial intelligence algorithms select the 

products shown to them and whether their decisions are artificially 

influenced.

6. Social responsibil-
ity and ethical artificial 
intelligence

Companies have a responsibility to use artificial intelligence in a 
 �¢ȱ ����ȱ��������ȱ ���ȱ ������ȱ����ǯȱ����ȱ ��������ȱ �����������ȱ
the social and economic impact of artificial intelligence, and not just 
the financial benefits.

Ȋ ����������ȱ������������ȱ���ȱ������ȱ����Ǳȱ���������ȱ������ȱ��-

sure that they use artificial intelligence to help solve society’s prob-

lems, not just increase profits.

Ȋ ��������ȱ�����������ȱ�������������¢Ǳȱ�ȱ������¢ȱ����ȱ����ȱ
artificial intelligence should not outsource ethical responsibility to 

technology. It is essential that decisions are made and verified by 

people.
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7. Employee supervision 
and monitoring

Artificial intelligence is increasingly used for the purpose of moni-
toring employee productivity, tracking their online behaviour or 
����ȱ����������ȱ�����������ȱ��ȱ����ȱ����ǯȱ����ȱ�¢��ȱ��ȱ������������ȱ
���ȱ����ȱ��ȱ�����ȱ��ȱ���ȱ��������¢ȱ�������Ǳ

Ȋ �����ȱ��ȱ������¢Ǳȱ�����¢���ȱ������ȱ����ȱ�ȱ����������ȱ�����ȱ
��ȱ������¢ȱ��ȱ���ȱ ��������ǯȱ���ȱ�¡�������ȱ���ȱ��ȱ����������ȱ �������-
gence to monitor them can create an oppressive work environment.

Ȋ ���������ȱ ���������¢ȱ ���ȱ ������Ǳȱ ���������ȱ����ȱ ������ȱ �ȱ
balance between improving efficiency and respecting employees’ 

rights to privacy and dignity.

8. Liability and legal 
liability

A key aspect of the ethics of artificial intelligence in business is the 
clear establishment of legal liability in case of errors or damages 
������ȱ�¢ȱ����������ȱ������������ǰȱ�����¢Ǳ

Ȋ �����ȱ�������������¢Ǳȱ��ȱ�ȱ��������ȱ����ȱ�¢ȱ��ȱ��ȱ���������ȱ
���������¢ȱ �������ȱ �ȱ ��������ǰȱ ��ȱ ��ȱ �����������ǵȱ���ȱ��ȱ�����-
oper, the company that implemented the technology, or the human 

��������ǵ
Ȋ �����ȱ�����������Ǳȱ���������ȱ����ȱ����� ȱ�������ȱ���ȱ�����ȱ

regulations to avoid the risks associated with the inappropriate use 

of artificial intelligence.

As a brief conclusion, we can say that ethics 

and AI in business intersect in many areas, from 

data protection and transparency of decisions, to 

�����¢ȱ ���ȱ ������ȱ ������ǯȱ ��ȱ���ȱ��ȱ ����������¢ǰȱ
companies need to adopt sound ethical principles, 

implement transparency measures, and be pre-

pared to manage the long-term effects on society 

and the economy.

Companies that integrate ethics into the de-

velopment and use of AI not only reduce risks, but 

also protect their reputation and consumer trust, 

becoming leaders in the sustainable and respon-

sible development of technology.

2. Ethical issues related to superintelligence

�������ȱ������ȱ�������ȱ��ȱ�����������������ȱǻ	�����ȱǭȱ���ǰȱŘŖŘřǼȱ�����ȱ��ȱ���ȱ���������ȱ�����ȱ
���ȱ����������ȱ����ȱ�����¢ȱ��������ȱ����������ȱ ������������ȱǻ�������ȱ����ȱ������Ǽȱ�����ȱ�����ǯȱ
Superintelligence raises fundamental questions about control, responsibility, and impact on 

humanity. 

bebebebe

ǻ�����ȱ������Ǳȱ��ȱ���������ȱ�����Ǽ
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ǻ�����ȱ������Ǳȱ��ȱ���������ȱ�����Ǽ

���ȱ�����ȱ�¢�����£��ȱ���ȱ�����������ȱ��� ���ȱ������ȱ���ȱ���������¢ǰȱ������������ȱ���ȱ
�������ȱ����ȱ����ȱ����������ȱ������������ȱǻ��Ǽȱ���ȱ����������ȱ���¢ȱ��ȱ���ȱ������ȱ��ȱ�������¢ǯȱ��ȱ��ȱ
a powerful symbol of the collaboration between technology and man, suggesting a synergy be-

tween these two forces for the development and transformation of the future, including in the 

��������ȱ�����������ǯȱ���ȱ�����ȱ����ȱ��������ȱ�ȱ������ȱ��ȱ ����ȱ��ȱ�������ȱ�ȱ�����������ȱ����-
ner in human activities, be it business, research, or everyday life.

��������ȱ���ȱ�������ȱ������ȱ�������ȱ��ȱ���ȱ�������ȱ��ȱ�����������������ȱ���Ǳ
ŗǯ �¡���������ȱ �����ǯȱ �����������������ȱ �����ȱ ����ȱ ��ȱ �¡���������ȱ ������ȱ ��ȱ �������¢ȱ ��ȱ ���ȱ

managed correctly. 

Řǯ ���ȱ�������ȱ��ȱ�������ǯȱ�ȱ�����ȱ���������ȱ��ȱ���ȱ�������ȱ��ȱ�����������������ǰȱ��ȱ���ȱ�����ȱ
����ȱ��ȱ��ȱ��ȱ�������ȱ�������ȱ����ȱ������ǰȱ��ȱ ���ȱ��ȱ���������ȱ��ȱ�������ȱ��ȱ����ȱ�¢ȱ��������ǯȱ�����ȱ
is a risk that superintelligence will develop its own goals and not follow the initial instructions. 

����ǰȱ�ȱ������ȱ��ȱ���������ȱ�����ȱ�����ȱ�� ȱ �ȱ���ȱ������ȱ����ȱ�ȱ�����������������ȱ�������ȱ�����ȱ
human control.

řǯ ���������ȱ��ȱ����������ǯȱ��ȱ�����ȱ�����ȱ�����ǰȱ���ȱ����������ȱ��ȱ�ȱ�����������������ȱ����ȱ
be aligned with the values and interests of humanity. However, it is difficult to program high-

ly advanced AI to understand and respect all the ethical and moral nuances that guide human 

behaviour. 

Śǯ ������ȱ��ȱ�������¢ǯȱ�ȱ�����������������ȱ�����ȱ���������¢ȱ������ȱ������¢ȱ���ȱ���ȱ����-

omy. It could take on many tasks that require human intelligence, such as governance, scientific 

��������ǰȱ��ȱ��������ȱ��������ǯȱ����ȱ�����ȱ ����ȱ��ȱ�ȱ�����������ȱ��ȱ�����ȱ������������ȱ���ȱ�ȱ
radical reorganization of society, where humans would no longer have a central role.

5. Complex moral decisions. Superintelligence might be able to solve complex moral prob-

lems on a much larger scale than humans, but the question is whether they would make decisions 

that are compatible with human values. 

6. Equality and access. Another major ethical issue is related to who will have access to su-

perintelligence. If only a few individuals or organizations control this technology, there is a risk 
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��ȱ�¡�����ȱ���������¢ǯȱ�����ȱ ��ȱ����ȱ�������ȱ����ȱ�����������������ȱ�����ȱ����ȱ����ȱ��������ȱ
and political advantages, leaving the rest of humanity behind.

7. Risk of the intelligence wave. A superintelligence could become even smarter, in an ac-

celerated process of  continuous self-improvement, which would lead to an exponential increase 

��ȱ���ȱ������������ǯȱ����ȱ����������ȱ��ȱ��� �ȱ��ȱ��ȱ�¡�������ȱ��ȱ������������ǯȱ����ȱ���ȱ�������ȱ
begins, humans may no longer can influence the direction in which AI develops.

8. Ecological consequences and resources. Superintelligence could require massive resourc-

es to operate, which could have a negative ecological impact. Highly advanced AI could also 

decide to modify the natural environment in ways that are harmful to other life forms, including 

humans, if these changes are deemed necessary to achieve its goals.

şǯ �����������������ȱ ���ȱ �����ȱ ������ǯȱ �������ȱ �������ȱ ������ȱ ��������ȱ ���ȱ ��������ȱ ��ȱ
whether a superintelligence should have moral rights. If AI becomes aware of and capable of 

����������ȱ�¡���������ǰȱ������ȱ��ȱ��ȱ�������ȱ��ȱ�ȱȃ�����ȱ�����Ȅǰȱ ���ȱ������ȱ���ȱ����������������ȱ
����ȱ�����ȱ��ȱ������ǵȱ����ȱ������ȱ��ȱ�����ȱ��ȱ���ȱ������¢ǰȱ���ȱ��ȱ��ȱ��������ȱ����ȱ��������ȱ��ȱ����-

nologies advance.

Conclusion. Superintelligence could pose one of humanity’s greatest ethical challenges. 

It requires rigorous planning, clear regulations, and international collaboration to minimise risks 

and ensure that its development is done in a safe and responsible way. Controlling and aligning 

AI with human values, as well as avoiding existential risks, are critical elements to ensure that 

superintelligence will be an ally and not a threat.

3. Ethics in marketing

Ethics in marketing refers to the application of moral principles and standards of conduct 

in all activities related to the promotion of products and services. Ethical marketing practices in-

volve respecting consumer rights, transparency, and honesty in communicating with the public, 

���ȱ��������ȱ������������ȱ��ȱ��������������ǯȱ
���ȱ���ȱ����ȱ��¢ȱ�������ȱ��ȱ������ȱ��ȱ���������Ǳ
ŗǯ �����������¢ȱ ���ȱ ������¢ǯȱ ���������ȱ ����ȱ �������ȱ ��������ȱ ���ȱ �����ȱ �����������ȱ

about the products and services they promote. Advertisements or marketing materials must not 

mislead consumers with false or exaggerated claims. Ethics requires that the promises made in 

marketing campaigns be respected and supported by the reality of the product.

2. Respect for data privacy. In a digital age, where marketing often relies on analysing con-

sumer data, respecting their privacy is crucial. Companies have a responsibility to collect, store 

and use personal data in an ethical way, obtaining users’ consent and protecting their information.

řǯ ��������ȱ������������ȱ���������ǯȱ�������ȱ���������ȱ������ȱ�����ȱ������������ȱ �������ǰȱ
such as creating false needs, excessive pressure to buy, or exploiting consumers’ psychological 

vulnerabilities. Practices such as aggressive advertising or using fear to sell a product are consid-

ered unethical.

Śǯ ������ȱ �������������¢ǯȱ���������ȱ����ȱ ��ȱ �������ȱ ���ȱ ���ȱ ������ȱ ���ȱ�����ȱ ������ȱ ��ȱ
the community. For example, companies are encouraged to promote sustainable practices, eco-

friendly products and avoid negative stereotypes in advertising, such as those related to gender, 
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race, or age. Social responsibility also refers to supporting causes that benefit society, such as 

public health or education.

5. Vulnerable audiences. A major concern in ethical marketing is protecting vulnerable cat-

egories, such as children or the elderly, who may be more susceptible to advertising influences. 

For example, advertisements aimed at children should be educational and not encourage un-

healthy consumption habits.

6. Fair prices and offers. Ethics in marketing requires that prices be presented clearly and 

unambiguously. Discounts and promotions must be real and not misleading consumers. 

7. Ethics in marketing is not only a moral obligation, but also a long-term strategy for busi-

ness success. Modern consumers are increasingly informed and concerned about the ethical be-

haviour of companies. Unethical practices can lead to loss of consumer trust, image damage, 

legal sanctions, and even company bankruptcy. On the other hand, companies that promote their 

products and services ethically can build long-term relationships with their customers and im-

prove their reputation.

As a brief conclusion, we can state that ethical marketing is essential to protect consumer 

rights and ensure that businesses operate responsibly. As technology advances and targeting 

methods become more sophisticated, it is vital for businesses to be aware of their responsibilities 

and avoid marketing practices that exploit or deceive consumers. Ethics in marketing is not only 

about complying with the law, but also about creating a relationship based on respect and trust 

between companies and consumers.

4. Ethical Challenges of Using AI in Marketing

Ethics in AI-driven marketing is an essential field in the digital age. On the one hand, AI 

brings undeniable advantages such as advanced personalization and automation, but on the oth-

er hand, it raises issues related to privacy, manipulation, and discrimination. In the long run, 

companies that adopt ethical AI-driven marketing practices will gain consumer trust, build last-

ing relationships, and avoid legal or reputational penalties.

ŗǯ ����ȱ������¢ȱ���ȱ�������¢Ǳ
฀ �¡�������ȱ����ȱ����������Ǳȱ��ȱ������ȱ��ȱ�������ȱ�������ȱ��ȱ����ȱ ��ȱ ��������ȱ����������¢ǰȱ

which raises issues related to the privacy of personal data. Consumers are increasingly concerned 

about how their data is collected, used, and protected.

฀ ����ȱ��ȱ�����������¢Ǳȱ����ȱ���������ȱ���ȱ���ȱ� ���ȱ��ȱ�� ȱ��ȱ��������ȱ���ȱ����¢���ȱ�����ȱ
data or are not given clear options to refuse this process. It is essential for companies to be trans-

parent and obtain informed consent from customers.

Řǯ ����������ȱ���������ȱ���������ȱ���ȱ����ȱ��ȱ
����ȱ�������Ǳ
฀ ��������ȱ����������Ǳȱ�����ȱ��ȱ ���ȱ������£�ȱ���������ȱ���������ǰȱ����Ȭ��������ȱ��ȱ��-

gorithms can lead to a loss of human control. Decisions made solely by AI may not consider the 

ethical context or emotional nuances of human interactions.

-
eracy performance on PISA tests (thousands of US dollars, in PISAs)
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řǯ ������������ȱ��ȱ��������ȱ���������
฀ �����������ȱ���������Ǳȱ��ȱ���ȱ��ȱ����ȱ��ȱ�¡�����ȱ���������Ȃȱ��¢����������ȱ���������������ǰȱ

�������ȱ�¡�����ȱ���������£�����ȱ��ȱ��������������ȱ��ȱ������ǯȱ����ȱ ���ȱ������ȱ ����������ȱ ����ȱ
consumers make decisions that they would not otherwise have made.

฀ �¡����������ȱ��ȱ���������ȱ����Ǳȱ��ȱ���ȱ����¢��ȱ���������Ȃȱ���������ȱ���ȱ��¢����������ȱ
����ȱǻ�������ȱ���������ȱ��ȱ���������ȱ����¢���Ǽǰȱ ����ȱ������ȱ�������ȱ���������ȱ�����ȱ�� ȱ����ȱ
information is used to influence purchasing decisions.

Śǯ ������ȱ�������������¢ȱ���ȱ�������ȱ���������
฀ ���������¢ȱ�������Ǳȱ��ȱ���� �ȱ����������ȱ��ȱ������ȱ������¡ȱ���ȱ���������£��ȱ���������ȱ

campaigns, making it difficult to enforce traditional regulations. Companies must take responsi-

bility for using AI in an ethical and responsible way, even if regulations are not yet well defined.

฀ 	���� ������ȱ���ȱ������ȱ�������������¢Ǳȱ��ȱ���ȱ��ȱ����ȱ��ȱ����¢��ǰȱ���ȱ������ȱ���������ȱ
concerned about social and environmental issues, but it is important that marketing is authentic 

and does not mislead consumers with greenwashing practices.

AI in marketing has huge potential to transform the way businesses interact with cus-

tomers, providing innovative solutions for personalization, automation, and streamlining cam-

paigns. However, companies need to be extremely careful about the ethical implications of using 

this technology. Respecting privacy, transparency in the use of data and avoiding manipulation 

of consumer behaviour are essential to build responsible and ethical marketing in the digital age.

������ȱ���ȱ���������ȱ�������ȱ���ȱ����ȱ��ȱ����������ȱ������������ȱǻ��Ǽȱ���ȱ������¢ȱ��������-

nected, as AI revolutionizes the way companies reach consumers and optimize their campaigns. 

However, the use of advanced technology raises numerous ethical challenges, especially in terms 

of privacy, transparency, fairness, and accountability. AI offers immense potential for innovation, 

but it is essential that its use is managed responsibly to protect consumers’ rights and interests.

Developing an AI-driven marketing strategy must include deep reflection on the long-

term impact on consumers and society, as well as a balance between innovation and responsibility.

Ethical marketing and sustainability are accentuating  the growing importance of ethical 

������Ǳȱ����ȱ�����ȱ����ȱ���������ǰȱ���������¢ȱ¢������ȱ�����������ǰȱ���ȱ�������ȱ��ȱ�������ȱ������ȱ
that share the same values as them, such as caring for the environment, social responsibility, and 

transparency. From the point of view of sustainability, seen as a differentiating element, brands 

that align their marketing strategies with sustainability practices will attract more consumers 

aware of their impact on the environment.

���ȱ���������ȱ��ȱ���ȱ������ȱ ���ȱ��ȱ��������ȱ��ȱ���������¢ǰȱ���������£�����ǰȱ�����������-
ity, and authentic experiences. Brands that manage to effectively integrate these trends will have 

a competitive advantage in an ever-changing market.

Conclusions

���ȱ ������ȱ ��ȱ ������ȱ ����ȱ ��ȱ ���ȱ ����������ȱ �����������ȱ ��ȱ ��ȱ ���ȱ �������ȱ ������������ǯȱ
Innovations such as advanced machine learning models, more sophisticated natural language 

processing, and improved technology experiences will further transform the way businesses 
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interact with their audiences. Companies that adopt these technologies and adapt to the evolving 

digital landscape will be better positioned to meet the needs of their customers.

Applying ethical principles in marketing not only protects consumers, but also helps build a 

solid and trustworthy reputation for businesses. An ethical approach ensures long-term customer 

loyalty and creates a healthy relationship between the brand and society.

������ǰȱ���������ǰȱ���ȱ����������ȱ������������ȱǻ��Ǽȱ���ȱ�ȱ�������ȱ�����������ȱ��ȱ���ȱ�����¡�ȱ
of modern business, as the use of AI in marketing brings significant benefits but also major ethi-

cal challenges. AI can radically transform marketing by personalizing campaigns, automating 

processes, and analysing data in real time, but it also involves risks related to data privacy, dis-

crimination, and consumer manipulation.

���ȱ���ȱ��ȱ��ȱ ��ȱ���������ȱ������ȱ����ȱ�������������ǰȱ���ȱ ��ȱ��������ȱ�������ȱ���������ȱ
from an ethical point of view. AI-based ethical marketing requires a combination of transparency, 

data privacy protection, fairness in algorithmic decisions, and respect for consumer rights. By 

taking an ethical approach, companies can build long-term trust and use AI not only to increase 

sales but also to make a positive impact on society.

In a globalized and dynamic business world, long-term success depends on a company’s 

ability to constantly innovate and adapt its marketing strategies to respond to market changes. 

So, businesses that excel in both areas are the most poised to thrive.

���������ǰȱ����������ȱ ������ȱ���������ȱ������ȱ�����ȱ���ȱ����ȱ���������ǰȱ���ȱ���������ȱ
 ������ȱ����������ȱ�����ȱ��������ȱ����������ȱ��ȱ�ȱ�����¢ȱ�����������ȱ������ǯȱ���ȱ�����������ȱ��ȱ
the two is key to maintaining success and continuing to bring value to customers.
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