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Abstract. 

In the current digital age, online marketing is a key factor in the success of companies, influencing the 

relationships among businesses. Artificial intelligence (AI) is leading the way in this evolution, 

fundamentally changing the tactics and structure of online marketing. This paper examines the major effects 

and ethical concerns related to incorporating AI in online marketing strategies. Starting with a summary of 

AI's development and its crucial position in present-day marketing, the research emphasizes its 

revolutionary functions such as making decisions based on data, providing customized user experiences, 

and automating processes.  By developing AI algorithms, marketers can analyse bigger datasets, determine 

patterns, and predict trends, introducing the world into a new era of marketing innovation. A central focus 

of AI in online marketing is its ability to deliver highly personalized experiences to consumers, driven by 

the analysis of users’ behaviour, preferences and historical data. This personalized approach improves user 

engagement and drives conversion rates. AI also empowers marketers with real-time data processing and 

analysis, offering valuable insights into consumer behaviour, market trends, and campaign performance.  

Of course, besides its transformative potential, the integration of AI in online marketing presents significant 

ethical considerations. Issues such as data privacy, algorithmic tendency, and transparency necessitate 

careful consideration to ensure responsible and ethical AI usage in marketing practices. Going through a 

comprehensive exploration of AI's impact and ethical implications in online marketing, this paper aims to 

provide valuable insights into the evolving landscape of digital marketing and the ethical considerations 

essential for navigating this dynamic zone. 
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Introduction  
Marketing on the internet has become crucial for corporate business in this modern society. 

It is the land where companies fight for the attention of a public that is gradually getting smarter 

and more selective. In this context, AI has emerged as a powerful tool that is not only transforming 

several industries, but also the whole area of the online marketing. Today’s consumer is an 

empowered one who demands customized experience, faster engagement and integrated 

communication across different touch points. Therefore, marketing strategies are dynamic and 

require firms to be innovative in their approach to the market. AI algorithms are revolutionizers in 

the area of online marketing since they can analyze large amounts of data in a short period of time 

and provide marketers with important information about customers’ behavior, their preferences, 

and tendencies. Now let us look at a real-life marketing campaign for an e-commerce company that 

was aided by artificial intelligence. 

Before the use of AI, the company employed a basic marketing approach that involved 

categorizing the audience into different categories and then sending the same message to all the 

customers. This approach was not only time-consuming but also did not offer user-specific 

experience. 

After the integration of artificial intelligence into the company, it switched to a more refined 

model that relied on data and personalization of the offers for each customer. By employing 

sophisticated machine learning techniques, they were able to capture users’ browsing and 

purchasing patterns to deliver messages and recommendations that are most appropriate to the 

users’ interests. 

Undefined the study done by Smith and Johnson in 2020 revealed that the company’s 

conversion rate and the overall revenue from sales had improved after the integration of AI. Also, 

the customers’ response was rather encouraging, as many of them expressed their satisfaction with 

the offers they received, stating that they were more personal and relevant. 

For instance, one customer said that he was satisfied with the recommendations made to him and 

was more likely to buy the products recommended than those that were earlier shown to him. Also, 

the time spent on the site and the return rate were higher, which means that users were more 

engaged and satisfied with the site. This essay will analyze the impact of AI and its applicability 

in various fields on the strategies of internet marketing. 

 

Literature review  

 
AI in Online Marketing  

Considering the rapid progress in technology in the past decades, Artificial Intelligence 

(AI) has become one of the most popular fields of study with numerous uses in various fields such 

as online marketing. AI is a subfield of computer science that deals with the creation of intelligent 

systems and technologies that can reason, learn and solve problems in a manner similar to how 

humans do it (Russell & Norvig, 2020). 

Another key aspect of AI is machine learning, where the computing system can learn from 

data and make decisions based on the patterns or trends it has discovered. AI systems are capable 

of learning from the data and can derive knowledge and context out of raw data, which makes them 

very useful in online marketing (Hastie, Tibshirani, & Friedman, 2009). 
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One of the most important subfields of AI is Natural Language Processing (NLP), which 

enables computers to meaningfully process and comprehend natural languages. NLP enables the 

AI systems to read, understand and process texts, articles, comments or even online reviews and 

extract relevant information and consumer feedback for marketing strategies (Johnson & Zhang, 

2019). 

AI does not only include machine learning and natural language processing but also other 

subfields like computer vision, signal processing, autonomous robots and so on, all of which have 

different uses in online marketing. For instance, computer vision can be employed in image and 

video analysis for marketing, where the system can detect items such as products or logos in users’ 

posts (Russell & Norvig, 2020). 

However, with the progress of AI in the field of online marketing, different issues and 

ethical questions appear. Some of these are privacy, algorithm bias, transparency, and 

accountability of the AI systems and so on In view of these challenges, marketers must therefore, 

exercise caution and responsibility while implementing and using AI since they have to consider 

the ethical and social consequences of their actions (Hastie, Tibshirani, & Friedman, 2009). 

Therefore, it is essential for the contemporary marketer to be acquainted with the basics of 

AI and its use in online marketing. They can leverage the potential of AI technologies to achieve a 

competitive advantage and offer consumers more relevant and engaging experiences while 

optimizing marketing initiatives (Johnson & Zhang, 2019). 

 

Personalization and Customer Experience 

Individualization has become one of the key approaches in modern web marketing, where 

the use of artificial intelligence to develop content, products, and ads tailored to the specific user. 

This approach leverages the strength of the AI in handling large volumes of data including user 

behaviour, preferences, and past data to offer personalized services. Through the use of advanced 

mathematical models, the online retailers and service providers can increase the level of user 

interest and conversion rates by recommending the content and products that the users may find 

relevant (Zia, 2023). For instance, Netflix and Amazon incorporate recommendation systems that 

use AI to recommend movies, shows, and products that the users are likely to find interesting 

because of their previous behavior, and this improves customer satisfaction and sales (Zia, 2023). 

The advantages of the usage of artificial intelligence in personalization of online marketing 

are numerous. Firstly, it enhances the customers’ experience by personalizing the communication 

and interactions to their needs and wants, which in turn increases the level of recognition and 

engagement (Zia, 2023). Such an approach can lead to the enhancement of the customer satisfaction 

and loyalty since users feel that the brand understands them. Also,by offering and suggesting 

products and services that will be of interest to the specific customer, the business will be able to 

increase the chances of the customer purchasing and thus the overall revenue (Zia, 2023). 

Besides,AI-driven personalization helps to gain insights into the customers’ behaviour and 

preferences and improve the marketing and sales approaches successfully. Through such analysis, 

marketers are able to understand their users and customers better and in the process, adapt their 

communication and products to suit the users. This approach of marketing makes it easier to 

identify the right market segments to target hence increasing the chances of getting a good return 

on investment and business performance (Wang, 2020).  

However, as with any technology, there are ethical implications and issues that come with 

the use of AI for personalization. The employment of AI algorithms to interpret user data and 

provide tailored content has raised issues on privacy, transparency, and fairness (Orgaz et al. , 
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2016).Consumers may feel uncomfortable and concerned with the level of personal information 

that is being gathered and used in marketing strategies, thus may question the aspect of data privacy 

and consent (Wang et al. , 2018). Also, there is the risk of algorithmic bias whereby the AI systems 

reproduce and even amplify the bias present in the dataset, thus producing unfair results (Khan et 

al. , 2022). 

 

Personalization through AI can have different focal points that can be useful to 

businesses  

Personalization through the use of AI makes the customer experience unique to the 
individual thus enhancing their satisfaction and loyalty. According to Li and Liang (2023), the use 
of recommendation systems can enhance the interaction between customers and the brand. 

Recommendation of products and services that are specific to the needs of the customer 
and relevant marketing communications will result in improved conversion rates and sales. Kim 
and Park (2022) note that organizations that use AI to personalize their marketing experience 
experience a boost in sales. Understanding customers’ likes and actions can help organizations 
make the right adjustments to their products and marketing techniques to increase sales and 
profits. 

AI can also be used to minimize customer attrition since the content and offers are tailored 
to suit the customers’ needs. Wang and Zhang (2021) have found out that customers’ retention 
rates can be increased by the use of personalized communication and recommendations. By 
enhancing the level of interaction with customers, companies can lower the churn rate and boost 
the customer lifetime value. 

AI helps in analyzing the customer behaviour, their preferences and the market trends 
that are beneficial for the businesses. Chen et al. (2020) reveal that marketing decision-making is 
a data-driven process. Big data helps the businesses to find out the pattern, trends and 
opportunities for improvement and hence can help to make better decisions and get better 
results. 

 

Automated Campaign Management 

Automated Campaign Management Internet marketing campaigns have been 

revolutionized by the automation features of AI in their management. Marketers used to perform 

tasks like ad placement, content planning, and email marketing by themselves. Nonetheless, with 

the AI technologies, these processes have become more classy and smart (Toorajipour et al. , 2021).  

Using AI, it is possible to process large amounts of data in real time to find the best locations 

for advertising on different Internet sites. Machine learning algorithms are constantly analyzing the 

results of the campaigns, including click-through rates and conversion rates and then tweaking the 

campaigns’ parameters to optimize the results. For instance, a retail firm can employ AI to adjust 

its online marketing promotions in real-time depending on aspects like age, search history, and 

previous purchases of the targeted consumers. 

Thus, using these data, AI algorithms can provide very personalized ads to specific consumers, 

which will likely lead to a conversion. Besides this, the use of AI-based chatbots and virtual 

assistants has become inevitable for offering instant customer support and help. These intelligent 

bots are capable of answering most of the customer questions regarding products, orders, and other 

issues, within the shortest time possible. In this way, chatbots provide instant solutions to the 

customers’ problems and help in improving the customer satisfaction level and maintaining a good 
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online presence for the businesses (Agarwal et al. , 2022). For example, an e-commerce website 

can use chatbots to help customers search for products, get information about delivery and returns, 

and solve any problems that they may face while making a purchase. Thus, by offering individual 

support at any time, it is possible to enhance the customer satisfaction and increase the likelihood 

of multiple purchases. 

 

Security, Privacy, and Ethical Considerations 

Data security and privacy remain a critical concern as AI collects and processes massive amounts 

of data. Due to the fact that clients’ information is often sensitive, marketers are required to 

implement adequate security measures. Also, to retain the customers’ trust, they have to adhere to 

the increasing data privacy regulations such as the GDPR (Oseni et al. , 2021). 

It is always said and rightly so that with great power comes great responsibility. The ethical 

issues of using AI in marketing include biased algorithms, data manipulation, and invasion of 

privacy. Thus, to ensure that the ethic of justice, transparency, and accountability are upheld in the 

AI-driven marketing projects, marketers need to navigate these ethical trade-offs. Some of the 

ethical questions that are brought about by this technology include; transparency, privacy, justice 

and accountability (Orgaz et al. , 2016). Transparency is one of the most important ethical issues 

with AI. Consumers may have a problem in comprehending the ways they are being targeted or 

how decisions are being made because these systems are often called ‘black boxes’. The process 

by which and the reasons why particular decisions are being made on customers’ behalf by AI 

systems must be explainable. The second biggest ethical concern of AI is privacy (Wang, et al. , 

2018). In the present world of computers and the internet, AI systems collect and analyze massive 

amounts of consumer information that may include personal data such as age, gender, browsing 

history, and buying preferences. While this information can be used to enhance the user experience 

and filter the recommendations, it poses a significant threat to customer privacy (Zhang, et al. , 

2021). Another common AI ethical issue is also often referred to as justice. In particular, there is 

the concern that AI systems may perpetuate existing prejudices and discrimination leading to 

disparate impact across different groups, which can have a profound impact on such societal values 

as justice and human dignity. The fourth most cited AI ethical principle is accountability. It mainly 

focuses on issues to do with liability (Khan, et al. , 2022). 

 To achieve accountability and to prevent harm, this is the goal. Due to the fact that the 

algorithms that are used by AI systems are often concealed and not available to the public, it 

becomes difficult to determine who the decision makers are regarding the actions of the system. 

Any company that uses artificial intelligence in internet marketing should bear the consequences 

of decisions made and actions taken concerning the AI system. There has to be a way for consumers 

to challenge those decisions and they should be able to explain and rationalise the use of AI. This 

minimizes the chances of questioning of guilt. 

 

Case Studies 

In this part, it was described several examples of proper and improper application of 

artificial intelligence (AI) in online marketing. These cases provide useful lessons on the use of AI 

in marketing and its benefits, risks, and prospects. 

Success Case Study: Personalized Recommendations at Amazon 

The most famous example of AI in marketing is the Amazon’s use of the recommendation 

system. With the help of AI algorithms that help in understanding the customer behavior and their 

choices, Amazon has improved its UI and increased its sales (Zia, 2023). Using its recommendation 
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system, Amazon offers its clients relevant products depending on the history of their actions on the 

website and their age, gender, and other characteristics. This kind of approach not only enhances 

the number of users’ interactions with the website but also enhances the conversion rates because 

clients are more likely to purchase goods and services that they require or are interested in (Zia, 

2023). Therefore, the company has experienced high revenue and increased customer satisfaction, 

making it one of the leading e-commerce firms. 

Problematic Case Study: Bias in Targeted Advertising on Facebook Through Algorithms 

The use of AI in marketing has been on the rise and there are issues that have been raised 

concerning the algorithms used in the AI systems such as racism and sexism. An example of this 

is the use of AI in targeted advertising such as the Facebook advertising platform which can 

reinforce or even deepen bias present in the data. For example, a study conducted by Khan et al. 

(2022) at Harvard University showed that algorithmic bias in ad delivery platform affects the rate 

at which high paying jobs are displayed to the users; white users are likely to be presented with the 

ads more frequently than black users with similar qualifications. This kind of algorithmic bias can 

reinforce social injustices and thus be counterproductive to the concepts of equity and justice. To 

tackle algorithmic bias in microtargeting, the marketers, data scientists, and policymakers should 

work together to design and deploy the AI algorithms that are free from the bias and are ethical 

(Khan et al. , 2022). 

These case studies thus illustrate that while AI holds a lot of promise for new approaches to online 

marketing, it also brings with it inherent ethical issues. The use of AI in the form of 

recommendation systems has transformed the e-commerce industry and enhanced the customers’ 

experience but the issues of algorithmic bias and discrimination call for responsible AI usage and 

ethical marketing. Analyzing the best practices and the failures of AI application in marketing, 

marketers can identify the potential and the threats of AI in marketing and find ways to leverage 

the opportunities and minimize the risks. 

 

Knowledge from psychology and sociology to grasp the general effects of AI on consumer 

behavior 

It was examined the wealth of psychological and sociological theories that drive the consumer and 

their interaction with the relatively new concept of AI in the marketing domain. By integrating the 

findings of these disciplines, the purpose of which is to understand the various factors that affect 

consumers’ decision-making in the context of an emerging AI market. 

Embedded in every marketing activity is the human brain and the society within which the activities 

are conducted. Starting from the prejudice that influences our choice and ending with the rules of 

communication that regulate the relations, psychology and sociology provide the key to 

understanding the consumer. By engaging these disciplines, marketers can better understand the 

reasons for consumers’ behaviour, which in turn will help to create more sensitive and relevant 

marketing strategies. 

With AI becoming a part of marketing solutions ranging from recommendation engines to ad 

targeting, it is critical to examine its effects from psychological and sociological perspectives. In 

what ways does the use of AI algorithms affect the consumers’ perception and the decision-making 

process? The following are some of the ethical questions that arise when algorithms have such a 

commanding role in people’s lives: Thus, by comparing the current trends in AI-based marketing 

approaches with the concepts of psychology and sociology, it was possible to reveal both the 

opportunities and threats of this emerging field. 
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To anchor this,real-life examples of how AI,psychology and sociology are applied in marketing 

will be discussed. These case studies will not only show how AI is being used to influence 

consumers but also how it is creating new ethical questions and social issues. Thus, it will aim at 

identifying practical lessons from these cases and their implications for ethical and socially 

responsible AI in marketing. 

The combination of psychology, sociology, and AI in marketing is an interesting area that is both 

promising and problematic. Thus, by integrating AI into marketing practices from various fields, 

marketers can create stronger bonds with consumers and avoid possible ethical issues. 

 

Regional Approaches to AI in Marketing 

In order to get an understanding of the global tendencies and practices of the use of artificial 

intelligence or AI in marketing, it is essential to understand how it is referred to in different 

geographical locations. While primary research may take time, this paper used secondary data to 

deal with this topic.  

North America: North America is considered as one of the technological hubs and the region has 

implemented AI to a great extent in marketing strategies. Companies in this area apply advanced 

AI techniques for advertising, consumer categorization, and prediction (Smith, 2023). Google, 

Facebook, and Amazon are amongst the biggest companies in the AI marketing industry as they 

keep on adopting AI solutions to enhance customer relations and boost sales.  

Europe: However, the application of AI in marketing in Europe is limited by data protection laws 

such as the GDPR. However, the European market is slowly integrating AI to boost the accuracy 

of targeting and the efficiency of the campaigns (Jones et al. , 2022). Conversational marketing is 

on the rise with the help of artificial intelligence in chatbots and virtual assistants.  

Asia-Pacific: The Asia-Pacific region has the biggest and fastest-growing digital economy, so there 

are numerous chances to use AI in marketing. China and India are the most advanced in AI 

adoption, leveraging it to change e-commerce, social networks, and mobile marketing (Wong, 

2023). AI in influencer marketing and recommendation systems is transforming the consumption 

and buying behaviours in this area.  

Latin America: Currently, AI is not very popular in marketing in Latin America, although there is 

growing interest in using AI technologies to communicate with customers and advertise brands. 

Some of the areas that have been of interest to companies in countries such as Brazil and Mexico 

include; content personalization, social media marketing, and customer relationship management 

(Garcia, 2021). However, there are some challenges like infrastructure, lack of digital skills, and 

data protection that poses a challenge to the implementation of the strategy. 

Comparing various regions’ attempts at applying AI in marketing provided valuable insights into 

the spectrum of strategies that companies around the world have been employing and the obstacles 

they have encountered. The North American region contributes most to technological development 

while the European area centers on the compliance with legislation on the international level, and 

Asia-Pacific remains a leader in developing the market through leveraging the digital frontiers. 

Latin America has yet to embr ace AI, but once implemented, AI growth and development can 

advance significantly in the region. 

 

Methodology  
In the first part of the research, we carried out an exploratory research where we reviewed 

the specialized literature regarding the influence and the ethical challenge of artificial intelligence 
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in online marketing in order to create a framework to adress the research problem, so that the 

specialized literature represented the basis from which we started the research.  

For the beginning it was necessary to understand and deepen the essential concepts of 

artificial intelligence, consumer touchpoints, self-serve campaign management, security, privacy, 

and adoption concerns. Next, we conducted qualitative research through semi-structured interviews 

with experienced marketing professionals involved in the application of artificial intelligence in 

their activities.  

Qualitative research helped us to understand in depth the behavior and attitudes of the 

research participants as they had the opportunity to answer freely, using their own words, 

conveying their feelings in relation to the investigated topics. Thus, through this type of research, 

we were able to benefit from a stronger validity of the data, a special depth of information and it 

helped us to establish a series of coherent and valuable interpretations of the investigated subject. 

Such criteria as the eligibility of interviewees for the study was also a significant part of 

this study given the focus on having diverse and highly-active marketing professionals in the field, 

marketing professionals who apply AI in their work. Thus, there was a multiple stage approach 

implemented to achieve the study objectives.  

The main selection criteria of the people who were going to participate in the interview was 

that they must be professionals in the field of digital marketing and advertising, with strong 

knowledge related to artificial intelligence and to use it in their professional activities, thus offering 

us various perspectives on the use of AI in marketing. 

Initially, potential participants were informed by e-mail about the research, its goals and 

objectives. All participants enrolled in the study received comprehensive information about the 

aims and purposes of the research, clear instructions for interview, anonymity, and confidentiality 

policies. Participants were asked questions to ensure that they had their permission and also had 

understood and willingly agreed to participate in the study. 

An aspect that arises due to the vast amount of data which is behind AI models is 

subjectivity; if the data set is contaminated with tendentiousness, so too will the outcomes of the 

machines, resulting in cases of discrimination, opinion shifting, and information manipulation. 

Because artificial intelligence is both a technological tool that can help but that can lead to an 

invasion of privacy, this study aims to explore the effects of AI on online marketing and the 

possible ethical concerns related to it. Behind the AI is a lot of data that these models analyze. If 

this data is subjective automatic AI will be subjective and vice versa. This is where problems of 

discrimination, influence of opinions, and manipulation of information can arise. Because artificial 

intelligence can have both positive and negative sides, we formulated the following objectives of 

the study to understand how artificial intelligence impacts online marketing and to discover the 

ethical issues that may appear: 

 
Table 1. Objectives of the research 

OB1: Determine the advantages and drawbacks of using artificial intelligence in online 

marketing. 

OB2: Identify the impact of artificial intelligence in online marketing. 

OB3: Establish ethical issues in using AI in online marketing. 

OB4: Make predictions about AI in the next five years. 
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OB5: Discover AI instruments used in online marketing. 

Source: Authors’ own research 

 

 

 

Results and discussions 
There were a total of 15 questions in the interview: Out of them, there are five closed 

questions and ten open questions. To be more precise and concrete, the answers to the open 

questions were provided before the answers to the closed questions were provided. This was done 

intentionally to make sure that the responders provided as much information as they would be 

comfortable to share. Finally, only closed-ended questions were asked to guide the respondents 

into entrenching their stand on the issue under discussion. 

Following the interview, there were identified the following advantages of using AI in 

online marketing: reliable in relation to speed with the least error rate, results in time conservation, 

useful for tracking the necessary parameters and generating high-quality content, do not allow 

plagiarism from an esthetic point of view, the pictures drawn by AI are unique, Unlike picture 

sources that can be borrowed or belong to someone else, saved time of tasks that used to take hours 

now utilization of artificial intelligence and can be completed in a few minutes and affordable. 

Also, the disadvantages were the following: It means that AI cannot be as polite and as 

tolerant as the human or human being. What it produces must be processed by the owner before it 

is useful Again, the outputs that are provided by the AI may not be desirable and it would take 

some time for the machine learning to understand what the user needs It is useful in the way that it 

saves time but then again, it requires a lot of time to master. Likewise, the uncertainty of who owns 

the copyrights to the final work is also considered as a short-term drawback, as pointed out by one 

of the experts we interviewed. 

Consequently, seventy percent of the specialists observed a positive effect. Artificial 

intelligence is a perfect assistant to any activity, be it the lowest or highest in the marketing chain. 

Similarly, one of them believed that the effect is small and said that “AI is only an additional tool 

for specialists in terms of ideas As programs advance, role switches may occur, ”cutting down the 

number of employees by half. 

In response to the question of what were the ethical issues that may arise the participants 

noted that detailed analysis of user behaviour by AI algorithms can be used to shape people’s 

perceptions and decisions. It can be like when it comes to doing some advertising the algorithms 

could target people at their worst, for instance like people who need to lose some weight and then 

feed them with unhealthy products such as some pills for fast weight loss. Furthermore, it is able 

to generate fake news or misinformation and as for the ethics of the marketed commodities, it may 

not be considered by bots. 

The interviewed marketing experts believe that artificial intelligence is likely to transform 

online marketing in the next 5 years in terms of both processes and information being easy to attain 

and utilised by novices. Also, AI is designed to learn from people, and in the next 5 years, it must 

be capable of providing better content and it might try to replace some marketing occupations such 

as market research depending on how frequently the AI is utilized and used by human beings. Also, 

one of the predictions was that in the next 5 years, artificial intelligence will perform most or all of 

the activities that a person has in one’s life. 

The AI instruments used in online marketing based on the information provided by our 

interviewed experts are the following: current uses of artificial intelligence in photo/video editing 
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software (Adobe Photoshop, Adobe Premiere Pro), documents (Google Sheets, Word, Excel), and 

generative technologies, these are all the Programs that generate anything related to the graphic 

side, texts, ideas, strategies, Chatbots for customer interactions, and automated content creation. 

 

Conclusions 
In conclusion, Artificial Intelligence has gained an important place in online marketing, 

becoming a tool that experts and not only, use to automate and personalize their professional 

activities. Brands that use artificial intelligence can respond quickly and efficiently to the demands 

and expectations of consumers having a competitive advantage over brands that do not use it. 

Considering all the mentioned aspects, it is obvious that artificial intelligence will remain a basic 

element in online marketing. According to the results, it seems that some of the marketing experts 

are familiar with the concept of AI, and some of them incorporate it into their practices. However, 

we need to find ways to measure the ethical and privacy concerns that circulate around the use of 

artificial intelligence in marketing. 

Predictions regarding the future of AI in the next 5 years depend both on the creation of 

such systems based on artificial intelligence, as well as on the general lightening of the workload 

of people, but also on the replacement of the workplace. These words of one of the marketing 

experts who participated in the interview are quite simple: it is a double-edged sword. 

There is no doubt that AI has great potential in delivering highly efficient and effective 

solutions, but there are some crucial issues like data protection, how the algorithms are created and 

where the information is coming from, and other ethical factors. Creating trust between the 

businesses and the consumer is key; brands and marketing experts should ensure that they practice 

proper etiquette regarding Artificial Intelligence. 

The future of artificial intelligence in marketing seems promising as it can favor 

technological advances, bringing improvements in the consumer experience as well as in online 

marketing in general. This new technology can make better predictions on consumer trends and 

desires, resulting in better marketing techniques and strategies based on advanced information 

provided by AI. It is essential that ethical aspects are taken into account when deciding the 

integration of artificial intelligence in professional activities and not only, because these aspects 

must be respected in order to avoid things such as the spread of fake news or misinformation, which 

can lead to negative influence. That is why it would be advisable to use artificial intelligence with 

caution as a tool and to integrate a human filter through which the information provided by AI can 

pass and be verified. 
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