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Abstract

The in-depth application of Al is reconstructing the marketing paradigm. While improving effi-
ciency, it brings multiple crises: first, it triggers a trust crisis; second, enterprises’ innovation falls
into a data-dependence cycle; third, ethical anomie is difficult to avoid. In view of the causes of these
dilemmas, this paper attempts to propose a three-element coordinated countermeasure, namely
the “principle of limited intelligence”, the “feedback training mechanism”, and the “dynamic ethical
governance”, providing a theoretical reference for enterprises to balance business value and social
responsibility in technological iteration.
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