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Abstract

The application of artificial intelligence technology in the field of digital marketing has brought a
series of ethical problems. This study adopts the qualitative research method of grounded theory
analysis to systematize the current ethical problems in the field of artificial intelligence technology
marketing. It is found that data and privacy security, algorithm bias and discrimination, and limited
user information processing ability are the three key problems generated in the application process
of this technology, and the governance countermeasures are proposed to improve the fairness and
transparency of algorithm recommendation, build a decision-making mechanism that users can
participate in, and improve the relevant laws and regulations of Al marketing.
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Table 2. Results of rooted analysis
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Figure 1. Framework of ethical issues in Al marketing
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