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Abstract. Exploring the ethical challenges in AI-based image generation
for marketing, this study identifies critical concerns such as data bias,
privacy risks, and potential job displacement. It advocates for responsible
AI use through unbiased algorithms, ethical data practices, and trans-
parent communication. Offering practical guidelines for marketers and
AI practitioners, the paper emphasizes the need for a balanced approach
that aligns technological innovation with ethical standards and societal
values.
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1 Introduction

Artificial Intelligence (AI) has revolutionized various industries, including mar-
keting, by enabling advanced capabilities such as image generation. AI-based
image generation techniques, powered by machine learning algorithms, have the
potential to transform marketing strategies and enhance visual content creation.
However, the ethical implications of using AI-generated images in marketing can-
not be overlooked. This research paper explores the responsible use of AI-based
image generation in marketing from a Responsible AI perspective.

The use of AI-generated images in marketing raises important ethical dilemmas
and considerations. One key concern is the potential for bias and discrimination
in the generated images. Machine learning models heavily rely on training data,
and if the training data is biased, it can lead to the perpetuation of stereotypes
or the exclusion of certain groups of people. This can negatively affect inclusivity
and diversity in marketing campaigns [7].

Privacy is another critical aspect to consider. AI-based image generation
may require access to large amounts of data, including personal and sensitive
information. Marketers and AI practitioners must ensure that data used for image
generation is obtained and used responsibly and ethically, respecting individuals’
privacy rights [13].
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Transparency and accountability are essential in the use of AI-generated
images. Marketers should clearly communicate when AI is involved in content
creation and provide information about AI-generated images’ limitations and
potential biases. Consumers should be aware that the images they encounter may
not be created by human designers but by AI algorithms [6].

Job displacement is a concern that arises with the automation of image
generation through AI. Human designers and artists may face challenges as
AI takes over certain tasks. It is crucial to consider the impact on individuals’
livelihoods and to provide support through retraining and reskilling programs [27].

To address these ethical dilemmas and ensure the responsible use of AI-
generated images in marketing, practical steps, and best practices can be fol-
lowed. These include developing effective regulations and governance frameworks,
creating unbiased algorithms, adopting responsible data management practices,
educating and training practitioners, and encouraging ethical discussions and
debates [30].

This research paper will detail these ethical dilemmas and implications,
examining the current landscape of AI-based image generation in marketing and
proposing practical guidelines for responsible and ethical use. By exploring the
intersection of marketing and AI-based image generation from a Responsible AI
perspective, this paper aims to contribute to developing ethical frameworks and
best practices that can guide marketers and AI practitioners in their decision-
making processes.

This paper is organized as follows: Section 2 addresses the motivation to
pursue research in this area; Section 3 dives directly into the problem of image
generation and marketing, while Section 4 covers the ethical dilemmas associated
with this. Section 5 offers practical advice on how to address current issues and
best practices. Finally, we draw our conclusions in Section 6.

2 Generative AI and Marketing

Recent research in generative AI and marketing has explored various aspects of
the intersection between these two domains. One area of focus has been using
AI-generated marketing content, particularly in hospitality and tourism [26]. The
advent of novel AI models such as StyleGAN, DALL-E 2, and GPT-3 has provided
powerful tools for automatically creating high-quality content, including lines
of code, artistic images, and accurate instant translations [26], see Fig 1. This
has significant implications for the future of marketing in these industries and
freelance creative work, which plays a key role in providing services to hospitality
and tourism SMEs [26].

Another area of research has examined the impact of AI on creativity in
marketing [1]. While creativity has been identified as a crucial aspect of market-
ing, the introduction of AI has raised questions about its influence on creative
processes [1]. Existing theories and frameworks have not fully explained AI’s
impact on marketing creativity, prompting researchers to conduct comprehensive
literature reviews and advance theories in this area [1].
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(a) (b)

(c)

Fig. 1. Exploring the Integration of AI in Fashion Marketing: (a) showcases an image
generated by StyleGAN-Human [9], seed 19545, with a truncation-psi of 0.25, highlight-
ing the capabilities of AI in creating human likenesses; (b) features a creation from
DALL-E based on the prompt ’Generate a photorealistic image of a middle-aged adult
model in an outdoor setting, showcasing a new style of blue polo shirt in a full-body
portrait,’ demonstrating the AI’s ability to produce context-specific fashion imagery;
and (c) presents a tweet crafted by GPT-4, inspired by the previous prompt, showcasing
the potential of AI in generating engaging social media content for fashion marketing.

The integration of AI into marketing tasks has also been explored, focusing
on improving corporate performance and achieving profitability and competitive
advantage [25]. Studies have identified the elements that influence AI integration
in marketing and the benefits and obstacles associated with this integration [25].
Additionally, research has highlighted the need to bridge the human-AI gap in
affective and social customer experience, emphasizing the importance of combining
empathic AI research with psychology and marketing literature [20].
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Furthermore, research has examined the implementation of AI in traditional
business-to-business (B2B) marketing practices [15]. This research has highlighted
the challenges and complications arising from AI adoption in B2B marketing and
the potential for automation of marketing processes [15]. It has also explored the
socio-technical aspects of AI-powered B2B marketing and the contradictions that
may arise when integrating AI into traditional practices [15].

In addition to these specific areas of research, there have been broader discus-
sions on the implications of AI in marketing [3,22,8,23,5,25,4]. These discussions
have covered topics such as the pitfalls and opportunities of AI in marketing, the
ethical considerations of AI applications, the potential for AI to revolutionize
digital marketing, and the implications of AI for market knowledge in B2B
marketing [3,22,8,23,5,25,4]. Researchers have emphasized the need for further
exploration of these topics and the development of theoretical frameworks to
guide future research in this field [1,23].

Recent research has shed light on various aspects of generative AI and its
impact on marketing. From the use of AI-generated content in hospitality and
tourism marketing to the implications of AI on creativity, there is a growing body
of literature that explores the potential of AI in transforming marketing practices.
However, much is still needed to understand generative AI’s implications and
opportunities for marketing.

3 AI-based Image Generation and Marketing

Recent research in generative AI and marketing, specifically focusing on image
generation, has explored various models and their applications. One prominent
model is the deep convolutional generative adversarial network (DCGAN) intro-
duced in [24]. DCGANs have shown promising results in unsupervised learning
and have been used to learn hierarchical representations of images, from ob-
ject parts to scenes. This has significant implications for image generation in
marketing, as it allows for the creation of high-quality and diverse images.

Another notable advancement in image generation is the progressive growth
of generative adversarial networks (GANs) proposed in [14]. This approach
progressively adds layers to the generator and discriminator during training,
improving image quality, stability, and variation. The progressive growth of
GANs has led to the generation of high-resolution images, such as the CELEBA
dataset at 1024x1024 resolution. This technique can potentially enhance the
visual appeal of marketing materials and create more engaging content.

Text-to-image AI systems have also gained attention in the context of genera-
tive AI and marketing. For example, Midjourney, DALL-E 2, and Disco Diffusion
are text-to-image AI systems explored for concept generation in design pro-
cesses [2]. These systems can generate images based on textual prompts, allowing
designers to visualize their ideas and explore different concepts quickly. However,
there are still barriers to the widespread use of text-to-image AI in engineering
design, and further research is needed to overcome these challenges [2].
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The appeal and realism of AI-generated photos have been analyzed in recent
studies [12]; see also Fig. 1. These studies have examined the quality and variation
of images generated by different AI models, including DALL-E 2, Midjourney, and
Craiyon. The results indicate that some of these models can produce realistic and
highly appealing images, although the quality and appeal may vary depending on
the approach and text prompt used [12]. Understanding the appeal and realism
of AI-generated images is crucial for their effective use in marketing, as it directly
impacts consumer perception and engagement.

The integration of AI in marketing has broader implications beyond image
generation. AI adoption in marketing has been shown to lower prices and increase
consumer surplus in competitive markets [10]. It has also been identified as a tool
for enhancing marketing performance and achieving competitive advantage [25].
However, there is a need for further research to explore the impact of AI on
creativity in marketing and develop theoretical frameworks in this area [1].
Additionally, the role of AI in customer satisfaction and the importance of human
control in AI-driven marketing activities have been highlighted [28].

In lieu of all these advances, further research is needed to fully explore the
ethical implications of generative AI in marketing, as we discuss next.

4 Ethical Dilemmas and Consequences in AI-Generated
Imagery

From a Responsible AI perspective, machine learning-based image generation in
marketing raises several ethical dilemmas, including the following.

4.1 Data Bias and Discrimination

Machine learning models rely on training data, which can be biased and contain
discriminatory patterns [21]. If the training data used for image generation
is biased, it can lead to the generation of images that perpetuate stereotypes
or exclude certain groups of people. This can have negative consequences in
marketing, reinforcing harmful stereotypes or excluding diverse representations.

4.2 Privacy Concerns

Image generation models may require access to large amounts of data, including
personal and sensitive information. Using such data raises privacy concerns, as it
may involve collecting and processing individuals’ personal information without
their explicit consent [29]. Marketers must ensure that the data used for image
generation is obtained and used responsibly, respecting privacy rights.

4.3 Unintended Consequences

AI-generated images have the potential to be highly realistic and indistinguishable
from real images. This raises concerns about the potential for misuse or deception
in marketing campaigns [29]. Marketers must consider the potential impact of
AI-generated images on consumers’ trust and ensure transparency in their use.
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4.4 Job Displacement

The automation of image generation through AI can potentially lead to job dis-
placement for human designers and artists [29]. This raises ethical considerations
regarding the impact on individuals’ livelihoods and the need for retraining and
reskilling programs to support those affected by technological advancements.

4.5 Ethical Guidelines and Regulations

The rapid development and deployment of AI in marketing necessitate the
establishment of ethical guidelines and regulations to ensure responsible and
ethical practices [29]. These guidelines should address bias, discrimination, privacy,
and transparency in using AI-generated images.

4.6 Consumer Perception and Trust

AI-generated images in marketing campaigns may impact consumer percep-
tion and trust. Consumers may question the authenticity and credibility of
AI-generated content, leading to skepticism and reduced trust in marketing mes-
sages [11]. Marketers must be transparent about using AI-generated images and
ensure they are used ethically and responsibly to maintain consumer trust.

4.7 Accountability and Responsibility

The use of AI-generated images in marketing raises questions of accountability
and responsibility. Marketers must take responsibility for the content they create
and ensure that AI-generated images align with ethical standards and legal
requirements [11]. This includes addressing issues such as copyright infringement
and ensuring that AI-generated images do not violate intellectual property rights.

To address these ethical dilemmas and implications, a multi-disciplinary ap-
proach is needed. This includes the development of effective regulations and
governance frameworks, responsible data management practices, unbiased algo-
rithms, and educational and training programs [29].

5 Practical Steps for Responsible AI Use

To prevent the unethical and irresponsible use of AI-generated images for market-
ing, both AI practitioners and marketers can follow practical steps, best practices,
and standards, which include the following:

Develop Effective Regulations and Governance Frameworks: Establishing
robust regulations and governance frameworks is imperative for guiding the ethical
deployment of AI-generated images in marketing endeavors [29]. These frameworks
should offer comprehensive guidelines, including data privacy, bias mitigation,
transparency, and accountability, setting standards for ethical practices.
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Create Unbiased Algorithms: AI practitioners are responsible for engineering
algorithms devoid of inherent biases and discriminatory practices. This necessi-
tates meticulous curation and preprocessing of training datasets to ensure they
are representative and uphold the principles of fairness.

Responsible Data Management Practices: Both marketers and AI practition-
ers must adhere to responsible data management protocols to guarantee the
ethical utilization of data for image generation. This involves obtaining explicit
informed consent, implementing data anonymization techniques, and ensuring
secure storage and protection of personal information.

Educate and Train Practitioners: It is essential for AI practitioners and mar-
keters to undergo rigorous education and training focused on ethical AI practices.
This should cover understanding the ethical ramifications of AI-generated im-
agery, identifying potential biases, and fostering awareness of the consequential
impact on consumer perception and trust.

Encourage Ethical Discussions and Debates: Cultivating an environment that
actively encourages ethical discourse and debates is crucial for addressing the
ethical complexities surrounding the use of AI-generated images in marketing.
Such dialogues can elevate awareness, pinpoint ethical dilemmas, and advance
the adoption of responsible AI practices.

Consider Societal Expectations: Ethical AI practices should be aligned with
societal expectations and integrated into broader communication governance
frameworks [16]. This involves recognizing the limitations of AI technologies and
acknowledging the crucial role of human expertise in navigating ethical challenges.

Involve Stakeholders: The formulation of ethical guidelines and standards
should be a collaborative effort involving a diverse array of stakeholders, such
as AI practitioners, marketers, policymakers, and the general public [17]. This
multi-stakeholder approach fosters collective responsibility and ensures a more
comprehensive ethical framework.

Transparent Communication: Marketers must exercise transparency in dis-
closing the utilization of AI-generated images in their campaigns. This involves
explicit communication about the AI’s role in content creation and offering
insights into AI-generated imagery’s limitations and potential biases.

Engage Consumers: Consumer engagement is pivotal for developing a brand’s
identity and image, particularly through social media platforms [19]. Marketers
should encourage bi-directional communication and be receptive to consumer
feedback and preferences.

Hybrid AI-Human Approaches: Adopting hybrid methodologies that amalga-
mate AI-generated images with human validation and oversight is advisable [18].
This synergistic approach can enhance AI-generated images’ accuracy, quality,
and ethical integrity.

Establish Legal Frameworks: The creation of comprehensive legal frameworks
is essential for addressing the multifaceted ethical implications of AI-generated
images in marketing [17]. These frameworks should encompass regulations on
data privacy, intellectual property rights, and accountability mechanisms for
AI-generated content.
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By following these practical steps, best practices, and standards, AI practition-
ers and marketers can work together to prevent the unethical and irresponsible use
of AI-generated images in marketing. This will help ensure that AI technologies
are used responsibly and transparently, benefiting businesses and consumers.

6 Conclusions

The advent of generative AI technologies, particularly in image generation, has
ushered in a transformative era for marketing. Advanced models like DCGANs and
progressive growing GANs have demonstrated their prowess in generating high-
quality, diverse, visually appealing images. These technologies offer unprecedented
opportunities for marketers to create engaging and visually stunning campaigns.
Text-to-image AI systems extend the creative possibilities, enabling rapid concept
visualization based on textual prompts. However, integrating these technologies
is not without its ethical quandaries and practical challenges.

From a Responsible AI standpoint, the ethical dilemmas are manifold. Data
bias, privacy concerns, unintended consequences, and job displacement are just the
tip of the iceberg. The need for accountability, consumer trust, and the establish-
ment of comprehensive legal frameworks further complicates the ethical landscape.
Addressing these concerns requires a multi-disciplinary, multi-stakeholder ap-
proach encompassing robust regulations, unbiased algorithms, and responsible
data management practices. Educational initiatives aimed at AI practitioners and
marketers are essential to instill a deep understanding of the ethical ramifications
of AI-generated imagery.

Practical steps for responsible AI use in marketing have been outlined, offering
a roadmap for ethical compliance. These steps range from developing effective
governance frameworks to adopting hybrid AI-human approaches that ensure
the ethical integrity of AI-generated images. Adhering to these guidelines can
mitigate the risks associated with AI-generated content used for marketing.

While the potential of generative AI in marketing is immense, it comes with
an ethical responsibility that cannot be overlooked. As we stand on the cusp of
this technological revolution, it is imperative to navigate the ethical complexities
with due diligence. Only then can we fully harness the transformative power of
AI in marketing, creating value for businesses while safeguarding societal values
and individual rights. Future research should continue to explore this intricate
interplay between technological innovation and ethical responsibility, ensuring
that as we advance in our capabilities.

By taking a holistic, ethical approach to using AI-generated images in mar-
keting, we can realize the technology’s full potential while minimizing its risks.
This will enhance the effectiveness of marketing strategies and contribute to the
broader goal of ensuring that AI serves as a force for good in society.
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