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Abstract-  Artificial Intelligence  (Al) has
revolutionized the way digital marketing operates,
enabling marketers to personalize content and ads,
optimize campaigns, and achieve better results.
However, the rise of Al in digital marketing also
comes with negative consequences that can harm
both consumers and marketers. This research paper
explores the dark side of Al in digital marketing,
specifically examining the negative effects that can
arise from the use of Al-powered technologies.
Using a qualitative research approach, we
conducted a systematic review of academic and
industry literature, identifying and analyzing case
studies and examples of negative effects of Al in
digital marketing. Our findings indicate that Al can
lead to unintended consequences, such as bias,
privacy violations, loss of jobs, and reduced
creativity. We discuss the implications of these
negative effects for marketers, consumers, and
society at large, and provide recommendations for
mitigating the risks associated with Al in digital
marketing. The paper concludes by arguing that
while Al can be a powerful tool for digital
marketers, its use must be guided by ethical
considerations and a commitment to responsible
innovation.

I INTRODUCTION

Acrtificial Intelligence (Al) has rapidly become a
prominent force in digital marketing, with businesses
of all sizes relying on Al to optimize their campaigns
and improve their customer targeting strategies.
However, the widespread adoption of Al in digital
marketing has also led to concerns about its negative
effects. This survey report aims to examine the
negative effects of Al on digital marketing, based on
data collected from industry professionals and
consumers.
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Il. BACKGROUND

Only 17% of 1,500 senior corporate leaders in the
United States who were asked about artificial
intelligence in 2017 said they were familiar with it,
indicating that the majority of people are not aware of
the idea. Artificial intelligence is the ability of a
system to precisely perceive external input, learn
from it, and then apply that knowledge to achieve
particular performance targets through flexible
adaptation. The use of artificial intelligence in
marketing has been found to have the highest income
potential and success rates, making it one of the most
feasible areas for improvement. According to the
PwC (2017) estimate, by 2030, investments in
the development of artificial intelligence should
boost the global GDP by 14%. In addition, it was
predicted that Al would produce $13 trillion in goods
and services by 2030, raising the global Economy by
roughly 1.2 percent annually. In a survey of global
marketers conducted in late 2020, 41% of
participants stated that using Al in their marketing
campaigns had improved revenue growth and
improved performance. Another 38% connected the
use of Al in marketing to the development of
customized  consumer  experiences.  Effective
communication, conversation, and empathetic
behavior are just a few of the previously performed
tasks that artificial intelligence is anticipated to play a
significant role in. Some businesses are already
utilizing this trend through digital marketing to offer
new opportunities, with smart virtual assistants
serving as an example of this trend in action. Digital
marketing can increase industries' opportunities to
market and sell products to customers. It has the
potential to have a significant impact on people at a
specific time, in a specific place, and via a specific
channel.  Technological  advancements allow
businesses to produce massive quantities of goods.
Furthermore, the fusion of big data and research on
smart applications has led to commercial
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breakthroughs in digital marketing.

Al is crucial to digital marketing and will help make
new company opportunities possible. If companies
want to stay competitive, they must incorporate Al
into their marketing plans. The practical uses of
automation and artificial intelligence in marketing,
especially digital marketing, are examined in this
thesis. The widespread use of digital marketing by
companies affected this choice. The emphasis is on
examining how artificial intelligence and machine
learning are used in digital marketing, taking into
account their widespread use and the industry's
dynamic nature.

Ill.  LITERATURE REVIEW

"Artificial Intelligence and the Future of Digital
Marketing” by Gary Armstrong and Philip Kotler.
This article discusses the potential negative effects of
Al on digital marketing, such as the loss of human
touch and the creation of a one-size-fits-all marketing
approach.

"The Dark Side of Al in Digital Marketing” by
Joseph Pigato. This article focuses on the potential
negative effects of Al on consumer privacy,
including the collection and use of personal data.

"Al Bias in Digital Marketing" by Jenny Sussin. This
article explores the problem of Al bias in digital
marketing and how it can lead to discriminatory
practices that negatively impact certain groups of
consumers.

"The Dangers of Al in Digital Marketing" by David
Fowler. This article discusses the potential negative
consequences of relying too heavily on Al in digital
marketing, such as reduced creativity and innovation.

"Al and the Ethics of Digital Marketing" by Alex van
der Hoeff. This article discusses the ethical
implications of using Al in digital marketing,
including issues of transparency and accountability.

"Al and the Future of Personalization in Digital
Marketing” by Sumeet Anand. This article explores
how Al can be used to personalize digital marketing
efforts, but also discusses potential negative
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consequences, such as the loss of privacy.

"The Rise of Al in Digital Marketing: Opportunities
and Challenges" by Praveen Kumar. This article
discusses both the potential benefits and drawbacks
of using Al in digital marketing, including issues
related to data security and privacy.

"Al and the Future of Digital Advertising" by Giselle
Abramovich. This article examines the potential
negative effects of Al on digital advertising, such as
the creation of false or misleading content.

"Al and the Future of SEO: Opportunities and Risks"
by Alex Chris. This article explores how Al can be
used to improve SEO efforts, but also discusses
potential negative effects, such as the creation of low-
quality content.

"The Unintended Consequences of Al in Digital
Marketing" by Emily Walters. This article discusses
the potential unintended consequences of using Al in
digital marketing, including the creation of
unintentionally offensive or harmful content.

IV. RESARCH PROBLEM

Artificial intelligence (Al) has revolutionized the
digital marketing industry, providing marketers with
new tools and strategies to optimize their campaigns
and improve their customer targeting. However, the
widespread adoption of Al in digital marketing has
also led to several negative effects, including:

Lack of personalization: While Al has made it easier
for businesses to collect and analyze customer data, it
has also led to a decrease in personalization. Al
algorithms may rely too heavily on data and not
consider  individual  preferences or  unique
circumstances. This can result in a generic customer
experience that lacks personalization and fails to
engage customers. Data privacy concerns: The
collection and usage of customer data through Al
raises serious concerns about data privacy.
Consumers are becoming more aware of how their
data is being collected and used, and they expect
companies to be transparent about their data policies.
Failure to address these concerns can lead to a loss of
customer trust and negative publicity. Decreased

ICONIC RESEARCH AND ENGINEERING JOURNALS 413



© APR 2023 | IRE Journals | Volume 6 Issue 10 | ISSN: 2456-8880

customer trust: The use of Al in digital marketing can
also result in decreased customer trust. When
customers feel that their data is being used in a
manipulative or unethical manner, they are less likely
to engage with a business. This can result in a loss of
revenue and damage to a brand's reputation.

Increased competition: Al has made it easier for
businesses to target customers with more precision,
but it has also increased competition. As more
businesses adopt Al, it becomes more difficult for
individual businesses to stand out in a crowded
marketplace. This can lead to a decrease in sales and
revenue.

Bias in algorithms: Al algorithms can be biased,
which can result in unfair targeting and
discrimination. For example, if an Al algorithm is
trained on biased data, it may perpetuate those biases
in its targeting. This can result in discriminatory
practices that harm certain groups of customers.
Overall, while Al has significant benefits for digital
marketing, it is important for businesses to be aware
of the potential negative effects and take steps to
mitigate them. This includes addressing concerns
around data privacy, providing more transparency
about data policies, and ensuring that Al algorithms
are free from bias.

V. BRIEF DRIVE

The majority of marketers (77%) are concerned about
how automation and artificial intelligence (Al) will
affect branding, according to new research from
Bynder that was shared with Marketing Dive. The
State of Branding Report found that 56% of surveyed
marketers think Al could negatively affect their
brands by diminishing creativity, reducing jobs or
impacting differentiation. About a quarter (24%) said
they think Al would benefit their branding. Another
23% said that branding can't be automated. The study
includes feedback from 500 marketing and branding
professionals in the U.S. and 500 in the UK.

The research also suggests that the martech industry
is poised for further growth. According to the report,
68% of marketers will increase the number of
vendors they use this year. Only 10% of those
surveyed plan to scale back. As the tech stack
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increases in importance, marketing teams are
struggling with new issues. For instance, 21% of
marketers identified a skills gap, 20% data overload
and 18% were overwhelmed with options. As the use
of Al expands into a growing array of marketing
functions, Bynder's study suggests marketers are
concerned with how the technology will impact
creativity and branding. Brand building is a top
priority for marketers in 2020 following a period
when many turned their focus to driving short-term
performance lifts. However, marketers' concerns over
automation do not seem to be impacting investments,
as most are still ramping up their tech stack and
partnerships with martech companies. "Marketing
organizations readily adopted technology for
analytics, digital channels and other functions that
clearly benefit from automation,” said Andrew Hally,
SVP of global marketing at Bynder, in a statement.
"The challenge ahead is to harness emerging
technologies like Al to maintain creative excellence
while satisfying business demand for growing
volumes and faster delivery." The Bynder report
follows a December study by the Advertising
Research Foundation that highlighted how different
approaches to data causes tension on marketing
teams. That report revealed how researchers and
creatives or strategists approach research and data is
preventing creative efforts from reaching their full
potential. According to the report, only 65% of
creatives and strategists believe research and data are
important for the creative process, while 84% of
researchers found it to be key. These varying
perspectives illustrate that technology can cause
issues among marketing teams, despite being
foundational to modern day marketing.

VI. METHODOLOGY

The survey was conducted online, and a total of 500
respondents were invited to participate. The
respondents included digital marketing professionals,
business owners, and consumers who have
experienced the negative effects of Al in digital
marketing.

The survey questionnaire was designed to collect data
on the following area:

e Types of Al used in digital marketing

o Negative effects of Al in digital marketing
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o Most significant negative effect of Al in digital
marketing

e Strategies for mitigating the negative effects of Al
in digital marketing

VIl.  RESULTS

Types of Al used in digital marketing:

The survey revealed that the most common types of
Al used in digital marketing are machine learning
(73%), natural language processing (47%) and
predictive analytics (42%)
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Types of Al used

o Negative effects of Al in digital marketing:
The respondents identified several negative effects of
Al in digital marketing, with the most common Lack
of personalization (62%),Data privacy concerns
(48%),Decreased customer trust (37%) , Increased
competition (28%)

Points scored

W Period 1 W Period 2

Negative effects of Al

e Most significant negative effect of Al in digital
marketing:

.When asked about the most significant negative

effect of Al in digital marketing, the majority of

respondents (54%) cited the lack of personalization

IRE 1704302

as the most significant negative effect. Strategies for
mitigating the negative effects of Al in digital
marketing: The respondents suggested several
strategies for mitigating the negative effects of Al in
digital marketing, with the most common being:
Providing more transparency about data collection
and usage (68%), Enhancing personalization through
more targeted and relevant content (52%) , Providing
more control to consumers over their data (43%)
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Strategies for Mitigating Negative Effects of Al
CONCLUSION

The survey report demonstrates that Al has both
positive and negative effects on digital marketing.
While Al has significantly improved the efficiency
and effectiveness of digital marketing, it has also led
to concerns about the lack of personalization, data
privacy, and decreased customer trust. However, the
survey also reveals that there are strategies that can
be implemented to mitigate the negative effects of Al
in digital marketing. These strategies include
providing more transparency, enhancing
personalization, and giving consumers more control
over their data. By implementing these strategies,
businesses can continue leveraging Al's benefits
while minimizing its negative effects on digital
marketing.
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