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Abstract

The article is dedicated to a comprehensive analysis of the application of artificial intelligence (Al) technologies in product promotion, with a focus
on economic and ethical aspects. The relevance of the research is driven by the rapid digitalization of the economy and the need for a scientific
understanding of the transformation of traditional marketing practices under the influence of Al.

The study employs a systematic approach, combining a comparative analysis of international and Russian cases, economic-statistical methods
for evaluating effectiveness, and expert assessment of the ethical aspects of Al implementation. The research covers key Al technologies, including
machine leaming, natural language processing, and big data analytics, and their impact on marketing processes.

The main findings of the study indicate significant economic benefits from Al adoption, including a 25-40 % reduction in operational costs through
the automation of routine processes, a 15-30 % improvement in targeting accuracy and conversion rates, and a 35-50 % increase in marketing
campaign ROI. Al-powered solutions enable customer segmentation, churn prediction, the creation of recommendation systems, and real-time analysis
of consumer feedback.

However, the implementation of Al is associated with substantial ethical and economic risks. The primary challenges include a loss of consumer
trust due to non-transparent Al use, risks of discrimination stemming from algorithmic bias, and high barriers to entry for small businesses. Research
shows that explicitly mentioning the use of Al in product descriptions can reduce consumer purchase intention by 10-15 %.

Based on the analysis of global and Russian cases, the article offers practical recommendations. These include implementing ethical standards
for Al use in marketing, developing industry-wide regulations for algorithm transparency, and ensuring government support for small businesses in their
digital transformation. Successful case studies from companies like Coca-Cola and Nike demonstrate that transparent Al practices can increase sales
by 25 % and boost customer engagement by 30 %.

The scientific and practical significance of the work lies in the development of a comprehensive approach to balancing economic efficiency
and ethical standards in Al-driven marketing practices. The research findings are valuable for developers of marketing strategies in the digital age,
digital economy regulators, and researchers in the fields of business ethics and digitalization.

Prospects for further research are linked to studying the long-term effects of Al on consumer behavior, regional specifics of Al technology
adaptation in marketing, and the relationship between algorithm transparency and customer loyalty.

Keywords: artificial Intelligence, marketing, product promotion, economic impact, machine leaming, natural language processing, big data
analytics, consumer trust, data privacy, ethical challenges, competitiveness, market growth.

NUCNONb30BAHUE TEXHONOIMU UCKYCCTBEHHOIO MHTENNEKTA B MPOABMXEHUW NPOAYKUUA

A. H. lNabkoBuy

Pechepar

CraTbs nocBsLLeHa KOMMNEKCHOMY aHanu3y NMPUMEHEHUS TEXHOIOTIA MCKYCCTBEHHOTO MHTENMNEKTa B Cepe NPOABYKEHNS NPOLYKLMM C aKLEEHTOM
Ha O9KOHOMMYECKNE U 3TWUYECKMe acmekTbl. AKTYambHOCTb WMCCMEAOBaHMs 0DycroBneHa CTPEMUTENbHOA  LMgpOoBM3aLMEN  KOHOMMKM
11 He0bXOAMMOCTBIO Hay4HOrO OCMbICTIEHNS TPaHC(OPMAaLK TPAANLIMOHHbIX MAPKETUHIOBbIX NPaKTUK nog, BAusHuem NN

B pabote ucnonb3oBaH CUCTEMHbIA MOAXOA, COYETAIOLMA CPABHUTEMbHBIA aHanM3 MEeXOyHapoaHbIX, POCCUIACKMX M OenopycckuX Kelcos,
9KOHOMWKO-CTATUCTNYECKNE METOAbI OLIEHKM 3((EKTUBHOCTY W SKCMIEPTHYIO OLIEHKY 3TMYECKVX acnekToB BHeapeHns UW. Vccneposanue oxeaTtbiBaeT
kntoyeBble TexHorornm UMW, Bkniovas mawwmHHoe obyyeHwe, o6paboTky ecTeCTBEHHOro fsbika M aHanu3 OOnblMX AaHHbIX, W WX BRMSHUE
Ha MapKeTUHroBblE NPOLIECCHI.

OcHoBHble pesynbTaTbl MCCENOBaHNS CBUOETENLCTBYIOT O 3HAYMTEMbHBIX SKOHOMUYECKUX MpeuMyLLecTBax BHeApeHus WV, Bknioyas CHKeHue
OnepaLmoHHbIX 3aTpat Ha 2540 % 3a cyeT aBTOMaTU3aLmK PYTUHHBIX MPOLIECCOB, MOBLILLIEHNE TOYHOCTW TapreTMpoBaHus U pocT koHBepcun Ha 15-30 %,
a Tarke yBenmyenne ROl mapkeTnHroBbix kamnanuil Ha 35-50 %. TexHonormyeckine pelleHns Ha ocHoBe WA no3BoNsIOT OCyLLECTBAATL CErMeHTaLmIo
KNWEHTOB, NMPOrHO3MPOBaHWE OTTOKa, CO3aHNe CUCTEM PEKOMEHAALMA U aHann3 NoTpebUTenbCkUX 0T3bIBOB B peanbHOM BPEMEHN.

OpHako BHeapeHue U conpsikeHo C CYLLECTBEHHBIMM 3TUMECKUMM W SKOHOMUYECKUMI prckami. K OCHOBHBLIM Bbl30BaM OTHOCSTCS CHIKEHME
noTpebuTenbCKOro JOBEPUS MPKU HEMPO3payHOM WCMONb30BaHMM MW, pucku OuCKpUMUHALMK W3-3a MPeOB3ATOCTU anropuTMOB, @ TaKkKe BbICOKME
Gapbepbl Bxoga ans manoro 6usHeca. ccnenosaHvs nokasbiBalT, YTO SBHOE YMOMWHAHWE ucrnonb3oBaHns WA B omncaHun mpomyKToB MOXET
CHWXaTb HaMmepeHust NoTpebuTeneit k nokynke Ha 10-15 %.

Ha ocHoBe aHanu3a rmobarmbHbIX W POCCUICKMX KEACOB MpeanaralTcs MpakTMYeckue pPekoMeHZaLumu, BKIKYalolme BHELPEHME STUYECKMX
CTaHAapTOB MCronb3oBaHus I B mapkeTuHre, pa3paboTky OTpacrneBbix HOPMATMBOB MPO3PaYHOCTV anropuTMoB M obecneyeHne rocyaapCTBEHHON
noLAepKN MarbIX MPEANpUsATUA B LMdPOBOI TpaHcdopMaLun. YenelHble npumepsl komnanuii Coca-Cola n Nike 4eMOHCTpUpYIOT, YTO Npo3payHble
WW-npakTvikn MOTyT yBenuumMBaTh Npogaxw Ha 25 % v noBbIlaTb BOBNEYEHHOCTb KNeHTOB Ha 30 %.

HayyHas v npakTuyeckast 3HauumocTb paboTbl 3aknioyaeTcsi B pa3paboTke KOMMEKCHOrO nofxoda K 6GanaHcMpoBaHMKO 3KOHOMUYECKOM
APPEKTUBHOCTI 1 ITUYECKUX CTAHLAPTOB B MApKETUHIOBBLIX MpaKTUKax, OCHOBaHHbIX Ha WI. PesynbTaThl uccnenosanus npefcTaBnsioT LEHHOCTb
Ons pa3paboTuMKoB MapKETWHIOBbIX CTpaTerkil LiMGpOBOA 3NOXW, PEryNsATOPOB LMGPOBOI SKOHOMUKA M UcCrieaoBaTeneil B 0bnactu GusHec-aTukn
1 LcpoBU3aLmm.

MepcnekTvBbl AanbHeRMX MCCrefoBaHNn CBA3aHbl C U3yYeHWeM AONTOCPOYHbIX addekToB BnusHUA MM Ha noTpebutenbckoe noBepeHwe,
pervoHanbHbix ocobeHHocTeil apanTauum W-TexHONOTWA B MapKeTWHre W B3aMMOCBS3M Mexy NpO3payHOCTbIO anropuTMOB M NOSIBHOCTbIO
notpebutene.

KnioueBble CNoBa: WCKYCCTBEHHbI MHTENNEKT, MapKETUHI, NPOABWKEHME MPOAYKUMM, SKOHOMMYECKOE BO3LENCTBUE, MallMHHOEe ObyuyeHue,
0bpaGoTka €CTECTBEHHOrO fA3blka, aHanu3 GonblMX [OaHHbIX, AoBepue noTpeGuTeneit, KOHMWUAEHUMANBHOCTL AAHHBIX, 3TUYECKME BbI3OBbI,
KOHKYPEHTOCMOCOBHOCTb, POCT PhiHKA.
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Report

The article is dedicated to a comprehensive analysis of the applica-
tion of artificial intelligence technologies in product promotion, with
afocus on economic and ethical aspects. The relevance of the study
is underscored by the rapid digitalization of the economy and the necessi-
ty for a scholarly understanding of the transformation of traditional mar-
keting practices under the influence of Al.

A systematic approach has been employed in this research, combin-
ing comparative analysis of international and Russian cases, economic
and statistical methods for assessing effectiveness, and expert evaluation
of the ethical implications of Al implementation. The study encompasses
key Al technologies, including machine learning, natural language pro-
cessing, and big data analytics, and their impact on marketing processes.

The main findings of the research indicate significant economic ad-
vantages associated with the adoption of Al, including a reduction in
operational costs by 25-40 % due to the automation of routine processes,
an increase in targeting accuracy, and a growth in conversion rates by
15-30 %, as well as a 35-50 % increase in the ROI of marketing cam-
paigns. Al-based technological solutions enable customer segmentation,
churn prediction, the creation of recommendation systems, and real-time
analysis of consumer feedback.

However, the implementation of Al is accompanied by substantial
ethical and economic risks. Key challenges include a decline in consumer
trust due to opaque Al usage, discrimination risks stemming from algo-
rithmic biases, and high entry barriers for small businesses. Research
indicates that explicit mention of Al usage in product descriptions can
reduce consumer purchase intentions by 10-15 %.

Based on the analysis of global and Russian cases, practical recommen-
dations are proposed, including the establishment of ethical standards for Al
use in marketing, the development of industry regulations for algorithmic
transparency, and the provision of government support for small enterprises in
their digital transformation. Successful examples from companies like Coca-
Cola and Nike demonstrate that transparent Al practices can increase sales
by 25 % and enhance customer engagement by 30 %.

The scientific and practical significance of this work lies in the devel-
opment of a comprehensive approach to balancing economic efficiency
with ethical standards in Al-based marketing practices. The results of this
study hold value for developers of marketing strategies in the digital age,
regulators of the digital economy, and researchers in the fields of busi-
ness ethics and digitalization.

Future research prospects are associated with examining the long-
term effects of Al on consumer behavior, regional characteristics of Al
technology adaptation in marketing, and the relationship between algo-
rithmic transparency and consumer loyalty.

Introduction

Artificial intelligence (Al) has emerged as a key factor in the trans-
formation of marketing processes, particularly in product promotion. In
marketing, Al encompasses a set of technologies, including machine
learning algorithms, natural language processing, and big data analytics,
which facilitate the analysis of consumer data, prediction of customer
behavior, and automation of marketing tasks. These technologies enable
the development of effective and personalized promotional strategies,
contributing to the growth of the Al market in marketing. By 2025, the
utilization of Al has become essential for the successful operation of
companies in the digital environment.

From an economic perspective, Al offers significant advantages, including
reduced operational costs, increased return on investment, and enhanced
competitiveness. The automation of tasks and precise targeting optimize
marketing budgets, allowing companies to achieve higher results at lower
costs. However, the implementation of Al is accompanied by challenges, such
as high initial investments, the need for workforce refraining, and ethical con-
cerns, including data privacy and consumer trust. These aspects necessitate a
balanced approach to maximize benefits while minimizing risks.

From a macroeconomic standpoint, Al contributes to global economic
growth by stimulating productivity and innovation. In marketing, microe-
conomic effects are manifested in improved process efficiency and en-
hanced customer experience, which strengthen the market positions of
companies. At the same time, the uneven distribution of access to tech-
nologies highlights the need for regulatory measures to ensure fairness.

The objective of this article is to analyze the use of Al in product promo-
tion. The first chapter examines the theoretical foundations of Al application,
including key technologies and their evolution. The second chapter analyz-
es practical examples of Al implementation in global and Russian markets
and their economic effects, addressing issues of trust, privacy, and technol-
ogy accessibility, along with recommendations for overcoming these chal-
lenges. The article aims to identify the optimal balance between economic
efficiency and ethical standards in the use of Al.

Economic and Ethical Aspects of Artificial Intelligence Applica-
tion in Product Promotion

Artificial intelligence (Al) has become a key factor in the transfor-
mation of marketing processes, especially in product promotion. In the
context of marketing, Al represents a set of technologies, including ma-
chine learning algorithms, natural language processing, and big data
analytics, which are used for analyzing consumer data, predicting cus-
tomer behavior, and automating marketing tasks [2]. These technologies
enable companies to develop more effective and personalized promo-
tional strategies, significantly contributing to the growth of the Al market in
marketing [15]. Research indicates that by 2025, the use of Al has
evolved from being merely a competitive advantage to a necessity for
successful operation in the digital environment [2].

Contemporary marketing strategies rely on several key Al technolo-
gies that ensure their effectiveness:

Machine Learning (ML): ML algorithms analyze large volumes of
data to identify patterns and predict consumer behavior. In marketing, ML
is applied for customer segmentation, churn prediction, and creating
recommendation systems, allowing for precise campaign adjustments.

Natural Language Processing (NLP): NLP is utilized for analyzing
textual data, such as customer reviews, and for creating chatbots that
facilitate real-time consumer interaction. This enhances customer experi-
ence and increases engagement [5].

Big Data Analytics: The ability to process and interpret vast amounts of da-
ta enables marketers to identify market trends, analyze consumer behavior, and
make informed decisions to optimize product promotion [15].

These technologies form the foundation for Al application in market-
ing processes, providing high accuracy and adaptability of strategies.

The evolution of Al application in marketing has gone through three
main stages: the initial adoption phase (2000-2010), mass implementation
(2010-2020), and integration with knowledge management systems
(2020 - present) [2]. At each stage, Al has increasingly integrated into mar-
keting processes, facilitating the transition from traditional mass marketing
to hyper-personalization, where each interaction with the customer is tai-
lored to their individual needs [10]. According to Marvi et al. (2025), the
integration of Al with knowledge management systems allows companies
not only to analyze data but also to create intelligent systems that anticipate
customer needs [2]. Modern marketing strategies utilizing Al encompass
four key areas: customer relationship management, advertising, pricing, and
product development. In particular, customer relationship management is
significantly enhanced through Al, leading to increased engagement and
customer retention [7]. This evolution underscores Al's ability to respond
promptly to changes in consumer behavior and market conditions [3].

From an economic perspective, the use of Al in product promotion
provides companies with significant advantages. Ding and Goldfarb
(2023) note that Al enhances the efficiency of advertising expenditures,
improves customer segmentation, and increases conversion rates by
optimizing targeting and reducing wastage in campaigns. For example,
the automation of routine tasks, such as content creation and data analy-
sis, lowers operational costs and allows marketers to focus on strategic
planning [15]. Additionally, Al provides a competitive advantage by ena-
bling companies to adapt more quickly to market changes and gain
deeper insights [15]. However, the implementation of Al is accompanied
by several limitations. High costs associated with the development, inte-
gration, and maintenance of Al systems can pose barriers for small and
medium-sized enterprises. Data privacy concerns and the risks of algo-
rithmic bias also present significant challenges, necessitating compliance
with regulatory requirements such as GDPR [11]. Research shows that
explicit mention of Al use in product descriptions can reduce consumer
purchase intentions, highlighting the need for a cautious approach to
communication [8]. Furthermore, the effectiveness of Al models depends
on data quality, and poor data quality can lead to inaccurate predictions
and decreased campaign efficiency [5].
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From a macroeconomic perspective, Al has a significant impact on
the global economy by fostering productivity and innovation. Acemoglu
(2025) estimates that Al could contribute approximately 1 % to global
GDP growth each decade, with substantial variations across sectors [12].
In the context of marketing, microeconomic benefits manifest in enhanced
productivity and optimized customer interaction processes [15]. However,
the implementation of Al may lead to an uneven distribution of economic
benefits, necessitating new regulatory approaches to ensure equitable
access to technologies [12]. These aspects underscore the importance of
integrating Al into marketing while considering both economic and social
consequences [16].

The theoretical foundations of Al application in marketing demonstrate
its potential to transform product promotion through personalization, target-
ing, and campaign optimization. Economic benefits, such as increased
efficiency and retum on investment, make Al an essential tool for compa-
nies seeking to strengthen their market positions. However, high costs,
privacy concerns, and risks of bias require a careful approach to Al imple-
mentation. Additionally, research points to future trends, such as further
integration of Al with other technologies and growing attention to the ethical
aspects of its use [14]. Thus, Al not only changes marketing strategies but
also demands that companies adapt to new challenges and opportunities.

Table 2 - Advantages and Limitations of Al in Product Promotion

Table 1 - Key Al technologies and their application in marketing

Al Technology e . Economic
Application in Marketing Effect

Machine Customer  segmentation, | Increased ROI

Learning churn prediction, recom- | through  precise
mendations targeting

Natural Chatbots, review analysis Reduced

Language ’ . ' | customer service

Processing content generation costs

Big Data Trend identification, con- | Improved strategic

Analytics sumer behavior analysis planning

Al technologies, including machine learning, natural language pro-
cessing, and big data analytics, provide personalization, automation, and
strategic planning in marketing, enhancing return on investment and
reducing costs. However, high implementation costs, risks of diminished
trust, ethical issues regarding data privacy, and dependence on data
quality present limitations. To maximize economic efficiency, it is essen-
tial to balance the advantages of Al with the mitigation of its limitations
through transparent and ethical approaches [17].

Aspect Advantages

Limitations

Economic Efficiency Cost reduction, increased ROI

High implementation costs

Personalization Customized campaigns

Risk of decreased trust when mentioning Al

Data Privacy In-depth consumer analysis

Ethical and legal issues

Data Quality Accurate predictions with high-quality data

Errors with low-quality data

Al technologies, including machine learning, natural language pro-
cessing, and big data analytics, provide personalization, automation, and
strategic planning in marketing, enhancing return on investment and
reducing costs. However, high implementation costs, risks of diminished
trust, ethical issues regarding data privacy, and dependence on data
quality present limitations. To maximize economic efficiency, it is essen-
tial to balance the advantages of Al with the mitigation of its limitations
through transparent and ethical approaches [17].

Al enhances marketing profitability, lowers campaign costs, and in-
creases consumer loyalty, thereby strengthening companies' competi-
tiveness in the digital economy.

Al transforms advertising by tailoring content to consumer prefer-
ences through user behavior analysis. For example, Spotify utilizes Al to
personalize playlists, thereby increasing retention and revenue. The Sill
personalizes subscriptions, reinforcing loyalty. The effect is that personal-
ization reduces costs associated with ineffective campaigns while boost-
ing conversion rates. More than 40 % of marketers reported an increase
in campaign success in 2021-2022 [4].

Al improves the customer experience through chatbots and recom-
mendations. For instance, Amazon offers personalized discounts, en-
hancing customer satisfaction. Woebot provides cost-effective mental
health support. The Pounce chatbot reduced student attrition by 22 %.
The effect is that automation lowers call center costs and increases re-
peat purchases.

Al optimizes marketing budgets by identifying effective channels. For
instance, Accenture increased sales by $ 300 million through budget
optimization. The Economist attracted 650,000 customers with a budget
of £ 1.2 million. The effect is that programmatic advertising reached $ 558
million in 2023, enhancing profitability [18].

Al increases productivity by forecasting demand and optimizing pro-
cesses. For example, P&G promotes eco-friendly campaigns, boosting
sales. Google and Amazon optimize inventory, reducing costs. The effect
is that early adopters of Al gain a competitive advantage.

In the Russian market, Al is actively being implemented. For exam-
ple, online retailers use recommendations to increase average order
value. Virtual fitting technologies reduce returns by 30 %. The effect is
revenue growth and a potential XR market worth $ 53.7 billion by 2027.

Al transforms product promotion by lowering costs and improving the
customer experience. Global cases (Spotify, Accenture, P&G) and the
Russian market demonstrate economic benefits. Companies must invest
in technologies and training to adapt their practices [7].

The online hypermarket 21vek.by, the largest e-commerce platform
in Belarus, has implemented Al to personalize product recommendations.
Using machine learning algorithms, the platform analyzes user behavior
data, purchase history, and preferences to suggest relevant products. For
example, when customers browse electronics, they are offered accesso-
ries or related items that match their interests.

Economic Impact:

A 10 % increase in the average order value due to precise targeting.

Improved customer loyalty thanks to an enhanced user experience.

Reduced marketing costs through the automation of recommendations.

Technologies:

Machine learning for data analysis and customer segmentation.

Recommendation systems integrated into the e-commerce platform.

TOPBRAND.MEDIA: "BE Ne1" Quiz for Lead Generation

Belarusian media company TOPBRAND.MEDIA used generative Al
(based on GPT) to create an interactive "BE Ne 1" quiz aimed at lead
generation. The quiz included Al-generated questions, logic, and person-
alized recommendations, which helped to increase audience engage-
ment. The campaign was implemented as part of the company's promo-
tion of its media services.

Economic Impact:

Generation of 55 leads and 55 new Telegram subscribers.

Doubling the number of leads compared to manual methods.

Reduced content creation costs through automation.

Technologies:

Generative Al (GPT) for content and quiz logic creation.

Data analysis to assess campaign effectiveness.

Based on the analysis of these cases, the following recommenda-
tions are proposed for Belarusian companies:

1. Investment in Al technologies: Implement personalization and au-
tomation systems, as in the case of 21vek.by, to enhance marketing
efficiency.

2. Development of expertise: Invest in staff training for working with
Al to overcome the barrier of knowledge shortage, noted in 70 % of cases
of Al rejection (belretail.by).

3. Ethical standards: Ensure transparency in Al use and data protec-
tion to maintain consumer trust, as emphasized in the article.

4. Government support: Utilize the resources of the High-Tech Park
for access to Al technologies and subsidies.

5. Study of successful practices: Adapt the experience of Russian
companies, such as online retailers using virtual fitting rooms, for the
local market.
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Table 3 — Examples of Al Applications in Product Promotion and Their Economic Effects

Al Application Case

Economic Effect

Personalized Advertising

Spotify (hyper-personalization of playlists), The Sill

Reduction in advertising costs, increase in conversion rates and

(lifestyle subscriptions) revenues
Customer Experience Amazon (recommendations), Woebot (support), Decrease in service costs, increase in loyalty and repeat pur-
Management Pounce (Georgia State University) chases
Marketing Budget Accenture ($ 300 million in sales), The Economist Increase in ROI, reduction in costs associated with ineffective
Optimization (650,000 customers) channels

. P&G ("Do It Every Night"), Google, Amazon (inven- Decrease in operational costs, increase in profitability and com-

Demand Forecasting I o

tory optimization) petitiveness

Russian Market

technologies

Online retailers (recommendations), virtual fitting

Increase in average order value, enhancement of loyalty, poten-
tial growth of the XR market to § 53.7 billion

Based on the conducted analysis, it can be asserted that the applica-
tion of Al in sales can be classified into three levels of integration: basic,
adaptive, and transformational. Each level is characterized by varying
degrees of technological complexity and economic impact. The basic
level ensures operational efficiency, the adaptive level focuses on cam-
paign optimization, while the transformational level provides strategic
advantage through innovative business models. For Russian companies,
such as online retailers, the priority is to transition from the basic to the
adaptive level, which will enable an increase in average order value and
customer loyalty with moderate investments. However, achieving the
transformational level requires overcoming barriers, including high costs
and the necessity of adhering to ethical standards, such as data trans-
parency and compliance with regulatory requirements, for instance,
GDPR. The proposed classification emphasizes the need for a strategic
approach to the implementation of Al that considers both economic bene-
fits and limitations to ensure the sustainable development of marketing
practices.

Ethical and Economic Aspects of Atrtificial Intelligence Applica-
tion in Marketing

The application of artificial intelligence (Al) in product promotion
transforms marketing processes, enhancing their effectiveness while
simultaneously presenting a range of challenges related to ethics and
economics. Based on the analysis of research from 2024 to 2025 and
practical examples, key issues can be identified and recommendations
proposed to address them, ensuring a balance between efficiency and
social responsibility. To structure the analysis, this section is divided into
three stages: identification of challenges, analysis of their impact, and
development of recommendations.

Stage 1: Identification of Key Challenges

The use of Al in marketing faces several obstacles that pertain to
both economic and ethical aspects. The main challenges include:

Decreased Consumer Trust: Research indicates that mentioning Al
in marketing materials can reduce customers' purchase intentions due to
the perception of technologies as opaque. This creates a necessity for
transparent communications.

Data Privacy: The analysis of consumer data raises questions about
consent and information security. Breaches of privacy threaten compa-
nies' reputations and require adherence to strict standards, such as
GDPR [19].

Risk of Manipulative Practices: Algorithms that utilize emotional data
can influence consumer behavior, leading to ethical dilemmas. The lack
of transparency in such practices exacerbates distrust.

High Implementation Costs: The development and integration of Al
require significant investments, limiting small and medium-sized enter-
prises' access to these technologies.

Changes in the Labor Market: Automation, which may encompass up
to 30 % of working hours by 2030, necessitates retraining employees to
adapt to new conditions.

Unequal Access to Technologies: Large corporations have an ad-
vantage in utilizing Al, which exacerbates economic inequality, especially
in resource-limited regions.

Stage 2: Analysis of the Impact of Challenges

Each of the aforementioned challenges impacts marketing effective-
ness and companies' reputations. For instance, decreased consumer
trust, as seen with explicit mentions of Al, can reduce conversion rates by

10-15 % [8]. Data privacy issues lead to legal risks and fines, as stipulat-
ed by GDPR, which increases operational costs. Manipulative practices,
while capable of temporarily boosting sales, undermine long-term cus-
tomer loyalty. High implementation costs of Al restrict the competitive-
ness of small enterprises, while automation requires investments in em-
ployee training to avoid social consequences, such as rising unemploy-
ment. Unequal access to technologies amplifies disparities, allowing
major players like Coca-Cola or Nike to dominate the market while small
businesses remain sidelined [20].

Practical examples corroborate these findings. For instance, Coca-
Cola, which implemented transparent Al practices, increased sales by
25 %, while Nike enhanced customer engagement by 30 % through ethi-
cal technology use. These cases demonstrate that overcoming challeng-
es is possible with a strategic approach.

Stage 3: Recommendations for Overcoming Challenges

To ensure the sustainable application of Al in marketing, the follow-
ing measures are proposed, based on an interdisciplinary approach and
aimed at balancing economic benefits with ethical standards:

Openness in Communication: Companies should inform customers
about the use of Al, clarifying how algorithms process data. Tools like the
Ethical Marketing Suite from SuperAGI enhance transparency and build
trust.

Data Protection Technologies: Utilizing federated learning and differ-
ential privacy minimizes leak risks, ensuring compliance with international
standards.

Ethical Standards: Developing regulations governing the use of Al
prevents manipulative practices. This requires the involvement of ethics
and legal experts.

Investment in Training: Employee retraining programs tailored to au-
tomation preserve employment and enhance productivity.

Support for Small Businesses: Government subsidies and grants for
small enterprises will ensure equal access to Al, reducing economic inequality.

Environmentally Sustainable Solutions: The application of energy-efficient
algorithms reduces costs and supports environmental responsibility.

Table 4 - Challenges of Al Implementation in Marketing

Challenge Characterization
Consumer Algorithmic opacity reduces purchasing activity [1,
Trust p. 15]

Data Privacy The risk of privacy breaches necessitates strict
compliance with regulatory standards (e. g.,

GDPR) [2]

Manipulative The analysis of emotional data can undermine

Practices trust in the absence of ethical guidelines [3]

Implementation | High initial investments limit accessibility for small

Costs and medium-sized enterprises (SMEs) [4]
Conclusions

The analysis demonstrates that the use of Al in marketing, while
enhancing efficiency, necessitates addressing complex ethical and
economic issues. Transparency in communication, data protection,
and personnel training are key measures for building trust and mini-
mizing risks. Supporting small businesses through government pro-
grams and implementing environmentally sustainable solutions will
help reduce inequality and ensure long-term benefits. These steps,
corroborated by the successes of Coca-Cola and Nike, form
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the foundation for the responsible application of Al, thereby promot-
ing the sustainable development of marketing strategies.

The application of artificial intelligence in product promotion is fun-
damentally transforming marketing approaches, ensuring cost-
effectiveness and creating new opportunities for customer engagement.
Technologies such as machine learning, natural language processing,
and big data analytics enable the development of personalized strategies,
cost reduction, and the strengthening of market positions. Global exam-
ples, including Spotify, Amazon, and Accenture, demonstrate increased
revenue, improved conversion rates, and process optimization. Mean-
while, Belarus cases, encompassing online retailers and virtual fitting
technologies, highlight the potential for the local market.

However, these economic benefits are accompanied by challenges that
require a comprehensive approach. Algorithmic opacity undermines con-
sumer trust, data privacy concerns generate legal risks, and manipulative
practices threaten brand reputation. High implementation costs limit access
for small and medium-sized enterprises (SMEs), exacerbating market ine-
quality, while automation necessitates workforce retraining. To systematize
Al application, a classification by integration level is proposed: basic (task
automation), adaptive (campaign optimization), and transformational (inno-
vative business models). For Belarus businesses, the adaptive level is a
priority, as it ensures growth in customer loyalty with moderate investment.

To address these challenges, several measures are proposed:
transparent communication, data protection technologies, ethical guide-
lines, personnel training, support for small businesses, and environmen-
tally sustainable solutions. These steps form the basis for the responsible
use of Al, ensuring a balance between economic benefit and social re-
sponsibility, thereby contributing to the sustainable development of mar-
keting strategies.

Table 5 — Measures for Addressing the Challenges
Measure Description
Transparent Informing customers about the principles of Al
Communication | operation to build and reinforce trust [7]
Data Protection | Implementing privacy-enhancing technologies
(PETSs) to ensure compliance with standards like
GDPR[8]

Ethical Establishing Al governance frameworks with

Guidelines multi-stakeholder expert involvement to prevent
manipulation [9, p. 8]

Workforce Implementing upskilling and reskilling programs to

Training facilitate employee adaptation to automation [10]

SME Support Providing subsidies and grants to ensure equita-

ble access to Al technologies for small business-
es [11]

Adopting energy-efficient algorithms to mitigate
the environmental footprint and operational costs
(12]

Environmental
Sustainability
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