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[bookmark: _Toc199362967][bookmark: _Toc199363690]Executive Summary
The success of Amazon in the global marketplace is largely established through its pioneering marketing strategies, with a focus placed on customer satisfaction based on its operating principles called the 4Ps—product, price, place, and promotion. Amazon revolutionized the world of retail online and extended its services to physical retailing as a part of its expansion model, with a strong focus on customer' satisfaction coupled with its internal workings. The company's very large product offerings include retail goods, digital products, and services like Amazon Prime, as well as cutting-edge innovations like Amazon Web Services (AWS) and delivery drones. Amazon adopts several pricing strategies, including dynamic pricing as a key strategy that uses real-time data to ensure the competitive placement of products in the market. Price anchoring and differential pricing are strategic methods of targeting different consumer segments with the aim of boosting profit margins. However, the use of such strategies has raised questions about fairness and transparency, thus highlighting the need for ethics in pricing.
The firm's distribution strategies reflect a noteworthy level of innovative practices. Amazon's e-commerce structure, combined with an efficient logistical network, ensures the successful distribution of products. Conventional retail spaces such as Whole Foods Market and Amazon Go complement such online spaces by enhancing the interaction with customers through the provision of in-store shopping experiences. The use of sophisticated logistics, automation, and artificial intelligence, as demonstrated by the deployment of drone technology, significantly accelerates supply chain efficiencies, enabling timely and reliable order delivery for customers. Promotion is an essential part of Amazon's business model, leveraging digital marketing campaigns, product advertisement showcases, headline search ads, and social marketing to connect with a broad audience. The growing trend of personalization through the power of artificial intelligence is leading to improved consumer satisfaction and engagement. However, the technology is causing concerns over the methodology used in the collection of data. Critics say that the application of artificial intelligence and analytical marketing by Amazon may provide innovative consumer experiences, but at the same time, it also perpetuates certain biases and erodes consumer confidence.

Amazon’s segmentation strategy targets broad demographics but prioritizes high-spending groups, such as adults aged 35–49. This strategy utilizes data analytics to personalize offerings effectively, although challenges remain in striking a balance between customization and generalization. Despite its achievements, Amazon is still facing ongoing problems regarding the ethics of data, algorithmic discrimination, and regulatory compliance. To address these issues, it is necessary to enhance transparency, adhere to stringent data protection principles, and maintain a strong commitment to fairness in artificial intelligence. Suggested actions include updating the company's ethical framework, enhancing the availability of information to users of the data about the use of their information, and implementing algorithms supporting diversity and fairness.
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[bookmark: _Toc199362968][bookmark: _Toc199363691]Introduction
[bookmark: _Hlk199354187]The marketing process is the most significant process in any organisation, driving business and connecting organisations with customers, defining their brands, and supporting businesses to grow and succeed in competitive markets (Kotler et al., 2021). The marketing processes of any business can encompass various activities, including advertising, branding, digital marketing, and customer engagement with the organisation (Kotler et al., 2021). A key aspect of marketing strategy is developing the value proposition and positioning organisations that offer products or services to target customers. Through a clear and sufficient process of value propositioning and positioning, organisations can deliver high value and customer satisfaction, leading to repeat purchasing and, as a result, increased business profitability (Kotler et al., 2021). 
It is recognized that a business could have the best products in the world, but if no one knows about them, the products will not sell (Kotler et al., 2021). Marketing supports the goal of ensuring that customers recognize and remember the brand of the organisation, which will help the business succeed in a competitive market (Kotler et al., 2021). The marketing process plays a significant role in communication with customers. It supports organisations in recognising their needs, creating lasting relationships, and increasing profits (Kotler et al., 2021) can include market research, which helps businesses adapt to customers' needs and ensure that the products they offer are innovative and relevant to the market’s trends and needs (Kotler et al., 2021). Therefore, it is recognized that without sufficient marketing processes, businesses might struggle to succeed in the highly competitive modern market environment (Kotler et al, 2021).
The marketing strategy of the Amazon organisation has been a cornerstone of the organization’s success (Pereira, 2024). The company becomes the largest and most powerful business structure in the world (Pereira, 2024). It is recognized that Amazon’s marketing strategy approach, which appears to be distinct from traditional marketing, has altered the way the entire business operates (Pereira, 2024). 
Amazon’s marketing strategy has been instrumental in catapulting the company to its position as the largest online retailer. By focusing on customer satisfaction, market expansion, brand loyalty, and innovation, Amazon has shaped the future of marketing in the e-commerce industry. (Pereira, 2024).  
Despite a drop in customer satisfaction in 2020, Amazon has made significant improvements, with satisfaction rising to 79% in 2022. (Pereira, 2024).   The company’s emphasis on customer experience, low prices, convenience, and a wide selection has contributed to its success (Pereira, 2024). With a net sales figure of over $149.2 billion in the final quarter of 2022, Amazon continues to demonstrate impressive growth and financial success. (Pereira, 2024). This report will discuss and evaluate the marketing activities within Amazon, analyse and address the potential shortcomings of Amazon’s marketing strategy, and provide recommendations on how Amazon’s marketing strategy could be further developed and improved in order to increase the sufficiency and profitability of the business.

[bookmark: _Toc199362969][bookmark: _Toc199363692]Amazon’s  4Ps: product, price, place, and promotion
[bookmark: _Hlk199354034]Amazon’s marketing processes are the most successful in the global market (Pereira, 2024).  The cornerstone of Amazon’s marketing strategy is a customer-centred approach and the organisation’s commitment to ensuring that every aspect of the business process, from product recommendations to delivery to customers, focuses on improving the customer experience (Pereira, 2024).   It is recognized that by promoting itself as “Earth’s most customer-centric company,” Amazon incorporates ongoing development and innovation with a deep understanding of customers' behavior, ensuring the foundation for lasting relationships and successful business growth (The Marketing Explainer, 2023). 
A key factor of Amazon’s marketing strategy is the application of the marketing mix of 4Ps: product, price, place, and promotion (The Marketing Explainer, 2023). It is recognized that the organisation possesses an extensive product portfolio, representing a wide range of products from physical goods to digital items, to ensure customer satisfaction across diverse demographics (The Marketing Explainer, 2023).  
[bookmark: _Hlk199287599]Amazon initially began operating as an online bookstore and then progressively developed into a substantial online retail business (Jennewine, 2020).  Apart from retail goods and services, Amazon has diversified its product’ offerings into a wide range of products (Jennewine, 2020).   This includes Amazon Prime, which offers subscriptions with benefits such as free shipping, access to Prime Video, Prime Music, and numerous additional services (Jennewine, 2020).  Moreover, the company has successfully entered the worldwide electronics market and offers customers a range of electronic products, including e-readers, smart speakers, and a variety of streaming devices (Jennewine, 2020). It is recognized that the Kindle e-reader, Echo smart speakers, and Fire TV have been considered the most popular products among customers (Jennewine, 2020).  
[bookmark: _Hlk199287840]There is another significant aspect of Amazon’s product portfolio - digital products distribution services (Jacob, 2025). Amazon offers customers a substantial range of e-books, music, movies, and TV shows via platforms such as the Kindle Store, Amazon Music, and Amazon Video (Jacob, 2025). Additionally, Amazon Web Services (AWS) created a fundamental component of Amazon’s product services (Amazon Web Services, 2025). AWS is a cloud computing platform that provides a range of services, including storage, computing power, server hosting, and database management (Amazon Web Services, 2025).   It is recognized that AWS helped the company access the business-to-business (B2B) market more effectively (Amazon Web Services, 2025). 
Amazon Publishing is another substantial product division of the company that supports authors in self-publishing and selling their works through Kindle Direct Publishing services (Amazon Publishing, 2025). These services have significantly impacted the publishing industry, supporting and aspiring authors in effectively reaching broad audiences (Amazon Publishing, 2025). The company has also extended its representation in the physical retail services by developing its services into the Whole Foods Market (Yin, 2020). These strategic moves have enabled Amazon to develop its physical “brick-and-mortar stores,” facilitating offline purchases as well (Yin, 2020).
Amazon applies dynamic and differential pricing approaches, which respond to real-time market demands, enabling the flexibility and competitiveness of the business (Naceva, 2024). Dynamic pricing enables the continuous update of a product’s price to respond to different market demands (Naceva, 2024).  Amazon's pricing strategies depend on state-of-the-art processes that develop a large volume of different ranges of data such as competitors’ prices, consumers’ demands, and also such external factors like time of day or seasons events and this supports to regulate the optimal price for a product at any given moment (Naceva, 2024). It has been identified that in some cases, the company’s prices can be adjusted every 10 minutes to ensure a product remains competitive in the fast-paced digital market (Naceva, 2024). A significant factor in Amazon’s dynamic pricing strategy is that the company employs the tactic of “price anchoring” (Morello, 2024). This strategy involves listing a higher-priced version of a product alongside a lower-priced alternative, making the lower-priced product more attractive to customers (Morello, 2024). The analysis of the strategy revealed that this approach not only influences customers' perceptions but also supports the company in increasing its profits while maintaining competitiveness in the marketplace (Morello, 2024).

[bookmark: _Toc199362970][bookmark: _Toc199363693]Differential Pricing and Price Discrimination
Amazon’s differential pricing strategies are closely related to the dynamic pricing approach, whereas different customers could be offered different prices for the same product (Palin, 2024).  Amazon’s dynamic systems could be supported by data analytics to differentiate the prices according to customers’ browsing histories, geographic location, or previous buying behaviour (Palin, 2024).   This type of pricing could be presented as if the company tailors the deals for individual shoppers, whereas differential pricing strategies balance overall demands and market conditions (Palin, 2024).  
[bookmark: _Hlk199294607]It is recognized that differential pricing strategies respond to competitive demands, and the company’s strategy ensures that the prices offered are competitive, thereby maximizing profitability within different customer groups (Palin, 2024).   Nevertheless, the differential pricing strategies have also been challenged in terms of considering perceptions of fairness and regulatory inquiries, which the company must continuously navigate (Palin, 2024).  
Amazon’s dynamic and differential pricing marketing strategies have not only set a high standard within the digital e-commerce market but have also influenced the pricing strategies of other online sellers (Palin, 2024).  Whereas dynamic and differential strategies enable agile responses to market demands and support real-time opportunities (for example, the Amazon Buy Box feature), these strategies also raise challenging discussions regarding customers’ transparency and regulatory oversight (Palin, 2024).  The legislators challenge and advocate for greater clarity on how automated pricing decisions have been made, particularly in terms of potential risks of unintended biases or perceived inequities (Palin, 2024).  It is emphasized that these marketing strategies, particularly in terms of pricing approaches, support Amazon in maintaining its competitive edge in a digital marketplace, balancing customer attraction with profitability and potentially leading to more personalized customer experiences, while also sparking further discussions about the fairness of these pricing strategies (Palin, 2024).  
Amazon’s distribution strategies have evolved beyond online platforms, with physical stores such as Whole Foods Market and Amazon Go, complementing the company’s digital dominance (Ferguson, 2024). However, Amazon’s primary distribution channel is its optimized digital platforms, including the website and mobile app (Ferguson, 2024). The company’s online digital platforms serve as the primary interface for millions of customers worldwide, facilitating the effective and seamless discovery and ordering of products (Ferguson, 2024). It is recognized that these online platforms have been supported by a widespread network of centres, logistics hubs, and a delivery infrastructure (Ferguson, 2024). These infrastructures function together to ensure speedy order within effective timescales, and this is a key competitive advantage of Amazon, which supports customer satisfaction and great loyalty (Ferguson, 2024).

[bookmark: _Toc199362971][bookmark: _Toc199363694]Efficiency and advanced logistics
The study (Cohen, 2018) showed that the substantial success of Amazon’s marketing distribution strategy has been directly related to the company’s advanced logistics (Cohen, 2018). Another study (Savushkin, 2024) demonstrated that Amazon is continuously investing in automation of their distribution technologies, data analytics, and routing systems in order to optimize the company’s supply chain and, as a result, it minimizes delivery times and increases the efficiency of the processes, and this enables Amazon to meet customers’ expectations even during high demands seasons (Savushkin, 2024).  The level of distributional sufficiency demonstrated by Amazon reflects the company’s well-coordinated distribution operational processes, ensuring that products reach customers promptly and reliably (Savushkin, 2024).  
[bookmark: _Hlk199305037]Amazon’s marketing place strategies have been related not only to digital platforms, as the company has extended its physical market facilities through the introduction of “brick-and-mortar” platforms, such as Whole Foods Markets and Amazon Fresh stores (Livingstone & Knezevic, 2020).  This enables the company to integrate its online facilities with substantial retail market experiences, thereby covering a broader market segment (Livingstone & Knezevic, 2020). The integration of physical and digital market platforms enables Amazon to strengthen and enhance its market presence, expanding the company’s reach to customers who prefer both in-person shopping experiences and convenient online shopping (Livingstone & Knezevic, 2020).
The study (Burnson, 2014) discussed the rationales behind Amazon’s physical store business enterprise and it was argued that these “brick-and-mortar” stores had multiple purposes: they acted as local mini-warehouses, facilitate easier returns and, finally,  place pressure on the world’s shippers to develop digital innovations further (Burnson, 2014).  The study (Burnson, 2014) was also successful for its practical perspectives on how physical store facilities’ locations were developing into connections within a broader, agile logistics infrastructure (Burnson, 2014).

[bookmark: _Toc199362972][bookmark: _Toc199363695]Strategic importance and future directions
Amazon's significant role in the strategy lies in its ability to combine digital innovations with robust operational systems (Wang, 2023).  This integrated approach set new benchmarks for customers’ services and supply management processes (Wang, 2023).   Trends such as increased automation, drone delivery, and artificial intelligence in logistics promise to enhance further Amazon’s distribution capabilities (Wang, 2023).   
Amazon’s innovations in drone delivery, part of its Prime Air initiative, aimed to modernize the distribution of last-mile products (Wang, 2023).  It is said that service enables the delivery of products’ packages within 30 minutes of ordering by employing drones that can be autonomously navigated to customers’ addresses (Wang, 2023).   A case analysis (Wang, 2023) provides, however, critical insights into how the company’s drone innovations are perceived as disruptive technologies in a market that is experiencing rapid growth (Wang, 2023).   This study discussed not only the technological innovations involved in drone technologies but also their practical challenges, such as changing regulatory landscapes, customer hesitancy, and safety concerns, which Amazon must consider before operations (Wang, 2023).   

[bookmark: _Toc199362973][bookmark: _Toc199363696]Role of Artificial Intelligence in Amazon Logistics
Artificial Intelligence (AI) plays a central role in enabling the autonomous operations of drone delivery systems (Best Practice, 2025). The study (Best Practice, 2025) demonstrated that Amazon’s drone operations can optimize flight routes to ensure real-time decision-making during unpredictable situations, and they can manage the number of variables associated with autonomous navigation (Best Practice, 2025). Case studies (Best Practice, 2025) demonstrated how these algorithm platforms can be applied to advance package deliveries under specific environmental conditions, such as orders weighing less than 5 pounds and within a chosen delivery radius (Best Practice, 2025).  The study (Best Practice, 2025) demonstrated that this practical application of AI enables the company to achieve quicker delivery times while also addressing safety and operational sufficiency (Best Practice, 2025). Thus, the study demonstrated that, apart from drone navigation, AI is also a key factor in warehouse management and route planning, enabling Amazon to maintain a competitive edge in logistics and facilitating the effective integration of drones. AI has demonstrated a shift from human-dependent processes to an automated, digitally driven distribution model of Marketing technologies within Amazon’s businesses (Best Practice, 2025). 
In terms of promotion, Amazon develops innovative digital campaigns and sponsored display ads to capture consumers' attention across multiple online marketing platforms and affiliates (Pereira, 2024). The strategies employed by Amazon in its promotions include advertising, sales promotions, public relations, and direct marketing (Sheridan, 2025).  Amazon also organizes such events as “Black Friday” to offer discounted prices and attract more customers (Sheridan, 2025).
One of the key marketing channels for the company is the use of headline search ads, which help brands present their products at the top of search results (Sheridan, 2025).  It is recognized that by positioning products in front of potential customers during their searches, brands can significantly increase visibility and promote sales (Sheridan, 2025). Another efficient marketing approach that the company has developed is product display advertisement (Sheridan, 2025).  These ads are strategically placed next to relevant products or in the "similar items" section, which helps ensure that brands can attract the attention of customers who are already browsing and considering similar products (Sheridan, 2025).  Sponsored product advertisements are another significant marketing channel developed by Amazon (Sheridan, 2025).  The advertisements appear at the top of search results and are displayed based on similar customers (Sheridan, 2025).  The top positioning of products enables brands to capture the attention of potential customers at the moment of purchase (Sheridan, 2025). Amazon’s digital marketing approach is that the advertisements are presented on popular social media platforms, such as Facebook, Instagram, Twitter, and YouTube, and this supports Amazon to directly promote their products to a vast range of customers and interact with customers in a more personalized and engaging manner ( Sheridan, 2025).

[bookmark: _Toc199362974][bookmark: _Toc199363697]Tailoring advertising to individual preferences: pro and con
[bookmark: _Hlk199348068]Amazon’s promotional marketing has confronted significant ethical challenges regarding its approach to data management and customer privacy (Manchaiah et al., 2019). Amazon’s practices of collecting consumer data via monetization technologies raise concerns about transparency and consent (Manchaiah et al., 2019). Whereas Amazon argues that data collection supports improving customer experience by tailoring advertising to individual preferences, the lack of consent has been a concern regarding ethical conduct. (Manchaiah et al., 2019).
Indeed, the study showed that Amazon’s practices could be seen as supporting, as they increase customer satisfaction by offering targeted services; however, the company fails to provide transparency, which detrimentally affects customers’ autonomy and privacy (Manchaiah et al., 2019). These ethical concerns underscored Amazon’s neglect of the principles of non-maleficence and beneficence (Manchaiah et al., 2019). Furthermore, Amazon’s data collection approaches have moved far beyond privacy concerns, as a study by Manchaiah et al. (2019) showed that many customers are unaware of how their personal information is collected and processed (Manchaiah et al., 2019). This lack of awareness not only places customers at potential risk but also erodes trust in Amazon’s brand (Manchaiah et al., 2019). Whereas Amazon’s use of data has increased advertising accuracy, it has also blurred the lines between acceptable and harmful practices, and may create a sense of frustration amongst their customers (Manchaiah et al., 2019)

[bookmark: _Toc199362975][bookmark: _Toc199363698]Amazon target segmentation strategy
The marketing practices employed by Amazon are all based on a consumer-centric model that recognizes and studies a varied assortment of attributes belonging to certain target audiences (Business Model Analyst, 2024). Through the synchronization of its marketing activities with consumer knowledge, Amazon is well positioned to maximize the segmentation of its audience (Business Model Analyst, 2024). For instance, with the latest developments in decision-making using data, Amazon can enhance its web ads and product presentation by applying the RACE framework (Reach, Act, Convert, Engage), and at the same time, tailor the overall consumer experience (Business Model Analyst, 2024).
Amazon targets a diverse group of people, however, it specifically targets people between the ages of 35 and 49 years owing to their established purchasing power and strong inclination towards online shopping. People within this group tend to place a lot of emphasis on convenience, speed, and reliability when choosing an e-commerce website (Business Model Analyst, 2024).
Apart from demographic factors like age and purchasing power, Amazon also examines the shopping habits and browse patterns of customers. For example, customers belonging to the Prime program have been specifically targeted by promotional packaged deals and discounts, along with faster delivery options, to increase customer loyalty (Business Model Analyst, 2024).
Additionally, the research by the Business Model Analyst (2024) recognized specific limitations related to the essential difference between personalization and scalability at Amazon (Smart Insights, 2023). It is seen that with the strong evidence in support of Amazon's personalization, the comparatively small base of customers of the organization can lead to generalized results under certain conditions (Smart Insights, 2023).As a result, certain commentators argue that too much reliance on digital and automated personalization might cause audiences to become estranged when the algorithms do not speak to users' tastes (Smart Insights, 2023). Therefore, despite the successful promotion of large-scale interaction, finding an equitable balance between customization and standardization is a recurring dilemma for the marketing endeavors of the firm (Smart Insights, 2023).

[bookmark: _Toc199362976][bookmark: _Toc199363699]AI-Driven Marketing and the Critique of Algorithmic Personalization 
An academic case study discussed how artificial intelligence has revolutionized marketing strategies by enabling one-to-one recommendations, dynamic pricing models, and predictive segmentation (Arora et al., n.d.). Critics argue that while these practices yield customized customer experiences, they also create considerable issues related to data privacy along with the moral implications involved in the use of consumer data (Arora et al., no year). Researchers have shown that the acquisition, retention, and management of this information are commonly carried out without seeking complete informed consent or adequate transparency (Arora et al, no year). The process carries a basic risk of breaches of privacy or misuse of information, which could compromise consumer privacy and trust (Arora et al, no year). Apart from privacy concerns, ethical concerns related to the use of consumer information also exist. More specifically, the use of such information to influence buying decisions blurs the line between useful personalization and coercive marketing practices (Arora et al, no year). The issue brings concerns related to the fairness and accountability of parties to such practices and calls for the setting up of an ethics-driven framework for the use of information (Arora et al, no year).

One prominent issue which is receiving considerable attention is the rise of so-called "filter bubbles" (Arora et al., no year). Because artificial intelligence programs are perpetually curating material and suggestions solely based on past users' habits, users can be trapped in an echo chamber (Arora et al., no year). In limiting their exposure to a varied set of products and ideas, the effect inevitably reinforces narrow tastes and can also influence broader cultural perceptions (Arora et al., no year). Despite the use of predictive segmentation, one major threat lies in the capacity for the algorithms used to enhance or even perpetuate biases inherent in the data (Arora et al, no date). Because of this, such a circumstance can led to the unfair exclusion of certain demographic groups or the spread of stereotypic representations that further marginalize certain communities (Arora et al, no date).
[bookmark: _Toc199362977][bookmark: _Toc199363700]Conclusion 
The preeminence of Amazon in the global market is a testament to its innovative and consumer-centric marketing strategies. Through the incorporation of the 4Ps—product, price, place, and promotion—Amazon revolutionized the way businesses interact with both e-commerce and physical store environments. The company's varied products, along with its dynamic pricing practices, vast distribution channels, and targeted marketing campaigns, testify to its commitment to excellence and client satisfaction. With the innovations like Amazon Prime, optimizing logistics infrastructure, and AI-based personalization strategies, Amazon consistently sets new benchmarks that redefine the standards of the industry.
Despite this, Amazon's corporate strategies face substantial challenges in parallel. The ethical conflicts surrounding the privacy of personal data, algorithmic bias events, and the lack of transparency in corporate decision mechanisms highlight the ongoing need for a harmonious balance between accountability and innovation. While marketing and logistical optimization have been enhanced dramatically as a result of the deployment of artificial intelligence technologies, advancements there also lead to questions over concerns of equity, diversity, and the ethical implications of predictive technologies. Similarly, though dynamic and variable pricing methodologies enhanced the advantage of competition, they had also sparked arguments relating to equity of customers and the need for regulatory oversight.
Cooperation with innovative technologies like advanced artificial intelligence and drones can enhance the functional efficiency of the organization by providing customized solutions. The blending of these emerging technologies with ethical aspects is likely to act as a strong driving force in deciding the direction of the future for Amazon. Yet, the intertwined relationship of innovative technology with ethical dilemmas is likely to play a pivotal role in shaping the direction of future growth for Amazon.
Overall, the marketing strategies pursued by Amazon represent a model of success combining new ideas with an intimate understanding of the way people act. The success draws emphasis to the importance of finding a balance between satisfying customers and moral considerations during a future dominated by the concomitant development of growth, trust, and technology.
[bookmark: _Toc199362978][bookmark: _Toc199363701]Recommendations
To improve the ethical reputation of Amazon, the company should focus on two main facets. (Manchaiah et al., 2019) For one, the firm must strengthen its communication channels to ensure that customers are well briefed with respect to the use of their information. (Manchaiah et al., 2019) Transparency is likely to increase awareness among customers and enable them to make well-thought-out, rational choices, thus inspiring trust and allegiance. (Manchaiah et al., 2019) Secondly, Amazon must review its corporate ethical codes to focus more on customers' advocacy and adhering to the values of beneficence and nonmaleficence. (Manchaiah et al., 2019) The adoption of the above changes will not only regain the trust of customers but also set a standard for the ethicality of a company's actions in the industry. (Manchaiah et al., 2019)
To speak to concerns related to artificial intelligence in marketing, the Arora et al. (no year) study suggests policymakers and businesses should implement stricter regulatory measures. Such requirements might include transparency of information practices for the collection and usage of personal data, the application of robust protection measures for the data, and the possibility of regular audits of algorithms to ensure fairness in the outcomes (Arora et al., no year). Increasing customer empowerment through increased transparency, such as clear disclosures about how their data will be used and the ability for individuals to control their own data, can help resolve many ethical issues (Arora et al., no year). Informing customers on how their data will be used promotes trust and reduces the risk of exploitation.
The construction of artificial intelligence technologies must be guided by ethical principles (Arora et al., no date). This can include the creation of algorithms that not only maximize business metrics but also actively maintain the principles of diversity and fairness (Arora et al., no date). This is critical for avoiding the risks of unintentional creation of isolating filter bubbles or the discriminatory biases inherent in the system (Arora et al., no date).
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