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How do we make better decisions about 

integrating AI into advertising? So we 

maximise the good & minimise the bad.

Fellowship challenge



“Only around 15% of US 
advertisers were using AI in 2018, 
but this is set to grow 149% in 
2020, even if those advertisers 
suspected the hype currently 
outweighs the actual results.”

Statista



“Nearly nine in ten organizations 
across the world have 
encountered ethical issues 
resulting from the use of AI.” 

Capgemini, Towards Ethical AI 
2019





GARM principles for partnership





Defining ‘Trust’ – Consumers International

1. Redress and complaint handling

2. Digital education and awareness

3. Regulatory framework

4. Responsible business conduct

5. Openness and freedom

6. Environmental protection

1. Access and inclusion

2. Disclosure and transparency

3. Security and safety

4. Data protection & privacy online

5. Competition and choice

6. Fair use and clear ownership



What AI applications did we look at?



Harms found: consumer

1. Excessive data

collection

2. Discrimination & 

restriction of choice

3. Lack of consumer

agency



Case study: defunding the news



Case study: smart TVs

Motorola and Symbol Technologies have 

patents which would allow them to capture 
videos of users watching TV and ‘cluster’ 
their faces, in order to serve ads based on 
who is watching.



Harms found: consumer

4. Online scams 5. Harm to 

vulnerable people



Case study: data transfer



Case study: ER & physiognomy



Harms found: citizen

6. Environmental 

impact

7. Hate speech





Case study: environment

• 11.5 – 160m tons of CO2e (2017) = electricity consumed to power 

online advertising, globally

• 300,000 kilograms of CO2 (125 round trip flights from New York to 

Beijing) = training one AI model

• Facebook image ad, budget £25,000, 4 million impressions = A return 

flight from London to Berlin.



What does this mean for advertisers?

1. A proactive approach to 

harm description, 

prediction, detection & 

mitigation needed

2. Collective solutions which 

respect human rights, 

environment & ethics

3. Challenge tech-solutionism

• Use existing AI ethics frameworks to assess 

and re-evaluate new tech 

• Work with civil society to predict & avoid 

harms

• Culture change & tech investment which 

backs up the above

• Adopt global standards which are ahead of 

legislation

• Reconsider advertising as a funder of a 

healthy internet

Need Response



Recommendation: engage & redesign

Mediated forums of advertisers, digital rights 

& consumer groups, publishers and funders:

1. Create accountability and roadmaps

2. Challenge harms

3. Form new initiatives

4. Identify ‘unknown unknowns’
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Forum priorities

1. Consumer 

protection & human 

rights

2. Proactive AI 

stewardship

4. Funding a healthy 

internet
3. Supply chain 

accountability



The Conscious Advertising Network is a 
voluntary coalition of over 100 
organisations set up to ensure that 
industry ethics catches up with the 
technology of modern advertising.

consciousadnetwork.com // @consciousadnet



CAN Brings Together New & Existing Leadership Across
Multiple Different Areas to Help Brands

Shape a Single Combined Solution



Working Across Our 6 Manifesto Areas

ANTI-FRAUD

CHILDREN’S WELLBEING INFORMED CONSENT

FAKE NEWS HATE SPEECH

DIVERSITY, INCLUSION 
AND EQUALITY





Thank you!

Get in touch hello@harrietkingaby.com or @hkingaby

Report download – www.harrietkingaby.com/reports

mailto:hello@harrietkingaby.com
http://www.harrietkingaby.com/reports

