Al & advertising, a
consumer
perspective










A :

dve hwwg Network & u
o~ k .
@JacobDubbins
Nandini Jammi, Co-Fo

@nandoodles

/

3

q
_ Conscious
3

)
) ()
-



Fellowship challenge

How do we make better decisions about
integrating Al ito advertising? So we
maximise the good & minimise the bad.



“Only around 15% of US
advertisers were using Al 1n 2018,
but this 1s set to grow 149% in
2020, even 1f those advertisers
suspected the hype currently
outweighs the actual results.”

Statista




“Nearly nine 1n ten organizations
across the world have
encountered ethical 1ssues
resulting from the use of Al.”

Capgemini, Towards Ethical Al
2019




Raja Rajamannar

Chief Marketing and Communications
Officer, Mastercard & WFA President
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The advertising industry is at a crucial juncture
right now. Regulatory pressures around how
companies collect and use personal data are
mounting and public opinion is shifting. More
than ever, people expect full transparency, control
and choice over how their data is shared and used
by companies. Any brands that ignore this shift
will be left behind. We, as an industry, need to
take a proactive approach and demonstrate to
consumers that we respect them and their data.
Data ethics is central to this: how can we as
brands engage better with consumers to develop
trust in a digital world? 29




GARM principles for partnership

POP@

Zero tolerance to ad Strict brand safety Minimum viewability Transparency throughout
fraud with protection thresholds the supply-chain
compensation for any
breach
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Third-party verification Addressing 'walled Improving standards Improving the user
and measurement as a garden’ issues with data transparency experience
basic




EUROPEAN
COMMISSION

Brussels, 19.2.2020
COM(2020) 65 final

WHITE PAPER

On Artificial Intelligence - A European approach to excellence and trust




Delining “I'rust’ - Consumers International

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

Redress and complaint handling
Digital education and awareness
Regulatory framework

1. ]
2. ]
3. |
4. |

Responsible business conduct

5. Openness and freedom
6. Environmental protection



What AI applications did we look at?

Machine Learning: Emotion Recognition:
Teaching A technique

computers how that allows

to learn from a program

data to make to read” the

decisions or emolions

predictions.
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Case study: defunding the news
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Top Health Official Urges
Americans to Stay Home

Dr. Anthony Fauci, the federal
government’s leading voice on
infectious diseases
Americans will need to do much
more to prevent community
spread of the novel coronavirus,
urging them to avoid unnecessary
public outings. ® 44
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Case study: smart TVs

Receive video
frame
Detect faces
Represent faces

Determine which
cluster each face
belongs to

Use information
associated with
that cluster to
determine which
TV ad to insert

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 1s watching.

» HO4AN21/44218 Detecting physical presence or behaviour of the user, e.g. using sensors to
detect if the user is leaving the room or changes his face expression during a TV program







Case study: data transter

Black Lives Matter: U.S. Protesters
Tracked By Secretive Phone
Location Technology

Zak Doffman Contributor ®




Case study: ER & physiognomy

Iris van Rooij
For instance:

“However, from studying we know an untrustworthy or dishonest person will
have sunken cheeks, furrowed brows and eyes set close together."

“And a trustworthy, honest person usually has a smiling face with prominent
cheekbones and high eyebrows.” 8/n

Iris van Rooij S

Here, authors mention some features under a person's control (smiling, high
eyebrows) but also features that are not (eye set close together, prominent
cheekbones). Attributing intentions to display "trustworthiness" based on
features one can't control seems a slippery slope. 9/n




Harms found: citizen

6. Environmental 7. Hate speech
Impact
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"If the global IT
indusiry were

a couniry, only
the United States
and China would
coniribuie more 1o
climate change.




Case study: environment .l .l

e 11.5 - 160m tons of CO2e (2017) = electricity consumed to power

online advertising, globally

* 300,000 kilograms of CO2 (125 round trip fhights from New York to

Bening) = training one Al 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

Need

Use existing Al ethics frameworks to assess
and re-evaluate new tech

Work with civil society to predict & avoid
harms

Culture change & tech mvestment whach
backs up the above

Adopt global standards which are ahead of
legislation

Reconsider advertising as a funder of a
healthy internet

Response



Recommendation: engage & redesign

O

Mediated forums of advertisers, digital rights
& consumer groups, publishers and funders:

1. Create accountability and roadmaps
2. Challenge harms

3. Form new mitiatives

4. Identify ‘unknown unknowns’
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“This isn't just about the web as we
know it. As we move towards a world
of Al and the Internet of Things
(IoT). the harmful practices we see
online risk sweeping into ever more
connected offline spaces.”

Frederike Kaltheuner




Thank you!

Get 1n touch hello@harrietkingaby.com or @hkingaby

Report download -
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http://www.harrietkingaby.com/reports

