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Abstract: The development of generative artificial 

intelligence has accelerated recently and has created both 

advantages and challenges from the ethical perspective for the 

e-commerce sector. This paper aims at discussing how these 

technologies can affect different aspects of e-commerce 

including products Recommendations, Personalization, 

content, and trust. This paper aims to examine the ethical 

issues of implementing generative AI in e-commerce from a 

interdisciplinary perspective by identifying issues like 

algorithmic bias, IP, privacy, and creative work. The findings 

are hoped to be useful for policymakers, industry leaders and 

many others in helping to ensure that the development and use 

of generative AI in e-commerce is not only beneficial, but also 

ethical.  
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 1. Introduction 
Generative AI including language models and image 

generation tools have recently emerged as key technologies 

that have greatly impacted the e-commerce sector and are 

expected to further change the way e-commerce businesses 

operate by providing personalized product recommendations, 

automated content creation, and data-driven decision-making 

(Yildiz & Beloff, 2020). These new age technologies have the 

capacity of improving customer satisfaction, enhancing 

business operations and, ultimately, increasing sales (Yildiz & 

Beloff, 2020)(Du & Xie, 2020) Nevertheless, the integration 

of generative AI in e-commerce also raises important ethical 

issues that are of a critical importance and must be addressed 

Bias in Personalization by Algorithms: One of the major 

ethical issues confronting the field is the probability of 

algorithmic bias in decision-making in generative AI systems. 

These systems learn from large datasets, which may, by 

nature, perpetuate societal biases and inequities. Such 

conditions lead to personalized recommendations, targeted 

marketing, and pricing strategies that generative AI creates, 

hence perpetuating and amplifying these biases, producing 

unfair and discriminatory treatment to certain groups of 

consumers (Du & Xie, 2020). 

Privacy: The other key ethical concern is the question of 

consumer data privacy arising from the generative AI. These 

technologies often rely on the harvesting and analysis of huge 

quantities of personal data to produce personalized content 

and recommendations. However, such use places consumers 

at risk of concierge misuse and gives unauthorized access to 

that highly sensitive information, damaging consumer trust 

and violating their privacy (Yildiz & Beloff, 2020). 

Impact on the Creative Economy: The presence of generative 

artificial intelligence in e-Commerce also raises questions 

about the extent to which it might impact the creative 

economy, wherein human artists, designers, and writers take a 

significant part. As these technologies ripen and improve 

progressively, the possibility exists that they might automate 

the generation of product descriptions, visuals, and even entire 

marketing campaigns. This raises questions about the 

redundancy of human creatives and the possible devaluation 

of their work, not to mention the ethical issues raised by AI-

created content. To mitigate these concerns, e-commerce 

firms should engage creative professionals in establishing 

ethical frameworks to guide the creative process's integrity 

and fair remuneration for human contributions. In order to 

address these ethical issues, e-commerce firms must adopt a 

comprehensive approach to the application of this technology 

that prioritizes transparency, accountability, and responsible 

use of generative AI. 

2. Literature Review: 

Bias and Fairness: The literature reveals that biases and 

discriminatory practices can be embedded in Generative AI 

models if they are trained on biased data (Barocas 2019; 

Dastin, 2018). For instance, a study by (Buolamwini and 

Gebru, 2018) revealed that facial recognition technologies 

performed best with white faces than black faces. In the same 

manner, a study by (Chen et al. 2019) established that 

Generative AI-based pricing models are likely to discriminate 

against some customers. 

Transparency and Explainability: Research has also pointed 

out that there is a need for more understandable and 

interpretable AI systems in the e-commerce context (Adadi & 

Berrada, 2018; Guidotti et al., 2018). For example, a study by 

(Guidotti et al.2018) established that understandable and 

explainable AI models can enhance customer confidence and 

happiness, nevertheless,  understandability and transparency 

are still major issues in the AI research, especially for 

complicated deep learning models  (Samek et al., 2017). 

Accountability and Regulation: In addition, studies have 

stressed the need to strengthen the accountability and 

regulatory mechanisms to mitigate the ethical risks associated 

with Generative AI in the context of e-commerce (Cath et al., 

2018; Floridi,2018). For instance, a study by (Cath et al.2018) 

establish that the current  regulatory frameworks are not 

sufficient to address the ethical issues of Generative AI, for 

instance, a study  by (Wachter et al.2018) establish that the 

http://www.ijsrem.com/
mailto:vreddypo@gitam.in


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 09 Issue: 02 | Feb - 2025                            SJIF Rating: 8.448                                      ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM41867                                              |        Page 2 
 

EU’s General Data Protection Regulation  (GDPR) is poorly 

equipped to deal with the ethical issues of AI. 

3.Research Gap & Need of the Study: The current body of 

research on Generative AI in e-commerce is limited, such as 

there are no empirical studies, benefits are emphasized, and no 

consideration of ethical aspects. This research attempts to fill 

the gaps by studying possible negative effects, consumers' 

perceptions of AI application, and business implications. The 

study seeks to make a contribution towards a deeper 

understanding of the ethical implications of Generative AI in 

e-commerce, offering insights to businesses, policymakers, 

and researchers. 

4. Methodology: The study used a mixed-methods approach, 

which integrated both qualitative and quantitative methods to 

explore the ethical implications of Generative AI in e-

commerce. 

Data Collection: Data were gathered using a mix of surveys, 

interviews, and case studies. 

Surveys: An online survey of e-commerce professionals was 

conducted to collect data on their experience with Generative 

AI, their opinion regarding its advantages and disadvantages, 

and their views about the ethical implications of using it. 

Interviews: In-depth interviews with e-commerce 

professionals, AI researchers, and ethicists were held to 

collect more information on the ethical implications of 

Generative AI in e-commerce. 

Case Studies: Three case studies were undertaken on e-

commerce businesses that have adopted Generative AI into 

their business processes. The case studies looked at the 

advantages and challenges of Generative AI for e-commerce 

and the companies' strategy for overcoming the ethical 

challenges posed by its usage. 

Data Analysis: Quantitative and qualitative analysis was 

employed in analyzing the data. 

Quantitative Analysis: Statistical analysis was used to analyze 

survey data, including descriptive statistics and inferential 

statistics. 

Qualitative Analysis: Interview and case study data was 

analyzed through thematic analysis, which is a qualitative data 

analysis technique that involves identifying and coding 

themes and patterns within the data. 

Ethical Considerations: This research was conducted in line 

with the ethical research principles of informed consent, 

confidentiality, and anonymity. 

5.Results and Findings: The moral considerations of AI, 

within online commerce mainly revolve around matters such, 

as protecting data privacy; the risk of spreading information; 

biased algorithms; copyright violations; lack of openness; and 

the ability to produce unrealistic depictions of products that 

may deceive consumers and harm brand reputation if not 

properly addressed.   

Important ethical issues to consider: 

1.Data Privacy: Generative AI models frequently need user 

data during training which leads to worries, about personal 

information being gathered and utilized without consent or 

anonymization measures in place that may breach data 

privacy laws such, as GDPR.   

2.Misinformation and Deep fakes: Generating looking 

counterfeit product images and reviews, through generative 

AI has the potential to fuel misinformation and deceit on a 

large scale while eroding consumer trust in the process.   

3.Algorithmic Bias: When generative AI models are trained on 

data sets it can result in recommendations or product displays 

that unfairly cater to certain demographics.   

4.Copyright Infringement: Creating content that closely 

resembles existing copyrighted material such, as product 

images or descriptions may result in troubles concerning 

intellectual property violations.   

5.Unrealistic Representations: Generating perfected product 

visuals using AI editing can result in anticipations and 

customer discontent if the real product differs from the digital 

portrayal.   

6.Lack of Transparency: When consumers aren't told about 

the use of AI generated content it can cause trust issues and 

suspicions of practices to arise.   

7.Impact on Workforce: The widespread use of AI technology, 

within the e commerce sector may result in certain job roles 

being replaced. This raises concerns about disruptions, to the 

workforce, highlights the importance of implementing 

programs for re-skilling and up-skilling. 

 
  Fig1: Ethical Principles of Generative AI in E-Commerce 

Mitigating Ethical Issues: 

Data Anonymization and Data Privacy: Having strong data 

anonymization methods in place and strict data privacy 

policies followed while training generative AI models. 

Transparency and Disclosure: Transparently notifying 

consumers when AI-generated material is utilized, such as by 

marking AI-produced product images or reviews. 

Bias Mitigation Methods: Proactively tracking and fixing 

biases in training data to ensure equitable and just results. 

Ethical AI Principles: Creating and following internal ethical 

standards for the design and deployment of generative AI 

systems. 

Working with Regulators: Working with regulators to define 

clear standards and best practices for responsible use of AI. 

Discussions: The application of generative AI in online 

shopping poses three primary ethical issues: algorithmic bias, 

data privacy of consumers, and its effect on the creative 
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economy. Algorithmic bias in personalization can result in 

societal biases like discriminatory product recommendations 

and targeted ads. To prevent this, companies need to introduce 

strong bias testing and auditing. Consumer data privacy is also 

at stake, given that AI systems are gathering and analyzing 

huge amounts of personal data, which can lead to 

unauthorized access, misuse, or exploitation. Online 

businesses must invest in robust data privacy and security 

controls, such as rigorous data governance policies, 

encryption, and open data sharing practices. Transparent 

regulatory guidance and consumer awareness are also critical. 

The incorporation of generative AI in the creative economy 

has the potential to displace human creatives and devalue their 

efforts. It is essential that e-commerce firms work with 

creative professionals to formulate ethical guidelines and how 

they can use AI as a complementary tool. 

Future Research Work:  

• Quantitative analysis of the influence of generative AI on 

stakeholders such as consumers, businesses, and creative 

workers. 

• Comparative analysis of ethical frameworks and regulatory 

styles across regions. 

• Longitudinal studies to assess long-term effects on e-

commerce sector and society. 

 In particular, future work should be on creating more 

explainable and transparent AI models, mitigating bias and 

fairness issues, and creating more robust accountability 

mechanisms and regulatory frameworks 

6.Conclusion: The application of generative AI in e-

commerce has huge potential advantages, but it is important to 

address the ethical implications of these technologies. To 

make sure that generative AI is deployed responsibly and 

fairly in e-commerce,a collective effort by businesses, 

policymakers, and the wider public is required. These would 

involve creating moral frameworks, following sound data 

governance policies, and enabling the re-skilling and 

redeployment of innovative workers whose jobs could become 

redundant due to the emergence of generative AI. By 

engaging with these ethics, e-commerce companies can foster 

sustainable competitive momentum and customer loyalty, 

while partaking in a responsible evolution of such 

revolutionary technology. 
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