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A Review of Research on Ethical Issues in the
Application of Generative AI Image Advertising:
From the Perspectives of Consumer Behavior and

Digital Marketing Ethics

Zhao Zeyu!

1 City University of Hong Kong, zheyujufe@126.com

Abstract: The rapid adoption of Generative Al technologies in visual advertising creation has
drastically improved the efficiency and personalization of advertising content production. Nevertheless,
it has also given rise to a host of ethical dilemmas concerning authenticity, copyright, algorithmic bias,
privacy protection, and liability attribution. From the perspectives of consumer behavior and digital

marketing ethics, this paper systematically sorts out core ethical challenges arising from the
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deployment of Generative Al in visual advertising. Drawing on domestic and international academic
literature as well as regulatory governance practices worldwide, it analyzes the corresponding impacts
on consumer trust, brand-consumer relationships, and social equity. The study reveals that extant
research still suffers from deficiencies in theoretical integration, identification of boundary conditions,
and empirical verification. This paper further explores a multi-stakeholder collaborative governance
framework. It proposes that future research should prioritize the psychological effects of disclosure
mechanisms, cross-cultural ethical disparities, and long-term consumer well-being under the interplay
of technological advancement and institutional regulation, so as to offer theoretical insights and

practical guidelines for theoretical refinement and industrial standardization in this field

Keywords: Generative Artificial Intelligence, Visual Advertising, Ethical Issues, Advertising
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