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Abstract

The intensive development and application of artificial intelligence technologies in organizing
interaction with clients is accompanied by such difficulties as: the client’s unwillingness to communicate
with the robot, distrust, fear, negative experience of the clients. Such problems can be solved by adhering
to ethical principles of using artificial intelligence. In scientific and practical research on this topic, there
are many general recommendations that are difficult to apply in practice, or, on the contrary, that describe
the methods for solving a highly specialized technical or management problem. The purpose of this
article is to determine the ethical principles and methods, the observance and implementation of which
would increase confidence in artificial intelligence systems among client of a particular organization. As
a result of the analysis and synthesis of the scientific and practical investigations, as well as the empirical
experience of Russian and foreign companies, the main areas of application of artificial intelligence
technologies affecting the customer experience were identified. The ethical principles recommended
to be followed by business have been formulated and systematized. The main methods have been also
identified to enable implementation of these principles in practice, and so to reduce the negative effects
of customer interaction with artificial intelligence and increase their confidence in the company.

Key words: ethics; artificial intelligence (Al); ethical Al; customer experience; ethical principles; machine
learning; trust; robot.

Citation: Dolganova O.1. (2021) Improving customer experience with artificial intelligence by adhering to
ethical principles. Business Informatics, vol. 15, no 2, pp. 34—46. DOI: 10.17323/2587-814X.2021.2.34.46


https://bijournal.hse.ru/en/2021--2%20Vol.%2015/480747817.html
https://orcid.org/0000-0001-6060-5421

Introduction

Using the artificial intelligence (Al) techno-
logies when interacting with customers provides
significant economic potential, but requires
solving problems with data security, transpa-
rency of algorithms for machine behavior, and
trust in such tools on the customer side. This is
a reason for the increasing interest in the issues
of digital ethics both in scientific literature and
in practice. Searching for publications in the
Web of Science and Scopus with the keyword
“Al Ethics” shows that over 57% (483) papers
found in Web of Science and 61% (587) of
papers found in Scopus have been published in
2019 and 2020. Until 2019, on average about 30
papers on this topic were published each year
on this topic, with more than 40% of the arti-
cles written by authors from the United States
and Great Britain. Also among the leaders are
authors from Australia, Italy, the Netherlands
and Canada. Authors from the United States
have published 528 papers, and Russian scien-
tists have published only 14. It is also important
to note that only half of all published papers are
related to computer and social sciences, busi-
ness and economics.

This trend is also observed in practice-ori-
ented publications, as well as in the materi-
als of state and international committees and
expert councils [1—5]. They suggest high-level
approaches, principles and methods for solving
the problems of Al technologies implementa-
tion, which are difficult to apply in practice at
the company level. At the same time, more than
half of CEOs of companies using Al technolo-
gies emphasize the importance of ensuring their
ethics and transparency [6]. Gartner also notes
that in the coming years, the issues of digital
ethics will remain at the peak of popularity as an
element of corporate architecture [7].

In marketing, sales and after-sales pro-
cesses, artificial intelligence can be used to
solve a variety of problems. Examples include
improving speech recognition and analyz-

ing the emotional state of a customer, routing
calls, handling requests, providing an indivi-
dual approach to every customer, and finding
new customers.

The term “artificial intelligence” does not
have a single, well-established definition. Many
researchers believe that the concept of Al refers
to the programs, algorithms and systems that
demonstrate intelligence [8]. However, such
a formulation raises a lot of discussion on the
subject of how to determine that a machine is
demonstrating intelligence, and what are its
actions which prove its intelligence. Therefore,
in this work we will adhere to a slightly different
point of view, implying that information sys-
tems with Al are built on the basis of machine
learning technologies and they can use tools
for robotic process automation, natural lan-
guage processing, neural networks and deep
learning methods [9—11]. Such software solu-
tions allow interpretation of the available data,
learning from it and adapting it to the current
needs of the user [12].

The use of such advanced digital technolo-
gies is associated with ethical problems [11, 13,
14]. Clients are not inclined to confide in arti-
ficial intelligence. From the point of view of
compliance with ethical standards, they expect
more from such information systems than is
regulated by the current legal norms [15]. It
is also important for many people that inte-
raction with them is carried out honestly and
transparently; only in this case do they begin
to trust the seller [16]. It is trust that acts as
the most powerful factor influencing customer
loyalty [17—19]. It arises from the company’s
consistent behavior, demonstrating its integrity
and reliability. The importance of these aspects
in building the relationship between the seller
and the consumer is increasing every year. This
trend, in particular, is confirmed by the results
of studies by KPMG in 2019—2020 [17, 20].

The issues of improving the customer expe-
rience are thoroughly considered by research-



ers from the point of view of marketing, sales
automation and after-sales service, includ-
ing the use of artificial intelligence technolo-
gies [21, 22]. However, their use raises ethical
problems. Therefore, there is an urgent need to
study these issues and identify possible ways to
reduce the negative consequences.

The goal of this paper is to identify ethi-
cal principles and approaches to improve the
customer experience of interacting with Al
during sales and the after-sales phases. As
a result of the study, we intend to answer the
following questions:

¢ What ethical principles need to be followed
to improve the Al customer experience?

¢ What steps would reduce the negative atti-
tude of buyers and consumers to the use of
Al technologies by the company in manage-
ment and implementation processes?

As part of the study, we carried out an analysis
of scientific and practical publications, frame-
works, “white papers” and analytical reports
related to the questions raised from the point of
view of marketing, business, psychology, ethics
and information technology.

Based on the classification of artificial intel-
ligence systems used in customer service [23],
two scenarios of their application can be distin-
guished: 1) a robot as an assistant to a person
who serves a client and 2) a robot as a replace-
ment for a person serving the customer. In this
paper, the second option is mainly considered.
This will allow narrowing the research area and
focusing on the problems that arise with this
type of customer interaction.

1. Scope of artificial intelligence
technologies when implemented
for interaction with customers

In thefield of managing and implementing
customer interactions, artificial intelligence
technologies can be used to solve such issues
as automating sales processes, processing

requests and complaints, finding and attract-
ing new customers, increasing loyalty and
retaining existing customers. Among the tasks
most frequently implemented with the support
of Al, one can single out the management of
incoming content, the implementation of sim-
ple sales processes, the analysis of information
about the client and the formation of persona-
lized offers for him.

Atrtificial intelligence tools, together with
robotic process automation (RPA) technolo-
gies, capture customer messages and letters,
identify them, recognize them, extract the
necessary and useful information about the
customer and his request, verify the received
data with those already available in the com-
pany and then transfer them for processing and
making decisions on a specific question.

Atrtificial intelligence is largely used in simple
sales processes on marketplaces such as eBay
and Amazon, Facebook and WeChat. Yamato
Transport, one of Japan’s largest courier com-
panies, uses a chatbot to schedule deliver-
ies and answer queries on the parcel’s loca-
tion [24]. Domino’s Pizza uses a chatbot that
accepts orders for online delivery.

To implement behavioral targeting in real
time, based on the analysis of customer trans-
actions, personalized offers are generated
based on the buyer’s behavior and sales expe-
rience in the company. For example, similar
solutions are used in Netflix, Amazon, Out-
brain, Taboola [22].

The determination of an individual trajectory
of interaction with a client can also be imple-
mented using Al systems, which are based
on natural language processing and machine
learning technologies. For example, the Stitch
Fix company has created an online clothing
store, where customers are invited to define
their unique style (instead of choosing from the
proposed template options), and choose items
that suit this style, thus taking into account the
individual characteristics of a person [25].



Artificial intelligence helps to improve com-
munication and increase customer loyalty, sell
him a product, by analyzing his emotional state
by voice or text of the message. Such solu-
tions allow predicting the client’s behavior, his
desires, and building interaction with him in
the best possible way.

Robotization and the use of artificial intelli-
gence technologies, like many other innova-
tions, make it possible to satisfy customer needs
in terms of the quality and speed of processing
their requests [26—28]. Sometimes it even suc-
ceeds in surpassing the expectations of buyers
and consumers, reducing their efforts to interact
with the company.

A 2020 KPMG study [22] showed that the
number of consumers willing to use digital tech-
nologies (social networks, web chats, instant
messengers) to interact with sellers has recently
tripled. According to McKinsey [29], the use of
Al for deeper (in comparison with traditional
solutions) data analytics allows a company to
increase its value by 30—128%, while retailers
increase their sales by only 1-2%. Therefore,
to strengthen their competitiveness, increase
profits and improve customer experience, com-
panies are actively implementing IT solutions
based on machine learning methods.

Companies are beginning to actively use arti-
ficial intelligence to interact directly with cus-
tomers. The study [21] showed that using hidden
chat bots (when customers think they are talk-
ing to a person) is four times more effective than
the employment of an inexperienced salesper-
son. In addition, in some situations such solu-
tions help to turn the negative experience of a
client into a positive one by promptly and trans-
parently resolving emerging problems.

2. Problems of using
artificial intelligence technologies
to interact with customers

Behavioral economics points to such a fea-
ture of a person as the formation of a trusting

relationship with those we like. Many compa-
nies have been aware of this for a long time and
are taking appropriate steps so that the buyer
feels sympathy to the employees he commu-
nicates with. However, the question of how to
make the buyer comfortable to communicate
with the AI, which replaces the contact per-
son from the company, remains unresolved.
Capgemini [6] estimates that roughly two out
of five companies that are encountering ethi-
cal issues in using Al have opted to abandon its
use completely.

Empathy and personalization are other
important aspects of a positive customer expe-
rience and increased customer loyalty, which
are difficult to achieve with artificial intel-
ligence technologies. Theoreticallyy, when
designing an algorithm for the functioning of a
robot, one can try to build the logic of its inter-
action with a client in such a way that it takes
into account the client’s circumstances and
shows a deep understanding of his problems,
doubts, fears. However, a person communicat-
ing with, for example, a bot, most likely will
not feel interest in himself from the Al, will not
feel himself valuable and unique, since he will
understand that he is not communicating with
a person, but with a machine. Customers are
especially reluctant to interact with a robot if
they need subjective assessment, help in choos-
ing a product, if they expect complicity and
empathy [29—31].

There is a large category of customers who
believe that a company that uses an artificial
intelligence system to interact with them is in
some way deceiving a buyer or consumer of
services [24]. This seriously reduces the cus-
tomer’s confidence in the brand. So, after the
disclosure of information that a bot and not
a person is working in the sale process in the
company, the frequency of interruption of the
current contact increases, and the number of
purchases decreases by almost 80% [21].

The studies described in [28] show that the
introduction of innovative solutions based on



Al from potential customers and consumers is
more likely to cause a negative reaction than a
positive one; this especially affects the percep-
tion of the ethical side of a company’s reputa-
tion.

Customers are very concerned about the
confidentiality and security of interaction with
the robot [32]. When interacting with a living
person, in contrast to artificial intelligence sys-
tems, the feeling remains that the conversation
may not be recorded, not all information that is
communicated to the seller or manager will get
into the accounting system and will be used for
further contacts or for any other purposes. In
addition, due to the opacity of the algorithms
for the functioning of Al, the client feels inse-
cure when transferring personal data about
himself to the robot.

In the course of applying artificial intelli-
gence, for example, in the analysis of customer
experience and interaction with the consumer,
a question of the ethical use of customer infor-
mation arises. The principles of determining
the ethics of the company’s behavior in this
case can also be an important criterion for the
transparency of interaction and the honesty of
the organization. In order to provide customers
with a personalized service, many firms over-
use personal data, which can negatively affect
the customer experience. It may seem to a per-
son that the seller violates acceptable bounda-
ries and reaches into his personal life.

The exchange of personal data between com-
panies of the same ecosystem is prohibited
by the legislation of the Russian Federation.
However, it is possible to transfer aggregated,
anonymized data to each other as a service.
This allows using the customer experience of
ecosystem participants without violating basic
ethical standards. This is what the companies
Megafon and Mail.ru are doing [33]. Despite
the fact that this does not violate the rights of
customers, many of them would like to know
what kind of personal data is used, by whom
and for what purposes.

Thus, solutions based on artificial intelli-
gence are perceived by many people as inno-
vative, but having an incomprehensible func-
tioning algorithm. This has a number of ethical
implications that can negatively impact cus-
tomer experience as well.

3. Ethical principles
of using artificial intelligence
technologies to interact
with customers

The concept of “ethical” is very multifac-
eted, it can refer to both a process and a result
or a value [18]. When considering the ethics of
the process, we will talk about the internal pro-
cedures and actions that the company imple-
ments. The ethical values dimension refers to
a set of parameters of organization interaction
with its customers. In this case, we are talking
about the transparency of information inter-
action, fairness of pricing, confidentiality of
personal data, etc. The ethics of the results is
related to the properties of the output of the
Al system, non-discrimination, fairness and
objectivity. It is important to consider the
ethics of Al from all of the above points of view,
as it addresses the ethical issues of design, deve-
lopment, implementation and use of appropri-
ate technologies in practice.

People have begun to pay more attention
to how well brands are behaving in relation
to their ethical and social obligations. Many
researchers [11, 13, 14] note that this contri-
butes to the long-term success of the company
in maintaining customer loyalty.

Fear, misunderstanding of the mechanisms
of functioning of systems in which Al techno-
logies are embedded can significantly reduce
the potential positive effects of their use. Some
companies that are actively testing various Al
technologies (for example, Walmart Inc.) are
concerned about the attitude of customers
towards the robots they encounter during the
purchase [34]. This is mainly due to the ethical
aspect. In particular, the following risks apply:



¢ the client feels that a decision is made for
him, that is, the possibility of self-realization
decreases and the person’s ability to research
and choose a product that will satisfy his
needs is devalued;

¢ opacity of areas of responsibility for deci-
sions or conclusions made by artificial intel-
ligence. For example, when a call center
operator advises a caller of something, the
responsibility for the recommendation lies
with a specific employee or person. If the
recommendations are made by a robot, who
will be responsible for them?

¢ control over the actions of artificial intelli-
gence. If the system is self-learning, then a sit-
uation may arise when conclusions from the
analyzed information, behavior and Al deci-
sions may turn out to be unpredictable not
only for the user, but also for the developer.

Leading organizations working in the field
of the formation of ethical norms and rules for
the use of Al have formulated a large number of
different approaches and tools to comply with
the above principles [1, 2, 4, 5]. Almost all of
them adhere to similar views and do not con-
tradict but complement each other.

The Atomium — European Institute for Sci-
ence, Media and Democracy white paper on
Al ethics outlines five principles of Al ethics:
1) promoting human well-being; 2) harmless-
ness (confidentiality, security and “attention
to opportunities”); 3) autonomy (the right of
people to make their own decisions); 4) fair-
ness (respect for the interests of all parties that
can be influenced by the actions of the system
with Al, the absence of discrimination, the
possibility of eliminating errors); 5) explain-
ability (transparency of the logic of artificial
intelligence, accountability) [3]. These prin-
ciples represent the quintessence of those set
forth in codes, regulations and other advisory
and regulatory documents issued by the expert
and regulatory authorities of the European
Union countries.

The Japanese Society for Artificial Intelli-
gence (JSAI) identifies the following ethical
principles to be followed by developers of arti-
ficial intelligence systems [35]: 1) respect for
human rights and respect for cultural diver-
sity; 2) compliance with laws and regulations,
as well as not harming others; 3) respect for
privacy; 4) justice; 5) security; 6) good faith;
7) accountability and social responsibility;
8) self-development and promotion of under-
standing of Al by society. It is also important
to note that in contrast to the European prin-
ciples of Al, here special attention is paid to
the development of Al in such a way that it also
observes the above principles in the course of
its functioning.

Google has also formulated seven princi-
ples of artificial intelligence that the company
is following in creating and using such tech-
nologies. These include [36]: 1) Al should be
socially useful; 2) it is necessary to strive to
avoid unfair influence on people; 3) applica-
tion of best security practices; 4) responsi-
bility for the actions of Al in front of people;
5) ensuring guarantees of confidentiality,
proper transparency and control over the use of
data; 6) maintaining standards of excellence;
7) limiting the use of potentially harmful and
offensive software products. A feature of this
list of principles is indication to the importance
of the qualifications of people who create and
manage systems with Al.

The Russian code of ethics for the use of
data, which was developed at the initiative of
the Big Data Association and the Institute for
the Development of the Internet, states that it
is necessary “to be based on the fundamental
principles of protecting human rights and free-
doms, to prevent discrimination and harm” as
the basic principles for the use of AI. They must
also comply with Russian and international
legislation in the field of information security
and data protection from illegal use [37].

The Capgemini Research Institute has also
formulated the core characteristics of ethi-
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cal Al. These include [6]: 1) ethical actions
from design to application; 2) transparency;
3) explainability of the functioning of Al;
4) the interpretability of the results; 5) fairness,
lack of bias; 6) the ability to audit.

Table 1 shows the results of comparison of
the sets of principles that are recommended
by the scientific and expert communities [3, 6,
35], principles used by the leading I'T company
Google [36], as well as those formulated in the
Russian code of ethics for the use of data [37].

As noted earlier, the main challenge for a
company in this area is to build trust with the
customer. At the company level, it is impor-
tant to adhere to ethical principles related to
various aspects of trust. IBM distinguishes
among them fairness, reliability, transparency,
accountability, explainability and equalization
of values (compliance with rules, business pro-
cesses, norms, laws, ethics and morality) [38].

An analysis of the recommendations for the
formation of ethical principles allows us to

Table 1.

Comparative characteristics of different sets
of principles of ethics of artificial intelligence

Source of the body of principles

Principles

Atomium - Capgemini

EISMD [3] [6]
Equality and fairness + + + + +
Benefit, harmlessness + + + +
Respect for cultural diversity and pluralism + +
Non-discrimination and lack of stigma + + + + +
Individual responsibility and accountability + + + +
Autonomy and consent +
Confidentiality, respect for privacy + + + +
Data protection and control of their use + + + +
Promoting public understanding of Al +
Good faith + +
Social responsibility +
High skill, self-development + +

*) Big Data Association and Internet Development Institute
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conclude that two categories can be distin-
guished as the key principles of artificial intelli-
gence ethics that commercial companies need
to comply with:

¢ category “trust”: fairness, reliability, trans-
parency, accountability, explainability;

¢ compliance category: data protection, data
control, confidentiality.

Organizational measures taken by business to
ensure adherence to these principles also play
a significant role in improving the customer
experience. Examples are the development of
joint industry regulation and self-regulation in
Al, the development and implementation of
moral values for the company, and the defini-
tion for the degree of transparency of artificial
intelligence functioning in advertising, mar-
keting, sales and after-sales management sys-
tems.

4. Methods to reduce
negative customer experience
of interaction with
artificial intelligence

The ethical use of Al increases customer loy-
alty, trust and sales. Unethical behavior can
lead to reputational risks, court trials, and the
loss of up to 30% of clients [6].

To improve the customer experience with
Al technologies, it is important to ensure that
the above categories of principles are adhered
to, and enable people to help the company to
improve the algorithms and methods for using
artificial intelligence. In this way, the com-
pany will demonstrate adherence to the basic
principles of Al ethics.

One of the main ways to increase the degree
of trust when interacting with artificial intelli-
gence is to inform the client about the fact that
he or she is communicating with a robot. It is
important to note that it is advisable to con-
vey this information at the end of the commu-
nication process, when a person has placed

an order, or submitted an application com-
plaint that has been processed, or even a deci-
sion has already been made. Thus, the com-
pany adheres to ethical standards to ensure
transparency in the use of Al in communica-
tion, and also allows the client to have a pos-
itive experience of communicating with the
machine. If the client is informed about this
at the beginning of communication, there is
a high probability of interruption of this con-
tact at the initiative of the client [21]. Because
of this, the company loses customer loyalty,
and the client, in turn, will not be able to form
his own opinion (possibly positive) about the
functioning of the robot.

Another tool is to inform the client about
the algorithm for generating proposals for
him. As a rule, this is done on demand, rather
than being imposed on every person on a regu-
lar basis. For example, the special option
“Why do I see this?” in Facebook shows the
criteria that worked for the selection of per-
sonalized advertising [22]. Also, at the request
of the user, a newsletter can be created which
provides information about the digital policy,
the data used, the purpose of collection and
processing the data, risks, results of verifica-
tion for compliance with the company’s ethi-
cal principles. In this way, the principles of
explainability and accountability are adhered
to, and the user’s trust in Facebook is main-
tained.

If a company does not disclose the algo-
rithm for forming an individual price for a
product or service, personal discounts and
promotional offers, then there is a feeling of
deception or discrimination. Today there are
already many examples of such unethical use
of Al. As an example, the insurance com-
pany Allstate in Maryland can be mentioned,
which formed the cost of insurance depending
on the client’s ability to pay. To estimate this
ability, the company was referring to exter-
nal sources of information [18]. Such secret
behavior is already alarming the buyer today.



Therefore, similar to the disclosure of finan-
cial statements, public companies should
make publicly available the information about
the data they collect and the policy of their
use by Al systems. This will ensure compli-
ance with the principles of transparency and
accountability. At the same time it will ensure
the protection of trade secrets, since details
are not disclosed, and information of general
nature is provided instead.

It is also advisable to use open source tools
that reveal bias and discrimination in artifi-
cial intelligence algorithms. An example is
Al Fairness 360 (AIF360), a set of tools that
provides the means for identifying and elimi-
nating bias in machine learning models [39].
Such mechanisms allow the company to fol-
low ethical principles, tactical and strategic
goals. An example is the practice of identify-
ing and reducing the age discrimination when
issuing a loan from German Credit using a
solution from IBM [40].

The General Data Protection Regulation
(GDPR) of the European Union provides
for reporting on the applied Al algorithms to
ensure compliance with individual rights and
systemic co-management [41]. This includes
a Data Protection Impact Assessment
(DPIA). When this assessment is executed in
accordance with the concept of “multilevel
explanation” [42] of algorithmic systems,
it makes possible to ensure the implemen-
tation of client rights to explain the princi-
ple of functioning of the Al with which they
interact.

In addition, it is important to communicate
information about Al to customers in such a
way that people understand it, can appreciate
the importance and safety of collecting infor-
mation about them. It is also recommended to
inform clients about the risks that accompany
the operation of systems based on artificial
intelligence, about possible misuse or incor-
rect interpretation of the received data.

Hence, another method of increasing the
client’s confidence follows — the transfer to
the client of part of the functions to control
and manage the area of functioning of the
artificial intelligence system. The participant
in the interaction should be able to ask for
help from a real employee of the company, or
report incorrect actions of the robot. More-
over, this option must be known to him and
easily accessible. The client can be delegated
the authority to determine the categories of
personal data available to Al for processing,
as well as the list of online services that he
would like to receive in the course of con-
tact with the company. For example, in the
Beeline company [43] as a criterion for ethi-
cal behavior, the client’s ability to indicate
the level of personalization of interaction is
highlighted. This allows a person to feel that
he or she is in control of the conditions of
interaction and feel the informational secu-
rity.

A person will become more confident in
artificial intelligence if the corresponding
system will provide up-to-date statistics on
successfully completed work, as well as
demonstrate the connection of its recom-
mendations with the goals of the person it
interacts with [44]. Here, different indica-
tors of productivity and effectiveness can be
defined, for example, the number of custom-
ers satisfied with the service with a particular
robot, the proportion of successfully solved
problems, or the average processing time of
application.

The afore-mentioned methods are aimed
at forming trust, almost partnership rela-
tions between the company and its custom-
ers. Their implementation may not achieve
the desired effects if these actions are only
formal and do not become an element of the
corporate culture of the company. In ensur-
ing flexibility and openness in building rela-
tionships with customers, especially when it
comes to the use of artificial intelligence, an



important role is played by the digital culture
which should be formed and developed in the
company [45]. The organization must cre-
ate conditions for the development of ethi-
cal thinking among its employees, so that
they want to act correctly at all stages of
creating and managing an artificial intelli-
gence system. Such events are mainly aimed
at creating an atmosphere of effective and
ethical use of advanced information tech-
nologies. But it is above all to strengthen the
client’s trust that they shall be convincingly
demonstrated in the external environment. It
seems expedient to inform the public about
the principles and methods of developing the
corporate culture, about the goals that the
company wants to achieve in this direction,
and what steps it is taking for this. It is also
important to show the client that this is not
only a declaration of intent, but also a real
action. An example for such a real action is
the active use of benchmarking and conduct-
ing research in this area, employee training
and creating internal centers of excellence
for ethics, and also participating in various
communities and associations dealing with
Al ethics.

Despite the fact that the goal of introduc-
ing such technologies is to reduce person-
nel costs, in order to form trust relation-
ships at the first stage of Al implementation,
as part of the after-sales service process, a
company employee must contact the client
and inquire about his experience. One of the
tasks of such a contact will be to demon-
strate to the client the intentions to provide
him with the comfort and safety of inter-
acting with the AI, taking into account his
doubts and wishes.

The application of the proposed list of
methods and approaches to improving the
interaction with Al allows almost any organ-
ization to comply with key ethical principles
and thereby preserve the client’s trust in the
company.

Conclusion

With the active use of Al technologies in
the organization and implementation of pro-
cesses of promotion, sales and after-sales ser-
vice, the problem arises of ensuring a posi-
tive customer experience. This is due to the
fact that many people fear and distrust robots
and artificial intelligence. In order to reduce
negative attitudes towards such systems, it is
important to convey to the client the ethi-
cal application of these solutions, to ensure
the transparency and accountability of their
operation.

This article considers the main areas of
application of artificial intelligence tech-
nologies in the processes of interaction with
the client. The necessity is demonstrated for
defining and formulating the ethical princi-
ples for the development, implementation
and application of Al in practice. The analy-
sis of recommendations of international and
local expert commissions, scientific research
and leading I'T companies allows formulating
two categories of basic principles of artificial
intelligence ethics which are recommended
to be followed by commercial organizations.

These principles, scientific and practi-
cal experiments and the experience of com-
panies that are actively using Al technolo-
gies represent the basis for key methods of
improving the customer experience of inter-
acting with IT solutions.

The guidelines presented in this article
may be useful for organizations planning
or already using Al-powered systems. The
results obtained can also serve as a starting
point for further research. For example, it is
interesting to identify changes in the signifi-
cance of certain ethical principles depending
on the industry affiliation of the company,
as well as to study the impact of each of the
described methods on changing the trust in
Al of clients of Russian companies. m
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