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THE USE OF ARTIFICIAL INTELLIGENCE IN MARKETING RESEARCH.
THE POSITION OF THE POLISH SCIENTIFIC SOCIETY OF MARKETING

The aim of this article is to present the position of The Polish Stwesticiety of Marketing
(PSSM) on the use of artificial intelligence in marketing reseaArtificial intelligence— in the
broadest senseis a kind of signum temporis, a hallmark of the times in which we livaindeniably
creates great opportunities and potential for development. It also presertraordinary,
multidimensionalchallenges, some of which take the form of real, significant threats. Emiplyalsoth
the opportunities and the difficulties created by the constant and atyrdevelopment of artificial
intelligence tools, including GenAl, the Polish Scientific Society of M&nkg— Poland’s largest non-
profit organization bringing together researchers and academics worlklrig field — has deemed it
important to adopt an official position on the use of artificial intelligence in siergsearch.
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Introduction. Research ethics in the digital economhys generally accepted that the
term ‘science’ refers to a systematic approach to acquiring knowledge about the world around
us, using objective and verifiable research methods. Science is concerned with understanding
the phenomena, processes and behaviors around us; it can be regarded as a knowledge-
generating activity undertaken by humangesearchers and is therefore a form of rational
and intentional human activity [1]. In the context of the discussions presented in this article, it
is particularly important to emphasize that science and scientific research are always conducted
by human beings as rational beings who act rationally and in accordance with, and for the
benefit of, society as a wholerather than by their creations, such as algorithms or artificial
intelligence.
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Science can also be regarded as a process of seeking and discovering the truth, which is
carried out using available, constantly improving research techniques and tools, and which
nowadays increasingly relies on digital solutions. Finally, science can be associated with
verified facts and truths that are based on reliable evidence, rather than on assumptions or value
judgements [2].

The pursuit of science as a vital sphere of human activity, in order to preserve its
objective value and fulfil its cognitive function, absolutely requires adherence to established
methodological standards, transparency of actions and, no less importantly, ethical conduct in
the process of discovering the truth [3].

Research ethics is regarded as a branch of normative ethics which clearly defines the
moral princples governing a researcher’s conduct and the standards for conducting research
with integrity. Ethical conduct requires honesty towards science, a commitment to the reliability
of results, and absolute respect for the rights, safety and dignity of participants or the
environment [4]. The principles of research ethics are based on several key tenets, which
include:

a. rigor, manifested in the application of appropriate methods and the use of
available tools to support the research process;

b. responsibility for the conditions under which research is conducted and for the
reliability of the results obtained;

C. prioritizing the pursuit of truth over the pursuit of particular interests aad th
achievement of personal goals;

d. compliance with applicable research standards and norms generally accepted
within the relevant scientific community;

e. avoiding the temptation to take ‘shortcuts’, maintaining vigilance and engaging

in conscious reflection on the consequences of utilizing emerging technological solutions,
including atificial intelligence, in the researcher’s work.

In light of the general issues outlined above, it is worth citing three documents by way
of example. The first of these is the European Code of Practice on Research Integrity. It sets
out, amongst other things, the fundamental principles of research integrity, such as: (a) integrity
in ensuring the quality of research, (b) honesty in the design, conduct, review, reporting and
communication of research, (c) respect for colleagues and research participants, (d)
responsibility for research from conception to the publication of its results [5]. The second
document worth discussing is the Code which plays a leading role in Polish science: the ‘Code
of Ethics for Research Staff’, drawn up by the Commission on Ethics in Science and adopted
by the 141st General Assembly of the Polish Academy of Sciences on 25 June 2020 and updated
on 5 December 2024 [6]. It may be regarded as a document taking precedence over other studies
of this kind produced within the fields of individual academic disciplines and sub-disciplines.
The Code referred to, in turn, draws on the provisions of the third of the key documents cited
in this article, namely the Magna Charta Universitatum, signed in Bologna in 1988 to mark the
900th anniversary of the founding of the first university in Europe, and to its declaration of the
values of the academic worldboth in the field of scientific research and education [7]. These
two documents alone serve as evidence that the issue of ethical conduct amongst members of
the academic community is an important matter that warrants codification.

In the field of research, ethical conduct has been a subject of debate for a very long time
[8]. The importance of ethics is recognized across all scientific fields and disciplines; nowadays,
the obligation to adhere to ethical principles is beyond doubt. A review of the available literature
leads to the conclusion that, to date, discussions on this topic have focused on such important
issues as: research involving humans and animals, research funding, bias and partiality in
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research conduct, transparency of data collection processes and methods, the dissemination of
research findings, the misappropriation of others’ intellectual property (plagiarism), and

nepotism [9]. For understandable reasons, modern IT tools and artificial intelligence have rarely
been the subject of broad academic discussion on research ethics to date. These solutions,
particularly artificial intelligence, have only relatively recently begun to provide technological
support for scientific research; however, their role is growing at a rapid pace and cannot be
overlooked in this discussion.

Aim and Objectives. The application of artificial intelligence in scienc&ttificial
intelligence, which has been under development since the mid-1950s, is all-encompassing in
nature and transcends the boundaries of time and space [10]. It is present in all areas of human
activity, including the fields of science, scientific research and academic teaching [11]. Thus,
the presence of artificial intelligence in science has become a fact and is beyond dispute. There
is no reason why scientists should not make use of the solutions offered by advances in
information technology. On the contrary, numerous advantages are cited of researchers utilizing
artificial intelligence tools, ranging from assistance in refining research concepts or accelerating
the entire research process, through deeper exploration of the environment or subject under
study, review and critical analysis of the literature, and writing texts, to the generation of new
knowledge resources in the form of scientific articles or practical applications.

Experts unanimously emphasize that digital technology and artificial intelligence have
great potential to transform the working environment, including that of researchers, for example
by automating certain routine tasks and duties [12]. The use of artificial intelligence in the field
of science shapes researchers’ new skills, stimulates their creativity and increases productivity.
However, in order to harness the potential of Al, researchers must be aware of the numerous
limitations and ethical issues associated with the use of artificial intelligence todl4[1Gne
of the key and urgent issues that needs to be addressed is the development and subsequen
promotion of clear and unambiguous principles and procedures regarding the use of artificial
intelligence in scientific research. Among other things, it is essential to maintain the integrity,
reliability and transparency of the process from data collection and processing right through to
the public availability of results. A matter directly linked to this is respect for copyright and the
protection of intellectual property. Given the increasing use of artificial intelligence in research,
the issues raised here appear to be under serious threat. They may be ignored or overlooked by
researchers who, in the name of greater productivity or a thoughtless quest to simplify their
cognitive activities, may more or less consciouslyexpose not only the results of their work
but also the entire academic community to criticism. The challenges posed by artificial
intelligence are multidimensional and complex, affecting both the individual and the social
spheres, across every dimension of time and space, sector and field of activity. Legal dnd ethica
issues are of particular significance.

In light of the above considerations, it becomes a priority to emphasize the importance
of ethics in the digital world and in conditions shaped by Al. The potential applications of Al
in science- understood both as a body of knowledge about the world and as a means of creating
and discovering that knowledge through research conducted under a strict code of conduct,
particularly with regard to research methedshould be the subject of wide-ranging academic
debate.

In an era of dynamic changes in the socio-economic environment, the development of
and widespread access to digital technologies, the use of human achievements and the products
of human labor including artificial intelligence- in scientific research must always be ethical.

It must continue to be based on the principles of transparency, integrity and responsibility.
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Research M ethodology. Marketing as a field of study and scientesating marketing
as merely one of a company’s business functions, focused solely on sales and customer
acquisition— and sometimes associated with excessive persuasion or manipulation in the form
of advertising messagess a highly simplistic and even unfair view. Marketing, as a form of
activity undertaken by market participants, is now an important area of scientific research [15].
His areas of interest include research into the market motivations of economic actors such as
businesses, public institutions and third-sector organizations (non-profit organizations). At the
very heart of marketing are consumers, and in particular the factors, motives and patterns of
their behavior in the market. Research into marketing, the market conditions governing the
operation and development of enterprises, and consumer behavior also concerns a wide range
of other stakeholders, who often form networks of relationships amongst themselves, thereby
influencing one another [16]. Marketing in the academic sphere, by uncovering the mechanisms
and principles governing the behavior of actors within the socio-economic environment,
demonstrates both theoretical and practical value. On the one hand, it organizes the knowledge
needed to understand the contemporary market and to provide education, particularly at
university level; on the other hand, it provides practical solutions to managers and decision-
makers responsible for organizing exchange processes within a free-market economy.
Marketing as a discipline also exhibits a distinct interdisciplinary character, drawing on the
achievements of other disciplines, such as psychology, sociology, cultural studies and computer
science, whilst simultaneously contributing its own cognitive and methodological advances
[17].

Understanding marketing as a discipline, given its strong practical orientation, leads to
reflection on the ethical aspects of conducting research in this field [18, 19]. Marketing, like
any other discipline, should be free from even the slightest signs of a lack of research integrity,
the manipulation of results, the dissemination of dubious, unsubstantiated information, or the
evasion of responsibility for the manner in which such information is obtained and processed
[20]. The latter issue in particular requires close attention, as widespread access to digital
technologies- including artificial intelligence by researchers may prove to be a double-edged
sword. Whilst the potential benefits of using artificial intelligence in science are frequently
highlighted in scientific discourse, the resulting risks are discussed far less often. Meanwhile,
artificial intelligence— and, more broadly, the challenges posed by digital technolegies
present every social and economic system with specific, serious and ever-growing challenges,
in the form of both opportunities and threats. All of these are the subject of in-depth analysis
and assessment in the international literature, including articles published in the journal
«Marketing and Digital Technologie$e.g. 21]. For example, in the field of marketing science,
artificial intelligence plays a significant and widespread role in brand building and the selection
of creative strategies; it forms the basis for the personalisation of adverts on a scale that was
previously unattainable [22]. The use of Al, big data and digital technologies in advertising
creation and media selection is becoming commonplace in the world of marketing
communication [23, 24]. Al algorithms are capable of learning, processing vast amounts of data
and developing creative strategies. They enable the precise tailoring of a message’s content and
form to a specific segment, market niche or the profile and needs of an individual user [25],
[26]. Such profound changes in marketing practice necessitate a new scientific perspective on
marketing [27]. This, in turn, may threaten the status quo regarding the perception of the role
of scientific research as a source of new knowledge, including the maintenance of ethical
standards of conduct for researchers. For this reason, there is an urgent need to develop
standards for the use of technological advances in scientific research, including in the field of
marketing.
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When considering the issue of research ethics from a broad perspective, it is worth
noting that, for some time now, there has been a rapid process of institutionalization of this
issue [28]. Various institutional forms already exist in academia, including both those widely
recognized within the scientific community and those proposed by smaller groups of
researchers specializing in specific issues [29]. Among others, the following solutions can be
highlighted here: specific legal regulations, the work of ethics committees, codes of conduct,
good research practice, ‘academic oaths’, ‘scientific tribunals’ or officially held positions.

These can also be found in the field of marketing.

Presentation and Discussion of the M ain Results. The Position of the Polish Scientific
Society of MarketingAn example of an institutionalized statement expressing a view on the
use of digital technologies in academia is the Position on the use of artificial intelligence in
scientific and research work in the field of marketing, drawn up by the Polish academic
community. It was formulated and adopted in 2026 by the Polish Scientific Society of
Marketing — Poland’s most important and largest organization, bringing together
representatives from several dozen academic centers across the country who specialize in
marketing and consumption (https://pntm.pl). Founded in 2013 in Poznan, the Society currently
(June 2026) has nearly 300 members. The PSSM brings together the academic community,
undertaking regular and systematic activities aimed at popularizing the science of marketing
and its achievements, fostering a scholarly ethos, promoting ethical principles in scientific
research, and creating conditions for collaboration in interdisciplinary research. In fulfilling its
role of serving the field of marketing and its representatives, the PSSM supports the
development of this sub-discipline, strengthens its position on the national and international
stage, promotes the ethos of the researcher and the achievements of its members, and
contributes to public discussions on the significance of science as a vital part of socio-economic
life. The PSSM upholds universal principles and ethical values, and calls on all those involved
in marketing— both academics and business practitiorets adhere to them. An important
initiative undertaken by the Society several years ago was the development of the Code of
Conduct for the Marketing Academic Community, which sets out the fundamental principles
and values- including ethical values guiding members of the Polish academic community
who specialize in marketing as their area of scientific and research interest [30, 31]. Below, we
present our Society’s position, developed this year, regarding the use of artificial intelligence
in scientific research. It was formulated by the Executive Board and the Scientific Council of
the PSSM on 16 April 2026.

1. Preamble.

1.1. Artificial intelligence (Al) and easy access to it are changing the modern world on
many levels, including social, economic, and research, bringing both positive and negative
consequences that are worth knowing about.

1.2. The Polish Scientific Society of Marketing sees a great opportunity and need to use
the latest technological achievements, including artificial intelligence, in conducting reliable
research and sharing its results, which contribute to the development of science, a better
understanding of the modern world, and the phenomena occurring in it. However, using
artificial intelligence in researchers' work requires a lot of caution.

1.3. The results of intellectual scientific work are primarily the outcome of the
researcher's involvement and mental effort, wihased on their knowledge, access to research
infrastructure, and proven research methodbjectively discovers new truths that enrich the
existing achievements in the field of science and takes full responsibility for the process of their
creation and the conclusions drawn.

Z. Waskowski, J. W. Wiktor. The use of artificial intelligence in marketing research. Th 11
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2. The Role of Atrtificial Intelligence in Science and Scientific Research.

2.1. The use of artificial intelligence in science is acceptable as long as the achievements
obtained are primarily the result of the intellectual and creative work of the researcher. No
technological solution, including artificial intelligence, can replace them in the pursuit of
deepening and expanding knowledge. This is a domain exclusively for rationally acting
humans, guided by scientific ethics and respect for the rights and accomplishments of other
researchers.

2.2. Artificial intelligence should be treated as a tool that supports scientific research
work, making it easier for the researcher to make progress in the process of understanding. It
can be particularly useful for literature reviews, identifying research gaps, searcharglfor
processing larger amounts of data, pointing out new cause-and-effect relationships, or for
language correction of scientific or teaching materials.

2.3. Using artificial intelligence in the world of science is an opportunity to speed up the
discovery of new truths, whose understanding and application can help increase knowledge,
explore new possibilities, improve quality of life, boost safety, and also foster intellectual and
spiritual growth of humanity. The key to achieving this is maintaining balance between human
contribution and control over cognitive processes and the involvement of algorithms.

3. Responsibility of Scientists and Marketing Researchers.

3.1. Every scientist and marketing researcher bears full moral, ethical, and legal
responsibility for the consequences of using artificial intelligence in their work and sharing its
results.

3.2. Artificial intelligence does not exempt scientists working on marketing issues from
objectively and transparently understanding the changing reality, including the behavior of
market entities, the relationships between them, and the developing processes in the socio-
economic sphere.

3.3. Informing about the fact and scope of using artificial intelligence in scientific work,
especially in cases where Al influenced the analysis conducted or the conclusions drawn, is
good practice and a standard that should be followed to maintain transparency, which is a
hallmark of any thoroughly conducted work, including scientific research.

3.4. It is the duty of a scientist or marketing researcher using artificial intelligence to
critically evaluate all its outputs, which can be prone to various errors. Uncritical or careless
use of solutions suggested by artificial intelligence can lead to the repetition and spread of false
information.

3.5. When using artificial intelligence, special caution should be taken when entering
personal data, confidential information, previously unpublished research results, or someone
else's image into the system. This could lead to violations of third-party rights as well as legal
and ethical consequences.

3.6. Implementing artificial intelligence in scientific research cannot be done detached
from methodological standards regarding the quality of the research being conducted. This is
especially important since using artificial intelligence in the research process can both improve
and reduce the quality of the research.

3.7. Using artificial intelligence in the research process requires researchers to take
actions to limit negative phenomena related to hallucinations, Al bias, or insufficient adaptation
of generated solutions to the cultural context. Therefore, it becomes important to develop skills
in properly using artificial intelligence in scientific research, which should also be original.

4. Recommendations of the Polish Scientific Society of Marketing.

4.1. Creative work in the form of conducting scientific research, writing scientific
publications, and developing teaching materials for educating future managerial staff and new
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generations of scientists, regardless of the methods and tools used, should be based on
established standards and core values. Examples include, among others, the code of the
marketing research community or codes of ethics in scientific work.

4.2. A piece of work in the field of marketing can be considered your own original result
only if it was created through controlled researcher activity at every stage of thigecrea
process, intentionally aimed at the intended outcome.

4.3. Scientific research and the outputs of a researcher's work created using artificial
intelligence do not exempt them from thinking critically and evaluating them before
dissemination.

4.4. Artificial intelligence can only serve a supporting or streamlining role in conducting
scientific research in the field of marketing or in creating scientific publications. At no stage of
scientific work, however, does it relieve researchers of legal, moral, and ethical responsibility
for their methods and the results of their scientific research activities.

4.5. Using content generated by artificial intelligence in scientific research in the field
of marketing and market participant behavior requires absolute verification each time of its
accuracy, consistency with reality, and finalizing it in a form that aligns with the reséarcher
intentions, for which they bear legal and ethical responsibility.

The document presented above on the use of artificial intelligence reflects the maturity
of the entire marketing research community in Poland. The PSSM Position addresses the broad
and internationally relevant issue of leveraging Al capabilities in scientific research in terms of
content and methodology. The main role of our Position is to promote a broadly understood
ethical responsibility among all members of the Society as well as other researchers working in
the socio-economic research field.

Conclusions and Directions for Further Research. The growing digital economy in
the field of science is revolutionizing scientific research and related education at all levels of
learning. Increasingly advanced tools for collecting, processing, storing and analyiang da
provide unprecedented access to information, whilst also necessitating the development of
digital skills amongst both providers and recipients of knowledge. In these circumstances,
public debate on the ethics of scientific research and the researcher’s ethos not only remains
important but takes on a new, even greater significance. This stems from the fact that research
tools based on digital technologiegcluding, above all, artificial intelligenceare becoming
an increasingly powerful force in the world of science, whilst scientific research is being
undertaken by ever-larger groups of researchers.

The PSSM’s position on the use of artificial intelligence, as set out in this article, is an
expression of the maturity and responsibility of the entire marketing research community in
Poland. The primary purpose of this Position is to promote ethical responsibility in the broadest
sense amongst all members of the Society, as well as other researchers engaged in socio
economic research. It may serve as a model and source of inspiration for academic agesxmunit
in other countries. It may also serve as an invitation to academic communities specializing in
marketing to engage in discussion and develop a joint, international position on the use of Al
in marketing research.
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Bacvkoscvkuit 3., Ooxmop eabinimosanui, npoghecop, npoghecop xragheopu
MapkemuHeosux — cmpamezii,  Ooupekmop  Incmumymy  mapxemunzy  Iloznancekozo
E€KOHOMIYHO20 YHigepcumemy, 201064 npaeninHa I[lonbcbko2o HaAyKo8o2o mosapucmea
mapxemuney, Ilonvwa.

Bikmop A. B., ookmop eabinimosanuii, npogecop, npoghecop kagedpu mapkemunzy
Kpakiscbkozo exonomiunoeo ynieepcumemy, 2onoea Haykoeoi padu Ilonbcoko2o naykoeo2o
moeapucmea mapkemuney, uieH Exonomiunoco womimemy Komnghepenyii pexmopis
akademiunux yHieepcumemis Ilonvwi, [lonvwa.

Bukopucmanna wimyunozo inmenekmy ¢ mapkemunzoeux 0ociaioxycennax. Ilozuyis
IlonbcvK020 HAYK06020 MOBAPUCIMEA MAPKEMUHZY .

Y cmammi poskpumo nosuyito I1oibcoko2o HAyK08020 MOBAPUCEA MAPKeMuHey w000
BUKOPUCIAHHA WMYYHO2O [HMENeKmy 6 HAYKOGUX I MApKemuHeo8Ux O0CiOiceHHAX. Busnaueno
moorcnueocmi cucmem LI Ona nowyky u onpayroeanns inghopmayii, ananizy 6eauKux mMacugie 0aHux,
BUABNEHHA OOCNIOHUYbKUX NPOSANUH, MOBHO20 Dpeodzy8amHs ma MNiOSUWeHH NPOOYKMUBHOCI
HAYKOBYi8. AKYeHmosano Ha pusuxax oe3iHghopmayii, anreopummivHoi ynepeodiceHoCmi, nOpYUIeHHs.
A8MOPCLKUX NPaes, KOHGIOeHyitinocmi 1l memoodono2iunux cmanoapmis. OOIpYHMO8ano HeoOXiOHICMb
npo3opo nosioomasmu npo 3acmocysanua LI, kpumuyno nepesipsmu pezyibmamu ma 36epicamu
MOpANbHY, emuuny U HpUuoudHy 8ionosioanvhicms Oocuionuxa. Ilooano pexomendayii wo0o
8i0n06idanbrHo2o euxopucmants LI aK 0ONOMIKCHO20 IHCMPYMEHMY, WO He MOodce 3aAMIHUMU
IHMenNeKmyanbHy i meopuy npayio HayKoGys.

Kntouosi cnosa: mapkemume, wimyuHuil iHmenekm, MApKemuHe08i OOCHIONCEHHS, emuKa
HAYKOBUX 00CTI0NCEeHb, YUPPOBA eKOHOMIKA, HAYKOBA O0OpOHeCHiCmb, 8i0N08I0ANbHICIb 00CTIOHUKA,
Ionbcvke Haykose Mosapucmeo MapKemuney; Memooono2is 00CIi0HCEeHb.
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