Al and Ethics in Visual Communication

Smart visuals need smart ethics. Follow these principles to
ensure Al-generated content is effective, fair, and trustworthy.

Al-generated visuals are transforming how businesses communicate. But without clear ethical standards, they can
mislead audiences, exclude groups, and erode trust. These four pillars help you harness Al's power responsibly.

Disclosure

What to Do: Clearly state when visuals are
Al-generated. Include disclaimers in captions,
footnotes, or introductions when appropriate.

Why It Matters: Transparency builds trust.
Audiences deserve to know whether they're
seeing authentic photography, human-created
artwork, or Al-generated designs.

Real-World Example: A company uses an Al-
generated infographic in its annual report.
Adding a note such as “Image generated with
Al tools” prevents misrepresentation and
maintains credibility.

Consent

What to Do: Obtain permission when using
likenesses, cultural symbols, or real-world contexts
in Al visuals. Verify that the people or groups
represented are comfortable with the portrayal.

Why It Matters: Using Al images without consent
can cross legal and ethical boundaries — from
violating privacy to misusing cultural imagery.

Real-World Example: A university creates Al-
generated posters showing diverse students.
Without actual student consent, the imagery
could feel inauthentic and damage trust.
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Attribution

What to Do: Credit original creators when Al tools
draw on existing works or when third-party elements
are incorporated. Cite both the Al platform and any
original contributors.

Why It Matters: Many Al systems are trained on
existing creative works. Proper attribution
acknowledges the intellectual property behind the
technology and respects creator rights.

Real-World Example: An agency generates
marketing graphics using an Al model trained on
licensed artwork. Including a credit such as “Image
created with [Al Tool], based on licensed content”
ensures ethical use.

What to Do: Actively check for stereotypes or
underrepresentation. Use prompts that encourage
diversity in gender, race, age, and roles.

Why It Matters: Al models often reflect biases in
their training data. Left unchecked, visuals can
unintentionally reinforce stereotypes or exclude
groups.

Real-World Example: A hiring campaign uses
Al-generated visuals that only depict male
executives. Adjusting prompts to include diverse
leaders ensures inclusivity and fairness.

As emphasized in Business Communication Today, 16th Edition (see Chapter 9, Visual Media), ethical use of Al visuals is not optional — it's
essential. By practicing disclosure, consent, attribution, and bias checks, communicators protect credibility, foster inclusivity, and ensure every

message resonates with diverse audiences.

This textbook equips students with the skills to apply these principles in real-world business contexts, preparing them to lead responsibly in
an Al-driven communicaticn environment,
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