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Accountability
• Regardless of whether Google is responsible, 

it should be held accountable as the one 
entity that can explain why it happened



Accountability vs. responsibility
• Providing an explanation

vs. worthy of blame/praise 



Persuading vs. manipulating
• Commonly cited difference: Misleading
• What about addicting?



Hooked: How to Build Habit-forming Products by Nir Eyal



New vs. improved/scaled up
• Machine learning isn’t magic
• Most of the features of online targeted 

advertising already exists elsewhere 
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