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ABSTRACT

This chapter summarizes the role that artificial intelligence and machine learning (AI/ML) are expected 
to play at every stage of advertising development, assessment, and execution. Together with advances 
in neuroscience for measuring attention, cognitive processing, emotional response, and memory, AI/
ML have advanced to a point where analytics can be used to identify variables that drive more effective 
advertising and predict enhanced performance. In addition, the cost of computation has declined, mak-
ing platforms to apply these tools much less expensive and within reach. The authors then offer recom-
mendations for 1) understanding the clients/customers and users of the products and services that will 
be advertised, 2) aiding creativity in the process of designing advertisements, 3) testing the impact of 
advertisements, and 4) identifying the optimum placement of advertisements.
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INTRODUCTION

This chapter explores the resources and climate for creating more impactful advertising through the 
potential use of Artificial Intelligence (AI) and Machine Learning (ML) in three parts:

1. 	 The Vision: Why is AI/ML important to advertisers? What might it be able to deliver now and, in 
the future, given what is known about the impact of advertising on brain and behavior?

2. 	 The Theory: What evidence do we have concerning the key variables that we can use to inform and 
optimize our advertising (measurable image and sales driving) and, in turn, predict performance? 
How are academics and marketers creating data bases and conducting meta-analyses to determine 
the most powerful drivers for implementing AI/ML?

3. 	 The ‘Know How’: What are the tools and methods of AI/ML that show the greatest potential for 
identifying drivers and predictors of advertising excellence?

MAIN FOCUS OF THE CHAPTER

The Vision

Since the golden age of advertising in the 1960’s through the 2000’s, before rapid paced digital ads 
became communications currency, it has been held sacred that “advertising is an art, never a science.” 
There has long been the romantic notion of the copywriter facing the tabula rasa or blank page, perhaps 
brimming with ideas or tormented to find the right balance of art, entertainment and salesmanship. This 
paved the way to high salaries, prestige and awards at Cannes when inspiration and craft hit the bullseye 
to work advertising magic.

This conventional wisdom has recently been challenged as several factors collided to invite change:

1. 	 Neuroscience and Behavioral Science have developed better practical and affordable methods for 
measuring critical processes that drive consumer behavior such as Attention, Cognitive Processing, 
Emotional Response and Memory Encoding.

2. 	 Key Performance Indicators (KPIs) are now accessible within large data bases that have been 
amassed. These KPIs can now be linked to effective advertising within brands and categories, 
particularly nonconscious emotional factors, giving us clues about the characteristics that produce 
effective advertising in market.

3. 	 Artificial Intelligence and Machine Learning (AI/ML) have advanced to a point where analyt-
ics can be used to identify variables that drive more effective advertising and predict enhanced 
performance. In addition, the cost of computation has declined making platforms to apply these 
tools much less expensive and within reach.

Insights and discoveries by academics and market researchers have identified the critical drivers of 
effective advertising and software has been developed to crank out “acceptable” digital ads. Is it only a 
matter of time before advertising will be routinely created, at least in part, by algorithm? We are rapidly 
developing heuristics and principles for best practices and for advanced evaluation and prediction of 
efficacy.
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