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ABSTRACT

Artificial intelligence (AI) is revolutionizing the advertising industry, offering unprec-
edented personalization, automation, and optimization capabilities. However, this 
transformation also raises critical ethical and operational concerns. This chapter 
examines the multifaceted influence of AI on advertising, exploring its potential 
benefits and inherent risks. While AI enhances efficiency and effectiveness, it also 
introduces challenges related to transparency, accountability, and the potential for 
bias and discrimination. The text similarly examines the impact of AI on creativity, 
highlighting the tension between automation and the preservation of the human 
element in compelling storytelling. Additionally, it discusses the evolving regulatory 
landscape, emphasizing the need for continuous adaptation to address the rapid 
pace of AI development. By examining these issues, this chapter aims to promote 
a responsible and strategic approach to AI adoption in advertising, ensuring this 
transformative technology's ethical and practical integration.
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INTRODUCTION

The rapid development of artificial intelligence (AI) technologies and tools is 
radically reshaping various traditional business sectors, including the advertising 
industry. Recently, AI tools have revolutionized advertising campaigns and corporate 
communications, making them more streamlined, personalized, and optimized. AI 
has fundamentally altered how brands interact with their target audiences, from 
hyper-​personalized content creation to automated ad placements.

While AI's impact on advertising is often focused on benefits associated with 
efficiencies and effectiveness, it also introduces new ethical and operational con-
cerns. Several issues arise from the adoption of AI in advertising, which calls for the 
attention of advertisers and regulators alike. First, the reliance on AI-​driven auto-
mation raises questions about transparency and accountability. As decision-​making 
processes become more complex and less human-​driven, overseeing the welfare of 
individuals targeted with content becomes more challenging, leading to potential 
biases and unintended discrimination (Pasquale, 2015). Furthermore, the rapid pace 
of AI development has outpaced regulatory frameworks, with concerns about data 
privacy and surveillance marketing practices arising. The misuse of consumer data 
and its potential to infringe on privacy rights has sparked debates about the ethical 
implications of AI (Zuboff, 2019). The comprehensive AI Act in the EU is an ex-
ample of how legal frameworks are trying to catch up. However, these regulations 
often need frequent revision to address the rapidly evolving AI landscape.

One of the most pressing concerns in the advertising industry is the potential 
negative impact and the looming threat of AI on creativity. Whereas AI tools like 
natural language generation and image synthesis can create content at scale, there is 
a real risk that this could lead to a commoditization of creativity, resulting in adver-
tisements that lack emotional resonance. This is not just a risk but a challenge that 
advertisers must face. The tension between automation and creativity is not just a 
key consideration but a battleground for the future of advertising. Advertisers must 
balance and actively apply the efficiencies offered by AI with the need to preserve 
a human touch essential for compelling storytelling and brand connection.

Given the numerous emerging issues, advertisers must approach AI adoption 
with a strategic perspective and responsible mindset. This approach ensures that 
AI tools safeguard user welfare, promote ethical implementation, and balance 
technological advances with human creativity. Ignoring these concerns may lead to 
consumer distrust, regulatory pushback, and a decline in the overall effectiveness of 
AI-​enhanced advertising strategies. This chapter explores critical, creative context 
issues arising from AI technologies in advertising and their ethical implications, 
plotting a course for further inquiry.
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