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1. Introduction  

1.1 Overview  

 

Artificial intelligence (AI) is transforming the advertising sector, making it more efficient than 

traditional methods of advertising. Most businesses are now using AI-powered solutions to keep up 

with the advancements, especially in the e-commerce market and to expedite the process of their 

advertising. The application of AI in advertising now comes in different ways, which include 

consumer insight discovery, ad creation, media planning and buying. This AI-driven process is 

characterised by its data-based platform and algorithmic core, which reorganises and upgrades 

traditional advertising methods, although it still retains elements of the traditional process (Qin and 

Jiang, 2019). 

 

The advent of generative AI technologies, such as ChatGPT, has further accelerated the integration 

of AI into advertising, significantly impacting branded content delivery and consumer engagement. 

AI advertising is defined as brand communication that utilizes machine functions to perform tasks 

with the intent to persuade, with input from humans, machines, or both. This integration has led to 

advancements in automated market segmentation, ad creative development, personalization, and 

optimization of advertising investments (Huh, Nelson and Russell, 2023; Baek, 2023). 

 

Even with the transformative potential of AI in advertising, there are discussions about the ethical 

and technical implications of AI-driven advertising ecosystems. The rapid pace of technological 

development makes it important to do a critical examination of these aspects to ensure the 

responsible and effective use of AI in advertising (Coffin, 2022). Consumer perceptions of 

AI-created advertisements are influenced by factors such as perceived objectivity and 

trustworthiness, which can affect their overall appreciation of AI-generated content (Wu and Wen, 

2021). 

 

AI's role in digital marketing is also significant, with applications in user behaviour analysis, 

recommendation systems, and market trend prediction. These technologies enable more precise and 



targeted advertising, shaping the future of digital marketing. However, challenges such as 

maintaining authenticity and balancing AI-driven efficiency with human creativity remain (Nair 

and Gupta, 2021; Arbaiza, Arias and Robledo-Dioses, 2024; Li, 2024) 

 

1.2 Importance of the Research 

Efficiency and Market Demand 

AI technologies have transformed advertising operations by increasing operational efficiency and 

addressing the growing demands of global markets, particularly the rapidly expanding e-commerce 

sector. AI has been integrated into the advertising business at all phases, from consumer insight 

discovery to ad performance review. This has resulted in a more coordinated and efficient system 

that works alongside traditional advertising approaches (Qin and Jiang, 2019). 

Consumer Perception and Engagement 

AI-generated advertisements uniquely influence consumer perceptions. Many consumers view 

these ads as more objective and trustworthy, which can enhance their engagement. At the same 

time, the uncanny or "eerie" nature of AI-driven advertising can evoke mixed reactions. Addressing 

these perceptions is vital for developing strategies that optimize the impact of AI advertising (Wu 

and Wen, 2021). 

Transformative Impact on Advertising Practices 

Generative AI technologies, such as ChatGPT, have redefined advertising by embedding AI across 

functions like ad optimization, media buying, and personalized content creation. These 

advancements have increased the efficiency and effectiveness of advertising campaigns, delivering 

greater returns on investment and reshaping the industry (Huh, Nelson, and Russell, 2023; Chen, 

2024). 

 

1.3 Research Objective 

To Analyze the Trends and Applications of AI Agents in Advertising 

To Evaluate the Impacts of AI on Advertising Efficiency and Consumer Engagement 

To Investigate Ethical and Regulatory Challenges in the Use of AI Agents 

To Explore the Future Potential of AI in Advertising and Its Implications for Marketers 



 

2. Literature Review  

2.1 Current Trends and Applications 

2.1.1Programmatic Advertising Effectiveness 

Contextual Advertising 

AI significantly enhances programmatic advertising by enabling more effective contextual 

advertising. This approach shifts the focus from personal data to the media context surrounding an 

advertisement. AI technologies, such as semantic analysis, reinforcement learning, and sentiment 

analysis, allow for a deeper understanding of the context, leading to more relevant ad placements. 

This transition not only addresses legal and ethical concerns associated with personal data usage 

but also optimizes ad placement by leveraging context factors like content applicability, affective 

tone, and consumer involvement (Häglund and Björklund, 2024; Häglund and Björklund, 2022). 

Programmatic Creative 

AI is also transforming the creative aspect of programmatic advertising. While media buying has 

been largely automated, the creative process still requires human input. AI can integrate 

programmatic buying with creative processes, using big data and machine learning to automate and 

enhance ad creation. This integration is expected to streamline the advertising process, making it 

more efficient and effective (Chen et al., 2019; Bakpayev et al., 2020). 

 

Targeting and Personalization 

AI-driven programmatic advertising is excellent at customizing and targeting. To maximize 

audience targeting and make sure that their advertisements are seen by the most relevant 

consumers, advertisers might employ machine learning techniques to enhance the accuracy of ad 

distribution by making it possible to optimize bidding strategies and gather high-level information 

about media context. Advertising campaigns become more specialized and successful as a result 

(Choi and Lim, 2020; Gao et al., 2023; Chowdhury et al., 2024). 



Real-Time Auction Models 

AI enhances the efficiency of real-time auction models in programmatic advertising. Machine 

learning algorithms predict bid values based on historical data and contextual parameters, 

improving decision-making processes. This leads to better ad placement outcomes and cost 

efficiency, ultimately maximizing return on investment (ROI) for advertisers (Paresh et al., 2022). 

 

2.1.2 Chatbots in Advertising 

The impact of chatbots on the effectiveness of advertising campaigns is a complex subject that has 

attracted a lot of interest recently. With their ability to interact and personalize customer 

interactions, chatbot AI-powered tools have completely changed the digital advertising market. 

According to Zečević, Hunjet, and Vuković (2020), they enable marketers to gather information 

based on users' online behaviour, allowing for a more organic and unobtrusive promotion of goods 

and services. Social media sites like Facebook, where chatbots are used to improve user experience 

and speed up transactions, have seen a particularly noticeable shift towards conversational 

marketing (Broeck, Zarouali, and Poels, 2019). The advertising effectiveness of chatbots is 

frequently associated with their perceived usefulness and helpfulness, which can lessen the 

intrusiveness of advertisements and favourably affect customer attitudes and intentions to patronize 

(Zarouali et al. 2018). 

 

There are some difficulties with using chatbots in advertising though. Consumer satisfaction and 

attitudes toward products can be impacted by chatbots' perceived autonomy, which is a major 

problem. Compared to traditional interfaces, chatbots frequently evoke a lower level of perceived 

autonomy, which can reduce their perceived utility and usability (Hu, Xu, and Chen, 2023). Privacy 

concerns are also raised by chatbot personalization of ads, since users may find the amount of 

personal information used to customize ads unsettling (Kim et al. 2022). Because they are more 

likely to have a negative opinion of personalized chatbot advertising, consumers who are 

prevention-focused or have high privacy concerns are especially affected (Kim et al. 2022). 

 

Despite these challenges, chatbots can still be very beneficial to advertising campaigns, particularly 

in terms of lead generation and customer engagement (Illescas-Manzano et al. 2021)  Chatbots 

have the potential to significantly improve marketing strategies by automating the process of 

matching the right audience with promotional campaigns (Hafaiedh et al 2020). Advertising 



campaigns become more targeted and effective by using conversational data to segment audiences 

and personalize messages (Hafaiedh et al. 2020). As chatbots develop further, their use in digital 

marketing is probably going to grow, giving companies new chances to engage with customers in 

meaningful ways. 

2.1.3 Personalization 

AI agents have a significant impact on advertising personalization since they allow for more 

accurate targeting and customized marketing tactics. Through the analysis of enormous volumes of 

data and the use of clever algorithms to comprehend user behavior and preferences, AI enables 

personalized advertising. This makes it possible for marketers to present more pertinent and 

focused advertisements, increasing the efficacy of advertising campaigns (Li, 2024; Gao et al. 

2023; Agarwal and colleagues. in 2023). Machine learning, natural language processing, and 

predictive analytics are all used in AI-driven personalization in advertising to produce experiences 

that are focused on the needs of the consumer. These technologies aid in creating tailored 

recommendations and messages that appeal to particular customer segments, boosting conversion 

rates and engagement (Singh, 2023; Babatunde et al. in 2024). AI's real-time processing and 

analysis of massive datasets enables dynamic ad optimization, which guarantees that the 

appropriate message reaches the right audience at the right moment (Gao et al. 2023; Agarwal et al 

2023). 

Consumer trust must be preserved by guaranteeing openness and user control over data practices 

(Singh, 2023; Tinkler, 2023). AI systems may also unintentionally reinforce biases found in 

training data, which may result in unfair personalization and targeting techniques. It is imperative 

for ethical advertising to address these biases and guarantee inclusivity in AI-powered marketing 

(Babatunde et al. (2024). Despite these difficulties, businesses that successfully use AI to improve 

personalization in advertising stand to gain a great deal in terms of increased customer engagement, 

satisfaction, and return on investment (Agarwal et al., 2023) 

 

2.1.4 Predictive Analytics 

AI is changing the way marketers interact with their audiences. It is greatly improving predictive 

analytics in advertising. With the use of AI technologies like machine learning and natural language 

processing, advertisers can now analyze large datasets, spot trends, and make remarkably accurate 

predictions about consumer behaviour. Because of this capability, highly customized advertising 

content can be produced that appeals to particular target audiences, boosting engagement and 



conversion rates. For example, AI can create ads automatically, find the most relevant target 

audiences, and test ads on a chosen audience to improve their efficacy based on real-time feedback 

(Tsimakuridze, 2024; Chen, 2024; Singh, 2023; Tardaskina, 2024). By automating procedures like 

media buying and ad optimization, artificial intelligence (AI) in advertising raises the return on 

investment (ROI), lowers expenses, and maximizes campaign impact and reach.(Chen, 2024; 

Krishna et al., 2023; Kunekar et al., 2024). 

 

Using methods like algorithm-based click fraud detection, AI's contribution to predictive analytics 

allows for the protection of online advertising's integrity and the efficient use of advertising funds 

(Choi and Lim, 2020). By using AI, marketers can put the needs of their customers first, providing 

real-time, personalized experiences based on user preferences. This increases user loyalty and 

engagement (Arora and Thota, 2024; Boyko and Kholodetska, 2022). Maintaining consumer trust 

requires addressing ethical issues like data privacy and algorithmic bias, which are addressed by the 

use of AI in advertising (Singh, 2023). As AI develops further, its uses in advertising are 

anticipated to grow, providing marketers with ever-more-advanced tools to improve their tactics 

and attain superior results (Şenyapar, 2024). 

2.2 Benefits of AI in Advertising 

2.2.1 Enhanced Efficiency and Automation 

AI agents significantly enhance the efficiency of advertising processes by automating tasks that 

were traditionally manual. This automation allows for faster and more accurate execution of 

advertising strategies, which is crucial in a rapidly evolving market. AI technologies streamline the 

advertising process into steps such as consumer insight discovery, ad creation, media planning, and 

ad impact evaluation, making the process more synchronized and efficient (Qin and Jiang, 2019; 

Yu, 2022). 

2.2.2 Improved Consumer Engagement 

AI agents enable more personalized and targeted advertising, which improves consumer 

engagement. By analyzing big data and employing intelligent algorithms, AI can tailor 

advertisements to individual consumer preferences and behaviours, leading to more effective 

marketing strategies (Li, 2024; Baek, 2023). This personalization is achieved through advanced 

user behaviour analysis and recommendation systems, which help in delivering more relevant 

content to consumers (Li, 2024). 



2.2.3 Cost-Effectiveness 

The integration of AI in advertising has made advanced marketing tools more accessible and 

affordable, even for smaller companies. This democratization of AI technology allows businesses 

of all sizes to leverage insights and automation options that were previously available only to large 

corporations with substantial budgets (Malpani and Nisha, 2020). As a result, companies can 

achieve better returns on investment by optimizing their advertising spend (Nair and Gupta, 2021). 

2.2.4 Enhanced Predictive Capabilities 

AI agents provide robust predictive capabilities that help advertisers anticipate market trends and 

consumer behaviours. By processing large-scale and unstructured data, AI can generate predictive 

models that inform strategic decision-making in advertising campaigns (Liye and Sun, 2020). This 

capability allows advertisers to stay ahead of market changes and adjust their strategies proactively 

(Lakshmi, Keerthi and Ajay, 2024). 

2.2.5 Objectivity and Trust 

AI-created advertisements are perceived as more objective and trustworthy by some consumers, 

which can enhance the overall appreciation of the advertisements. The perceived objectivity of AI 

in the advertisement creation process reduces the perceived eeriness and increases consumer trust 

in AI-generated content (Wu and Wen, 2021). This trust is crucial for building long-term consumer 

relationships and brand loyalty. 

2.3 Challenges and Limitations of AI Agents in Advertising 

2.3.1 Ethical and Privacy Concerns 

AI in advertising raises significant ethical and privacy issues. The ability of AI to analyze vast 

amounts of personal data for targeted advertising can lead to privacy invasions and ethical 

dilemmas. There is a pressing need to address these concerns to ensure responsible use of AI in 

advertising (Gao et al., 2023; Coffin, 2022; Van Esch and Black, 2021). The use of AI in creating 

personalized content also raises questions about the transparency and fairness of the algorithms 

used, as well as the potential for bias in targeting specific consumer groups (Baek, 2023; Wu and 

Wen, 2021). 



2.3 1 Lack of Transparency and Interpretability 

One of the major limitations of AI in advertising is the lack of transparency and interpretability of 

AI models. Machine learning algorithms, which are often used in AI advertising, can be complex 

and difficult to understand, making it challenging for marketers to interpret the results and make 

informed decisions (Liye and Sun, 2020). This opacity can hinder trust and acceptance among 

stakeholders, including consumers and advertisers (Van Esch and Black, 2021; Liye and Sun, 

2020). 

2.3.2 Impact on Creativity 

AI's role in the creative process of advertising is a double-edged sword. While AI can enhance 

efficiency and streamline creative processes, there is a concern that it may diminish human 

creativity and authenticity. The balance between AI-driven efficiency and the preservation of 

original creative input is crucial to maintaining the integrity of advertising content (Arbaiza, Arias 

and Robledo-Dioses, 2024). This challenge is particularly pronounced in markets undergoing 

digital transformation, where the integration of AI into creative processes is still evolving (Arbaiza, 

Arias and Robledo-Dioses, 2024). 

2.3.3 Technical and Implementation Challenges 

The implementation of AI in advertising is not without technical challenges. Many digital 

marketers are still unaware of how to effectively implement AI technologies, which can act as a 

significant disruption in digital marketing strategies (Nair and Gupta, 2021). Also, the rapid pace of 

technological change makes it difficult for advertisers to keep up with the latest AI advancements 

and integrate them effectively into their advertising strategies (Coffin, 2022; Qin and Jiang, 2019). 

2.3.4 Consumer Perception and Acceptance 

Consumer perception of AI-created advertisements can also pose a challenge. While some 

consumers appreciate the objectivity and efficiency of AI-generated content, others may feel 

uneasy or perceive AI advertising as strange, which can negatively impact their appreciation of 

such advertisements (Wu and Wen, 2021). This highlights the importance of understanding 

consumer attitudes and ensuring that AI advertising strategies align with consumer expectations 

and preferences (Wu and Wen, 2021). 



 
3. Case Studies 
The integration of artificial intelligence (AI) agents in advertising has led to several  

innovative campaigns that exemplify the potential of AI to enhance consumer engagement and 

personalize marketing strategies. Various case studies illustrate these advancements. 

 

A notable campaign titled "Using Your Voice to Share a Coke," Coca-Cola utilized Voice AI 

technology allows consumers to personalize their Coke bottles by simply using their voice. 

Coca-Cola's marketing strategy incorporates voice-activated experiences, utilizing voice AI 

technology to improve customer engagement. Making interactive experiences that work with voice 

assistants such as Google Assistant and Amazon Alexa allows customers to interact with the brand 

via these gadgets and get personalized recommendations and answers. Coca-Cola is able to provide 

customized content through this strategy, such as drink recommendations, promotions, and 

interactive narrative experiences associated with their campaigns (Sevilla , 2024). 

 

Nextflix which is one the biggest streaming platform incorporate AI algorithms to enhance their 

user experience. Netflix analyses user behaviour, looking at the watching pattern, and choice of 

movies to provide a personalised content recommendation. This strategy has increased its 

subscriber rate. Through these advanced algorithmic strategies, Netflix not only enhances user 

satisfaction but also reduces churn and fosters long-term engagement (Gomez-Uribe and Hunt, 

2015; Paranjape, Sharma and Hasan, 2023).  

 

Nike utilizes algorithms to enhance brand-consumer interactions on social media platforms by 

embedding brand-related content tailored to consumers' specific motives for using social media. A 

study focusing on Nike's Facebook page revealed that consumers' interactions with the brand are 

significantly influenced by their motives, such as information-seeking and self-identity (Qin, 2020). 

These algorithms help in fostering content-consumption intentions, which are associated with 

positive attitudes towards the brand's social media presence. However, the study found that while 

content-consumption behaviour positively impacts brand perception, content-contribution 

behaviour does not have a significant effect (Qin, 2020). This approach allows Nike to strategically 

engage with consumers by aligning content recommendations with their social media usage 

motives, thereby enhancing the overall branding outcomes. 

 



The use of augmented reality (AR) in the beauty sector is exemplified by Sephora's Virtual Artist, 

which shows how AR can improve consumer experiences and affect purchasing decisions. 

According to Merle et al (2018), the Sephora Virtual Artist enables customers to virtually try on 

cosmetics like lipstick, which has been demonstrated to improve decision-making convenience, 

especially for infrequent online cosmetics shoppers. Despite the innovative use of AR, studies 

indicate that there is no significant difference in purchase decisions when compared to traditional 

websites and offline stores, suggesting that while AR enhances the shopping experience, the 

ultimate purchase decision is more influenced by the product itself rather than the purchasing 

channel (Windasari and Santoso, 2022; Windasari, Shafira and Santoso, 2022). Furthermore, the 

experience economy associated with AR applications like Sephora's Virtual Artist, which includes 

elements of aesthetics, entertainment, learning, and escapism, significantly contributes to consumer 

satisfaction (Amanah et al., 2023). This satisfaction is driven by the perceived usefulness and 

enjoyment of the AR technology, although ease of use does not necessarily correlate with increased 

purchase intention (Amanah et al., 2023). 

 

4. Findings and Discussion 

4.1 Efficiency and Process Enhancement 

AI technologies have significantly improved the efficiency of the advertising process by 

reorganizing traditional methods into a more synchronized and tool-based approach. This new 

process includes steps such as consumer insight discovery, ad creation, media planning and buying, 

and ad impact evaluation, which are all enhanced by AI's data-driven capabilities (Qin and Jiang, 

2019). AI's integration into advertising has also led to more precise and targeted advertising 

dissemination through user behaviour analysis and recommendation systems (Li, 2024). 

 

4.2 Impact on Advertising Spending and Market Trends 

The adoption of AI in advertising has led to substantial financial investments, with AI-enabled 

advertising spending reaching $370 billion in 2022 and predictions of $1.3 trillion in the next 

decade (Huh, Nelson and Russell, 2023). This trend is driven by AI's ability to optimize advertising 

investment and improve ad buying and placement (Huh, Nelson and Russell, 2023). Additionally, 



AI is reshaping digital advertising by influencing consumer engagement and branded content 

delivery, particularly through generative AI technologies like ChatGPT (Baek, 2023). 

4.3 Consumer Perception and Ethical Considerations 

AI's role in advertising has raised ethical and sociopolitical concerns, particularly regarding 

algorithmic bias and hyper-personalization (Chuan, et al, 2023). The degree to which consumers 

appreciate AI-generated ads depends on their perceptions of objectivity and their level of trust in 

machine-generated content (Wu and Wen, 2021). Different people have different opinions about 

artificial intelligence (AI) in advertising, some are happy with AI-powered marketing tools, while 

others are worried about AI's use in social media campaigns (Wu et al, 2021). 

4.4 Transformative Potential and Challenges 

The ability of AI to improve creativity, speed, and efficiency in the creation and delivery of content 

demonstrates its revolutionary potential in advertising (Ofira et al, 2024). Nonetheless, the swift 

adoption of AI poses certain obstacles, such as the requirement for moral standards and 

accountability frameworks to guarantee the equitable and open application of AI in advertising 

(Chuanet et al, 2023). AI's potential and human creativity must be balanced in the advertising 

sector to preserve high-quality content and long-term company growth (Ofira et al, 2024) 

 

4.5 Ethical and Regulatory Considerations 

There are many ethical issues raised by the use of artificial intelligence (AI) in advertising that 

need careful thought. Data privacy is a major worry. In order to produce results, AI systems 

frequently require large amounts of personal data, raising concerns about the collection, storage, 

and use of this data. Researchers like Kumar and Suthar (2024) and Zhong (2024) have brought 

attention to these urgent concerns, are consumers fully informed? Have they given their genuine 

consent? Furthermore, by reflecting the biases in the data they are trained on, AI systems may 

inadvertently reinforce prejudice and discrimination (Sharma and Sharma 2023), which may result 

in unfair targeting or even the exclusion of particular groups from campaigns. Accountability and 

transparency are equally important. Clarity on how AI systems make decisions and the potential 

consequences of those decisions is necessary for stakeholders and consumers alike (Chuan et al 

2023). Without this, the potential advantages of AI-driven advertising may be undermined as trust 

in it erodes. 

 



Since AI in advertising is developing faster than existing laws, there are gaps that need to be filled. 

When it comes to safeguarding consumer rights and holding algorithms accountable, among other 

AI-specific issues, current regulations frequently fall short (Kumar and Suthar, 2024). Experts are 

advocating for extensive legal and ethical frameworks to govern AI's responsible application in 

advertising in order to close these gaps (Gao et al. 2023). These steps could involve enhancing data 

protection regulations to protect personal information, introducing tools to identify and lessen bias, 

and increasing transparency in AI processes (Sharma and Sharma, 2023). Bringing together 

researchers, industry leaders, and policymakers to create pragmatic and progressive regulatory 

solutions is another crucial aspect of collaboration (He et al., 2024; Lokeswar, 2024) 

 

While artificial intelligence (AI) presents previously unheard-of possibilities for advertising 

innovation, it is crucial to strike a balance between these developments and ethical obligations. 

Businesses should give ethical issues top priority when developing AI strategies in order to 

preserve customer confidence and prevent negative reactions Swati (2023) and Lokeswar (2024). 

To do this, a framework for responsible innovation that prioritizes moral leadership and judgment 

must be adopted (Kumar and Suthar, 2024; Chuan et al, 2023). Businesses can make sure that their 

advertising strategies are both successful and in line with societal norms and expectations by 

incorporating ethical principles into the development and application of AI (Zhong, 2024; Sharma 

and Sharma, 2023). In the end, the advertising industry's capacity to successfully negotiate the 

intricate relationship between ethical responsibility and technological innovation will determine 

how well AI is integrated into the sector, creating a reliable and sustainable advertising ecosystem. 

 

5. Conclusion  
The integration of AI agents into advertising has undeniably reshaped digital marketing, 

streamlining traditional methods and fostering innovation. By offering increased efficiency, 

enhanced personalization, and data-driven insights, AI technologies have elevated advertising 

strategies to align more closely with consumer expectations. These advancements enable more 

precise targeting and dynamic marketing approaches, exemplifying their value in highly 

competitive markets (Qin and Jiang, 2019; Li, 2024). Despite these benefits, the growing adoption 

of AI also brings challenges, such as concerns over ethical transparency, algorithmic biases, and 

privacy. Such issues highlight the urgent need for robust digital responsibility frameworks to guide 



the ethical use of AI in advertising (Chuan, Tsai, and Yang, 2023). While AI accelerates creative 

processes, there are ongoing debates about its potential to overshadow human ingenuity. Critics 

caution against over-reliance on AI tools, fearing a decline in authentic, human-centric storytelling 

within advertisements (Arbaiza et al,  2024). 

Limitations 

The findings presented are based on secondary research, which, while valuable, may not fully 

capture the nuanced perspectives of advertisers and consumers regarding AI’s integration into the 

field. Future studies incorporating primary data such as interviews, surveys or experiments would 

provide a richer understanding of how AI impacts real-world advertising practices. 

Recommendations for Industry Practitioners 

Advertisers should invest in ongoing training to develop AI literacy and ethical awareness. This 

will ensure informed decision-making and the responsible application of these technologies. 

Advertisers should also explore innovative ways to harmonize AI-driven efficiency with human 

creativity, using AI as a supportive tool rather than a replacement. Such integration can preserve 

authenticity in brand messaging while optimizing campaign results. 

Suggestions for Future Research 

Future studies should look into how new AI technologies, like virtual influencers and generative 

AI, will affect marketing dynamics and consumer engagement. Furthermore, as the sector continues 

to adjust to technological breakthroughs, the investigation of ethical frameworks and governance 

models will continue to be crucial. Lastly, using a variety of research techniques, such as qualitative 

methods like interviews, can yield more thorough understanding of consumer attitudes and the 

long-term effects of artificial intelligence in advertising. 
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