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1 Introduction 

1.1 Background 

For many years, Artificial Intelligence (AI) felt like a distant concept, something we encoun-

tered mostly in science fiction movies. While early forms of AI, such as website chatbots, 

have been around for a while, they were often seen as frustratingly limited, providing generic 

and unhelpful responses. 

Today, however, the situation has changed a lot. AI has evolved at an incredibly fast pace, 

converting from an almost unknown concept to an essential part of our everyday lives. The 

release of user-friendly AI tools like OpenAI’s ChatGPT and Google’s Gemini (formerly 

Bard) has brought AI into our daily lives. AI is no longer a futuristic idea; it is a reality that is 

rapidly transforming how we live and work. It is now accessible to everyone, from students 

using it to get help with their homework to businesses using it for customer service, content 

creation and advertising.  

AI's fast growth plus entry into digital advertising comes with both significant opportunities 

and challenges for the industry. On one hand, it promises more efficient campaigns, better 

customer experiences, and improved understanding of consumer behaviour. On the other 

hand, it raises important concerns around data privacy, algorithmic bias, and the possible 

misuse of personal information. (Odeibat 2024.) Since the current situation is still develop-

ing and changing, companies that want to use AI effectively need to be ready to deal with 

the ethical and practical issues it brings. This research aims to help make sense of these 

changes for both professionals working in the industry and consumers who are affected by 

them in their everyday lives. 

 

1.2 Objectives and research questions 

The main objective of this thesis is to explore how artificial intelligence is expected to shape 

the future of digital advertising. In order to understand where current developments are 

going, this thesis first examines how AI is being used today in areas like content creation, 

personalization, and programmatic ad delivery. Another important focus is how consumers 

perceive these changes, how familiar they are with AI, how they interact with it, and what 

concerns or expectations they might have as AI becomes more integrated into everyday 
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digital experiences. Ethical questions such as data privacy, algorithmic bias, and misinfor-

mation are also addressed, particularly where they affect consumer trust and future adop-

tion. 

Based on a combination of primary and secondary sources, this thesis aims to answer the 

following questions: 

1. How is AI currently being used in digital advertising, and what are some of the most 

common AI tools and applications? 

2. How common is AI usage amongst consumers and what AI tools are they most familiar 

with? 

3. What concerns do consumers have about AI in advertising? 

4. Based on current trends, what direction does AI in advertising appear to be moving 

toward in the near future? 

 

1.3 Thesis scope 

The main focus of this research is on the future of AI in digital advertising. While the theo-

retical chapters include an overview of past and current developments, these are used pri-

marily to build a foundation for understanding what may come next. The thesis is limited to 

AI-driven methods within digital advertising and does not address offline marketing strate-

gies or traditional forms of advertising. Special attention is given to the consumer perspec-

tive, particularly how people today respond to AI tools and how those responses may shape 

future expectations and adoption.  

This thesis does not aim to explain how to build or program AI systems, nor does it focus 

on the underlying technical infrastructure, algorithms, or hardware. It also does not provide 

tutorials, technical comparisons between software tools, or detailed guides on how to im-

plement AI solutions.  

Other AI applications outside of advertising, such as those in healthcare, finance, or manu-

facturing, also fall outside the scope of this research. Because AI is a rapidly evolving field 

with many tools and models, this thesis highlights only the most relevant and widely used 

examples in advertising. The aim is not to provide a technical breakdown of every frame-

work, but rather to offer a clear understanding of how AI is being applied in this specific area 

and how it may continue to develop. 
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1.4 Theoretical framework  

The thesis is built on a combination of secondary and primary research, with the aim of 

understanding how artificial intelligence is influencing the present and future of digital ad-

vertising. Secondary sources include recent academic articles, industry reports, case stud-

ies, and published theses, which help explain how AI has evolved, how it is used in adver-

tising today, and what future developments are expected. 

Primary data comes from a consumer-focused survey, which focuses on how familiar peo-

ple are with AI in advertising, how they use AI tools, and how they feel about AI being used 

in advertising. The survey also explores some of the concerns consumers have, such as 

data privacy and trust in current regulations. The goal is to bring together theoretical 

knowledge and real-world perspectives to build a more complete picture of how AI is shap-

ing both the advertising industry and consumer experiences. 

Rather than relying on a single theory or model, this thesis draws on insights from a range 

of recent studies to form a broader understanding of the topic. While some frameworks such 

as the Privacy calculus theory are briefly referenced in relation to consumer concerns, the 

overall aim is to explore the relationship between AI, advertising, and consumers, with a 

focus on how these dynamics may continue to evolve. 

 

1.5 Data gathering and analysis 

This thesis uses a consumer-focused online survey as the primary method of data collec-

tion. The survey was created to better understand how people feel about the growing use 

of artificial intelligence in digital advertising. It includes multiple-choice, scale-based, and a 

few open-ended questions. These were designed to measure how familiar people are with 

AI, how often they use AI tools, how confident they feel using them, and what their thoughts 

are about AI in advertising. The survey also examines consumer views on ethical consider-

ations surrounding AI in advertising, including data privacy and trust in AI technologies. 

The survey was shared online and aimed at reaching a general audience rather than a 

specific demographic. This was done to ensure a wide range of responses from people with 

different backgrounds, ages, and fields of work or study. The goal was to gather insights 

that reflect how ordinary consumers not just industry experts experience and understand AI 

in advertising. The results were analysed using simple statistics and grouped themes to 

identify patterns in awareness, usage, and attitudes. 
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2 The early stages of AI and digital advertising 

2.1 Defining AI and its early days 

Before looking deeper into AI’s early days, it is important to first define what AI means. Most 

people know that AI stands for Artificial Intelligence, but what exactly is it? Many associate 

AI with a physical entity, like a humanoid robot that can talk and perform various tasks—an 

idea shaped by books and TV shows. However, in reality, AI is not a single item or concept, 

but a collection of different technologies. All of which share the same goal of imitating hu-

man thinking and solving various tasks. AI uses machine learning to follow patterns, process 

data, and create responses based on what it has learned, but it does not actually under-

stand what it is doing, it only knows and does what we teach it. (Clark 2024, 12-21.) 

The 50s was an important decade for the early development of AI. It is when Alan Turing 

published his paper Computing Machinery and Intelligence (1950), where he discussed the 

idea of machines being able to think like humans and ways to test their intelligence. This is 

where the famous Turing test originated from, a method still used to this day to see whether 

a machine can be considered intelligent. According to the test, if a human cannot distinguish 

a machine from another human being while speaking to it, the machine can be considered 

intelligent.  

Around the same time, researchers started working on ways to teach computers to solve 

problems that required logic and reasoning. This led to early AI programs that could do 

tasks like play chess, proving that machines could perform tasks previously thought to re-

quire human intelligence. In 1956, at the Dartmouth Conference, John McCarthy introduced 

the term artificial intelligence, officially giving a name to a concept that would come to 

change the industry as we know it, only a few decades later. The 1960s brought more pro-

gress. One of the first major breakthroughs came in the late 1960s with Joseph Weizen-

baum’s ELIZA, the first chatbot ever created. ELIZA could have basic conversations by 

following a script, it responded based on patterns provided to it. Even though it was limited, 

ELIZA showed that computers could interact with people in a way that felt somewhat natu-

ral, paving the path for future AI chatbot technologies. (Haenlein & Andreas 2019.) 
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2.2 The beginning of digital advertising 

It can be hard to believe that there was once a time without the internet and when digital 

advertising did not exist, but in reality, they are both relatively recent inventions. The highly 

personalized and automated advertising that we have gotten so used to today, only became 

possible with advancements in AI, however, the foundations for AI-powered digital adver-

tising were laid already decades earlier. 

Despite progress in the AI sector slowing down after the 1970s, development never 

stopped. By the early 1990s, the world was first introduced to the internet as we know it 

today, and with it came the first-ever digital banner ad as seen in Figure 1 (LaFrance 2017). 

This marked the beginning of visual digital advertising, but at this stage, ads were still very 

basic, usually mixes of colours and words.  

 

Figure 1. The first banner ad (AT&T 1994) 

It was not until a decade later, though, that AI truly stepped into the digital advertising scene. 

The early versions of Google Ads, launched in the early 2000s, are often said to have rev-

olutionized digital advertising. One of the most important innovations was Google's ad-rank-

ing algorithm, which analysed keywords and user searches to decide which ads to show to 

the user. This was an important moment because for the first time ads started to become 

personalized instead of being the same for everyone. (Geddes 2010, 1–40; Google 2003.) 

This form of advertising where ads are displayed based on keyword searches is known as 

Pay-Per-Click (PPC) advertising. PPC is a broad term for any model where advertisers pay 

only when a user clicks on their ad. Within PPC, Google primarily uses the Cost-Per-Click 

(CPC) model, where advertisers bid on keywords and set a maximum amount, they are 

willing to pay per click. This system ensures that businesses are charged based on actual 

user engagement rather than just ad impressions. When Google Ads first launched in 2000, 

it did not initially use PPC. Instead, Google’s early model was Cost-Per-Thousand-Impres-

sions (CPM), meaning advertisers paid based on how many times their ad was displayed, 

regardless of whether users clicked on the ad. Now, it is important to note that Google did 

not invent the idea of keyword-based advertising or PPC. Companies like GoTo.com (later 

Overture) had already introduced PPC advertising in the late 1990s. However, Google took 

the concept to a much larger scale and made it more efficient and accessible. Instead of 

simply ranking ads based on who paid the most, Google introduced a smarter system that 
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also considered ad quality, expected click-through rates, and how relevant the ad was to 

the user’s search. Google 2003; Fain & Pedersen 2006; Geddes 2010, 1-40; Ungureanu & 

Popescu 2022.) 

These innovations in automated ad ranking and targeting were just the beginning. As tech-

nology advanced, AI started doing more than just matching ads to searches. Digital adver-

tising that started as simple static banners would soon be transformed to something much 

more personal thanks to the evolution of new AI tools.  

 

2.3 The evolution of core AI technologies 

As the world continued to grow more digital, the needs and possibilities of digital advertis-

ing also evolved. According to Simon (2013), a major turning point was the rise of Web 

2.0, which completely changed the way people used the internet.  Before this, the internet 

was mostly a place to find and read information, but with Web 2.0, also called the social 

web, online behaviour changed. Social media, blogs, and video platforms became part of 

everyday life, and suddenly, people were not just consuming content, they were creating 

and sharing it.  

Simon (2013) also explains that with this change, the amount of digital information being 

generated grew faster than ever before and Big Data, a term used to describe the huge 

and constantly growing amounts of digital information created by users, quickly became 

one of the most valuable resources for companies. Due to this, the need to find ways to 

better use and make sense of this information also emerged. AI and automation play a big 

role in this by analysing big amounts of data, identifying patterns, and noticing trends that 

might not be immediately noticeable to the human eye.  

A big breakthrough in AI came with advancements in deep learning. Deep learning, a sub-

set of machine learning, uses artificial neural networks that mimic how the human brain 

processes information. These networks extract patterns from data, helping AI improve its 

ability to analyse images, speech, and text. Although deep learning is not a new technol-

ogy either, it did not start to take off until computers became powerful enough to handle 

large amounts of data, something that has only become possible in the last couple of dec-

ades. Faster processors, like GPUs (Graphics Processing Units), allowed AI to process 

data at much greater speeds, significantly improving its ability to learn and adapt. With 

these advancements, AI became less dependent on constant human input, as it could 

now learn from large datasets and refine itself over time. 
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Another advancement that was greatly improved by deep learning and has become one of 

the most fundamental technologies in AI is Natural Language Processing (NLP). NLP al-

lows machines to understand, interpret, and generate human language. The ability to pro-

cess larger volumes of information with high accuracy has led to the creation of modern 

chatbots, virtual assistants, and AI-generated content, transforming how we interact with 

AI technology. (Di, Bhardwaj & Wei 2018; Johri et al. 2021; Shrifani & Amini 2023.) 

The rapid advancements in AI have shaped the systems we use today. Still, the technolo-

gies covered in this section are only a small glimpse into a much larger and constantly 

evolving field. There are countless models, frameworks, and systems designed for different 

tasks and industries, all working together to push AI forward. Understanding them helps 

create a clearer picture of AI’s evolution and why it is capable of so much today. As AI 

continues to evolve, its impact on industries like digital advertising and beyond will grow in 

ways we are only just beginning to understand. 
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3 AI and advertising today 

When ChatGPT was released in 2022, life as we knew it changed. The previous sections 

of this thesis discussed how AI is not a new technology. However, despite having been 

known to professionals and researchers, it was not something the general public had paid 

much attention to. Many have been using AI-powered technologies for years without even 

realizing it. It has simply been something that works silently in the background, similarly to 

the way phones and computers are used without knowing exactly how they function. The 

release of ChatGPT, however, created a global phenomenon that suddenly brought AI into 

the lives of everyday people.  

ChatGPT has become so widely recognized that some people have started to use it as a 

synonym for AI, similarly to how “Googling” has become a synonym for searching for infor-

mation online through a search engine. According to a recent study, people have even be-

gun relying on generative AI instead of search engines to quickly find information or answers 

to their questions. (Rowlands 2025.) While that shift comes with its own risks, it shows just 

how fast AI has been adopted into daily life.  

If people had been asked just five years ago about their thoughts on AI, many would have 

most likely based their answers on what they had seen in movies, perhaps stories of ma-

chines taking over the world or computers becoming smarter than humans. Others might 

not have even known what AI was. Today, however, nearly everyone with access to the 

internet has heard of it, and it is already shaping industries in ways that few could have 

predicted. One of the biggest shifts has happened in digital advertising. In the past, perhaps 

the best way to get your product or company known was through methods such as physical 

newspapers, radio, and billboards Although these traditional methods are still used, digital 

advertising has become the most popular form of advertising today.  As of 2025, it accounts 

for nearly 73 percent of global ad spending, and this percentage continues to grow each 

year. (Thomas 2024.) Businesses have already started to move most of their marketing 

budgets online. For many of them, the return on investment of digital advertising is signifi-

cantly better than with traditional advertising, especially when ads are tailored to the right 

audiences. (Lalramchuani & Sharma 2022.) 

AI has helped accelerate this transition. As digital advertising has grown, AI-powered tech-

nologies have made it even more efficient, allowing companies to reach audiences more 

effectively. For example, AI helps businesses decide which ads to show to different people 

based on their interests and browsing habits, making advertising more personalized. Addi-

tionally, AI can help businesses adjust their marketing strategies by analysing trends and 

predicting what customers might be interested in. (Kumar et al. 2024.) 
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3.1 Main types and most common uses  

The two main types of AI used today are Generative AI and Predictive AI. Both fall under 

narrow AI, also known as weak AI, meaning that they are created for specific tasks, rather 

than using human level general intelligence. (Rodríguez De La Serna 2024, p. 23.) 

Generative AI is what people are most familiar with. It creates new content such as text, 

images, videos, and music (Marr 2024). It is widely used in everyday applications, from 

assisting with homework and drafting emails to generating digital art. Chatbots like 

ChatGPT, Gemini, and DeepSeek are also examples of generative AI.  Many companies 

have integrated generative AI into their products. Adobe, for example, has added AI-pow-

ered tools to its design software, making tasks like photo editing and content creation faster 

and easier for everyone.  

Predictive AI, on the other hand, is mainly used to analyse and predict future outcomes 

based on past data. It helps companies improve their strategies and make more informed 

decisions. Predictive AI is commonly used in many different industries such as finance, 

healthcare, and marketing. One of its most well-known applications is in recommendation 

systems, which are used to make personalized suggestions based on user behaviour. 

Streaming platforms like Netflix use recommender systems to suggest shows and movies 

to users, while e-commerce sites like Amazon analyse customers shopping habits to offer 

more personalized product recommendations. When companies want to take predictions 

and turn them into better decisions, they can use prescriptive AI. It looks at the available 

data and suggests actions that are likely to lead to better results. In marketing, for example, 

it might recommend moving more budget to an ad that is working well or choosing a different 

audience if the current one is not responding. This helps companies act on insights more 

easily and improve their performance. (Zhang et al. 2020; Marr 2024; Rodríguez De La 

Serna 2024, 23.) 
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3.2 Advertising automation and ad creation 

AI has become one of the most powerful tools in modern advertising, completely changing 

the way companies reach their audiences. According to Tanase (2021), tasks that once 

required large teams, can now be automated and optimized by AI. It has made advertising 

more efficient, more personalized, and reduced the manual workload for marketers. Gao et 

al. (2023) add that AI can watch how people behave online in real time, quickly figure out 

which ads work best, update campaigns right away, and deliver personalized ads without 

human intervention This helps advertisers save time, improve campaign performance, and 

ensure that ads reach the right audience at the right moment (Tanase 2021, 24-29; Gao et 

al. 2023).  

Beyond placing and adjusting ads, AI is also used to help with advertising content creation. 

As explained by Chintalapati and Pandey (2021), it can generate different versions of ad-

vertisements, suggest improvements, and even assist in designing visuals. This gives mar-

keting teams the chance to test ideas and make changes faster. While AI does not replace 

human creativity, it helps speed processes and offers more ways to customize ads.  

While AI is already playing an important role in how advertising is planned, created, and 

delivered, its development is far from complete. The tools and strategies being used today 

are still evolving, and many of them are only just starting to show their full potential. To 

understand the direction AI might be taking next, the following chapter looks ahead and 

explores how AI is expected to shape the future of digital advertising. 
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4 Future of AI in advertising 

AI is sure to affect many industries and lives in the future. As this thesis has already shown, 

it has had a noticeable impact on how people live, work, and interact with advertising. Alt-

hough the future has not been written yet, it is safe to say that AI will become even more 

deeply integrated into daily life and business operations. 

As technology advances, so do the systems that power AI. Under Moore’s Law, which is a 

way of describing the rapid improvements in computer technology, computing power is said 

to roughly double every two years (Tardi 2024). But according to Microsoft CEO Satya 

Nadella (2024), AI capabilities are now doubling roughly every six months, following new 

kinds of scaling patterns. This shows just how fast AI is currently evolving. Nadella also 

noted that if this pace continues, AI might soon be able to solve problems so complex that 

they are hard for us to even imagine right now. 

The size of the AI market is another sign of how fast everything is changing. As shown in 

Figure 2, it is expected to grow to 826 billion U.S. dollars by 2030, which suggests that 

companies will keep increasing their use of AI tools and technologies. 

 

Figure 2. AI market size from 2020-2030 (Statista 2024) 
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With all the growth, funding, and rapid development happening around AI, we are starting 

to see early signs of what the future might look like. Some of the trends taking shape now 

could soon grow into key parts of how we advertise and how we live.  

4.1 How AI is shaping the future of advertising 

Even though we cannot say for sure what the future will look like, current developments and 

expert opinions give a good idea of the direction AI in advertising might be heading. Based 

on current developments, it seems likely that AI will become more involved in both the cre-

ative and strategic sides of marketing. 

One of the most discussed topics is hyper-personalization, which goes beyond basic tar-

geting by using AI to deliver messages that feel more tailored to the customer (Russel 

2025). According to Russell, this type of personalization helps brands connect with people 

more effectively. Another clear trend is the increasing use of AI tools in content creation. 

Many companies have already started using generative AI to develop advertising materials. 

Coca-Cola, for example, created a video commercial in 2024 using AI, and Heinz ran a 

campaign that featured AI-generated images of ketchup (Figure 3).  

Figure 3. AI generated ketchup bottles (Heinz 2022) 

Because AI can generate visuals and content quickly and at a lower cost than traditional 

methods, it is likely that more companies will continue using it to support their creative work. 

However, this is not without its challenges. AI has limitations when it comes to creative 
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thinking, and the results it can generate can only be as good as the data and training it is 

given. (Widen 2024.) 

As tools like these continue to improve, it is not just content creation that is evolving, other 

technologies, like virtual and augmented realities, are also beginning to shape advertising 

in new ways. Kingsnorth (2024) speaks in his book about how this merging of digital and 

physical spaces can already be starting to be seen now. For example, AR dressing rooms 

and apps like IKEA Place are allowing users to explore how items would look in their homes, 

helping them with decision making. L’Oréal has also used AR filters that let people virtually 

try on makeup through social media or video calls (Figure 4). 

Figure 4. L’Oréal virtual makeup try-on (L’Oréal) 

These early applications show the direction digital advertising might be heading, where vir-

tual product trials and interactive spaces become a normal part of the shopping experience. 

At the same time, the way brands interact with customers is also expected to change. Rus-

sell (2024) notes that chatbots and voice assistants are becoming more advanced and are 

already helping companies provide faster and more accessible support. As these tools im-

prove, they are likely to become a more central part of advertising strategies. Kingsnorth 

(2024) also highlights that voice technologies are expected to become more precise and 

personalised, recognising individual speech patterns, preferences, and even emotions. This 
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could allow voice-based systems to act more like digital assistants, guiding people through 

offers, answering questions, or even responding in real time. 

AI is also being used to improve how teams work behind the scenes. A recent study by 

Microsoft (2024) showed that employees using Microsoft 365 Copilot spent 31 percent less 

time reading emails and created documents 58 percent faster. While this research focused 

on office tasks, the same idea can apply to advertising work as well where AI can easily 

simplify routine tasks and speed up standard processes.  

 

4.2 Changing consumer behaviour and expectations 

AI has changed the way companies interact with customers, but not only that, also how 

customers interact with advertisements and their attitudes towards them. This shift can al-

ready be seen in the growing use of AI tools like recommendation systems and chatbots, 

which are now a standard part of many online platforms. These tools help personalize the 

experience for consumers and make it faster for people to find content or products that 

match their interests, especially among the growing amount of content and options available 

online. (Hironde 2023.) 

As AI continues to shape how advertisements are shown and adapted to each user, it also 

influences how people respond to them. When ads feel relevant and match a person’s in-

terests or past behaviour, they are more likely to grab attention and lead to engagement. 

On the other hand, if an ad is irrelevant, it may simply be overlooked. (Mogaji et al. 2023.) 

At the same time, there is a limit to how personal ads can feel before they start to make 

people uncomfortable. In some cases, consumers may feel uneasy or even disturbed if an 

ad seems too targeted or if it is unclear how their data was collected or used. (Lee et al. 

2024.)  

AI does not just improve the customer experience; it changes what people expect from 

digital interactions. As advertising becomes more personalized, people are starting to get 

used to seeing content and suggestions that match their interests. Over time, these tech-

nologies are likely to become the norm, and many consumers may begin to take them for 

granted. Because of this, companies need to adjust their strategies to keep up with how 

consumers behave and what they expect from brands. (Hironde 2023.) 
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5 Concerns and ethical considerations 

As artificial intelligence becomes more central in advertising, it also brings forth new con-

cerns that cannot be ignored (Gao et al. 2023). One of the most common concerns is how 

personalized advertising systems collect and use different types of personal data, such as 

browsing history, location information, and purchase behaviour (Boerman et al. 2017). Ac-

cording to the Privacy Calculus theory, people weigh the benefits of convenience, such as 

seeing relevant ads or getting quicker results against the risks of giving up their personal 

information (Wang et al. 2016). This trade-off is not always clear or easy to make, especially 

when data collection happens in the background without clear explanation of how the col-

lected data is used and for what purposes. According to a study in 2020 by the European 

Parliamentary Research Service (EPRS) regulations like the General Data Protection Reg-

ulation (GDPR) have been introduced to give users more control over their data. However, 

these laws are still developing, and the interpretation and application of GDPR rules to ar-

eas like AI-powered advertising is not always clear yet. At the same time, public awareness 

is growing. Scandals around data misuse have shown how easy it is for trust to be damaged 

when users feel their privacy has not been respected. A good example of this is the Face-

book and Cambridge Analytica case, where the data of millions of users was collected with-

out clear permission and used for political advertising (Graham-Harrison & Cadwalladr 

2018). The scandal caused a lot of public anger and made many people more careful about 

how their personal information is handled (Weisbaum 2018).  

Besides privacy and trust issues, there are also concerns about how AI can affect fairness 

in advertising. The study by the EPRS (2020) also highlights how AI systems can uninten-

tionally reinforce bias. Because machine learning models learn from existing data, they can 

reflect and even amplify the biases already present in that data. In advertising, this can lead 

to targeting that unfairly favours or excludes certain groups. In addition to this, other studies 

have pointed out that AI recommendation systems can create filter bubbles, where people 

are shown information that matches their existing views. This can limit exposure to different 

opinions and make it easier for misinformation or biased content to spread. (Areeb et al. 

2023.)  

While technology itself is neutral, the way it is used matters. Companies must take steps to 

ensure that AI is used in ways that are fair, transparent, and respectful of user rights. This 

means building systems that reduce bias, being open about how consumer data is collected 

and used and making sure that humans are still part of making all important decisions. (Gao 

et al. 2023; EPRS 2020.) Without these steps, there is a risk that the very technologies 

meant to improve advertising could instead create new forms of harm. 
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6 Research implementation 

6.1 Research methodology and data analysis 

This study aims to explore how consumers understand, use, and feel about artificial intelli-

gence in digital advertising. It focuses on consumer perspectives rather than company use 

cases or technical implementation. The goal is to better understand current awareness, 

usage patterns, and ethical concerns such as data privacy, trust, and manipulation, as AI 

continues to become more integrated into digital marketing strategies. 

This research primarily takes a quantitative approach by a structured online survey, which 

was chosen as the most effective way to gather responses from a wide and diverse audi-

ence. While most of the questions were closed-ended and designed to collect measurable 

data, a few open-ended items were included to allow respondents to express personal opin-

ions on topics in their own words. Surveys are a commonly used data collection method in 

consumer-focused digital marketing research because they allow for the collection of both 

measurable data and personal opinions (Saunders et al. 2019). This approach supports the 

main goal of the thesis, which is to investigate the future role of AI in advertising from the 

perspective of everyday users. 

The survey included mostly multiple-choice and scale-based questions, along with some 

open-ended questions to give respondents space to share personal opinions. The main 

topics of the questions included: 

• How familiar people are with AI tools. 

• How often and why they use AI. 

• Their comfort and confidence in using AI. 

• Their opinions about AI in advertising, including trust and privacy concerns. 

A few background questions were included too, such as age, country, and work or study 

field. This helped make sure the results come from people with different backgrounds, not 

just those who work with technology or advertising. This ensured that the data collected 

gives a balanced view of the current situation. 

The survey (Appendix 1) was shared online, and the responses were collected anony-

mously. In total, 55 valid responses were received. The open-ended questions were also 

answered by most participants, with each one receiving between 35 and 39 written replies. 

The collected data was analysed mainly by using descriptive statistics such as percentages, 

averages, and frequencies to clearly present the findings. Open-ended responses were also 
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reviewed and grouped by common themes to better understand people’s opinions. (Saun-

ders et al. 2019.) 

6.1.1 Ethical considerations 

To support both ethical and responsible research practice, ethical considerations were also 

considered throughout the process. Participation in the survey was voluntary, and all re-

sponses were anonymous. Respondents were informed about the purpose of the study and 

how their answers would be used. While all multiple-choice questions were mandatory for 

those who chose to participate, the open-ended questions were optional. No personal data 

was saved, and all responses were handled with care to ensure privacy and confidentiality.  

 

6.2 Research results 

The results (Figure 5) showed that 91% of respondents had used AI tools, with a particularly 

high rate among younger participants. All respondents aged 18–24 reported having used 

AI. Among all users, 82% stated that they use these tools regularly (daily or weekly), while 

14% said they rarely or never use them. AI tool familiarity was also high: 92% were familiar 

with chatbots or virtual assistants, 72% with AI-powered translation tools, and over half with 

AI voice assistants (56%) and image generators (54%). 

 

Figure 5. AI tool familiarity 
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This familiarity was also reflected in how people use AI in daily life. Most respondents re-

ported using AI for work-related tasks, studying, or learning and research, often combining 

multiple purposes. 40 % of respondents also mentioned using AI for creative projects.  In 

addition, 63.6% of respondents said that their workplace or place of study uses AI tools. 

The most common uses were chatbots or virtual assistants (66.7%), followed by AI-gener-

ated content tools (40%) and data analytics or predictive models (34.3%). 

Opinions about AI in advertising were more divided. 47% of respondents agreed or strongly 

agreed that they prefer advertisements that are personalized to their interests. However, 

only 16% expressed confidence that current regulations are doing enough to protect their 

data and privacy. A line chart in Figure 6 was used to illustrate the contrast between these 

two results, showing that support for personalization did not align with trust in regulatory 

frameworks. 

Figure 6. Preference for personalized advertising vs trust in current regulations 

Open-ended responses provided further insights into how people use AI in everyday life. 

Many respondents described how it had changed the way they work or study by making 

routine tasks easier, speeding up research or writing, and helping with planning or idea 

structuring. While AI was often associated with increased productivity, many respondents 

also noted concerns. 

Commonly mentioned issues included data protection, identity theft, job displacement, and 

over-reliance on AI for cognitive tasks. Some respondents also mentioned problems like 
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content originality, copyright concerns, and a lack of transparency in how AI operates. Oth-

ers pointed out that AI tools often struggle with smaller languages and suggested the need 

for improvements in both accuracy and reliability. One respondent shared a personal worry: 

“I am worried about myself using too much AI before I build a solid base in my field.” 

When comparing usage groups, 85.4% of regular users agreed or strongly agreed that AI 

is an important part of future technology, compared to 42.9% of rare users. A stacked bar 

in chart was used to show that belief in AI’s future role was more common among regular 

users than rare users (Figure 7). 

Figure 7. Belief in AI’s future role among regular and rare users 

A similar difference was seen in views about job creation. 61.5% of regular users believed 

that AI could help create new job opportunities, compared to 41.2% of rare users. 

Overall, the results showed high levels of AI familiarity and usage among respondents, par-

ticularly among younger respondents and those who use it regularly. AI tools were com-

monly used for work, studying, and creative tasks, both individually and in organizational 

settings. While many respondents preferred personalized advertising, only a small number 

felt confident about current regulations. The differences between regular and rare users 

were also clear, especially in how they viewed AI’s future role and its potential to create 

new jobs.  
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7 Discussion and conclusion 

7.1 Answering the research questions 

The purpose of this thesis was to better understand how artificial intelligence may shape 

digital advertising and consumer interactions in the future. To explore this, a survey was 

conducted to learn how familiar people are with AI tools, how they use them, and what 

concerns or hopes they have for AI in the future. The results help build a clearer picture of 

how people today are reacting to the growing role of AI in advertising and everyday life. 

The first two research questions focused on how AI is currently used in advertising and daily 

life, how common its usage is, and which tools consumers are most familiar with. The liter-

ature review showed that AI is already widely applied in areas like personalization, automa-

tion, and content generation. The survey results supported this, showing that most respond-

ents had used AI and were familiar with tools such as chatbots, translation tools, and voice 

assistants. Many said they use AI regularly, especially for studying, work, or learning. These 

results support earlier research by Gao et al. (2023) and Tanase (2021), which described 

how AI is already helping people and companies work more efficiently. One thing is clear: 

AI is no longer something only used or known by organizations. The fact that most partici-

pants reported using it for daily tasks shows how much AI has become a regular part of 

people’s lives. 

The third research question explored what kinds of concerns people have about AI. The 

research findings showed that while AI use is common and even appreciated, people still 

have serious concerns. The concerns included data protection, job security, content origi-

nality, and worries about becoming too dependent on AI for thinking. Some participants also 

pointed out that AI tools still struggle with smaller languages and that there’s room to im-

prove both the accuracy and transparency of these systems. These concerns reflect some 

of the issues mentioned in the literature as well. For example, the EPRS (2020) noted that 

AI can harm trust when systems feel unclear or poorly regulated, and Lee et al. (2024) 

pointed out that users can feel uneasy when it’s not clear what personal data is being col-

lected or how it will be used. This was supported by the survey, where even frequent AI 

users showed low levels of trust in current regulation. At the same time, nearly half of re-

spondents said they prefer personalized advertising, showing that people still enjoy the 

benefits of AI, even when they don’t fully trust how it works behind the scenes. This reflects 

the Privacy Calculus theory, where users try to weigh the value of personalization and con-

venience against possible risks to their privacy.  
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The final research question asked what direction AI in advertising appears to be moving 

toward in the near future. Based on the literature, the use of AI in advertising is expected to 

grow rapidly, with more focus on hyper-personalization, predictive analytics, and AI-gener-

ated content. Newer trends like emotion recognition, voice search, and immersive experi-

ences using AR or VR are also becoming more relevant (Kingsnorth, 2024). These devel-

opments show that AI will likely play an even bigger role in how companies try to connect 

with consumers. The survey results supported this direction, as most respondents believed 

AI is an important part of future technology. 

Together, these findings show that AI is becoming a regular part of people’s lives, both in 

advertising and beyond. People are using AI tools more often, are familiar with a range of 

technologies, and generally see AI as something that will keep growing. At the same time, 

there are still concerns, especially about regulation, privacy, and long-term effects of AI 

usage. As advertising continues to evolve, listening to customer opinions and experiences 

is important because they help us understand how people are reacting to changes and what 

they want from AI going forward. This kind of insight can help make sure AI is used in ways 

that feel more fair, clear, and useful for everyone. 

 

7.2 Conclusion 

As discussed in section 7.1, this thesis examined how artificial intelligence is becoming part 

of everyday life and what that means for digital advertising. The results showed that people 

are already using AI tools regularly at work and at home. Worries about privacy and uncer-

tainty around data use remain major concerns for consumers. The need for more transpar-

ency in how personal data is handled in digital advertising is especially important as AI use 

continues to grow. These results highlight the importance of focusing on everyday user 

experiences as AI becomes more integrated into both marketing and daily life. 

 

 

 

 

 

 

 



22 

7.3 Limitations and suggestions for future research 

While the results of this thesis offer useful insight into how consumers view and use AI in 

advertising and everyday life, there are still some limitations related to validity and reliability 

that should be considered. In quantitative research, validity refers to how well the questions 

reflect the concepts they are meant to measure, while reliability means that the results would 

likely be the same if the study were repeated using the same method (Saunders et al. 2019). 

One of the main limitations was the size and composition of the sample. Although the survey 

received 55 responses, most participants were based in Europe and were quite young. Be-

cause of this, the findings can give a general picture, but they cannot be fully applied to all 

age groups or regions. The survey also relied on self-reported answers, which means the 

results depend on how people interpreted the questions and how honestly they shared their 

views. This may influence the overall reliability of the data. 

There were also some limits in the scope of the survey. While it gave a good overview of 

people’s general usage, attitudes, and concerns, some topics could have been covered 

more in-depth. For example, the survey focused more on current use and attitudes, but 

didn’t ask many detailed questions about people’s understanding of how AI works in adver-

tising or how AI influences their decisions as consumers. Future research could look more 

closely at these areas to better understand how people interpret AI’s role in shaping their 

choices, especially as advertising becomes more personalized and automated. The re-

search was also limited by time constraints, which affected how many questions could be 

included and how deeply some areas could be explored. 

Future research could involve a larger and more diverse group of participants, especially 

from different countries and age groups. This would help give a more complete picture of 

how AI is being used and understood in different parts of the world. It could also be useful 

to explore more closely how much people really understand about how AI makes decisions 

or how they feel about data use and transparency in personalized advertising. 

Another important direction would be to explore how growing AI use might affect people in 

the long term, especially when it comes to thinking, decision-making, and creativity. As AI 

becomes more common in everyday life, it is important to understand not just how it is used, 

but how it might shape human behaviour and expectations in the future. 
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