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Integration of artificial intelligence in advertising

Abstract. Introduction. In this day and age, market of goods and services is over saturated by various products as a result,
product competition is grooving so fast. For this reason, companies and firms are faced with problem of selling their goods.
Advertising deal with such problem and help not only popularize product, but influenced on consumer demand as well.

Purpose. The main idea of this article is to analyze the influence that artificial intelligence (Al) is becoming one of the main
competitors in the market of advertising, moreover the development of Al started new era of market development.

Results. The conclusion of the research emphasizes the idea that artificial intelligence (Al) represents a complex dynamic
in the field of advertising. One of the main drawbacks associated with the use of Al relates to the way in which individuals use it.
Scientists have raised concerns about its implementation in society, particularly the potential for manipulation. Throughout
history, humanity has consistently sought ways to streamline its daily existence. One notable limitation, however, remains Al's
inability to accurately replicate human emotions and behavior. This deficiency is a key hindrance to Al's dominance over the human
intellect.

Conclusion. There is currently a discernible trend in which individuals are prioritizing convenience and leisure over the
pursuit of innovative endeavors. Rather than engaging in the creation of novel projects, there is a growing tendency to delegate
tasks to Al systems that expedite the completion of projects within shorter time frames.
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ToHyapeHko I.B., J0KTOp €eKOHOMIYHMX Hayk, mNpodecop Kadeapu mNyoJiYHOro yIpaBJiHHS Ta
aAMiHicTpyBaHHS i MiXKHapoJHOI eKOHOMikM, MHKOJIaiBCbKMWA HallioHaJIbHUH arpapHUil yHiBepCUTET, M.
MukoJiaiB, YkpaiHa

BerpoBa H.C., 3700yBay BUILIOI OCBITH QaKy/JAbTETy MeHeLKMeHTy, MUKoJAiBCbKUN HallioHaJbHUHN
arpapHui yHiBepcuTeT, M. Mukosais, Ykpaina

3acTocyBaHHs LUTYYHOrO iHTE/JEKTY Y peKjaaMi

Hapasi puHok mosapie ma nocayz nepenogHeHull pisSHOMaHIMmMsAM mMop208uUxX MapoK, KOMnawit, ujo npuseodums 0o
3pocmaHHs1 KOHKypeHyii . OOHI€0 3 KAoYo8ux npobieM € nocmiiiHa 3MiHa nonumy cnoxcueavis, 3a0080/1eHHs K020 nompebye
nocmiiiHux 3ycu/iv 3a0/1a 36epeixceHHs: KOHKypeHmocnpomoxcHocmi npodykyii. Ilodanvwuil pozsumok iHgpopmayitinux
mexHo.102il, nowupeHHs1 Media npocmopy, NOCUNI0I0OMb 3HAYEHHS peKAaMHoI disbHocmi y popmysaHHi nonumy cnosxcueauis.
Himeybvkuii pinocogp ma ny6aiyucm Binveeavm Lllsebens 3a3Hauas, wo «3pobumu 3 noscsskdeHHo20 uocb 0cobauge 30amHi auwe
N110608 i pekaamar, came daHa yumama Halisickpasiwe xapakmepuaye o0Hy 3 cymHocmell pekaamu. O0HIe0 3 Kaovosux yiaeil
3a/1y4eHHs1 ma 36inbWeHHsl PIHAHCYBAHHA HA peKAaMHY JisiIbHICMb € ynpasaiHHA YiHosow eaacmu4Hicmio nonumy. G

Ilouamok mexHo.102iuHOI pesontoyii cmae pywiliHo cuo0i0 0415 po3gumky ma egoawyii pekaamu. I1id enausom
pO38UMKY HOBIMHIX mexHo.02ill pekaama OisiAbHICMb 303HAE KO/10CAAbHUX 3MiH. Uepe3 HellMosipHO cmpimkull po3gumok
wmy4Ho20 iHmenekmy, komputl 30ameH 2eHepysamu pekaamy y 6yde-akiil popmi, 3a kopomwuil nepiod Hixc mapkemuHz08i
8id0inu 3 pekaamHoi disibHOCMI, nocmarms HO8I BUKAUKU Y 8u2/15101 Heneped6a1ys8aHo20 KOHKYpeHma, 4u Hagnaku 8UHatioeHo
Hosull cnoci6é cnpouweHHs1 ma NOKpauwjeHHs1 npodyKmusHocmi peka1aMHOi KOMNAHii.

Kawouoei cnoea: peknama, cnoxcusuuti nonum, meditiHutll efpekm pekaamu, MapkemuHa, WmMy4Huil iHmeaekm.
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Formulation of the problem. Advertising is one of the  main purpose of marketing is to plan, produce and
most important ways to popularize goods or services that  promote a company's products or services in a market.
is why companies have marketing department in. The During marketing evolution, the behavior of costumers
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have received huge impact, especially they have been
influenced by such parameters as psychological,
emotional, suggestion, believe, atc. The main purpose of
advertising is to motivate consumers to buy any kind of
product by touching hard consumers. That is why
advertising on television, social media, promotional video
usually consist of emotional message, which helps client
to associate with buying emotional instead of thing.

The main reason of trying to attract a buyer is power
that they could produce and influence on demand
elasticity. Demand elasticity is one of the most important
options for product popularization. The ways of influence
consist of three main effects: informative, complementary
or competitive. Each of these effects can be not only
positive, but also negative. The reasons for this are
instability of interest of buyers with needs. While
analyzing this effect companies try to find a balance
between them for much greater profits with benefits.

Advertising has gone through a lot during its evolution.
For example, everything started from the first
advertisement in newspaper, which was made by
Theophrastus Renaud, but today humanity prefer to use
promotion in social media. Artificial intelligence is
becoming one of the facts that are moving humanity
forward. The popularity of Al during the last years has
increased by 37.3%, as a result more people get
opportunity to use Al in daily life. In this case, the problem
of competition between human and artificial intelligence
began to be formulated. This problem we can see in
advertising as participation optimization process with
inclusion of Al in programs for creating advisement such
as AdCreative.ai, Writesonic, Bertha.ai, atc.

Analysis of recent research and publications. To
analyze the most recent research it is necessary to
mention the work in HAL open science, which has been
done by a group of scientists such as, Arnaud de Bruyn,
Vijay Viswanathan, Yean Shan Beh, Jiirgen Kai-Uwe Brock,
Florian von W[7]. They mentioned and analyzed in their
research the advantages and problems of Al in creating
different types of products.

Apart from that, research of consumer demand is one
of the most important impact on creating of
advertisement because presentation with appearance
depend on interest, desires and preferences of other
customers. Y.B. Chavan and Trupti Vijay Deo have solved
this problem [1]. They mention five main factors
influencing consumers during promotion advertisement
which control demand. Those factors are: consumer base,
economic condition, price, income, expectation with
tastes and preferences.

Artificial intelligence is one of the most popular topic
of discussion today. Moreover, there exists an idea that
Al is a real threat to humanity. Main reason is that, Al can
make analysis of any information much quicker compared
to human. This raises the question "Is artificial intelligence
really good for humanity, or will it lead to a dystopian
scenario where humanity is absolutely obliterated?"
Aaron M. Garvey, TaeWoo Kim, and Adam Duhachek have
examined the problem of such threat in their article "Bad
News? Send an Al. Good news? Send a Human"[8].
Analysis of the use of Al in marketing, commerce,
business, advertising, etc., created a problem of abuse of
use Al in work. In this case, employees stop analyzing the
case as a result of losing all knowledge skills.

Formulation of research goals. The main purpose of
the article is to find out how the artificial intelligence will
influence the advertising. Whether Al will be a competitor
or an opportunity for advertisement development.

Outline of the main research material. Advertising is
omnipresent all over the world. In this day and age, it is
impossible to imagine a single day without seeing an offer
to buy something. We see it in our smartphones, on
billboards, social media, TV, etc. It is part of ordinary life
for mankind. Marketing has achieved such results by
analyzing and managing consumer demand to control
sales volume. However, advertising has not always been
as indispensable as it is now. Advertising has gone through
a long process of evolution.
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Figure 1 — Evolution of advertising

Source: compiled by the author
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To begin with, the history of development should
mention the most important invention of all time such as
the printing press in 1439. Subsequently, advertising
inventions began to develop at full speed. After that
began the era of newspapers and magazines. From 1600s
to 1870s, more and more people started to read and find
out information in printed media. Typically there were
advertisements of various books as well as a wide range
of quackery. Later on, businesses started to use posters
for promoting new products. During industrial revolution,
population of advertising started to increase, as a result
investigation grow up.

The second stage began in 1922 when radio was used
for advertising. In that era, promotion of any products was
accompanied by the phrase that radio presenters were
grateful to their sponsors for making this program
possible. Compared with today, the process seems to be
much more simple, as on the announcements could be
heard everywhere and would explicitly state the price of
advertised products.

The invention of television changed everything. Now
people could see the products and be more engaged in
advertising. In 1970 new style of business such as
telemarketing appeared. At that time scientists started to
analyze influence of advertising on demand for costumes.
Customers were encouraged to buy products, which
changed their buying attitude, led to rational
consumption, etc. [1].

Digital age have changed not only advertising but the
whole world. Its main feature was synergy of psychology
and advertising. Characteristic technological aspect of this
period was the use of computers not only for distribution
of advertisements, but also for their creation. Appearance
and aesthetics improved significantly, which allowed to
influence consumer demand. This was the period when
the first hand-held mobile phone was developed, which
has become one of the most effective devices for
searching and publishing advertisements in the next
century.

The 21st century is characterized as the Web era. With
the advent of social media in 2003 and its rapid growth in
popularity, social media, such as, LinkedIn, Myspace,
Twitter and Facebook, started using their platform and
audience to advertise products. The next step in the
evolution of advertising was the use of online videos.
Thus, the recent rise in the number of advertisements can
be attributed to the fact that people can create their own
videos and share them everywhere [10].

Finally, the last stage we are entering is the integration
of artificial intelligence. Today, Al has transformed
advertisements and emails by using big data analysis,
machine learning, creation, improvement and other
processes. The main advantage of artificial intelligence is
the simplification and reduction of working time.
However, is everything really as perfect with the
integration of Al?

First of all, the definition of Al should be specified. Due
to the fact that the concept of artificial intelligence is

constantly changing and developing, there are many ways
to define it. However, one of the generally accepted
definitions for artificial intelligent (Al) is the intelligence
demonstrated by machines. Apart from this, there is
another interpretation that artificial intelligence was
intended to make computers do things that could be done
by humans, thus manifesting their intelligence [7].

While describing process of integration of Al in
advertising it is necessary to mention the artificial neural
network. Such type of Al is used in marketing to solve
complex forecasting tasks that were considered
unsolvable less than a decade ago. It is also used for
predictive analytics in marketing, allowing marketers to
predict future marketing actions and its impacting
behavior, find out insights for improving leads and
attracting new customers.

Today there are a few ways of using Al in advertising.
They are divided into two types, the first one is connected
with appearance of advertisement, the second one with
software. First type is involved in proses of generating
images and videos. For the last two years it has
significantly improved. The advantage is that now you do
not have to spend much time for creating the
advertisement, hence reducing the expenses. The second
type involves platforms that use Al to manage such
activities as buying, selling and placing ads in real time.
The main purpose is to understand the target audience, as
it is the key aspect to controlling the elasticity of demand
[6].

At the end of 2023 in Singapore, during the 15th
Singapore International Energy Week, the Minister of
Finance announced the purpose and plan of the country
for the next year. He mentioned that the main purpose
will be to triple the number of artificial intelligence
experts, including machine learning scientists and
engineers, as part of its national Al strategy. Also, as part
of his Al strategy, he promised to increase government
incentives for the sector, including by supporting
accelerator programs for Al startups and encouraging
companies to build Al.

It becomes obvious that even state governments
started to integrate Al in their work, yet the future
prospects are still ambiguous. On the one hand, artificial
intelligence allows to do everything faster with improving
aperies of final products, but on the other hand,
development increase rapidly, that in the future mankind
brings to problem of labor replacement on Al. Today the
problem is already observed with creating advertising as
employees have become lazier with the development of
Al. Now they can prompt artificial neural network to
create video or image, or find out information and write
article. Such a simplified process leads us to the conclusion
that now there is no need for employees, since Al can do
their work [8].

Aaron M. Garvey, TaeWoo Kim and Adam Duhachek
made a research with five different types of experiment
for comparing analysis of Al and humans in different
situation. After finishing their experiment, they made a

55



EarekTpoHHE HayKOBe (paxoBe BHUAAHHS 3 EKOHOMIYHUX HayK «Modern Economics», No44 (2024), 53-57
https://modecon.mnau.edu.ua | ISSN 2521-6392

conclusion that there are still differences between their
analyses. The main difference is that Al still does not have
feelings and emotions; therefore it makes conclusions
based solely on data analysis and nothing else. Humans, in
comparison, give the result only after processing the given
information through their feelings with emotion and
comprehending it.

The growing popularity of Al is the reason behind
analyzing the impact on customers in a marketing survey.
The survey included nine questions that show the main
issues of integrating artificial intelligence into people's

lives. Besides, respondents were from different age
groups, ranging from twelve to seventy years old. One of
the most important questions were about the impact of
Al, popularity and the main reasons for using it. About
75% used artificial intelligence in their life and 15.4% even
use it every day, however there are still 25% who have
never used it at all. The rest of respondents use Al several
times a week. Interestingly enough, they were confronted
with Al in media platforms while looking for information
about goods and services.

Purpose of using Al

W number of people

did not use

text analysis

photo processing

generation of pictes

generation of text

o

10

30

Table 1 — Purpose of using artificial intelligent by people

Source: compiled by the author

The second part of analysis was to find out the
purposes of using Al. Table 1 shows that the majority of
respondents use Al for generating and analyzing texts.
Moreover, one of the questions in the survey was about
influence of Al on analytical skills and 14,8% of people
responded that after working with Al they faced the
problem of data analysis. It is evident that the problem is
growing slowly, as more and more people feel the
influence of artificial intelligence in their work and daily
life. Moreover, most of the respondents were not
concerned about it, only 39.8% of people agreed with the
idea that Al is a serious competition for humanity. Such
frivolous attitude will have negative impact in the future,

since the only thing which Al is lacks is empathy and
emotions.

Conclusions. Nowadays, Al brings a new era of
advertising development, changing the very concept of
advertising creation. The main advantage of integrating Al
in advertising is to simplify the process of creation.
However, at present there is still a difference between Al
and human work.

Currently, there is a discernible trend where
individuals prioritize convenience and leisure over the
pursuit of innovative ventures. Instead of engaging in the
creation of novel projects, there is a growing tendency to
delegate tasks to Al systems that expedite the completion
of projects within shorter time frames.

Academic Press.
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