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Abstract

This independent study explores the trends in using Artificial Intelligence (Al) in digital
advertising production. It aims to analyze the advantages and disadvantages of Al
applications and forecast its future implications in the advertising industry. The study is
grounded on the Technology Acceptance Model (TAM), Dual Process Theory, Targeted
Communication Theory, and ethical perspectives on Al. A quantitative research approach
was employed, using survey data collected from 300 respondents with experience in digital
advertising exposure. The data was analyzed using descriptive statistics and hypothesis

testing.

Findings indicate that Al-generated advertising content and Al-driven consumer
behavior analysis significantly influence decision-making in adopting Al for advertising.
Moreover, consumer trust in Al is a key factor in technology acceptance. This study highlights
that Al enhances advertising efficiency and personalization, allowing brands to engage more
precisely with target audiences. However, ethical considerations, transparency, and data
privacy protection remain critical for fostering consumer trust and ensuring sustainable Al

integration in the advertising industry.

Keywords: Artificial Intelligence, Digital Advertising, Advertising, Consumer

behavior, Consumer Trust in Al, Technology Acceptance
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