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Abstract: Artificial intelligence (Al) has become a key driver of
transformation in digital marketing, particularly in personalized advertising and
consumer targeting. This study examines the role of Al-based systems in
enhancing advertising effectiveness through data-driven personalization and
predictive analytics. Using a systematic literature review, the research analyzes
academic studies and industry reports on Al applications in marketing. The
findings show that Al improves advertising efficiency by enabling precise audience
segmentation, personalized content delivery, and real-time optimization, leading
to higher engagement and conversion rates. However, challenges such as privacy
concerns, data surveillance, and ethical risks are also identified. Overall, Al plays a
central role in modern advertising but requires responsible and transparent use.
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Introduction. The rapid development of digital technologies has
fundamentally transformed the advertising industry, shifting it from traditional
mass communication models toward highly data-driven and personalized
marketing systems. In this context, artificial intelligence (Al) has emerged as a
central technological driver that enables advertisers to analyze consumer
behavior, predict preferences, and deliver highly targeted advertising content.

Personalized advertising refers to the use of data analytics and automated
systems to tailor marketing messages to individual consumers based on their
online behavior, demographic characteristics, and interaction history. According
to Chaffey, digital marketing effectiveness is significantly enhanced when
advertising strategies are aligned with user behavior data and real-time analytics
systems [1]. This highlights the importance of data-driven approaches in modern
advertising ecosystems. Similarly, Kotler emphasizes that modern marketing has
shifted from product-centered strategies to customer-centered approaches,
where understanding individual consumer needs and preferences is essential for
achieving competitive advantage [2]. Artificial intelligence strengthens this
transition by enabling large-scale consumer data analysis and automated
segmentation processes.

Furthermore, Davenport and colleagues argue that Al technologies such as
machine learning and predictive analytics allow organizations to optimize
advertising performance by identifying patterns in consumer behavior that are
not easily detectable through traditional analytical methods [3]. These




Volume 3 Issue5 | 2026 |
INTERNATIONAL CONFERENCE ON MULTIDISCIPLINARY STUDIES AND EDUCATION

technologies enable real-time decision-making in advertising campaigns,
significantly improving targeting precision and efficiency. Despite these
advantages, the increasing use of Al in advertising raises important concerns.
Issues such as data privacy, algorithmic transparency, and consumer manipulation
have become central debates in digital marketing ethics. The ability of Al systems
to continuously track and analyze user behavior creates potential risks related to
surveillance and unauthorized data usage. Therefore, the central research
problem addressed in this study is:
How does artificial intelligence contribute to personalized advertising and
consumer targeting, and what are its key benefits and ethical limitations?

The aim of this study is to analyze the role of artificial intelligence in
personalized advertising and consumer targeting through a systematic review of
existing literature, focusing on both its effectiveness and associated risks.

Methods. This study employs a qualitative research design based on a
systematic literature review approach to investigate the role of artificial
intelligence in personalized advertising and consumer targeting. The
methodological framework is non-experimental and relies exclusively on
secondary data sources, allowing for a comprehensive synthesis of existing
academic knowledge.

The study is structured as a systematic literature review, which enables the
identification, evaluation, and synthesis of relevant scholarly publications related
to artificial intelligence applications in digital advertising. This approach is
particularly suitable for examining complex interdisciplinary topics such as Al-
driven marketing, where empirical findings are distributed across multiple fields
including marketing, computer science, and data analytics.

The data used in this study were collected from reputable academic
databases, including Scopus, Web of Science, and Google Scholar. In addition,
relevant industry reports and theoretical books on digital marketing and artificial
intelligence were also included to ensure a balanced perspective. The selected
literature primarily focuses on peer-reviewed journal articles and high-impact
publications addressing Al-driven advertising systems.

To ensure consistency with the overall structure of the study, the literature
selection criteria were carefully defined to maintain both relevance and academic
rigor. The review focused on publications related to artificial intelligence in
marketing and advertising, with particular emphasis on personalized advertising,
consumer behavior, and targeting systems. Only peer-reviewed journal articles,
conference papers, and authoritative reports were included to guarantee the
reliability of the sources. Furthermore, the selected studies were limited to those
published in English within the last two decades in order to reflect current trends
in digital marketing. Sources that did not directly address Al applications in
advertising or lacked clear methodological validity were systematically excluded
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from the analysis. First, content analysis was applied to identify recurring themes
such as personalization, consumer segmentation, and behavioral prediction.
Second, comparative analysis was used to examine similarities and differences
across various studies, particularly in terms of reported effectiveness of Al-based
advertising systems. Third, thematic synthesis was conducted to integrate
individual findings into broader conceptual categories, enabling a structured
interpretation of the overall research landscape. The scope of this study is limited
to digital advertising environments where artificial intelligence is actively applied
for consumer targeting and personalization. Traditional offline advertising
methods are excluded to maintain conceptual consistency.

Several limitations are acknowledged. First, the study relies on secondary
data, which limits the ability to validate findings through primary empirical
evidence. Second, differences in methodological approaches across reviewed
studies may affect comparability. Third, variations in technological development
across regions may influence the generalizability of the conclusions. Despite these
limitations, the use of multiple high-quality academic sources and structured
analytical methods ensures the reliability and validity of the findings.

Results

The analysis of the reviewed literature reveals several consistent findings
regarding the role of artificial intelligence in personalized advertising and
consumer targeting. The results are organized into four main thematic categories:
personalization mechanisms, targeting effectiveness, business performance
outcomes, and ethical implications.

The literature consistently shows that artificial intelligence significantly
enhances the personalization of advertising content. Al systems analyze large-
scale consumer data, including browsing history, search behavior, purchase
records, and social media interactions, to generate highly individualized
advertisements. Machine learning algorithms and recommendation systems
enable advertisers to dynamically adjust content in real time based on user
behavior patterns. This leads to more relevant and context-sensitive advertising
experiences, increasing user engagement and attention. In particular, Al-based
personalization systems reduce information overload by filtering irrelevant
content and prioritizing advertisements that match user preferences.

A major finding across studies is that Al substantially improves the precision
of consumer targeting. Traditional demographic segmentation (age, gender,
location) is increasingly replaced by behavioral and predictive segmentation
models. Al systems identify micro-segments of consumers by analyzing complex
behavioral patterns that are not easily detectable through conventional statistical
methods. Predictive analytics further allow companies to forecast consumer
intent, enabling proactive targeting strategies. As a result, advertising campaigns
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become more efficient and focused, reducing wasted impressions and increasing
relevance.

The literature indicates that the use of Al in advertising has a positive
impact on key business performance indicators. These include increased
conversion rates, improved return on investment (ROI), and higher customer
engagement levels. Al-powered advertising platforms optimize campaign
performance in real time by adjusting bidding strategies, content placement, and
audience selection. This automation reduces operational costs while maximizing
advertising efficiency. Additionally, companies using Al-driven targeting systems
report improved customer acquisition and retention rates. Despite the
advantages, the reviewed studies highlight significant ethical challenges
associated with Al-based advertising systems. One of the most critical concerns is
data privacy, as Al relies heavily on continuous collection and analysis of user
data.

Overall, the results demonstrate that artificial intelligence plays a
transformative role in personalized advertising and consumer targeting. It
enhances personalization, improves targeting accuracy, and increases business
performance. However, these benefits are accompanied by serious ethical and
privacy-related challenges that must be carefully managed to ensure responsible
use of Al technologies in marketing.

Discussion. The findings of this study demonstrate that artificial
intelligence plays a significant and multifaceted role in personalized advertising
and consumer targeting. While Al technologies clearly enhance advertising
efficiency and precision, their broader implications extend beyond performance
metrics and into ethical, cognitive, and societal domains.

One of the key insights is that Al significantly improves the effectiveness of
advertising through personalization and data-driven targeting. This aligns with
Kotler’s customer-centric marketing theory, which emphasizes the importance of
understanding individual consumer needs in achieving competitive advantage [2].
Al strengthens this approach by enabling real-time analysis of consumer behavior
and dynamic adaptation of advertising content. Furthermore, Davenport and
colleagues argue that Al technologies such as machine learning and predictive
analytics allow marketers to uncover hidden behavioral patterns and optimize
decision-making processes [3]. The results of this study support this view,
showing that Al-driven systems increase conversion rates and improve return on
investment by optimizing advertising delivery in real time.

However, the effectiveness of Al in advertising is not purely technical; it is
also highly dependent on ethical and regulatory considerations. The OECD
highlights that Al systems can create risks related to data privacy, algorithmic
opacity, and consumer manipulation [5]. These concerns are particularly relevant
in personalized advertising, where continuous data collection is used to influence
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user behavior at a highly individualized level. In addition, the psychological
dimension of Al-based targeting raises important concerns. While personalization
increases engagement, it may also lead to over-targeting and behavioral
dependency, where consumers are repeatedly exposed to highly optimized
persuasive content. This can blur the boundary between assistance and
manipulation in digital marketing environments. From a comparative perspective,
traditional advertising relies on broad audience segmentation, whereas Al-based
advertising enables micro-targeting at the individual level. This shift represents a
fundamental transformation in marketing strategy, moving from mass
communication to hyper-personalized interaction. However, this increased
precision also amplifies ethical responsibility, as the potential for misuse becomes
more significant.

Overall, the literature suggests that Al should not be viewed as inherently
positive or negative in advertising contexts. Instead, its impact is conditional,
depending on how it is implemented, regulated, and integrated into marketing
systems. Responsible use of Al requires transparency, ethical guidelines, and
balanced application to avoid harmful consequences.

Conclusion. This study examined the role of artificial intelligence in
personalized advertising and consumer targeting through a systematic literature
review. The findings demonstrate that Al technologies significantly enhance
advertising performance by enabling advanced personalization, precise consumer
segmentation, and real-time optimization of marketing strategies. The analysis
shows that Al-based advertising systems improve key business outcomes,
including higher conversion rates, increased return on investment (ROI), and
improved consumer engagement. These improvements are primarily driven by
machine learning algorithms, predictive analytics, and automated decision-
making systems that allow advertisers to better understand and respond to
consumer behavior patterns. However, despite these advantages, the study also
identifies several critical limitations. Issues such as data privacy concerns,
algorithmic bias, lack of transparency, and potential consumer manipulation
represent significant challenges in the application of Al in advertising. These
ethical concerns highlight the need for responsible governance and regulatory
frameworks.

Overall, the study concludes that artificial intelligence is a powerful
enabling technology in modern advertising systems, but its effectiveness depends
on ethical implementation and proper regulatory oversight. Al should be viewed
as an augmentative tool that enhances marketing capabilities rather than
replacing human strategic decision-making. Future research should focus on
empirical validation of Al-driven advertising effects across different industries and
cultural contexts, as well as the long-term psychological impact of personalized
advertising on consumer behavior.
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