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Abstract: 
 

This research assesses the effect of AI on the advertising industry sector, particularly focusing on the level 

of technology, job security, creativity levels, and future opportunities. The rapid pace with which AI has 

developed has changed the advertising and marketing industry into a revolution by increasing 

personalization, auto-creating content, optimizing campaigns, and hence AI becomes an indispensable 

tool for contemporary marketers. Through surveys and interviews with professionals and experts of the 

industry across India's major advertising companies and agencies, this study attempts to collect 

information, key insights and perspectives regarding the changes AI is causing in the creative and 

operational elements of the industry in India. Big discoveries and findings claim a significant upsurge in 

productivity and accuracy with AI-powered tools but concerns over job security and lack of creativity for 

human talent still remain. While AI performs well in data analysis and targeting, its impact on creative 

decisions creates ethical and practical dilemmas. The results show the need for a balanced approach where 

AI augments human creativity rather than replacing it. Future research areas comprise the design of ethical 

AI use frameworks and human-AI collaboration towards creativity. Therefore, from the research, a 

strategic approach to mitigate risks of job displacement and new skills development may be recommended 

for the sustainable future of the Indian advertising industry with artificial intelligence. 
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1. Introduction:  

Advertising, as an industry, has continually developed with the development of era-from radio and 

television to digital media today. AI is the most recent shift, changing how commercials are processed 

and, more importantly, how campaigns are designed, focused, and managed. The potential of AI to 

research huge chunks of records, optimize campaigns, customise content material, and automate routine 

tasks makes it a critical asset for entrepreneurs in this modern age. AI integration inside the advertising 

and marketing region is consequently very promising in India but raises loads of complicated challenges 

concerning job safety and the position of human creativity. The effect of AI on advertising is well-installed 

in various international studies. Researchers have, for example pointed out how AI improves client 

segmentation, real-time ad personalization, and aid allocation efficiency (BCG, 2023). Other studies also 
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indicate that although AI will increase productiveness and accuracy, it reduces possibilities for inputting 

creativity into advertisements in different regions. This tends to make content material uniform as 

properly. Few studies are to be had exploring the particular effect of AI on India's advertising industries, 

which pose distinct sets of challenges and possibilities concerning cultural diversity and local markets. 

This study will deal with the gap by analysing the way AI changes Indian advertising and marketing by 

reviewing insights from enterprise experts running in essential Indian marketing businesses. Some key 

phrases for this research encompass artificial intelligence, job safety, innovative innovation, and destiny 

opportunities inside the advertising area. This is, a context that describes artificial intelligence as the 

algorithms and models of machine learning, designed to make structures that perform duties like records 

analysis, content generation, and marketing campaign optimization. AI gives rise to concerns on job 

protection as it can automate tasks which could probably require less human intervention. On the other 

hand, creative innovation is involved with the 2-sided impact that AI may additionally have on this 

creativity: enabling new opportunities for creativity whilst possibly constraining the spontaneous, ideas 

generated by humans. This study also represents the future roles, competencies, and strategic frameworks 

for a sustainable human-AI collaborative surroundings in the industry. This study holds great significance 

and discusses the growing demand for understanding AI in the advertising industry, the findings also carry 

significant implications. On one hand, AI holds an essential position in increasing performance and 

presenting personalization; however, it does raise ethical and moral concerns in addition to realistic 

worries which includes job displacement and innovative deprivation. This paper will examine how 

artificial intelligence is influencing and redefining process roles as well as the opportunities associated 

with creativity and new avenues for strategic management for human resources in this era. Now, AI is 

being significantly incorporated into the Indian advertising panorama in all components, therefore there 

is a need for knowledge and understanding the benefits and pitfalls of AI in depth. As more tasks are being 

performed by AI, there is a worry of the vanishing function of human innovation and a loss of job 

possibilities. Moreover, the findings from this study will benefit the industry leaders and policymakers to 

layout frameworks on moral AI integration and skill development for a sustainable destiny. This study 

will provide an in-depth knowledge about the creative sector and the findings regarding how AI will re 

shape jobs for marketing sector and the overall marketing process in the Indian context. 

 

2. Literature Review: 

a. Literature on Artificial Intelligence:  

Artificial intelligence comprises of machine learning, algorithms, deep learning, and neural networks to 

imitate the power of human intelligence. Research trends from various industries highlight the impact of 

Artificial Intelligence across diverse sectors. It has been analyzed concerning how it impacts on 

employment safety, creativity, and future prospects. AI has impacted industries in very fundamental ways 

concerning healthcare, finance, and media sectors. These effects do make AI an efficiency enabler but 

there are also issues of creative limitations and ethical concerns. 

 

b. Literature on Advertising:  

Engagement within the advertising industry is built upon creativity and the effective communication. 

Recent studies highlight that digital mediums are increasingly becoming stronger for niche group 

demographics. For instance, with technologies like programmatic advertisements, marketers are able to 

hit niche audiences. With this, there is optimization in campaign budgets as well as outputs (BCG, 2023). 
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However, in India, which has rich cultures and diversity of this nature, old school advertising with human 

creativity works more effectively because of the value held by localized, personalized messaging. 

 

c. Literature on the Impact of AI on Advertisements: 

AI technologies have revolutionized the advertising sector by introducing automation capabilities in 

content generation, campaign management, and audience targeting. Most tools used for personalization 

are IBM Watson, Google Ad Manager, and others, are providing a cost-effective reduction in operations. 

In creative spheres, AI helps automate routine tasks and provides data-based information for establishing 

accurate decision-making methods (Chan-Olmsted, 2019). Generative AI, as in ChatGPT and Claude, 

enables creating content but to a great extent still depends on the human touch that will ensure originality 

and quality (Columbia Business School, 2023). Facts also show that marketing campaigns will eventually 

become efficient, precise, and reliable through real-time personalization, segmentation, and resource usage 

by AI. According to (BCG, 2023), there is an indication of how AI strengthens client segmentation and 

real-time ad personalization for a better marketing strategy. More directly, because of its ability to process 

massive data as well as automate daily tasks, AI can be a key companion in the marketer's quest for more 

focused and efficient marketing strategies, as NASSCOM and BCG (2024) noted. Security, job safety, 

and creativity issues are some of the concerns with AI. The fear with the fast implementation of AI is that 

it will displace some jobs and forget human creativity. The Finance Ministry of India has mentioned that 

while AI can magnify productivity it threatens the job safety situation and thus needs to be balanced. 

Likewise, NASSCOM and BCG (2024) research describes how AI affects the marketing industry in a 

bittersweet way. 

AI is both a boon and bane for marketing job roles because it allows them to skill themselves and at the 

same time, is going to replace many jobs. Ethics in the marketing application of AI is also extremely 

relevant. The researchers add that AI can therefore produce incredibly optimized campaigns and even 

write content but poses ethical dilemmas and tough situations and raises practical questions especially on 

creative decision making which require an ethical framework for the use of AI in marketing without 

reducing human creativity. The Indian scenario for the marketing industry would come along with 

linguistic and cultural diversity dynamics. AI has the potential for applying studies about linguistic and 

cultural diversity in landscape. However, there are ethics issues that must also be taken into consideration. 

Using AI in Indian Advertising will surely drive growth, but in doing so responsibly to minimize the risks 

and maximize benefits. 

 

3. Methodology: 

This section outlines the methodology used in the research. This is a content analysis study covering the 

use of purposive sampling to understand the influence of AI on the Indian advertising industry by using 

qualitative research methods. It is divided into three sections; Data Collection, Data Analysis and 

Implications and Solutions. 
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3.1 Data Collection: 

 

Sampling Method- 

This research used the semi-structured interviews conducted among the professionals in the top Indian 

advertising agencies as data collection techniques. An interview format helped develop an overall scenario 

regarding industry trends, challenges, and personal thoughts about AI impact on job position and 

innovation. 

Purposive sampling of the experts and professionals in India's advertising and marketing was made, where 

it included a selection that allowed for experts or individuals knowledgeable on the specific use of AI 

within the industry; therefore, those involved have extensive experience, making them the ideal 

respondents. 

 

Sample Size and Population-  

The target population for this research was Indian professionals working in the country's advertising sector 

mainly from metro areas since AI is most widely used in that area. There were 20 professionals from the 

field who shared different insights based on their role and the experience. This sample size is considered 

adequate for a qualitative study focusing on in-depth understanding rather than broad generalization. This 

purposive sample size was designed to provide a balance between diversity of opinions and provide 

sufficient details about individual responses. 

 

Data Collection Instrument-  

Semi-structured interviews were adopted in order to gather the data because it allows flexibility in 

obtaining open-ended responses, and ensuring key issues and areas are consistently covered in all the 

interviews. Every interview conducted lasted about 30-45 minutes, and this was either face-to-face or via 

video conferencing. The topics discussed during the interviews included AI's relationship with job 

security, the creative scope of Advertising, and expanding opportunities in this field. The main questions 

were centered around revealing personal experiences, trends and patterns within the industry, as well as 

both the opportunities and challenges in integrating AI into Advertising. 

The data collected from each participant is summarized in the table below, where the participants are 

anonymized as "Respondent 1," "Respondent 2," etc., along with their general opinions on AI's influence: 

 

Respondent Position Experience (In 

Years) 

Opinion on AI in advertising 

Respondent 1 Owner 20 AI does help in improving the 

efficiency but limits the human 

ideas and spontaneity essential to 

creativity. 

Respondent 2 Marketing Manager 15 Believes that AI enhances 

campaign personalization and 

quality but raises issues about job 

displacement. 
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Respondent 3 Managing Partner 18 Views AI as a key tool for data-

driven strategies but is concerned 

about uniformity in creative 

content. 

Respondent 4 Senior Analyst 16 Finds AI beneficial for enhancing 

efficiency but mentions challenges 

in sustaining originality. 

Respondent 5 Campaign Strategist 10 Supports AI for audience targeting 

but raises ethical concerns 

regarding data privacy 

Respondent 6 Creative Director 12 Views AI as a tool for optimizing 

branding but is concerned about its 

impact on creativity. 

Respondent 7 Account Manager 8 Believes AI has significantly 

improved client segmentation, 

accounting work and targeting but 

raises ethical questions. 

Respondent 8 Media Planner 6 Finds AI useful in resource 

allocation. 

Respondent 9 Digital Strategist 10 Emphasizes that AI enables real-

time insights. 

Respondent 10 Copywriter 5 Appreciates AI’s assistance in data 

processing but feels it limits the 

input of creativity. 

Respondents 11-20 Various Roles  Diverse perspectives on AI’s 

ability to streamline work and 

concerns about impact on 

creativity and employment. 

 

Each respondent contributed valuable insights into the complex role AI plays in advertising, noting its 

strengths in efficiency and customization but also expressed concerns about its implications on creativity 

and job security. 

 

3.2 Data Analysis: 

The data was analysed through content analysis, a widely used approach in qualitative research that helps 

to identify a pattern or themes within qualitative data. Content analysis enabled the study to categorize 

responses under the relevant themes such as job security, creative innovation, and future opportunities. 

 

Job Security: A very common theme was the effect AI will have on job security. Most of the people agreed 

that AI can automate data management, campaign enhancement and content generation. This, however, 

raises a question in terms of demand for creative job roles. Many believed that with areas where AI 

succeeds at data management, it might put some kinds of roles in danger and therefore there is the need 

for programs of re-skilling. 

 

Creative Innovation: Another major theme was creativity. Here the opinions were divided. Some 

appreciated AI's help in routine jobs, freeing creative people to look at higher levels of creative work; 

others pointed out that AI's tendency to standardize and to automate sometimes results in a restriction of 

http://www.ijsrem.com/


            International Journal of Scientific Research in Engineering and Management (IJSREM) 
                     Volume: 09 Issue: 01 | Jan - 2025                              SJIF Rating: 8.448                                       ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM41227                                      |        Page 6 

 

unique, spontaneous creativity. This is perhaps particularly so in advertising, where originality and human 

touch are essential. 

 

Future Opportunities: Majority of the respondents were optimistic to see AI bring up new opportunities 

within the industry, such as freeing creative teams to do higher-order work. They pointed to the fact that 

as AI may eradicate certain jobs, perhaps some new roles will come along with intuitive creativity and 

data-driven insights. They said that they would find careers in overseeing or supervising AI-driven 

processes or strategic creative planning with AI expertise. 

 

3.3 Implications and Solutions:  

Implications- 

Employment and Skills: The conclusions drawn from this research indicated that AI may definitely assist 

in making advertisements really effective but at the same time, it will reduce the employment level of 

some jobs-that are repetitive tasks. Implication analysis suggests the need for reskilling and incessant 

upskilling in the field of advertising. The critical skills that would emerge in the future would include AI 

literacy, data analytics, and strategic overviews. This would lead to a dynamic, and a very competent 

workforce. 

Ethical and Practical Issues: Participants repeatedly stressed that bringing ethical questions regarding 

issues of data privacy, bias, and fairness through content automation and targeting is an extreme matter of 

ethics in advertising through the use of AI. The participants especially underlined that overreliance on 

purely machine-driven decisions or relying too much on AI algorithms can lead to serious issues. Findings 

state that the practices of ethical AI frameworks, responsible use of AI in advertising is needed for 

consumer-focused transparency, accountability, and trust in Indian advertising agencies. 

 

Probable Solutions- 

Maintaining Human Creativity and balance between AI: Since questions about the creative output of AI 

are hugely brought forth, it is very critical that the utilization of AI must be used in supporting human 

resources for creativity rather than replacing them. This research therefore suggests that agencies and 

organizations should apply a balanced approach whereby AI takes care of hard data application tasks while 

creative tasks are taken care of by humans. In this manner, the dual use of AI toward augmenting efficiency 

when resource needs are fulfilled by humans would help maintain the originality and sense of touch with 

which clients value their work. 

Skill Development Initiatives: This current study depicts how skill development programs can be the most 

vital initiatives to prepare the advertising workforce for an AI-driven industry. Agencies need to invest in 

the training of AI applications in sectors such as advertising, data analysis, and responsible AI application. 

It allows employees to stay relevant within the rapidly shifting industry while bridging gaps in between 

human creativity and AI-driven efficiency. 

Implementations of Ethical AI Frameworks: This research study advises the governments as well as 

various agencies to implement ethical AI frameworks. The frameworks should point out the importance 

of data privacy, transparency, and accountability. This can be helpful for advertising agencies in 
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addressing complex matters related to AI. It will ensure that AI acts as an asset for human creativity rather 

than sabotaging it. 

 

4. Findings and Conclusions: 

Findings- 

 

Job Security and Automation: The acceptance of AI in Indian advertisement industry promotes 

efficiency, though this has resulted in job insecurity as there exist jobs that are repetitive and analytical, 

considering that AI can automate both simple and complex jobs. 

 

 

Creativity and Innovation: Over the creative innovation, the personalized data-driven campaign strategy 

provided by AI tools is also susceptible to over-standardization. Many of the professionals feel that at 

times, the usage of AI in automating systems constrict the human scope for creativity because it churns 

out the same type of content that may lack in originality. But AI does encourage innovative creativeness 

since it does most of the work that relates to the data, enabling creative minds to be more conceptual. 

 

Prospects for the Future: There are a lot of opportunities in the future for human-AI strategic collaboration 

and training in AI-driven tools. According to the respondents, a new role might be needed or created in 

order to accommodate AI's assistance with human effort in campaign creation and gathering customer 

insights. 

 

Practical and Ethical Considerations: Data privacy, ethical concerns about AI decision-making, and 

potential reduction of creative contribution are all areas where responsible AI use needs to be promoted. 

 

 

Conclusion- 
 

This research has found that artificial intelligence transforms the Indian advertising industry. It brings 

more efficiency and further personalization with companies of all categories adopting and using this 

technology in increasing numbers. AI has the dual benefit of increased optimization of the process, along 

with new avenues for creative expression, automation through AI, there are also issues concerning job 

displacement and the diluting of unique human creativity. Therefore, a balanced approach is envisioned 

where AI acts as an enabler rather than a replacement for human talents, particularly in creative and 

strategic roles; based on such an understanding, this research consequently recommends frameworks that 

support ethical AI use and upskill employees for effective human-AI collaboration, hence forming a 

premise for sustainable growth within industries. With this joint model, India's advertising industry can 

benefit from the way AI works and apply its value so that job security and innovation in creativity are 

solidified as a culture. 
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