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Abstract

This research explores the impact of Al-powered advertising on the reception of digital
advertising, through a theoretical and applied framework combining semiotic analysis and
consumer behavior insights. The first chapter investigates the concept and evolution of digital
advertising and the integration of artificial intelligence into its practices. The second chapter
analyzes how Al shapes the semiotics and structure of digital ads and influences consumer
interaction and perception. The third chapter presents a comparative case study between an Al-
generated and a traditional advertisement for the product Hamoud Boualem, supported by a
field survey on audience responses. The study concludes that while Al-enhanced advertising
improves engagement by aligning with user preferences, it may also reduce critical thinking
and raise concerns about data privacy

- Keywords: Smart Advertising, Artificial Intelligence (Al), Visual Reception, Digital
Semiotics



