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Abstract 

The focus of this research is to evaluate the effectiveness of AI-related advertising campaigns, 
particularly in reaching their intended audiences, such as individuals with a declared interest in AI. This 
study addresses the under-explored area of how effectively these campaigns target and engage their 
intended demographic groups, revealing gaps and opportunities in current advertising strategies. A 

dataset of 5,528 AI-related advertisements was analyzed with the purpose of examining targeting 
precision, demographic distribution, and geographical variations. The analysis aimed to identify 

discrepancies in ad reach and effectiveness across different audience segments and regions. The findings 
show a significant discrepancy between overall ad volume and targeted reach, with only 12.6% of ads 
directly targeting individuals interested in AI. Our findings reveal a distinct demographic skew in AI ad 
exposure, favoring males and the 25-34 age group. This gender disparity is particularly pronounced 

when targeting AI enthusiasts, raising concerns about potential bias in ad delivery. Significant 
geographical variations in ad performance were also identified, underscoring the importance of regional 
context in advertising strategies. The implications of these findings for advertisers are clear: more 
precise targeting is needed to engage AI-interested audiences effectively, algorithmic biases must be 
addressed to ensure equitable ad delivery, and contextual factors should be considered to optimize 
campaign strategies. 
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