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Abstract: This study analyses how advertising professionals perceive the impact of artificial
intelligence (AI) on creative processes. Using a questionnaire distributed to experienced agency
professionals, quantitative data were collected on the impact of Al within the sector. The results
reveal an ambivalent attitude. A total of 54.3% of respondents use Al frequently in their work,
particularly graphic designers (85%). It is mainly employed to generate ideas, develop concepts,
analyse data, and produce images or texts. Moreover, 73.9% support its ethical integration into
university education, fostering critical thinking, creativity, and problem-solving skills. In conclusion,
Al is perceived as a useful but not substitute tool, and creatives reaffirm the irreplaceable role of
human imagination in an increasingly automated context.

Keywords: Advertising; Artificial Intelligence; Advertising Creativity; Advertising Agencies; Higher
Education.

Resumen: Este estudio analiza cdmo perciben los publicistas el impacto de la inteligencia artificial
(IA) en los procesos creativos. A través de un cuestionario distribuido a profesionales con
experiencia en agencias, se recopilaron datos cuantitativos sobre el impacto de la IA en el sector.
Los resultados revelan una actitud ambivalente. El 54,3 % de los encuestados utiliza la IA con
bastante o mucha frecuencia en su trabajo, especialmente los disefiadores graficos (85 %). Se esta
utilizando para generar ideas, desarrollar conceptos, analizar datos o generar imagenes o textos. El
73,9 % se muestra partidario de integrarla en las ensefianzas universitarias de manera ética,
potenciando el pensamiento critico, la creatividad o la resoluciéon de problemas. En conclusion, la IA
se percibe como una herramienta Util, pero no sustitutiva, y los creativos reivindican el papel
insustituible de la imaginacion humana en un contexto cada vez mas automatizado.

Palabras clave: publicidad; inteligencia artificial; creatividad publicitaria; agencias de publicidad;
formacion universitaria.
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1. Introduction

Artificial intelligence (hereafter Al) is the most astonishing innovation in to-
day’s knowledge society (Mena-Guacas et al, 2024). In fact, many experts
compare its emergence with the impact that the birth of the Internet generat-
ed at the time (Trujillo-Chuquihuaccha & Subia-Diaz, 2023). Generative tools,
which began to gain widespread popularity in 2022, have rapidly expanded,
unchecked, transforming a broad range of knowledge domains and disciplines
(Henrik Gruenhagen, 2024).

ChatGPT, Copilot and Gemini are already essential tools for millions of
users worldwide (Hochmair et al, 2024). The services offered by these com-
panies have been incorporated into the professional routines of hundreds of
people. A significant portion of these individuals would now find it almost
unthinkable to work and learn without the assistance of Al (Fraile-Narvaez,
2024). Years ago, Castells (2006) announced that the digital revolution would
give rise to a new type of society, which would substantially modify the condi-
tions in which work was carried out and knowledge generated. The expansion
of the Internet has significantly contributed to the fulfilment of this premise.

With the arrival of Al, a new chapter has begun in the information socie-
ty, in which automation, large-scale data analysis and algorithm-driven con-
tent generation are redefining not only productive processes, but also the way
people access, share and validate knowledge (Oliver, 2021).

As various authors point out (Ufarte-Ruiz et al, 2021; Martinez-
Martinez et al, 2022; Calvo-Rubio & Rojas-Torrijos, 2024), Al is profoundly
transforming the job market in multiple sectors. In fields such as journalism,
marketing, and advertising, numerous innovations are emerging, ranging from
content automation to message personalisation (Ferruz-Gonzalez et al, 2023;
GOémez-Calder6n & Ceballos, 2024; Asenjo-McCabe & del Pino-Romero, 2024).

In the field of advertising, it is essential to reflect on both the positive
and negative implications of Al (Asenjo-McCabe & del Pino-Romero, 2024).
Creativity has always been considered one of the most important assets in
advertising (Ledn-Saez de Ybarra, 2022). The quality of the work produced by
agencies has often been measured by the professionals' ability in this field to
develop original ideas with the capacity to solve communication problems
(Rosengren et al,, 2020). In fact, creative ability has traditionally been one of
the most sought-after requirements among professional profiles in the adver-
tising industry (Perlado Lamo de Espinosa & Rubio-Romero, 2017; Sanz-
Marcos et al, 2021).
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Advertising, in its various forms, is constantly present in our daily lives
(Donstrup & Garcia-Estévez, 2025). The saturation of advertising has com-
pelled marketers to devise original strategies that effectively capture audience
attention, particularly in the Web 2.0 era, where screens are omnipresent.
This is by no means a straightforward task, as there are so many brands con-
stantly vying to hold space in the consumer's mind (Priego-Reyes et al, 2021;
Shen et al, 2021).

In a context where Al facilitates not only content creation, but also the
adoption of advertising ideas, it is worth asking to what extent this technology
limits the creative potential of advertising agencies or whether it is a tool that
substantially enhances the creativity of these professionals.

Based on all of the above, the purpose of this research is to analyse the
perception held by a group of advertisers with proven industry experience, to
investigate the potential impact of Al on this sector. This article, therefore,
considers the following research questions, which will be answered during the
course of the study: Does Al pose a threat to creativity in advertising? Is Al
being implemented in the advertising ecosystem?

The study’s conclusions are considered from a broad, cross-sectional
perspective. As mentioned previously, creativity as a skill is closely linked to
the advertising industry. However, it is also key in other sectors such as archi-
tecture, medicine and economics. Ultimately, it is a capacity inherent to human
beings that enables them to seek solutions to various problems, not only from
a purely communicative perspective. Therefore, exploring the effects that the
emergence of Al is having on creative thinking may be of interest to other pro-
fessional groups.

Despite the growing scientific interest in Al within the advertising field,
most recent studies have focused on its technological application or its influ-
ence on campaign effectiveness (Vakratsas & Wang, 2020; Arora, 2024). How-
ever, there remains a gap in the literature regarding how agency profession-
als—those who integrate these tools into their daily creative processes—
perceive its impact. This study helps to bridge that gap by providing an empir-
ical approach from the perspective of advertising creatives.

Similarly, the study is also of interest from an educational perspective,
as fostering the creativity of younger people has traditionally been one of the
global goals pursued by conventional education systems. The practices result-
ing from the study may possibly have a certain impact on other degrees and
study programmes.
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For all the above reasons, exploring the transformations taking place in
the advertising sector is a relevant objective, as it may enable both advertising
professionals and other groups (such as educators and human resources man-
agers) to understand the changes being implemented within these companies.

1.1. AI and creativity: key concepts

Al is a branch of computer science with the ability to perform tasks that in-
volve a certain level of reasoning. Until a few years ago, this way of processing
information was an exclusive attribute of the human mind. Currently, this
technology enables a machine, through complex algorithms, to reason and
create content marked by a strong creative component (Sattele et al, 2023;
Rodriguez Gutiérrez, 2024). In the legislative resolution of the European Par-
liament, dated 13 March 2024, Al is defined as follows:

Al system means a machine-based system that is designed to operate
with varying levels of autonomy and that may exhibit adaptiveness after
deployment, and that, for explicit or implicit objectives, infers, from the
input it receives, how to generate outputs such as predictions, content,
recommendations, or decisions that can influence physical or virtual envi-
ronments.

Creativity in the Al paradigm is conditioned by the available infor-
mation, mathematical patterns and statistics. Furthermore, the prompts pro-
vided by users themselves also come into play, significantly limiting its scope
(Fernandez-Rincén, 2023).

Human creativity, on the other hand, is based on emotions, imagination,
intuition, or the subjective experience of individuals (Lubart, 2001; Catmull,
2024). Creativity is an inherent ability of all individuals that enables them to
generate new and original ideas, solutions, or products. This ability can be
enhanced through appropriate stimuli. It is expressed through aptitudes such
as fluency, flexibility, originality, and divergent thinking, and translates into
creative behaviours such as invention, composition, planning, and organisa-
tion (Guilford, 1986; Amabile, 1996).

2. Objectives

The main objective of this research is to examine how advertising profession-
als perceive the impact of Al on the creative processes within agencies, in or-
der to understand how this technology is transforming creative practice and
thinking in the sector. This article also pursues the following secondary objec-

tives:
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- determining the role of Al in the creative processes of agencies.

- Ascertaining whether generative tools are perceived as a threat or an
opportunity for advertising creativity.

- Establishing the practices that advertising faculties and schools should
adopt to preserve and strengthen creativity.

3. Methodology

3.1. Nature of the study

The study adopts a descriptive approach (Hernandez-Sampieri, 2018), as it
seeks to understand and reflect on the potential impact of Al on advertising
creativity.

3.2. Research technique

The perspective adopted is quantitative, as the focus is on analysing and quan-
tifying the opinions of different advertisers on the subject in question. Bryman
(2016) points out that this research technique is based on the objective meas-
urement of data, using surveys or structured experiments to obtain general-
isable results. In this case, the aim is to provide a foundation for assessing the
expectations, reflections and concerns of a group of industry professionals.

3.3. Measurement instruments

The research was conducted using a self-designed questionnaire, which is
structured into four main sections (see Table 1). The first section focuses on
the participants’ profiles. The second explores the use of Al in creative pro-
cesses. The third comprises various questions aimed at understanding
whether Al represents a threat or an opportunity within the sector. Finally,
the fourth section examines the role Al should play in advertising faculties and
schools. Regarding the questions, there are single-answer, multiple-answer,
closed (evaluated with a Likert scale from 1 to 5), and open-ended questions.

Table 1. Questionnaire. Perception of Al in advertising creativity

Section 1. Profile of participants
- 18-24

- 25-34

- 35-44

- 45-54

- 55-64

- 65 or older

What is your age range?
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Which gender do you identify with?

- Female
- Male
- Non-binary

How many years of experience do
you have in the advertising industry?

- Less than 1 year
- Less than 3 years
- Less than 5 years
- 5-10 years

- Over 10 years
Single response

What is your main role within the
advertising agency?

- Creative director

- Art director

- Advertising copywriter
- Graphic designer

- Strategic planning

- Accounts

- Other (specify)

Single response

What type of agency do you work for?

- Multinational agency
- National agency

- Freelance

- Internal department
Single response

Are you currently working?

- Yes
- No
Single response

Section 2. Use of Al in creative processes

How often do you use AI in your
work?

- Never

- Rarely

- Sometimes

- Often

- Very often
Single response

Which Al tools have you used in your
creative process?

- Adobe Firefly

- ChatGPT

- Midjourney

- DALL-E

- Copilot

- Gemini

- Stable Diffusion
- Runway ML

- Leonardo.Ai

- Firefly Adobe

- Deep Dream Generator
- Jasper Al

- Other (specify)
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- None
Multiple response options

In what aspects is it most useful?

- Idea generation

- Writing and copywriting

- Creation of images and graphics

- Editing and optimisation of content
- Audiovisual production

- Targeted advertising

- Trend analysis and data

- Creation of music and sound effects
- Other (specify)

- None

Multiple response options

Does AI improve the efficiency of the
creative process?

- Never

- Rarely

- Sometimes

- Often

- Very often
Single response

Has AI changed the way you work in
advertising?

- Not at all

- A little

- Somewhat

- Quite a bit

- A lot

Single response

Section 3. Perception of Al as a threat or opportunity

Does Al pose a threat to creativity?

- Not at all

- A little

- Somewhat

- Quite a bit

- A lot

Single response

Justify your answer

- Free text

How do you think the relationship
between AI and advertising creativity
will evolve over the next 5 years?

- Al will dominate much of the creative pro-
cess, so human creativity will have a second-
ary role.

- AI will be just another tool within the crea-
tive process, so human creativity will contin-
ue to be key.

Single response

Section 4. Training in creativity and Al in communication faculties

Should AI be part of the curriculum in
advertising degrees?

- Not at all

- A little

- Somewhat
- Quite a bit
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- Alot

Single response

- Not at all

- A little

- Somewhat

- Quite a bit

- Alot

- Critical thinking

- Problem-solving

- Storytelling and narrative development.
- Creation of original concepts
- Preparation of presentations
- Communication skills

- Ethics and responsibility
Multiple response options

Does Al harm students' creative abil-
ity?

Which skills should be prioritised in
the training of future creatives in the
age of AI?

Source: Authors’ own.

3.4. Validation process

The questionnaire was evaluated by four university academics from four diffe-
rent institutions: Centro Universitario San Isidoro, Universidad de Sevilla,
Universidad de Valladolid and Universidad Rey Juan Carlos. The reviewers—
three of whom are Associate Professors—all hold PhDs in Communication and
degrees in Advertising and Public Relations. Furthermore, they have signifi-
cant professional experience in the advertising industry.

Currently, they teach on official programmes related to digital commu-
nication and advertising. Their areas of teaching and research expertise are:

- Strategic Communication, Creative and Art Direction, Advertising Cop-
ywriting, and Media Planning.

- Audiovisual Communication and Advertising.

- Strategic Advertising Planning.

- Strategic Communication and Public Relations

Accordingly, they were deemed well-qualified to critically review the
questionnaire.

As for their comments, the participants received a validation form di-
vided into three sections: a) participant data, b) instrument evaluation, and c)
additional suggestions. 100% of those asked consider, with the combination of
options 4 (good) and 5 (excellent), that the questionnaire questions are clear
and relevant to measure the impact of Al on advertising creativity. Next, 50%
believe that the questionnaire covers all the important aspects of the impact of
Al on advertising creativity, while 25% consider it good and 25% acceptable.
One of the comments made suggested that the response format for the ques-
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tion ‘In which aspects is it most useful?’ be revised to capture a wider range of
nuances. 75% rate the instructions as excellent and 25% as good.

Finally, one of the reviewers suggested the inclusion of the question 'Are
you currently working?' (which was not originally included) and rewording
the question 'How often do you use Al in your work?'. The rest of the com-
ments made were positive.

3.5. Participant selection and profile
The participants in the study are seasoned, experienced industry professionals
in advertising, both men and women. Within advertising agencies, they have
held various positions related to advertising activities. These profiles were
primarily selected through the professional network LinkedIn, allowing us to
ascertain the career paths of specific users. Forms were also sent to different
individuals via email, as they are close contacts of the authors of the study.
The need to know the opinions of users with specific experience within

a particular sector justifies the adoption of an intentional or theoretical sam-
ple. Following Glaser & Strauss (1967), in these studies, researchers select the
units of analysis according to the research objectives. As a requirement, the
form was shared with individuals who have work experience in the advertis-
ing industry. Additionally, the survey was shared in the following LinkedIn
communities:

- “Innovation + Content: The Future of Advertising, Media and Enter-

tainment”

- "Creativity and Artificial Intelligence"

- “Corporate Communication, Reputation, Marketing and Branding”

- "Creativity and Branded Content"

3.6. Critical assessment of the sample

A total of 142 people participated voluntarily. As previously noted, the need to
contact industry professionals meeting specific criteria—based on education,
professional experience, and knowledge of Al and advertising—Ilimits the
scope of the sample.

According to Rodriguez-Dorta and Borges (2016), theoretical saturation
was achieved, as reflected in the results obtained from the analysis. The find-
ings show that, from the first 30 responses collected, variations were minimal,
ranging between 1% and 3%. Therefore, the sample is considered adequate to
meet the objectives of the study.
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3.7. Data analysis

The data extracted from the questionnaire were exported to a database, mak-
ing it possible to observe, analyse and represent the observed reality in quan-
titative terms.

3.8. Timescale

The study began in early March 2025. Sections such as the introduction, objec-
tives and methodology were developed at the beginning of March. The field-
work, as well as the analysis of results and the subsequent conclusions of the
study, were completed during the months of April and May.

4. Results
Data analysis of the information gathered during the research yielded the re-
sults presented in the following sections.

4.1. Sociodemographic variables

The percentage of female and male participants in the survey were 54.9% and
44 4%, respectively. The majority (40.1%) were aged between 25 and 34. Just
under half (19.7%) were between 18 and 24 years old. A roughly similar fig-
ure (19%) was found for those aged 35 to 44. Participation was lowest among
the 45-54 (16.2%) and 55-64 (4.9%) age groups.

Regarding experience, 29.1% had worked in the advertising industry for
more than 10 years. 21.3% had less than five years’ experience in the industry,
19.9% had between 5 and 10 years, 20.6% less than three years, and 9.2% less
than one year. The respondents held different positions related to advertising.
24.9% were graphic designers, 19.3% were creative directors, 17.6% art di-
rectors, 16.3% planners, 9.9% copywriters and advertisers, and 7.8% account
managers.

To a lesser extent, there were also other advertising-related roles such
as community manager (2%), content manager (1%) and marketing manager
(1%). 37.9% worked in a national agency, 18.7% were freelance, 17.7%
worked in the advertising department of a company, and 23.5% in a multina-
tional corporation. 94.3% were professionally active, compared to 5.7% who
were not active at that time.
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4.2, Implementation of AI in advertising agencies
Figure 1 shows different interesting results regarding the frequency of use of
Al in advertising activity:

Figure 1. Frequency of use of artificial intelligence in advertising agencies

28,30%

28,20%

26,10%

1 Never 2 Rarely m3Sometimes m4Often =5 Very often

Source: Authors’ own.

The data obtained suggest that Al is being implemented in the advertis-
ing ecosystem. A total of 54.3% respondents use Al in their work (combining
the ‘often’ and ‘very often’ categories), with 28.2% using it ‘very often’ and
26.1% ‘often.” An equal proportion (26.1%) use it ‘sometimes,” while 9.8% use
it ‘rarely’ and only 5.4% ‘never’.

Younger advertisers are those who use Al most frequently, as shown in
Figure 2. Higher levels of usage are noted in the following age brackets: 18-24
(83.3%), 25-34 (64.8%), and 35-44 (52.63%). People aged 45-54 use it less
(30%), and those over 55 do not use it. These percentages are the result of
adding together options 4 'often’ and 5 'very often' from the questionnaire.
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Figure 2. Use of AI by age among advertising agency professionals

83,30%
64,80%
52,63%
I 30%
18-24 25-34 35-44 45-54

Source: Authors’ own.

In line with this, the agency roles that use Al most regularly are graphic
designers (85%), planners (84%) and copywriters (67%). In contrast, art
directors (43%) and creative directors (28%) use it less, while account man-
agers almost never use Al.

As shown in Figure 3, the most commonly used generative Al tools are:
ChatGPT (88%), Adobe Firefly (35.9%), Midjourney (29.6%), DALL-E (25.4%),
Gemini (26.8%), Copilot (20.4%) and Leonardo.Ai (9.2%), Runway ML
(7.10%). It is worth noting that some participants selected the option ‘None’
(10.2%).
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Figure 3. Main artificial intelligence tools used by professionals in the advertising sector

ChatGPT r 88,00%
Adobe Firefly 35,90%

Midjourney 29,60%
Gemini 26,80%
DALL-E 25,40%
Copilot 20,40%
Leonardo.Ai 9,90%
Runway ML 7,70%
Stable Diffusion 2,80%
Jasper Al 1%
Deep Dream Generator I 1%
Ninguna == 8,50%

Source: Authors’ own.

Table 2 shows the relative data on the uses that agencies make of artifi-
cial intelligence.

Table 2. Functions of artificial intelligence in advertising agencies according to level of use

. Not . Some Quite a

Functions at all A little what bit A lot
Generation of initial ideas 12% 17% 24% 22% 24%
Writing and copywriting 10% 13% 28% 26% 23%
Creation of images and graphics 19% 16% 29% 27% 9%
tE:rI:cmg and optimisation of con- 21% 15% 349% 20% 10%
Audiovisual production 42% 20% 23% 11% 4%
Targeted advertising 41% 20% 23% 10% 5%
Trend and data analysis 12% 13% 23% 26% 25%
Creation of music and sound 20% 239% 17% 16% 3%
effects

Source: Authors’ own.

According to the data presented, the use of Al in advertising agencies varies
depending on the role performed. It is used frequently in the generation of
initial ideas, with 46% using it Quite a bit (22%) and A lot (24%). 24% use it
‘Somewhat,” while 17% use it ‘A little’ and 12% ‘Not at all’. In advertising cop-
ywriting, it is used slightly more frequently (49%), combining the responses
for ‘Quite a bit’ and ‘A lot". 28% use it 'Somewhat’, 13% ‘A little’, and 10% 'Not

atall".
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Al is also regularly used for data and trend analysis. 25% use it ‘A lot’
(25%), 26% ‘Quite a bit’, 23% 'Somewhat', 13% 'A little', and 12% 'Not at all'.
It is used less frequently for tasks such as image and graphics creation (36%),
content editing (30%), music and sound creation (19%), targeted advertising
(15%), and audiovisual production (15%), taking 'Quite a bit' and ‘A lot’ as the
reference values.

On the other hand, 62% consider that Al improves the efficiency of the
creative process, with the combination of the options 'Quite a bit' (36.6%) and
‘A lot’ (25.4%). 26.8% use it 'Somewhat', 7% 'A little', and 4.2% 'Not at all'.
Next, 20.04% believe that Al has changed the way they work 'A lot' and 33.8%
'Quite a bit". 18.3% use it 'Somewhat', 12.7% 'A little', and 14.8% 'Not at all'.
The professional roles that have been most influenced by the emergence of Al
are: copywriters (83.3%), followed by planners (71.4%), art directors
(71.4%), graphic designers (69.2%), and creative directors (38.8%). Account
managers do not appear to be using it at all. As previously, the data presented
below combine the options 4 'Quite a bit' and 5 'A lot'.

Additionally, 55.6% of the participants acknowledged that the arrival of
Al in their respective agencies has not only changed their way of working but
has also transformed the work dynamics of their agencies. 26.8% take a more
neutral position, 9.9% indicate that it has changed 'A little," and 7.7% 'Not at
all.’

4.3. Perception of AI as a threat or opportunity
This section of the questionnaire begins with the question '‘Does Al pose a
threat to creativity?', which yielded the results shown in Figure 2:

Figure 4. Professionals’ perception of the impact of artificial intelligence on advertising
creativity

Never 0
Rarely
Sometimes
Often

Very often

0,00% 5,00% 10,00%  15,00% 20,00%  25,00% 30,00% 35,00%

Source: Authors’ own.
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This graph shows a certain equality between the different positions detected.
Firstly, by adding together the responses 1 'Not at all' and 2 'A little', we see
that 41.6% do not believe that Al poses a serious threat to creativity. Secondly,
24.6% of the respondents took a neutral stance. In third and last place, the
combination of 'Quite a bit' and 'A lot' concludes that 33.8% see the develop-

ment of Al as a threat.

Given the complexity of the issue raised, a deeper analysis was required.
Therefore, participants were asked to justify their response. Table 3 shows
and classifies different opinions:

Table 3. Analysis of AI as threat or opportunity

Categories

Al is a tool that enhances
creativity

Description

streamlines processes, inspires
ideas and enhances creative per-
formance.

Number of
comments

17

It depends on the use

It is not a threat in itself, but it can
be if it is used indiscriminately, if it
completely replaces professionals or
if it is overused.

15

Excessive dependence

There is a warning about the risk of
losing human creative skills due to
overuse of Al, which can affect the
quality and originality of creative
work.

11

It does not replace human
creativity

Despite its capabilities, AI lacks
sensitivity, intuition, emotional
context and genuine creativity that
only human beings can provide.

13

Economic and job impact

There is a risk identified in the po-
tential reduction in demand for
human creative services, especially
from clients who do not value crea-
tivity.

Opportunity for professional
growth

Al is seen as an opportunity for
creatives to reinvent themselves,
train, and expand their capabilities
within the new digital context.

Source: Authors’ own.

The perception of these professionals regarding the impact of creativity in the

advertising industry varies.
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In general, the prevailing view is that Al is a tool that enhances human
creativity, capable of streamlining processes, providing inspiration and im-
proving efficiency. However, many agree that its impact depends on the use
made of it. [t can either enrich or impoverish creative work depending on its
application.

In this sense, some professionals warn that this could lead to an exces-
sive dependence that limits the creative process, constricting human capacity
to develop their own ideas. However, many believe that Al does not replace
creativity, as it lacks emotions and does not understand the cultural and eco-
nomic context of the advertiser. Other participants understand that there is a
partial threat. Some advertisers might opt for more cost-effective Al-
generated solutions, thus reducing the demand for advertising services.

Finally, some respondents have a positive view of the emergence of Al,
seeing it as an opportunity for professional growth. An interesting finding
emerges when comparing the responses between advertisers who use Al fre-
quently and those who perceive it as a threat. In these cases, users who use it
'Alittle’ (43%) and 'Not at all' (29%) are precisely those who identify a poten-
tial threat, with responses of 'Quite a bit' (39%) and 'A lot' (38%). On the con-
trary, those who use it 'Quite a bit' (61%) and 'A lot' (63%) believe that there
is no risk (57% None) or consider the impact to be minimal (71% Little).

To conclude this section of the questionnaire, respondents were asked
about their beliefs regarding the evolution of the relationship between Al and
advertising creativity in the next 5 years. The predominant stance (79.6%) is
that Al offers key tools in the creative process, ensuring that human creativity
will not be displaced. In contrast, 20.4% believe that Al will go further, taking
over most of the creative process and thereby diminishing the role of human
creativity in advertising.

4.4.Training in creativity and Al

The final section of the questionnaire consisted of a series of questions de-
signed to gauge participants’ views on how advertising faculties and schools
should prepare future professionals for the age of Al

The majority stated that Al should be integrated into these programmes.
Half of the respondents (50%) selected “A lot”, and 23.9% chose “Quite a lot”.
A further 15.5% opted for a middle-ground response, while only 2.8% select-
ed “Alittle” and 7.7% “Not at all”. Age had a slight influence on these respons-
es. Younger respondents were clearly in favour of Al integration, whereas
older participants expressed a more moderate stance.
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Despite these findings, there remains a widespread concern that Al
could potentially diminish students’ creative capacities. In fact, 57.1% agree
with this statement. 21.1% chose option 3 'Somewhat'. Only 21.9% believe
that this will affect them 'Little' or 'Not at all'".

Respondents emphasised that, in the age of Al, it is essential to foster ac-
tivities that build the following skills: critical thinking (85.2%), narrative de-
velopment (69.7%), problem-solving (68.3%), the creation of original con-
cepts (62.2%), communication skills (62%), ethics and responsibility (54%)
and presentation development (29.6%).

5. Discussion

The data collected in this research raise certain points for discussion about the
impact of Al in advertising, particularly in the creative capacity of agencies. Al
is being implemented in the advertising ecosystem. 54.3% of the agency roles
use it 'Quite a bit' and 'A lot'. And 24.6% ‘Somewhat’. The study conducted by
Forrester (Baar, June 24, 2024) shows that advertising agencies in the United
States are following a similar trend. 61% are using generative tools, while
30% are exploring their functions and applications in the sector. Similarly, a
study conducted by Adobe (Offerman, 2023), in which 1000 American crea-
tives were interviewed, announced that only 19% claimed not to use Al in
their work.

This research also includes the most widely used tools in the sector -
ChatGPT (48%), Midjourney (25%), DALL-E (34%) and RunwayML (30%)-
coinciding with those used most by the participants in this study: ChatGPT
(88%), Midjourney (29.6%), DALL-E (25.4%) and Runway ML (7.10%).

In Spanish society, there is a gap related to the beneficial use that people
make of digital technologies based on their age (Instituto Nacional de Es-
tadistica, 2024).

In this regard, the data obtained in the study shown younger people are
more likely to use Al (18-24, 83.3%; 25-34, 64.8%; and 35-44, 52.63%). In
contrast, people aged 45-54 use it somewhat less (30%), and those over 55 do
not use it. By definition, the digital divide makes people less competitive (Ges-
to-Rodriguez, 2024). Some participants share the idea that Al is a source of
innovation and new opportunities, improving digital skills. This approach is
consistent with the work of Lozano Gonzalez and Rodriguez Garcia (2024).

Advertising is constantly evolving. This means, among other things, that
in terms of professional profiles and roles within advertising, people with ad-
vanced knowledge of the latest trends have traditionally been sought after
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(Sanz-Marcos et al. 2021). Since the data obtained shows that many agencies
have implemented Al, it is logical to assume that the use of generative tools
will be added to the necessary requirements for working in advertising. Espe-
cially considering that 62% of the collaborators understand that Al is improv-
ing the efficiency of the creative process, which coincides with the conclusions
published by Yongqi (2022) and Arbaiza et al. (2024).

Furthermore, the data show that the most creative profiles have incor-
porated Al most frequently, including copywriters (83.3%), planners (71.4%),
art directors (71.4%) and graphic designers (69.2%). This pattern is con-
sistent, as Al has demonstrated its ability to create images, generate ideas or
write texts (Cui, Liu & Yuan, 2025).

There are different perspectives on the impact of Al on advertising crea-
tivity. Some respondents believe that it is a tool that enhances creativity. On
the other hand, others view it as a threat to human creative capacity. Especial-
ly when used excessively. Regarding this situation, the article developed by
Doshi & Hauser (2024) offers an interesting perspective, as it considers that Al
can enhance individual creative ability. However, collectively, the scope is
limited and the content is less innovative.

In a way, we could understand that this conclusion is consistent with
this study, since 79.6% of the participants believe that human creativity will
continue to play a significant role in creative processes, even if it is as a com-
plement.

Finally, 73.9% believe that Al should be included in the curriculum of
degrees and study programmes related to advertising. At the same time, they
feel that Al can harm students' creative ability if not implemented properly.
According to Gasevic et. al. (2024), this dynamic poses both opportunities and
challenges, in which the educational environment must ensure the effective,
ethical and professional integration of Al to enhance learning.

6. Conclusions
The study offers an in-depth insight into how advertising professionals per-
ceive Al's impact on agencies’ creative capacity, addressing the following
questions: Is Al being implemented in the advertising ecosystem? Does Al
pose a threat to creativity in advertising?

The data obtained show that Al has become integrated into the work
dynamics of agencies. Generative tools are frequently used in the professional
practices of graphic designers (85%), planners (84%), advertising copywrit-
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ers (67%), art directors (43%) and creatives (28%). Only account managers
claimed not to use it.

The implementation of Al in advertising agencies is regarded as a prac-
tice that improves the efficiency of the creative process, according to 62% of
the participants. ChatGPT (88%), Adobe Firefly (35.9%), Midjourney (29.6%),
DALL-E (25.4%) and Gemini (26.8%) are among the most widely used plat-
forms in the advertising ecosystem. Idea generation, writing, creating images
and graphics, as well as data analysis, are the most requested functions.
Therefore, there is no doubt that Al is being implemented in advertising agen-
cies, although its level of application depends, broadly speaking, on the posi-
tion held.

Furthermore, there are two divergent views on the impact of Al on ad-
vertising creativity. On one hand, 41.6% believe it does not pose a threat,
compared to 33.8% who believe the exact opposite. These participants under-
stand that the deterioration of creative ability occurs primarily when there is
excessive dependence and its implementation is not carried out properly.

According to Doshi & Hauser (2024), Al enhances the creative ability of
individual users, but worsens outcomes collectively. This means, among other
aspects, that in the age of Al, efforts must be made to strengthen advertising
creativity. Therefore, the debate surrounding the implementation of Al in uni-
versity education is relevant and requires a comprehensive analysis. 73.9%
argue that it should be integrated into advertising-related education. Howev-
er, the way to do this is not simple, as there is a risk of harming the students'
learning process, according to 56.8% of the respondents.

In the age of Al, enhancing critical thinking, problem-solving, narrative
development, creation of original concepts, communication skills, and ethical
and responsible work is key to effectively harnessing Al, safeguarding human
creativity, and fostering creative thinking that allows both agencies and adver-
tisers to stand out against the fierce competition.

6.1. Limitations and future lines of study

The study itself has two limitations. Firstly, the sample consists of 142 partici-
pants. Obtaining these answers has been a somewhat arduous task, as it in-
volves obtaining information from people with whom there is no personal
relationship. Furthermore, the fact of selecting and identifying specific pro-
files, seasoned industry professionals in advertising, made it difficult to cast a
wider net when compiling our sample.
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Secondly, Al is advancing in leaps and bounds. Therefore, new features
or tools may emerge over the coming months, making even further modifica-
tions to the creative processes. For this reason, in future studies it would be
pertinent to continue examining the opinions of industry professionals in or-
der to understand how the integration of Al in creative processes is evolving
and to identify possible changes in perceptions of its ethical, educational, and
professional impact.

Similarly, it would also be interesting to investigate how advertising
faculties and schools are reacting in the age of Al to protect the creativity of
students and adapt to the new technological context.
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