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In the modern digital marketing landscape, Facebook
remains one of the dominant platforms that provides brands
with access to a wvast audience of over 3 billion monthly
active users. The platform has become the cornerstone of
marketing strategies worldwide. The rapid development of
digital marketing and the integration of emerging
technologies such as Artificial Intelligence (AI) and
automation make this field constantly evolving and relevant
for research. Content management, user engagement, and
community building are critical for brands seeking success in
the digital environment.

Artificial Intelligence (AI) and Machine Learning (ML)
are technologies used in digital marketing to process large
volumes of data, identify patterns, and make predictions. ML
algorithms are invaluable for marketing because of their
ability to detect patterns that are imperceptible to human
analysts. This plays a crucial role in understanding consumer
behavior and predicting future trends [3].

AT applications initially began with the automation of
simple tasks such as bid management in pay-per-click (PPC)
campaigns. These early applications allowed marketers to
automate repetitive and time-consuming tasks, thereby
improving efficiency. However, with the advancement of data
analytics and machine learning, AI now performs more complex
operations such as audience segmentation, creative
optimization, and ©predictive modeling. This evolution
demonstrates a shift in marketing strategies from manually
controlled, rule-based approaches to real-time, data-driven,
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self-regulating, and predictive systems. This change
redirects marketers’ roles from tactical execution to
strategic oversight and ethical governance of AI systems. It
also establishes the foundation for AI’s potential to
significantly enhance advertising effectiveness and
personalization while simultaneously introducing more complex
challenges and ethical dilemmas [5].

ATl analyzes extensive user data to create comprehensive
consumer profiles. This enables advertisers to deliver ads to
potential customers who are interested in specific products
or services, thereby increasing engagement and conversion
rates. AI can identify specific audience segments based on
refined criteria such as purchasing behavior or content
engagement levels. Such precise segmentation helps marketers
understand their target audiences more deeply and deliver
more relevant messages.

Programmatic advertising is one of the key advancements
enabled by AI, allowing the automated buying and selling of
digital ads through real-time auctions. This automation
optimizes ad delivery, ensuring that ads reach the right
audience at the right moments. Facebook’s targeting
capabilities encompass demographic data (age, gender,
location, education, financial status, life events, parental
status, occupation), interests (hobbies, entertainment,
business), and behaviors (travel habits, device type). The
platform also allows for the creation of custom and lookalike
audiences, enabling marketers to discover new users similar
to their existing customer base or retarget those who have
previously interacted with the brand [7].

Automatic placements ensure that advertisers’ ads appear
in the most suitable locations across the Meta ecosystem
(Facebook, 1Instagram, Messenger, Audience Network). This
helps reach a broader audience and improves performance over
time, as the system optimizes based on user behavior and
content relevance. Automatic placements are particularly
beneficial for large-scale campaigns, as they maximize reach
without the need for manual adjustments. However, they also
have drawbacks, such as reduced control, potential mismatch
with brand image, and possibly increased advertising costs.
This can lead to placements that are less relevant or generate
fewer conversions. Therefore, marketers must balance between
leveraging AI’s optimization benefits and maintaining manual
control. This highlights the need for continuous monitoring
and a deep understanding of AI decision-making processes [1].

This work is distributed under the terms of the Creative 3 3
Commons Attribution-ShareAlike 4.0 International License
(https.//creativecommons.org/licenses/by—sa/4.0/).



Proceedings of the 7th International
Scientific and Practical Conference
«Modern Directions and Movements NO

in Science» 285

(March 6-8, 2026).
Luxembourg, Grand Duchy of Luxembourg |NTeRCON|=

SoenTIF PubLiHNG CenTe

MARKETING, ADVERTISING AND PR

Meta Advantage catalog ads (formerly known as Facebook
Dynamic Ads) enable businesses to automatically promote their
entire product catalog. These ads are personalized for each
user, utilizing machine learning algorithms to generate
thousands of tailored advertisements. This approach
simplifies the ad creation process and ensures high engagement
and conversion rates through personalized recommendations.

Campaign Budget Optimization (CBO) is a strategy in which
Meta’s internal algorithms automatically distribute the
campaign Dbudget among different ad sets. This approach
minimizes manual control and maximizes efficiency Dby
prioritizing higher-performing ad sets. CBO is particularly
effective for campaigns with diverse audience segments,
helping to achieve stronger results [6].

Automated rules allow advertisers to trigger predefined
actions for campaigns, ad sets, or ads when certain conditions
(trigger criteria) are met. For example, rules can be set for
low click-through rates (CTR) or high cost per acquisition
(CPA). These rules help optimize advertising spend and
continuously improve performance. AI enables real-time
adjustments to advertising strategies by constantly analyzing
user behavior and responses. This dynamic optimization keeps
ad campaign performance stable. AI-driven automation tools
such as CBO and automated rules reduce the time marketers
spend on daily manual adjustments. This allows marketers to
focus on broader strategic objectives. Their role now is not
to manually adjust each ad set’s budget but to monitor AI
optimization decisions, define overall campaign goals, and
ensure AI decisions align with brand values and ethical
principles. This transformation shows that marketing
professionals must develop new skills to manage and oversee
AT systems effectively.

The perceived intelligence of Al-generated ads positively
affects consumers’ willingness to accept these
advertisements. High perceived intelligence enhances the ad’s
quality and credibility. However, the perceived strangeness
or “uncanniness” of AI-generated ads negatively influences
consumer acceptance, creating feelings of distrust and
triggering defensive mechanisms. AI’s use of consumer data
raises significant privacy concerns. Advertisers should
prioritize compliance with privacy regulations such as GDPR.
Transparency in AT decision-making is essential for
maintaining trust. Explainable AI (XAI) can enhance user
confidence [3].
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ATl’s “Theory of Mind” (ToM) capabilities - the ability to
accurately infer users’ mental states - can increase the
acceptance of product recommendations. A highly advanced ToM
AT enhances wusers’ perception of the AI agent’s social
presence, leading to greater acceptance of its suggestions.
In the context of the Persuasion Knowledge Model (PKM),
consumers may perceive AI’s flattering messages as more
objective and self-improvement-oriented. However,
anthropomorphizing AI (making it human-like) may cause
consumers to assume hidden motives behind AI actions,
triggering defensive mechanisms. While AI’'s ability to
personalize and optimize advertising through high perceived
intelligence enhances acceptance, its “uncanniness” or
perceived manipulative intent (as explained by PKM) can
undermine trust. This highlights the importance for marketers
to consider not only technical efficiency but also ethical
concerns, privacy protection, and transparency when
implementing AI. To ensure long-term Dbrand loyalty and
consumer relationships, marketers must focus on developing
AI’s “human” aspects (such as ToM) while avoiding manipulative
or intrusive appearances.
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