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Abstract: This review explores the contrasting roles of machine-driven and human endorsers 

in advertising campaigns, assessing their ability to engage consumer visual attention. With its 

ability to tailor content and predict consumer responses, the machine-driven approach has 

brought new dimensions to advertising, though its influence may differ across various 

demographic groups. Conversely, human endorsers substantially impact consumer decisions 

because they can form emotional bonds, enhance authenticity, and build trust. The review 

encourages a perspective that sees machine-driven and human endorsers not as rivals but as 

complementary forces, with further studies needed to investigate how to combine these 

elements best. 
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Abstrak: Tinjauan ini mengeksplorasi peran kontras antara endorser yang digerakkan mesin 

dan manusia dalam kampanye periklanan, menilai kemampuan mereka untuk menarik 

perhatian visual konsumen. Pendekatan yang digerakkan mesin, dengan kemampuannya untuk 

menyesuaikan konten dan memprediksi respons konsumen, telah membawa dimensi baru ke 

periklanan, meskipun pengaruhnya mungkin berbeda di berbagai kelompok demografis. 

Sebaliknya, endorser manusia berdampak besar pada keputusan konsumen, berkat kapasitas 

mereka untuk membentuk ikatan emosional, meningkatkan keaslian, dan membangun 

kepercayaan. Tinjauan ini mendorong perspektif yang melihat endorser yang digerakkan mesin 

dan manusia bukan sebagai saingan tetapi sebagai kekuatan yang saling melengkapi, dengan 
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studi lebih lanjut diperlukan untuk menyelidiki bagaimana cara terbaik menggabungkan 

elemen-elemen ini. 

Kata Kunci: Endorser Kecerdasan Buatan, Endorser Manusia, Perilaku Konsumen 

 

INTRODUCTION 

Endorsers, created by human intelligence or Artificial Intelligence (AI), play a vital role 

in forming consumer opinions and swaying purchasing choices (Albarq et al., 2022). The 

measure of an endorser's effectiveness often lies in the ability to capture and sustain consumer 

interest, a critical element in the triumph of an advertising initiative (Pelau et al., 2022). The 

emergence of AI endorsers has introduced a fresh aspect to this equation. Created through 

complex machine learning processes, AI endorsers present a combination of uniformity, 

expandability, and customization that is challenging to replicate with human endorsers (Mishra 

& Tyagi, 2022). These AI-generated influencers, utilizing AI technologies, engage with and 

persuade potential customers in a manner akin to human celebrities, yielding favorable brand 

outcomes (Thomas & Fowler, 2021).Research in the Journal of Advertising has revealed that, 

much like human influencers, AI influencers can engage in actions that may tarnish the brand's 

reputation. However, an exciting distinction arises in consumer perception. Consumers tend to 

generalize the actions of AI influencers, viewing a misstep by one as indicative of all AI 

influencers, whereas human influencers are seen as individual entities (Lou et al., 2022). This 

nuanced difference in perception underscores the complexity of integrating AI endorsers into 

marketing strategies and highlights the need to consider their unique characteristics and 

potential impact carefully. 

This research focuses on exploring the burgeoning field of virtual influencers, comparing 

their roles and effectiveness with those of human influencers. The goal is to offer an exhaustive 

insight into the present landscape of AI endorsement and its possible ramifications for 

marketing's future (Armando et al., 2022). Utilizing a systematic review methodology, the 

study will scrutinize existing literature to understand various facets of virtual influencers 

comprehensively. These facets encompass their development, function in marketing, and 

influence on consumer conduct. The conclusions drawn from this research will add to the 

expanding corpus of knowledge on AI endorsement, furnishing essential insights for marketers 

and enterprises interested in capitalizing on this innovative form of influencer marketing (Chen 
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et al., 2022). The research will probe the influence of self-congruity on consumer reactions to 

virtual influencers. The concept of self-congruity suggests that people tend to engage more 

with those who reflect their values and beliefs (Greenberg et al., 2021). By applying this theory 

to virtual influencers, the study aims to ascertain whether consumers are more inclined to 

connect with virtual influencers that resonate with their values. 

METHOD 

This literature review employs a systematic process to gather extensive and pertinent 

information. The method involves a thorough search protocol to encompass diverse viewpoints 

on the impact of artificial intelligence and human endorsers within advertising initiatives. The 

search protocol involves several databases: ScienceDirect, IEEE Xplore, JSTOR, Google 

Scholar, and EBSCOhost. The search leverages keywords and phrases such as "artificial 

intelligence," "AI endorser," "virtual endorser," "human endorsers," "celebrity endorsement," 

"consumer behavior," and "visual attention" Refinement of the search uses Boolean operators 

"AND" and "OR." The review includes articles that extensively discuss the influence of AI and 

human endorsers on consumer behavior in advertising campaigns, focusing on visual attention. 

The time frame for the studies under consideration spans from 2010 to 2023. 

 

RESULTS AND DISCUSSION 

AI has been increasingly utilized in various fields, including marketing, revolutionizing 

traditional practices. Artificial intelligence finds utilization in marketing initiatives, providing 

multiple applications that amplify the success of these campaigns. Specific applications of 

artificial intelligence in this domain include its role in ad placement. For instance, artificial 

intelligence can manage functions like digital ad positioning, commonly called "programmatic 

buying." This process leverages artificial intelligence to determine the optimal locations and 

timings for ad placements to achieve maximum effect (Chen et al., 2022). Second, generative 

AI video tools can create high-quality marketing and product demo videos. By generating 

engaging and visually appealing content, these tools can increase brand awareness and facilitate 

conversions (Hye, 2023). Third, in Marketing Automation, AI can automate various aspects of 

marketing, freeing up time for marketers to focus on creating new campaigns. This can include 

automating routine tasks and using machine learning to improve marketing strategies (Boddu 
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et al., 2022). Fourth, Personalization and Optimization: AI can gather insights into customers 

to produce better, more personalized content. Marketing assets guided by AI are optimized for 

the customer journey, including targeted advertising and content generation (Haleem et al., 

2022). Fifth, Customer Segmentation and Messaging: AI can segment and message customers 

optimally. It can also work to automate these processes to save businesses time and money and 

fine-tune marketing strategies (Haleem et al., 2022). 

Fig. 1. Several AI-Utilized in Marketing Campaigns. 

 

A systematic literature review revealed several noteworthy findings on artificial 

intelligence and human influence in advertising campaigns and how each impacts visual 

attention. These results reflect the synthesis and analysis of data extracted from various 

relevant studies. Research shows that artificial intelligence significantly enhances the 

customization and personalization of online shopping experiences (Nwachukwu & Affen, 

2023). Algorithms analyze past consumer behaviors and preferences, allowing AI to generate 

personalized product suggestions and advertisements (Campbell et al., 2020). Studies 

demonstrate that AI-generated endorsements and advertisements garner considerable attention 

due to their tailored nature (Campbell et al., 2020). 
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Furthermore, AI applications such as chatbots and virtual assistants contribute to 

efficient and enhanced customer interactions, improving the advertising campaign experience 

(Nguyen, 2023). These innovations have increasingly become vital to advertising campaign 

platforms, influencing customer decisions and garnering visual attention. In advertising 

campaigns, using artificial intelligence, especially in tailoring advertisements and improving 

user engagement, has led to favorable results (Carrion et al., 2023; Owusu Asante et al., 2023). 

These studies concur that customization is a crucial factor in the behavior of online consumers. 

Algorithms based on artificial intelligence attend to individual tastes and patterns, enhancing 

the efficiency and satisfaction of online shopping experiences (Rathore, 2023; Yin & Qiu, 2021). 

However, it's worth recognizing that the influence of artificial intelligence may differ among 

various demographic groups and settings, indicating a need for additional investigation to 

grasp its capabilities thoroughly. 

The research conducted by Franke et al., (2023) delved into the novel concept of virtual 

influencers acting as celebrity endorsers. This study revealed that, despite being non-human, 

virtual influencers have the potential to endorse products effectively and shape consumer 

behavior. Similarly, the findings from Lou et al., (2022) added to the comprehension of the 

role virtual influencers play in modern marketing tactics. The results from this research imply 

that virtual influencers can act as influential celebrity endorsers, given that specific conditions 

are fulfilled. One key aspect highlighted in the study is the significance of perceived 

authenticity in determining the success of virtual influencers. This insight leads to the 

recommendation that marketing professionals should aim to design virtual influencers that 

resonate as genuine and connectable to the intended audience. The research concluded that the 

success of virtual influencers in the role of celebrity endorsers depends on various elements, 

such as the virtual influencer's perceived authenticity, the alignment between the virtual 

influencer and the product being endorsed, and the receptiveness of the target audience towards 

virtual influencers. 

Cheung and Leung, (2021) research, titled "Virtual Influencers as Celebrity 

Endorsers," utilized an online survey to explore customer attitudes toward virtual celebrities 

and their efficacy in advertising. This investigation juxtaposed a human-like virtual star, Lil 

Miquela, with a cartoon figure, Hatsune Miku. The results showed a preference among 

respondents for the cartoon character Hatsune Miku, who was seen as more appealing and 
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trustworthy than Lil Miquela. In contrast, opinions on the expertise of both virtual celebrities 

were evenly divided. These findings offer essential insights into how virtual influencers 

function in online advertising. The data indicates that the virtual influencer's appearance, 

whether resembling a human or a cartoon, can substantially impact how they are perceived 

regarding attractiveness and credibility. The neutrality observed in the study implies that the 

nature of virtual influencers may not be a significant determinant in their success as brand 

endorsers, suggesting an avenue for additional investigation. The researchers posited that the 

future for human-like virtual celebrities appears promising, though it may present challenges 

for advertisers aiming to incorporate virtual influencers into marketing efforts. The study 

acknowledges its limitations and calls for further exploration in this field. 

The review found that human endorsers also significantly draw visual attention in 

advertising campaign settings. When recognizable personalities endorse a product, the brand 

becomes more memorable, and consumers are likelier to engage with it (Firman et al., 2021). 

Compared with AI endorsers, human endorsers bring authenticity and personal connection that 

resonates with many consumers. Their unique charisma and reputation can help build trust and 

influence consumer behavior, drawing visual attention and promoting user interaction (Zhou 

et al., 2020). On the other hand, human endorsers leverage personal connection, authenticity, 

and trust, factors AI has yet to replicate fully. The power of human endorsers lies in their ability 

to connect emotionally with consumers, influence perceptions, and improve the memorability 

of brands (Singh et al., 2021; Nadube & Gowon, 2020). This suggests a different but 

complementary approach to AI for attracting consumer attention. As with AI, the effectiveness 

of human endorsers can vary, underscoring the need for continuous research and development 

of endorsement strategies. 

The effectiveness of AI and human endorsers in advertising campaigns, when directly 

compared, reveals distinct advantages for each. The personalized approach of AI, coupled with 

the genuine nature of human endorsers, plays a significant role in shaping consumer behavior 

and visual attention. The decision to utilize AI or human endorsers should be strategic, 

considering factors such as the intended audience, product type, and specific marketing goals 

(Franke et al., 2023). Rather than pitting AI against human influence, the literature encourages 

viewing them as complementary components within a more extensive marketing framework 

(Li et al., 2023) By understanding the context, audience, and objectives, marketers can craft 
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campaigns that harmoniously integrate AI and human endorsers to achieve the desired 

outcomes. Future studies may shed light on the most effective ways to combine AI and human 

endorsers and how their influence might differ across various demographic segments and 

product classifications. The interplay between AI and human endorsers in advertising 

campaigns represents a fertile ground for continued exploration, with the potential to uncover 

vital insights that could shape future digital marketing strategies and consumer behavior. 

CONCLUSION 

Verma et al., (2021) initially conceptualized AI and its potential applications in various 

sectors, including marketing. They highlighted the transformative power of AI in creating 

personalized and dynamic ads using advanced machine learning techniques. Further research 

by (Chen et al., 2022) delved into the pivotal change AI has brought to video advertising. They 

underscored the importance of AI-generated endorsers in retaining consumer attention, 

marking a significant evolution from the traditional 'endorser' role in advertising campaigns. 

Despite the extensive research on human endorsers, (Lavdas et al., 2021) identified a research 

gap concerning the effect of AI endorsers on visual attention. Their findings suggested that AI 

endorsers could boost ad strategies and enhance the theoretical understanding of consumer 

behavior. (Campbell et al., 2020) further emphasized the potential of AI endorsers in offering 

marketers critical insights for better campaigns.  
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