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Abstract

The study of artificial intelligence applications in advertising
has significantly evolved over the years. This study aims to
map the knowledge structure of research on Al applications
in advertising using co-word analysis. A total of 3,577
articles published between 1994 and 2024 in the field of Al
applications in advertising were retrieved from the Scopus
database. The titles and abstracts of these articles were
analyzed using VOSviewer software to create a map of the
most frequently occurring terms. The results showed that, in
terms of frequency, the keyword "advertising" had the
highest occurrence. The co-word analysis revealed that the
research areas of Al applications in advertising were divided
into five main clusters: (1) predicting and optimizing
advertising performance, (2) generating advertising content,
(3) precise targeting, (4) advertisement personalization, and
(5) recommender systems. This analysis provides a
comprehensive overview of the knowledge structure of Al
applications in advertising and can serve as a guide for future
research and policy development in this domain.
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