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AI in Advertising: Designing Personalized Social Media Campaigns
[bookmark: _Toc229564908]Part 1: Student Instructions
[bookmark: _Toc229564909]Introduction and Purpose of the Project
In this project, you will take on the role of a junior advertising strategist at a digital marketing agency. Your task is to design a personalized social media advertising campaign for a real or realistic product or brand. You will combine audience research, creative thinking, and an understanding of AI-assisted advertising tools to develop a campaign that speaks directly to a defined target group.
This project will help you understand how modern advertising works — from identifying who you want to reach, to crafting messages that resonate, to choosing the right platforms and formats. You will work with real-world examples, conduct small-scale audience research, and learn how data and AI tools support advertising decisions in professional practice.
This project develops important vocational skills used in marketing, communications, retail, e-commerce, tourism, and media professions.
[bookmark: _Toc229564910]Learning Outcomes
By completing this project, you will be able to:
· describe key concepts of digital advertising and explain how personalization works
· identify and profile a target audience using research data
· develop audience personas with realistic characteristics and needs
· plan and design a social media advertising campaign with clear objectives and messages
· create or sketch a sample advertisement (text, visual concept, or short video script)
· evaluate the effectiveness of advertising choices based on evidence
· reflect on ethical and responsible use of personal data in advertising
[bookmark: _Toc229564911]Project Scenario
Businesses and organisations increasingly rely on social media advertising to reach their customers. Effective advertising is not just about creating eye-catching content — it requires a clear understanding of who the audience is, what they care about, and where and how they spend time online. Today, AI tools help advertisers analyse large amounts of data, personalise messages, and optimise campaign performance.
Your task is to design a social media advertising campaign for a product or brand of your choice. You will research your target audience, develop personas, and create a campaign concept that demonstrates how data-driven and AI-assisted advertising works in practice. Your campaign should be realistic, evidence-based, and ethically responsible.
You may choose any real or realistic product or brand: a food or beverage brand, a fashion label, a tech product, a local service, a mobile app, a cultural event, or a non-profit initiative. Choose something you find interesting and that has a clearly identifiable target audience.
[bookmark: _Toc229564912]Step-by-Step Project Instructions
You must complete all steps in the order described below.
[bookmark: _Toc229564913]Pre-Reading and Preparation
Before you start the main project tasks, read the following freely available materials:
· Introduction to Digital Advertising: "What Is Digital Marketing?" — HubSpot Academy free learning resource (hubspot.com/resources). Focus on: types of digital advertising (social, search, display), key terms (targeting, reach, impressions, conversion), and how personalisation works.
· Audience and Persona Basics: "How to Create Buyer Personas" — HubSpot free guide (blog.hubspot.com). Focus on: what a persona is, what information goes into a persona, and how personas guide advertising decisions.
· Ethical Issues in Digital Advertising: "Digital Advertising and Privacy" section in Principles of Marketing (OpenStax, open access). Focus on: data collection practices, targeted advertising, GDPR and consumer rights, and the boundary between personalisation and manipulation.
Your tasks after reading:
· For each reading, write a short summary (150–200 words) describing the main ideas and one concrete example of how these ideas apply to your chosen product or brand.
· Note any terms you do not understand and look them up before starting Step 1.
[bookmark: _Toc229564914]Step 1: Review Key Concepts from the Readings
Before starting your project, review your notes and summaries from the assigned readings on:
· what digital advertising is and how it differs from traditional advertising
· how targeting and personalisation work in social media advertising (e.g. Meta Ads, TikTok Ads, LinkedIn Ads)
· what a buyer persona is and why it matters for advertising decisions
· key ethical considerations when using personal data for advertising purposes
After reviewing your notes, write a short reflection (250–300 words) answering:
· What is digital advertising and how does personalisation make it more effective?
· How do social media platforms collect data about users, and how is this data used to target ads?
· What is a buyer persona and how does it help an advertiser make better decisions?
· What ethical rules should advertisers follow when collecting and using audience data?
[bookmark: _Toc229564915]Step 2: Prepare Your Concept Note
Before collecting audience data, prepare a concept note. This helps you plan your project clearly and ensures your research and campaign design stay focused.
Your concept note must include the following four sections:
Product or brand selection
Choose a real or realistic product or brand. Examples include:
· a food or beverage brand (e.g. a local café, a new energy drink, a healthy snack)
· a fashion or lifestyle brand (e.g. a sportswear line, a sustainable clothing label)
· a technology product or app (e.g. a language-learning app, a fitness tracker, a study tool)
· a local service (e.g. a gym, a travel agency, a co-working space, a photography studio)
· a cultural or non-profit initiative (e.g. a music festival, an environmental awareness campaign)
If you choose a fictional brand, describe it clearly: what it sells, who it is for, its values, and its approximate price range.
Campaign objective
Explain what your advertising campaign should achieve. Examples:
· increase brand awareness among a specific audience group
· drive app downloads among young professionals aged 22–30
· promote a seasonal offer to existing customers
· introduce a product to a new market segment (e.g. a different age group or country)
Target audience
Describe who you plan to target. Include:
· approximate age range and gender (if relevant to the product)
· interests, hobbies, or lifestyle characteristics
· typical social media platforms they use and how they use them
· potential motivations to engage with your product or brand
Audience research plan
Choose at least two of the following data sources (the first is mandatory for all students):
· Mandatory: desk research — analyse publicly available information about your target audience (brand websites, competitor advertising, social media pages, industry reports, published statistics on social media usage by age group or interest)
· Option 1: short audience survey (5–10 questions) distributed to at least 10 respondents (online or paper) — use Annex 1 as a template
· Option 2: short semi-structured interviews (3–5 people matching your target audience) — use Annex 2 as a guide
· Option 3: social media observation — observe how similar brands communicate on one or two platforms for at least 2 hours, using the Campaign Planning Canvas (Annex 3) to record findings
Before you start collecting data, review your concept note to make sure your product choice is specific enough, your audience is clearly defined, and your research plan is realistic for the time available.
[bookmark: _Toc229564916]Step 3: Develop Audience Personas
Based on your desk research and your chosen additional method, develop 2–3 audience personas. A persona is a realistic, evidence-based profile of a typical member of your target audience.
For each persona, define:
· Name and short description (e.g. 'Laura, 27, fitness enthusiast in Zagreb') — fictional, not a real person
· Age, location, occupation
· Key interests and hobbies
· Social media platforms used most often, and how (scrolling, posting, watching, following brands)
· Motivations: what does this person want or value?
· Pain points: what problems or frustrations does this person have?
· Relationship to your product/brand: Why might this person be interested? What might put them off?
· Quote: one sentence this person might say about your product category (invented based on your research)
You must:
· present each persona in a clear format — a table, a profile card, or a structured description
· base each persona on evidence from your data — not invented from imagination alone
· include a short explanation (100–150 words) for each persona, showing how your data informed it
Important rules: Do not use real people as personas. Do not include real names, photos, or identifiable information from your surveys or interviews. All personas must be fictional composites based on patterns identified in your research.
[bookmark: _Toc229564917]Step 4: Design Your Advertising Campaign
Based on your personas and campaign objective, design a social media advertising campaign. Your campaign concept must include all three components below.
1) Campaign strategy overview
Write a short campaign strategy (300–400 words) covering:
· the campaign name and central idea or message (your 'big idea')
· the main benefit you are communicating (what makes your product relevant to your personas)
· the tone and style of communication (e.g. inspirational, humorous, informative, emotional)
· which platforms you will use and why (e.g. Instagram for visual content; TikTok for short videos targeting Gen Z; LinkedIn for professional audiences)
· how the campaign is personalised — explain how different messages or formats would be used for different personas
2) Ad content development
Create at least two advertisement samples, each targeting a different persona. For each advertisement, provide all of the following:
· Platform: which social media platform is this ad for?
· Format: static image, short video (Reels/TikTok/YouTube Shorts), carousel, story, or sponsored post?
· Headline: the main ad text (maximum 10 words)
· Body copy: the descriptive text (maximum 50 words)
· Visual description: describe what the image or video would show in enough detail that a designer could produce it — you do not need to create a real image
· Call to action: what should the viewer do? (e.g. 'Shop now', 'Learn more', 'Download free', 'Sign up')
· Targeting parameters: describe how this ad would be targeted — age, interests, behaviours, location (use real social media targeting options as a reference)
3) AI tools in advertising (reflection component)
Write a short section (200–300 words) in which you explain:
· which AI tools or features are used in real advertising platforms to support tasks you completed (e.g. Meta Advantage+ for automated targeting, AI-generated copy suggestions, automated A/B testing, predictive audience matching, Google Performance Max)
· how these tools could improve or change the campaign you designed manually
· one potential risk or limitation of relying on AI in advertising decision-making
[bookmark: _Toc229564918]Step 5: Evaluate and Refine Your Campaign
After designing your campaign, critically evaluate your own work and identify how it could be improved.
1) Evaluate your campaign against your objective
For each advertisement you designed, explain:
· how well it addresses the needs and motivations of its target persona — use specific details from your persona to support your answer
· whether the message is clear and compelling — would a typical member of your audience understand it immediately?
· whether the platform and format choice is appropriate — give at least one reason based on audience behaviour data from your research
2) Identify improvements
Suggest at least two specific improvements to your campaign. For each improvement:
· describe what you would change and why
· link your improvement to evidence from your audience research
· explain what result you would expect from the change
3) Compare your approach to a real campaign (optional)
Find a real social media advertisement for a similar product or brand. Compare it to one of your ads. What does the real campaign do well? What would you do differently and why? This comparison should be 200–300 words.
[bookmark: _Toc229564919]Step 6: Reflect on Ethical Considerations
Write a reflection (400–600 words) answering the following questions:
· What personal data do social media platforms collect, and how is this used to target advertising? Is this level of data collection acceptable?
· How can advertisers balance personalisation with respect for user privacy?
· What is the risk of using stereotypes or assumptions when developing audience personas?
· Are there types of products, audiences, or messages that raise particular ethical concerns in advertising (e.g. advertising to children, using fear or insecurity as motivators, promoting unsustainable consumption)?
· How did you handle ethical considerations in your own project — for example, when designing personas or writing ad copy?
You may use concrete examples from your own campaign design to illustrate your reflections.
[bookmark: _Toc229564920]Final Project Submission
Submit your project in one of the following formats:
Option 1: Written report
1,800–2,200 words including:
· introduction and campaign objective
· audience research methods and findings
· persona profiles (2–3 personas)
· campaign strategy and ad content (headlines, copy, visuals, targeting)
· campaign evaluation and suggested improvements
· ethical reflection
Option 2: Slide presentation
12–15 slides with speaker notes, including:
· product/brand introduction and campaign objective
· audience research summary
· persona profiles
· campaign concept and ad samples
· evaluation and improvements
· ethical considerations
Option 3: Video presentation
7–10 minutes, supported by slides or visual aids, covering the same elements as the slide presentation.
[bookmark: _Toc229564921]Estimated project duration
The project will take approximately 50 hours (including in-class and out-of-class work):
· Pre-reading and preparation: 6–8 hours
· Step 1 reflection: 3–4 hours
· Concept note and planning: 4–6 hours
· Audience research (survey/interview/observation): 8–10 hours
· Persona development: 6–8 hours
· Campaign strategy and ad content design: 10–12 hours
· Campaign evaluation: 4–5 hours
· Ethical reflection and final revision: 4–6 hours
[bookmark: _Toc229564922]What You Will Learn from This Project
You will learn how to:
· conduct basic audience research and translate findings into actionable personas
· design a targeted, personalised social media advertising campaign
· apply knowledge of digital platforms, formats, and advertising mechanics
· evaluate the strengths and weaknesses of your own creative and strategic choices
· use advertising data and audience insights responsibly and ethically
These skills are directly relevant to careers in marketing, advertising, communications, retail, tourism, media, and digital business.


[bookmark: _Toc229564923]Part 2: Teacher Instructions
[bookmark: _Toc229564924]Purpose of the Project
This project helps students apply digital advertising and marketing concepts in a realistic vocational context. Students conduct audience research, develop data-based personas, and design a personalised social media advertising campaign. They then critically evaluate their work and reflect on the ethical implications of data-driven advertising.
The project focuses on:
· understanding the principles of digital advertising and audience targeting
· practising basic audience research (surveys, interviews, desk research, observation)
· applying persona development as a professional marketing tool
· designing evidence-based campaign concepts with real-world platform logic
· critically evaluating advertising choices using evidence
· reflecting on ethical and responsible data use in advertising
The project is designed to be self-sustainable: students can complete all steps independently using the written instructions. Teacher involvement is optional and adaptable.
[bookmark: _Toc229564925]Teacher Role
You may choose to use this project as:
· a self-study assignment completed mostly outside class
· a structured project-based learning activity integrated into your course
· a basis for presentations and assessment of vocational competences in marketing and communications
Possible teacher activities include:
· introducing the project and clarifying expectations
· pointing students to the reading pack or suggesting equivalent open materials in your language
· offering optional feedback on students' concept notes (product choice, audience definition, feasibility)
· demonstrating with real examples what a professional persona looks like and how it differs from a vague audience description
· walking through 2–3 real social media advertisements and asking students to identify the targeting logic, message, and format choices
· supporting students who struggle with designing survey or interview questions
· facilitating peer feedback and class discussion after student presentations
· using the project outputs for formative or summative assessment
Important: students do not need formal approval at any step to complete the project. Any teacher guidance is supportive, not required.
[bookmark: _Toc229564926]Suggested Implementation Timeline
The project is estimated at approximately 50 hours of student work. A possible classroom-based structure:
Session 1 — Project launch (60–90 min)
Briefly introduce digital advertising: what it is, how targeting works, and why personalisation matters.
Present the project scenario and steps.
Walk through the reading pack.
Show 2–3 real social media ads and ask students: Who is this for? What is the message? Which platform and format? What action is expected?
Introduce the concept of buyer personas with one worked example.
Between sessions — self-study (several hours)
Students read assigned materials and write short summaries.
Students complete the Step 1 reflection.
Students draft their concept note (product, objective, audience, research plan).
Session 2 — Research and persona planning (60–90 min)
Optional: review typical product choices and highlight feasibility issues.
Show the difference between a well-constructed persona and a vague or stereotyped one.
Discuss good vs. weak survey and interview questions.
Students refine their concept notes and data collection instruments.
Between sessions — data collection and persona development (10–20 hours)
Students collect audience research data (desk research + survey/interview/observation).
Students develop 2–3 personas based on their data.
Students draft their campaign strategy and begin designing ad content.
Session 3 — Campaign design clinic (60–90 min)
Discuss common difficulties in translating persona insights into ad messages.
Show examples of real platform targeting tools (Meta Ads Manager, LinkedIn Campaign Manager).
Students work on campaigns and ask questions.
Peer review: students exchange drafts and give structured feedback (Is the audience clear? Is the message relevant to the persona? Is the format choice appropriate?).
Between sessions — writing, evaluation and reflection (10–15 hours)
Students finalise campaign designs.
Students write their campaign evaluation and ethical reflection.
Students prepare their final report, slide deck, or video.
Session 4 — Presentations and feedback (60–120 min)
Selected groups or individuals present their campaigns.
Peers and teacher ask questions and provide feedback.
Class discussion: Which audiences were targeted? Which platforms? How were messages personalised? What ethical tensions arose?
You may compress or extend this timeline depending on your course.
[bookmark: _Toc229564927]Guidance on Persona Development
Support students with persona development by:
· providing a persona template (table or profile card) so students have a clear structure to fill in
· emphasising that personas must be based on at least 2 data sources — not invented from assumption
· showing the difference between a stereotyped persona ('young woman who likes fashion') and a data-based persona ('Laura, 27, fitness enthusiast, spends 45 min/day on Instagram, follows sustainability brands, would not pay more than €60 for activewear')
· reminding students that personas should represent realistic people, not ideal customers or extreme stereotypes
· encouraging students to look for patterns across multiple respondents rather than basing a persona on one person
[bookmark: _Toc229564928]Guidance on Campaign Design (Manual Process)
The project requires students to design their campaigns manually — without using AI tools to generate ad copy or images (unless you specifically allow this as an extension). This ensures students understand the principles before using automation tools.
If you support students, you can:
· model the ad design process with one example: start from a persona, identify the key motivation, choose a platform, write a headline, describe a visual
· emphasise that good advertising connects a specific insight from the persona to a specific product benefit
· provide guiding questions: What does this persona care about most? What would make them stop scrolling? What would make them click?
· remind students that each ad sample must include a targeting rationale — not just creative content
For the AI component (Step 4, section 3), students reflect on real AI tools used in advertising platforms. Encourage them to research one or two real tools (e.g. Meta Advantage+, Google Performance Max, LinkedIn Predictive Audiences) and explain what they do in plain language.
[bookmark: _Toc229564929]Assessment Criteria
You can use the project for assessment by adapting the criteria below. Percentages are suggestions and can be adjusted.
1. Audience research quality (20%)
Look for:
· sufficient variety of data sources (at least two used)
· data recorded clearly and systematically
· research genuinely informs persona development (not just assumed)
· respect for ethical rules (no sensitive personal data, anonymised responses)
2. Persona development (25%)
Look for:
· 2–3 personas developed with full profile information
· each persona clearly grounded in research data
· personas are realistic, specific, and distinct from each other
· short explanation links persona details to evidence collected
3. Campaign design quality (30%)
Look for:
· campaign strategy is clear, focused, and consistent with personas
· at least 2 ad samples with all required elements (platform, format, headline, copy, visual, CTA, targeting)
· personalisation logic is explicit — why is this ad right for this persona?
· AI reflection demonstrates understanding of real advertising tools and their limitations
4. Campaign evaluation (10%)
Look for:
· evaluation is specific and evidence-based, not generic
· improvements are realistic and linked to audience research
· optional comparison to a real campaign shows critical thinking
5. Ethical reflection (15%)
Look for:
· awareness of data collection and targeting practices in social media advertising
· understanding of privacy, consent, and responsible targeting
· reflection on stereotyping risks in persona development
· concrete examples from their own project, not only general statements
You may use these criteria for grading, or simply as a feedback framework for peer or self-assessment.
[bookmark: _Toc229564930]Supporting Students (Typical Difficulties and How to Help)
Students may struggle with:
· choosing a product that is specific enough — help them narrow from 'fashion' to 'sustainable activewear for women aged 20–30'
· defining a target audience without falling back on vague demographics — encourage thinking about interests, behaviours, and values
· translating research data into a persona — help them identify patterns rather than listing individual responses
· making ad copy feel specific rather than generic — ask: 'Does this headline speak to Laura specifically, or to anyone?'
· explaining targeting parameters using real platform logic — share a screenshot or brief walkthrough of Meta Ads Manager or LinkedIn Campaign Manager
· connecting the AI reflection to their own campaign — prompt: 'How would Meta Advantage+ have handled the targeting you did manually?'
Guide students with questions and examples rather than giving ready-made answers. The goal is for students to develop professional thinking, not just complete tasks.
[bookmark: _Toc229564931]Ethical Supervision
If you are involved in the project, ensure that students:
· use only publicly available audience data, or data that participants have knowingly provided
· remove or anonymise any names or details that could identify individuals in their survey or interview data
· do not fabricate survey or interview data to fill gaps
· represent audience groups fairly in their personas — avoiding harmful stereotypes, especially regarding gender, age, ethnicity, or socioeconomic status
· consider the potential impact of their advertising messages on the audiences they target
Encourage students to think of themselves as responsible junior professionals — their campaign designs reflect real-world practices and carry real ethical weight.
[bookmark: _Toc229564932]Expected Learning Impact
After completing the project, students should:
· understand how data drives targeting and personalisation in social media advertising
· be able to conduct basic audience research and turn findings into actionable personas
· have practical experience designing ad content that connects audience insights to product messages
· be able to critically evaluate advertising choices using evidence
· be more aware of ethical issues in data-driven advertising and able to articulate their position
You can connect this project to modules in marketing, digital communications, retail, tourism, media, e-commerce, or general vocational skills.


[bookmark: _Toc229564933]Annex 1: Audience Research Survey Template (5–10 Questions)
Students can use this template as is, or adapt the wording to their chosen product or brand.
[bookmark: _Toc229564934]Instructions for students
Distribute this questionnaire to at least 10 respondents who match your target audience. You may do this online (e.g. via Google Forms) or on paper. Keep all responses anonymous.
Survey title: Audience Research Survey — [Brand/Product Name]
Intro text: We are students conducting a school project about how people discover and engage with [product type]. Your answers are anonymous and will only be used for educational purposes. The survey takes about 5 minutes. Thank you!
Questions:
1. How old are you?
☐ Under 18   ☐ 18–24   ☐ 25–34   ☐ 35–44   ☐ 45 or older
2. Which social media platforms do you use regularly? (Select all that apply)
☐ Instagram   ☐ TikTok   ☐ Facebook   ☐ YouTube   ☐ LinkedIn   ☐ X/Twitter   ☐ Other: ___
3. How much time do you spend on social media each day?
☐ Less than 30 minutes   ☐ 30 min – 1 hour   ☐ 1–2 hours   ☐ More than 2 hours
4. Do you follow any brands or companies on social media?
☐ Yes   ☐ No
If yes, what kind of brands? ___
5. Have you ever bought something after seeing an advertisement on social media?
☐ Yes, often   ☐ Yes, sometimes   ☐ Rarely   ☐ Never
6. What type of social media advertising do you find most engaging? (Select one)
☐ Short videos (Reels/TikTok)   ☐ Image posts   ☐ Stories   ☐ Carousel posts   ☐ Sponsored posts in feed   ☐ None, I usually ignore ads
7. When you see an ad for [product type], what makes you want to find out more? (Select up to 2 options)
☐ Price or discount   ☐ Product quality/features   ☐ Brand values or sustainability   ☐ Visual appeal   ☐ Recommendation from an influencer   ☐ Humour   ☐ Other: ___
8. What would put you off an advertisement for [product type]? (Open question)
___
9. Which words or values would you associate with a brand you really like? (Open question)
___
10. Any other comments about advertising for [product type]?
___
Students may use all 10 questions, or select 5–8 most relevant to their brand.


[bookmark: _Toc229564935]Annex 2: Audience Interview Guide (3–5 Participants)
Instructions for students: Use this guide to conduct 3–5 short interviews (8–12 minutes each) with people who match your target audience. You may also role-play interviews with classmates if access to real participants is not possible. Always ask for permission before starting and keep all answers anonymous.
Intro script (say or show to participant):
"We are students working on a school project about how people discover and respond to advertising for [product type]. We would like to ask you a few questions about your habits and opinions. Your answers are completely anonymous and will only be used for educational purposes. The interview will take about 8–12 minutes. Is that okay?"
Core questions (ask all):
1. Which social media platforms do you use most, and how — mostly watching content, posting, following brands, or something else?
2. Can you describe the last time you noticed an advertisement on social media? What was it for? Did it interest you?
3. What makes an advertisement stop you from scrolling? What makes you ignore it?
4. How do you feel about personalised advertising — ads that seem to know your interests? Does it feel helpful or intrusive?
5. Can you think of a brand you really like on social media? What do they do well in their advertising?
6. If you were going to buy [product type], what would you want the advertising to tell you?
Optional follow-up prompts:
"Can you tell me more about that?"
"What made you feel that way?"
"Has that happened more than once, or was it a one-time experience?"
"If you could change one thing about how [product type] is advertised, what would it be?"
Students should take notes during or immediately after the interview, capturing key points and exact phrases where possible (without names or other identifying information).


[bookmark: _Toc229564936]Annex 3: Campaign Planning Canvas
Use this canvas to structure your campaign design before writing your strategy. Complete one canvas per persona or per advertisement sample. You may reproduce this table as many times as needed.
	Product / Brand
	[Enter your product or brand name and a one-sentence description]



	Campaign objective
	[Enter your campaign objective — e.g. 'increase brand awareness among women 25–35']



	Target persona
	Name: ___
Age: ___   
Location: ___   
Occupation: ___
Motivation: ___
Key pain point: ___



	Core message (one sentence)
	What is the single most important thing this ad should communicate?
___



	Platform
	☐ Instagram   ☐ TikTok   ☐ Facebook   ☐ YouTube   ☐ LinkedIn   ☐ Other: ___



	Ad format
	☐ Static image   ☐ Short video (Reels/TikTok)   ☐ Carousel
☐ Story   ☐ Sponsored post in feed   ☐ Other: ___



	Headline (max 10 words)
	___



	Body copy (max 50 words)
	___



	Visual description
	Describe what the image or video would show:
___



	Call to action
	☐ Shop now   ☐ Learn more   ☐ Download free   ☐ Sign up   ☐ Other: ___



	Targeting parameters
	Age range: ___
Interests/behaviours: ___
Location: ___
Any exclusions: ___



	Why this ad fits this persona
	In 2–3 sentences, explain the connection between this ad and your persona:
___



	Planned improvement
	What would you change if you had more time, data, or budget?
___
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