


I believe in the power of design, and I believe that images generate emotions and 

feelings that people connect with.

When I go to work and see 90% of people on the metro holding their phones—

watching or chatting—I can’t imagine communication being represented through a 

single medium like print or TV. It’s about creating communication that truly engages.

Portfolio:

http://wanslez.com

Wanslez Quaresma

Global Creative Director at  VML



AI ETHICS AND IT’S 
IMPACT ON OUR 
INDUSTRY



AI ETHICS IN ADVERTISING IS 
ABOUT RESPONSIBILITY IN 
REPRESENTATION, 
AUTHENTICITY, AND TRUTH.



When AI is used in campaigns, 
it can amplify three major risks:



Bias & Stereotypes
reinforcing harmful assumptions about 
gender, nationality, or social roles.



Manipulation & 
Authenticity
fabricating voices, data, or results.



Cultural & Emotional 
Relevance
producing content that feels disconnected or 
insensitive.



BUT TO TALK ABOUT 
AI ETHICS, WE NEED 
TO TALK
ABOUT SOMETHING 
ELSE



The 
Stereotypes



Schnitzel
Is not the German 
national food



3 million people in 
Germany have 
Turkish roots



Schnitzel is originally 
from Austria.



English
Is not the American
National Language

Bad Bunny is currently 
considered one of the most-
viewed music artists ever on 
YouTube



About 45 million 
people speak 
Spanish at home, 
which is roughly 14 % 
of the U.S. 
population



Football
Is not the Brazilian
National Sport





The point is…



Let’s be 
human first



Because… 

We still 
need these 
guys 
to buy our 
products



AI ethics in advertising 
means using technology 
responsibly, without 
distortion, bias, or cultural 
insensitivity.



We already live 
in a new world.
We need to 
understand 
our audience



Unbelievable, 
but true.

It’s already hard to identify what is true 
and what is not true with AI.
It’s the moment were Ethics should be 
applied in our projects.



CASE O1





Positioned Consul 
appliances as tools for 
energy efficiency and 
financial savings.



Immediate Public and 
Market Backlash





Consequences…



Awards rescinded / withdrawn
Cannes Lions revoked the Grand Prix 
and other Lions won by the agency,

Internal changes & apologies
co-president and chief creative officer of 
the agency, resigned and assumed 
responsibility for the manipulated case 
materials.

The episode fueled broader debate and 
criticism within the creative industry 
about transparency and integrity in 
award submissions



CONSUL “EFFICIENT WAY TO PAY

Case video included manipulated or fabricated audiovisual material.

Awards were revoked.

Ethical issue: Truthfulness & transparency in AI-generated or altered content.

Risk: AI can fabricate credibility (fake testimonials, altered footage).

Ethical theme: AI must not distort reality or mislead audiences.



CASE O2





Jaguar unveiled a 
brand repositioning
and promotional video 
centered on the 
slogan “Copy 
Nothing”



Immediate Public and 
Market Backlash



The campaign went viral 
rapidly — but much of the 
attention was negative, 
especially on social media 
platforms like X, 

where commentators and 
influencers mocked it for 
lacking any focus on 
vehicles or product 
relevance.



Consequences…



Reputational Risk.
Even though Jaguar intended the 
campaign as a bold brand narrative, the 
public debate shifted toward perceived 
absurdity or irrelevance

Sales Misattribution
Some reports attributed sharp declines 
in sales to the campaign backlash

Agency Relationship Changes

Learned Lessons for the Industry
Marketing professionals now cite “Copy 
Nothing” as a case study in high-stakes 
brand communication, especially when 
product availability is distant and 
consumer expectations are rooted in 
tangible offerings.



JAGUAR – “COPY NOTHING”

Abstract brand campaign disconnected from product.

Criticism focused on irrelevance and identity confusion.

Ethical issue: Representation & brand authenticity.

Risk: AI-driven or hyper-stylized campaigns may prioritize aesthetics over 

meaning, reinforcing superficial diversity or tokenism without substance.

Ethical theme: Representation must be meaningful, not symbolic.



CASE O3



McDonald’s 
Netherlands AI-
generated Christmas 
campaign



The ad was heavily created with 
generative AI rather than traditional live 
actors/sets, showing chaotic 
Christmas scenes (e.g., Santa stuck in 
traffic, snow mishaps) and flipping the 
classic holiday sentiment into a more 
cynical one.

The tagline suggested that, amid 
holiday stress, people might seek 
“refuge” at McDonald’s until January.



Immediate Public and 
Market Backlash





Consequences…



Comments disabled: McDonald’s 
Netherlands quickly turned off 
comments on the YouTube video due to 
the volume of criticism.

Campaign removed: Within days, the 
advert was taken down from 
McDonald’s official channels and is no 
longer publicly available.

Official statement: McDonald’s said 
the campaign aimed to reflect holiday 
stress but recognized that for many 
people the season is “the most 
wonderful time of the year,” and 
affirmed commitment to “Good Times 
and Good Food.



MCDONALD’S NETHERLANDS – AI 
CHRISTMAS CAMPAIGN

Used generative AI to create a Christmas ad.

Backlash centered on emotional disconnect and artificiality.

Ethical issue: Authenticity & cultural sensitivity — using AI for a deeply 

emotional holiday moment made it feel impersonal and “soulless.

Risk: AI can flatten cultural nuance and produce generic representations.

Ethical theme: AI must respect emotional and cultural context.
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Thank 
You!
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