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Abstract:
The growing presence of artificial intelligence in the advertising industry has sparked both optimism and apprehension among creative professionals, particularly in roles that have long relied on human intuition and originality. While existing research has primarily emphasized technical performance and operational efficiency, there remains a notable gap in understanding the subjective experiences and psychological responses of creative workers in the face of technological disruption. This study explores how copywriters and art directors experience and narrate self-efficacy in relation to the integration of artificial intelligence in their work environment. Adopting a qualitative research design, focus group discussions were conducted with six participants from the creative division of PT Armananta Eka Putra. The discussion protocol was guided by an adapted version of Bandura’s General Self Efficacy Scale, allowing for in depth exploration of personal perspectives, coping strategies, and meaning making processes. Thematic analysis revealed that self-efficacy plays a central role in shaping whether artificial intelligence is perceived as a threat or as an opportunity. Participants with higher levels of self-efficacy tended to embrace artificial intelligence as a catalyst for creative growth and learning, while those with lower efficacy initially expressed uncertainty and anxiety but gradually demonstrated positive change through social learning and shared experiences. This study contributes to the literature by offering a nuanced understanding of the dynamic and developmental nature of self-efficacy in creative industries. The findings highlight the importance of fostering psychologically supportive work cultures that promote adaptive beliefs, peer learning, and inclusive leadership, particularly in contexts where technological transformation challenges traditional notions of creative identity and value.
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