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Introduction 
The advertising industry is experiencing a transformative shift as AI-generated 
advertisements (AI-gen ads) emerge as a groundbreaking innovation. Generative AI, 
capable of producing text, images, audio, and videos based on trained data, has 
become a critical tool for brands in digital environments. Therefore, understanding 
consumer perceptions of AI-generated content is essential (Brüns & Meißner, 2024). 
However, consumer reactions to AI-gen ads remain highly diverse and often polarized, 
reflecting a complex landscape. Despite the technological advancements, there is still 
limited understanding of the psychological and emotional factors that shape consumer 
perceptions and engagement with AI-generated content. This study addresses this 
knowledge gap by investigating how AI usage in ad creation—whether fully autonomous 
or collaborative with humans—affects consumer engagement. Additionally, it explores 
the psychological mechanisms driving these effects, focusing on how perceived 
originality influences trust and purchase intention. 

Literature review 
Generative AI creates text, images, and media using generative models, streamlining 
marketing efforts, particularly in targeting and content creation (Sengar et al., 2024). 
Advancements have driven brands toward fully AI-generated advertising, transforming 
content creation, personalization, and delivery. AI collaborates with humans to generate 
content, with its role varying from a minor tool to leading the creative process (Fui-Hoon 
Nah et al., 2023). Modern large language models (LLMs) enhance creative outputs by 
supporting complex, goal-driven narratives (Guo et al., 2023). This study examines how 
different levels of AI involvement in advertising influence consumer psychology and 
behavior. 

Perceived originality plays a crucial role in shaping consumer responses to 
advertisements, significantly influencing attention and memory retention (Pieters et al., 
2002). Consumers value originality, which can directly impact their attitudes and 
subsequent purchasing decisions (Sihvonen & Turunen, 2016). Zhang and Gosline 
(2023) suggest that although AI-generated advertisements are highly effective in 
engagement and persuasion, they are often perceived as less original than human-
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created content. This discrepancy raises important questions about how consumers 
evaluate AI-generated advertisements. To address this, we propose the following 
hypotheses: 

H1: When AI usage is low (vs. high), consumers will perceive higher originality. 
H2: Perceived originality will mediate the relationship between AI usage and 
purchase intention. 

Wang et al. (2023) suggest that viewing AI as a “facilitator” rather than a “substitute” 
enhances consumer trust, implying that lower AI intervention may foster greater trust. 
This trust can then translate into purchase intentions (ElSayad & Mamdouh, 2024). 
Based on these findings, we propose the following hypotheses: 

H3: When AI usage is low (vs. high), consumers will perceive higher trust. 
H4: Trust will mediate the relationship between AI usage and purchase 
intention. 
H5: Perceived originality and trust will have a serial mediation effect on the 
relationship between AI usage and purchase intention. 

Methodology 
We used a between-subjects design with two conditions: low AI usage (AI + human 
collaboration) and high AI usage (AI only). The stimuli included the same advertisement 
with different labels indicating either minimal human input or a collaborative effort 
between human designers and AI. The ad image was created using an AI image 
generation platform and modified by the author to include a brand name and tagline. 
Data were collected on March 5, 2025, from 200 U.S. consumers via CloudResearch 
(Mage = 35.85, SD = 7.41, 54.5% male). Participants were randomly assigned to 
conditions and screened for attention by answering questions about the ad's product 
and creator; those who answered incorrectly were excluded from the analysis. 

Results 
The Process Macro model 6 was used to examine the hypothesized relationship 
between AI usage, perceived originality, trust and purchase intention. The results 
showed that AI usage had a significant positive effect on perceived originality (b = .25, 
se = .10, p < .05, CI [.0469, .4496]), supporting H1. However, AI usage did not 
significantly influence trust (b = .07, se = .10, p > .05, CI [-.1279, .2621]) or purchase 
intention (b = .14, se = .09, p > .05, CI [-.0308, .3101]). Therefore, H3 was rejected. 
Next, the indirect effect of AI usage on purchase intention mediated by perceived 
originality was significant (b = .15 se = .06, CI [.0271, .2724]), supporting H2. However, 
when mediated by trust, the indirect effect was not significant (b = .03, se = .04 p > .05 
CI [-.0554, .1150]), resulting in the rejection of H4. Finally, the serial mediation effect 
was significant, as the indirect effect of AI usage on purchase intention through 
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perceived originality and trust was significant (b = .06, se = .03, CI [.0108, .1149]). 
Therefore, H5 was supported. 

Figure 1. The results of the study 

Conclusion 
The findings reveal how AI involvement affects consumer engagement with 
advertisements and the conditions that enhance AI-generated content's effectiveness. 
While AI usage alone doesn't directly impact trust or purchase intention, it significantly 
influences these outcomes through perceived originality and trust. Consumers 
appreciate AI's innovative capabilities, but their willingness to engage with and purchase 
from AI-generated campaigns depends on how original they perceive the content to be. 
Advertisers can improve strategies by combining human creativity with AI, creating 
campaigns that resonate emotionally with consumers. This approach fosters an 
environment of trust and engagement, enhancing advertising effectiveness in an AI-
driven landscape. 
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