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Abstract: The rapid advancement of Artificial Intelligence (AI) has significantly transformed the advertising industry 

by enabling the creation of personalized, data-driven, and automated marketing content. AI-generated advertising 

content is increasingly being used by organizations to enhance customer engagement, improve marketing efficiency, 

and deliver targeted messages across digital platforms. However, the effectiveness of such advertisements largely 

depends on the level of trust consumers place in AI-generated content. Consumer trust is a critical factor that 

influences attitudes toward advertisements, purchase intentions, and overall brand perception.This study examines 

consumer trust towards AI-generated advertising content and explores the factors that influence consumer acceptance 

of AI-driven advertisements. The research focuses on understanding consumer awareness, perceived credibility, 

transparency, authenticity, and concerns related to AI-generated advertising. Data for the study were collected through 

a structured questionnaire administered to 100 respondents. The findings indicate that while a majority of consumers 

are aware of AI-generated advertisements and acknowledge their benefits, trust levels are influenced by factors such as 

brand reputation, transparency in content creation, and ethical use of AI technologies. The study also reveals that 

consumers prefer clear disclosure regarding the use of AI in advertising and are more likely to trust content produced 

by reputable brands. 
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 INTRODUCTION 

Artificial Intelligence (AI) has emerged as one of the most influential technological advancements of the modern era, 

transforming the way businesses communicate with consumers. In the advertising industry, AI is increasingly being 

utilized to create marketing content, personalize customer experiences, analyze consumer behavior, and optimize 

promotional campaigns. AI-generated advertising content includes text, images, videos, product recommendations, and 

promotional messages that are developed using advanced algorithms and machine learning techniques. These 

innovations enable organizations to produce content quickly, efficiently, and at a large scale. 

The growing adoption of AI in advertising has created new opportunities for businesses to engage consumers more 

effectively. By analyzing vast amounts of data, AI systems can generate highly relevant advertisements tailored to 

individual preferences and interests. Such capabilities help companies improve customer targeting, increase 

engagement rates, and enhance marketing performance. As a result, AI-generated advertising has become an integral 

part of digital marketing strategies across various industries. 

Despite its advantages, the use of AI-generated advertising content has raised important questions regarding consumer 

trust. Trust is a crucial element in advertising because it influences how consumers perceive marketing messages, 

evaluate product information, and make purchasing decisions. Consumers may be uncertain about the authenticity, 

credibility, and transparency of content created by artificial intelligence. Concerns related to misinformation, data 

privacy, manipulation, and ethical practices can affect the level of confidence consumers place in AI-generated 

advertisements. 
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In today's digital environment, where consumers are exposed to a large volume of online advertisements, understanding 

trust towards AI-generated content has become increasingly important. Organizations need to ensure that AI-driven 

advertisements are accurate, transparent, and aligned with consumer expectations. Building trust can strengthen brand 

reputation, encourage consumer engagement, and improve overall marketing effectiveness.  

 

II. PROBLEM STATEMENT 

The increasing use of Artificial Intelligence (AI) in advertising has transformed the way marketing content is created 

and delivered to consumers. While AI-generated advertisements offer benefits such as personalization, efficiency, and 

cost-effectiveness, they also raise concerns regarding credibility, transparency, authenticity, and ethical use of 

technology. Many consumers may be uncertain about trusting advertisements created by AI, which can influence their 

attitudes toward brands and purchasing decisions. As businesses continue to adopt AI-driven marketing strategies, it 

becomes essential to understand the level of consumer trust in AI-generated advertising content and identify the factors 

that affect their acceptance, confidence, and perception of such advertisements. Therefore, this study seeks to examine 

consumer trust towards AI-generated advertising content and evaluate the key elements that influence trust and 

consumer behavior in the digital advertising environment. 

 

III. OBJECTIVE 

1. To examine the level of consumer awareness regarding AI-generated advertising content. 

2. To analyze consumer trust towards advertisements created using Artificial Intelligence. 

3. To identify the factors that influence consumer trust in AI-generated advertising content. 

4. To evaluate the impact of AI-generated advertisements on consumer purchasing decisions and brand 

perception. 

5. To suggest measures for improving consumer trust and acceptance of AI-generated advertising content.  

 

IV. LITERATURE SURVEY 

1. Huang and Rust (2021) – Artificial Intelligence in Marketing 

Huang and Rust explored the growing role of Artificial Intelligence in modern marketing practices and its impact on 

consumer interactions. They explained that AI technologies enable businesses to create personalized and data-driven 

advertising content by analyzing consumer preferences and behavioral patterns. Their study highlighted how AI can 

improve marketing efficiency, customer engagement, and advertising effectiveness. 

They emphasized that while AI offers significant advantages in content creation and targeting, consumer trust remains a 

critical factor in determining the success of AI-generated advertisements. The researchers noted that transparency and 

ethical implementation of AI are essential for gaining consumer acceptance. 

 

2. Davenport, Guha, Grewal, and Bressgott (2020) – How Artificial Intelligence Will Change the Future of 

Marketing 

Davenport and colleagues examined the transformative potential of AI in marketing and advertising. They discussed 

how AI-powered systems can automate content creation, personalize advertisements, and optimize marketing 

campaigns based on real-time consumer data. Their research highlighted the increasing adoption of AI technologies 

across various marketing functions. 

The study emphasized that consumer trust and confidence are necessary for the successful implementation of AI-driven 

marketing strategies. The authors suggested that businesses must ensure transparency and accountability when 

deploying AI-generated content. 
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Their findings contributed significantly to understanding the relationship between AI innovation and consumer 

acceptance in the digital marketing environment. 

 

3. Campbell, Sands, Ferraro, Tsao, and Mavrommatis (2022) – From Data to Decisions: AI and Consumer Trust 

Campbell and colleagues investigated consumer attitudes toward AI-generated marketing communications. Their 

research focused on how consumers evaluate the credibility and trustworthiness of content created by artificial 

intelligence. The study found that consumers are more likely to trust AI-generated advertisements when they perceive 

them as accurate, relevant, and transparent. 

The researchers also identified concerns related to privacy, manipulation, and misinformation, which can negatively 

affect consumer trust. They emphasized the importance of ethical AI practices in maintaining positive consumer 

relationships. 

Their work provides valuable insights into the factors that shape consumer trust toward AI-generated advertising 

content. 

 

4. Puntoni, Reczek, Giesler, and Botti (2021) – Consumers and Artificial Intelligence 

Puntoni and colleagues examined how consumers respond to interactions with artificial intelligence in marketing 

contexts. They highlighted that while AI can improve convenience and personalization, consumers may have 

reservations about relying on machine-generated information and recommendations. 

The study emphasized that transparency regarding the use of AI significantly influences consumer trust and acceptance. 

Consumers tend to respond more positively when organizations clearly communicate the role of AI in generating 

advertising content. 

Their research offers an important perspective on consumer psychology and trust formation in AI-driven marketing 

environments. 

 

5. Longoni, Bonezzi, and Morewedge (2019) – Resistance to Artificial Intelligence 

Longoni and co-authors explored consumer resistance to AI-generated decisions and recommendations. Their findings 

revealed that consumers often prefer human-generated judgments over AI-generated outputs, particularly in situations 

involving trust and emotional engagement. 

The study suggested that skepticism toward AI arises from concerns about reliability, empathy, and accountability. 

However, trust can be enhanced through transparency, education, and positive user experiences with AI technologies. 

Their research is highly relevant to understanding consumer trust challenges associated with AI-generated advertising 

content. 

 

6. Dwivedi, Hughes, Ismagilova, Aarts, and Co-authors (2021) – Artificial Intelligence in Marketing: A 

Systematic Review 

Dwivedi and colleagues conducted a comprehensive review of AI applications in marketing and consumer behavior. 

Their study examined how AI technologies influence advertising effectiveness, customer engagement, and decision-

making processes. The researchers found that AI-generated content is becoming increasingly important in digital 

marketing strategies. 

They emphasized that trust, privacy protection, and ethical considerations are key determinants of consumer acceptance 

of AI-generated advertisements. The study recommended that organizations adopt responsible AI practices to enhance 

credibility and consumer confidence. 

Their work provides a broad understanding of AI-driven marketing and serves as a valuable reference for research on 

consumer trust towards AI-generated advertising content. 
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V. PROPOSED SYSTEM 

The proposed system focuses on analyzing and understanding consumer trust towards AI-generated advertising content. 

It aims to identify the factors that influence consumer perceptions, trust levels, and acceptance of advertisements 

created using Artificial Intelligence. The system will collect consumer responses through a structured questionnaire and 

analyze the data to evaluate awareness, credibility, transparency, and purchasing behavior related to AI-generated 

advertisements. 

1. Consumer Awareness Assessment 

The proposed system will evaluate the level of awareness among consumers regarding AI-generated advertising 

content. It will determine how familiar consumers are with AI technologies used in digital marketing and advertising. 

 

2. Trust Evaluation Framework 

The system will measure consumer trust levels toward AI-generated advertisements. It will assess whether consumers 

consider AI-created content reliable, authentic, and credible when making purchasing decisions. 

 

3. Transparency and Disclosure Analysis 

The proposed system will examine the importance of transparency in AI-generated advertising. It will analyze 

consumer opinions regarding the disclosure of AI involvement in creating advertising content. 

 

4. Consumer Behavior Analysis 

The system will investigate how AI-generated advertisements influence consumer attitudes, engagement, and 

purchasing intentions. It will help identify the relationship between trust and consumer decision-making. 

 

5. Brand Reputation Impact Assessment 

The proposed system will evaluate how brand reputation affects consumer trust in AI-generated advertising content. It 

will determine whether consumers are more likely to trust AI-generated advertisements from well-known and reputable 

brands. 

 

6. Ethical and Privacy Concern Evaluation 

The system will analyze consumer concerns related to privacy, data security, misinformation, and ethical issues 

associated with AI-generated advertising content. This will help understand barriers to trust and acceptance. 

 

7. Data Analysis and Interpretation 

The proposed system will utilize statistical methods to analyze collected data and generate meaningful insights. The 

findings will help identify key trends, patterns, and factors influencing consumer trust toward AI-generated 

advertisements. 

 

8. Recommendation and Improvement Module 

Based on the study findings, the system will provide recommendations for businesses and marketers to enhance 

transparency, credibility, and consumer trust in AI-generated advertising content. This will support the development of 

more effective and ethical AI-driven marketing strategies. 

 

VI. RESEARCH METHODOLOGY 

1. Research Design 

The present study follows a descriptive research design, as it focuses on examining and understanding consumer trust 

towards AI-generated advertising content. This approach is suitable because it helps in analyzing consumer 
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perceptions, attitudes, awareness levels, and trust regarding advertisements created using Artificial Intelligence without 

manipulating any variables. 

The descriptive design enables the researcher to explore various factors such as credibility, transparency, authenticity, 

privacy concerns, and purchase intentions associated with AI-generated advertisements. It also helps in identifying 

consumer preferences and acceptance levels toward AI-driven marketing practices. By adopting this approach, the 

study provides a clear and systematic understanding of consumer trust in the evolving digital advertising environment. 

 

2. Sources of Data 

The study is based on both primary and secondary sources of data to ensure comprehensive and reliable findings. 

Primary data is collected directly from consumers through a structured questionnaire containing questions related to 

awareness, trust, credibility, transparency, and acceptance of AI-generated advertising content. 

Secondary data is gathered from academic journals, research articles, books, industry reports, conference papers, and 

online resources related to Artificial Intelligence, digital marketing, consumer behavior, and advertising. These sources 

provide theoretical support and help in understanding previous research findings and industry trends. The combination 

of primary and secondary data strengthens the validity and depth of the study. 

 

3. Sampling Technique 

The study adopts a convenience sampling technique, where respondents are selected based on their accessibility and 

willingness to participate in the survey. This method is practical and cost-effective for collecting responses within a 

limited period. 

Although convenience sampling may not represent the entire population, it provides valuable insights into consumer 

opinions and experiences regarding AI-generated advertising content. Respondents from different age groups, 

educational backgrounds, occupations, and income levels are included to obtain diverse perspectives and improve the 

quality of the research findings. 

 

4. Sample Size 

The sample size for the study consists of 121 respondents, which is considered sufficient to analyze consumer trust and 

attitudes toward AI-generated advertising content. A properly defined sample size helps in identifying meaningful 

trends and patterns within the collected data. 

The respondents include consumers who are exposed to digital advertisements through social media platforms, 

websites, search engines, and online shopping portals. The diversity of respondents ensures a broader understanding of 

consumer perceptions and trust toward AI-generated advertising. 

 

5. Data Collection Method 

Primary data is collected through a structured questionnaire comprising multiple-choice questions related to consumer 

awareness, trust, credibility, transparency, privacy concerns, and purchasing behavior associated with AI-generated 

advertisements. 

The questionnaire is distributed through both online and offline methods. Online surveys are conducted using digital 

platforms such as Google Forms, while offline questionnaires are administered directly to selected respondents. This 

combined approach helps maximize participation and ensures the collection of accurate and relevant data. 

 

6. Tools and Techniques of Analysis 

The collected data is analyzed using basic statistical tools such as percentage analysis, tabular presentation, and 

graphical representation. Percentage analysis is used to determine the distribution of responses and identify key patterns 

related to consumer trust in AI-generated advertising content. 
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Additionally, charts such as pie charts and bar graphs are utilized to present the data in a simple and visually appealing 

manner. These tools facilitate better understanding and interpretation of consumer opinions, preferences, and trust 

levels. The use of these analytical techniques ensures clarity, accuracy, and effectiveness in presenting the research 

findings. 

 

VII. DATA ANALYSIS AND RESULTS 

1. Awareness of AI-Generated Advertising Content 

Particulars Respondents Percentage 

Highly Aware 38 31% 

Moderately Aware 46 38% 

Slightly Aware 22 18% 

Not Aware 15 13% 

Total 121 100% 

 

 
Interpretation: 

A significant proportion of respondents (38%) are moderately aware of AI-generated advertising content, while 31% 

are highly aware of it. However, 31% of respondents have only slight awareness or no awareness at all. 

 

2. Level of Trust in AI-Generated Advertising Content 

Particulars Respondents Percentage 

High Trust 34 28% 

Moderate Trust 49 40% 

Neutral 23 19% 

Low Trust 15 13% 

Total 121 100% 
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Interpretation: 

The majority of respondents (40%) exhibit moderate trust in AI-generated advertising content, while 28% express high 

trust. A smaller percentage (13%) have low trust, indicating that consumers are generally accepting AI-generated 

advertisements . 

 

3. Perceived Credibility of AI-Generated Advertisements 

Particulars Respondents Percentage 

Highly Credible 30 25% 

Credible 51 42% 

Somewhat Credible 24 20% 

Not Credible 16 13% 

Total 121 100% 

 

 
Interpretation: 

Most respondents (42%) consider AI-generated advertisements to be credible, while 25% find them highly credible. 

However, 33% perceive them as only somewhat credible or not credible. This suggests that credibility remains a key 

factor influencing consumer trust toward AI-generated advertising. 

 

4. Importance of Transparency in AI Advertising 

Particulars Respondents Percentage 

Extremely Important 44 36% 

Important 42 35% 

Somewhat Important 21 17% 

Not Important 14 12% 

Total 121 100% 
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Interpretation: 

A large majority of respondents (71%) believe that transparency regarding AI-generated advertising content is 

important or extremely important. This indicates that consumers prefer clear disclosure when AI technologies are used 

in creating advertisements, which can enhance trust and acceptance. 

 

5. Influence of AI-Generated Advertisements on Purchase Decisions 

Particulars Respondents Percentage 

Strong Influence 33 27% 

Moderate Influence 50 41% 

Slight Influence 23 19% 

No Influence 15 13% 

Total 121 100% 

 

 
 

Interpretation: 

Most respondents (41%) believe AI-generated advertisements have a moderate influence on their purchasing decisions, 

while 27% report a strong influence. Only 13% indicate no influence, suggesting that AI-generated advertising plays a 

meaningful role in shaping consumer buying behavior and brand engagement.  

 

VIII. CONCLUSION 

The study on consumer trust towards AI-generated advertising content concludes that Artificial Intelligence is 

becoming an increasingly important tool in modern advertising, with a majority of consumers demonstrating awareness 

and moderate to high levels of trust in AI-generated advertisements. The findings indicate that factors such as 

credibility, transparency, brand reputation, and ethical use of AI significantly influence consumer trust and acceptance. 

While AI-generated advertising positively impacts consumer engagement and purchasing decisions, concerns regarding 

authenticity, privacy, and misleading information still exist among some consumers. The study further reveals that 

transparent disclosure of AI involvement in advertising can strengthen consumer confidence and improve overall 

perception. Therefore, organizations should focus on responsible AI implementation, maintain transparency, and 

combine technological innovation with ethical marketing practices to build long-term consumer trust and enhance the 

effectiveness of AI-generated advertising content. 

 

IX. FUTURE SCOPE 

The future scope of this study is extensive as the use of Artificial Intelligence in advertising continues to grow across 

various industries and digital platforms. Future research can explore consumer trust towards different forms of AI-

generated content, such as videos, social media campaigns, virtual influencers, and personalized advertisements. 

Studies may also examine the impact of demographic factors, cultural differences, and technological advancements on 

consumer perceptions of AI-generated advertising. Additionally, researchers can investigate the role of emerging 
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technologies such as Generative AI, machine learning, and augmented reality in shaping consumer trust and 

engagement. As regulations and ethical standards for AI continue to evolve, future studies can assess their effectiveness 

in enhancing transparency, credibility, and consumer confidence in AI-driven advertising practices. 
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