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[bookmark: _Toc235104544]Background
Artificial intelligence is rapidly evolving, especially generative AI, which has brought a revolution in the digital advertising industry as organisations can develop personalised, scalable, cost-effective marketing content with minimal human involvement (Olujimi et al., 2025). AI-driven ads, which use machine learning to process consumer data and generate personalized ad content, offer a more efficient and customer-centric approach to advertising compared to traditional methods (Bijalwan et al., 2024). But, as more businesses see the potential of using AI-powered advertising tools for commercial gain, academia has offered some counterbalancing research findings; its power is not to be effective in advertising. Consumer acceptance, rather, is still tied to the perception of AI-generated content and whether it is deemed as credible and transparent and authentic (Pizzi et al., 2025).
There is conflicting evidence on these determinants from previous research. Mazzù et al. (2025) claim that consumers tend to be algorithm averse, meaning they trust human-generated communications more than AI-generated, especially when they require judgment and creativity. However, recent studies indicate that if consumers believe AI-driven ads are truthful and ethically created, with proper disclosure, the resistance could also decrease, fostering greater trust and interaction (Hübner, Henseler and Thalmann, 2026). In a similar vein, while transparency in AI marketing is often cited as an ethical mandate, the impact of disclosure on consumer trust remains inconsistent, with some studies showing it leads to greater trust, while others suggest it may further entrench scepticism towards AI-generated content (Qiu et al., 2025).
This is due to inconsistencies that suggest a need for a complete synthesis of these relationships in the context of advertising created with the support of AI. Thus, the voice detection of current evidence is necessary to reach a better understanding on the factors that drive consumer acceptance and to inform the responsible implementation of AI-based advertising strategies.
[bookmark: _Toc235104545]Research Aim
The purpose of this research is to investigate whether consumers' acceptance of AI-generated advertisements is shaped by perceptions of trust, authenticity and transparency.
[bookmark: _Toc235104546]Research Objectives
· To examine the influence of trust on consumer acceptance of AI-generated advertisements. 
· To evaluate the effect of perceived authenticity on consumer acceptance of AI-generated advertisements. 
· To analyse the impact of transparency and AI disclosure on consumer acceptance of AI-generated advertisements. 
· To determine the overall relationship between trust, authenticity, transparency and consumer acceptance of AI-generated advertisements.
[bookmark: _Toc235104547]Research Question
· RQ1: What is the relationship between trust and consumer acceptance of AI-generated advertisements? 
· RQ2: How does perceived authenticity influence consumer acceptance of AI-generated advertisements? 
· RQ3: What effect does transparency and AI disclosure have on consumer acceptance of AI-generated advertisements? 
[bookmark: _Toc235104548]Significance of the Study
This study aims to fill a gap in the literature on consumer acceptance of AI-generated advertising by reviewing existing literature on the psychological factors. The results are anticipated to aid in research and practice for marketers aiming to develop responsible and transparent advertising strategies centred on the consumer and powered by AI.
[bookmark: _Toc235104549]Literature Review
[bookmark: _Toc235104550]Theoretical Framework
The Technology Acceptance Model (TAM) is used to guide this study, which is a model that focuses on consumers' perceptions and beliefs to explain their acceptance of new technologies (Davis, 1989). In recent studies on AI marketing, consumer acceptance of AI-driven advertising is not just about technology, but also about psychological aspects, such as trust, authenticity, and transparency (Mariani, Vega and Wirtz, 2021; Pizzi et al., 2025). Hence, this study uses TAM to analyse the impact of these three independent variables on consumer acceptance of AI-generated ads.
[bookmark: _Toc235104551]Artificial Intelligence in Advertising
Artificial Intelligence (AI) in Advertising is the use of machine learning, generative AI and data analytics to tailor, automate and optimise ad content and consumer engagement (Mariani, Vega and Wirtz, 2021). With the advent of AI, the nature of advertising has shifted to more personalised, data-driven and scalable marketing content (Arora and Raj, 2024). AI-generated ads are unique in that they can create customized, personalized content for ads based on consumer preferences through machine learning and generative AI models, which differs from traditional ads (Lim et al., 2024). The main advantages of AI-generated advertising are personalisation, automation, predictive targeting, scalability and real-time optimisation, which boost advertising efficiency, targeting accuracy and cut creative development expenses (Gao et al., 2023). But technology is not always the key to effective advertising - consumer perceptions are important (Mariani, Vega and Wirtz, 2021). In this context, the present study sets the dependent variable as the acceptance of the consumer and the independent variables that are important to consider as influencing factors of acceptance are set as trust, perceived authenticity and transparency of AI-generated advertising.
[bookmark: _Toc235104552]Authenticity in AI-Generated Advertising
Perceived authenticity indicates how consumers perceive the authenticity of the AI-generated ads and how well they align with the brand identity. Lopes et al., (2025) and Bandawaty, (2026) identified that using authentic materials increases engagement and acceptance. Yet, as Heigl (2025) and Mazzù et al. (2025) pointed out, consumers may not see AI-generated products as genuine as human-made ads. Gao and Sridhar (2026), on the other hand, proposed that future developments in AI technology could alleviate these fears, but that there is a scarcity of empirical evidence.
[bookmark: _Toc235104553]Transparency and AI Disclosure
Transparency is the ability to let consumers know if ads have been created or sponsored by AI. It was suggested that disclosure contributes to good marketing practices and enhances trust by al-kfairy et al. (2024) and Regona et al. (2026). On the other hand, the study by Qiu et al. (2025) and Dang and Li (2025) revealed that AI disclosure could foster scepticism and lower acceptance. Morales-Muñoz et al. (2026) found that transparency is not enough if it is not accompanied by fairness and responsible practices in AI.
[bookmark: _Toc235104554]Trust in AI-Generated Advertising
Trust is defined as consumers' belief that ads created by AI are accurate, genuine and believable. It consists of both cognitive trusts, based on rational evaluations, and affective trust, based on emotional confidence (Afroogh et al., 2024; Israfilzade, 2025). Previous studies use perceptions of credibility, fairness and reliability to measure trust. While AI enhances advertising efficiency, consumer trust extends beyond technology to ethical AI utilization and organisational credibility (Morales‐Muñoz et al., 2026; Sarran and Datt, 2026).
H1: Trust has a significant positive influence on consumer acceptance of AI-generated advertisements.
[bookmark: _Toc235104555]Perceived Authenticity in AI-Generated Advertising
Perceived authenticity is the degree to which consumers think the ad is authentic and aligns with the brand. Engagement levels tend to be higher with authentic ads, as noted by Lopes et al. (2025) and Bandawaty (2026). Heigl (2025) discovered that AI-generated ads are not always viewed as authentic as content created by humans, while Gao and Sridhar (2026) suggested that the authenticity issue could diminish with the advancement of AI capabilities. These mixed findings indicate that authenticity is still one of the key factors to consumer acceptance.
H2: Perceived authenticity has a significant positive influence on consumer acceptance of AI-generated advertisements.
[bookmark: _Toc235104556]Transparency and AI Disclosure
Transparency is the open disclosure of the use of AI in advertising. It facilitates the promotion of ethical marketing by enhancing the level of honesty and accountability (Al-kfairy et al., 2024). But the evidence is not yet consistent. Regona et al. (2026) believe that AI disclosure communicates trust to consumers, and Dang and Li (2025) concluded that disclosure can erode trust if consumers value a human touch. Thus, the impact of transparency seems to be context dependent.
H3: Transparency and AI disclosure have a significant positive influence on consumer acceptance of AI-generated advertisements.
[bookmark: _Toc235104557]Consumer Acceptance of AI-Generated Advertising
Consumer acceptance is defined as consumers' positive willingness to interact with an AI ad. It is often assessed using attitudes, behavioural intentions and willingness to interact with advertising generated by AI (Pizzi et al., 2025). Previous research suggests that if consumers find AI-created ads trustworthy and authentic and transparent, it increases their willingness to accept the ads (Sarran and Datt, 2026).
H4: Trust, perceived authenticity and transparency collectively have a significant positive influence on consumer acceptance of AI-generated advertisements.
[bookmark: _Toc235104558]Research Hypotheses 
· H1: Higher levels of trust are positively associated with consumers' acceptance of AI-generated advertisements. 
· H2: Greater perceived authenticity is positively associated with consumers' acceptance of AI-generated advertisements. 
· H3: Increased transparency and AI disclosure are positively associated with consumers' acceptance of AI-generated advertisements. 
[bookmark: _Toc235104559]Research Gap
While existing research has focused on the individual components of trust, authenticity, and transparency, there is limited research exploring how these factors interact and affect consumers' acceptance of AI-generated ads (Gao and Sridhar, 2026). Moreover, there is inconsistent evidence on authenticity and disclosure of AI (Dang and Li, 2025; Lim et al., 2024). To fill this gap, this study considers the combined effect of these three psychological factors on consumer acceptance, and it offers evidence that can aid in developing more ethical and effective AI-driven advertising strategies.
[bookmark: _Toc235104560]Methodology
[bookmark: _Toc235104561]Research Approach
This study uses a primary quantitative approach to analyse the connection between trust, perceived authenticity, transparency and consumer acceptance of ads created with AI. The quantitative approach was selected as it allows for the statistical measurement and testing of relationships that exist between predefined variables, and the results can be quantified and generalised to a larger population (Lim, 2024; Ghanad, 2023). Participants will be 18+ years consumers who have encountered online ads generated by AI or digitally personalised ads before. These participants are chosen for their experience in the relevant field and are thus able to offer informed perceptions around AI-generated advertising. The primary data will be collected using structured questions using an online questionnaire which includes 5-point Likert scale items for trust, authenticity, transparency and consumer acceptance. This approach ensures standardised data collection, minimises researcher bias and allows the proposed hypotheses to be tested using statistical analysis.
[bookmark: _Toc235104562]Research Design and Primary Data Collection
The study will utilize a cross-sectional survey research design and primary data will be acquired from the consumers, using an online questionnaire via Google Forms or Microsoft Forms. The questionnaire will include some demographic questions as well as multiple 5-point Likert scale statements, with 1 = Strongly Disagree and 5 = Strongly Agree. To ensure content validity (Koo and Yang, 2025), items for measuring AI advertising, consumer trust, authenticity, transparency and consumer acceptance will be adapted from the established studies. The link to the questionnaire will be shared via social media, online consumer communities and university networks to elicit responses from people with a good understanding of digital advertising. Primary survey data enable researchers to gather information directly from the respondents and offer immediate evidence relevant to the research purpose, which also has to be efficient and cost effective (Kelly, Peters and Farber, 2024).
[bookmark: _Toc235104563]Sampling Strategy and Data Analysis
Purposive sampling will be used, targeting individuals aged 18 or older who have previously been exposed to AI generated/ digitally tailored ads. When the study phenomenon requires the selection of informant who has experience and knowledge about the research, then purposive sampling is appropriate (Tajik, Golzar and Noor 2024). The number of responses kept in the study is aimed to be 150-200 valid responses that will provide adequate data for statistical analysis. After collecting data, it will be analysed by SPSS. Descriptive statistics will be used to summarize the characteristics of the respondents and the distributions of the variables, while the reliability will be tested using Cronbach's Alpha (Adeniran, 2025). To analyse relationships between trust, authenticity, transparency and consumer acceptance, Pearson correlation analysis will be used, and a multiple regression analysis will assess how the independent variables can predict consumer acceptance. The analytical techniques used offer solid empirical evidence for the testing of the research goals.
[bookmark: _Toc235104564]Ethical Considerations
Ethical issues will be followed throughout the research process. Responses will be voluntary and participants will be given a participant information sheet before consenting to participate electronically. The information collected will be anonymous and confidential. Participants will have the right to withdraw before submitting their responses without any consequences. Data will be protected by password and will only be used in academic purposes. In addition, the study will meet the ethical standards of the institution and will be conducted with academic integrity, by accurately reporting and referencing the material cited in the study (Aso, 2025).
[bookmark: _Toc235104565]Expected Findings
The research should reveal that trust and authenticity and transparency have a positive effect on consumer acceptance of AI-generated adverts. The acceptance is expected to be the highest if trust is shown and transparency about the involvement of AI is provided, as both will boost consumer confidence (Dang and Li, 2025). If perceived as authentic, AI-generated advertisements have a potential to generate more positive attitudes, but the relationship would be stronger for those who are more familiar with AI technologies and feel more credible towards the brand (Khalfallah and Keller, 2025). The results are likely to offer empirical proof to assist organisations in creating moral, transparent, and consumer-focused AI advertising approaches.
[bookmark: _Toc235104566]Limitations
The study has some limitations, although it has some advantages. A cross-sectional survey data only provides one point in time for consumer perception and thus cannot provide causal relationships. Responses are self-reported perceptions which may be subject to response bias or social desirability bias. Also, results from purposive and online sampling may be limited to the sampled population. These constraints, however, will be addressed using validated measurement scales, anonymity of respondents and the collection of a representative number of respondents to increase the reliability and credibility of the findings.
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[bookmark: _Toc235104567]Timeframe
Table 1: Proposed Dissertation Timeframe (Gantt Chart)
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[bookmark: _Toc235104568]Conclusion
This study aims to explore consumer acceptance of AI-generated ads, focusing on the concepts of trust, authenticity, and transparency. The secondary qualitative analysis aims to offer both academic insights and practical guidance for marketing professionals, by shedding light on the responsible use of AI in advertising and enabling better marketing strategies for engaging consumers.
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