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The Transparency Paradox of “Made with AI™:
Effects of Al labeling on

Perceived Authenticity, Brand Trust, and Brand Attitude

Eun-Ho Kim Chang-Geun Moon
Dong-A University Jeonbuk National University

This study empirically examines the effects of disclosing the use of generative artificial intelligence (AI
labeling) on consumers’ advertising responses and brand evaluations in a context where generative Al is
widely adopted in advertising production. Specifically, the study analyzes the process through which Al
labeling influences brand trust and brand attitude via perceived advertising authenticity, and investigates
the moderating role of consumers’ Al literacy in this process. To this end, an experiment was conducted
using fictitious laundry detergent advertisements created with generative Al, comparing conditions in which
Al use was disclosed versus not disclosed. The results indicate that advertisements disclosing Al use elicit
significantly lower perceived authenticity than those without such disclosure. Reduced authenticity, in turn,
leads to a negative indirect effect on brand attitude through diminished brand trust. Moreover, this
indirect effect is moderated by consumers’ Al literacy, such that the negative impact of Al labeling on
perceived authenticity and subsequent brand attitude is amplified among consumers with higher levels of
Al literacy. These findings demonstrate that, in an era where generative Al has become commonplace,
transparency regarding Al use does not necessarily lead to positive consumer responses. By highlighting
the transparency paradox in Al-generated advertising, this study extends the literature on Al advertising
effects and offers meaningful theoretical and practical implications for the strategic use of generative Al in

advertising.

Key words : Generative Al Advertising, Al Labeling, Perceived Authenticity, Brand Trust, Al Literacy, Transparency
Paradox
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