SIS Al - B

Korean Journal of Consumer and Advertising Psychology
2026, Vol. 27, No. 1, 95-119
https://doi.org/10.21074/kjlcap.2026.27.1.95

AR Al Fae A5 23
ARE Az SZAH Hke FAE

4 7 3 % e of

K33 Al(Generative Al) 715&0] @74 B A T&4F AgHE FAlsta glov, ol&
A AHAe W 3R Aol &
= g3 WAUZSE 53] YY) 2174 A (authenticity) ¥ =783 (originality)e] Gl F&E3}L,

E3] AR FAZA 2A7Fe] FH(human involvement) A5 E7|7} AH|A}F HES-of m)X]= gk
< AF3IATE 2041914 344 o]t Al tiFe R 28l AF ATE AABHA, 3798 (A
d=59.4%, Hd AB=225/)2 ARS EAsIAT &4 A3 AA, LnlAks Bl A 2
& A=t A #1275 e Fae] AAAEE WA AGSanh EA, I8 B
A e AT} BT TS ) SlEe] MAE 9L B WA A0 Uen. 3
A BE AR W) ANE 204 WAL A, T el 291 9BE v
ROU, Al HE AT} 2L WA A7o] AFBOTA QPHOR NAHY Y

mEch AR, S8 A9 miER 24 A3 Al 100 202 JAGo] FEH

2

RS W, FL& SHAEL 237 FAAQ QRloE ARt Ful & TAE ASHAZ Wb
A A #A7}F G AsE dFFoEAN Y T
A= Al BadE A AL 71E ARG
1%t #A(visible human involvement) 7} Al 333l
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A Az sE T el daS grolstal 9l
(Campbell et al., 2022). A3 Alelst ADE
A &84S Eolal AAF FH Tt
< Figte Ak dytel] 34 WskE A<l
stal JOom(AY, AN, 2024; Gu et al,
2024), = PItjo] AelME 4 =2tz
HRFSAL AR, 2025).

aYy AIE &8st Fas ARkt
A A AEAR] A RAHE AL of
Uk s7kEdhe] F 33 Alge olg 2 B
oAZth 20231 F7NE ‘Coca-Cola  Masterpiece’
FaE ARt ETte] FEE AFES AIE
T= 288 MGz ded FUA

g =dYn, A% FEE0| Aoht 2

AR Agdths AAE B 52 534
T3S LHAEZREH FAHZAA WS
ARTh =g ZEFY, 2024.11.25). HFH 1995

A WY olF BT dYHAE FA35
‘Holidays Are Coming’ FILE 2024'd AIZ
A go]ag HHL Y Ity w
34 Agxupsd] AFAE S AS
shal, Fal W8 =3 A FuE g
ke e IFTE HlEE WY
, 2024.12.06). ©]# g+ gHtE AH]
Ao ke Al FA 5
A= Beverland(2005)2] =9E H
% 5Y% BA=I AR 7]
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(Campbell et al., 2022).

Al 2§ 338 AAGL 71E FaL 2ol
A BeEo] 2 Jide EdE e

A AEHe= FAEL B HAATE A
Aol 7Inkste] AAEA AAEHAETHE oV
k= A4 M(trustworthiness(Morhart et al., 2015)
s B3 EHo| QASiHolx 2 AnAe] 7
B3 AQ2HA dAHEIE Yrlske A4
2% S(naturalness)(Becker et al., 2019)%] F+ =}
dolld F=2 =95 ot I8y AUt 3
I AE B EAHEEA, LHAE s
AARE obet AR Aol A QIZEe] o =Tt
drht WHFYHA=A, T Ak ojud
ETEAH SEEIEAE I8N I
o] Fo3 A= FE3HA HATk(Van der
stappen, 2024; Wu et al., 2025). AAZ Briins
& MeiBner(2024y= FaL A2} el digh A
Hed: AT & AA vs. AL AFR SF Sh7 &
Hzkel QA Az ztolE fEstal, o]
2 A &nA Wk o]t EAGE B
usgieh ol2d A AFES B AF
o AU} &5 A A 7

i
s Ao HAo H'ekA $aL

Al ©
— —

dote WFo R FAste =98 oA
A gt

S, Al B8 Faro] tig 4njAke] Ald
A e B JAH oz olsfstr] i
Me 1887 35Aed + e 534
(Originality)®] &¥el 5 a7t ok =

AL gubd oz AnRte] FolE FUIA
713 A #AAE ol = FAHFY 84017
T, BG4, 2005, AV S8 B
Ae ARG AL FFol mEt o] g
A gk Al HAE Aol T4
H we 54 BHalso] oA oFolyt
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&7 3= ol THZ aH}E T
3T 4 JThRosengren et al., 2020). HHH,
ol AoE dHddA rleHomd 1%
st A4S 23l USR] 2Fo)d 7
wE GriEo], &njzte] ARZE A5
Z7IAZE Z8T 4+ AT Heitmann et al., 2024).

AR A7 ARt SRl wd

!

_—

e A oz TR, T 5y
Aoz HBAE AAAL DAY} 2

%7
om, o gk FAAQl el 87
o

AS7HA Y A8 A7 FE AL &8 AR
o #7] fFel 2 9 I 5HE oE
HAow HITsAkUAS, 2024), AAA,
A o] AAA Ao MEH kA
A 2025). o2 QA3 A Fa A IF
oAl Uebd 4 Ue ohksk A1 &8 AET}
ZB)z}po] AgA W % HAYZ vX= F
AHR] FFE AFHo=E gRlFA ZIT

olof] & ﬂ?% o AE e g A
7 100% A2, B AR AIS EE
3 AZF, AlZF 100% AP Al GAZ AR
sfate] 4HIA WH3-9] AolE AlEtaat g
o FAFe R Fao] Al 8§ A=V} B
e 2 7 o= mXe &3 HAA
AR W EdE ASsta, vopl 3
o] o] HFE oA -3=A Fetste]
249 ARFES Arstaa gt o §
& 719 7= - A A =ook 4anA A
g AT 79 =S sasta, Al Fare] Al
2k gl 7] gl gk A3 Ttol=Egils
AlQFstarzt g,

[e:

R

A

o]23 H7

ZI’8-d(Authenticity)

Bl Aol A ﬁxé*é(authenticity)% A1) 2}
o Mg 5% BrE YA G4 7]
AzA, AEAHSZ ZA A(trustworthiness)¥

A 23 S(naturalness) ] F F2 FAOZ

=9 H YTt Beverland(2005)= A1 A Al =}
F2Kheritage) 2 JAAS] FQ %7“_ 2 AA
3R O, Morhart et al.(2015)= ©]& AlIFA

(credibility), 7% A(integrity), A4+ (continuity),
/‘]'X]H(symbolism)o]ﬂv‘: HIc ]_24/\4,] L-]]
Aoz TASAY. o AUSL
o] oL o)y Y, =YF FH
of W& I3, &HIA Aotete] JAA
%7]:5].7]] J’Oii X]XJ/H,] 6]]% o]
5 3 vARZE dup ARl 71‘1’3}04
Al FAHEAET ] tig A4E §
1A= e’ =R HAIAIZE BEsH
Azloln) gkx avlAel B AP 2YY
o, AH|AlE 5o 29 AN S AZEe=
Ao Z eI THBecker et al., 2019; Gilmore &
Pine, 2007). &9FslH, 71& Fal AFolA =
o5 g AL F2 Fyo AAA o
Fob Fal o AdzE ol 7k AlE
o] AR ol F At

v Far AFF Aol Are] =dL 3
A4 a2zt ‘?’l’@(human involvement)’Q]
offE FFAHY. HZ = Al 28§
& AFUACIAdNA X "‘éiﬂr A 222 z-0]
A3 T3 JEYS AERJTH= FA,
UZre] #e EA AAReh= Hi-r 710l F
7H RS AN FAA
al.2025)%} Vo et al.(2025)& Z 74 Al
2 GiF AR AFolM At &
TS Hol AEA HEgS olsfsta 1A

N S,
> >
o o A [z

0_1_,
9,1‘,
J [‘E rr oot

ru

1or

T Marjerison et

718E A9
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0% ELS FHE IEE Y 7 &HA
7} oolg WAE aFoR AXFE HIE
A, HFH Osborne & Bailey(2025)9]' Kirk &

AR A 2HI R
olE 7IAA A

Givi2025)= FY3H

52 A Az
=493 ARD7A 75‘ ‘}HI 25 AA
ol Al & Fa W= HgEo| 4
A} Ad g0 3] FRIAT 1 9]

Aol WAE Az FAol gk deko] 217843
R Zto]| Ao g ZQ3 AUAL oA 5
Tk Zhang & Gosline(2023)2 AHIA7} 5L
3 Adbzolst ATE 100% AZF AT
Asgud A4Y 2o A Byl T
9 ABES o P4 Y= Ao Azun

N

I AN IEL ol A e
917t A% H3Khuman preference biasy = A A
3t AR AAEY] F(quaity)©] FY
Srigke A% Be) B8 Aol e
4% o5 BrHoE o BE AT *

P
=
>
rr
oY,
=
it
m0)
o
&
[
e

d
fri
ji=?
o
il

ol a5}
= Aol Aok olg FHAA Qe
o7} viAlE Al AFELS ARA o=t

| T3] AeHA Fob I3 A=
=3 tr}aw Al $olAe] 2144

FAER ofle} A Al Izt
U}b‘r A=A tig A=
A2 Zavt ok

flo ¥& M

19| A 28 ket TEgel 24

AUF g8d ZEzolN Avige 9l
Bzl EASNE QWA A7 Fa

q*i(cue)i 283t weba FarelA A1 &
= XE7](labeling)=
QW%"J-@L 2024, °]Zte]
A7) _/aH]X} Hh-g- 01] HAE FEF dsixe
it A7 AapE HaEa Qo

Z7] ATELS Al 289 WA #77}
AT =AE Hzts] AAAL Y&
3} 31(Zhang et al., 2023), W AAA 71 9H
(deceptlon)*a“ ksl HAE B2 FEAZA

43S u gty 2 A EiWVan der stappen

[
o
4

T} o3l BAE BAG BAHE £
) RS ATHD T W f

gk

&8 317]9 J*J_EJMI o gt @
HAstY Li & Yang2024)2 Al
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Briins et al.(2024)
Wu et al.2025)9] AT AZF HZHO2 A
TY3E - (Al-generated) BT} Qo] F
Z¥l AIE HZE 572 4% 7
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of XAl HEE + ok
ojo B A& Fao Al 28 AR

Involvementy 8] 0] A
0:15\—7\4 ”’(Continuum)gl 7H‘{§
A, ‘Al 100% AIZF 271
s ARE Al AEES Ui, Izt #
of7b FAR Felz Aosiaitt A, AE
7P7F A #8ste] AR 21
7183 AEE FEHE AIE EE S 7o)
Z 83 Aol ©]= Brins et al.(2024)2]
‘Al B Z(Assistance) 3 Wu et al(2025)%] =7
A &g Jide| AT Aoz @A Azt
Azt kA Al AHE3) Alo]dlA] QI7te] &
Al HAdocus of contro)S FA3HE 71EA Y
ol e T Ade vt AA, A&7}
100% AZF AL AEZA A2 vkAl g2
It o=é} o] 233 FYH HAHE
@atm, IZF F7 7 =2 AEiolt
webA, Fan A Al AL 8 AR
100% vs. FE7F7F Al B8 vs. Al 100%)7

FAFE AMA} AN ARHE AP

o

N
-

ot ™ Mo

ot
. H
—h R iy

o7 ZFA% Ao|H,
o Fu o %o Hx&= FEFol|A mif W
2 283 Ao 7 oASIY T

AAY A7e

I HEH2-29 T o EH2-bE Wobd
Zlo]t},

H3. Ao &5 F1 HEH3-2)%%
T} S EH3-b= FoHE Zlolth

H4. 3319 Al &8
(Hd-2), 79 YEH4-b) o] A= IABA
o] wl7}& Zolch

b
ol
bl

bl
o
El
fuj
b

Al 28 &9 =% (Originality)
AEHoz Fu AToAM 3 (originality)

2 7|t B X](expectancy-discrepancy) T3 ol 4]

AE . B3] AZ4E 299 FEA(visual

3]

uniqueness)% B3 MR FE(attention) T
3] recal) S A3t 2902 AFHAG
(A5 9], 2005; Smith et al., 2008). Rosengren
er al(2020) ©lE? FHAY A aAE
B A ol I xWsk, S340]
94502 7lsde Aol ot Bils A

A g b kxsle] =ad AARS

st A (appropriateness) ¥t 22 o] 1 &
b SUsEnT FASET 3 auds
U P
A Z L (novelty)©] ofUet BA=7
He YT B4 o s
=3 51:]- FAZA H-S-

‘|—‘O_L4

He grolsta gt Wi HlolHE
Azt w2 w5 A4 = F
A A2 5 lom, ol Fod A
(TTCT) 59| A &5 THAE 21d v ATt
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(Guzik et al,, 2023). 71%5% AT Bobd A1 2023). olol whe} Al & Fao] a5 B3I
o] EFAL Azt AYAE tASIAY 5 3] A fEiAe 7 olEE B #A
7Fhe el =23k otk sARE Runco oA 2= Havt ok

o25)= oleld AIY] 4=Eo| P oR = 2 ATE oldd 3¢ wWAUEY 4l
e AUty 2] Bt 5718 7 7IAE =¥ FelZEEffore Heuristic) WA ol

A= 9= é(mtentlona.hty)o] AAEo] Qo= A Adstazl st Kruger et al.2004)°] A A
oA QZre] Z3A- REdxo daEtty 3 =¥ Foxgo| mEd, AESS g
A A5k ]7}91 S840l AL AL JHAE BT W AR AAel| BelE AR
Aoy, Al dUAE AARA] DR I =

d &HARE ¥l go] Soiit AFEdTF
Fpol] 7ttt wEbA Al Fare] SRAELS & ¢ 7HA] QAL A et ol B FEel
AL ol Fe AEEE 9 L Utk ol2l3k digel A QIZE AAbAke] whe(d
of wet 11 ou7t fs vEA sidE 7 &7 100% A, AEZIPE Al e =94,
S48 Wzt ok F, AFAQA FNF JAH =¥ AHEE AT, o <kt

é_ RS = |
(Novelty)> EASHAIRE, 21 ool o)z = AL | wt Axpzol thste 1784

Aol o] HAstty A=A Al Fa9 (Authenticity) S A|ZVsHA| sl= Ydo] Hth
440 S8A Bb g9ow AsEA % g, AAE Al WUE dolEE
< T AUtk A= Al 2§ FaolA A 0F QR FF ol AAH SRS T
S35 Y3 i ©<es AFgEe dA3t= 71€3 o (Technical Competence)S
FEE =3k A4S do, Nﬂlx}ﬂ I 5% B3I o)(Glikson & Woolley, 2020), 715
e HHE ogA It Hrtek=AE A #HAAE F3/(Originaliey)ll el 34
THHo= aysfof gt Al Frks gRE Aoz rdidn: T2y
Vazquez(2024)8] A7+ o9} dHtE= 94
TEE XZar dngur oM S8del  Q A3E RoEn &Hxks 59T FaE
ZHEE D7zt olgt= Aol Arell ol AAEHASE A
= &3k, Azte] AFElE WEd 34S
7180 Bl &HR; vk AFolA JAHAY {osHAl ‘/‘73] B7¥eE Aot O]E U4 AT
I 234 47 A" B, ga #5028 33 Y AGSE fARE d3g,
I IS et AS 8QloEA =Y A &8 Bl g S84 FAE U=
A Ader gfoAd gk v Fa AQdSeTledl wet Brpt ees ongit
Az oA AlY] T2 A% A B gukEoR FaoA 53K FAHE ad=

o I8 AR gk ZEH gES Al ARE AA Y ANE R ofyel, I o]H
718k EAlolBeerends & Aydin, 2025), FZA ol FUH ALY JAAA =] thg A
o] Hrt WAE JEed 4AEEH AT FH9 A& HAZ 3}7] wlEo|thRosengren et al.,
Aol wat 9oz AN UtkGulya, 2020). F, LaEFE A B3 S4F o=
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AEES AFEE AL 712 A3 1R A 2 Ao dRE we IAE JrtE A
g3k ol o] Ak Zlog QAHI, ST Al AR FAR Q) 2A gl Ao
AZEe] HAZF wiAlE Al 3o HRAELE " Ae 238 FHF HUkE oS ofs)
o]z AbEo] ofd wheglt dElE d4b A7lE dHF VAR AEE otk siAR
ANE AFEo] Hridstd JhsAde] o 53K WP e A9 AvAe AdE
(Runco, 2025). ©]&]gt #Meo|x FZAHL F &) 2 729 =89 o] 9734 &o
oA Al 8 Ao mE AL A4 B2 ARG A7 Aolrb AHIAF HRZo

2H|A JhE ko] BAE AgSstAY ks mAE
M7= 24 71A|(Moderating Mechanism)Z Z; = Al
£ Zoq qdET. =8 FE2EHEfforr  F 89

Heuristio®l] W2, £H2k= HHG 2A4ER HolHe AR 7127|SlpyE £H3h= W
o SR AFEe] disl ¥ =2 FE FE AT Aotk ol w2 FEA] 2
£ =S 7ldistH, ol ElskEe Al Al FRFIS o T4 adE S
£ et & 2= A f'é ol A B7t  Fks SAlOl, Aol AEHJS W e
H4E Ao wjgol EAsk= 3@ AA| U= 71 AdhDevaluation)®] & EZF AlSHA|
& s E AF 714V #sske Aotk Jle 2HEF £48 AdS gudth olg}
b F340] B FAYFE O dxle]l e =oo A v 22 VS =
YA gl ATl wEA, FLoUnd  Zsd

zo) AAA A2 T} 292 L)

= 5%““’ %7} ‘}O]E Stiskd Aot Hs. B8] Al 28§ A7t AAAS w7l

-
2
i)
O
HU
&
oZi
0_1_,
oy
fx
.
o
ol
£
2
P
[:1

sto] Fal Bl E(H5-a), 70 S| =MHs-byoll "
t 9 344 =4 vt 249 A

[e)
g 7ol w_, QAo Aolg 75l » —

(@/H)

il c .
4
A H1(-), H3(+) ,“H5
4
o] s’
R

N
A_
3
o 4
i)
2
o
1
2
Wl
e
3
o

2 e

|
mde 4 weel ol A ) sl w [T
et l‘i—x}ﬂia% o7 daEo] o)Az |nEnen THA=E)
(Discrepancy) s A SFA I TH(Vazquez, 2024). ©]& a8 1. o7 oy
ol7kA o] WjAE Al AHES EAAL

Bl ohd VT Brlsel He

A Ade AeRive AT 2leo2d)e] A4 AT Wy

¥} Wehs Zoldtt. dEHos 2 34
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Al~344)e] Alle i
TR AP
vs. A&7 AL B8 vs. AE7F 100%) X 2
(FZAE T2 L ovs A JFZA 3+ A2A
(between-subject design)Z T4 = ATt

& 47479 dHolEE sk, 22
A Z(manipulation check) w&NA FILo] Al
28 A=E 483 dASA X3 9293wt
S} eH] A~ 78] (Mahalanobis  distance) 715
23 thE o] A 39| ARE A9l
HZF 37999 HolElE Aol AHg-skST

A daks vt 2o FoAe JATE
AZ Bl 39 ¥, oo 2R =4 F
shutell 5249 iR E Y Fal ASEeex F
FhHe ARSI Fa AH Fells (1) Al
248 A= g F1 FHo dd =2 A ©
T2 HJIRIHA, 544, F3 "= T 9

vl WY
0F Yolux B2 welaldm, oK #
1 AFE B YA SYH WS
E&suA st

=
3 7ol F22 Bel=(Sunshine) B4 3320

Zyolt}, Fot A7 24} ERE 34

W3 do] e THA AFoE=A Bl

2 fEslel Ausitin

AEe 92E ®|E B Atk B
of gk Al ES A B AR
252 ARQ7A = shd] Al 100% AZF,

E3
AR Al &8st AF, AR 100%
A FTE 9o FAArt A FAE A

AFES STk Al BE A BAY OE

B3 AsE e FLsinh

A4S Al B5d o g ZAEG
o B34 auE) 202 ofEFR kA Al
AR SR/E F88 ded x¥E A=
st W, S AW 242 7€ T2
BAs o) AP wEaA st B
Aol Ukl EH WAE A8k

AEts Ads A=E0] Egd &4
(I 2eol, 34, 54 WHolAd, Bh= gH

£ jAISE el F34 /A
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K - ureot / MEY Al BDO

=23 A4
AZE A Q] 718H EAF) %iouoq 2
o tE =ze HAs] sl o)
o193 P SJo24)e] ATE ].%Lg
B3 ZAo| e HWrkzd AA) 350
2 & weoiyyy, <o #
T o] YAF Ty, «o] Fi Azt

o
= 2
M TT By B SEEAAE) 2
&

S0 T (aETiTmm

Hec oy
Sunshinet= {2l &210] 41 47H WS U F2 H@CYLL
“Fresh Sunlight in Every Glass"2}i= DRAIXI X, 8 Ho| F4 S0f 2% D &7|a cylel ofuixl§ Eof MRELich,

E: B2 J%iﬂl‘ﬂﬂ" AI! WES| A 2xLic),
10li= 40| ZR5(0] YSOR, PEA| 222 B Al M Al71 HiEch

[Sunshine]
SN

). X (OFzH)

0 332 %A

=L: hteps://myip.kr/eqzpF

zAM=3.80°] A ZAM=227)Et}t 5AZ

o2 fFostA =A UEhde d=8.23, p<

001) F4 22o] AAFES ATt
wE HAuo] P TAHAS =R T

»>.05 24 ®Wle] FAHITE 4’10}91@

54 =7

B 7o) RE Fo W4E MY ATE
o R AT o] WAl £ B HIES
ov, sy PR HER 24FYc)

£ A3 =4 HA

A7HAEol B A=
AU AN=A Sdsturt FrpatelA s)
g FAE AL 100% AZF, REZPE AL 28
AR, RAEZE 1009 A T ol A=
AR U=A dEstEs skt

EYE AR 2ASE 22 EFoE Fa F
A By 5348w BHE w9 AT

o AAsHtt

=9 Al 28§ A=5

34 (Authenticity)

ARHE B3 wARATE Ao A sk
Fa A=A AAETL 287t
18t= AEE Qo) Beverland(2005)9}
Morhare et al.2015)2] HE=E Fuste], W4
I Az g B ) Beo] Fae A
Fo| 4L AFeA Y3 moETy, o] B
T &EIAE Solgt %t glol BTy,
«o] Fa= AT F Yy <o] Fio] wH
& A9HolA Ya AAxYGor ZHs)
Atk

_p4
of

e
A

_]>~
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42 Originality)

=L Fart 7129 Fae) AEsEE
Ne2e 8L TPFINE 1 Fdo] B
=9} mety z8E o2t Hrg Aol

ol EOiE 2 AFoA
(noveley) @ 3£ 9] 278 A (appropriateness)©] 2}
S 59 AA0E 2AAIYHEYL

flroox -

o

’

2005; Rosengren et al., 2020). 4 &3 14
3](2012)9} Rosengren et al.(2020)2] AE=ZE HIE
o= A 3Edeo] Fae 7IEe Fas
= g 553 HIS BoErh, o] Fa
FAG ANAH 28-S Fa Ao, o] F
= dZsr] oE e aas EFsta Uk

o R

=
=
o
j=)
8,
o
o
~
[S)
=
~
-
\O
o0
(@)
)
=,
=
=

&
=
AFLE FHasle] Fu Bx 3Eeo] Fa=

nlgol Erp, <o) B A AN

Al EJEEA|

Al ZEH A= 71Qlo] AIZE AAdSE =H
of tiall nj#H oz Hr} 9w &8s 5 )
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CH 70 63 37 3.54(61)  3.82(65)  3.60 (77) 293 (9)  3.83(59)
AL 57 28 -3l 355(77)  267(94)  335(85)  283(99)  3.79(56)
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376)= 8.76, p<.001, Al HEHA =R B = .20,  =3.16, p <.01)
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The Persuasive Effectiveness of Generative Al Advertising:

The Roles of Perceived Authenticity and Originality Evaluation

Ju Hyeong Choi Euna Park

Dep. of Psychology, Daegu University

While Generative Al technology is revolutionizing the efficiency and creativity of video advertising
production, consumer reactions remain mixed. This study focuses on the roles of authenticity and
originality to elucidate the persuasive mechanism of Al-utilized advertising. Specifically, it empirically
analyzes how the disclosure of ‘human involvement’ as the production agent affects consumer responses.
To this end, an online survey was conducted targeting adults aged 20 to 34, collecting data from 379
participants (female = 59.4%, mean age = 22.5 years). The results are as follows: First, consumers
perceived lower authenticity as the labeled degree of Al usage in the production process increased. Second,
authenticity was found to fully mediate the effect of the level of Al usage on advertising attitude and
purchase intention. In other words, the fact of Al usage itself did not have a direct effect on consumer
responses, but it indirectly led to negative outcomes by diminishing perceived authenticity. Third, the
analysis of the moderated mediation effect of originality revealed that in the ‘100% AI production’
condition, high originality backfired by exacerbating the decrease in authenticity, thereby reducing purchase
intention. Conversely, in the ‘expert’s use of AI' condition, the presence of human involvement buffered
the decline in authenticity, significantly mitigating the negative effect of originality. In conclusion, this
study suggests that ‘visible human involvement,” which highlights the role of humans as creators rather
than the technology itself, is a key factor in reducing consumer psychological resistance and enhancing

persuasive effectiveness in Al advertising strategies.

Key words : Generative Al, Al Advertising, Authenticity, Originality, Advertising Attitude, Purchase intention,

Advertising Effectiveness
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