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Introduction  
Generative artificial intelligence (Gen-AI) has garnered increasing attention in marketing 
communication because it advances personalisation, minimises costs, and streamlines content 
creation (Crawford et al., 2023; Kshetri, 2024). Through enabling automated decisions and 
recommendations, Gen-AI can support content creation, consumer segmentation, and data 
analysis (DMI, 2024). Yet concerns arise regarding authenticity, reliability, and regulatory 
compliance, particularly in light of the EU AI Act, which requires explicit labelling of AI-generated 
content (European Commission, 2024). Studies indicate that mistrust of AI persists among 
consumers, partly because they perceive AI-generated content as less credible than human-
generated output (Hancock et al., 2020; Novozhilova et al., 2024). This inquiry examines how 
these perceptions shape consumer willingness to engage with brands. 

Research Objectives  

This investigation aims to assess how perceived risk and brand credibility shape consumer brand 
engagement in the presence of Gen-AI-driven marketing. It also seeks to determine the 
moderating role of trust in AI and AI literacy on these relationships. Examining these factors, the 
research aims to clarify how consumer scepticism may be mitigated and how Gen-AI can be 
integrated judiciously. The interplay among these constructs will offer insight into strategies that 
maintain brand authenticity and encourage stronger connections with AI-enabled approaches. 

Literature Review 

Numerous investigations show that Gen-AI, while beneficial for efficiency, can generate mistrust 
among consumers (Luo et al., 2019; Liu et al., 2024). The reliance on broad internet datasets may 
compromise perceived authenticity, and disclosures about AI involvement frequently reduce 
purchase intentions (Spais et al., 2023; Yang et al., 2022). Some consumers experience reduced 
autonomy when AI systems make recommendations without human oversight (Prakash et al., 
2023). Signalling theory suggests that unambiguous communication helps lessen uncertainty, 
thereby promoting trust (Erdem & Swait, 1998). However, adoption of Gen-AI may raise questions 
regarding source reliability and content legitimacy, thereby undermining brand credibility. 
Furthermore, Source Credibility Theory indicates that perceived expertise and trustworthiness 
drive consumer evaluations (Hovland & Weiss, 1951). The presence of advanced AI literacy 
alleviates concerns about AI usage, as well-informed users are more likely to comprehend Gen-
AI’s practical advantages (McKnight et al., 2002). Enhanced familiarity with AI can limit perceived 
risk and support brand engagement by improving trust in AI (Novozhilova et al., 2024). 

Methodology  
A between-subjects experimental approach was undertaken, featuring a fictitious fashion brand 
named EverThread. Participants were randomly placed into one of three conditions: (1) absence 
of Gen-AI use, (2) moderate Gen-AI with human input, or (3) substantial Gen-AI with minimal 
human involvement. Visual marketing exemplars accompanied each scenario. Respondents 
then rated brand credibility (Erdem & Swait, 1998), perceived risk (Erdem & Swait, 1998), and 
willingness to engage (Leckie et al., 2016). They also provided data on trust in AI (McKnight et 
al., 2002) and AI literacy via an objective knowledge measure. Structural equation modelling 



and ANCOVA will be employed to investigate the proposed relationships. Initial results indicate 
that heightened Gen-AI reliance may diminish engagement through increased perceived risk 
and reduced credibility. Trust in AI and AI literacy appear to influence these relationships, 
suggesting a more measured Gen-AI deployment is advantageous for brands. 
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