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ABSTRACT

Al-generated advertising is an important strategy in the digital era that
enables organizations to produce marketing content more quickly while reducing costs.
However, consumers’ perception and trust toward this technology remain key
challenges for marketers and brands that aim to adopt artificial intelligence in
advertising. This study employs a quantitative research approach to examine the
factors influencing consumers’ purchase intention toward products or services
advertised through Al-generated advertisements. This research studies the factors
affecting consumers’ purchase intention from the perspective of applying the
Stimulus-Organism-Response model, together with a literature review. Therefore,
factors including Al advertisement entertainment, Al advertisement informativeness,
Al advertisement irritation, Al exposure, and subjective norms, which are stimulus
variables, are examined through mediating variables in the organism group, namely
perceived Al advertisement value and attitude towards Al advertisement. Data were
collected through an online questionnaire from a sample of 189 general respondents

aged 18 years and above who had seen Al-generated advertisements via social media
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and had knowledge and understanding of Al-generated advertising. The data were
analyzed by examining direct effects using multiple regression analysis, and indirect
effects were analyzed using the DanielSoper web-based program.

The findings reveal that Al advertisement informativeness, Al advertisement
irritation, and Al advertisement entertainment have direct effects on perceived Al
advertisement value and indirect effects on purchase intention. The perceived Al
advertisement value has a direct effect on attitude towards Al advertisement and an
indirect effect on purchase intention. Furthermore, attitude towards Al advertisement,
subjective norms, and perceived Al advertisement value have direct effects on
purchase intention, respectively. Meanwhile, Al exposure does not have a significant
effect on purchase intention.

The results of this study provide practical implications for marketers,
brands, and advertising content creators in developing effective Al-driven communication
strategies. Specifically, emphasis should be placed on designing content that is both
entertaining and informative while minimizing irritation, to enhance perceived value
and foster positive attitudes. Additionally, consideration of social influence and
appropriate target audience selection is essential to further strengthen consumers’
purchase intentions toward products or services communicated through Al-generated

advertising.
Keywords: Al-Generated Advertisement, Purchase Intention, Perceived Advertisement

Value, Attitude towards Al Advertisement, Stimulus—Organism—Response

Model, S-O-R Model
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