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Abstract. As generative AI becomes more common in advertising production, 

understanding how AI disclosure and explanatory transparency shape consumer 

responses has become increasingly important. The study used a 2 × 2 between-

subjects online scenario experiment to examine how AI disclosure and 

explanatory transparency shaped trust and purchase intention in an e-commerce 

advertising context. A total of 122 responses were collected, with 90 valid cases 

retained for analysis. However, significant interaction effects were found for both 

dependent variables, suggesting that consumers did not respond to these cues 

independently. Instead, disclosure appeared to be understood differently 

depending on the explanation that accompanied it. The transparency 

manipulation check was not significant, so transparency-related findings should 

be interpreted with caution. Overall, the study suggests that consumers are more 

likely to evaluate AI-related advertising by reading disclosure and explanation 

together rather than as separate pieces of information. Future research could test 

these relationships with stronger transparency manipulations and more diverse 

samples. 
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1 Introduction 

Generative AI has become an increasingly visible part of advertising production. 

Brands now use it to create copy, images, and page content more quickly and at lower 

cost, especially in e-commerce.  

At the same time, its growing use in advertising has raised a more difficult question. 

Once advertising content is no longer assumed to be fully human-made, concerns about 

authenticity, honesty, and credibility become more difficult to ignore. Recent studies 

suggest that awareness of AI involvement in ad creation can reduce advertising value, 

weaken perceived credibility, and diminish brand authenticity [1-3]. 

This matters especially in e commerce advertising. In online shopping, consumers 

cannot directly inspect products or immediately verify the claims presented on the page.  
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As a result, their judgments depend heavily on the cues available in the advertisement 
itself. Trust is central in this process because it shapes whether the information on the 
page feels reliable enough to act on. Earlier research on online trust and consumer 
reviews has shown that, when direct verification is limited, consumers rely on available 
cues to judge credibility and make decisions [4,5]. 

A closely related variable is explanatory transparency. In this study, transparency is 
not treated as a broad idea of corporate openness, but as the extent to which the 
explanation on the advertising page appears clear, proactive, and objective. Recent 
research suggests that transparency should not be reduced to the simple availability of 
more information. What matters more is whether that information is presented in a way 
that consumers recognise as meaningful and credible [6]. However, existing studies 
have tended to examine AI disclosure, transparency, or online trust cues separately. 
Much less attention has been paid to how AI disclosure and explanatory transparency 
may work together in the same e-commerce advertising context.  

To address this gap, the study uses a 2 × 2 between-subjects online scenario
experiment to examine how AI disclosure and explanatory transparency shape
consumer trust and purchase intention. By focusing on both outcomes, it aims to capture 
not only immediate credibility judgment, but also whether that judgment extends to 
behavioural intention. 

2 Literature Review 

2.1 Generative AI in Advertising and the Emerging Trust Problem 

Generative AI has increasingly entered advertising and marketing practice and is now 
used to produce copy, images, and page content. Its appeal lies not only in improving 
efficiency and reducing creative costs, but also in its potential to generate personalised 
content at scale, allowing brands to deploy content more flexibly across channels. Bui 
notes that AI is becoming more deeply embedded in advertising production, while
Brüns and Meißner show that brands’ use of generative AI has already become an issue 
that consumers notice and respond to [1,2]. 

The issue, however, is not only one of efficiency. Once advertising content is no 
longer assumed to be entirely human-made, consumers’ concerns about authenticity, 
honesty, and whether the content has been excessively processed or shaped by artificial 
intervention begin to rise. Existing studies suggest that as AI-generated advertising 
becomes more common, concerns about content credibility and brand authenticity also 
increase [2,3]. 

This change is especially important in e-commerce settings. In online shopping,
consumers cannot directly examine products, so many judgements rely on page
information and visual presentation. Under these conditions, whether advertising 
information appears trustworthy can shape later trust in the brand and, in turn, influence 
purchase intention. 

For this reason, examining how consumers form trust and purchase intention in AI-
involved e-commerce advertising is not only practically important, but also provides 
the background for the later discussion of AI disclosure and explanatory transparency. 
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2.2 AI disclosure as a Signal of Honesty, Authenticity, and Credibility 

In the context of e-commerce advertising, AI disclosure is not just a brief technical 
note. It is also a cue that shapes how consumers understand the source of the
advertisement and the credibility of its message. 

Once an advertisement clearly states that its content or visuals were generated with 
AI involvement, consumers no longer focus only on the product claim itself. They may 
also begin to think more carefully about how the message was produced and whether 
that process is trustworthy. 

Grigsby et al. argue that, once AI use is disclosed, consumers may no longer view 
the brand as the sole source of information [3]. Instead, they may treat AI as part of the 
wider communication process. This shift can weaken the perceived credibility of the 
advertisement and lower consumers’ overall evaluation of it. 

Existing studies further suggest that the importance of AI disclosure lies not only in 
indicating the presence of technological involvement, but also in triggering a new
judgement of authenticity and credibility. Bui finds that disclosing AI involvement can 
reduce advertising value and purchase intention, partly because it lowers perceived 
credibility [1]. Brüns and Meißner further show that when brands are seen as using 
generative AI in content creation, consumers may perceive them as less authentic, 
which can lead to more negative attitudinal and behavioural responses [2]. 
2.3 Explanatory Transparency as Evidence-based and Checkable 

Communication 

AI disclosure can draw consumers’ attention to the production process behind an
advertisement, while explanatory transparency further shapes how they judge whether 
the message is credible. In this study, transparency does not refer to corporate
transparency in a broad sense, nor to CSR or supply-chain transparency. Rather, it refers 
more specifically to explanatory transparency in an advertising context. The focus here 
is not on whether the brand as a whole is transparent, but on whether the advertisement 
itself provides a clear and well-supported explanation that helps consumers understand 
what the claims are based on and whether those claims can be assessed. 

This understanding is consistent with recent research on transparency. Sansome et 
al. argue that perceived transparency should not be reduced to the mere presence or 
quantity of information [6]. Although information availability is a necessary condition, 
it does not by itself produce a sense of transparency. What matters more is whether 
consumers perceive the information as presented in a proactive, clear, and objective 
way. Montecchi et al. further suggest that consumers’ perceptions of brand 
transparency are shaped by judgements of observability, comprehensibility, and
intentionality [7]. 

In this paper, explanatory transparency is understood as a communicative cue that 
shapes consumers’ credibility judgements. Its value does not lie simply in adding more 
information, but in making advertising claims seem better supported, easier to
understand, and more open to evaluation. It may also increase consumers’ level of 
scrutiny, leading them to examine more carefully whether brand claims are sufficiently 
grounded. For this reason, the present study does not treat explanatory transparency as 
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a uniformly positive informational supplement, but as a context-dependent judgement 
cue. 
2.4 Trust and Purchase Intention in Online Consumer Judgment 

One key difference between online and offline shopping is that consumers cannot 
directly examine products or immediately verify whether page information is reliable. 
In this context, they often judge the credibility of the information first and then decide 
whether to move towards purchase. Trust, therefore, is not a secondary outcome in e-
commerce, but a core judgement that comes before further decision-making. Utz et al. 
likewise show that review cues in online stores significantly shape consumers’
judgements of page credibility [5]. 

Purchase intention should also not be understood as a fully separate outcome. Kim 
and Song find that perceived information credibility does not directly translate into 
purchase intention, but works indirectly through competence and authenticity [8]. This 
suggests that behavioural intention develops on the basis of earlier credibility
judgements rather than from a single cue alone. 

Li and Liang further support this point in their study of online reviews [9]. They find 
that identity cues can influence purchase intention through mediating factors such as 
review credibility and social support. This suggests that in online settings, behavioural 
intention is formed gradually through cue interpretation. Based on this logic, the present 
study treats both trust and purchase intention as outcome variables. Trust refers to 
consumers’ credibility judgement after encountering advertising information, while 
purchase intention refers to whether that judgement is further translated into
behavioural tendency. This relationship is progressive and reflects the decision process 
of online consumption more closely. 
2.5 Cue-based Judgment: Why Disclosure and Transparency May Work 

Together 

In online consumption settings, consumers often cannot directly verify the information 
presented on a page, and therefore rely more heavily on different cues when judging 
whether an advertisement is credible. Utz et al. show that trust in online stores is not 
determined by a single factor, and that different cues do not simply overlap with one 
another [5]. 

In generative AI advertising, both AI disclosure and explanatory transparency enter 
into consumers’ judgement processes, but they do not work in the same way. Grigsby 
et al. find that AI disclosure may weaken trust by prompting consumers to question the 
source of the information [3]. Explanatory transparency, by contrast, does not directly 
signal technological involvement. Instead, it works by shaping how clear and well-
supported the message appears, and thus affects consumers’ overall judgement of
advertising claims. More specifically, once AI involvement is already known,
explanatory transparency may influence whether consumers still regard the
advertisement as informative, supportable, and worthy of trust. Since these two cues 
shape judgement through different routes, it is necessary to consider their joint effect. 

As Sansome et al. argue, transparency is not defined simply by whether information 
is present, but by whether it is perceived as clear, objective, and proactive [6]. For this 
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reason, the present study is more inclined to understand disclosure and transparency as 
cues that may be read together, rather than as two isolated factors. 
2.6 Research Gap and Hypotheses 

Existing evidence suggests that AI disclosure can influence consumers’ trust, value 
judgement, and purchase intention in advertising, while the effect of transparency
depends on whether the information is perceived as clear, proactive, and objective. In 
online consumption settings, consumer judgement is often based on cues rather than 
direct verification [1,4,6]. However, most existing studies examine disclosure,
transparency, or online cues separately. Few have directly tested, within the same e-
commerce advertising context, how AI disclosure and explanatory transparency jointly 
shape trust and purchase intention. In particular, there is still limited experimental 
evidence on whether, once AI is disclosed, the accompanying explanation is clear, well-
grounded, and open to judgement. 

To address this gap, this study adopts a 2×2 online scenario experiment to examine 
the main and interaction effects of AI disclosure and explanatory transparency on trust 
and purchase intention. The following hypotheses are proposed: 

H1  AI disclosure will affect consumer trust and purchase intention.
H2 Explanatory transparency will affect consumer trust and purchase intention. 
H3 AI disclosure and explanatory transparency will interact in shaping consumer 

trust and purchase intention. 

3 Method 

3.1 Research Design 

This study employs a 2 × 2 between-subjects online scenario experiment to examine 
how AI disclosure and explanatory transparency influence consumer responses to e-
commerce advertisements. The former identifies whether an advertisement explicitly 
discloses the use of AI in its production, while the latter concerns the presence of high 
versus low levels of clear, evidence-based explanatory information. Consumer trust and 
purchase intention serve as the two dependent variables. 
3.2 Participants and Procedure 

Data were collected through an online survey on Wenjuanxing, with 122 responses in 
total. After data cleaning, 90 valid cases were retained. Participants who failed the 
attention check or completed the survey in under 30 seconds were excluded.
Participants were then randomly assigned to one of four conditions in a 2 × 2 between-
subjects design. 

Participants viewed a product page for a fictitious moisturizing cream brand. All four 
versions of the page were identical in product type, price, layout, and visual elements. 
The only differences across conditions were the two experimental manipulations. 

After providing informed consent, participants viewed the assigned product page 
and then completed the manipulation check items, followed by scales measuring trust 
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and purchase intention. The survey ended with questions on demographic information 
and basic background variables. 
3.3 Experimental Manipulations 

Both independent variables were manipulated through the textual information on the 
stimulus pages. In the disclosure condition, a brief statement was included to indicate 
AI involvement. In the non-disclosure condition, this statement was absent.
Explanatory transparency was manipulated through the way the product claims were 
presented. In the high transparency condition, the page included more specific 
evidence, context, and evaluative cues. In the low transparency condition, the claims 
were presented in a more general way without further support or verifiable detail. 
Across all four versions, the product name, price, images, colour scheme, layout, button 
settings, and overall page structure remained consistent. 
3.4 Measurement 

The two main outcome variables were trust and purchase intention, and each was
measured with a three item scale. Trust was measured with items relating to the
credibility, trustworthiness, and honesty of the page. Purchase intention was measured 
with items on willingness to learn more about the product and the likelihood of adding 
it to the cart or favourites. All core items used a seven point Likert scale. The survey 
also included two manipulation checks, one on whether participants noticed the
disclosure of AI involvement and the other on whether the explanations on the page 
were perceived as evidence based and verifiable. Basic background information,
including age, gender, and online shopping frequency, was collected in the final section. 
3.5 Data Analysis 

The data analysis involved three steps. First, reliability analysis was conducted for trust 
and purchase intention. Second, manipulation checks were used to test whether
participants noticed AI disclosure and perceived the intended difference in
transparency. Finally, two 2 × 2 ANOVAs were conducted with trust and purchase 
intention as the dependent variables. 

4 Results 

Both dependent measures showed high internal consistency. The trust scale yielded a 
Cronbach’s alpha of .923 and the purchase intention scale yielded a Cronbach’s alpha 
of .918. Both measures showed good reliability. Manipulation checks were then
conducted for the two independent variables. The AI disclosure manipulation was 
successful and showed a significant difference between conditions, χ² =13.54, p =.001. 
In contrast, the manipulation check for explanatory transparency was not significant, t 
= -0.11, p = .911. This suggests that participants did not clearly distinguish between the 
high and low transparency conditions. Therefore, findings related to transparency
should be interpreted with caution. 



2 No AI disclosure + 24 4.79 1.54 4.49 1.62 
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Table 1. Means and standard deviations of trust and purchase intention across the four 
experimental conditions. 

Grou Condition n Trust Trust PI M PI SD 

p M SD 

1 No AI disclosure + 16 5.46 1.38 5.52 1.58 

Low transparency 

High transparency 

3 AI disclosure +High 23 5.38 1.15 5.39 1.25 

transparency 

4 AI disclosure +Low 

transparency 

27 4.78 1.35 4.64 1.46 

Descriptive statistics for the four experimental conditions are presented in Table 1. 
Trust and purchase intention showed a similar pattern across conditions. Higher mean 
scores appeared in the no AI disclosure and low transparency condition and in the AI 
disclosure and high transparency condition, while the other two conditions showed 
lower scores overall. This pattern suggests that participants did not respond to AI 
disclosure and explanatory transparency independently. Instead, the descriptive results 
point to a possible interaction between the two variables. 

Table 2. Two way ANOVA results for trust and purchase intention. 

DV Effect F p Partial eta^2 

Trust AI disclosure 0.000 0.996 0.000 

Trust Transparency 0.027 0.871 0.000 



 

 
 
 

 

426             S. Wang

Trust Interaction 4.689 0.033 0.052 

Purchase AI disclosure 0.068 0.794 0.001 

intention 

Purchase Transparency 0.008 0.928 0.000 

intention 

Purchase Interaction 7.907 0.006 0.084 

intention 

As shown in Table 2, no significant main effects were found for either AI disclosure 
or explanatory transparency on trust. However, their interaction was significant, with F 
= 4.689 and p = .033. Neither variable showed a significant main effect, while the 
interaction between them was significant, with F = 7.907 and p = .006. This indicates 
that participants responded to the combination of the two cues rather than to either cue 
alone. Given the non significant transparency manipulation check, these results should 
be interpreted with caution. 

5 Discussion 

5.1 Interpreting the Findings 

Consumers did not seem to respond to AI disclosure and explanatory transparency 
separately. Instead, they appeared to interpret them together when judging the
credibility of the advertisement. This pattern is particularly understandable within
online contexts, where consumers often have limited ability to verify information
directly and instead rely on several cues when forming trust judgments. Earlier work 
on online trust and cue based judgment points in the same direction, suggesting that 
trust in digital environments is often shaped by multiple cues rather than by a single 
signal alone [4,5,10]. Disclosure did not seem to carry a fixed meaning on its own, but 
worked differently depending on the explanation that accompanied it. 

The non-significant effect points to a more conditional pattern, in which the
influence of disclosure and transparency depends on context and on the way the two 
cues are interpreted together. This interpretation is also in line with earlier studies on 
AI disclosure, where disclosure has not produced a consistent effect. In some cases, 
disclosure has reduced trust, while in others, it has supported trust when interpreted as 
a sign of honesty or openness [3,11]. A similar point applies to transparency. More 
information does not automatically make a message more persuasive. What seems to 
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matter more is whether the information feels clear, proactive, and objective from the 
consumer’s point of view, rather than simply being available in greater quantity [6].  
5.2 Limitations and Future Research 

A more cautious point concerns the transparency manipulation, since its manipulation 
check was not significant. This means the high and low transparency conditions may 
not have been clearly distinguished by participants. For that reason, the findings should 
not be used to make causal claims about transparency itself. It would be worth testing 
the same pattern again with a clearer difference between the two explanation
conditions. 
5.3 Theoretical and Practical Implications 

From a theoretical perspective, disclosure and transparency make more sense as 
connected cues than as isolated variables. This fits earlier work showing that trust in 
digital settings is often built through several cues at once rather than through a single 
piece of information [4,10]. It also suggests that, in AI advertising, a cue does not carry 
meaning entirely on its own, but is shaped by the information around it. 

For brands, The mere disclosure of AI use is unlikely to be sufficient. The
explanation around that disclosure also needs to feel clear and credible to consumers. 
This point is consistent with recent work showing that trust remains central to purchase 
response in digital commerce, and that perceived credibility shapes consumers’
willingness to act [12,13]. Brands therefore need to think not only about whether to 
disclose AI, but also about how that disclosure is explained. 

6 Conclusion 

As generative AI becomes increasingly integrated into advertising, attention has shifted 
from whether brands use AI to how such use is presented and interpreted by consumers. 
The findings of this study suggest that consumer judgement in e-commerce advertising 
is shaped less by single cues in isolation than by how different cues are interpreted 
together. AI disclosure does not carry a fixed meaning on its own, and explanatory 
transparency is not simply an added layer of information. 

 Rather, trust in AI-related advertising depends in part on whether consumers feel 
that the message remains understandable, grounded, and worth relying on. Although 
the transparency manipulation in this study was limited, the overall pattern still suggests 
that consumer responses to AI in advertising are context-dependent. More broadly, this 
implies that the future of AI communication in commerce may depend not only on 
telling consumers that AI was involved, but also on whether that involvement is
explained in a way that still feels credible. 
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