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Abstract 

Background: Generative Artificial Intelligence (GenAI) is reshaping the digital marketing 

landscape, particularly within the fashion industry. It is transforming how brands create content 

and communicate with consumers, enabling new forms of AI-generated advertising. While 

GenAI provides brands with opportunities for efficiency and creativity, it also raises questions 

about consumer perceptions. Previous research has explored the corporate side of AI use in 

marketing. However, how consumers, particularly Generation Z, perceive AI-generated fashion 

advertising remains underexplored.  

Purpose: This paper examines how AI-generated advertisements affect Generation Z’s 

perceptions of perceived credibility and consumer trust, and how these perceptions shape 

consumer attitudes in the fashion industry.  

Method: The study follows a qualitative, abductive approach using semi-structured interviews 

with 14 Swedish Gen Z aged 21-27. The data were analysed by using a thematic analysis, 

identifying patterns and themes related to perceived credibility, consumer trust and consumer 

attitudes. 

Conclusion: The findings indicate that AI-generative advertisements generally have a negative 

impact on Gen Z’s consumer attitudes in the fashion industry, primarily by reducing perceived 

credibility and consumer trust. While transparency and brand familiarity can influence these 

effects, the results highlight a suggested trade-off between efficiency and credibility in 

AI-generated advertising.  
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1. Introduction  

______________________________________________________________________________ 

This section introduces the reader to the background of the research topic, followed by the 

problem formulation, purpose section, leading to the thesis’ research question. Lastly, important 

definitions are included.  

______________________________________________________________________________ 

1.1 Background  

In today’s digital world, technology plays a significant role in shaping customer experiences and 

brand-consumer interactions (Hoyer et al., 2020), particularly in the fashion industry, where it 

has become essential in shaping how brands communicate and attract consumer attention (Noris 

et al., 2021). Digital technologies have transformed the way such brands increase experiential 

value and enabled more personalised, interactive, and data-driven marketing strategies (Hoyer et 

al., 2020). Two important factors in how brands are perceived are credibility and trust, which 

have more influence than factors such as knowledge and awareness (Rosenbaum-Elliott et al., 

2018). As an industry that relies on visual storytelling, high-quality imagery and strong brand 

identities, fashion marketing depends on the ability to generate positive consumer attitudes, 

establish trust and build emotional connections through advertisements (Vogue College Editorial, 

2025). Due to the high competition and changing consumer preferences, the fashion industry has 

increasingly adopted emerging technologies such as AI-driven personalisation, virtual fashion 

shows and AR-try-ons (Vogue College Editorial, 2025). To differentiate and drive customer 

loyalty, fashion brands rely on various marketing tools (Atta et al., 2024), many of which are 

driven by these digital advancements.  

Among these technological innovations, Artificial Intelligence (AI) has become one of the most 

influential forces changing the business environment (Ribeiro et al., 2025). It plays an important 

role in and has transformed many different industries, including the marketing industry (Gao et 

al., 2023). Previously, artificial intelligence was mainly used for data processing, making 

predictions and improving decision-making by using large amounts of data (Hermann & Puntoni, 

2024). However, recent advancements have significantly changed AI capabilities. In particular, 

1 



 

the emergence of generative AI (GenAI) represents a major change in the development of AI 

technologies. GenAI refers to a group of AI models that can use large datasets to generate new 

content such as text, pictures, codes, and videos (Hermann & Puntoni, 2024). Due to the rapid 

adoption and growing industry integration of AI capabilities, the GenAI market has experienced 

tremendous growth. Between 2022 and 2024, it grew from a $191 million market to surpassing 

$25.6 billion in 2024 (Fernandez, 2025). 

Marketing is one of the industries most affected by GenAI (Gao et al., 2023; Israfilzade, 2025; 

Luo et al., 2025). In the marketing context, GenAI offers new opportunities for content creation, 

idea generation, writing texts, sentiment analysis, and personalising messaging and customer 

experiences (Marr, 2024). Researchers note that AI-generated content technologies are reshaping 

the digital marketing landscape and changing the way consumers interact with and interpret 

marketing messages (Luo et al., 2025). As a result, both strategic and creative processes in 

advertising are increasingly influenced by AI-generated content, which can produce highly 

realistic text, images, and videos (Jiang et al., 2025). The use of GenAI in marketing has 

experienced a rapid and substantial growth in recent years. In 2021, the global market was 

valued at $15.84 billion and is estimated to increase significantly, exceeding $107.5 billion by 

2028 (Navarro, 2025), demonstrating the increasing reliance on GenAI technologies in 

marketing. Although it is still in its infancy in the fashion industry, GenAI has the potential to 

improve many areas of the fashion ecosystem. Fashion companies can use the technology to 

decrease marketing costs, personalise customer communications, improve customer service, 

increase productivity and speed up market launches (Harreis et al., 2023). According to Harreis 

et al. (2023), GenAI is expected to add $150 billion to $274 billion in the apparel, fashion, and 

luxury sectors. GenAI can help increase creativity in the designing of content by taking data such 

as text, images and video and creating new outputs of media from written scripts to 

three-dimensional designs and realistic virtual models (Harreis et al., 2023). Fashion brands 

increasingly experiment with GenAI to create content, virtual models and advertising campaigns 

(Harreis et al., 2023). This can be seen in examples such as Mango’s first AI-generated 

campaign, which used AI-generated avatar models in a collection for teenage girls (Fanzeres & 

Tse, 2024), H&M’s use of AI digital twins (Baek et al., 2024), or Revolve’s 20th-anniversary 

AI-generated campaign (Zhang & Hur, 2025). These examples illustrate how GenAI is starting to 

change creative production processes in fashion marketing.  
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However, the use of AI in fashion advertising, such as generating AI models, has become a 

controversial topic (Bain, 2025). When Levi’s explored AI models, the company faced backlash 

(Bain, 2025), and both Guess and Vogue faced boycotts for the same reason (Chitrakorn, 2025). 

Consumers highlighted problems of unrealistic expectations of beauty and having to compare to 

women that do not exist, which can become increasingly problematic since it will become more 

difficult to tell AI models apart from real-life people (Chitrakorn, 2025). Such discussions 

highlight the wider societal debate around the opportunities and challenges associated with 

AI-generated advertising, reflecting broader tensions between technological efficiency and 

expectations of credibility in advertising.  

The fashion industry represents a relevant context for examining these developments due to the 

importance of building a strong brand identity that resonates with consumers, visual 

communication and creative expression through advertising play an extremely important role 

(Vogue College Editorial, 2025). Fashion is also an industry where consumers demand 

authenticity and transparency due to issues such as sustainability and labour conditions (Fashion 

Revolution, 2023). Furthermore, concerns regarding authenticity and potential deception in 

advertising are not new, since the industry has long relied on highly curated and digitally 

enhanced imagery to create idealised representations (Taylor et al., 2018). However, such 

practices have been criticised for promoting unrealistic standards and potentially misleading 

consumers, which led to laws and regulations requiring disclosures for such practices (Kirkby et 

al., 2023). Such reflections reflect the important efforts to maintain consumer trust and perceived 

credibility in fashion advertising. This historical context highlights that issues of manipulation 

and authenticity have long been central to fashion advertising, potentially affecting the 

perceptions of emerging technologies such as AI-generated advertisements. In this context, the 

use of artificial intelligence to generate advertisements may influence how consumers evaluate 

such messages, especially regarding perceived credibility and trust, which are key factors in 

shaping consumer attitudes (Kirk & Givi, 2025). 

This issue is especially relevant when considering Generation Z (Gen Z), a cohort born between 

1995 and 2009, and the first generation to grow up in a digital world, making them highly 

familiar with online content and emerging technologies (Bachnik et al., 2025). As the largest 

consumer base through 2030, Gen Z is expected to significantly shape future marketing practices 
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(Research and Markets, 2018). At the same time, Gen Z consumers are characterised by a strong 

preference for authenticity, transparency and social responsibility, while also showing scepticism 

toward traditional marketing tactics (Bachnik et al., 2025). Thus, Gen Z’s evaluations of 

AI-generated fashion advertising are interesting since authenticity is vital for fashion brands to 

be perceived as credible and trustworthy (Bringé, 2024). 

Due to the growing use of AI-generated advertising in the fashion industry, it raises important 

questions about consumer perceptions. Moreover, limited research has examined how Gen Z 

evaluates such tools. Previous research suggests that trust plays a central role in shaping 

consumer attitudes towards brand communications (Israfilzade, 2025), however, the implications 

of AI-generated advertising for perceived credibility and trust remain underexplored.   

1.2 Problem Formulation 

In recent years, the development of AI has significantly transformed the advertising industry, 

leading to the expansion of more intelligent and data-driven operations (Gao et al., 2023). The 

fashion industry has been quick to adopt AI technologies aimed at consumers (Zhang & Liu, 

2026). Moreover, AI is used to improve targeting, ad optimisation, personalisation, and content 

creation, and helps advertisers to create more effective strategies and make quicker, data-driven 

decisions by analysing consumer behaviour and real-time data. GenAI helps creative teams by 

more efficiently creating a variety of advertising material (Gao et al., 2023).  

Previous studies have mainly focused on the corporate and technological side of AI adoption in 

marketing, emphasising technical capabilities, algorithmic performance, and operational benefits 

(Wu & Wen, 2021; Bachnik et al., 2025; Markou et al., 2025; An & Ngo, 2025), while little 

attention has been given to how consumers perceive AI-generated advertising. This is also true 

for research on the use of AI in the fashion industry, where the focus has been on technological 

advancements, with little attention given to consumer perceptions (Kiper & Liang, 2026). AI 

improves marketing operations by enabling predictive modelling, audience segmentation, 

automated content creation and large-scale personalisation (Reed et al., 2025). Moreover, these 

tools automate and streamline routine tasks, which allows companies to focus more on strategic 

initiatives and significantly reduce time spent on tasks (Reed et al., 2025). Previous research also 

highlights that the advanced techniques in AI, such as deep learning and reinforcement learning, 
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can help optimise ad performance, boost engagement, and conversion rates (Gao et al., 2023). In 

the fashion industry, the use of AI has grown significantly due to its broad applications, and prior 

research has mainly focused on its role in forecasting trends, personalised recommendations and 

image generation (Kiper & Liang, 2026). 

Consumers’ awareness of AI-generated advertising shapes their responses and their attitudes 

(Israfilzade, 2025). Trust is vital in shaping consumer attitudes (An & Ngo, 2025) and plays a 

central role in consumer behaviour, influencing consumer-brand relationships, loyalty, and 

purchase decisions. In the context of AI-generated advertising, trust becomes more complex due 

to uncertainties about authenticity, accuracy, and intent (Israfilzade, 2025). Furthermore, attitudes 

towards AI influence the perceived credibility of AI-generated advertisements (Jung et al., 

2025). In the fashion industry, previous studies regarding AI models have found that 

human-related conditions are perceived as more authentic (Kim, 2026). Studies researching 

GenAI in the advertising sector have found conflicting results. Some studies argue that 

AI-generated content can be seen as more conceptually strong, balanced and vibrant, and the 

creativity in this content helps influence trust in a positive way (Jung et al., 2025). Furthermore, 

Zhang and Gosline (2023) found that AI-generated content is perceived as higher quality 

compared to that created by humans. At the same time, Israfilzade (2025) found that 

advertisements labelled as AI-generated caused lower trust, and disclosures of AI use lowered 

brand attitudes. Moreover, Israfilzade (2025) suggested that advertisements labelled as 

human-generated acquire higher purchase intent and consumer trust, even when produced by AI. 

This is also true for studies related to the fashion industry, where the use of AI can increase 

perceived innovation and sophistication, but also weaken authenticity and emotional connection 

when AI is disclosed (Zhang & Liu, 2026). This suggests that the issue might not be with the 

actual content, but rather consumers react more to the label of AI.  

Despite the rapid adoption of AI in marketing and the growing use of AI-generated advertising, 

empirical research in this area remains in its infancy (Arango et al., 2023). Moreover, the small 

but emerging body of literature assessing consumer responses to AI-generated advertisements 

remains limited and reports mixed findings, with some studies suggesting increased performance 

while others indicate consumer scepticism (Aljarah et al., 2025; Belanche et al., 2025; Grigsby et 

al., 2025). Moreover, despite the growing use of GenAI in fashion, research remains limited 
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regarding how consumers perceive AI-generated advertisements in relation to factors such as 

trust (Kiper & Liang, 2026; Zhang & Liu, 2026). This is especially important in the fashion 

context, where consumption is linked to self-expression and identity (Zhang & Liu, 2026). The 

symbolic role of fashion and the growth of AI use emphasise the importance of studying 

consumer perceptions of AI-generated advertisements (Zhang & Liu, 2026). Furthermore, 

important factors to consumer perceptions in advertising, such as trust and credibility, have been 

identified as important areas needing further research as they are central to how consumers 

evaluate AI-generated advertisements (Markou et al., 2025; An & Ngo, 2025; Ford et al., 2023; 

Kirk & Givi, 2025). Furthermore, many of the current studies have focused primarily on textual 

AI-generated advertising content (Zhang & Gosline, 2023; Kirk & Givi, 2025), which suggests 

that studies into non-textual formats, such as images, need further research.  

Research suggests that consumer perceptions of AI in marketing are shaped by their prior 

experiences and personal values (Kiper & Liang, 2026). Moreover, moderating factors such as 

age, digital literacy and technological innovativeness have been recognised (An & Ngo, 2025; 

Kirk & Givi, 2025), but remain insufficiently explored. Moreover, Generation Z is a relevant yet 

underexamined demographic regarding consumer perceptions of AI-generated advertising 

(Bachnik et al., 2025). Finally, although studies have started to examine consumer perceptions of 

AI-generated advertising, these investigations have largely relied on experimental or quantitative 

designs such as Grigsby et al. (2025), Aljarah et al. (2025), Arango et al. (2023), and Kirk & 

Givi (2025). This pattern is also reflected in similar studies in the fashion industry, which argue 

that the research in this field has mainly adopted quantitative designs (Zhang & Liu, 2026). 

Studies such as Feng & Kim (2025) highlight the need for future research to involve qualitative 

methods to get a deeper understanding of how consumers interpret and make sense of such 

content.  

Due to concerns from consumers, governments, and advertising companies, mandates have been 

discussed for disclosures of AI-generated content (Grigsby et al., 2025). In addition, 

AI-generated advertising is raising more ethical questions (Israfilzade, 2025). In response, 

governments worldwide have begun implementing laws and regulations requiring AI-generated 

communications to be disclosed (Kirk & Givi, 2025). For example, the EU Artificial Intelligence 

Act, adopted in 2024, emphasises transparency in the use of AI systems, such as the need to label 
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AI-generated content (European Union, 2024). This is particularly relevant in the context of 

advertising, where AI-generated content may influence consumer perceptions. 

Despite the rapid adoption of AI-generated advertising in the fashion industry, there remains a 

limited understanding of how consumers perceive such content, particularly regarding key 

factors such as perceived credibility and consumer trust. Existing research in the AI literature 

remains fragmented, with mixed findings regarding whether AI-generated advertisements 

enhance or deteriorate consumer attitudes. Furthermore, much of the current literature focuses on 

technological capabilities or relies on quantitative and experimental designs and offers limited 

insight into consumer perceptions. This gap is especially important to understand in the fashion 

industry, where AI-generated content is starting to play a larger role in advertising campaigns, 

and where visual representation, authenticity, transparency, and emotional connection are central 

to consumer evaluations of brands. Furthermore, Gen Z represents a very relevant but 

underexplored demographic. Consequently, there is a need for in-depth, qualitative research that 

investigates how AI-generated advertisements influence Generation Z’s evaluations of perceived 

credibility and trust, and how these shape consumer attitudes toward brands in the fashion 

industry. Moreover, these insights are essential for marketers to understand to guide responsible 

and effective AI implementation, balancing advantages like efficiency with trustworthiness and 

credibility.  

1.3 Purpose 

This paper aims to investigate how AI-generated advertisements influence Generation Z’s 

perceptions of credibility and trust, and how this impacts consumer attitudes towards fashion 

brands. The study seeks to contribute to the emerging literature on AI-generated advertising and 

consumer behaviour, and provide practical recommendations for marketers on the responsible 

use of AI in advertising. 

1.3.1 Research Question  

The research question to be answered is the following:  

How do AI-generated advertisements influence Generation Z’s consumer attitudes, through 

perceived credibility and consumer trust, in the fashion industry?   
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1.4 Definitions  

AI-generated Advertisements: Promotional content that is created by using artificial 

intelligence technologies. These technologies help marketers generate advertising campaigns, 

produce social media content, and create personalised content for specific consumers (Kirk & 

Givi, 2025). 

Consumer Trust: Refers to a consumer’s willingness to depend on an exchange partner that one 

has confidence in. It involves belief in a partner’s trustworthiness and a willingness to act on that 

belief by relying on the partner (Moorman et al., 1993). 

Perceived Credibility: The concept of perceived credibility is based on people’s perception of 

credibility rather than being an inherent quality of an object, person or information (Moussa & 

Touzani, 2008). Moreover, it refers to the extent to which the source or actor’s intentions are 

perceived as believable at a specific point in time (Erdem & Swait, 2004).  

Consumer Attitudes: Consumer attitudes refer to an individual's positive or negative evaluation 

of a particular brand or product. This evaluation is shaped by three components: cognitive 

responses (beliefs and thoughts), affective responses (emotions and feelings), and behavioural 

responses (intentions and actions) (Kotler & Armstrong, 1996; Solomon & Lowrey, 2017). 

Authenticity: Is commonly defined as the perception of someone or something as true, real or 

genuine. Authenticity is perceived from the observer's perspective and is influenced by personal 

observations, experiences, and expectations, rather than being a fundamental characteristic of an 

entity (Beverland, 2009).  
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2. Literature review  

______________________________________________________________________________ 

This chapter begins with an overview of the methods used to collect relevant literature. The 

purpose of this chapter is to provide the theoretical background to this research to be able to 

interpret the author’s findings and provide deeper insights into the research outcomes. 

______________________________________________________________________________ 

2.1 Method of Literature Search 

This literature review is structured to systematically examine existing research related to 

AI-generated advertisements in the fashion industry. In recent years, the use of Artificial 

intelligence has grown rapidly in our society. However, the development of AI can be traced 

back to the 1950s, and AI has continued to develop since Boden (1998) discussed the idea that 

AI could be creative (as cited in Campbell et al., 2022). This chapter will provide a clear and 

transparent literature review with relevant sources. 

2.1.1 Database & Search Strategy 

The literature was collected from the Scopus database, which is comprehensive and provides 

high-quality, carefully selected academic content with global coverage (Baas et al., 2020). 

Multiple searches were conducted, since a single search with many relevant keywords did not 

yield many article results. In total, nine searches gave results by different combinations of 

relevant keywords (see Appendix 1), such as “AI-generated advertis*”, “Consumer Attitude”, 

“Trust” and “Credib*”. The keywords were inspired by the research topic and expanded with key 

terms and synonyms identified in prior literature within the field. Moreover, the search was 

limited to open-access journals and articles published in English. The research question primarily 

explores the emerging field of AI-generated advertising and focuses on Gen Z’s attitudes within 

the fashion industry. Given that the field of AI is rapidly evolving and has received increased 

attention since 2015 (Chintalapati & Pandey, 2022), it is essential to identify and use sources that 

provide recent research and information that reflects today’s state of AI use. Therefore, the 

selected articles were published between 2015 and 2026, with the majority published in the last 

five years, demonstrating the novelty of the topic.  
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Due to multiple searches, duplicate articles were removed, and abstracts of articles were 

reviewed to ensure relevance to the thesis. The inclusion criteria were applied (see Table 1), and 

studies were required to address at least one of the specified topics. Articles that did not include 

any of the topics in Table 1 were excluded.  

 

Table 1: Inclusion Criteria Topics 

Furthermore, additional more specific searches relevant to the thesis were conducted, focusing 

on “Gen Z” and “Fashion” together with “AI-generated advertis*”. However, these did not 

generate any results or did not fulfil the screening process. Therefore, snowballing was employed 

from relevant studies to identify additional literature using backwards and forward citation 

tracking. Snowballing provided an opportunity to identify additional literature not captured in the 

Scopus searches. The inclusion and quality criteria for the snowballed articles were the same as 

those used for the articles identified through the database searches.  

2.1.2 Quality Assessment  

Another important screening criterion employed was quality assessment, where all articles have 

been analysed and reviewed to ensure articles from high-quality journals informed the literature 

review (Hibbler, 2025). All articles used are peer-reviewed and evaluated through their ABS 

journal ranking. However, ABS journal ranking tends to favour research that stays within one 

subject area and may undervalue research that combines multiple disciplines, even though such 

research is often of high quality (Rafols et al., 2012). Since this thesis involves both business and 

psychology, additional journal quality ranking systems were used to ensure a broader coverage of 

relevant and high-quality research. 
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Articles from journals not included in the ABS list were considered if they were relevant to this 

study and held a Q1 ranking in the SCImago Journal Rank (SJR). SJR is a useful metric for 

evaluating journals, as it measures scientific influence by analysing citation data from the Scopus 

database. Journals ranked with Q1 indicate the top 25% of journals within a specific subject area 

(Taylor & Francis, n.d.). Additionally, the articles were cross-checked against the Australian 

Business Deans Council (ABDC) journal ranking list, which is another system to rate journals 

and ensure the inclusion of credible sources (Australian Business Deans Council, 2025) 

After articles had been screened, eligible articles from the database searches and snowballing 

were read in full. The final number of articles in the literature review was 33, due to some 

articles being removed in the process (See Figure 1).   

 

Figure 1: Prisma Diagram of Literature Review Articles  

2.2 Artificial Intelligence 

Artificial intelligence (AI) has been defined in different ways in existing literature.  For instance, 

Kaplan & Haenlein (2019, p.17) define AI as “A system’s ability to interpret external data 

11 



 

correctly, to learn from such data, and to use those learnings to achieve specific goals and tasks 

through flexible adoption”. AI uses external information, gathered from sources such as big data 

systems, to detect patterns and identify rules. It relies on machine learning, which enables 

computers to learn from data without being directly programmed for each task (Kaplan & 

Haenlein, 2019). These algorithms increasingly outperform humans in many areas (Castelo et al., 

2019).  

Today, firms mostly use Analytical AI, which relies on cognitive intelligence to analyse data, 

generate insights, and improve operational efficiency across different industries (Kaplan & 

Haenlein, 2019). As highlighted in a seminal study by Wirth (2018), AI, in its current state of 

development, has the potential to replicate or even replace the expertise required to make 

informed market decisions, including marketing decisions.  

2.2.1 Generative AI  

Generative AI refers to computational technologies that can generate novel and meaningful 

content, for instance, images, text, or audio (Feuerriegel et al., 2024). GenAI uses deep learning 

models trained on large amounts of data to develop neural networks capable of producing new 

and original content (Belanche et al., 2025). Recent progress in GenAI is pushing into creative 

domains traditionally considered as the sole domain of humans (Jung et al., 2025). As large 

models like OpenAI’s ChatGPT become more widely accessible, GenAI is bound to transform 

the way people live and work (Zhang & Gosline, 2023). From a business perspective, GenAI 

models can generate new data, offering problem-solving capabilities that can improve and 

simplify business operations (Feuerriegel et al., 2024).  

2.2.2 Generative AI in Marketing  

GenAI has emerged as an effective tool for marketers to create advertisements quickly and at a 

lower cost (Grigsby et al., 2025; Campbell et al., 2022). In marketing, GenAI is used to create 

written content, scripts, visual elements, videos, and advertisements for various applications 

(Campbell et al., 2022). Buczek et al. (2023) discussed these benefits through the “3Es” of AI in 

marketing (as cited in Reed et al., 2025). The first “E” is the effectiveness perspective, which 

focuses on improving business results. The second dimension is efficiency, which relates to 

improving productivity and reducing costs. The third dimension is the effort to enhance 
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consumer experiences (Reed et al., 2025). Moreover, GenAI offers businesses the opportunity to 

automate the entire content creation workflow, from analysing audiences to generating ideas and 

designing content. GenAI allows firms to respond rapidly to market trends. However, firms need 

to evaluate the trade-off between the efficiency of GenAI and potential consumer reactions to 

AI-generated advertising (Belanche et al., 2025).  

Existing research suggests several issues with GenAI, where consumers often see algorithms as 

less authentic and credible (Hermann & Puntoni, 2024). Consumers are sceptical about relying 

on algorithms due to data protection and privacy concerns, which can affect brand trust. Another 

key concern relates to the ownership of AI-generated content and the rise of copyright issues 

(Hermann & Puntoni, 2024). A major problem is that AI algorithms are trained on biased or 

incomplete data, which can cause AI systems to repeat or even make these problems worse (Gao 

et al., 2023). This can result in GenAI producing misleading or inaccurate content, thereby 

affecting the reliability of the advertising (Hermann & Puntoni, 2024). 

2.2.3 AI-generated Advertisements  

The advertising industry has shown significant interest in GenAI due to recent technological 

advancements. These technologies make it possible to create realistic, engaging content that can 

be customised to specific audiences, improving the effectiveness of marketing campaigns. In 

addition, these new tools greatly automate the creation and modification of advertisements 

(Campbell et al., 2022). Hartmann et al. (2025) provide evidence that GenAI can match and, in 

some cases, surpass human-made images regarding consumer perception and marketing 

effectiveness.  

Although AI-generated advertising can appear realistic, some studies, such as Aljarah et al. 

(2024), argue that it appears synthetic and not entirely authentic, inherently shaping a perception 

of falsity. With today's technologies, it is possible to generate AI-generated images of people 

who are not real, potentially leading consumers to believe that they represent real humans. This 

raises concerns about deception and trust in AI-generated advertisements (Aljarah et al., 2024). 

On the other hand, others argue that a potential disclosure would weaken the marketing 

effectiveness and diminish the advertisements’ credibility and trust (Campbell et al., 2022; 

Israfilzade, 2025).  
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2.3 Generation Z and AI  

Generation Z (Gen Z) is a relevant demographic for AI-generated advertising due to their high 

exposure to digital technologies and online media. As digital natives, Gen Z consumers are 

highly familiar with AI-powered technologies, such as recommendation systems and chatbots 

(Bachnik et al., 2025). Despite their technological familiarity, previous research indicates that 

Gen Z consumers remain cautious toward AI-generated advertising, particularly regarding 

authenticity and credibility. Furthermore, they place a strong emphasis on trust and transparency, 

underscoring the need for ethical AI use and transparent communication about AI in advertising 

(Bachnik et al., 2025). 

Moreover, Bachnik et al. (2025) found that AI-generated advertising was seen as less engaging 

due to scepticism about its authenticity and creativity. Furthermore, Gen Z’s cautious acceptance 

of AI technology underscores the need to manage innovation with credibility. Similarly, Wang et 

al. (2023) explained that Gen Z is concerned about data privacy and negative effects on 

well-being, as this generation is vulnerable in their social network site activities. According to 

Bachnik et al. (2025), to enhance greater engagement and trust among Gen Z, brands should 

clearly communicate the advantages and the underlying processes of AI-generated 

advertisements.  

2.4 The Fashion Industry and AI 

In today’s marketplace, companies in the fashion industry face fierce competition due to shifting 

consumer preferences and the growing number of brands. To differentiate from competitors and 

build loyalty, fashion brands use a variety of strategies and marketing tools (Atta et al., 2024). 

Influencing consumer attitudes is one of the central aspects in fashion advertising since attitudes 

are the central driver of consumer behaviour, such as purchases, which is the goal of fashion 

advertising (Atta et al., 2024). Due to the competitive pressures and continuously changing 

consumer demands, fashion brands have been among the first to adopt consumer-facing AI 

applications (Zhang & Liu, 2026). Within the fashion industry, AI has become increasingly 

integrated in areas such as production, styling and production, changing both traditional practices 

and increasing efficiency. One of the most used applications is using GenAI to create images 

(Kiper & Liang, 2026). Furthermore, in fashion advertising, GenAI enables personalised 
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marketing content, enhanced visual imagery, and the creation of virtual models. For example, 

platforms like LaLaLand use artificial intelligence to generate realistic digital models whose 

characteristics, like skin tone and body type, can be customised (Kiper & Liang, 2026).  

For fashion brands to earn Gen Z’s loyalty, building trust and credibility is especially important, 

as the consumption of fashion products is closely linked to the expression of identity and social 

meaning (Zhang & Liu, 2026). As a result, source credibility is a key mechanism by which trust 

develops (Low et al., 2025). This is particularly important in fashion advertising, where 

consumers rely on brand messages, such as advertisements, to assess alignment with their 

identity and values. Research in the fashion industry has also found a significant, positive 

relationship between brand credibility and consumer attitudes towards that brand (Atta et al., 

2024), highlighting the importance of credibility in fashion advertising.  

Previous research highlights the importance of models in fashion advertisements. Recent 

developments in GenAI have enabled fashion brands to incorporate AI-generated models into 

their advertising campaigns (Kiper & Liang, 2026). Although these models offer benefits such as 

increased efficiency and reduced production costs, their impact on consumer responses remains 

uncertain. Emerging research indicates that social media advertisements with AI-generated 

models often trigger scepticism, which can negatively affect brand advocacy and purchase 

intentions (Kim, 2026). While the use of AI can enhance perceptions of innovation and novelty, 

it may also weaken the sense of authenticity and emotional connection that is especially 

important in fashion branding (Zhang & Liu, 2026). Moreover, consumers may perceive these 

models as less credible due to concerns about ethical issues and devaluation of the brands’ 

marketing efforts, perceiving them as more lazy (Kim, 2026). However, studies have also found 

that AI-generated content, such as advertisements, can benefit due to it being perceived as 

authentic and realistic, but it can have adverse effects if it is interpreted as illegitimate (Zhang & 

Liu, 2026). Furthermore, research also suggests that AI-generated fashion advertisements can be 

optimised by highlighting the product presentation (Kiper & Liang, 2026). 

2.5 Consumer Trust 

The formal term used in this thesis is “consumer trust”, however, the shorter term “trust” is used 

interchangeably throughout the text for simplicity, as this work is written from the consumers’ 
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perspective. Consumer trust reflects consumers' expectations that a service provider can be 

reliable and capable of fulfilling its obligations (Wang et al., 2025). Trust is a critical factor in 

shaping consumer attitudes, as it strongly influences purchase decisions, fosters brand loyalty, 

and shapes the relationship between consumers and brands (Israfilzade, 2025). In addition, it 

helps decrease uncertainty and enhances consumers’ confidence in a specific brand’s products or 

services (An & Ngo, 2025).  

In the context of advertising, trust is influenced by factors such as entertainment, trend relevance, 

interactivity, electronic word-of-mouth, and visual appeal (Luo et al., 2025). Previous research 

indicates that trust becomes more complex in AI-generated advertising because of the 

uncertainty about whether the content is genuine, authentic, accurate, and about its underlying 

intention. It has been suggested that trust toward AI-generated advertisements is based on 

multiple dimensions, such as perceived credibility, relatability and authenticity (Israfilzade, 

2025). When users place greater trust in GenAI, they tend to evaluate advertisements more 

positively in terms of credibility, informativeness, innovation and entertainment appeal (Jung et 

al., 2025). Similarly, Aljarah et al. (2024) highlight that trust develops when consumers perceive 

that the brand provides relevant and accurate content and upholds transparency in its marketing 

activities.  

At the same time, earlier studies also point to the negative effects of AI-generated advertising. 

Zhang & Hur (2025) found that when cost savings were highlighted as a driver of AI-generated 

advertising, consumers trusted AI-generated images less and had lower purchase intentions. 

Likewise, Israfilzade (2025) and Grigsby et al. (2025) suggest that disclosure of AI in 

advertisements resulted in lower levels of trust, which is associated with less positive attitudes 

and lower purchase intentions. Additionally, Aljarah et al. (2024) explain that consumers often 

see AI-generated advertisements as false. The awareness of falsity affects brand engagement 

differently depending on brand familiarity. In the case of familiar brands, this awareness tends to 

have less impact, since consumers rely on prior experiences rather than questioning the brand’s 

honesty. For unfamiliar brands, awareness of falsity reduces perceived sincerity, which often 

results in lower engagement (Aljarah et al., 2024).  
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2.6 Perceived Credibility of AI-generated Advertising  

Perceived credibility describes consumers’ perception of how believable and persuasive 

AI-generated advertising appears and is often influenced by transparency about the content's 

source (Israfilzade, 2025). Existing research argues that perceived credibility is important due to 

concerns about authenticity and potential manipulation, particularly as Gen Z has raised 

questions about the credibility of AI-generated advertisements (Bachnik et al., 2025). Many 

consumers are concerned about the authenticity of AI-generated advertising and the ethical 

issues associated with it. Consumers often view these AI-generated images as less genuine than 

images made by humans, which can lead to scepticism about the moral implications (Belanche et 

al., 2025). Similarly, Arango et al. (2023) explained that the use of AI-generated human 

representations negatively affects consumer responses, highlighting how AI practices in 

advertisements can undermine trust and perceived credibility.  

Moreover, prior research agrees that disclosure of AI-generated advertising has often been shown 

to lead to a decline in both the persuasive power and perceived credibility of the ads, which may 

result in an unfavourable attitude towards advertisements (Campbell et al., 2022; Baek et al., 

2026; Jung et al., 2025). Similarly, Zhang & Hur (2025) explain that when an AI-generated 

advertisement discloses that it was created by AI, consumers may view it as false and believe it 

does not reflect reality. To reduce the negative outcomes of AI disclosure, firms should adopt 

transparent and ethical AI use to strengthen credibility and improve consumer attitudes (Baek et 

al., 2026).  

2.7 Consumer Attitudes 

Consumer attitudes toward an advertisement are influenced by how consumers perceive the 

credibility and trustworthiness of the message source (Grigsby et al., 2025). In AI-generated 

advertising, consumer attitudes are often shaped by perceptions of AI. Consumers who perceive 

AI as more machine-like rate AI-generated ads as less credible than those disclosed as 

human-generated (Baek et al., 2026). Similarly, Zhang & Hur (2025) found that consumers tend 

to evaluate human-made and AI-generated images in similar ways when the source remains 

undisclosed. However, when the image's source was disclosed, consumers showed significantly 

more positive attitudes toward the human-made advertisements. This pattern may be explained 
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by the perception that AI-generated content lacks genuine feelings (Aljarah et al., 2025). 

Supporting this, Grigsby et al. (2025) argue that when an AI disclosure label clearly indicates 

that all elements of an advertisement are AI-generated, it further reduces positive attitudes 

toward the ad. However, existing findings are not entirely consistent, as Jung et al. (2025) state 

that trust in AI-generated advertising, along with its recognition of human-like qualities, can 

positively influence consumer attitudes.  

Research indicates that consumers hold negative attitudes towards perceived falsity in 

AI-generated advertising. When advertisements are perceived as false, consumers tend to adopt a 

defensive approach towards the brand, processing information more cautiously, reducing trust in 

communications and decreasing emotional and empathy engagement (Arango et al., 2023). 

Consistent with this, awareness of falsity in AI-generated advertisements may lead to 

unfavourable attitudes toward the brand, as consumers often perceive the brand as less sincere 

(Aljarah et al., 2025).  
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3. Theoretical Framework 
______________________________________________________________________________ 

This section introduces the theory that will be used in this thesis to better understand the 

research topic and to help analyse the findings.  

______________________________________________________________________________ 

3.1 Source Credibility Theory  

Source Credibility Theory, developed by Hovland and Weiss (1951), is a psychological model 

that explains how a communicator's perceived trustworthiness and expertise influence the 

effectiveness of their message. They suggested that when a promotional message about a product 

is created and shared with others, the audience typically recognises the source and evaluates its 

credibility before responding, either positively or negatively (Hovland & Weiss, 1951). Later, the 

third component of attractiveness was introduced, which encompasses a source’s physical 

attractiveness or likability (Banaji & Heiphetz, 1985). Likewise, Ohanian (1990) conceptualised 

source credibility as a three-dimensional construct. 

This theoretical framework is relevant when considering the use of GenAI in advertising within 

the fashion industry, as the source of content may affect consumers’ attitudes towards the 

advertisement and the brand. As Omeish et al. (2025, p. 3) state, “There is ongoing debate on 

whether trust and credibility can emerge from artificial sources”. In line with this, Source 

Credibility Theory has been applied in prior studies of AI influencer marketing, in which AI 

influencers serve as the source of information (Omeish et al., 2025). In this context, source 

credibility is critical as it determines whether the audience adopts the influencer's 

recommendations and engages with their content (Omeish et al., 2025).  

Building on this, the theory can also be extended to AI-generated fashion advertising. As 

Grigsby et al. (2025) suggest, when AI disclosure appears in an advertisement, it introduces AI 

as the source by revealing how the advertisement was created and by whom. Furthermore, AI 

performance is often evaluated as unproven and ambiguous, which often results in increased 

consumer uncertainty. Higher uncertainty is associated with lower perceived source credibility 

(Grigsby et al., 2025).  
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Applying this framework can help this study understand how Gen Z evaluates AI-generated 

content and how this evaluation shapes consumer attitudes. Consequently, trust emerges as a 

critical factor in shaping consumers’ willingness to establish long-term relationships with fashion 

brands (Low et al., 2025).  

3.1.1 Expertise  

Expertise is one of the dimensions of Source Credibility Theory. McCroskey (1966) described 

expertise as a source's competence or qualifications, such as its skills and knowledge. In 

advertising, brand expertise is shaped by the cumulative effects of its past and current marketing 

strategies and activities (Erdem & Swait, 2004). 

Existing literature indicates that AI strengthens marketing expertise through improved efficiency, 

content generation, and data processing (Campbell et al., 2022; Reed et al., 2025; Feuerriegel et 

al., 2024). In the context of AI-generated content, Kirkby et al. (2023) argue that advertisements 

disclosed as human-generated are generally preferred by consumers, even though AI-generated 

content is evaluated higher in expertise. However, GenAI can generate inaccurate content 

(Hermann & Puntoni, 2024), which can question its competence. 

3.1.2 Trustworthiness  

Trustworthiness is an essential factor of credibility (Erdem & Swait, 2004). Trustworthiness 

refers to the extent to which a source is perceived as willing to make trustworthy, honest claims 

and to offer accurate information about a product from consumers' perspective (Ohanian, 1990). 

Previous research argues that trustworthiness arises from perceived authenticity and moral 

integrity, qualities often considered characteristic of humans (Ohanian, 1990).  

The trustworthiness of AI-generated advertising has emerged as a growing concern in the 

existing literature (Israfilzade, 2025; Zhang & Hur, 2025; Baek et al., 2026). Prior research 

highlights that these concerns are linked to consumers' perceptions of the falsity in AI-generated 

advertisements (Aljarah et al., 2025). In addition, issues regarding the authenticity and perceived 

genuineness of AI-generated content have raised scepticism towards this form of advertising 

(Bachnik et al., 2025; Belanche et al., 2025). However, trust can be enhanced when consumers 

are consistently provided with valuable, accurate and relevant information (Omeish et al., 2025).  
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3.1.3 Attractiveness  

Attractiveness is the last dimension of Source Credibility Theory. In advertising, attractiveness is 

mainly influenced by how similar, familiar, and likeable the source appears to the receivers 

(Banaji & Heiphetz, 1985). Similarity is often considered a component of source attractiveness 

and refers to the extent to which the receiver sees themselves portrayed in the source. 

Furthermore, the concept of familiarity captures how the audience knows the source through 

prior exposure. Lastly, likeability reflects how the audience finds the source appealing, based on 

their overall attractiveness and behaviour (Banaji & Heiphetz, 1985).  

In AI-generated advertising within the fashion industry, GenAI can produce highly realistic 

human representations (Aljarah et al., 2025). Prior literature indicates that such images may 

reduce perceived similarity and emotional connections compared to real models (Belanche et al., 

2025). One explanation is that AI-generated images may be perceived as fake and artificial, 

making them more difficult for consumers to relate to (Aljarah et al., 2025). In contrast, some 

studies argue that AI-generated advertising can achieve higher visual quality than human-created 

images (Hartmann et al., 2025; Zhang & Gosline, 2023), which may enhance likability and 

increase overall attractiveness.  
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4. Methodology 

______________________________________________________________________________ 

This section will explain the philosophy and approach of the study. The chosen method of data 

collection and analysis is outlined. Finally, the ethical considerations and trustworthiness of the 

findings are included.  

______________________________________________________________________________ 

4.1 Research Philosophy 

Research philosophy refers to the set of assumptions and beliefs about the nature of reality and 

how knowledge about it is developed (Saunders et al., 2023). Every stage of the research process 

is influenced by assumptions made, such as the methodological decisions, data collection, and 

analysis techniques (Saunders et al., 2023). An interpretivist approach is appropriate in this study 

since it suggests that reality is complex, subjective, based on experiences, can be interpreted in 

different ways, and seeks to study and create deeper understandings of these interpretations 

(Saunders et al., 2023). In the context of this research, this approach enables an in-depth 

exploration of how Gen Z consumers interpret AI-generated advertisements. Moreover, there is 

no objective reality about AI-generated advertising, and how people perceive advertisements and 

form consumer attitudes is subjective. In addition, Generation Z consumers might assign 

different meanings, such as trust and credibility, in relation to AI-generated advertisements. An 

interpretivist approach allows the authors to explore these interpretations and develop a more 

detailed understanding of how attitudes are subsequently formed. Rather than relying on 

numerical measurements as in positivism, interpretivism focuses on in-depth explorations to 

develop rich understandings of different perceptions and interpretations (Saunders et al., 2023). 

Consequently, an interpretivist philosophy is appropriate for this research study since it enables a 

detailed exploration of how Gen Z consumers interpret AI-generated fashion advertisements and 

construct subjective meanings related to trust, credibility and consumer attitudes.  

4.2 Research Approach  

Typical methods for interpretivist research use a qualitative design and method of analysis, using 

small samples and in-depth investigations (Saunders et al., 2023). This study adopts a qualitative 
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research design to gain a detailed understanding of Generation Z’s consumer attitudes to 

AI-generated advertisements in the fashion industry, since the focus of interpretivist research is 

to interpret and not quantify. Moreover, since a statistical analysis does not fit the purpose of the 

research, quantitative research is not appropriate (Creswell & Poth, 2018). Qualitative research is 

appropriate when the purpose is to explore an issue, and an in-depth understanding of the 

problem is needed. Moreover, qualitative research describes interactions of factors and different 

perspectives of participants through methods such as interviews and analysing texts (Creswell & 

Poth, 2018).  

The study follows an abductive research approach, which is an iterative process moving between 

theory and data (Saunders et al., 2023). Research based on abduction is open and sensitive to 

new data, while also drawing inspiration from existing theories in the identification and 

interpretation of patterns in the data (Saunders et al., 2023). Thus, it is a process combining 

induction and deduction by building patterns and themes from the “bottom up”, and using 

theories to make sense of this information. Abductive research is commonly used when studying 

new or evolving phenomena such as AI-generated advertising and consumers’ views of such 

emerging technologies. Since AI-generated advertising in fashion is rather novel and still 

developing, the abductive approach allows the authors to use existing theories and potentially 

extend them to AI-generated advertisements. Furthermore, in abduction, the themes and patterns 

identified in the data can also be used to generate new or modify existing theories (Saunders et 

al., 2023), in this case, adapting the Source Credibility Theory to AI-generated advertisements. 

4.3 Method of Data Collection  

The method intended for this research is a qualitative study design using semi-structured 

interviews to collect primary data. Interviews allow researchers to “enter into the other person’s 

perspective” (Patton, 2015, p.628). Moreover, the detailed information sought after in qualitative 

research can only be obtained by talking directly to people, letting them share their stories 

(Creswell & Poth, 2018). In interpretivist research, unstructured or semi-structured interviews 

are conducted since the purpose of these often are to gain an understanding of the participants’ 

reality (Collis & Hussey, 2021). Semi-structured interviews were conducted since they allowed 

interviewers to have a structured set of pre-decided questions from an interview guide, but with 
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the flexibility to probe and ask follow-up questions based on responses to deepen responses and 

get richer data (Collis & Hussey, 2021; Patton, 2015). Furthermore, by conducting 

semi-structured interviews, it allowed participants to express their own meanings and 

interpretations, and probe deeper into emerging themes, enabled by the semi-structured 

interviews’ focus on the participants’ perspective (Bell et al., 2022). A semi-structured design 

was preferred over a structured, since structured interviews are mostly used in quantitative 

research where the focus is to standardise and get specific answers (Bell et al., 2022). 

Most interviews were held face-to-face since previous studies have suggested that it facilitates 

the development of rapport and a more natural conversational setting (Bell et al., 2022), which is 

important for generating rich qualitative data (Irvine et al., 2013). Thus, it might build trust and 

make interviewees more comfortable, leading to more detailed responses. The majority of 

interviews were conducted in-person, but some were conducted online through a video-meeting 

on Teams to allow flexibility for the participants and since synchronous video communication 

creates an interactional experience similar to face-to-face interviews by enabling verbal and 

non-verbal communication (Bell et al., 2022).  

The interviews were conducted in English to reduce the need for translation, thus reducing the 

risk of meaning loss or interpretation bias that can occur when translating qualitative data (Bell 

et al., 2022). Although a non-native language may influence respondents’ expressiveness, this 

effect is considered limited as participants expressed comfort conducting the interviews in 

English, had high levels of proficiency, and most had conducted university studies in English.   

The interview guide (Appendix 2) was created with 10 main open-ended questions, with possible 

follow-up questions. Open-ended questions were used since they require longer and more 

developed answers (Collis & Hussey, 2021). This allowed the authors to obtain more detailed 

information about interviewees' personal opinions. The interview guide was divided into 

different parts, each with a different focus. In addition, it provided definitions of trust and 

perceived credibility to ensure participants had a consistent understanding of key concepts. This 

was to reduce the problem of meaning explained by Bell et al. (2022), which is when people 

have different understandings of the same term.   
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The interviews involved showing visual and contextual images from Mango’s AI-generated 

campaign for “Teen’s Sunset Dream Collection” (Appendix 3). The method of using photos to 

get richer answers was used in a similar study investigating the effects of AI-generated 

advertisements on customer engagement (Priporas et al., 2025). This process of using 

photographs to stimulate reflections is called photo elicitation, a powerful technique for in-depth 

interviews (Patton, 2015). Furthermore, it is an interview technique that enhances the interview 

process by facilitating conversation and triggering further reflections to generate richer data 

(Kyololo et al., 2023). In this study, participants were given examples of AI-generated 

advertisements to stimulate reflections and encourage more detailed responses in discussing their 

perceptions of trust, credibility and overall attitudes toward similar advertisements. Moreover, 

the images helped clarify the concept for unfamiliar participants and prompted reflection on 

personal experiences and perceptions related to AI-generated advertisements, which can be 

difficult to articulate when relying solely on abstract questions without concrete examples. 

A pilot interview was conducted to “refine data collection plans and develop relevant lines of 

questions (Creswell, 2013, p.165). The purpose of the pilot interview was to test and refine the 

interview guide, the clarity and frame of the questions and the interview flow (Creswell & Poth, 

2018). After the pilot interview, some questions were rephrased, removed, added, or moved to 

improve understanding and allow a more logical order of questioning. In addition, it allowed the 

authors to test and estimate the interview duration and that the questions generated relevant data 

for the research question.  

4.3.1 Sampling Technique  

A purposeful sample design was used to recruit participants for this study, meaning they were 

chosen due to their relevance to the research question (Patton, 2015). This sampling technique 

enabled the collection of in-depth and context-rich insights aligned with the thesis’ research 

question and interpretivist approach, where understanding participants’ perspectives is prioritised 

over statistical generalisation (Collis & Hussey, 2021). Due to limited access to the full 

population of interest, a purposeful convenience sample was used, with participants recruited 

through the authors’ personal networks (Edgar & Manz, 2017).  
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Convenience samples refer to a way of selecting participants from the target population that the 

researcher has access to, either through the internet or by proximity to the researcher’s location 

(Edgar & Manz, 2017). While this approach may limit representativeness, it facilitated access to 

participants with relevant experience and pre-existing reciprocity and rapport. Such familiarity 

fostered trust and openness, which are critical for obtaining more honest and detailed qualitative 

data (Rao, 2026). Therefore, the use of personal networks was chosen since researchers suggest 

that familiarity and rapport between the authors and the participants can improve the quality and 

credibility of the data collected (Rao, 2026; McLeod, 2024).  

4.3.2 Sample Selection and Size 

The sample of the study was Swedish Gen Z above the age of 18. This age limit was decided due 

to the Swedish Legislation and the Parental Code (SFS 1949:381), stating that people under the 

age of eighteen are minors, who, before entering into agreements, often require parental consent. 

The sample was limited to Swedish Gen Z since people’s perceptions of technology and ethics 

are highly influenced by cultural values (Markou et al., 2025), and due to the fact that previous 

research has found that cultural factors both have a major impact on how consumers react to AI, 

but also on trust formations (Zhang & Hur, 2025). Yam et al. (2023) further stated that culture is 

an important factor that affects attitudes towards machines and that some cultures generally 

accept AI-driven technologies more. Sweden is one of the countries in Europe with higher 

adoption rates of GenAI compared to the average in the EU, suggesting that Swedish people are 

familiar with the topic (Yanatma, 2025), which is essential for in-depth explorations.  Therefore, 

the sample consists of Swedish participants to reduce cultural variability in AI reactions, trust 

formations, advertising norms, but also digital literacy and technological innovativeness, which 

has been recognised as moderating factors by previous research (An & Ngo, 2025). The sample 

included participants of different genders, ages, occupations, and regions, to capture a wider 

range of people within Swedish Gen Z (Table 2). This variation was also to capture a broad range 

of perspectives within the target population. This diversity is important in qualitative research, 

which aims to explore different perspectives (Creswell & Poth, 2018).  

The number of interviews was not pre-determined, however, the final number was fourteen. 

Interviews were conducted until saturation was reached, meaning new data were collected until 

interviews no longer provided new information in the form of themes or insights (Saunders et al., 
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2018). In this case, when no new perceptions, attitudes or perspectives emerged. Saturation is a 

gold standard for purposeful samples, and failure to reach this impacts the quality of the research 

(Saunders et al., 2018). This aligns with the idea that qualitative studies usually focus on depth 

with small samples selected for a specific purpose (Patton, 2015; Saunders et al., 2023).  

Table 2: Interview Sample Table 

4.3.3 Researcher Role and Reflexivity 

In interpretivist research, researchers’ values shape the research process and their interpretations 

are central to the study’s contributions (Creswell & Poth, 2018; Saunders et al., 2023), which in 

this study means the authors played an active role in both data collection and interpretation 
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(Creswell & Poth, 2018). The use of personal networks for sampling meant some level of prior 

familiarity existed, facilitating rapport and openness during interviews. However, this also 

introduced the potential bias in both data collection and interpretation. To address this, authors 

remained aware of prior assumptions throughout the research process and aimed to ask neutral, 

non-leading questions. In addition, reflections were consistently made during the data collection 

and analysis to minimise subjective influence and ensure the participants’ perspectives were 

represented as accurately as possible.  

4.4 Data Analysis  

Five of the interviews were conducted via Microsoft Teams, and nine were conducted in person. 

All interviews were audio-recorded to accurately record responses, prevent data loss, distortion, 

or errors (Bell et al., 2022). For the analysis of interview data, the recordings were converted into 

transcripts using KlangAI. After transcripts were created, each was thoroughly gone through by 

listening to the audio recording while reading the transcript, ensuring accuracy of the raw data. 

The transcripts were altered to a more formal written style instead of verbatim, removing 

abundant words such as “like”, “um” and “uh”, and removing when words were repeated in a 

row. This process was done by each of the authors, and then cross-checked as a form of 

researcher triangulation to mitigate individual subjectivity. Where inconsistencies were found, 

the original audio recordings were re-examined, and a dialogue was held to reach a consensus. 

To further ensure accuracy of the transcripts, they were sent to participants to check for precision 

and resonance with their experiences, a process called member checking, a validation technique 

to explore the credibility of the data (Birt et al., 2016).  

When transcriptions were finished, a thematic approach was used by the authors to analyse and 

identify themes from the collected data. The analysis followed an abductive logic, involving an 

iterative movement between empirical data and literature, allowing themes to emerge from the 

data, but also drawing inspiration from existing theory (Bell et al., 2022). 

The authors established a coding frame based on Braun and Clarke’s six-phase process for 

thematic analysis (See Figure 2) (Braun & Clarke, 2022). The aim was to identify recurring 

patterns or themes within the data set and identify those related to the research question 

(Saunders et al., 2023). The authors started with step 1 by reading the transcripts to get even 
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more familiar with the dataset. Next, in step 2, the authors highlighted quotes from the transcripts 

and summarised them through brief descriptions, which were then used to develop initial codes, 

referred to as first-order codes in this study. This coding process was conducted independently 

by the authors and then compared to ensure consistency and alignment, resolving any differences 

through discussion. This was done to reduce the risk that findings reflect one author’s subjective 

interpretation of the data. For step 3, these first-order codes were divided into themes describing 

the same type of answers. These themes were reviewed and refined throughout the process, as 

part of step 4, and later defined as the final themes developed in step 5 (See Figure 3).  

Figure 2: Six-phase process for thematic analysis by Braun and Clarke (2022) 
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Figure 3: First-order codes, second-order codes, and final themes based on empirical findings 

(Author’s own work) 
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4.5 Ethical Considerations  

Ethical issues in qualitative research processes can emerge at several stages (Creswell & Poth, 

2018). Therefore, ethical standards were maintained throughout to protect participants. As the 

topic is non-sensitive, it was not expected to cause harm to the participants (Patton, 2015). 

Furthermore, justice was ensured by treating all participants fairly and equally. Participants were 

informed about the research through an informed consent form, outlining the purpose, voluntary 

participation, and the right to withdraw (Creswell & Poth, 2018). This action was also taken to 

comply with GDPR to protect personal data and ensure participants were informed of how their 

data would be gathered, stored, and used (Bell et al., 2022).  

Qualitative research captures rich, personal experiences, which may invade participants’ personal 

space and influence their responses (Patton, 2015). Therefore, this study carefully considered 

ethical solutions in the data collection process, paid attention to participants, and avoided leading 

questions. This minimises the imbalance between researchers and participants, thereby 

establishing a supportive and respectful relationship (Creswell & Poth, 2018). In data analysis, 

confidentiality was ensured to protect participants' privacy, ensuring they felt safe and not 

exposed. To ensure transparency, participants received the authors’ contact information for 

further questions or requests for raw data (Creswell & Poth, 2018). 

4.6 Trustworthiness 

4.6.1 Credibility 

Credibility is essential as it indicates that researchers’ results are acceptable and believable (Bell 

et al., 2022). To build credibility, several steps and decisions were taken throughout the data 

collection and analysis. First, a pilot interview was conducted to refine interview questions and 

research procedures, improving data quality (Creswell & Poth, 2018). This study conducted 

interviews until saturation, thereby improving the research's credibility and ensuring the findings 

are trustworthy (Saunders et al., 2018).  

Second, triangulation was applied during analysis because it can enhance validity in qualitative 

research (Patton, 2015). Triangulation of qualitative data sources was achieved by comparing 

and cross-checking information across interviews and documents. This reveals differences rather 
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than a consistent picture, allowing the analysis to incorporate different perspectives and patterns, 

thereby increasing the credibility of the findings (Patton, 2015). Analyst triangulation was also 

employed, involving two analysts to reduce bias in data collection and help verify the 

consistency of observations. Additionally, the two authors independently analysed the same 

qualitative data and compared results. Finding similarities in the findings is seen as a key factor 

in ensuring credibility (Patton, 2015). Member checking was another method used to enhance 

credibility (Bell et al., 2022). 

4.6.2 Transferability 

Transferability refers to the extent to which findings can be applied to other contexts (Lincoln & 

Guba, 1985). Achieving strong transferability in qualitative research can be challenging because 

it relies on non-statistical evidence, making it harder to replicate measurements in the same 

context (Oates, 2006). To address this, qualitative researchers enhance transferability by 

providing rich, detailed descriptions of the study's context, participants, and important 

circumstances (Lincoln & Guba, 1985).  

Although the sample size is relatively small, this does not necessarily reduce transferability. 

Instead of aiming for broad generalisation, this study follows Lincoln & Guba’s (1985) 

recommendation to give a “thick description” that serves as a database for other researchers to 

determine the degree of fit between contexts. This study has in detail explained the research 

context, interview questions, and data analysis process.  

4.6.3 Confirmability 

Confirmability ensures that research is conducted honestly and that no personal beliefs or 

theoretical biases affect how the research was conducted or the findings provided, thereby 

enhancing trust and confidence in reliable results (Bell et al., 2022). In this research, 

confirmability is enhanced by documenting the data in detail (Creswell & Poth, 2018). To ensure 

that the findings were clearly grounded, all interview transcripts were saved and systematically 

organised (Collis & Hussey, 2021). A logbook was an important tool for documenting notes on 

coding decisions and theme development. This demonstrates how the themes and interpretations 

were based on data.  
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4.6.4 Dependability 

Dependability includes demonstrating that the research process is logical, traceable, and 

well-documented over time (Bell et al., 2022). Auditing was applied to ensure dependability 

through detailed documentation of the study’s procedures and structured explanations of the 

methodological choices (Patton, 2015). Records were kept for all participants, the data analysis 

process was structured and clear, and the authors provided a descriptive and visual picture of 

how the collected data were organised into different codes, categories, and themes (See Figure 

3), enhancing the reliability of this thesis. 
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5. Empirical findings 

______________________________________________________________________________ 

In this chapter, the empirical findings from the interview data are introduced. Findings are 

presented in three final aggregate themes: Perceived credibility of AI-generated advertising, 

Perceived trust in AI-generated advertising, and Consumer attitudes and responses. To get a 

more comprehensive structure of the findings, the aggregate themes were further broken down 

into subsections. 

____________________________________________________________________________ 

5.1 Perceived Credibility of AI-generated Advertising  

The final theme, “Perceived Credibility of AI-generated Advertising”, was developed from five 

identified sub-themes to explain factors influencing perceived credibility (See Figure 4).  

 

Figure 4: Coding Perceived Credibility  

5.1.1 Awareness and Recognition of AI 

All participants expressed a low recognition of the example advertisements being AI-generated, 

with most expressing surprise when being informed. A common reaction from participants was 
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shock or confusion when learning about the use of AI in the creation of the example 

advertisements, and reflected upon the difficulty of recognising AI when advertisements look 

real and are high quality. For example, Participant 7 explained that “If I'm being honest, I would 

not have guessed these were AI-generated. It just looks like normal pictures in my opinion. I 

think if I were to see this in a commercial, I wouldn't really think twice about it”. Similarly, 

Participant 14 stated, “I couldn't see that it was AI. And it looks like any other model showing off 

clothes”.  

Beyond recognition, participants differed in how they would attribute the creation of 

AI-generated advertisements. Participants 1, 2, 6 and 12 said they would perceive AI as the 

primary creator. For example, Participant 6 stated, “Now that you know about it, yeah, it's AI. I 

mean, even if it's a team at Mango who was behind it, then it's still the work of AI”. In contrast, 

Participants 4, 5, 9, 11, and 14 argued that brands remain the producers of AI-generated 

advertisements since it needs human direction. Participant 14 described, “I still see it coming 

from Mango because they are the ones that typed in what they wanted in the AI”. Furthermore, 

some participants extended their reflections to broader implications for brands, given their 

awareness of AI. Participant 9 explained that while they would still attribute brands as the 

creator, knowledge of AI-use would affect how the brand is perceived, “I would already directly 

link the brand to a very AI-driven brand. So my image, my perception of that brand would 

completely change”. Additionally, Participant 12 reflected that as consumers get more used to 

exposure to AI-generated advertisements, “The human eye is gonna be more aware and critical 

when it comes to AI content”. 

The realism of the example advertisements was a central factor affecting participants’ low 

recognition of AI. Multiple participants highlighted how these images contradicted their previous 

thoughts of AI-generated content as looking artificial. For example, Participant 12 noted, 

“However, this looks very real. Usually with AI you can tell that it's fake. It looks plastic, it looks 

robotic. But these ones, they look very real to me”. Similarly, Participant 3 stated that although 

they were aware that the images were AI-generated, “It very much doesn't look like it”, 

reinforcing the common opinion that AI-generated content often looks fake, and that recent 

technological advancements in the industry have made it more difficult to distinguish what is real 

or not.  
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5.1.2 Visual Realism and Believability  

Participants discussed that previously seen AI-generated advertisements were often easy to 

identify as AI-generated due to them looking more animated and artificial. For example, 

Participant 4 referred to a previous Coca-Cola campaign, explaining how it was obvious that AI 

had been used, which was argued to feel more acceptable. However, when reflecting upon the 

development of AI-generated advertisements in the fashion industry, participants emphasised 

that the example images appear much more realistic than what they are used to. The majority of 

participants argued that the examples shown looked very real, with several noting that they could 

have mistaken them for a fashion campaign with real photos. For example, Participant 5 stated 

that, “They look very realistic”, and Participant 6 highlighted that they were “Like a real photo 

shoot”. This view was further reinforced by participants 2, 3, 4, 10, and 13, all of whom 

highlighted the strong realism of AI-generated advertisements.  

Furthermore, some participants perceived the hyper-realism of AI-generated advertisements as 

problematic. Participant 6 described the realism as “A bit scary [...] That AI can make it look so 

real when it’s not”. These feelings were shared by Participant 14, who expressed concern about 

the rapid development of AI-generated visuals.  

“The evolution of AI has gone very fast. About four years ago, you could still see that 

videos and pictures were AI because they weren't perfect. Now you cannot see if a picture 

is completely made of AI or if it's real”. 

The participants highlighted that the inability to differentiate between real and AI-generated 

visuals was associated with a loss of transparency and credibility. This issue was developed by 

Participant 8, who discussed this issue in today’s society, where consumers are bombarded with 

advertisements. “Nowadays you just see all the brands or marketing so fast, so you don't have 

the time to really reflect if it's real or not”. 

However, despite AI-generated advertisements' realism and high level of visual believability, 

participants expressed underlying tensions between realism and perceived credibility. While 

advertisements may appear real, knowledge of them being AI-generated often changed this 

perception and reduced the sense of connection. Participant 8 said that when knowing an 

advertisement is AI-generated, the content doesn’t feel real or relatable, even if it is visually 

realistic. Furthermore, Participant 9 highlighted that  
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“I think you are not able to relate that much to what you're seeing, since it's something 

that you already know in your head is not real. So then I think you just feel so much more 

distance to what you're seeing”.  

A key theme emerging from the data was the importance of relatability in fashion marketing, 

which participants felt was compromised when AI-generated models were used. Participants 1, 

4, 9, and 11 emphasised that with fashion advertising, consumers rely on their ability to relate to 

the marketing, and it is a way for companies to build trust. Participant 11 also said that “I don't 

think that AI is always the most connectable”.  

5.1.3 Perceived “Fakeness” of AI  

Most participants described AI-generated advertisements as fake, emphasising that this was a 

central characteristic that shaped their perceptions. Even when visuals appear realistic, 

participants highlighted that the knowledge of advertisements being AI-generated resulted in 

participants questioning the perceived credibility. Participants 1, 2, 3, 4, 8, 11, 12, and 14  

discussed AI-generated advertisements as not real, stating the fakeness of both models and, in 

some cases, the products. For example, Participant 14 said that AI-generated advertisements are 

“Fake marketing in some ways because that is not the real product that is shown”, and 

Participant 12 discussed  

“You're showing something that's not real. Like, that it's not the person's clothes. It's not a 

real product in there. It's basically made with artificial intelligence. So I would say it 

would lose credibility because they're advertising something that is not real. Because AI 

is not a real thing”. 

A key factor to the perceived fakeness was the absence of real human models. Participants 

argued that in AI-generated ads, the models are not real people. Moreover, Participant 11 stated, 

“I feel like the model are the most, like, ingenuine if they have AI. This isn't a real person, this is 

some fake, perfect version of a human that doesn't exist”. Participants highlighted the importance 

of real models in fashion marketing since it affects the perceived credibility and trust in the 

advertisement. Participant 6 argued, “I would probably be more sceptical of, well, I guess buying 

from the brand. But I guess that is connected to the trust of the brand as well. [...] because I 

don't trust the images if I know it's not a real person”. Participants 1, 2, 5, 8, and 11 

demonstrated a strong preference for using real models in fashion advertisements. Participant 11 

37 



 

argued, “If you wanna make products and sell to real people, then the most genuine way to do it 

is market with real people”. Participant 8 added that using real models with real clothes creates 

better perceptions of credibility. 

Closely connected to this was the emphasis on the importance of human touch in fashion 

advertising. Participants expressed a clear preference for advertisements created by humans, 

since this was associated with sincerity and authenticity, and makes it easier to connect to the 

brand. Participant 8 stated, “When I know a human has done it, it's more authentic”, and “I think 

it's important that it's real and it's someone behind it and not software”, with Participant 5 stating 

a stronger trust in humans than AI. Participant 9 argued, “Part of why marketing works is 

because humans are behind it. And now if AI is behind it, I think we lose a lot of that trust and 

credibility”. Participant 3 highlighted that advertising has to do with making human connections, 

and the human touch can often be seen in advertisements, which is what helps build these 

connections.  

“I think it really makes a difference whether it comes from a real human or AI because 

then you lose the whole human touch and, for me, the credibility and trust you have in a 

brand because then you don't really know what to connect the brand with” - Participant 9 

The notion of human touch emerged as an important factor in shaping perceptions of credibility. 

Participant 2 said, “If I see brands using AI, I would see them as less credible”. Moreover, 

participants associated human-created content with intention and authenticity, something that 

AI-generated content did not seem to achieve due to the perceived fakeness. Participant 13 

emphasised “How I feel trust in advertising is if people are involved in the advertising, and if you 

can see real people- [...] then I would say that I believe more in the brand”, suggesting human 

authenticity strengthens perceived credibility.  

5.1.4 Perceived Quality and Expertise 

A central theme across the interviews was the perception of AI as a shortcut that reduces the 

effort brands invest in advertising. Participants 2, 8, 10, 11, 12, and 14 interpreted the use of 

AI-generated advertisements as an indication of brands choosing an easier or cost-effective 

approach. Participant 2 described AI usage as “The cheapest way”, saying that brands felt lazy or 

unwilling to allocate resources to a proper photo shoot. Many participants connected this concern 
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to broader ethical issues in the fashion industry, such as labour conditions and lack of 

sustainability, since these are other practices seen as cheap escapes by fashion brands. Thus, the 

use of AI-generated advertising was questioned as a shift towards cost-cutting at the expense of 

ethical responsibility, which led participants to question the brands’ intentions. 

“I don't see the point in the brand existing if they don't do the work behind it because then 

it just feels to me that they are just taking shortcuts and doing cost-efficient stuff. So for 

me, the quality of the brand would fall in my eyes”. - Participant 8 

Similarly, Participant 11 associated AI-generated advertisements with laziness and questioned 

why brands would not use real people, interpreting such choices as a lack of care. “It wouldn’t 

feel like they cared that much if they just went with AI”.  

These perceptions were closely linked to concerns about perceived credibility and trust. Many 

participants suggested that reduced perceived effort directly translates to lower perceived 

credibility. Participant 12 explicitly stated that “AI equals easy work” and “AI, easy, less quality”, 

arguing that the use of AI signals that brands are spending less time and effort on their 

consumers. According to Participant 14, fashion brands taking shortcuts gives off the impression 

of them not having consumer interests at heart and only wanting to earn money and make more 

sales, which decreases the perceived credibility of the brand. “It feels like they take shortcuts just 

to earn money, and that for me, does not make a credible brand”. The participants argued that 

using AI is a shortcut, giving the impression of brands being motivated by profit rather than 

delivering value, lowering the perceived trust in the brand.  

Despite mostly critical perspectives, some participants highlighted positive aspects of 

AI-generated advertisements related to perceived quality and expertise. Participant 7 expressed 

that they are impressed by how far the technology has come in being able to generate 

high-quality images. Similarly, Participant 4 acknowledged that “You can make very cool 

campaigns that you maybe couldn't have done without AI”, suggesting that AI can enhance 

creative capabilities.  

5.1.5 Product Credibility and Reality Concerns 

Participants expressed concerns regarding the perceived credibility of brands when 

advertisements are AI-generated, due to the potential difference between the advertisement and 
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reality. A central issue was the uncertainty of whether the product accurately reflects how it 

looks, fits and performs in real life, which is especially important in fashion marketing. 

Participant 4 stated, “I wouldn't really trust that the clothes look and fit the same in real life as it 

does on the pictures”, and Participant 5 argued, “It feels less credible since will the clothes 

actually look like that on a real body?” Participant 2 discussed that this feeling was due to 

knowing that AI-generated advertisements are "Obviously fake”, and Participant 6 argued that it 

influences the perceived credibility of the products and brand itself. This highlights the 

participants’ general uncertainty about how to translate AI-generated product representations into 

real-life expectations. Participant 6 explained that this scepticism is due to that “You don't really 

trust the AI process [...] It's difficult to replicate to a T how it would be like in real life”. 

Participant 14 further argued that “Credibility goes down when they can't show the real product”. 

Throughout the interviews, participants highlighted that the trustworthiness of brands depended 

on consistency between advertisements and the real product. Moreover, perceived credibility 

from advertisements is maintained only if the products meet the expectations set by the 

advertising. Participants 4, 7, 10, 11, 12, and 14 highlighted the importance that fashion brands 

live up to what they market themselves as, otherwise perceived credibility is reduced. For 

example, Participant 12 stated, “For me, that is what makes a brand trustworthy, like that the 

product that they’re advertising is what they’re actually selling”, and that it can damage the 

brand if products do not live up to expectations. Participant 7 said, “Knowing it's AI-generated, I 

might be more concerned about the difference between picture and reality, than if it was real 

photos”, suggesting that AI creates more scepticism.  

5.2 Perceived Trust in AI-generated Advertising  

The final theme, “Perceived Trust in AI-generated Advertising”, is based on three sub-themes to 

explain different factors influencing perceived trust (See Figure 5). 
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Figure 5: Coding Perceived Trust  

5.2.1 Trust and Distrust Towards AI Use 

The majority of participants expressed scepticism about the use of AI in advertising, indicating 

that it negatively affects their trust in fashion brands. A common reflection was that AI-generated 

advertisements are perceived as less authentic and genuine. Participants argued that this would 

reduce the perceived trust for brands. Participant 1 stated, “If they only used AI, then it would not 

feel authentic or real”, and Participant 9 said, “I'm not a big fan of it. [...] And if now AI is 

behind it, I think we lose a lot of that trust”.  

Due to the realism of AI-generated advertisements, a central finding across participants was the 

feeling of being tricked or misled, seeing those advertisements as deceptive. Many participants 

described that seeing an advertisement and later discovering it was AI-generated would lead to 

disappointment in the brand and reduced trust. Participant 1 expressed, “I think I would feel a bit 

tricked. Like they weren't really honest. [...] I feel like I would lose my trust a little in the brand”. 

Furthermore, Participants 2, 3, 4, 7, 8, and 13 argued that if a fashion brand would only use 

AI-generated advertisements, it would further increase the distrust. Participant 13 clearly 

indicated that using “Too much AI” is a way for advertising to reduce trust in fashion brands.  

5.2.2 AI Disclosure, Transparency and Trust Dynamics 

All participants highlighted the belief that AI in advertising should be disclosed, reflecting that it 

allows consumers to make informed judgements and reduces the risk of feeling misled. 
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Participant 3 stated, “I think everything that is made by AI should be public knowledge”, and 

Participant 2 argued, “If they would have a disclosure that says it's generated by AI, I feel like it 

becomes more trustworthy then you can be more critical yourself [...] But if you are not aware, 

then you can’t take that decision yourself”.  

Transparency was often associated with increased trust and perceived credibility. Participants 

noted that AI-disclosure signals honesty and openness. Participant 7 explained, “The credibility 

and trustworthiness in the brand would increase if the company was open about using AI”, and 

Participant 8 said, “I would probably lose my trust in the brand if they were not transparent 

about it”, showing the importance of brands being transparent to build trust.  

However, participants also discussed that disclosing AI may simultaneously negatively affect 

trust. Simply knowing that something is AI-generated can reduce trust. According to Participant 

9, “As soon as you know it's AI-generated, then you lose trust very easily”. Participant 12 stated, 

“In the scenario that a company advertises AI, they look bad”. Despite this, participants 3, 4, 5, 

6, 8, 9, 11, 12, and 14 reflected that a lack of disclosure has more severe consequences, leading 

to stronger negative reactions. For example, Participant 4 argued, “Of course it decreases the 

credibility if I see that it's done by AI, but it will decrease more if they don't say it and then you 

find out later”. Similarly, Participant 9 stated that undisclosed AI is worse than being upfront, “If 

you're talking about fashion industry, I think definitely it decreases, but at the same time, I think 

it's even worse not to mention it”.  

5.2.3 Brands as Drivers of Trust 

Participants discussed that trust in AI-generated advertising is influenced by prior perceptions of 

the brand. Participants 3, 4, 6, 8, 9, and 14 explained that well-known brands with a positive 

reputation have a higher baseline of trust, which can mitigate negative reactions. Participant 3 

explained, “I would still trust it if I know it's a good brand”, highlighting that previous 

experience is an important factor in shaping trust, even when participants are sceptical towards 

AI-generated advertisements. Some participants indicated that existing brand equity can act as a 

buffer against distrust, as Participant 14 demonstrated, “If I had their products and knew that 

they were good, they [the AI-generated advertisements] would probably not influence my trust in 

the company”.  
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For lesser-known or new brands, some participants argued that the absence of prior experiences 

makes trust more dependent on the AI-generated advertisement itself. For instance, Participant 4 

stated, “If it's a brand I don't really know, then it would be hard for me to trust them if I found out 

that it was AI”. However, other participants viewed it as more acceptable for newer brands, 

seeing it as a practical or innovative approach. Participant 7 suggested that such brands may be 

“Trying to keep up with the trends”, and Participant 13 said that it could be more acceptable due 

to limited resources. At the same time, participants argued that the same behaviour for 

established brands could be perceived as cost-cutting. Participants 7, 11, 12, and 13 critiqued 

established brands using AI since they have the money and staff to do it the traditional way. 

Participant 7 argued, “If an established company is moving just to cut costs and cut corners in a 

sense, I would have a bigger problem with that versus if it's a new startup using it”, suggesting 

that AI-use may contradict existing expectations. 

5.3 Consumer Attitudes and Responses 

The final theme “Consumer attitudes and responses” emerged from three different sub-themes 

explaining consumer attitudes to AI-generated advertising (See Figure 6).  

 

Figure 6: Coding Consumer Attitudes  

5.3.1 Emotional Responses to AI-generated Advertising 

Emotional responses to AI-generated advertising were mixed, with both understanding and 

scepticism. Participants 1, 3, 4, 6, 9, and 14 described AI as scary due to its rapid development, 
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its tendency to make things up, and the difficulty of distinguishing between real and artificial 

content. Participant 6 explained, “It's a bit scary as well, 'cause people can do so much with AI 

nowadays, and I'm scrolling on social media, and I'm just starting to doubt every post, like is this 

actually real or not?” Similarly, Participant 8 argued, “Right now, I don't have that trust in AI. 

[...] AIs nowadays have some flaws. It's not 100% perfect. So if it's not perfect or like in real life, 

then I cannot 100% trust it”. This scepticism about AI’s characteristics lowered participants’ 

trust in AI-generated advertisements. On the other hand, few participants expressed a more 

neutral or indifferent reaction. Participant 7 stated, “Knowing this is AI-generated doesn't really 

concern me or affect me”, and Participant 10 said, “I don't think I will care so much”. Although 

these participants seemed indifferent to AI-generated advertisements, they still raised concerns 

about potential problems.  

Regardless of the emotional responses, there was a clear recognition of the benefits of using AI 

in fashion advertising. The majority talked about time-efficiency, cost-effectiveness and ability to 

enhance creativity. Participant 4 stated, “I think you could do really cool campaigns on a limited 

budget and make the work for the marketing department more efficient, and they could have 

more time to be creative and do other tasks”. Similarly, Participant 6 argued, “A campaign that 

usually maybe takes weeks to shoot, then you have it in days”. Despite these advantages, 

participants still voiced scepticism and decreased trust. Participants highlighted that 

AI-generated advertising is perceived as a trade-off between efficiency and innovation on one 

hand, and authenticity, trust and human connection on the other.  

5.3.2 Brand Evaluations and Behavioural Outcomes 

The use of AI-generated advertising in the fashion industry was found to affect both brand 

evaluation and behavioural outcomes, often negatively. Several participants reflected that AI use 

would change how they perceive a brand, leading to more negative attitudes. For example, 

Participant 7 noted, “There will be some sort of negative connotation if I were to find out that a 

brand only uses AI”, Participant 9 said, “My perception of that brand would completely change”, 

and Participant 5 described feeling “Distrust and disappointment in the brand”, adding that it 

would make them “Question the brand”.  

44 



 

A recurring finding was reduced willingness to buy from brands using AI-generated advertising. 

Participants 2, 3, 5, 6, 8, 9, 13, and 14 stated that they would avoid or stop buying from such 

brands, which was often tied directly to reduced credibility and trust. Participant 8 argued that it 

was especially important in the fashion industry, where clothes are used as self-expression, and 

wearing a brand’s clothes indicates acceptance of what they stand for. Participant 2 reflected, “I 

wouldn't buy from them. I would choose another brand that I trust more, because I would trust 

them less if I know that their marketing is AI-generated”. Similarly, Participant 14 said, “I'd 

probably not buy from the brand because it loses a lot of credibility to me”.  

Furthermore, some participants described different attitudes and behavioural changes, such as 

reduced support of the brand. Participant 3, for example, explained that they might consider 

shopping less due to ethical concerns about AI, even when still trusting the brand. Others 

highlighted that AI could weaken the emotional connection to the brand. Participant 9 stated, 

“You lose that sense of belonging and connection with the brand because you feel more distance 

when you see an AI-generated image”.  

5.3.3 Consumer Expectations and Recommendations 

A key concern for AI-generated advertisements in the fashion industry was the perceived risk of 

unrealistic expectations, especially regarding body image and ideals. Several participants were 

critical of the models, describing how they can create unattainable standards. Participant 7 noted 

the risk of “Perfect AI-generated people" since it could be harmful to consumers, and Participant 

5 argued that it feels like going backwards in terms of inclusivity, and Participant 8 reflected, “If 

we use AI models that could possibly set unrealistic expectations”. Participants highlighted that 

the critique of AI-generated advertisements was stronger in the fashion industry due to the 

importance of humans in the ads. Moreover, they showed discomfort with AI replacing real 

humans, reinforcing the importance of authenticity and relatability in fashion marketing.  

Participants’ attitudes towards AI-generated advertisements in the fashion industry were 

cautious, with Participants 1, 3, 5, 6, 7, 10, 12, and 14 highlighting that it should be used as a tool 

instead of a replacement. Furthermore, participants highlighted that it would be seen as more 

acceptable to use it for smaller assisting tasks, such as generating ideas, drafting texts, or 

generating backgrounds, but not for generating entire advertisements. Participant 1 argued that 
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brands should “Use AI as a tool instead, but still that the human does the main part” and 

Participant 2 highlighted the difficulty for brands to decide “How much they could hand over to 

AI without losing the trust from the customers”. A common reflection was that AI-generations 

were deemed more acceptable when they did not imitate real settings, however, Participant 9 

argued that this would not work in the fashion industry.  

In addition, there was an evident expectation for transparency of AI use and for clearer 

regulations. Some participants highlighted the need for legal frameworks, such as Participant 13 

stating that “There must be some kind of legal aspect to all of this because it's so new”. Beyond 

individual brand responsibility, participants wanted more external governance in ensuring that AI 

is used ethically and transparently in the industry.  
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6. Analysis 

______________________________________________________________________________ 

This chapter provides an analysis of the empirical findings in relation to previous literature to 

address the research question. The structure of the analysis is organised based on key parts of 

the research question and introduces a conceptual framework developed by the authors.  

______________________________________________________________________________ 

6.1 Influence of AI-generated Advertising on Perceived Credibility  

6.1.1 Realism versus Perceived Credibility  

The findings reveal a central paradox in AI-generated advertising. In the fashion industry,  

high-quality imagery in advertising is essential (Vogue College Editorial, 2025). However, while 

participants may first perceive them as highly realistic and high-quality, this realism did not 

translate into perceived credibility when AI was disclosed. This supports prior research 

suggesting that AI-generated advertisements, despite their visual quality, may still be perceived 

as less credible due to concerns about authenticity, falsity, and manipulation (Aljarah et al., 2024; 

Arango et al., 2023; Zhang & Hur, 2025).  

This study extends existing literature by suggesting that perceived credibility is not determined 

only by visual quality, but also by perceived authenticity and source origin. Participants’ 

described inability to recognise AI-generated advertisements highlights the technological 

development of GenAI, aligning with research suggesting that AI can match or surpass the 

quality of human-created content (Hartmann et al., 2025). However, when participants were 

aware of AI, it became part of the source, and they instead perceived the same content as fake, 

indicating that awareness of AI is a central factor in shaping credibility perceptions. This 

challenges assumptions in existing literature that visual quality alone can enhance positive 

consumer perceptions and marketing effectiveness (Hartmann et al., 2025). Instead, the findings 

suggest a key tension described as “perceived fakeness despite realism”, indicating that 

technological visual quality alone is not enough to establish credibility if authenticity is 

questioned. 
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This finding can be explained using Source Credibility Theory, which argues that two of the 

main dimensions shaping credibility are perceived trustworthiness and expertise (Hovland & 

Weiss, 1951). Even though AI-generated advertisements may demonstrate high levels of 

technical expertise through visual realism, they lack perceived trustworthiness, which 

participants often relate with human involvement.  

6.1.2 Human Touch and Source Credibility  

An important theme in the findings was the importance of human involvement in shaping 

perceptions of credibility. Participants often associated human-created advertisements with 

authenticity, sincerity, and trustworthiness, while AI-generated advertisements were described as 

artificial and less genuine, aligning with Aljarah et al. (2025). It also aligns with previous 

research highlighting the importance of authenticity for Gen Z, who value transparency and 

human connection in brand communication (Bachnik et al., 2025).  

Applying Source Credibility Theory (Hovland & Weiss, 1951; Ohanian, 1990) provides a deeper 

understanding. In the context of AI-generated advertisements, the findings suggest that it 

introduces AI as part of the source, aligning with Grigsby et al. (2025), which negatively 

influences all three dimensions of credibility. Trustworthiness is reduced as AI-generated 

advertisements are perceived as deceptive and less honest. Attractiveness, especially in terms of 

relatability, is reduced when AI-generated models replace real humans. Expertise becomes 

ambiguous since AI is technically capable, but its use is interpreted as less effort and reduced 

brand competence. This aligns with Kim (2026), who argued that consumers view brands as less 

credible due to the devaluation of effort. However, this also challenges existing literature 

emphasising the efficiency benefits of AI (Reed et al., 2025). In this context, participants viewed 

efficiency as a lack of effort when it comes to advertisements in the fashion industry. This 

suggests a reinterpretation of expertise in AI contexts, where technical capability is not 

sufficient, and perceived effort and human involvement become key indicators of competence. 

Thus, these findings suggest that AI-generated advertisements may signal reduced brand 

commitment rather than innovation, which lowers perceived credibility.  
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6.1.3 Product Credibility and Perceived Risk in Fashion Advertising  

A key industry-specific contribution of this study is the identification of product credibility 

concerns. Participants expressed concern about whether AI-generated advertisements accurately 

represent the physical fashion products. This introduces an important dimension that extends 

existing literature, that perceived credibility is also about confidence in the accuracy of product 

representation. In fashion advertising, consumers rely on images to form expectations about the 

product. However, AI-generated advertisements complicate this relationship by introducing 

uncertainty and risk about whether the product advertised is the same in reality.  

This extends previous research suggesting that trust is complex due to the uncertainty of 

AI-generated advertisements’ accuracy (Israfilzade, 2025; Ohanian, 1990). Moreover, it suggests 

that consistency between expectations from advertisements and the actual product is essential for 

maintaining credibility. This was reinforced by participants' recognition that AI is not always 

accurate, aligning with Hermann & Puntoni (2024). The findings suggest that AI-generated 

advertising increases perceived risk due to concerns about the accuracy of product depictions, 

leading to scepticism and reduced perceived credibility.  

6.2 Influence of Perceived Credibility on Consumer Trust  

6.2.1 Trust and Distrust Towards AI-generated Advertising 

The findings indicate a clear connection between perceived credibility and trust. When perceived 

credibility decreased due to perceptions of fakeness, lack of human touch, and product 

uncertainty, trust in both the advertisement and the brand declined. Participants expressed 

scepticism toward AI-generated advertising, suggesting it is not real, hard to trust and not 

authentic. This scepticism often translated into a distrust of brands using AI, especially in the 

fashion industry, which is particularly sensitive to credibility.   

6.2.2 Transparency, Disclosure and Trust Dynamics 

All participants emphasised that AI use in advertising should be disclosed, highlighting 

transparency as an important ethical expectation. Disclosure was seen as necessary for informed 

consumer decisions and was linked to brand honesty. Nevertheless, the research reveals a 

complex relationship between AI-disclosure and consumer trust. While participants argued that 
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AI should be disclosed to enhance transparency, they also said that disclosure itself can reduce 

trust. This supports prior research suggesting that AI-disclosure negatively impacts trust and 

consumer attitudes (Israfilzade, 2025; Grigsby et al., 2025).  

However, this study extends prior literature by suggesting that non-disclosure is perceived as 

more harmful to trust formation than disclosure. Participants demonstrated stronger negative 

reactions when discussing undisclosed AI-generated advertisements, often describing how they 

would feel tricked or misled. This suggests a clear hierarchy in how trust is affected. Undisclosed 

AI-use results in the highest level of distrust and perceived deception, disclosed AI-use results in 

some scepticism but is viewed as more honest, and not using AI generates the highest levels of 

trust and perceived credibility. These findings suggest that transparency functions as a 

trust-repair mechanism, even when it is viewed in a negative way. This reinforces prior findings 

by Bachnik et al. (2025), who highlight that transparency and trust are central to Gen Z’s 

acceptance of AI-generated advertising, as they value ethical behaviour and informed 

decision-making. 

6.2.3 Brand Familiarity as an Influencing Factor 

The findings suggest that trust in AI-generated advertising is influenced by prior brand 

experiences, supporting existing research on brand credibility (Erdem & Swait, 2004; Banaji & 

Heiphetz, 1985). Established fashion brands with a positive brand image benefit from a higher 

baseline of trust, which can mitigate negative reactions to AI-generated advertisements. 

However, this study extends prior research by adding another perspective. While strong brands 

may buffer negative perceptions due to established trust and credibility, they may also face 

backlash if AI use is interpreted as cost-cutting or a lack of effort. This is similar to Zhang & Hur 

(2025), who suggested that consumers have lower levels of trust in AI-generated advertisements 

when it was used as a cost-saving strategy. Furthermore, some participants expressed strong 

distrust of smaller brands creating AI-generated advertisements, aligning with the research of 

Aljarah et al. (2024). However, contrary to this literature, most participants argued that it is more 

acceptable since it can be seen as an innovative solution when having limited resources. This 

suggests that trust in AI-generated advertising depends on context and prior brand expectations, 

rather than solely on the advertising content itself.  
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6.3 Influence of Trust on Consumer Attitudes 

6.3.1 Consumer Expectations and Ethical Concerns  

When discussing AI-generated advertising, participants expressed concerns about broader 

societal and ethical implications, particularly in the fashion industry. Aljarah et al. (2024) 

discussed the issue of consumers believing AI-generated people being real. This study extends 

prior research by putting it in the fashion industry context, where the problem of body image is 

widely discussed (Taylor et al., 2018). Participants argued that fashion brands using perfect 

AI-generated models can further increase unrealistic body and beauty standards due to idealised 

models, which participants viewed as potentially harmful. Furthermore, this aligns with Belanche 

et al. (2025), who suggested that consumers are more concerned about authenticity in 

AI-generated content due to scepticism about the ethical considerations.  

Furthermore, participants discussed the importance of ethical behaviour of fashion brands since 

clothes are used as a form of self-expression, supporting Zhang and Liu (2026). Furthermore, 

participants, especially Gen Z, want ethical brands with values that align with theirs (Bachnik et 

al., 2025). These findings suggest that the perception of ethical behaviour of fashion brands is 

not only evaluated based on corporate values, but also through the perceived integrity of 

advertising practices. For Gen Z consumers, brands must ensure that their use of AI in 

advertising is transparent and responsible.  

6.3.2 Consumer Attitudes and Brand Evaluations  

Consistent with prior research such as Grigsby et al. (2023), Arango et al. (2023), and Aljarah et 

al. (2025), the findings suggest that reduced perceived credibility and trust lead to more negative 

consumer attitudes towards advertisements and brands. However, this study extends prior 

research by providing a deeper understanding of the underlying reasons for these attitudes in the 

fashion industry.  

The concern about how AI-generated advertisements translate into reality was a key driver of 

why it leads to more negative attitudes, since it directly decreases perceived credibility and trust. 

Participants also demonstrated emotional responses such as scepticism and discomfort related to 

the rapid development of AI-generated imagery and the difficulty of telling whether content is 
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real or not. In the fashion industry, where consumers described that they often rely on images to 

evaluate fit, quality, and style, the perception of falsity, as described by Aljarah et al. (2025), 

affects negative attitudes even more due to loss of trust. Furthermore, AI-generated advertising 

was found to create psychological distance between consumers and brands. Participants stressed 

the importance of being able to relate to models and content, which they discussed was more 

difficult when advertisements were AI-generated. This led to weaker emotional engagement and 

a reduced sense of connection with the brands. This aligns with prior research suggesting that 

awareness of AI reduces emotional engagement (Arango et al., 2023).  

6.3.3 The Trade-off Between Efficiency and Credibility  

Based on participants’ reflections, an important pattern emerges in which AI-generated 

advertising is perceived as a trade-off between efficiency and credibility. While participants 

acknowledged the benefits of AI, these were often outweighed by concerns about authenticity, 

trust and human connection. This challenges the “3Es framework” proposed by Reed et al. 

(2025), which emphasised effectiveness, efficiency and enhanced consumer experience. From 

Generation Z's perspective, efficiency is often interpreted negatively in the fashion industry. 

Moreover, it was associated with laziness, reduced effort and profit-driven motives. This 

interpretation of efficiency can be linked to broader concerns about profit-driven motives, such 

as low sustainability and poor labour conditions. Moreover, in an industry where issues related to 

sustainability, overproduction and labour standards are already prevalent, the use of AI may 

reinforce assumptions that brands are seeking to minimise costs instead of creating value 

responsibly. These findings suggest that when efficiency is perceived as profit-driven instead of 

value-driven, it can reduce trust and perceived credibility further, and conflict with Gen Z’s 

expectation of ethical brand behaviour.  

6.3.4 Conceptual Framework 

Based on these findings, the authors propose a conceptual framework describing how 

AI-generated advertisements in the fashion industry influence Gen Z’s consumer attitudes 

indirectly through perceived credibility and consumer trust (See Figure 7). 
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Figure 7: Conceptual Framework of AI-generated Advertising, Perceived Credibility, Consumer 

Trust, and Consumer Attitudes (Authors’ own work). 

Extending Source Credibility Theory to the context of AI-generated advertising, the findings 

suggest that perceived credibility is not only shaped by traditional dimensions of expertise, 

trustworthiness, and attractiveness, but also by how the source itself is interpreted when AI is 

involved. In this context, AI is often seen as a part of the perceived source rather than a neutral 

tool, which fundamentally changes how dimensions of source credibility are evaluated. While AI 

may enhance perceived expertise through high-quality imagery, it appears to weaken 

trustworthiness and attractiveness due to reduced authenticity and human connection.  

The framework also reflects the context-dependent nature of these perceptions. AI-disclosure and 

brand familiarity act as influencing factors, shaping how perceived credibility translates into 

trust. Moreover, the findings indicate that disclosure introduces a trade-off between scepticism 

and transparency, while brand familiarity can either buffer or increase negative reactions 

depending on prior expectations. The model highlights that the effects of AI-generated 

advertising are indirect and dependent on the context. Moreover, it extends Source Credibility 

Theory by demonstrating how credibility perceptions change when the source is perceived as 

artificial rather than human.  
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7. Conclusion 

______________________________________________________________________________ 

This chapter presents conclusions drawn from the empirical findings and the conceptual 

framework developed for the purpose and research question. 

______________________________________________________________________________ 

This study explored how AI-generated advertisements influence Generation Z’s consumer 

attitudes, through perceived credibility and consumer trust, within the fashion industry. Previous 

literature discussing consumer attitudes to AI-generated advertisements is mostly quantitative 

and overlooks important demographics like Gen Z and industries such as fashion. Note that it is 

important to recognise that conclusions made in this thesis may not be broadly applicable to 

other populations or contexts, since they are specific to the data and methods used in this 

research.  

The authors aimed to answer the research question, “How do AI-generated advertisements 

influence Generation Z’s consumer attitudes, through perceived credibility and consumer trust, 

in the fashion industry?” When weighing the evidence, it appears more likely that AI-generated 

advertising will negatively affect consumer attitudes, primarily by influencing perceived 

credibility and consumer trust.  

The research indicates a tension between visual realism and perceived credibility. While 

AI-generated advertisements may be realistic, this perception changes when AI is disclosed. 

Even though participants recognised the value of using AI in advertising, they expressed 

scepticism and negative attitudes towards these methods, arguing it has lower credibility. This 

suggests that credibility depends more on the authenticity of the perceived source rather than on 

other important factors such as visual quality. Human involvement strengthens this effect, since 

participants tend to associate human-created advertising with authenticity and trust, while 

AI-generated content is linked to artificiality and reduced honesty. Credibility can therefore be 

seen as a result of content and origin. Results indicate that in fashion advertising, credibility is 

further influenced by the accuracy of product representation. The uncertainty related to 

AI-generated images can be seen as increasing the perceived risk and thereby the perceived 

credibility of the advertisement. The findings also indicate that reduced perceived credibility is 

likely to lower trust in both the advertisement and the brand. When weighing the evidence, it 
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appears relatively more likely that lower perceived credibility and decreased trust often lead to 

more negative consumer attitudes towards a brand. However, both transparency in disclosing AI 

and brand familiarity of the source of the advertisement influence this relationship, and often 

help reduce the negative effects of AI-generated advertisements. These relationships are 

demonstrated in the developed conceptual framework (Figure 7).  

Overall, the findings suggest that AI-generated advertising reflects a trade-off between efficiency 

and credibility, with credibility concerns dominating Gen Z’s trust and attitude evaluations in the 

fashion context. 
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8. Discussion  

______________________________________________________________________________ 

This chapter outlines the thesis’ theoretical contributions and its practical implications. In 

addition, it discusses the identified limitations and proposes areas for future research. 

______________________________________________________________________________ 

8.1 Theoretical Contributions 

By answering the research question, this thesis has provided contributions to the current 

literature of AI-generated advertising. Furthermore, the thesis provides a new context for studies 

of AI-generated advertising, namely the fashion industry and Generation Z. While prior studies 

in the field have mostly relied on quantitative or experimental methods, this research provides a 

qualitative depth to the emerging field of AI research, and a richer understanding of how 

consumers interpret credibility, trust and form attitudes. Furthermore, it extends Source 

Credibility Theory into another context. Previously, the theory has been applied to contexts such 

as influencer marketing, celebrity endorsements, and AI Influencers. This study applies it to 

AI-generated advertising, suggesting that when AI is disclosed, it becomes part of the advertising 

source, reshaping how credibility is evaluated. The study also introduces the concept of product 

credibility within AI-generated advertising. In the fashion context, credibility depends not only 

on the message or the source but also on the perceived accuracy between the advertised and 

actual product, highlighting a new dimension of credibility. Finally, this study contributes to 

existing literature by developing a conceptual framework describing these relationships. 

Moreover, it shows a suggested relationship between AI-generated advertising, perceived 

credibility, consumer trust, and consumer attitudes, while including influencing factors such as 

AI-disclosure and brand familiarity. The framework provides a visual representation of how 

these constructs interact for Gen Z in a fashion context and highlights the indirect and 

conditional nature of AI’s influence on consumer attitudes. Thus, it offers a foundation for future 

studies to further test and refine these relationships in different contexts.   

56 



 

8.2 Practical Implications 

This thesis provides several practical implications for marketers and fashion brands 

implementing AI-generated advertising. First, the findings emphasise the importance of 

authenticity and human involvement. Brands should avoid completely replacing human elements 

with AI, and instead use it as a tool for tasks such as ideation or background creation. 

Furthermore, the research highlights the importance of using real models to preserve credibility, 

relatability, and emotional connection. In addition, when using AI-generated models, brands 

must ensure accurate product representations to avoid dissatisfaction among consumers. It also 

stresses the importance of marketers being transparent about how AI has been implemented in 

advertisements. Brands should have a clear and honest communication about AI use to avoid 

perceptions of deception and protect trust. Finally, marketers should recognise that future 

consumers such as Gen Z are value-driven and AI strategies should align with values such as 

authenticity, transparency and ethical responsibility. Therefore, marketers need to work carefully 

to find the balance between positive aspects, such as the efficiency and creativity offered by 

GenAI tools, and the potentially negative implications on credibility, trust, and the resulting 

consumer attitudes.  

8.3 Limitations 

First, a limitation related to the literature search process is that the selection of keywords and 

databases may have influenced the articles included, and it is possible that relevant publications 

were missed. Although efforts were made to conduct a comprehensive and systematic search 

strategy using various keywords, the literature review may not represent a complete overview of 

all existing research on the topic. 

Second, a limitation of this study relates to its interpretivist approach and qualitative method of 

data collection and analysis in which researchers act as an important instrument in the research 

process (Creswell & Poth, 2018). This approach was necessary to address the purpose of the 

study, as it enables a deeper understanding of participants’ perceptions and experiences. 

However, it also introduces the risk of research subjectivity, commonly referred to as researcher 

bias. This concern is particularly relevant during the coding process when developing themes and 

in the interpretation of those themes, since they are a product of the researchers’ interpretations 
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of the participants’ answers, meaning they may be seen as co-constructed rather than purely 

objective. Although techniques such as reflexivity, member checking, and analyst triangulation 

were used to enhance rigour, the influence of researcher subjectivity cannot be fully eliminated.  

Third, although analyst triangulation was used, the researchers acknowledge that their similar 

academic backgrounds may have shaped the approach. Another limitation relates to the use of a 

convenience sample. This may have increased the possibility of social desirability bias, as 

participants could have felt inclined to give socially acceptable answers or aligned them with 

perceived expectations. Although efforts were made to create an open interview environment, 

stressing the interest in personal perspectives, the familiarity may have influenced the 

authenticity of some responses. However, the existing relationship may also have contributed to 

a more relaxed setting, allowing participants to share more detailed and reflective insights. In 

addition, the findings are based on self-reported descriptions and should be interpreted as 

personal reflections rather than objective evidence on how Gen Z reacts to AI-generated fashion 

advertisements. 

Fourth, due to the study's chosen method, it focuses on current consumer attitudes, but does not 

explore the long-term effects of AI-generated advertisements on brand loyalty or reputation, 

factors that are very important in brands’ credibility and long-term success. Furthermore, due to 

the qualitative nature of the study, the findings cannot be statistically generalised to the broader 

population of Gen Z consumers. Instead, the study focuses on depth of understanding and 

obtaining detailed information about participants' attitudes from a smaller sample (Patton, 2015). 

The targeted population was Swedish Generation Z. However, only people over the age of 18 

were allowed to participate in interviews due to the Swedish Parental Code (SFS 1949:381). This 

results in a limitation of missing out on answers from Swedish Gen Z under the age of 18. Lastly, 

another limitation of the sample is that the study only includes Gen Z participants from Sweden. 

While this was appropriate given the purpose of the study, it limits the transferability of the 

findings to other contexts, such as other generations or cultural settings, as perceptions of 

AI-generated advertising, trust, and credibility may differ.  
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8.4 Future Research 

The growing use of artificial intelligence in the advertising industry indicates the importance of 

investigating the consumer perspective further. In addition, while participants indicated potential 

behavioural outcomes such as reduced purchase intention, future research should examine these 

effects of AI-generated advertisements more in detail to better understand how it affects 

consumer decision-making. Furthermore, future research could benefit from longitudinal studies 

to investigate how consumer perceptions of AI-generated advertising may evolve over time. As 

AI becomes more integrated into marketing practices, attitudes may shift, which this type of 

research can capture.  

Future research could also investigate consumer attitudes toward AI-generated advertising across 

different contexts or populations. Firstly, as this study only focuses on Gen Z within the fashion 

industry, future studies could examine if the effects on perceived credibility, consumer trust and 

consumer attitudes remain in other generational cohorts, such as Millennials, since findings may 

vary between different generations due to different levels of digital literacy and attitudes towards 

AI. In addition, future research could examine other industries, as AI-generated advertisements 

might be viewed differently depending on the importance of the product. Another suggestion is 

to replicate this research in different cultural contexts to explore potential differences.  

In addition, there are more types of GenAI in marketing, and this study only investigated one 

aspect. Future research could provide a more comprehensive understanding of how these types of 

technologies, such as personalised advertising content or dynamic advertising campaigns, shape 

consumer attitudes. These perspectives may reveal how different applications of GenAI 

influence perceived credibility, consumer trust, and advertising effectiveness in general, and may 

also identify potential risks or opportunities not addressed in this research.  
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10. Appendices  

Appendix 1: Scopus Keyword Searches 

Keywords Database Articles found Eligible Included 

Trust* AND AI Generated Marketing* Scopus 12 6 6 

Trust* AND AI Generated Advertis* Scopus 9 1 1 

Consumer trust* AND AI* AND 
Advertis* 

Scopus 79 3 2 

AI generated marketing* AND 
consumer* 

Scopus 47 10 7 

AI generated* AND advertis* AND 
consumer perception* 

Scopus 10 3 1 

Credib* AND AI-generated advertis* Scopus 8 3 1 

AI-generated advertis* AND source 
credibility theory* 

Scopus 1 0 0 

Fashion AND AI-generated advertis* Scopus 2 0 0 

AI-generated advertis* AND consumer 
attitude* 

Scopus 10 1 0 

 Total 178 27 18 
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Appendix 2: Interview Guide  

1.​ Do you have a brand that you really like beyond their products? If so, which ones 
and what makes you like this brand? 

a.​ Can you describe a  brand you like or feel connected to? 
b.​ Why do you feel connected to this brand? 

2.​ Can you tell me about your relationship to the fashion industry? 
a.​ What is important to you when it comes to marketing in the fashion industry? 
b.​ What signals to you that a fashion brand is knowledgeable or skilled in their 

advertising?  
c.​ What makes a fashion advertisement visually or emotionally appealing to you?  

Credibility focus 
Perceived credibility refers to the quality of being believable or trustworthy at a specific time. 
Credibility is the extent to which a speaker, source, or message is perceived as trustworthy, 
knowledgeable, and reliable (Erdem & Swait, 2004). 

3.​ What makes fashion marketing feel credible to you? 
a.​ How important, if at all, are credibility and authenticity in fashion marketing to 

you? 
b.​ How does perceived credibility and authenticity in marketing affect your 

perception of the brand? 

Trust focus 
Trust is the belief that someone or something is reliable, honest, or capable. Consumer trust 
reflects the expectations held by the consumer that a service provider can be reliable and 
capable of fulfilling its obligations (Wang et al., 2025). 

4.​ How do advertisements influence your trust in a fashion brand? 
a.​ How, if at all, does that affect your decision to buy?  
b.​ Do you have an example of an ad that changed your opinion about a brand? What 

made this happen? 

Now we’re going to show you a few images. They are from Mango’s Teen Sunset Dream 
Collection. They are all AI-generated. You don’t need to analyze them in detail, just use them as 
a starting point for any thoughts, feelings or associations that come to mind related to 
AI-generated fashion marketing.  

5.​ What thoughts or reflections come up when you see these advertisements? 
a.​ Based on your reflections, how do you feel about AI being used in fashion 

marketing more generally? 
b.​ Have you seen AI-generated advertisements before? If so, what were your 

impressions? 
c.​ How do your impressions of AI-generated ads influence how you view brands 

that use them? 
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d.​ How do you think AI-generated campaigns influence the credibility of  brands? 
e.​ How do AI-generated campaigns influence your trust in fashion brands? 

6.​ Do you use AI in your daily life and in what way? 
a.​ What do you think about AI? 
b.​ How has this changed over time? 
c.​ How do you think this affects our society? 

7.​ What is your general opinion about fashion brands using AI to create marketing 
content? 

a.​ Does it matter to you whether content is created by AI or humans? Explain 
b.​ Do you think brands should disclose when AI has been used in their campaigns or 

designs? Why or why not? 
c.​ How would you compare the “expertise” of AI-generated fashion ads with ads 

created by human designers? 
d.​ How does transparency about AI use influence trust, if at all? 
e.​ What could a brand do in its ads to make AI-generated content feel credible and 

trustworthy?  
f.​ What problems versus benefits do you see with brands in the fashion industry 

using AI to generate their advertisements? 
8.​ How would you feel if you found out an ad was created by AI long after you had 

seen it? 
a.​ Would this change how you interpret the ad? In what way? 
b.​ How would this discovery affect your trust in the brand? 
c.​ Would it change how you see and feel about the brand? Why or why not? 

9.​ How would you feel if you found out that a fashion brand only uses AI to create its 
marketing? 

a.​ How would this affect your trust in the brand? 
b.​ How would it change how you see and feel about the brand?  
c.​ If this brand consistently used AI for all ads, how would that change your opinion 

of the brand in the long term?  
d.​ Are there any particular aspects of an AI-generated advertisements in the fashion 

industry you react more to? 
e.​ Are there certain parts about an AI-generated advertisement that is seen as better 

or worse when it is AI-generated versus real? 
10.​Is there anything else you would like to add about the topic of AI-generated 

advertisements in the fashion industry? 
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Appendix 3: Interview Images  

Source: (Buyo, 2024) 
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Appendix 4: Declaration of AI
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Appendix 5: GDPR Form 
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