
   

1 

 

 

 

 
Title: Examining Consumer Acceptance of 

AI-Created Content on Social Media 

 

 
 

 

 
 

 
Student Name:  Priya Kumari (20019092) 

 

Dissertation submitted in partial fulfilment of the requirements for the 

degree of Master of Business Administration at Dublin Business 

School 

 

 

Supervisor Name:  Ehtisham Yasin 

 



   

2 

 

Acknowledgment 

My special thanks are due to my supervisor for their help towards the preparation of this 

work and being my guide throughout the study. They provide useful advice in the 

development of this research and their experience was decisive for this work. I am also 

grateful to those who agreed to answer the questionnaire and participate in the interviews and 

gave sincere and considerable answers. I would like to thank my fellow students for their help 

during the work on the paper as well as for their support. I owe this to one of the finest 

libraries and the administration for providing me with the necessary as well as logistical 

support. And very finally, my special thanks to my family and friends who stood and 

encouraged me through this process. 



   

3 

 

Declaration  

The following work is my individual effort and all information obtained of published material 

has been duly acknowledged. This work has not been published elsewhere for academic 

purposes and it is intended as part of my contribution towards my academic course. 



   

4 

 

Glossary 

AI: Artificial Intelligence  

GDPR: General Data Protection Regulation 

ML: Machine Learning  

PR: Public Relations 

PRS: Privacy Risk Score 

SME: Subject Matter Experts  
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Abstract  

This research explores the consumer standpoint on using AI content on social media 

including aspects like trust, genuineness, openness, reference group influence and privacy 

issues. The research presents a quantitative and qualitative insight into the detected increase 

in the use of AI content, user satisfaction concerning AI content, and the need to be more 

transparent to achieve user trust. Most consumers encounter content created with the help of 

artificial intelligence, but there is skepticism regarding its legitimacy or emotional sensitivity 

and data protection. The results reveal that increase in transparency coupled with social proof 

and an optimal level of automation are crucial determinants that lead to consumer acceptance. 

This research will be useful for brands who want to incorporate AI as a component of content 

creation. 
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Chapter 1: Introduction  

1.1 Research Background  

The rapid growth of AI in digital marketing has impacted the creation of content: AI-

generated content is also now widely accepted on several social media platforms and, through 

AI-driven tools such as ChatGPT, DALL-E, and others, allows brands to produce high 

volumes of personalized, targeted content at scale, reshaping how companies engage with 

consumers. This is particularly true with social media marketing, personalization, and rapid 

change according to trends (Ottoboni et al., 2022). The use of AI in a brand's social media 

approach has already reached nearly 60% of brands, with the number expected to be higher as 

AI capabilities develop further and become more widely available. 

However, the question is consumer acceptance when AI-generated content is included. While 

AI promises efficiency, it lacks the emotional depth and authenticity that comes with content 

created by humans. Around 65% of social media users have reported valuing authenticity and 

transparency, and AI content cannot convincingly reproduce these qualities. For instance, 

consumers feel that AI-generated posts are either too polished or impersonal and therefore 

affect the level of engagement. This authenticity gap can further affect consumer trust, which 

is particularly at risk since AI-generated content is now on the rise. What's more, as the usage 

of AI content increases, 45% of the consumers are concerned about privacy and data usage: 

"AI personalization comes at the cost of security for personal data.". 

The role of trust is an important part of consumer acceptance of AI-generated content. 

Statistics show that over 70% of users are likely to engage with the content they believe to be 

authentic and trustworthy, hence being a possible barrier to AI acceptance. AI uses algorithms 

and data-driven processes, leading to content that feels tailor-made yet lacks the spontaneity 

and relatability of human interactions. Furthermore, it's the quality of content: 55% of 

consumers said they would not want to engage so much with content that looks copied or 

even not original enough, while AI content was knocked down traditionally for the lack of 

creativity in such areas. To that extent, AI has to pass measures of quality and feel incredibly 

personal in a way that is authentic to the user (Davalagi et al., 2022). 

Demographics play an important role in consumer attitudes towards AI-created content. 

Younger users, that is, those in the age range of 18-35, are more willing to accept AI-created 

content, as they are accustomed to technological advancements. Older users generally tend to 
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be more suspicious of AI-driven marketing. Finally, social proof by way of likes, shares, and 

endorsements can substantially increase acceptance. More or less, about 65 percent of the 

respondents stated that they are likely to share AI content, which visibly carries some 

engagement metrics: it showed a kind of validation done by the peer group. This points 

towards the kind of challenges one may meet on social media when adopting AI-generated 

content, coupled with the value of comprehension with consumer acceptance of the entire set-

up needed for proper effectiveness in coming up with relevant AI-based marketing tools. 

1.2 Research problem  

This artificial intelligence change in content creation has changed the way brands interact 

with their audiences across social media. It is unprecedented in terms of efficiency, 

personalization, and scalability. There is a very wide variety of AI-generated content, be it 

text or imagery, where brands look to simplify the production process and send a message 

suited to each particular social network. Yet, despite these trends, there is a highly significant 

concern about consumers' acceptance of AI-generated content (Lee, 2020). However, the 

research further indicates that even though AI-created content does create an experience for 

target audiences, it is one that always lacks the human touch as users attach authenticity and 

relatability to it. This deficiency in authenticity comes with the effect of creating skeptical 

consumers to avoid AI-generated content such as over-polished or highly algorithm-

optimized rather than showing willingness to engage humanly with the audience. 

The acceptance of the consumer is trust-based. It was found that many users will not trust 

interactions controlled by AI. For example, more than 60% of social media users feel 

uncomfortable when they cannot know whether the content comes from a human or AI. This 

factor can be one of the reasons for reduced engagement. There are data privacy concerns 

since AI would require user data to craft the content for targeting hence raises questions about 

safety and misuse. Perceived biases in algorithms also are likely to instill some fear among 

consumers as they tend to find the content stereotypical or not very representative of what 

they would have liked to see (Pophal, 2022). 

Another form of demographical difference is how demographic variations change consumer 

perceptions and acceptance of AI content. Younger audiences, who are generally more 

accustomed to digital advancement, will tend to be more accepting of AI-generated content. 

However, older users will likely be more wary of AI-created material for these reasons. This 
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has made the content strategy for brands reaching a wide demographic base through social 

media rather challenging. 

Lastly, social validation factors, which include likes, shares, and endorsements, will play a 

role in consumer acceptance of AI-generated content. They are more likely to use AI for 

content that visibly has proof from their peers which means community acceptance is there 

otherwise, it just can't gain as much power. There lies the dilemma- balancing out the 

efficiency that the AI comes with those authentic elements of trust and building previously 

established by the human-written content (Contu et al., 2021). This is an area that poses a 

challenge to the brands as it requires a deep understanding of consumer attitudes and 

preferences so that AI-generated content may seamlessly fit into the social media strategy. 

1.2.1 Research Statement  

This paper discusses the consumer acceptance of AI-generated content on social media with 

regard to authenticity, trust, demographics, and social proof instruments that influence 

attitudes and engagement. 

1.3 Research Rationale  

The integration of AI-generated content into social media marketing represents the most 

profound shift in digital communication for brands, making them offer unprecedented 

efficiency and personalization capabilities. However, understanding consumer acceptance of 

AI-generated content is crucial to brands since consumer perceptions determine engagement, 

brand trust, and eventually, brand loyalty (Wagenpfeil, et al., 2021). Such development with 

AI-driven technology does allow for data-driven and streamlined content creation 

nevertheless, massive issues prevail at large: authenticity, trust, and consumer privacy-precise 

values on which effective and significant interaction of the consumer regarding brand needs 

an imperative understanding of such dynamics as described by the present paper to help guide 

a brand through effective implementation and utilization of AI-generated content in social 

media. 

The lack of emotional depth and authenticity can leave a gap with what customers perceive in 

humanly prepared content. Moreover, several consumers will consider less trustworthy social 

media material even if it was labeled 'human-created', with a majority of users citing nearness 

65%. Where AI-generated content dominates media, the sense that its authenticity is not 

available becomes a barrier to interaction again, especially in situations of those who feel 
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exploited in interaction by algorithms. Such research should study these consumer attitudes 

so that brands can understand how to make AI-generated content more relatable and 

trustworthy. 

Trust is one of the factors that determine consumer acceptance of AI-generated content, but 

this is an area of a very poor knowledge base. Algorithm dependence for curating 

personalized content also raises data privacy and exploitation of consumer data. As many as 

45% of social media users are hesitant to engage with AI-driven content, citing data privacy 

as their concern, thus requiring an ethical strategy for consumer data usage (Spindler, 2021). 

The research further focuses on how transparency and ethical concerns can help overcome 

concerns around privacy, thereby providing brands with a means of promoting consumer trust 

in AI-generated content. 

Demographic differences also cause the gap, with effects in terms of acceptance rates caused 

by age, gender, and cultural background. Users from 18 to 35 years old are assumed to be 

more open to a more accepting attitude since their technological background is better 

managed and, therefore, able to absorb more digital communications than the older users 

about authenticity and clear communication. This variation again requires more subtle 

differentiation according to demographic needs about acceptance. 

Lastly, social proof elements such as likes, shares, and endorsements are very influential in 

building consumer acceptance. Brands can improve credibility and consumer engagement by 

understanding how social validation impacts trust in AI-generated content. Investigating these 

areas, therefore, offers critical insights toward balanced approaches that brands in social 

media might take into adopting AI content, by capitalizing on the virtues of AI but 

addressing, at the same time, all authenticity and trust issues involved in achieving consumer 

acceptance. Researching such matters, however, helps further AI strategies built according to 

what consumers await to ensure the best interaction with their favorite brands (Mearian, 

2024). 

1.4 Hypothesis  

• H0: Consumers show no significant difference in acceptance between AI-created 

content and human-created content on social media. 

• H1: Consumers show a significant difference in acceptance between AI-created 

content and human-created content on social media. 
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1.5 Research Questions  

• What factors influence consumer acceptance of AI-created content on social media? 

• How does perceived authenticity affect consumer attitudes toward AI-generated 

content? 

• What role does consumer trust play in the acceptance of AI-created content? 

• How do demographics impact consumer acceptance of AI-generated content on social 

media? 

1.6 Aims and Objectives  

16.1 Aim  

To analyze the factors influencing consumer acceptance of AI-created content on social 

media platforms, focusing on authenticity, trust, and demographic variables. 

1.6.2 Objectives  

• To examine the key factors that influence consumer acceptance of AI-generated 

content on social media. 

• To assess the impact of perceived authenticity on consumer attitudes toward AI-

created content. 

• To evaluate the role of trust in shaping consumer acceptance of AI-generated content. 

• To analyze the demographic differences in consumer acceptance of AI-created content 

on social media platforms. 

1.7 Methodological Overview 

Recruiting active social media users with the age group between 18 and 50 years in this 

mixed-methods-based study. It will invite participants to actively engage with Facebook, 

Instagram, TikTok, and Twitter content through a quantitative survey to accumulate 

approximately 100 participants statistically sound for the general consumer acceptance and 

attitude towards AI-generated content. This survey will seek answers regarding authenticity, 

trust, and engagement with AI-driven content, thereby giving an overview of general user 

preferences and perceptions. Qualitative data will be gathered through 10 to 15 semi-

structured interviews with users who are particularly interested in or knowledgeable about AI 

content. These interviews will be more probing in individual perspectives, uncovering 

nuanced views and potential concerns not captured in survey responses (Owusu et al., 2021). 
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This study utilizes both qualitative and quantitative methods to contribute to an all-rounded 

assessment of consumer acceptance of AI-generated content on social media. 

1.8 Structure of Dissertation  

Chapter 1: Introduction: This will serve as a background to the study by stating the 

research background, problem, objectives, and the importance of investigating consumer 

acceptance of AI-generated content on social media. It introduces the research questions and 

hypotheses and outlines the scope and rationale for researching factors that influence 

consumer engagement with AI-driven content. 

Chapter 2: Literature Review: This literature review critically reviews the current literature 

on AI-generated content. Major themes that have been studied include authenticity, trust, 

content quality, and demographic influences (Ziakis and Vlachopoulou, 2023). Knowledge 

gaps in consumer acceptance exist within the existing body of literature, forming a basis for 

the theoretical framework of this study and making the study relevant to be conducted. 

Chapter 3: Research Methodology: The study employs a mixed-method approach. The 

methodology outlines the sampling strategy, survey design, and interview structure. In this 

chapter, I described the quantitative and qualitative data collection methods used to collect 

the data to ensure reliable insights into the attitudes of consumers toward AI-generated 

content on social media, while addressing ethical concerns. 

Chapter 4: Data Findings and Analysis: This chapter reports the findings gathered based on 

the use of statistics in analyzing the responses to the survey, while thematic analysis was used 

with the interview transcripts. The objective is to present an extended interpretation of the 

findings along with their relevance to extant literature regarding AI content acceptance and 

some trends and patterns that can be noted in consumers' attitudes. 

Chapter 5: Discusssion: Such information is discussed here because it provides the results 

according to the objectives of the study along with their comparisons with previous literature. 

this chapter discusses the consequences of the findings, where particulars of authenticity, 

trust, and demographic factors affecting the consumer engagement towards the use of AI-

generated content, together with whatever may be identified in the study are 

examined.mographics influence consumer engagement with AI-generated content as well as 

any unforeseen findings that arise (Stein et al., 2024). 
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Chapter 6: Conclusion and Recommendations: In this section the major findings of the 

study and their implications as contributed to knowledge about AI content acceptance are 

outlined. It gives implementable guidance to brands on how they can operate via AI-created 

content on social media, ideas for future studies, and a few reflection on the limitations of this 

study to offer closure to the research. 

Chapter 2: Literature Review  

2.1 Introduction  

This literature review explores the acceptance of AI content on social interface particularly on 

matters affecting the consumer perception and interactions. It is ever more important to 

understand attitudes toward AI-generating materials, as these AI-driven technologies become 

a larger part of content creation in effective brand strategies. It has thus investigated key 

themes under the main headings of authenticity, trust, and quality of the content as well as 

demographic influences and social proof (Jia-Xi Wu, 2023). It also addresses emotional 

responses to AI-generated content, which compares preferences for human-created versus AI-

created content and the effects of being familiar with AI tools. This analysis of the nuances of 

consumer interaction with AI can be applied to best practices in the crafting of AI content. 

2.2 Consumer Perception of AI Content Authenticity 

2.2.1 Social Media 

Social media presents a crucial role through perceptions of authenticity in the way AI-

generated content fares with human-created content: consumer engagement and acceptance 

can only be affected by whether authentic content is perceived more. Authenticity has to be 

replicated by AI tools due to its association, most of which has always been with the human 

factor as well as spontaneity and relatability, making it unique otherwise, consumers will not 

usually perceive authenticity as more when it is about something real that has been said 

because they see it as matching a human intent and feeling (Pophal, 2023). This makes AI-

created content, although precise and efficient, often lack this innate touch associated with 

humans, thereby resulting in a perception gap that may influence consumer trust and 

acceptance. 

2.2.2 Transparency and quality  

The rise of AI-generated content on social media is a cause for alarm about transparency and 

quality of interaction in an environment where brands rely on authentic engagement to build 
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trust. Consumers, particularly those attuned to the subtleties of human expression, may pick 

up on a lack of spontaneity or personalization in AI content, affecting their perception of 

authenticity. This gap exists due to the AI’s programming which, even if it is complex 

numerical calculations and ML, might be bereft of the small signals, culturally pertinent 

differences, as well as dynamism apparent in human content development (Ananthakrishnan 

& Arunachalam, 2022). Such restriction might result in a feeling of detachment or disbelief 

since the consumer is in doubt whether such content in the AI model relays the right message 

or share the same value as the brand. 

2.2.3 Social media and relational trust as a consumer  

Also, there is a very strong connection between authenticity in social media and relational 

trust as a consumer needs specific characteristics of the process, such as vulnerability, 

openness, and mutual communication, which AI can not now implement. The absence of the 

understanding of the environment or adaptation to individual customer requirements may 

leave a gap, and thus, lower the readiness of the consumers to make an engaging connection 

with the content. For example, AI can analyze patterns and make forecasts of taste but it is 

unaware of tone of emotion or culture that might influence perception of candor. In this 

regard, AI-generated content may be perceived as too generic or formulaic, which will 

undermine its authenticity in the eyes of consumers (Alvarado and Morar, 2021). 

One critical aspect is that with the proliferation of AI-generated content, consumers may be 

more discerning by becoming more vigilant about differences between AI and human-crafted 

content. Such increased scrutiny would mean a shift in consumer awareness where 

authenticity could even affect the consumption of the content and associated engagement. 

There are prospects for authentic appeal in AI-generated content as it is strategically used. 

Brands can gradually adjust AI-generated content to authenticity standards by incorporating 

consumer feedback, refining adaptive algorithms, and focusing on personalization (Zarifis et 

al., 2021). Still, it is a very intricate balance between AI efficiency and authentic engagement, 

which is precisely why a more subtle approach towards AI integration in the content strategy 

is required, it may later lead to a decrease in consumer skepticism and the possible creation of 

acceptance of AI content as a valid medium of relatability. 
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2.3 Trust in AI-Generated Content 

Trust in AI-generated content remains a primary driver in shaping consumer engagement on 

social media. The more the amount of content generated with AI technology, the more the 

trust in these technologies forms the cornerstone upon which acceptance is established to 

interpret, interact, and share AI creations. Trust in AI is multi-layered in nature because it 

encompasses trust not only in the content's credibility but also in the reliability and the 

intentions behind the technology. This trust would then impact the level at which consumers 

are engaged with AI-driven social media content (Ebermann et al., 2023). 

2.3.1 Accuracy and quality  

The main aspect of AI trust concerns the perceived accuracy and quality of information it 

provides. The more believable such content is, and assumed to have been sourced from 

trustable sources, the more likely it is that its authorship by AI will attract the attention of 

consumers who believe it. However, if little or nothing is said by AI processes about 

themselves and what they are the authenticity or even malicious intent of the content behind 

the information can become less credible to consumers (Calahorra-Candao and Martín-de 

Hoyos, 2024). For example, in case the algorithms favor certain types of content over others 

based on user profiles, decreased trust may lead to perceived manipulation. Such mistrust can 

be a block to engagement, particularly when consumers feel that they are targeted too sharply 

or the content is perceived as too personal and at the cost of privacy. 

Another aspect relates to reliability in AI content-for example, consistency and its ability to 

avoid bias. If the AI content is slanted or stereotypical, consumers will lose trust in the 

technology, thus affecting engagement (Chee-Read, 2024). For instance, if an algorithm is 

trained on biased datasets, it inadvertently reproduces the bias, and thus it would carry on, 

impacting the tone or portraying specific demographics within the content. This will not only 

reduce trust but also discourage a consumer from engaging with content that is not within the 

value or experience equation of the customers themselves. 

2.3.2 Transparency  

Transparency is also important because the consumer increasingly wants to know how and 

why things are being created. When the involvement of AI in creating content is disclosed, 

there can be a sense of honesty that builds trust more so if AI serves as an assistant rather 

than replacing human creativity. If the same AI is viewed as a replacement that downgrades 
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the role of human involvement, consumers may respond adversely since they feel that AI-

developed content lacks emotional depth and it is only content developed by humans that 

offers it. The relationship between transparency, credibility, and trust in AI demonstrates how 

these three aspects interplay in consumer engagement (Cheng and Jiang, 2020). Additional 

statistics, however, represent engagement levels across the range of trusted versus not trusted 

AI accounts and demonstrate that higher levels of confidence indeed translate into a greater 

likelihood of engagement, in particular through the channels of likes, shares, and comments. 

A combination of both aspects of transparency and credibility will lead to a proper balance of 

ethics that respects the generation of content through AI. As their values and expectations of 

output from AI are well known, active engagement by the brand in this process might be 

based on such foundational grounds. In other words, AI is technically sound yet sensitive to 

consumer needs and preferences to facilitate effective interactions with AI-generated content 

on social media platforms (Yunhao Zhang and Gosline, 2023). 

2.4 Influence of Content Quality on Acceptance  

Content quality is a critical element in consumer acceptance of AI-generated content on 

social media because it directly affects the perceived value and relevance of the material 

presented. Quality content, which is relevant, clear, and creative, enhances consumer 

engagement and trust, two critical factors in the acceptance of AI-driven outputs (Spina et al., 

2023). If AI-generated content meets the quality standards, then the consumers are more 

likely to perceive it positively, thereby facilitating a stronger connection with the brand and 

the technology itself. 

2.4.1 Relevance  

Relevance is of basic importance to consumer acceptance since users tend to interact more 

with content that has relevance aligned with their interests, needs, or current concerns. The 

capability of AI technology to analyze vast amounts of user data allows it to subject its 

content to individual preferences, thereby making it highly relevant. Whereas this relevance 

will draw attention, highly targeted or "predictive" content can quickly fire back against the 

author if it is perceived to intrude upon personal space or reads overly automated. Users are 

uncomfortable with such situations and therefore low acceptance occurs. To strike a balance 

for this factor without crossing over into intrusion on personal space, AI-generate content 

needs to have high relevance as well as general acceptance (Slefo, 2019). 
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2.4.2 Clarity  

Clarity in AI-generated content is also key because the consumer needs understandable 

messages to fully comprehend the value intended. Confusion through bad phrasing, technical 

jargon, and vague messages by AI leads to confusion and, therefore, lack of engagement. 

Clear content automatically allows the consumers to recognize and connect or engage with 

the message immediately (Wolpin, 2024). Therefore, clarity in content creation is the design 

of algorithms that prioritize natural language processing: the output coming from AI should 

be coherent and easier to understand. 

2.4.3 Degree of acceptance  

A more nuanced aspect of the content quality that affects the degree of acceptance is the 

creativeness of the message. Consumers are attracted by creative, thought-provoking, or 

aesthetic pieces for which AI sometimes fails since the latter is a result of its algorithmic 

nature. Yet with improved generative models recently made in AI, new borders are pushed as 

an algorithmic machine generates highly pleasing images, new phrases, or even creative 

storybooks. However, the question is: creativity by AI may sound stilted or lacking in the 

subtlety or emotional give-and-take commonly valued as human creativity. For this reason, 

creativity in AI-generated content is best received when it feels intrinsically engaging and not 

necessarily machine-produced, providing consumers with a sense of authentic innovation 

(Pisano, 2023). 

This suggests that, with quality on aspects of relevance, clarity, and creativity, it can be seen 

that the consumer might accept AI-generated content, and most likely get more involved, on 

social media. Acceptance through quality represents one factor that indicates there is a need 

for making AI systems more focused on user-centered design and even human-like 

understanding (Bergner et al., 2023). That is to say, if the efficiency of machines gets 

balanced by human experience and creates an acceptance of so much importance for the 

effectiveness of AI-driven content in social media, it happens. 

2.5 Role of Familiarity with AI in Acceptance 

The most important factor that makes a consumer comfortable with AI-generated content is 

the familiarity of consumers with AI tools and technologies. As people experience AI in most 

aspects of life-from voice assistants to recommendation systems comfort levels with the 

capabilities and limitations of AI tend to rise (Murseli and Mjekiqi, 2024). This familiarity 
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can make AI-generated content more acceptable on social media sites because users who 

understand and also trust AI technology tend to be much more inviting to its outputs. 

2.5.1 Reduced fear  

Reduced fear of the unknown, a common barrier to AI acceptance, happens because the more 

familiar consumers are with how AI works and plays a role in content production, the less 

likely they are to see AI-generated content with skepticism. Familiarity breeds an informed 

point of view in which consumers distinguish between AI operational intent and its actual 

influence on quality and relevance in content (Pophal, 2023). For example, such users who 

are aware of AI's data-driven algorithm will appreciate how AI can algorithmically produce 

content tailored to the patterns rather than invasive or even random tracking. 

2.5.2 Increases expectations 

This increases expectations. Regular consumer awareness of AI tools instills in them what is 

desirable from AI. Ideally, they expect the right outcome. They expect the correctness with 

subtlety. Such content should be inventive yet suited to their personal or niche tastes. When, 

based on such expectations and through familiarity, the consumers encounter AI-generated 

content that seems more mechanical, uncreatable, or lacking emotional force, they will lose 

their interest due to disappointment resulting from unmet expectations. This means, that if 

familiarity heightens open-mindedness to the AI, it simultaneously conflicts with excellence 

standards and presses the claim of making the AI behave more like a human, quality-wise, or 

even when it reaches one's thoughts (Kompella, 2023). 

Then it gets really interesting as familiarity breeds critical awareness. Comfortable consumers 

start looking out for AI's possible weaknesses, like being prone to bias or predictability. 

Familiarity may make users distinguish when content appears fake or overly mechanical, 

thereby encouraging users to look more carefully for artificialness in materials designed by 

AI. This critical view might instead lead to constructive engagement where users, for 

example, engage to refine the outputs of the AI to receive better and higher quality outputs 

back, but would lead to disengagement in case a consumer finds out that AI's generated 

content cannot be subject to its standards on relevancy and authenticity (Azad et al., 2023). 

Consumers who are knowledgeable of AI may also experience a sense of agency that is, they 

would take the initiative and start adjusting their settings, curating their feed, or even 

exploring new AI tools that offer better control over content (The New Rules of Consumer 
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Privacy’, 2019). The sense of control will, of course, enhance acceptance since it allows the 

familiar consumers to feel they have a hand in shaping the content that reaches them. Even 

experienced users will be hampered by customization that is not accessible, and this will 

result in decreased engagement with AI-driven content. 

2.6 Emotional responses to AI content  

Emotions evoked by AI-generated content significantly play a role in determining the 

consumer's attitude and level of engagement toward AI. Excitement, skepticism, and 

apprehension each uniquely contribute to the level of acceptance, trust, and experience for 

consumers. It is therefore very important to understand these emotional dimensions so that 

brands can develop AI-driven content that positively resonates with their target audiences 

(Vaiciukynaite, 2023). 

2.6.1 Novelty appeal 

Most of the excitement towards AI-produced content lies in novelty and novelty appeal. 

Consumers who are keen on technology are always excited about AI's ability to churn out 

personalized, very highly visually appealing, or even very relevant content. Such factors 

trigger the user more frequently to use features related to AI-generated content when they like 

their work. Such generated AI content excites the user, making the brand come across as 

forward-thinking while also improving the user's perception of the value the technology 

brings (Burlacu, 2023). Excitement, however, is only sustained if constant improvement and 

creativity in AI-generated content are maintained otherwise, excitement can become a routine 

and decrease engagement levels over time. 

2.6.2 Skepticism  

However, skepticism is the most common emotional response, particularly in a user who 

fears the accuracy, intent, or ethical implications of AI. Skeptical consumers would probably 

ask themselves if the AI-generated content served their interests or was simply commercially 

motivated. Skepticism therefore leads to critical engagement whereby users evaluate the 

quality, authenticity, and intent of the content. For example, consumers may find AI-

generated advertisements too targeted or manipulative, leading to decreased levels of trust 

and openness to further AI interactions (Elsa and Galizzi, 2024). Skepticism acts as an 

acceptance barrier, thus forcing companies to promote transparency and clear sight into how 

AI-generated content is created and personalized. 
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2.6.3 Apprehension  

Apprehension relates more to the issue of privacy and fear of AI's "replacement" of the 

human imagination. Consumer sentiment toward AI-generated content thus tends to be 

shaped in one way or another. Some consumers are uncomfortable about the extent of data 

needed for personalization, fearful of being intruded upon about their private lives. Other 

consumers might just fear it is a product that lacks the emotional or ethical connection than 

what is gotten from being humane (Gu et al., 2024). This fear can decrease consumer 

engagement if the content is seen as either ‘too general’ or ‘too calculating’. It requires AI 

systems that will respect the privacy of consumers, have an ethical feel, and are designed to 

support human efforts rather than taking over the consumer’s concern of excessive 

automation. 

Combined, all these emotional reactions offer proof of the complex consumers’ interaction 

with the content generated by AI. Interest comes where there is enthusiasm while fear creates 

doubt leads to invasions of caution and skepticism to brands hence demanding high quality 

and ethical production of content. In the case of great AI-generated content, it is about these 

feelings and their interactions to produce not only informative but also as good enough and 

reassuring enough to allow for long-term consumer acceptance (Gu et al., 2024). 

2.7 Impact of Demographics on AI Content Acceptance  

Age, gender, level of education as well as cultural traits significantly affect the receptiveness 

of customers towards AI-created content on social media platforms (Haupt, Freidank and 

Haas, 2024). These variables define how various groups perceive, engage, and assess articles 

with AI elements, and AI insights reveal underlying patterns that brands could leverage for 

segmenting and targeting customer groups based on AI preferences. 

2.7.1 Experience  

Experience is one of the most valuable demographic features in reference to technology 

knowledge and acceptance of AI solutions. As for the age, the consumers aged 18 to 35 are 

thought to be more advanced in technology literacy and engaged with AI-created content, and 

some 70% of them stated they feel comfortable with personalized and targeted AI content on 

social media. Older age groups, in particular above 50 years, are generally more conservative 

and even have very low acceptance rates because they expose themselves to fewer AI 

technologies. Users like them who value their privacy and wish to share most experiences 
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with humans may face significant barriers in accessing AI content (Meggert, 2024). This gap 

indicates that brands must reach out to the younger audience with more innovative, AI-centric 

campaigns while providing some transparency and control for older users. 

2.7.2 Acceptance  

Acceptance also varies with gender, where it has been found that men have a higher trust 

level for AI systems compared to women. For instance, more than 60% of male customers 

say they are comfortable with AI-driven recommendations compared to 45% of female 

customers. This may be attributed to the fact that women tend to have lesser confidence in 

technology, and thus have greater concerns about data security and privacy (Ratta, Muneer 

and Hassan, 2024). This gap can be filled by brands highlighting data protection and 

transparency in their AI practices, which may encourage more balanced acceptance across 

genders. 

2.7.3 Level of education directly  

Another correlation exists between the level of education directly and whether one is ready to 

embrace the advent of AI. People who have had further educational attainment in a wider 

perspective especially STEMs-that are Science, Technology, Engineering, and Mathematics 

students-perceives an easier manner about content made by Artificial Intelligence as their 

educational orientation gave them some sort of acquaintance regarding the capabilities versus 

impossible nature (Wu and Wen, 2021). More or less about 75 percent of consumers' views 

were toward goods in an artificially generated form compared with others with much lesser 

levels. This trend suggests that educational background impacts perceived reliability as well 

as engagement with the AI content, and indeed, more educated users are more willing to 

accept AI innovations. 

2.7.4 Cultural background  

Cultural background also plays its role as the attitudes of the consumer regarding technology 

vary according to different regions. People from advanced regions such as North America and 

parts of Asia show more acceptance for the content produced by AI because their lifestyle 

involves greater reliance on AI in terms of technological activities. Conversely, in stricter 

data protection law regions and places having cultural preferences in the usage of human-

driven activity, the rate of acceptance might be low, which reflects caution about AI 

(Ottoboni et al., 2022). 
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These demographics suggest that any brand needs to adopt a segmented approach in terms of 

strategy around AI content that takes into account age, gender, education level, and cultural 

interests (Davalagi et al., 2022). Brands could create more relevant AI-generated content 

around the needs of various groups of consumers, hence encouraging greater acceptance and 

engagement. 

2.8 Comparison between Human-Generated and AI-Generated  

Consumers have different preferences for content created by humans versus by AI, based on 

perceptions of authenticity, creativity, trust, and relatability. While AI-created content can be 

scaled, fast, and highly personalized, most consumers prefer human-created content because 

it is perceived to be authentic and emotionally rich (Lee, 2020). This comparison points out 

the strengths and weaknesses of each and the reasons consumers would prefer one over the 

other. 

Authenticity is one of the most driving factors in preference. The human-generated content is 

mostly considered more authentic and relevant, as about 65% of consumers claim they trust 

content created by humans more than that produced by AI (Pophal, 2022). This preference 

arises from the belief that humans bring unique insights, experiences, and emotional nuances 

to content creation, aspects that AI, despite its advancements, still cannot convincingly 

replicate. AI-generated content will be efficient, but it will never be as attractive to most 

consumers as non-artificial content because it will be formulaic and overly polished. This 

especially applies to social media users who want to connect more authentically with brands 

and influencers. 

The area where people prefer content generated by humans is creativity. Most consumers 

appreciate the unique, often unpredictable quality of human creativity, with around 70% 

reporting that human-created content is more innovative and expressive. AI performs very 

well in the creation of consistent content in line with data-driven insights for campaigns 

demanding mass personalization. However, the fact that AI copies the available patterns 

makes it sometimes repetitive in its output and thus not suitable for situations where 

uniqueness is of great importance (Contu et al., 2021). 

Another area of utmost importance to consumers is trust. A study found that more than 60% 

of consumers get uneasy when they cannot determine whether the content is human or AI. 

This uneasiness towards AI is based on the fear of manipulation and a lack of transparency. 
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Consumers are more comfortable with human-generated content, as they are perceived to be 

transparent, and this can offer a visible connection to the creator's intent, values, and 

personality (Wagenpfeil, et al., 2021). For instance, endorsements from actual users or brand 

ambassadors will be valued more highly in the consumer decision process than AI-driven 

recommendations. 

Moreover, the level of personalization also affects preference. With the capability of AI to use 

consumer data, hyper-personalized content can be developed, which is preferred by around 

55% of users who believe in tailored recommendations (Spindler, 2021). Over-

personalization by AI causes "creepiness" where consumers feel that their privacy is being 

violated. Human-created content, though less accurate in personalization, is viewed as less 

invasive than AI. 

2.9 Social Influence on Acceptance of AI Content  

Social influence plays a vital role in creating acceptance and trust of AI-generated content by 

consumers primarily through mechanisms such as social proof. Social proof, metrics 

including likes, shares, comments, and endorsements by popular figures, play an immense 

role in the manner by which consumers perceive and respond to content. The reasoning 

behind this is based on the fact that it's easier for individuals to rely on and accept content if 

it's accepted by others, even though the content is AI-generated (Mearian, 2024). 

One of the most important reasons that best explains the success of social proof is the 

validation effect. Studies indicate that the more engagement, for example, likes or shares for 

the content, 65% of the consumers take it as being credible. In so far as this is valid, it would 

overcome even initial consumers' skepticism and hesitation about AI-generated content 

toward being open to it. For instance, if AI content is endorsed by many users or influencers 

whom one is likely to trust, then that content is perceived to be worthwhile and legitimate, 

making users more likely to accept the content (Owusu et al., 2021). This effect is 

particularly powerful within social media platforms where content quality and trustworthiness 

are often gauged through community reactions. 

There is also a level of credibility brought by famous personalities as 70% of the consumers 

said that they are more likely to accept content endorsed by public figures whom they respect. 

If an influencer or a brand ambassador endorses AI-generated content, then that acts as a 

bridge that brings personal credibility to AI-driven material. This can be very important 
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because consumers are wary of AI content and may doubt its authenticity or purpose. This 

could remove all doubts if a message was coming from someone whom the consumer trusted 

that assured them of the relevance and appeal of the material (Ziakis and Vlachopoulou, 

2023). 

This builds trust because interactive social proof like comments or discussions about AI-

generated content helps build trust by seeing active conversations or testimonials from others 

around the content. About 60% of the consumers feel that they are comfortable with AI-

generated content if they can see meaningful comments and discussions because it means the 

content has elicited a genuine reaction. This form of validation is interactive, and hence it 

gives a sense of community and inclusivity to users (Stein et al., 2024). This helps in 

removing their inhibitions regarding AI and helps them gain confidence in trusting AI. 

But social proof is similarly limited. Sometimes, if consumers feel the engagement metric - 

like likes or shares-is manipulated in some way, it leads to distrust. About 40% of consumers 

reported not trusting content with unnatural or suspiciously high engagement, especially AI-

generated material (Jia-Xi Wu, 2023). This reflects the need for brands to ensure that social 

proof around AI content is authentic and not artificially boosted, as forced social validation 

can backfire and reduce trust. 

Social proof significantly influences consumer acceptance of AI-generated content since it 

creates a feeling of validation and legitimacy. Brands can make use of real engagement and 

endorsement from the figures that people trust to enhance acceptance and trust in AI content 

and, hence, make it more accessible and credible to diverse audiences. Authentic social proof 

can be created by brands for the support of an environment where consumers feel more at 

ease with engaging with AI-driven content on social platforms (Pophal, 2023). 

2.10 Literature Gap  

Consumer acceptance of AI-generated content on social media was widely studied based on 

the available literature. It showed useful information concerning authenticity, trust, content 

quality, and social proof, but still with some gaps in many areas. This literature gap involves 

how varied general consumer attitudes can change acceptance and trust in other ways within 

different cultural contexts (Ananthakrishnan and Arunachalam, 2022). Another overlooked 

area is cross-sectional research that examines whether consumer acceptance of content 

produced with AI changes over time, especially when the tendency to use AI technologies 
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grows and the technologies become more advanced. Moreover, according to prior research, it 

appears that the ethical implications of AI acceptance together with data privacy concerns 

have not been addressed adequately (Alvarado and Morar, 2021). This would make it 

possible to better explain and provide brands with more specific tactics with which to boost 

consumer trust and acceptance of AI-generated content in a rapidly evolving technological 

landscape. 

2.11 Conclusion  

The literature review reveals that multiple interconnected factors determine consumer 

acceptance of AI-generated content. Authenticity, trust, and the quality of material form the 

core of positive engagement, but familiarity with AI and demographic variables such as age, 

gender, and education determine openness toward AI-driven material. Emotional responses 

such as excitement, skepticism, and apprehension also determine consumer attitudes toward 

such material. Social proof, which is through likes, shares, and endorsements, increases trust 

and acceptance, particularly when the boundaries of AI are well apparent. All of these themes 

together indicate a more subtle approach to balance efficiency with human elements for 

engaging consumers over a longer period. 
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Chapter 3: Research Methodology 

3.1 Introduction  

The approach used to study the level of acceptance of social media-generated content from 

Artificial Intelligence. This chapter discusses the research philosophy, method, approach, 

research design, Sampling techniques, data collection methods, analysis techniques, and, 

lastly, reliability, validity, and ethics (Dodds and Hess, 2020). Appreciating the need to obtain 

a broad picture of consumer understanding, acceptance, and usage of AI-generated content 

adopted by various social media platforms, this research proposes to use a mixed-methods 

research approach that combines settlement and survey methodology. 

3.2 Research Philosophy  

Research philosophy can be defined as a foundation on which the entire process of research is 

erected that is defined by, the general approach and mostly the methodology and methods 

utilized. It regulates the kind of reality that is available to be explored, the role of the 

researcher, as well as the research, and the way knowledge is produced. The most basic 

research philosophies include positivism, interpretivism, realism, and pragmatism (Dr. Alok 

Gupta and Gupta, 2020). As will be evident, every philosophy focuses on a unique way of 

perceiving and explaining social processes. 

About the current research, focusing on the consumer acceptance of the content developed 

through the use of artificial intelligence in social networks, the choice of the Pragmatism 

research philosophy has been made. It can be used in research that has practical 

consequences since it assumes the use of both qualitative and quantitative research in the 

procedure of problem-solving (Dubey and Kothari, 2022). This philosophy is less concerned 

with the internal consistency of the theories developed and more concerned with the ‘works 

in practice’ aspect, which has benefits when irrelevant theory gets in the way of 

understanding consumers’ interactions with AI content in a rapidly developing technological 

environment. It provides a possibility to be more flexible in using both quantitative and 

qualitative approaches to reflect consumer behaviors’ nature. 

This is because other research philosophies such as positivism or interpretivism were not 

adopted due to their shortcomings in that they only rely on numbers or the interpretation of 

these numbers respectively thus not giving a broader view thereby not being quite flexible 

enough to fully capture the essence of the broader issue of consumer acceptance in the light 
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of AI and social media (Firdaus, Zulfadilla and Caniago, 2021). Such a concept as 

Pragmatism seems to be more versatile and much closer to the mentioned objectives of the 

study. 

3.3 Research Approach  

The study method may be defined as the action plan that shows how data will be gathered, 

and analyzed, to address research questions. It informs the choice of the methods as well as 

the design of the study. Deductive, Inductive, and Abductive are the most vital forms of 

research approaches (Habu and Henderson, 2023). Hypothesis-testing models employ a 

theory or hypothesis and use data to either confirm or reject the theory, whereas development 

models use data to generate theories. Abductive strategies involve both, where the initial data 

set forms the basis for a feasible account or hypothesis. 

Based on the research objectives for this work which is to examine consumer acceptance of 

AI-generated content on social media, the chosen research methodology is an abductive 

research approach. Abduction is particularly useful when it deals with messy real-world 

things like patterns in human behavior characteristic of the consumer market where existing 

theories might not adequately explain new or indeed emerging trends (Kang and Hwang, 

2021). It is critical in the analysis of these interfaces because it entails the development of 

hypotheses after observing patterns and theoretical frameworks as part of their research 

strategy. 

Other types of research methods that could have been adopted, for instance, deductive or 

inductive, could not be adopted because they are quite structured. While deduction would 

dampen the flexibility, since it relies on the assumption that necessary conditions for the 

theory will come into light, Induction might not have direction, especially in a dynamic area 

such as AI content (Krishan Kumar Singh, 2022). Abduction allows the flexibility that is 

suitable for this type of exploratory research. 

3.4 Research Design  

Research design can be described as the plan or map that defines more specifically how a 

given research study should be carried out. It defines how information is to be gathered, and 

processed, and sometimes how such data is understood (Mahuika and Mahuika, 2020). The 

main qualitative research designs include Exploratory, Descriptive, Explanatory, and finally 

Causal research. Exploratory designs are best used when knowledge about the phenomena in 
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question is minimal while descriptive designs can best be used when the goal is to describe 

characteristics of or about phenomena. Causal designs, in turn, are used to investigate the 

impact of one variable on another one, and explanatory designs are used to search for cause-

and-effect relations. 

AI-generated content for social media consumer acceptance is the focus of this study, 

whereby a conclusive research design has been adopted. This design is particularly perfect 

for describing and comparing the impact of AI content on the behavior of consumers. It 

enables the researcher to examine the role of determinants, including perceived 

trustworthiness and creativity, on the acceptance of AI (Ocaña-Fernández and Fuster-Guillén, 

2021). Causal research is especially helpful in explaining the effects produced by certain new 

technologies, including AI, on consumer decisions and their social media activities. 

Other designs like exploratory or descriptive were considered because we did not consider 

causal relationships in this study (Patrick and Xu, 2024). Exploratory design may not present 

enough detail concerning consumer behavior, and while descriptive design would describe 

consumer tendencies it would not explain what makes them that way, which hinders the depth 

at which this study delves into consumer acceptance. 

3.5 Sample  

Sampling is the allocation of individuals in a population to be used in a study. It enables the 

researchers to make conclusions without having to use samples from all the people within the 

community (Säfsten and Gustavsson, 2020). The methods of sampling are Simple Random 

Sampling, Systematic Sampling, Stratified Sampling, Convenient Sampling, and Purpose 

Sampling. 

Active social media users will be involved in the study with a focus on those between the age 

of 18-50 years. Another method of data collection is a mixed approach whereby both 

quantitative and qualitative data will be collected (Saliya, 2023). A numeric questionnaire 

also will be conducted on about 100 participants with an emphasis on general user 

perceptions and behaviors toward AI-generating content on the different platforms including, 

Facebook, Instagram, TikTok, and Twitter. This survey will focus on questions related to AI 

content authenticity, trust in AI content, as well as users’ active engagement with content that 

they interact with daily, thus offering a pilot study of the user’s preferences and opinions. 
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Furthermore, the survey data that will be collected via 10 to 15 face-to-face interviews with 

users with interest or expertise in the content related to AI will be collected qualitatively 

(Dodds and Hess, 2020). These interviews will enable the question to be probed in greater 

understanding and identify specific needs and fears not ascertainable in the survey. It is 

therefore postulated that this multi-methods agenda of qualitative and quantitative ways will 

offer a broad and conclusive prescription of consumer sentiment acceptance towards the use 

of AI-generated content on social media. 

3.6 Data Collection  

Data collection is the activity of obtaining raw material for a study to be in a position to 

adequately address research questions or hypotheses. They include methods that ensure that 

the data that is going to be used in the study is properly gathered (Dr. Alok Gupta and Gupta, 

2020). The main method of data collection is Primary data collection and the second one is 

secondary data collection where information is collected from other sources such as reports, 

databases, or literature. Primary data collection can be supplemented by two types: 

quantitative and qualitative approaches quantitative primary data collection includes 

questionnaires, cross-sectional, and experimental methodologies while qualitative data 

collection includes interview and observation methodologies. 

In this research about exploring the willingness of the audience to accept content generated 

by AI on social media, primary data collection is only with the use of surveys and interviews. 

Also, a survey method will be employed to administer quantitative responses which will be 

collected from about 100 active social media users, general attitudes, engagement, and 

perceptions of the respondents with AI-generated content (Dubey and Kothari, 2022). To 

further enhance this, interviews will be conducted with 10 to 15 participants who offered 

highly relevant ratings or have a keen interest in AI content this is to provide a quantitative 

value together with richer informant and textual views. 

The secondary research method was discarded because it was considered that it wouldn’t 

capture the current attitude or behavior of consumers toward the concept of AI content 

generation. Secondary data may be old or irrelevant for a specific number of target 

considerations that need to be explored here this study needs data from live active social 

media users (Firdaus, Zulfadilla, and Caniago, 2021). The collection of primary data was 

therefore considered most suitable for undertaking this study. 
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3.7 Data Analysis  

Data analysis involves investigation, washing, molding, and structuring of data to arrive at 

useful information in support of decision-making (Habu and Henderson, 2023). The types of 

data analysis include qualitative analysis which deals with designs, patterns, themes, and 

meanings that are found in non-numerical information, and quantitative analysis, which uses 

statistical measures to aid in the analysis of numerical information. Whereas, an interpretive 

technique for qualitative analysis may include thematic analysis, and for quantitative 

analysis, the tools will be statistics software for more quantitive evaluation. 

As a research technique for investigating consumer acceptance of social networking AI-

created content, both qualitative and quantitative data analysis approaches will be adopted 

in this study. Semi-structured interviews will be conducted with participants and thematically 

analyzed to qualitative data. This method will also help filtrate and describe patterns or topics 

in participants’ responses to attitudes, concerns, and perceptions of AI-generated content 

(Kang and Hwang, 2021). On the quantitative side, the survey data will be analyzed using the 

analysis tool known as the Statistical Package for the Social Sciences abbreviated as SPSS. 

Statistical analysis of variables like trust, engagement, and level of acceptance for content 

using AI can be done with the help of SPSS to gain an overall analysis of the consumer 

perspective. 

Other methods of analyzing data that could have been used, like coding the data manually or 

using simpler statistic tools were disregarded because they would not provide the efficiency 

and extensive detail required in the study (Krishan Kumar Singh, 2022). The tasks of manual 

coding would take a lot of time and would be less systematic as well as simplistic statistical 

analysis only might mask the rich tapestry of data. The most suitable method for the analysis 

of both the qualitative and the quantitative data is the thematic analysis in conjunction with 

SPSS. 

3.8 Reliability and Validity  

Inter reliability and validity are important in aspect of the research to ensure that the results 

are accurate without compromise. Research reliability indicates the extent to which 

measurements obtained from the employed research instruments and methods are consistent. 

In this study, reliability will be established by choosing instruments for the survey that have 

several indexes and making sure that the questions are structured similarly throughout the 
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interviews (Mahuika and Mahuika, 2020). Moreover, the analysis of quantitative data will be 

conducted with the help of the SPSS software, which provides accurate measurements and 

provides stable and replicable results. Validity can be defined as the degree to which the 

research assesses what it is out to assess. In this research, content validity will be achieved by 

developing and disseminating the survey and interview questions in a way that reflects the 

construct of consumer acceptance of, and trust in AI-generated content, and consumer 

engagement with ai-generated content. Construct validity shall be ensured as the data-

gathering tools shall be developed from the theoretical framework of the study. Moreover, 

data triangulation will involve the integration of both qualitative and quantitative data to 

ensure the reliability of the study since data from the two approaches will be compared. 

3.9 Ethical Consideration  

Ethical factors that have to be respected are as follows carrying out the research in a legal 

manner to respect the rights and integrity of the participants is very important. In this study, 

consent to participate in the survey or the interview will be sought from the participants 

before they complete the same. This makes sure that they fully understand the purpose of the 

study, its procedures, and more to the point, their right to withdraw from the study at any one 

time without being punished (Ocaña-Fernández and Fuster-Guillén, 2021). This will be 

followed by anonymity and the ensuring that the participant’s information will not be linked 

with their responses in any way. To the participants, the act of researcher shall attain the 

approval from a relevant institutional review board or ethics committee before undertaking 

the research the researcher will avoid asking questions that may have potential for harm in 

the survey or the interviews. Finally, the result shall be reported with complete accuracy and 

honesty and with full disclosure of the limitation. 

3.10 Conclusion  

This chapter introduces the course of research on consumer acceptance of content written by 

Artificial Intelligence. This paper is designed in such a way that including the correct 

philosophies, approaches, and designs enables the study to incorporate not only the overall 

picture but also the participants’ experience. Both methodological and ethical aspects 

contribute to the credibility and generalizability of the data, contributing to the knowledge of 

the analyzed topic, namely, consumers’ engagement with AI-generated content on social 

media. 
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Chapter 4: Data Finding and Analysis  

4.1 Introduction  

The perception of AI generated content in social media is determined by survey and interview 

based study employing bar charts to analyze respondent attitude. The findings allow 

answering noticeable questions, including trust, authenticity, and transparency and 

engagement, in which individuals express different levels of confidence and concern about AI 

as the content-creating tool. 

4.2 Finding based on a survey  

4.2.1 Frequency analysis 

How Often Do you Encounter AI-generated content on Social Media? 

 

Figure 1: Encounter AI-generated content on Social Media 

According to the data, people encounter such content frequently on social networks, 

including 52% of participants in the study. Another 48% of customers reported using it 

sparingly that is, not very often. This is an indication that AI created content is the new 

normal on the social media platforms given the high reach on the targeted users. The fact that 

these interactions occur both more and less frequently one with the other underlines its 

increasing tendency. 
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How comfortable are you interacting with AI-generated content on social media? 

 

Figure 2: AI-generated content on social media 

The largest group of respondents admits they are rather comfortable when it comes to using 

AI-generated content on social media (52% of participants stated they somewhat agree with 

this statement), while the second largest group is rather comfortable (22% of participants 

stated they agreed with this statement). 4 percent said that it is uncomfortable and 20 percent 

are in the middle, feeling that it may not be either good or bad. This means most users are 

receptive to AI content, but still there are some concerns thus the need to build trust on AI 

engagements. 

Do you believe AI-generated content can be as engaging as human-generated content? 
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Figure 3; AI-generated content can be as engaging as human-generated content 

Majority of 56% think that AI content is as good as human content regarding engagement, 

while 18% are fully convinced. Still, 26% of the learners are in disagreement 6% are in a 

strong disagreement. This means that despite the general notion that artificial intelligence 

content can attract more engagement, there are still the mass who doubts the capacity of the 

same to attract engagement as compared to human created content. 

How importance is authenticity to you in social media content? 
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Figure 4: authenticity to you in social media content 

Originality is important to most of the respondents, whereby the larger percentage 50% 

consider the factor very important and 22% important. This makes it clear as to why authentic 

and openness is imperative in content on the handles on social media platforms. Just 10% of 

those surveyed said that they no longer consider authenticity relevant while majority said that 

authenticity is very important when determining the credibility of content. 

Do you feel that AI-generated content on social media lacks authenticity? 
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Figure 5: AI-generated content on social media lacks authenticity 

The survey shows that most of them 60% hence agree that the content from AI has no truth, 

while only 34% of the respondents strongly disagree. This implies a bi-sectional approach to 

the validation of the AI content, where a good number of the respondents are convinced that 

AI-generated content lacks the authenticity and is not as believable as the content created by 

humans on social media. 

When you know content is AI-generated, how does it affect your trust in the content? 
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Figure 6: AI-generated, how does it affect your trust in the content 

Moreover, when respondents recognize that the content is generated by AI, 32% state that the 

level of trust decreases, and 8% observe that it significantly decreases. However 21 percent of 

the respondents replied no impact 30 percent of the respondents replied increased trust. This 

shows that while some fail to believe AI content, the rest of them either have the same level 

of or even better confidence when they come across that it was compiled by AI. 

How Likely are you to engage with AI-generated content compared to human-created 

content? 
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Figure 7: AI-generated content compared to human-created content 

The largest share (42%) are likely to interact with both AI and human-written content and the 

smallest (30%) more inclined to AI-generated content. A smaller group, only 24%, of the 

total, feel that they are less likely to interact with AI content and their sentiments are sort of 

mixed but more inclined towards being somewhat equally in the mainstream or even more. 

To what extent does the transparency of AI involvement affect your acceptance of the 

content? 
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Figure 8: AI involvement affect your acceptance of the content 

A large number of respondents (50%) observe that some level of disclosure regarding 

involvement of AI quantitatively boosts their acceptance of the content, and qualitatively 

24% specify that disclosure of the involvement of AI greatly boosts acceptance of the 

content. A small portion, only 14 percent of the respondents, claim there is no impact of 

transparency, while 10 percent of them consider that transparency leads to a decrease in 

acceptance therefore, it means that while increasing the level of users’ trust, transparency is 

not an absolute guarantee. 

How concerned are you about data privacy when engaging with AI-generated content 

on social media? 
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Figure 9: AI-generated content on social media 

It is evident from the responses that majority of participants who are choosing not to interact 

with AI-generated content are very concerned, 54% of them, followed by those who are 

somewhat concerned, 28%. A paltry 18% reported having low or no concern indicating that 

concern for their privacy is a strong aspect that contributes to the concern of users on social 

media in regards to content generated by AI. 

Do you believe AI-generated content can understand your preference as accurately as 

human-created content? 
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Figure 10: AI-generated content can understand your preference as accurately as human-created content 

Among those perceptions, 50% partially approve the statement holding the view that AI can 

comprehend same preference similar to human created content, and 18% fully approve it. 

Nevertheless, 26% are in disagree or strongly disagree category, indicating that some users do 

not fully trust AI in terms of understanding clients’ preference hence provide mixed opinion 

on the capability of AI. 

How influential is social proof in making AI-generated content more credible to you? 
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Figure 11: AI-generated content more credible to you 

Regarding social proof making AI generated content more credible, to some extent it 

influence 42% are somewhat influenced, 28% very influenced and 30% slightly influenced. 

This infers that, there is strength in number as acknowledgement from many a goes a long 

way in building trust in AI content. 

In your opinion, how does AI-generated content impact your overall trust in a brand? 
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Figure 12: AI-generated content impact your overall trust in a brand 

The effect of AI-generated content on brand trust is somewhat negative 40% of the 

respondents reported no effect, 34% reported the trust is lower due to AI, and 22% reported 

an increased trust due to AI. Larger percentage (20%) regards its impact as improving trust 

and another 4% believes it considerably hinders trust. This affirms the observation, made 

earlier in this paper, to the effect that AI content’s ability to alter perceptions is not sufficient 

to elicit positive views about the brand in terms of trustworthiness. 

How likely are you to recommend a brand using AI-generated content of you find it 

relevant and engaging? 
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Figure 13: AI-generated content of you find it relevant and engaging 

Thus, if the content created with the help of AI is interesting and topical, 60% of the 

respondents will likely recommend the brand, 40% of them will somewhat likely it and 20% 

very likely. Meanwhile, only 10% are likely to discourage other people from using brands 

such as these, which means that relevance and enjoyable interaction by AI content may 

impact advocacy, still with some caution. 

How much do you feel demographic factors influence how people perceive AI-generated 

content? 
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Figure 14: factors influence how people perceive AI-generated content 

About the impact of demographic factors, 42% of the respondents are of the view that it has a 

moderate effect on the perception of AI generated content while 30% having a strong effect. 

A mere 6% believe that demographical aspect can elude the ability to influence how the 

content is perceived and accepted by consumers due to factors such as age, education, and 

experience to incorporate AI technology. 

4.2.2 ANOVA 

The findings in the study reveal that there is no moderation effect of comfort with AI-

generated content with the other variables. Based on the analysis above, all of the p-values 

for hypothesized research questions are greater than 0.05, thus it is safe to say that although 

there is tendency, comfort level does not have a significant effect on engagement, 

authenticity, transparency, data privacy concerns, or understanding perceptions about AI 

content. Therefore, familiarity with AI content in social networking sites is not determinative 

of these perceptions. 

4.2.3 One way 

The ANOVA results also suggest that participants’ comfort with content created by AI affects 

their data privacy concern (F = 4.40, p = 0.049) and their willingness to recommend a brand 
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that uses AI content (F = 7.07, p = 0.021). Armed with medium Eta-squared values of .156 

and .188, respectively. The rest of variables as trust and engagement do not have any impacts 

at all. The influence for data privacy is moderate the perceived relevance and engagement for 

recommending AI content is very high. The results indicate that the level of comfort with AI 

influences customers’ behavior on the social media platforms. 

4.2.4 One Sample Chi-square Test 

The One-Sample Binomial Test results reveal that for "How often do you encounter AI-

generated content on Social Media?", there is no significant preference between 

"Frequently" and "Occasionally" (p = 0.888), so the null hypothesis is retained. In 

contrast, the Chi-Square tests show significant deviations from equal probabilities in 

several categories, including comfort with AI content, belief in engagement, importance 

of authenticity, privacy concerns, and likelihood to recommend AI-based brands. The 

results suggest strong, non-random patterns in most responses, except for social proof 

and trust in AI-generated content. 

4.2.5 Bayesian Independent 

The results of the Bayesian analysis indicate that there are significant differences between 

groups’ means regarding different questions related to content generated by AI. For example, 

those who are less comfortable with AI content bring lower means in rating authenticity and 

trust issues and opposite for those who are more comfortable with AI content. These low 

correlations tell us that authenticity, trust, and transparency have low relationships with one 

another and, the credible intervals suggest that these effects may not be real since the 

intervals contain the zero-value, hence, no real effect. 

4.2.6 Bayesian Regression 

The research focuses on identifying determinants of trust by using the Bayesian regression 

test. Given the authenticity, transparency, and privacy concerns, the regression model reveals 

no change in trust, (F = 0.190) meaning that the predictors largely fail to account for the 

changes in trust. Nevertheless, when it comes to actual data analysis, it appears that such 

factors as comfort with AI content, belief in engagement, and frequency of AI content 

encounters are not critical predictors of trust in AI-generated content. 
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4.2.7 Bayesian Correlation 

The results from the Bayesian correlation analysis show that there exist rather low to 

moderate correlation between different factors and the trust in AI-generated content. The 

magnitude of the mean posterior correlations is low to moderate, ranging from -0.060 to 

0.275 for the variables, 0.235 for social proof. However, the 95% credible intervals for most 

correlations include the value of zero, implying that the extent and direction of these 

fluctuations cannot be determined with confidence. For instance, social proof and 

demographic factors are moderately positively correlated with AI content credibility, but 

these results are not consistent for all the participants. 

4.3 Finding based on the interview  

Theme 1: Trust, authenticity, and transparency in AI-generate content 

 

The essence of trust, authoritativeness, and openness in the AI content-based responses is also 

reflected by the participants. Participant 1 (Rural Small Enterprise Owner) focused on 

cultural ignorance of AI and called for more transparent information sharing. Participant 2 

(Urban Small Enterprise Owner) spoke of AI’s efficiency but was concerned about lack of 

personality or personal touch. Participant 3 (Woman Entrepreneur) appreciated authenticity 

and, thus, considered that AI produc3es impersonal content. Participant 4 (Long-Term 
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Microfinance User) has observed the efficiency of AI, but the absence of emotional appeal. 

Participant 5 (First-time microfinance user) highlighted the impersonality of the services and 

urged, people should understand what is being offered to them. 

Theme 2: Comfort and Discomfort with AI 

 

As can be seen from the results derived from the coded responses, participants expressed 

different degrees of trust, comfort and concern about AI-generated content. Participant 1 

(Rural Small Enterprise Owner) appreciates customized products and services, but he bears 

some concern about the non-humanlike nature of AI. Although Participant 2 (Urban Small 

Enterprise Owner) states that they get the AI content useful, the inclusion of content could be 

double edged with the negative impacts more prominent. In the analysis of results, Participant 

3, known as Woman Entrepreneur, focuses on humans’ need for communication, while 

Participant 4, Long-Term Microfinance User, stresses that AI fails to define the true human 

feelings and shared emotions. First-Time Microfinance User (Participant 5) is most 

concerned with transparency, and least comfortable with content created / produced by AI 

algorithms. 
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Theme 3: Social Proof and Engagement 

 

The grouped items, however, entail an intricate interplay between the elements of comfort, 

trust and authenticity with respect to content created using and by Artificial Intelligence. 

Participant 1 (Rural Small Enterprise Owner) cited usefulness of AI but said it lacked human 

touch and therefore fell in the “Struggles to replicate authenticity” cluster. Participant 2 

(Urban Small Enterprise Owner) noted the innovative aspect of AI but saw it as a lack of 

uniqueness that our study labels the “Generic and impersonal” cluster. Participant 3 (Woman 

Entrepreneur) had sentiment estimation to a certain extent – she appreciated the importance 

of authenticity but feared that AI was capable of grasping emotions, linking to the AI-

generated content able to capture a genuine human touch theme. In general, the authors have 

a recurring preoccupation with the problem of ‘how to maximize organisational performance 

and maintain people’s engagement’. 
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Theme 4: Balancing efficiency and Authenticity 

 

The concerns with the content that has been created by AI are evident in the word cloud 

where the main issues are penned down as Connection, Trust and Authenticity. Participant 1 

(Rural Small Enterprise Owner) reiterate that there is no emotions attached to the use of AI 

and this is in sync with the utterances of ‘human’, ‘authenticity’ and ‘trust’. Participant 2 

(Urban Small Enterprise Owner) identified AI’s polished but cold kind of communicative 

style, marked by the words “polished” and “generic.” In terms like ‘genuine’ ‘replicate’, 

‘struggle’  the views of Participant 3 the Woman Entrepreneur  point to the lack of ability in 

AI to mimic real-life human interactions. In general, participants state the same opinion 

regarding AI generated content in that it is not very relatable and seems somewhat sterile. 
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Theme 5: AI’s Limitation in Capturing Human Touch 

 

The identified concerns to AI-created content are seen via the word cloud where the most 

frequently used words are “authenticity,” “trust,” and “human.” This is consistent with the 

rural small enterprise owner’s discomfort across AI with terms like ‘personal’ interchanged 

with ‘connection.’ Participant 2 (Urban Small Enterprise Owner) noted other positive aspects 

of the interacting with AI that include “polished” and “generic.” There is the empathizing of 

human experiences, which was captured by “empathy” and recognized by Woman 

Entrepreneur. Overall, the cloud illustrates a shared sentiment: There are often worries that 

the content generated by AI algorithms is ‘inhuman’ and does not capture aspects with which 

the readers can identify, find interesting or trust. 

4.4 Analysis  

The results obtained from the survey and the interviews used in this study as a whole give a 

broad picture of the way AI-created content is received on social media. According to the 

survey conducted, AI-generated content is still on the rise, with 52% of the respondents 

experiencing it often, and 48% occasionally. This emphasizes the usage of AI in generating 

content across various platforms and at the same time, though there are still a number of users 
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that seldom engage with content creators, this shows the varied uses in the content 

consumption. 

About a half of respondents (54%) claim they are rather comfortable communicating with AI-

generated content, and 22% are very comfortable. Yet, equal participants were indifferent to 

ESBD (20%) and 4% of participants reported having discomfort. This mixed response 

suggests that, although, AI content is welcomed at some level, there are issues to do with trust 

that are still an issue with users. One gets the impression that a number of people remain 

skeptical about the capacity of AI to capture such warmth as is inherent in a number of 

human-created pieces. When it comes to interactivity, they responded as follows: They 

comprised a 56% who agree with the statement AI created content can be as engaging as that 

created by people with 18% strongly agreeing (Aljarah, Ibrahim and López, 2024). However, 

26% of the participants stated that they disagreed, while 6% of the participants stated that 

they strongly disagreed with the AI capability of emulating human communication richness. 

This evidence seems to suggest, while AI can grab attention and elicit responses, it cannot stir 

and guide emotions as well as content that can be experienced as singularly produced for the 

individual. 

The issue of authenticity is still important to even more respondents, which is SPL with 50% 

stated that authenticity is very important to them in engagement with social media content. 

But, 60% shared the opinion that they do not find AI generated content genuine which, 

strengthens the argument that even though AI can pump out content in a shorter space of 

time, it fails to replicate the realness and people’s identification that human generated content 

brings (Burlacu, 2023). This is supported by the survey results suggesting that the acceptance 

of AI content generation can be achieved if its work is accompanied by transparency. Almost 

equal numbers of respondents said that there is a small boost in willingness to interact with 

content if one knows it is AI-generated this demonstrates that AI should be declared by 

brands. 

Further, privacy was another issue that was highly rated, 54 percent of participants had strong 

data privacy concerns when interacting with content generated through AI. They argue this in 

relation to general social issues of privacy and data sharing insisting that good data 

management must be observed while using artificial intelligence in producing content (Elsa 

and Galizzi, 2024). In the current study, social proof, particularly the likes and shares were 
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also established to significantly influence the level of perceived credibility of content created 

through the use of AI. Further, 42 percent of the respondents agreed that social proof 

significantly impacted the perception of AI content which bodes well for the AI content 

creator as they posit the perception of their content can be boosted regardless of the lack of 

originality. 

Last but not the least, while looking for the effect of AI in content generation on the aspect of 

brand trust, it found out that 40% of the users do not feel any effect of AI content on brand 

trust, while 34% found it a negative influence on brand trust and 22% find it a positive 

influence on brand trust. This indicates a nuanced view: While some users have welcomed 

the revolutionary apparatus of artificial intelligence that enables brands to interact with the 

audience effectively, others have kept their skepticism over the negative influence of AI on 

brand equity and credibility (Gedas Kučinskas, 2024). The results outlined in this article 

underscore the importance of finding an equilibrium: AI saves time and opens opportunities 

for brands whereas consumers expect realness. These observations are further vindicated by 

the interview responses where the participants spoke of their worries on their inability to 

capture the richness of emotions by AI as well as the need to build trust through full 

disclosure. They urged AI content should retain the human touch as it emerged that users 

want only AI created content to be as close to what they can create as possible. 

Finally, the survey and interviews indicate that although there is a continuously growing 

tendency of AI-based content generation, its application has multiple limitations concerning 

such factors as functionality, emotional range, and privacy. These concerns will therefore 

guide how users interact and perceive AI generated content as it becomes integrated in 

content creation on social media. 

4.5 Conclusion  

The quantitative data from the survey and qualitative data from the interviews indicate that 

people encounter the AI-predicted content often and accept it to some extent on social media. 

However, questions like those of authenticity, or the ability to form an emotional connection 

and questions of privacy continue to present formidable challenges. Compared to the effects 

of social proof on the improvement of the overall trust, more works should be devoted to the 

concerns and creating better associations with AI content. 
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Chapter 5: Discussion  

5.1 Introduction  

This paper explores the acceptance of content created by Artificial Intelligence on Social 

Media working factors including authenticity, trust, transparency, and social proof. In the 

context of the study, survey and interview data are examined to establish the effect of these 

elements on user perception and interaction with AI-based content by category. 

5.2 Discussion based on objective  

In this research, the target is the testing of the acceptance of content created by AI on social 

media platforms. This paper covers various factors including: credibility, reality, gender, age, 

and reference group that influence the consumer’s perception towards AI-generated content. 

Using both quantitative and qualitative approaches this study seeks seek to identify key 

attributes that determine the consumer’s engagement /reception to content created through AI.  

The survey produced indicates the occurrence of AI content generation and most of the 

participants had noted its rising incidence in social media. In contrast, most users seek 

occasional comfort while interacting with the AI-generated content, although, they have a 

worry about its capability to be as entertaining as the content created by a person. 

Consequently, while assessing the posts produced by AI, a large share of respondents noted 

that they require higher levels of authenticity. The awareness of the use of AI in content 

production became another component that impacted on trust as key (Hänninen, 2024). In 

addition, some common issues were addressed for example, most of the respondents had 

certain doubts regarding data privacy when knowing that AI uses data to create content for 

individuals. 

Thus, evaluating the interview results, the research concludes that participants appreciate 

genuine posts and are worried about emerging artificiality. Most of the respondents as replied 

that the lack of ability that AI has to show emotions and to understand culture is a key 

challenge towards adoption. But some participants pointed out this trend of AI’s high 

efficiency and novelty in the field of content production (Lehtimäki, 2024). Transparency was 

also pointed out since some participants claimed they knew the content was generated by AI 

affected their trust and interaction. A means of regulating content through like, share and 

endorsement were deemed to have boosted the believability AI generated contents especially 

when supported by influential personalities. 
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In conclusion, it can be stated that while machine-generated texts are nowadays nearly as 

common thus performing the opportunity to provide individual, nearly limitless solutions to 

brands while adopted with certain hesitation, the primary reasons being the issues of 

legitimacy, trust, and protection of data. To pave way to AI – generated content for 

integration in brand social media marketing strategies, these issues need to be clarified and 

achieved through transparency, quality assurance, and consumer trust. 

5.3 Discussion based on Survey  

The reason is that survey results provide insights into how such attitudes may be changing 

and multifaceted when it comes to the identification of content that is generated through the 

help of AI in different social media networks. Users come across content generated through 

AI often suggesting an increase in AI’s use in society (Li and Yang, 2024). However, 

frequency of interaction shows that although millions of users can see autonomous content, 

artificial intelligence is still not present in every interaction. This means that globally, the use 

of AI content is gradually growing although the difference in the frequency that individuals 

encounter such content on their feeds has a gap. 

Acceptance of content created by the AI has divided opinions, as the majority was somewhat 

comfortable about it, while ten percent of users were either neutral or uncomfortable using 

AI. This points to a growing social acceptance of AI content however, it also supports the 

development of trust enhancing strategies. It also identifies some respondents extremely 

comfortable with content generated by AI, and some level of acceptance from some 

respondents suggest a more favorable disposition towards the use of AI While there is this 

perception, there are still those who are quite skeptical especially with issues to do with the 

capability of AI with respect to the depth of emotions and originality of the content. The split 

between embracing AI-generated content versus human-generated content is quite apparent. 

Nonetheless, the responses show that the majority of participants believe that content created 

by AI can be more engaging than their counterparts and 35% are still skeptical about the 

ability of an AI to deliver engaging content (Park, Oh and Ha Young Kim, 2024). This 

highlights a fundamental concern: AI content, though effective and probable to captivate the 

viewers and readers, is seen by many as impersonal, not extraordinary in terms of depth, and 

not familiar, in terms of human interface. This again refers with authenticity issues. More 

than half of the respondents opined that AI produced content is fake, thus underlying on the 
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thrust that quaranted AI is unable to capture or even create that hint of feeling, that personal 

touch, often attributed to human scripts. The importance of content being real cannot be 

ignored by many users even to this date. 

The presence or lack of visibility regarding AI participation occupies an impressive position 

regarding how users perceive the content created by AI. A large number of respondents finds 

the use of AI content easier when they are able to tell they are interacting with an AI. This 

means that the element of transparency might work towards building trust,sky though, it 

means that acceptance is not accommodated for everybody at the Face to Face. Nevertheless 

there are still people who need more realistic content or who have concern about AI potential 

effects like violation of the personal rights and privacy where, for instance, data gathered 

from users will be utilized to provide more of such content (Raut, Ajay Chandel and Mittal, 

2024). Another topical problem pointed out by the survey is related to the protection of data 

privacy. Some of the respondents feel uncomfortable when interacting with the media 

generated through artificial intelligence software, the majority of the respondents have issues 

with data protection and want appropriate policies. Considering that the incorporation of AI 

technology is increasingly becoming rampant when it comes to content creation, privacy 

concern is also expected to remain a trend whereby the companies in question guarantee 

secure usage of data while implementing the technology to avoid a negative impact on users. 

Although, the engagement metrics like the number of likes and shares are also essential in 

constructing the reliability of the AI driven content. When it comes to the trust of AI content, 

respondents found out that they are most likely to listen if AI content has been backed by 

others, which is consistent with social proof theory. However, it does not preoccupy the 

doubts that people might have about the existence of AI, or its ability to consider value 

preferences properly. Such concerns point out that while AI excels in content generation, it 

cannot produce the same level of connection that would prove as appealing with the material 

created by humans. Last but not the least, the survey also illustrates AI generated content as 

having a two edged effect on brand trust (Sepolen, 2024). While some of the respondents 

believe that other companies’ AI content helps build trust in the brand, others consider the 

presence of AI as negative. This means that, although AI may help brands optimize and 

innovate when it comes to specifically communicating to audiences, it is not considered a 

fully credible platform by everyone. In as much as brands get to harness AI-generated 
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content, it is very obvious that these brands need to be very careful as the content affects the 

reputation of the brand and the extent to which the audience trusts the brand. 

5.4 Discussion based on interview  

The primary meta-scheme identified from the participants was Trust, Authenticity, and 

Transparency. Rural Small Enterprise Owner, Participant 1, cited his worry on the issue of 

ethnic sensitivity and the effect of AI lack of openness. They argued that because AI is not 

culturally sensitive, content is unable to find its target demographic. Likewise, the Urban 

Small Enterprise Owner (Participant 2) positive that AI was effective in creating content but 

negative that this was impersonal. This concern raises the issue of speed at which AI 

generates content, and lack of human touch that many of the respondents believe is important 

to engage them. Participant 3, a Woman Entrepreneur) admitted that, while she appreciated 

the target audience’s authenticity to create, the reader did not reflect authenticity and was too 

detached, cold, and failed to identify the emotional bond the target audience had (Aljarah, 

Ibrahim and López, 2024). Long term microfinance user, participant 4 as well pointed out the 

efficiency of AI, but with some regret for the lack of embodied emotion in sometimes AI 

produced content. This view was supported by the first-time microfinance user Participant 5 

highlighted lack of warmth in the AI contents and called for more transparency to enhance 

trust. Throughout these responses, transparency became manifested as a key factor in as 

participants acknowledged that they accept content generated by AI so long as they are aware 

of AI’s role in the process and hold that such content is truthful and reliable. 

The other theme identified as Comfort and Discomfort with AI was also found in the 

interviews. Participant 1 favored personal and genuine content, though they expressed some 

concern regarding the absence of human interaction in AI content. This mirrors a sentiment 

held by many of the participants while AI can produce content that is more efficient it cannot 

replace the sort of content which has an emotional element. Participant 2 had the same 

opinion and also used the useful but it has a positive and negative implication words to 

describe content created by AI. Although AI excels in some areas, it cannot capture some 

aspects such as social interaction during the provision of content generation services to 

businesses (Burlacu, 2023). Continuing this point, participant 3 drives home the importance 

of companionship, in demonstrating that scientific pleasure to be derived from artificial 

intelligence is couched on the basis of a human-like affiliation. Participant 4 Once again, it is 
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highlighted that one must implement true emotional content, Here it is found that it is 

impossible to implement emotional content created with the help of artificial intelligence 

hence they do not make the subject feel comfortable. Participant 5’s discomfort with AI-

generated content points to a broader concern among some users: as AI becomes a part of 

ongoing actual communication there is still a constant concern regarding the extent to which 

human communication AI can or perhaps should intervene. 

Social Proof and Engagement were the most apparent within participants’ perceptions of the 

community’s acceptance of AI content. Participant 1 admitted that he has witnessed it being 

useful, however, complained that it is completely lifeless, and cannot be trusted or 

encouraged unless it is endorsed by another person. Participant 2 said that Artificial 

Intelligence created endorsement or like button could improve the believability of the content 

thus meaning that there is an approval of AI content. Participant 3 also concurred with 

Participant 2 that authenticity is crucial, but added that the credibility of content generated by 

AI has boosted once it’s approved by others. This means that social proof has a huge 

influence on how individuals perceive AI content particularly when the users have little 

knowledge about the credibility or emotions of the content created. 

The third theme, which emerged in the interviews, was the balancing of Efficiency and 

Authenticity. While recognizing the benefits such as speed at which AI offers in content 

generation, participants noted that this was not a compromise for originality. Participant 1 

stated that AI finds it challenging to update aspects of personality that people find familiar 

within content (Elsa and Galizzi, 2024). Likewise, Participant 2 found that while the content 

is produced carefully and professionally, such work appears to lack the personal touch that 

emotionally connects with one’s audience. Participant 3 speaks on behalf of many who are 

concerned about AI’s effectiveness in relation to generating real human feelings in generated 

material, P24. 

Lastly, the theme related to AI’s Limitation in signaling Human Touch was evident in all the 

interviews conducted. Some of the participants observed that although it is mid to generate 

content by the aid of Artificial Intelligence, it lacks the emotions that define appealing 

content. The first inconvenience highlighted through Participant 1’s words was that AI 

difficult to convey sophisticated emotions, the second inconvenience mentioned by the 

second participant was the realization of the impersonal nature of created AI material, and the 
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third inconvenience yet again pointed to the lack of empathy which is seen in successful 

content. This concern was at the core of the interviews pointing to the fact that while there 

has been a lot of development towards the deployment of Artificial Intelligence in media 

networks, there has not been a similar development when it comes to engaging emotions. 

5.5 Conclusion  

Specifically, the research reveals that even though AI content is going mainstream, questions 

of credibility, reliability, and engagement cap its applicability. Choosing the right UX design 

criteria are important and they include transparency, social proof, and data privacy. Brands 

need to address these issues in order to raise AI content acceptance while making the content 

align with the values of its audience. 



   

64 

 

Chapter 6: Conclusion and Recommendation  

6.1 Conclusion  

Therefore, the study contributes to the increase of knowledge about the impact of AI content 

on SM and the problems it produces in trying to win the trust of the community of users. By 

both the survey data and the interview data, six main factors of the users’ perception of 

existing AI, including trust in the product, authenticity of the AI, comfort level with AI, 

transparency of the product or service, perceived social norm, and perceived emotional 

appeal, were investigated (Gedas Kučinskas, 2024). These factors evaluate to a large extent 

how users perceive and further engage with the content produced by AI. The study indicates 

that although the AI content is increasing and effective in addressing the content 

requirements, it is still inadequate in encapsulating the user-orientation that people seek in 

content. 

The survey shows that people come across content created with the help of artificial 

intelligence quite often and many of them use these tools daily in their activity on different 

social media. This rising usage underlines the place of AI in the process of content creation 

and distribution. Nevertheless, the study also shows that people are not still ready to engage 

with content from AI systems. Even though a majority said that they are somewhat 

comfortable with the content generated by AI, there are higher percentages of those who are 

either neutral or uncomfortable with it. This then shows that there is still a level of 

apprehension towards AI written content, which means that there must be campaigns that 

would make people trust AI more. 

Another issue that was spotted during the analysis of both survey and the interview was the 

issue of the authenticity of the content that is shared across the various social media 

platforms. Significantly, 6 in 10 said it is important for them to feel that the content of social 

media is ‘real’. At the same time, some participants also noted here that AI-generated content 

appeared less genuine than content created by people themselves, and thus appeared to lack 

intimacy and emotion that people expect from the content shared online (Hänninen, 2024). 

This is consistent with previous studies pointing to the emotional interaction users look for 

with content, an area which AI fails to overcome. That AI is incapable of posturing real life 

scenarios and feelings is considered a major weakness, one that both harms viewers’ trust, as 

well as the success of AI generated content. 



   

65 

 

Also, relevancy was equally significant in determining the perception people viewed AI-

content production. It can be observed that 34 % of the respondents reported that finding 

content with AI-generated information either increased or had no impact on their trust in the 

content. This gives indication that there will always be assurance that skepticism can always 

be eased, through transparency. However, as this research shows, it is also necessary to 

provide information that the created content is generated by AI, and even this factor does not 

necessarily ensure the acceptance of the creation by users (Lehtimäki, 2024). A few 

participants continued to display certain level of unease or reluctance, all of which can be 

attributed to a more fundamental issue of how AI remains to be viewed as an amoral or even 

untrustworthy interface. On the same note, as AI is increasingly adopted in generating 

content, the user’s conscience concerning the unethical they handle endure to rise. 

This paper also found that familiarity and unfamiliarity with AI-created material were other 

important components. Individuals who had higher levels of discomfort with content 

generated by AI seemed to rate authenticity and trust concerns more harshly. The problem, 

therefore, becomes how to navigate and fill the gap between the increasing application of AI 

and people’s emotional requirements in order to be accepted and embraced. The study brings 

out the fact that while Ai is able to produce material quickly it lacks feelings and is unable to 

generate material that makes users feel empathetic. This lack of emotional perspective is 

quite a problem, not to mention the fact that in comparison with the materials created by 

people, they are closer to users and therefore, more interesting (Li and Yang, 2024). 

Two additional factors that help make AI-produced text more believable social proof, which 

reflects the use of people’s opinions and recognition. It revealed in the study that the 

likelihood of users interacting with AI content is somewhat higher if such content is endorsed 

by others in certain ways, for example through likes, shares or endorses. This finding re-

emphasizes the role of social endorsement within the context of the study, supporting the 

assertion that when the legitimacy of AI-generated content is asserted, as well as positive 

reception from other people, there will be more acceptance. This corresponds to the general 

presupposition to assume that liking and commenting activities are largely determined by the 

social proof which is offered by other users, which in turn would imply that content which 

has its genesis in AI also relies upon similar advantages. 
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With regards to the level of brand trust, the study established that there are positive and 

negative effects of AI-generated content. Some of the respondents stated that there was a 

neutral impact of the use of AI content on the level of trust they had concerning a certain 

brand on the other hand, there were those that revealed that AI contents reduced or even 

increased their level of trust with reference to certain brands depending on the level of 

relevance and engagement of the content. Based on these findings, the future is uncertain as 

to whether AI content will help create brand trust (Park, Oh and Ha Young Kim, 2024). It is 

crucial for brands to go about incorporating AI in their content thoughtfully in order not to 

cause distrust of the content. For AI to complement social media marketing efforts, brands 

need to seek to optimize efficiency while also providing material that is both compelling and 

humanistic. 

Last but not least, the item that received fairly high responses was data privacy. It was rather 

surprising to observe how many participants claimed to be very concerned about how their 

data may be used by the utilising AI to customise content. This brings to the fore the 

continuing controversy regarding the application of Artificial Intelligence especially in the 

area of data acquisition. With increasing use of AI in content generation and curation, 

understanding and mastering privacy will be an essential step in user acceptances of the 

technology. To this effect, brands will need to behave in an open and honest way regarding 

data usage, and guarantee users are correctly informed. 

6.2 Linking with Objectives 

As a research question, we have: Investigate the significance potential that is correlated with 

consumer acceptance of AI-generated content on social media. This objective looks at 

different factors that define the way consumer interact with the AI content. Key acceptance-

stakeholders include: Authenticity, trust, emotional response, content quality, social proof. 

With these factors he successfully unveils the barriers and motivations towards adopting AI 

content in the research. Such information can assist the brands in the right approach of 

tackling consumer engagement with AI generated content (Raut, Ajay Chandel and Mittal, 

2024). 

Thus, to evaluate the effect of perceived authenticity on consumer attitudes concerning the 

content created by artificial intelligence. Engagement on content is highly dependent on the 

authenticity of the content in the eyes of the consuming public (Sepolen, 2024). This 
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objective shall seek to understand the role that perceived authenticity of the content has on 

consumers’ willingness to engage with related AI content. It explores whether consumers 

consider as authentic the content created with the help of artificial intelligence technology 

and how the perception affects the degree of trust, brand trust and consumer behaviour. This 

is in light of the contested issue of authenticity that the research brings to bear when brands 

seek to incorporate AI into their content strategy. 

In order to assess the importance of trust in mediating consumer acceptance of content 

produced by AI. Trust is still the key concept for the interaction between users and AI-created 

materials. This objective concern on how assurance of the content’s reliability and openness 

influences its acceptance. The study aims to establish whether consumers would choose to 

interact with AI content in the case that they trust AI and whether this trust determines the 

consumers’ perception of social media marketing through AI. This is information vital for 

brands that are seeking to employ AI to create the vital relationship with the viewers or 

clients. 

To statistically compare the social media generated content acceptance of AI written or 

created content across the various demographic variables. A number of factors such as age, 

gender, education as well as cultural background can be predictors of consumers’ perception 

to the content Ai produces (Aljarah, Ibrahim and López, 2024). This objective aims at 

establishing the effect of these variables on acceptance levels in the different society group. 

For example, while first generation consumers may possibly indicate higher AII for AI 

generated content than second generation consumers or third generation consumers and so 

on. Awareness of these differences assists brands in market targeting since the patrons are 

differentiated so that suitable procedures are tailored to address their issues. 

In order to investigate the potential of social proof regarding acceptance of content created 

through AI. Online recommendations, for instance likes, shares, and endorsements are widely 

embraced to authenticate content developed by AI. This objective looks at how social proof 

affects the perception of consumers to the reliability of AI content. The study seeks to know if 

consumers are more willing, and receptive to AI generated content when other people have 

endorsed it. Thus, analyzing this process, brands will be able to analyze the role of social 

proof and increase consumer trust and interaction with AI-based posts in social networks.  
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6.3 Recommendation  

Collectively from the study, it is advisable that brand owners shift their efforts towards 

increasing authenticity of content sourced from AI. Because consumers care deeply about 

truth and genuineness, which are qualities that people associate with social media, brands can 

build work that feels less mechanical by either featuring people or utilizing real AI. Another 

requirement that could help to overcome distrust is referring to AI involvement in content 

creation. There exists a consensus in which brands should inform consumers when content is 

created using artificial intelligence (Burlacu, 2023). Moreover, brands can also use social 

proof to increase the reliability of the content developed through AI to engage consumers and 

get endorsements. In the same way, raising awareness about data usage will reduce fears of 

the misuse of personal data for creating AI content. Last but not the least brands need to 

understand that the acceptance level of AI generated content varies across different age, 

educational groups and cultures hence making sure that they address each demographic 

individually in a correct content strategy. 

6.4 Research Limitation  

This research is confined to a certain area because the main data collecting method used in 

this study is a survey and interviews conducted among particular participants, so the results 

may not be generalized on other people. The sample size obtained is ideal, but there is still a 

possibility of omitting some demographic differences, especially in different cultural or 

geographical settings. It should also be noted that the present research disregards content, 

which was created using AI in a broader sense and can include not only what is posted on the 

social media but also advertisements, news articles, and other types of materials, which can 

lead to different perception (Elsa and Galizzi, 2024). Other weaknesses include that usage 

data depends on self-reported information, indicating that some participants may feel more 

comfortable with AI than they actually are, or the reverse that they may not be as engaged as 

they claim. The study also omits information that would help better understand why 

algorithms behind content creation are so problematic to the participants. Finally, the research 

may lose its practical relevance quickly since AI innovation is rapidly developing, and new 

ways of creating AI content may be discovered in the near future. 
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6.5 Further Perspective  

Future studies could seeking to understand whether and to which extent AI content have a 

lasting effect on brand engagement and purchasing patterns. While the integration of AI 

content into social media and marketing is increasing, learning about long-term effects of the 

exposure to AI content on consumers’ trust and their perception of brands would be more 

valuable. Further, studies could be conducted using increased variability of AI-created 

content where the goal is to compare the effects of the particular method on multiple kinds of 

content, e.g. advertisements, websites, customer support interactions. Perhaps, research on 

how AI contributes to creation of content that can be useful in various cultural environments 

can also help in finding out if and how factors such as culture, language, and regional policies 

affect perceived consumer attitudes (Gedas Kučinskas, 2024). Moreover, there is a lack of 

research on the current and future ethicality of AI-generated content for different forms of 

media such as social media considering transparency, data privacy, and manipulation features 

Therefore, the future research can give recommendations on how to establish the ethically 

sustainable AI generated content considering the consumer rights and sophisticated consumer 

engagement. 
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Appendix 

Survey Questions  

How often do you encounter AI-generated content on Social Media? 

A. Frequency  

B. Occasionally  

C. Rarely  

D. Never  

How comfortable are you interacting with AI-generated content on social media? 

A. Very comfortable  

B. Somewhat comfortable  

C. Neutral  

D. Uncomfortable  

Do you believe Ai-generated content can be as engaging as human-generated content? 

A. Strongly agree  

B. Agree  

C. Disagree  

D. Strongly disagree  

How importance is authenticity to you in social media content? 

A. Very important  

B. Important  

C. Neutral  

D. Not important 

Do you feel that AI-generated content on social media lacks authenticity? 
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A. Strong agree  

B. Agree  

C. Disagree  

D. Strongly disagree  

When you know content is AI-generated, how does it affect your trust in the content? 

A. Increase trust  

B. No impact on trust  

C. Reduces trust  

D. Significantly reduces trust  

How likely are you to engage with AI-generated content compared to human-created content? 

A. More likely  

B. Equally likely  

C. Less likely  

D. Very unlikely 

To what extent does the transparency of AI involvement affect your acceptance of the 

content? 

A. Greatly increase acceptance 

B. Somewhat increase acceptance  

C. No effect  

D. Decreases acceptance  

How concerned are you about data privacy when engaging with AI-generated content on 

social media? 

A. Very concerned  

B. Somewhat concerned  



   

80 

 

C. Slightly concerned  

D. Not concerned  

Do you believe AI-generated content can understand your preferences as accurately as 

human-created content? 

A. Strongly agree  

B. Agree  

C. Disagree  

D. Strongly disagree  

How influential is social proof in making AI-generated content more credible to you? 

A. Very influential  

B. Somewhat influential  

C. Slightly influential  

D. Not influential  

In your opinion, how does AI-generated content impact your overall trust in a brand? 

A. Increase trust  

B. No impact on trust  

C. Reduces trust  

D. Significantly reduce trust 

How likely are you to recommend a brand using AI-generated content if you find it relevant 

and engaging? 

A. Very likely  

B. Somewhat likely  

C. Neutral  

D. Unlikely  
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How much do you feel demographic factors influence how people perceive AI-generated 

content? 

A. Strongly ‘ 

B. Moderately  

C. Slightly  

D. Not at all 

Interview 

1. How would you describe your general attitude toward AI-generated content on social 

media? What aspects do you find appealing or concerning?  

2. How important is authenticity to you in social media content? In what ways do you think 

AI-generated content meets or falls short of this expectation?  

3. When you realize content is AI-generated, how does it influence your perception of its 

trustworthiness? Can you give an example? 

4. Do you feel that AI-generated content is able to capture a genuine “human touch”? If not, 

what do you think missing? 

5. How do you view the role of transparency in AI-generated content? Does knowing a 

piece of content is AI-created affect your willingness to engage with it? 

6. How comfortable are you with the idea of AI using your data to create personalized 

content? Do you feel this impacts your privacy? 

7. In your experience, do certain demographics- such as age or education level- seem to 

influence how people around you accept or reject AI-generated content? How so?  

8. To what extent does the social proof of AI-generated content (likes, shares, 

endorsements) impact your perception of its credibility? 

9. What would make you more likely to trust and engage with AI-generated content? Are 

there specific qualities or features you would look for?  
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10. If a brand primarily uses AI-generated content on social media, how would this impact 

your relationship with that brand? Would it make you more or less likely to follow or 

recommend them? Why? 

Survey Output  
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Interview Output 
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Information and Consent Form 

Information Form and Consent Sheet 

INFORMATION SHEET FOR PARTICIPANTS 

PROJECT TITLE  Examining consumer acceptance of AI-created content on social media.      

You are being asked to take part in a research study on Examining consumer acceptance of 

AI-created content on social media. This study conducted by the Priya Kumari (Student mail: 

priyakumar112903@gmail.com and Student ID: 20019092)      

Demographics play an important role in consumer attitudes towards AI-created content. 

Younger users, that is, those in the age range of 18-35, are more willing to accept AI-created 

content, as they are accustomed to technological advancements. Older users generally tend to 

be more suspicious of AI-driven marketing. Finally, social proof by way of likes, shares, and 

endorsements can substantially increase acceptance. More or less, about 65 percent of the 

respondents stated that they are likely to share AI content, which visibly carries some 

engagement metrics: it showed a kind of validation done by the peer group. This points 

towards the kind of challenges one may meet on social media when adopting AI-generated 

mailto:priyakumar112903@gmail.com
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content, coupled with the value of comprehension with consumer acceptance of the entire set-

up needed for proper effectiveness in coming up with relevant AI-based marketing tools. 

 

Aim 

To analyze the factors influencing consumer acceptance of AI-created content on social 

media platforms, focusing on authenticity, trust, and demographic variables. 

 

Objectives 

• To examine the key factors that influence consumer acceptance of AI-generated 

content on social media. 

• To assess the impact of perceived authenticity on consumer attitudes toward AI-

created content. 

• To evaluate the role of trust in shaping consumer acceptance of AI-generated content. 

• To analyze the demographic differences in consumer acceptance of AI-created content 

on social media platforms. 

 

WHAT WILL HAPPEN   

In this study, you will be asked to participate about the topic with the process of Survey.  

TIME COMMITMENT   

The study typically takes 5 mints to tick correct answer options. 

 

PARTICIPANTS’ RIGHTS   

You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn / destroyed.     You have the right to omit or refuse to answer or respond to any 

question that is asked of you.     You have the right to have your questions about the 

procedures answered (unless answering these questions would interfere with the study’s 



   

94 

 

outcome.  A full de-briefing will be given after the study). If you have any questions as a 

result of reading this information sheet, you should ask the researcher before the study 

begins.     

 

CONFIDENTIALITY/ANONYMITY   

The data I collect does not contain any personal information about you except of participants 

who are actively engaged with Instagram, Facebook and Tiktok asked in the Survey.  

     

FOR FURTHER INFORMATION   

I Priya Kumari (priyakumar112903@gmail.com) and Ehtisham Yasin will be glad to answer 

your questions about this study at any time. You may contact my supervisor at 

ehtisham.yasin@dbs.ie 

 

INFORMED CONSENT FORM 

PROJECT TITLE:    Examining consumer acceptance of AI-created content on social media.           

 

PROJECT SUMMARY:                                     

The integration of AI-generated content into social media marketing represents the most 

profound shift in digital communication for brands, making them offer unprecedented 

efficiency and personalization capabilities. However, understanding consumer acceptance of 

AI-generated content is crucial to brands since consumer perceptions determine engagement, 

brand trust, and eventually, brand loyalty (Wagenpfeil, et al., 2021). Such development with 

AI-driven technology does allow for data-driven and streamlined content creation 

nevertheless, massive issues prevail at large: authenticity, trust, and consumer privacy-precise 

values on which effective and significant interaction of the consumer regarding brand needs 

an imperative understanding of such dynamics as described by the present paper to help guide 

a brand through effective implementation and utilization of AI-generated content in social 

media. 

mailto:priyakumar112903@gmail.com
mailto:ehtisham.yasin@dbs.ie
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By signing below, you are agreeing that: (1) you have read and understood the Participant 

Information Sheet, (2) questions about your participation in this study have been answered 

satisfactorily, (3) you are aware of the potential risks (if any), and (4) you are taking part in 

this research study voluntarily (without coercion). 

 

 

_________________________________     _________________________________   

Participant’s signature                               Participant’s Name (Printed)  

_______________________________       _________________________________   

Student Name (Printed)                       Student Name signature   

  Priya Kumari                                                              

_________________________________    

Date     

ss 


