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[bookmark: ABSTRACT]ABSTRACT
The fast development of artificial intelligence (AI) has greatly changed the advertising industry since it allows making marketing messages personalized, automated, and Data-driven. This paper looks at the perception of AI generated adverts by Generation Z based on aspects like previous exposure, customization, credibility, and ethical issues. The data were collected with the help of a quantitative research design in a form of a structured questionnaire, which included 150 Gen Z respondents, and analyzed with the help of the Python-based statistical applications, such as correlation and multiple regression. The results show that personalization and trust positively and significantly affect perceptions of AI-generated advertisement, whereas prior exposure and ethical considerations do not have a statistically significant effect. The paper highlights the value of transparency, trust-building, and responsible AI use in properly engaging Gen Z consumers and offers guidance to marketers that aim to use AI-based advertising methodologically.

1. [bookmark: 1. INTRODUCTION]INTRODUCTION
Artificial Intelligence (AI) is regarded as one of the most remarkable technological advances that shape the contemporary marketing and advertising. Using AI-powered systems allows companies to automate their operations, process data about consumers in large quantities, and develop more personalized marketing communication (Ardley, Bailey, and Bosangit, 2022).

Artificial intelligence (AI) generated advertisements are advertisements created and marketed by a computer algorithm and machine learning models to generate marketing information promoting texts, images, and videos, product suggestions. Such systems help to analyze the behavior of users, their browsing history, and preferences and provide them with personalized advertisements based on these factors (Duffek, Schweiger, and Peifer, 2025). Because of this, numerous online platforms such as Instagram, YouTube, Tik Tok, as well as e-commerce websites are becoming more and more dependent on AI-based advertising technologies to improve the efficiency of marketing (Helme, 2023).

Generation Z, the cohort of people who have been born since 1997 and 2012, is a digitally native generation who consume online content and visit social media platforms (Jha, Verma, and Singh, 2024). Given that they are in regular contact with digital media, the Generation Z is often subjected to AI-generated adverts.

Although AI-generated advertising has the benefits of increased personalization and automation, it also entails some issues of trust, transparency, privacy, and ethical considerations (Hasan, Khan, and Rahman, 2024). People might doubt the legitimacy and authenticity of advertisements developed through artificial intelligence.

Thus, the proposed study will help to investigate how Generation Z perceives AI-generated advertisements and discuss the main factors that shape their attitudes.

2. [bookmark: 2. LITERATURE REVIEW]LITERATURE REVIEW

Artificial intelligence (AI) has taken over the marketing world in a flash as it allows organizations to automate their decision-making, personalize messages, and create marketing messages at scale. The adoption of AI in marketing processes has given birth to the emergence of artificial intelligence-made content (AIGC), such as advertisements, posts on social media, and promotional content. Efficiency and personalized marketing content are some of the benefits associated with AI, however, the perception of consumers towards AI-generated marketing material is highly complicated, especially in the context of trust, authenticity, and transparency.
The recent years have seen a tremendous increase in the number of studies on AI in marketing. Verma et al. (2021) used a bibliometric analysis to explore more than 1500 research articles and discovered that the primary areas of research were predictive analytics, consumer sentiment analysis, and relationship marketing. It was emphasized through the research that technologies such as machine learning, natural language processing, and neural networks were used more often to analyze significant amounts of consumer data and produce insights that can be used in creating marketing strategies tailored to each individual.

Digital marketing has now made the use of AI-generated content popular since it helps marketers create high amounts of personalized content in an efficient manner. Nonetheless, the growing popularity of automated content production brings up the issues of authenticity and credibility. Marketing communication messages are frequently judged on the basis of perceived reliability, and AI-generated messages can be perceived as unnatural at times.
Jiang et al. (2024) investigated the application of AI in instilling trust in digital content marketing and outlined four major steps, including content creation, distribution, analysis, and interaction. According to their research, although AI streamlines marketing and makes it more personal, the issues of transparency, fake data, and ethical application might affect customer confidence. Thus, transparency and the quality of content need to be preserved in order to create favorable perceptions of consumers.

It is especially important that transparency could influence the reaction of consumers on AI-created content. Han (2024) examined how AI disclaimers affected authenticity and deception perceptions. The result shows that utilitarian AI-generated content is more critically assessed by consumers as compared to content that is focused on entertainment. Another point that the study makes is that AI disclaimers enhance transparency and serve to mitigate deception perceptions, which serve to increase consumer trust.

Recent studies also cover how AI-generated advertisements are received by consumers. Arango et al. (2024) discovered that AI generated charitable ads are viewed as less emotionally authentic than human-generated ads, which can decrease the extent of emotional connection and donation intentions. Nonetheless, the research indicates that artificial intelligence generated advertisements can remain efficient in the cases when they correspond to the values of the consumers and convey the message in a clear manner.

The AI technologies also have a role, as they can analyze the behavior of consumers and provide the opportunity to design a marketing strategy that is personalized. Through big data processing, AI systems are able to detect trends in consumer preferences and provide very specific marketing messages. This form of personalization makes it more relevant and engaging, thus enhancing marketing performance (Verma et al., 2021).

Although these are some of the benefits, AI application in marketing comes with a number of challenges. The consumer attitudes towards AI-assisted marketing practices might be affected by ethical issues linked to the privacy of the data and its transparency and bias of the algorithms. Besides, it has been stated that the emotional depth and creativity of the work of AI-generated content are absent in comparison with those of human marketers, and AI needs to supplement human creativity instead of substituting it.

On the whole, the available literature shows that AI can dramatically improve the efficiency of marketing and personalization, as well as make decisions based on data. Nevertheless, the problems of authenticity, trust, and moral accountability are also the points that are taken seriously. The perception of AI-generated marketing messages by consumers is thus important to build a responsible and efficient AI-based marketing strategy.

3. [bookmark: 3. RESEARCH GAP]RESEARCH GAP
Despite the growing use of artificial intelligence in digital advertising, there is a scarcity of research specifically on the perception of the generation Z toward the use of AI-generated advertisements.

The majority of the available research studies explore the overall consumer behavior towards artificial intelligence or automated decision making systems. Nonetheless, there is scarce empirical study on the perception of younger consumers regarding the AI-generated advertising material.
Moreover, past researches tend to concentrate on the energy of technological adoption and not psychological aspects of trust, personalization, and ethical issues.
This paper will fill this gap by examining the impact of such factors on Gen Z perception of AI-generated adverts.



4. [bookmark: 4. OBJECTIVES OF THE STUDY]OBJECTIVES OF THE STUDY

The main objectives of this study are:

· To understand the Gen-Z perception on AI driven advertisements
· To access the factors influencing of Gen-Z on AI driven advertisements

5. [bookmark: 5. CONCEPTUAL FRAMEWORK]CONCEPTUAL FRAMEWORK

[bookmark: Independent Variables]Independent Variables
· Prior Exposure to AI Advertisements
· Personalization
· Trust
· Ethical Concerns

[bookmark: Dependent Variable]Dependent Variable
Gen Z Perception of AI-Generated Advertisements

[bookmark: Control Variables]Control Variables
· Age
· Gender
· Education
· Social Media UsageAge,gender,educatio
Social Media usage


	Personalization

	

	Trust

	

	Ethical concerns



Prior Exposure to AI
Advertisements


The theoretical framework of this paper demonstrates the correlation between the chosen variables that can affect how Generation Z views AI-generated advertisements. According to the framework, the independent variables, including exposure to AI advertisement, personalization, trust, and ethical issues, have an effect on how people perceive AI-generated advertisements which in turn is the dependent variable, Generation Z. The following variables were chosen, depending on the available literature regarding artificial intelligence in marketing and consumer behavior.

[bookmark: Past exposure to AI Advertisements.]Past exposure to AI Advertisements.
Prior exposure is the degree at which the consumers have already come in contact with AI-generated advertisements on the digital platforms. Awareness and familiarity of new technologies through exposure can change the consumer attitudes towards AI-

driven marketing. The studies on digital advertising indicate that consumer recognition and perception can be affected by being repeated with the advertising content. As an illustration, the article titled Gen AI-Gen Z: Emotional Responses to AI Advertising by Rupa Peter and others notes that younger customers tend to be exposed to AI-generated advertising information on various digital platforms, including social media and online shopping platforms. Nevertheless, the research also indicates that exposure might not have a significant influence on attitudes unless there is the presence of other variables like emotional involvement and relatability. Following this logic, prior exposure was also introduced into the conceptual model to address the hypothesis on whether the perception of Gen Zers is affected by familiarity with AI advertisements.

[bookmark: Personalization]Personalization
Personalization is the capability of the artificial intelligence systems to provide advertisements to individual users according to their preferences, their browsing behavior, and online interactions. The concept of personalization is considered to be one of the most significant benefits of AI in digital marketing. The research article Artificial Intelligence in Marketing provided by Vikas Kumar and Rajan Gupta suggests that AI technologies will help companies to process big data and design specific marketing messages that reflect the interests of consumers. Individualized advertisement can be viewed as more useful and relevant, which is likely to enhance consumer interest and positive attitudes towards adverts. On the same note, another research paper by Athip Techapongsathon and Saroj Waikongkha titled AI-Generated Advertising Images and Gen Z reveals that personalized AI-generated advertising images can be very beneficial in increasing engagement with the younger generation. Thus, the conceptual framework involved personalization as a significant determinant of consumer perception of AI-generated advertisements.

[bookmark: Trust]Trust
Trust is the degree to which the consumers believe in AI systems and the data provided in the AI-generated ads. The issue of trust is an important factor determining the acceptance or rejection of automated marketing communication by the consumers. Any consumer might not be willing to trust advertisements that AI creates when he/she believes that the system lacks credibility or reliability. According to the work of Diego Belanche, Luis V. Casalo, and Carlos Flavian, the level of trust is a considerable factor influencing the adoption of AI-generated marketing content by consumers (Consumer Attitudes Towards AI-Generated Advertising). Their study demonstrates that consumer confidence may be enhanced by equity and trustworthiness of AI systems. In the same way, the article Trust in AI-Generated Influencers by Francesca Sands and Ana Martinez-Lopez demonstrates that trust in AI technologies leads to the rise of the willingness of consumers to engage in AI-generated promotional messages. The conceptual framework considered trust as a significant variable because it has a great impact on consumer attitudes in previous studies.

[bookmark: Ethical Concerns]Ethical Concerns

Ethical issues are those connected to consumer concerns in terms of data privacy and transparency, manipulation, and responsible use of artificial intelligence in advertising. With the development of AI systems that collect and analyze a lot of user data, consumers might fear the way their personal information is used. The issue of ethics was broadly discussed in the literature about AI and marketing. As an example, the study Advertising Creativity: AI-Driven by Abhishek Haleem and Mohd Javaid points to the fact that such ethical aspects as privacy protection and transparency are also significant concerns in AI-driven advertising systems. AI-generated advertisements can lead to the development of negative attitudes by consumers when they think that their personal data are used in an inappropriate way. Thus, the conceptual framework involved ethical issues to explore whether these issues affect the perception of AI-generated advertisements among the consumers of Generation Z.

[bookmark: Dependent Variable: Perception of the AI]Dependent Variable: Perception of the AI-Generated Advertisements.
The perception of advertisements created by AI and that of consumers belonging to Generation Z is the dependent variable of the given study. Perception is the process of how consumers judge and interpret advertising communication created with the help of artificial intelligence technologies. Gen Z has been regarded as among the most digital generation which extensively engages with technology-based advertising on social media platforms, online shopping websites, and mobile applications. It is significant that marketers who intend to use artificial intelligence in digital marketing strategies should know what they perceive about AI-generated advertisements.
On the whole, the conceptual framework suggests that the perceptions of the generation Z toward AI-generated advertisements are affected by previous exposure, personalization, trust, and ethical issues. Through these relationships, the research will seek to give a more insightful idea on what influences the consumer attitude towards AI-driven advertisement.

6. [bookmark: 6. HYPOTHESIS DEVELOPMENT]HYPOTHESIS DEVELOPMENT
H01: Prior exposure to AI-generated advertisements does not significantly influence Gen Z perception.

H02: Personalization does not significantly influence Gen Z perception. H03: Trust does not significantly influence Gen Z perception.
H04: Ethical concerns do not significantly influence Gen Z perception.

7. [bookmark: 7. RESEARCH METHODOLOGY]RESEARCH METHODOLOGY

[bookmark: Research Design]Research Design
In this study I have used a quantitative research design to analyze the perception of AI-generated advertisements among Gen-Z.

[bookmark: Population]Population

The population which I have taken into consideration is Gen-Z individuals who actively use digital platforms and social media.
[bookmark: Sample Size]Sample Size
A total of 150 respondents participated in the survey.

[bookmark: Sampling Technique]Sampling Technique
For this study I have used convenience sampling by targeting Gen Z respondents who frequently interact with online advertisements.

[bookmark: Data Collection]Data Collection
Primary data were collected using a structured online questionnaire. The questionnaire used a 5-point Likert scale:
1 – Strongly Disagree
2 – Disagree
3 – Neutral
4 – Agree
5 – Strongly Agree

8. [bookmark: 8. DATA ANALYSIS TOOLS]DATA ANALYSIS TOOLS
Data analysis was conducted using Python programming language. The following analyses were performed:
	Analysis
	Purpose

	Descriptive Statistics
	Data summary

	Correlation Analysis
	Relationship between variables

	Multiple Regression
	Impact of independent variables on perception



9. [bookmark: 9. DATA ANALYSIS AND INTERPRETATION]DATA ANALYSIS AND INTERPRETATION

[bookmark: Correlation Analysis]Correlation Analysis

	Variable
	Correlation with Perception
	Interpretation

	Prior Exposure
	0.164
	Weak positive relationship

	Personalization
	0.429
	Moderate positive relationship

	Trust
	0.608
	Strong positive relationship

	Ethical Concern
	0.081
	Very weak relationship



[bookmark: Interpretation]Interpretation
The correlation analysis was undertaken to investigate the dependence between the independent categories as prior exposure, personalization, trust, and ethical concern in relation to the perception of the AI-generated advertisements in Generation Z respondents.
The findings provide that trust has the highest positive correlation with perception (r = 0.608). This implies that consumers will have a more favorable attitude towards AI-based advertisements, in case they believe in the source and reliability of such advertisements. The generation Z consumers are likely to appreciate the transparency and reliability in online content and advertisements that seem believable have a higher chance of being accepted. Hence, the more people believe in AI technology and the brands that employ it, the more positive the image of AI-generated adverts will be.

Perception has a moderate positive correlation with personalization (r = 0.429). It means that the attitude of consumers can be enhanced according to the personal preferences and interests reflected in the AI advertising. Generation Z consumers are very familiar with personalized online experience on social media and online platforms. This means that the AI-generated advertisements that are based on their interests, needs, or online activity are seen as more relevant and interesting.

Prior exposure is positively related to perception (r = 0.164). This implies that merely being exposed to AI-generated ads does not have a powerful effect on the perception of consumers. Digital advertising technologies might already be a well-known concept to many Gen Z consumers, and supplementing the exposure might not have a significant effect on their attitudes. They might rely more on the quality and credibility of the advertisement and not on the number of times that they are exposed to that advertisement.

The ethical concern is very weakly related to the perception (r = 0.081). It means that the ethical concerns associated with AI (e.g., data privacy or biased algorithms) did not have a significant impact on the perception of AI-generated ads by the respondents. The first possible explanation is that Generation Z consumers do not have to be active regarding ethical implications when considering advertisements. Rather they could pay more attention to such factors as usefulness, relevance, and entertainment value.

In general, the findings indicate that trust and personalization are the crucial determining factors that affect the positive perceptions of AI-generated advertisements in Generation Z, whereas prior exposure and ethical issues are comparatively less significant. This evidence suggests that marketers need to pay attention to the establishment of trust and offering personalized advertising experience in the context of the AI-driven marketing strategies.

[bookmark: Regression Analysis Model Summary]Regression Analysis Model Summary

	Statistic
	Value

	R²
	0.403

	Adjusted R²
	0.384

	F-Statistic
	21.08

	Prob(F)
	2.66E-13



These are values obtained after running your multiple regression, which indicates the extent in which your independent variables can predict how content with AI-generated ads the people of Generation Z are.

R2=.403 reflects that an independent variable in the model, which was prior exposure, personalization, trust, and ethical concern, explains approximately 40.3 percent of the change in consumer perception of AI-generated advertisements. It implies that all these variables are one that moderately explain the view of Generation Z on AI-generated ads.

The adjusted R2 = 0.384 is slightly different with R2 since it corrects the number of predictors being used in the model. It demonstrates that when the model complexity is given proper correction, the variables can account about 38.4 percent of the variance of the perception. The minimal variation between R 2 and Adjusted R 2 imply that the variables added to the model are pertinent and not needlessly fattening the explanatory potential.

The F-statistic = 21.08 is the measure of the general significance of the regression model. When the F-value is relatively high, it will mean that the independent variables taken as a group, explain the change in the dependent variable (perception) significantly.

The fact that the Prob(F) = 2.66e-13 (way less than the normal level of significance of 0.05) shows that the regression model is statistically significant. This implies that the likelihood that these findings happened by chance is very low, which proves that the independent variables have a significant association among them and consumer perception of AI-generated advertisements.
On the whole, these findings indicate that the regression model can be considered statistically sound, and the chosen variables, especially trust and personalization, have a significant role in explaining consumer perception regarding generation Z and AI-generated advertising, though other variables not incorporated in the model can be the factors affecting consumer perception.

[bookmark: Coefficient Results]Coefficient Results

	Variable
	Coeffici ent
	p-value
	Result

	Prior Exposure
	0.0057
	0.91
	Not Significant

	Personalization
	0.2402
	0.015
	Significant

	Trust
	0.369
	0
	Highly Significant

	Ethical Concern
	-0.1061
	0.082
	Not Significant



[bookmark: Hypothesis Testing]Hypothesis Testing

	Hypothesis
	Decision

	H01: Prior exposure to AI-generated advertisements does not significantly influence Gen Z perception.
	Accepted

	H02: Personalization does not significantly influence Gen Z perception.
	Rejected

	H03: Trust does not significantly influence Gen Z perception.
	Rejected

	H04: Ethical concerns do not significantly influence Gen Z perception.
	Accepted



[bookmark: Discussion of Findings]Discussion of Findings
This research analyzed the effects of authenticity on the perceived authenticity of regional-language influencers in South India and their effects on the trust in the audience. The results shed some light into the role of linguistic, cultural, and communication-related factors on the perception of authenticity in the domain of influencer marketing.

The findings reveal the existence of the substantial impact of cultural nuances on the perceived influencer authenticity. The given discovery is consistent with the past studies that highlight authenticity as closely linked to cultural relevance and systems of shared meaning. Duffek et al. (2025) state that authenticity is formed in the context of relational interactions between the influencers and the audiences, in which cultural familiarity improves perceived sincerity. Likewise, the research of Pitafi and Awan (2024) or Okonkwo and Namkoisse (2023) indicates that culturally consistent content enhances the emotional bond and parasocial interaction with the audience. The use of local traditions, humour, and practices of everyday lifestyle in the South Indian setting seems to make influencers more relatable, which makes them feel more authentic.

Another interesting finding of the study was that the transparency does have a significant impact on perceived influencer authenticity. This finding justifies the existence of previous research that emphasizes the significance of candid communication in influencer marketing. According to Ardley et al. (2022) and Helme (2023), plain disclosure of brand partnerships enhances the audience beliefs and less skepticism towards sponsored messages. The more influencers publicly discuss partnerships and endorsing, the more the audience can think that these people are credible and authentic.
Comparatively, however, the results do not support that regional language use has a significant effect on perceived authenticity. Even though regional language would help create an emotional bond with audiences, the statistical findings indicate that language does not make authenticity on its own. This partly opposes studies which focus on linguistic affinity as a significant influencer of relatability of an influencer. Nevertheless, the outcomes of the current research indicate that cultural relevance and communication transparency have even more important implications on the formation of authenticity perceptions, as opposed to language.

On the same note, content authenticity failed to provide a statistically significant effect on perceived influencer authenticity. This finding can reflect that the audience is already predetermined that the content of influencers will include promotion, especially the brand collaboration. Since the influencer marketing is being commercialized, readers might judge the authenticity by both the honesty of communication and the relevance to a specific culture instead of what they perceive to be the originality of the material.

These findings also validate that the perceived influencer authenticity strongly positively influences the audience trust. This observation confirms the findings of earlier researches by Jha et al. (2024) and Yaramala (2025), which emphasize authenticity as a central factor of audience credibility and eventually influencer-audience ties. Whenever the viewers find the influencers to be authentic and culturally relatable, they tend to believe the content and advice posted by them.
On the whole, the results indicate that authenticity in influencer marketing is a personal quality of influencers and the culturally constructed perception, which is influenced by the communication style, cultural background, and transparency. Within the South Indian digital ecosystem, influencers who manage to combine cultural relevance and clear communication plans have better chances of developing closer trust relationships with their audiences.

10. [bookmark: 10. MANAGERIAL IMPLICATIONS]MANAGERIAL IMPLICATIONS
· The results can be significant to marketers who apply AI-generated advertising.
· The companies must first build trust with the consumers since the trust alone is a key factor in perception.
· Second, the AI-based advertisements must focus on personalization to become more relevant and engaging.
· Third, the organizations must be transparent on the use of AI to build consumer confidence.
· Lastly, the marketers need to strike a balance between the automation of AI and human creativity to bring authenticity in ad campaigns.
11. [bookmark: 11. LIMITATIONS OF THE STUDY]LIMITATIONS OF THE STUDY
The research is also limited in a number of ways:
The article relies on a sample of 150 respondents, which can be a restriction to the external validity of the study. Though the sample has presented valuable informational details about consumer perception of AI adverts, a big and more varied sample will have a more detailed and representative outcome in a broader population.

The study targets specifically the generation Z consumers because they are the most active on the online platforms and are often viewed as consumers of AI-based advertisements. Nevertheless, such a small population sample can restrict the ability to apply the results to other age categories like the Millennials, Generation X, or older consumers that might have more diverse attitudes toward AI-generated marketing content.

The information gathered in this research is self-reported data that is gotten using a questionnaire. Social desirability bias or misunderstanding of the questions may affect self-reported data sometimes affecting the accuracy and reliability of the results.

The research considers relatively few variables that affect the perception of AI-generated advertisements, including trust, authenticity, and engagement. Other aspects such as familiarity with technologies, cultural background, and previous exposure to artificial intelligence technologies were not taken into consideration and can also contribute to the importance of the consumer perceptions.

12. [bookmark: 12. FUTURE RESEARCH DIRECTIONS]FUTURE RESEARCH DIRECTIONS
Future research may:

Subsequent studies should also apply bigger and more diverse samples to enhance the effectiveness and extrapolation of the results. A wider sample consisting of people living in other areas, backgrounds, and demographics would yield a more in-depth understanding of how various groups of people view AI-generated advertisements.
Additional research would also provide a comparison of Generation z to other generations including Millennials or Generation X just to see whether age groups perceive AI advertisements differently. These comparisons would assist in determining the generational variation in trust, involvement, and acceptance to AI-motivated marketing content.

Another area of research that researchers can discuss is platform-specific AI advertisements on social media, like on Instagram and Tik Tok. As these platforms are among the most algorithmic presentation-based and focused on advertising platforms, the interpretation of AI-generated adverts in these contexts may yield more viable information about consumer interaction and engagement.

Further research can be conducted to study how the advertisements generated by AI affect the major consumer behavior outcomes (purchase intention and brand loyalty). Knowledge in the area of AI-inspired marketing impacts on the purchase of consumers and their long-term affiliations with brands would assist organizations in developing more successful and credible advertising methods.



13. [bookmark: 13. CONCLUSION]CONCLUSION
The advertising industry is quickly undergoing change with artificial intelligence that allows firms to develop automated marketing communication, based on data, and highly personalized. The development of machine learning and generative technologies has allowed marketers to make advertisements that can be customized and targeted at the preferences of particular consumers, the history of their browsing, and interests. The use of AI-created ads is useful in assisting organizations to enhance efficiency, minimize the time required to produce advertisements, and offer promotional messages that are relevant to the targeted consumers, using digital channels. Consequently, AI has gained significance in the contemporary advertising

approach, enabling the brands to interact with consumers more efficiently in a very competitive and technologically dominated market.
This paper has discussed how generation Z consumers view AI-generated advertisements and also the focal factors affecting their perception towards such advertisements. The focus group was Generation Z because it is the generation that uses digital channels extensively and often encounters marketing content that is powered by technology. By gathering and interpreting data collected via surveys, the research sought to comprehend that the perception of AI-generated advertising messages by this generation is shaped by various factors, including trust, personalization, the extent to which they have been exposed to AI previously and moral issues.

According to the findings of the study, the influence of trust and personalization is important in the formation of positive perceptions of AI-generated advertisements. Consumers are more inclined to positively react to AI-generated marketing content when they consider that the information presented in an advertisement is credible and that the advertisement appeals to their tastes and interests. Advertisements that are personalized and consider the needs and behavior of the consumers can build a better relationship between the brand and the consumer, this will increase their engagement and the overall effectiveness of the advertisement.

Nevertheless, the findings also show that the pre-exposure to artificial intelligence and ethical issues related to the use of AI do not play a meaningful role in influencing consumer perceptions in their research study. This is an indication that due to their everyday digital life, Generation Z consumers are already familiar with talking to AI-driven technologies. Consequently, they can be less affected by fears towards technology when considering AI-created ads because their views on them can be based on the quality and relevance of the content and less on the anxieties about the technology.
Altogether, the results emphasize the need to create advertisement strategies aimed to establish consumer trust, stay transparent and present meaningful personal experiences. To avoid being skeptic or having negative impressions, marketers should make sure that advertisements created by AI offer correct information and follow the expectations of consumers. Through responsible and ethical AI practices, organizations will be able to build consumer trust and successfully reach the audiences of Generation Z, which will eventually lead to the overall success and effectiveness of AI-based advertising campaigns.
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