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Abstract

The explosive application of generative artificial intelligence is reshaping the e-commerce content
production paradigm. However, its black-box nature, lacking human consciousness, challenges tra-
ditional online marketing theories based on interpersonal trust. Grounded in the institutional con-
text of relevant regulatory measures, this paper integrates perspectives from information systems,
consumer behavior, and technology ethics to construct an integrated theoretical framework reveal-
ing the underlying mechanisms through which smart copywriting affects consumer purchase inten-
tions. Research indicates that smart copywriting acts as an external stimulus, shaping purchase in-
tentions through a dynamic interplay of consumer perceived usefulness, multidimensional trust, and
perceived risk. The high information quality of generative artificial intelligence forms the cornerstone
of cognitive trust, yet its emotional simulation effectiveness is constrained by potential emotional
cognitive barriers within the artificial intelligence. Source disclosure enhances algorithmic trans-
parency and decision-making autonomy but may simultaneously disrupt immersion and trigger the
uncanny valley effect, thereby exacerbating perceived risks. Further theoretical deduction reveals
that product types and platform responsibility attribution significantly moderate these pathways.
Utilitarian consumption relies heavily on information-based internalization mechanisms, whereas
hedonic consumption is highly sensitive to the absence of emotional identification. This study uncov-
ers the non-zero-sum relationship between trust building and risk perception in consumer decision-
making under a human-machine collaboration context. It provides theoretical foundations and prac-
tical insights for e-commerce platforms to establish tiered disclosure mechanisms and for merchants
to develop differentiated human-machine collaborative content strategies.
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PEEERRRE . Uk, EIEREMIAE T NRAE RN A REISHESE, XEDL7e /0 i REIX — il N 2
HARRAOERE, BT N L R T AERKN LR IER B A IS T HESE.

Bt BRI SEHEIGE O, AW B RESCRNE SR WHEERIK SR KRR R
SERBEIE N, IO PR B I B AR I DA U RN S I A7 B R (R BN, JFAE iR
MZES . MARARHER FERR LT G TR RIS AT, &g L S E . Nl IX — )
B, AR ESEERG. WRE TN EREEIA, WE— NS EEA . SRR
R DUB 2 Ik AR B B AR R . AEBEIR R, AWETURAY 18— AR 2R s E R R IR, 18
ARG TR REAF RIS KSR B U g 1, AR AE SR NS ORI VY 9 8 (5 A A 2 (1 ARy
AR ESCERZ, AHTFOR N RTT 6 06 BRI SR AUR 2, Ren R 2w S BRI RLC T S ]
FESREMNE R ER T, 4557 6 WA € & B0 AR SRS 5 A SR R, ORI RAEA
(7 i i R AR - 2 R 5 T S AR, B A AL ) A 2 SRS SR RS AR AL 223

2. XERGRARSHEIR B Al
2.1. AIGC FEEHIT BRI A E

BEE B T BARBIERT R, LN EREPRIEL AR “ NRIER” 1\ AR g
AR SRR 4 A A A T BT P AR R R (UGC) 5 Bk A7 L (PGC), I I EE T4
KBRS 5L AL, 5 R T AU RO M 5 SR TE 1. 2R, BEE N R RE
BoR A P B, A A P O R R LA 427 R (ALGO) it . fEIX i BL, B RENLER A
BRI R BRI TR, Tl i el 58 5 5 SRR B, B By BT ML AT Bh R T 2R AR,
TR T — PR LY JE B A 7 MK 2] el AR AT AUl A 55 0, N T RETR R 1A P9 2 A7
BRI T WA B OB S0 5, LI T AR Al RIS A RE A BIE RO R, I AT TRAE
B, B RE SR EN T RS AEI([3], p. 26). XFHEBEEE A AL 715 BB BCRIZH,
WEP THRESNE BN ERR, (15 DRI N B R 98k 1 B B B BE Oy % B LS
BUSERUHTEES Y, NEHAERRRA T R RN “ 5k SRR “ R (4], p. 91).

METHEGMA TS LR, AIGC LERBIH BE R FMAE. EuRIVE SR A S
W SGAEL. AR H 2T WA AR B S 2 AR T, 17 BEATL % 0 2 BT L] U st it B Al P R 4t
THEIREEF 2 RFHARRHERAS AIGC Oy — e ANHE PER BRAE, o AR B SE i A i B
Bk, MRAESEZE XM S RAMEHH G SWIL, AMUECE T WEAE RS, RS “fF
FH” S HAREH2]. HR, AIGC HAMRF KIS BRHS 2 NS ARAIE. Al TR RE B FT LUE
BT SR SRR, AR A AR AR A SR 5 RS EL 25 4 O, MR R DR S B A AL
TR, AHIXAG A BT b THAE I 25 5 AR BOR DR, = AW SRR LSR5, p.
123), RXAPEEAR IR R BRI 2 LSl T ARG R B KR %], JIATRE BN & )5 )
RIANARL, BN “HMR” fBhl6]. WJa, AIGC fEZ5HIM(E BACEE FReHL I JCmT L R SniEfl
PeF o IS A H R I RIEGU SR, R RESEI e s DAARAR A 320 B A A b AL B R 1 P 7
AR T R 2R A5 BARIE P IR, KB T A BRI E G NULEC( 7], p. 18)-
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2.2. BRMASINSROESFL

NTIRNERE AIGC SCEXH 28 WL BRI mALS], A5 TS - BRUTE I (TTR)E
NFRREIR A PRI O A o BRI, RA SEAR D ReRrE 54155 & R AR, HoRM A
REP LA I ST [8]. AEHRTE BT, AIGC LRI AL IR K T BOR R, 1T 2% 3R>
at s SN T SR A B T AT 55 3 R T S HOMAS B . ARvEAGFE FE 48 R Y= i, ATGC S5 HORS
HEME BRI S S Re /1, RRRESEIE AR AR5 “ BAERIVCES” , M 35 3R HH 2 2 (%
A FPE7]: R, TRV R RIS 5A AU AR BT S5, BT LA B = B SR i A ik e,
FOAE B AR AE AL 3 25 T R AE DL 2 T 2 IR 2 IS R TR R, S EUE S SHEOR Z R ILRCRE PRI, X
Pl T UCECAL A R 2B, R 7 SR a5 SR YEE, BEAEUNIER T AIGC fEAFR R TR
Fil 5t

TERZ NREF VNG 0 AIGC BN, HRE MEEM @R R AT Jth, KBRS
MR G . KA S ER IR, AR AR RAME 40, BT R AR O T,
MRS R ARG NIE 091, p. 120)0 ARBFFORHEREIE AT A0 AINAVEE S5 RE TG . AFIET
FEET X AIGC HARGE I FEE I, et HoAs B ERf M 5 A FERCR (AT 1 75 15 A DU R T 155 Je%
gt 538 BB, X AE ANLAS B R AR A RIS 10 2 AR AL @ PR T E LU AL([9], p. 121) HBEFIRS, B
K S EAEHLE RO AR R FIEFE R R o B T ARG ThRE AR SERAL 4b, AIGC 3851 & T B 7 W 3%
BRSBTS BB TR T 15 S R ER A P 1E %, KR “HOR - o M7 SRME
T R FAEEZAE R R, I A K 5 18 B A AR B R 55([5 ], p. 124) . BEAL, & IE H
PGS P RE S BON L5 BN SR, 51 R S0 “fh i k” MBERER, XMREZEROHEA
LR T B K A B A ) Sy, (ES AR T RETHIG “ BRI 15 B SRR 5E((6], p. 72)-

FEUAEAL T, F2Rh e, T 2 MAZE R DL S ST R T OB T AR S . AR AL P okt
SRR T RAEAEZE R, FORUER FE S IRV 2 B m) T 007 AIGC 1 T R B 58050 E, i 5
BT ENLNFEAT s AR UE £ BB 3 9 28 D) A B o) B vk 2 A 0 Tod 17 SR RADLHE 75 LA R A7 S BE
&, MIMTBOR R BT . BEEZ RS, P& IE SRECUME R A, STEMEAR RS BAG f R
Xo HRMFGIREEEH, WA LTE W FEMRENLH] L S ™ A% 1R PN 25 B A% DL ST S Sl A bRy SR
REEAE N — PR ORI, SR ABRBATERG, HRTH 238 xR RGBS O (5], p. 134).

NARGREANE T % OES A 5 HAR R, IR T A0 SO SRR 5 B, K S S
WM. PR E R e AR RN T BEAE B N i BAR R BT 139N, BAR L 1.

Table 1. Definition of core constructs and theoretical basis for the impact of smart copywriting on purchase intention
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Figure 1. Theoretical model of Generative Artificial Intelligence (AIGC) smart copywriting influencing purchase
intention based on Stimulus-Organism-Response (S-O-R) framework

1. &F S-O-R 1EZH AIGC BRE X RE ML EFEIBILIER

3.2. BREXRHERSRIFEYE

B IE BRI AT AE T AIGC SCREMIE BAEZ SRIFLEE . MRHE(S SRR, CRIVEERE, $
BRIV AR E SASCE, MR T B AT O (A T A R i B ((10], p. 73) o BT
5 R G RS A RUFRARTY 9 AR DA, Al Jm S o B SONE FAEl . SR T, AIGC MIAE NE TSI T
SARAIRYRRFAE o KU 3 3% B B SR N 2 B8 U LR “ R 2™, Bl gt A AE
FEGR Z FIL N R SCIEIN, Sl 51 AT 9828 B0 BEANIE SRR, I R Y I P R R R P A T
DX A% GRS B R 1]

3.3. (RiEtE S RKERAEAEFRHLE

FENUVAR BB B, RRARMREE T “ i - B AE - XS I =Juifie. 56, BOIMMES BEE R K
e HEN SR I IR R AR o RN AN DORIE T SO SR BERO D RENEAS B, I8 BHE B BRI BEHT R 1A
TR R RGEAME, RIE S R B R A5 RN R B RS TH S IR SRR ([12], p. 85). AN
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AN BE— 2B A7y ke T RE TN RME AR 5 2 TR BGOSR AT G AR, ATE WO 1 S 3R AL A 45 H Pk fRAE
L5 R, S 2 T LSS EL A o 7 A R A e i SR 13 FL 00, SRR XU A g AT 8 A ) R A
S RIS PRI LS. T AL B RERAEThRERIL LT REAAAE “RENZIZ” , B P 3R 0
AZHARG T il 1 AL FISEBRRE S, — FLH DU SEVEA IR BOR B, TR IR 17 (0 TOUY i 22 2 TG e AL o
CTHRR” BRI, FEUSEAER(14] p. e B, AIGC W8 NP B BAl g etk R
N, T A ARG 5 RS IR 2 8] (R AR A 1 2

34. =@, ERESHEVEE

9T T LA A L ELALR, BURSIAT R SRR T B B AL AR
PR ST T AT LR ST RIS T (L BB, 9
SO TR AU BT T A AL, 19 RO B 5 S A 15).p. 188).
T VRIE B 2 R LRI . BB RIS T, (AR
BEHISS I BRI 16],p. 194). S5=, FOIFAEIEN —HRILIEREE, REOsab iR R, 50T
L RN B 1 S A, U 3 5 SRR R S R B AL 13].

4. BEECREINESLRRONE S 4

AR HOCH RS PEEISHESL, X AIGC B RESCSE M 2 1 K 8 I A B AR R AR AT IR
(IR ERAEE . TR RE SRR . RIEPEER . OB KL SRR AT 2 R A AERK &R, #E7R AIGC 3
SRR VY PR R SR AR

4.1. FREXREBMSHEE DERNMIEIFRE

FENNAE AR, AIGC SCRIIE BYEEE 515 AL LR WO 9 O 3R B IR IR . AIGC
FEfE IR K I B ARG 5 AL BERE T, REWS R R IS AT I . JE R e AR SR A, IR B R
5 B Bt a PR IR AR 1V 23 A B AR 50 A4, AT 25 42 T H6 SR S HIEE([10], p. 73)
IRT, EMHIRYEE b, AIGC RILH BE A FRIERAE . BEARA X AT el i BN R =
R S N, ABAEF P OEREAN P AEAE R K0 ML RO E R T R R i A A8 B AR SR T
rfli AL BT IREE ST, @RI ERMEME: AR, — B ALRIU 5SRO, XA IER
T R 4, HLAR R BURHE AR AOBER 732 K+ IR TR IR B (141, p. 1)+

4.2. FFHEREES KB ES

B A DG B ME I i, N2 ISR DS 5 (B 95028 I ) BN S M Y o 3 SR ) R i . SRR IE
BH P S I T 2R R B T, BT U REAE R MR 2 AR FE([16], p. 194). — 7T, B AN
THPE CRE ALERR, RERSHIME BANKIFR, (6 2 28 1 2 5 my B A I AL S TR B R, IXFh R 4 1)
i BH BE SR T B T35 S 3 A A BRARIEAE . B, ¥ A AL B RT, SRIEHE
FRESI R CIEAERER” o WEFERE, R AUl R B AR R RESC R AR S N 2 R 248 U A
BZEK R, YR SCR R RN KRR, SR UL AR R, X Rl “JEN” bt
IR DURIER, fillk “ R ” , SO STESRIRME, i A 5% 3 (10 BB A5 SRR UR
R AI11].

43. MIBEERNERERES
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PERAZ By IR [13]. AT, AIGC SIN 7 Ry AR 4E RS, A3 Bt Faph itk e - 5503 fi DL LR IR 2 1 48
BARE. R AIGC SCEIUA RN 7 HA Y SEENRIAPREN, WSS w2
il o

4.4. BEFESMEERKILA AT

FIR NS A AR B R . MR RO IR RN E e, PRI RE T
P AE S A ER ) 2 AL 6T S R ), T S 2O AL SR O D RE SR
U AIGC $R AR m e (S B 5w 5B W RS e UL RC I 75 5K TR T 52 2R (PR IR 2L 7= i), T e
A “NEIMLA . ORISR, i S = B A A ARG ) AT SCERAEAE ME DLk 344 NN R A4
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SEMA LA JE RIS AT SCHE N AT R 8, AT D AR BRI, IO AT
ISR AR B RIE 4R T 5 18 B R R I SIAIE TS 170 o

5.1. ERIESERES

AT TR A BEARHE ST AR X BUA BAR R fa] SRR AT, TR T A iGN TR RE AR SR 1, S REA
INE AT RS R ABAT e A PR S5 22 ML A AT TR I TE 58 G

H5E, AHTU R TR AT REVE R AR TLAE ST R I REIA F o AR ST RS AR N ] BE A
U, B (5 IS AR B T EE I R B ) PR AR AN TR R R R A G AR AT, A
F IR PRSI SR . SR, AHEZEHE Y, AR A TR BEER T, XA RE I
MRE IO BN T AR AT R AR AR BESCR I s VR M S R A VA AR R R e B 2 ST HE BoR
MRk, EANTEREX I ASRBERIEAMOOR —MAZL R, ELbr L7824 1 PR B AR LR 13
AhE . HERE Y ELBR I, T E R REHMERE AR B R 5, T S A T B R AR AN S
IR R M5 S EAE SRR oy, R 2 1 TR S L8 R U 1 2 BRI A B R A ) A A, kT
HIgg s RGN AU XEWE, ERREHT, UGLZN P KRR A B KRR,
T S BRAE S PR A T AT ARG H 2RO .

Hik, AWIFREIE T EERBEISA RN A L& HEE. ARy, RN T 6 0
il BEEAB AR T LA e 78 227 & BRSSO R o ABAEAE RGN TR RESUR, XA RS T i A5 BE 11415
5T AR RIS FRUEDR . 5TSCa BT, BP0 L A8 B R 1 DO RE VT 47276 2 3 I X AR,
B 1= 1 ) 28 EL AR SO AE AR A PR T2 P B XD B e A 101, i — ELI Bl S Se MR iR, A5 AT S R PR T
FENLHTESEE . BEAh, A ERE SR B SR A ARHIE SR B R R DUR A SRR EAS, Hid
FERNACH SR Z FOSR A R AR, i 2 il B 8, P EUEAER S R i =l e, R,
ARG, N LR REAET T M EEEIF AR RS, MREE TR KA REE S5 T
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BT ERFIRRIL, AN E TG E5EK AN E HIEREAREA, M ARYE ™ & -5 KU
R4, KIME BT IRS AL TR BN .

BERIAS R PR 7 SR ZE AL A AU [F) 2 e X i AL RO R
gt R BB M, BN TR RE AR B R b HE A ST S A AU T B (S IR R R
R 2R AL N T RS A5 AR 2RI v N R i P R, BRI N R e BOR fRAIE
FEA S DIRERA TR S HERRTE, RN OR B RN R A A N R B SR Y R, RS
RIS [ 43 R0 2V 2 A 2 I I OB R SR e A, TR N B R AL i, A B e A B
FJIEHR, BHE N AN TEREN AR S FVEEWIE, iGN LS R m B 1, i
i KALTHE B (S R -

TGRS, @R A TUEEBENG R REE, & THEIREYEAARTHAREE
55 i 5 R M A RN 2 [ AFAE LT S RO, P 5 AN R — T U B RRIE SR o 0 Zh R o 14 8 e 2 Al i
T, MR EARRM AN TR R, LR T BRI AL RN B s TR o YA A kA RO
BEFIROCEE, WA B AT T, S IR L T A A&, BRI RIHLE:
PRBEBIRDURARSS o[RS, P& LR PEORIE, BSL ™A% (A B TH S SR SRR AL, Tz
T E X N BRI DU TN, 8 5838 A A bR e 5 FRRIEE, R 1 BE RS AR SR G2 b SR T AE iR
PR 5 FEAAAEE -

ST EARER RIS e, AW B KRR T B2 RN R P S
HiaEr%, BRI 2.

Table 2. Tiered governance strategies for e-commerce based on product attributes and risk levels

# 2. BT mBHS KRR EE S RIEIERE

P KT WAL PR B N R R LB ATE S
Al 5 s - o .
AL - WACEIEBE, IS R RS A A E L,
™ AT ; .
R AREGRIASHERN skt BARR NS,
DB I 5t NPT N -
BT AL, A THA ﬁf§%§“ﬁFﬁﬁgé %ﬂkﬁﬁﬁm@’ﬁﬁkﬁ
§i AN 5 BTG RIIE, WERBR TR . 5 W yFl g sm | AT
LEH LR W RSB, LT AN “(STH A 1
EREREGE AL BILE BT RE, SRR L, RS
HAFO S T 15 frE, (EF A

5.3. MRRERERERE

SEARB TR 1 AN TR RERE AT 2 5 K R S R S AESE, (AR B HETE [P SR AL )i
FEFRASAFAE R R R 2 0] o AROKR B S FE R M BUR =M% O 4R I R-AL,  DADRAR SCHL 12
PR E SR B 1R 5 A S

Ho—, FERZ O MU A 362 T8 AR KA T RLBU T ASHEZE i AR Lo i A A ] I B PR R A i3t
IR AIE SR IRIEREAT SHIEIRUE . BF 7T AT DA 2 ) 8 e SC S NALRE JE 5 ORI P R 7 5, AEANTH)
7 A R B SEIG AR T, R T IRV 2l TR XU 5 T SE R SR BB AR A . USRI, EFXTREIZIS
R—ahA L], ARSREIBETE TSI AR ERSEIRTE, RGEZImH 2 FH /£ 5 N TR R E
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RERE AR A 2 (AR LR VAR, AT 0 E A5 AR A S 5 7 B O I R o X AR LA B SIS K
R NAIUAE A58 1 10 A i ) 4R 3t 2 S 0 0 SO

H= BN [ AR ERTH A S, ARRHIT TT L SR — WSO A, R N R REZE
JRAIEN AP R 5 H6 55 2 ST A AR B AL o A5 5 i 0 WOE T A5 B R B ST, R
RIRZR TR L R & T SN S 2 B 2 IS AR SRTUE I LR I T AR 1« ARl 5 55
FEFIHLRMATEL R RRARRAGINFBEA, SR R EH ML S . X —J7 R a8
BEAEAE 28 28 o 1) L S0 S DA oML PR e 0 2B B2 AR A

H=, BRZHMHEESE GRS 2R AT B S E R 7. BB
SIS AL N N TR BEHERZ P2 — MR B FEUUE, AR ST S5ons S3a2 B 2 5 e A XU
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