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Abstract

This study investigates the impact of two different types of AIGC advertising perceptions (realistic
vs. creative) on consumers’ brand acceptance intention. A moderated mediation model was constructed,
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in which information processing fluency and content generation innovativeness served as mediat-
ing variables, while ad-brand consistency functioned as the moderating variable. Using an online
experiment with 288 participants, empirical analyses were conducted with Stata, SPSS, and AMOS.
The results show that: (1) the perception type positively affects the willingness of brands to accept,
and there is a significant difference between the effects of the two types; (2) the mediating effect of
information processing fluency is more significant under real perception; (3) the innovative medi-
ating role of content generation is more significant under creative perception; (4) advertising and
brand consistency positively regulates the relationship between perception type and brand ac-
ceptance willingness, information processing fluency and content generation innovation. Theoreti-
cally, this study extends research on cognitive consistency and information processing in the con-
text of AIGC advertising, revealing the underlying mechanisms of perception types; practically, it
provides references for enterprises to optimize AIGC ad design and enhance brand value.
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Figure 1. Research framework
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Table 3. Regression analysis results
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Figure 2. Effect analysis of advertising-brand consistency on brand acceptance intention
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Figure 3. Effect analysis of ad-brand consistency and information processing fluency
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