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Abstract

Generative Artificial Intelligence (AIGC) technology has deeply penetrated the entire workflow of
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the advertising industry. The homogenization phenomenon of Al-generated advertising has become
increasingly prominent, and consumer advertising weariness has emerged as the core bottleneck
restricting the long-term development of Al marketing. However, existing research lacks systematic
exploration of the influencing mechanisms and boundary conditions between them. Based on Psy-
chological Reactance Theory, this study adopts a 2 (Al advertising homogenization: high vs. low) x
2 (brand familiarity: high vs.low) between-subjects experimental design and conducts an empirical
test based on 200 valid samples. The results show that the degree of homogenization of Al-gener-
ated advertising has a significant positive effect on consumer advertising weariness; psychological
reactance plays a significant partial mediating role between the two; brand familiarity exerts a sig-
nificant negative moderating effect on both the “Al advertising homogenization — psychological re-
actance” and “Al advertising homogenization — advertising weariness” paths. This study extends
the existing literature on the negative effects of AIGC marketing, clarifies the underlying psycholog-
ical mechanism and boundary conditions through which Al advertising homogenization induces
consumer weariness, and provides theoretical basis and practical implications for brands and plat-
forms to optimize Al advertising strategies and alleviate consumer advertising weariness.
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Figure 1. Theoretical model
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8001~12,000 7T 45 23%
12001 7Lk 42 21%
1 /N BAR 42 21%
. . X 1~3 /N 58 29%
A5 R AS P 58 A /38T 1) 5 1 APP (9 ] 2.56 1.10
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ZIA], BERER SN, BB RANRE M. S22, otk AR A, Gitbt
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Table 4. Discriminant validity test
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i WL 0.458 0.480 0.578 0.710
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IR R T 200 dLIa i L S R B, AT 5 AR AL R CR B2, TPk i F A1 o
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Figure 2. Mean values of consumer advertising weariness across different experimental groups
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Table 5. Mediating effect coefficients
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