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Abstract

Based on the SOR theoretical model, this study explores the mechanisms through which the charac-
teristics of Al-generated advertising influence consumers’ multidimensional behavioural intentions,
with a particular focus on the dual mediating pathways of cognitive evaluation and emotional regula-
tion, as well as their interactive effects. Based on an analysis of 1,103 questionnaire responses using
structural equation modelling, the results indicate that: (1) The content-generation characteristics
and technical interaction characteristics of Al advertising exert differentiated influences on multidi-
mensional behavioural intentions; (2) Content-generation characteristics primarily operate through
emotional mechanisms, with creative novelty enhancing a sense of novelty to promote immediate
conversion, while emotional saturation strengthens emotional consistency to drive social diffusion;
(3) The technical interaction characteristics primarily exert their influence through cognitive mecha-
nisms: algorithmic transparency and interaction fluency enhance trust attribution and technical mind-
set to strengthen brand consideration, while data dependency triggers privacy anxiety, driving avoid-
ance and weakening loyalty; (4) Cognitive and emotional mechanisms exhibit cross-influences and
chained mediation effects: technical mindset can buffer privacy anxiety, and emotional consistency
can promote cognitive trust. This study extends the application of the SOR model to the field of Al ad-
vertising, revealing the psychological mechanisms through which cognitive and emotional factors in-
teract to influence purchase intention. In practical terms, it provides guidance for enterprises to opti-
mise Al advertising content strategies, enhance technological transparency, and implement phased
marketing campaigns.
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4.3. BASHIRWE

AHIF 70K P R IR 4R 1 35T 4 1) 36 2 (https://www . wix.cn) 54T 17 36 R TS BRI EE - %°T il 5
BB € A RS B B IS AR IR S, R R AR A S L R E R, BERE A AL
PRBERE AR 1 5 S IR . BT M S R & B i T 4 IR T B R S B I, nR
HETRTE B ARSZ VTR, B IR BRI AR 1 5 T S8 1

AVGHE T 2025 45 12 AR shiER BRI, £ 2026 45 2 450, P 4MANH . B iy it
FRAAEFRIAT IR SR, LTRSS, #R% HiGW . RiRTREIEXRM. KiodfEd, ®E
T 50 IR CAHERR AR e A ARG 2 Ui, FIRRIASE 65 6 hRe i 2 dnt K5 1P dhdk, 51
BRAEZR i )i i (4> T 60 #0)B 1P ik S MR 4. & RikifE, JLEWCE 204 1103 4, A e
W% 91.92% (1103/1200) . A3 RFEAS 125 IS 8] 43 A7 - 70 #0 22 500 F0 2 [A], SRis7E ok 4 [ 20 A>3 22
W R KBS, HA RIGFAIHIESARRE SEIRTR e, 2 )5 Sea54 7 BB R o B AR AR 2K .

5. BESIESER

SER) 7 FEAR AL (SEM) 2 —Fh Z e Ge it i v, Az O fE T IR F i 5 B2 o AT 8 A o A958R H
ZER T RIS E EE R AR, i AMOS 28.0 B AFIEAT 0 HT .

51 WKAQGHZERER

ARRF AN OG- E R WL 20 Ko B 589 A(53.4%), Zoth:#id# 514 A (46.6%),
PERI LB B AR . 52X AERE DL 18~25 & N £ (41.7%).

Table 2. Demographic statistics information
Fz2. AOGHEER

NOG 24 & Bl Uk T 73 Lt (%)
5 589 53.4
el
8 514 46.6
18~25 % 460 417
26~35 % 362 32.8
S
36~50 & 210 19.0
50 Ll I 71 6.5
mRIRE R U 72 6.5
K& 218 19.8
=7
AF 715 64.8
it Rl E 98 8.9
%0 326 29.6
LA YAl 477 432
i1
BN S R 159 14.4
HAth 141 12.8
EEIEAYON 3000 JC A BLF 352 31.9
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3001~6000 7 298 27.0
6001~10,000 G 221 20.0
10,000 Jt A 1 232 211
Ait — 1103 100.0

5.2. RHEHKE

5.2.1. BB
AHEFAL SPSS 27.0 X FEA KR AT (E BEAT TG, AR AE 3 Prox. MR, BFEEERN
Cronbach’s o REIIKNT 0.8, Ui BEEELF, WESRAAESKRENE. WEEM—Bt.

Table 3. Reliability testing for each scale
#3 BEREERE

A IR Cronbach’ s o 23 Ap G Cronbach’ s a &%k

B = HT B 4 0.876 FaFARE R 4 0.891
T LR 4 0.851 TR — B 4 0.858
HRIE R 3 0.883 BB 3 A0 2 ) 4 0.872
Hom i 4 0.862 st F % 7 ) 4 0.854
TH G 4 0.847 15 R R A 3 0.835
RIS B 4 0.894 AR i oA ] 4 0.861

HALH 4 0.845 I 3 7% 11 3 0.846

e 3 0.828 BRI R A 3 0.839
g Ok 4 0.869

5.2.2. MESHT

ASAER AMOS 28.0 Xt BRI JEAT UG UEPE R 7 40 BT (CFA) . B 4 W41, MY »2df (K77 E |
JEEE) Y 2.823, /NT3; GFI ¥ 0.912, CFI 4 0.941, NFI Jy0.912, IFI Jy0.941, TLI #0935, ¥ KT
0.9; RMSEAGELRZJ5HE) M 0.055, /T 0.08. &I ST brisis B ul it HEFE 1, BRBALE
FERUT

Table 4. Model fit test
=4 EEANESERE

xPldf GFI CFI NFI IFI TLI RMSEA
2.823 0.912 0.941 0.912 0.941 0.935 0.055

5.3. {RiZLe
5.3.1. BREESH

TE 52 RGN BRI EAY J5, ASHIT 50 % P 4540 5 REAR Y o 45 My A Y BE AT A0 56, {8 F AMOS 28.0 #1454
OPEAR BN = 1103) 34T 0. 0 #T4E RN 5 Fros. 7E 0.056 BEMACE T, WHEAREHE4EE A+, 4l
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BT N A B R B B IE A (B = 0.421, p < 0.001); I B0 R — Bk B B E IR
SZM (B = 0.386, p < 0.001). FARZE FARFVEYEE b, B3I A 0 TS A R A 35 1F Al 520 (B = 0.408,
p < 0.001); HHEAMIEXS FEALFE R EA 35 IE M2 (8 = 0.352, p < 0.001); =& HIR# R HALE B
H B EIEFm (S = 0.374, p < 0.001).

Table 5. Results of path analysis using the structural equation modeling approach

5. HIHERARESHER

ik SR AT WAL R EL S.E. ZE P1E g5t
H1 BIRFAE — ey BR 0.421 0.049 8.592 e SCHF
H2 R B{EEEE 0.319 0.048 6.646 HF
H3 FARMKEE — R 0.352 0.052 6.769 e SCHF
H4 HEWE — rEERR 0.408 0.047 8.681 SCHF
H5 BARLE — RBREEK —0.287 0.050 —5.740 e FF
H6 Wk — R HAL =R 0.365 0.052 7.019 SCHF
H7 P L FE IR — [mlE ) 0.394 0.049 8.041 X
H9 BB — EERER -0.278 0.053 —5.245 e SCHF

FE: ™#oR p<0.001.

TEC BN A XM 7 TH,  FA O 0 B AL £ R B B A 23 f 1l 52 (B = —0.287, p < 0.001); 1/ —
Bt T A B A R B A 35 IE [R5 (8 = 0.319, p < 0.001). 7ECFNUH ST AZ MK RITIH, HiarEig
9 %of BV e A 2 i) B A S 25 1E ) 520 (B8 = 0.365, p < 0.001);  F& A HE R IO [l it 25 ) B AT 2 2 1E 1) S i (B =
0.394,p<0.001); HMERE RS SRR A B A 23 7 m] 520 (8 = -0.278, p<0.001) . HiR{E ¥ H1~H7 I
H9 343 3 FF .

MR R2AE AT, QURCHHUE . MR, BBV . BARMosiM: . 28 B FE e br 2L [F g
FE T NENPPAS L S5 1% B L1 29 65% 1748 5 B, I SN PPA AL 5 18 B LI SL R R T 2 44T
N A1 4] 58%[ A8

AR FEIL VAL T SRR Y R8O B (F) o ZEAR IR LI 7 T, B BT AU (2 = 0.158) X A Bk
AP B (2 = 0.112) % Ba fA R FE B LA TR S B it s A5 BB A B (72 = 0.134) 5 Ik —
ok B PN R . RN ETEAS LS 7 T, SR B B (72 = 0.176) 0] o] {5 5 0 R B A A8 A v i A
T E (2 = 0.142) S BAR O A RN & . 7EAT MR 71, BRAL AR RIE (2 = 0.156) % [] i & 1] 1) 2L
RN B A R (72 = 0.128) % RV 5 4k 7 18] R e B0 HY P 45 3008 £

5.3.2. RS

AW S Hayes $HE AR50 777%:, SR Bootstrap b AN BN #EATA I . #5 95% E 135 [X ]
(CHAEE 0, MR F AR B3 .

Bootstrap FrIG4E RN 6 B, BRI X 55 Ak = A B T B 0N 0.236, 95% EL {5 X 1] A
[0.178,0.299], AEE 0, KUIFSFAEREBEMI PN R, B H8 AT Sy W X b 25 Fe i )
[IEIEERON N 0.178, 95%E A5 X [H]9[0.127, 0.236], AELE 0, RUIAIEEAE M AR EE, Bk
H10 &7

A2 EL M %ot [ 3 i 1) (1) e AT B2 28R 0.125, 95% & 15 [X 7] 4[0.084, 0.172], A4 0, FWIH A
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OB S Ra AR IR BE R P A RN B2, R HLL BAL . R IR A ot ek £ B0 1 ik =X ) RO
0.089, 95%E {5 X [A]°’~[0.053,0.130], AELF 0, MBS 555 B — 2t e b A28 23, Rk
H12 Fo7.

Table 6. Mediation effect: bootstrap test results
2 6. AR Bootstrap # I 45 R

AR E#E%%  SE  LLCI  ULCI ghit

BEEHE — WEEAR — SEEEEm 0.178 0.028 0.127 0.236 \rE
B — FRAERE - BEiEm 0.236 0.031 0.178  0.299 BE
THRGE - BERLE - RBRAEEEK - HESmE 0.125 0.022 0.084 0.172 BE
BRI - WENE - B8 > oy im 0.089 0.019 0.053 0.130 B3

g, ARFRERHN 12 R A E T K 5
6. it
6.1. ftzREe

AWFFEEET SOR B, LU ARG SR N B R, WAE ZYAT NERDIRAR R, 5L
DAL 517 R T XU R HLA, B AL I I BB AR R I S B A AL

SORARY, ARG R X 2 W K T e S 2 AT N R B S R o AR AR A R D
7, ORI BE S 2 R T A ROA TR B I A R ) S AL D S R 1 R AR R 3 oL
SR I BMES UHE AU, I RS20 AT B VA D R (e A i ORI . EROR S BRI T, SEIE Y]
JE 558 B W BE B I R T RIS BE VAP S B, [R)F2 0 55 ik 285 RS TR O AR I AR S 5 T e
TRIEI 2 51 A B AL AR IR, DK (el 8 5 B S L 1

UEAk, AHE T B s T INFIVE AL S 1 RS SR, R T AR~ BEEC
TR AE, RN TR BB IE R Al ARG 5 520 2 2 T SK R A OB A FE LR, i R
FE AL S b b R LA AR S AR i S R R I B g e it T B 25 5 A R .

AT AL ARSI, ATRERIXT “AEARERE” IR BN S AR R RN . — 7T, X5
EIIAEAESIME N T, SRR SBEYEAT ;. 5—J7m, X Al IR N RAELE 70 B
HR M B E T AL BENS SN R A Jm B T 7™ A 5 v B ORI, ATV B e L = SR AU, AT
F S0 4 A ARG AR 5 T A R
6.2. EHE®R

(1) TRAL A B AR, B S B 5 I

Al AEIZ T AL AR 5 A, N G RUHT RIS S5 RN B ) SR BT TR, QR AR
JE & OR R A IR BRIV B AL R ) A AZ o IR BT, A IR AT B I S SR E AR S (e b A e i L e it . A
BE, 7S BRI TE A AL BOAERRE ST, $T3E BT DL E O & ot 0 AR P 2 DA B 5 0 (2 B R
WA, (R RN A b R P FLEL S SRR B I I AOT 3R, B N 7RI T UK B L. UG
BB R PR 2 LA, B R AL T o S B QR F U 5 R E S Btk

(2) RIBARSZIEYL, AR PO RE

NGEE AT SR BORB S FEAATE, PR RDRE SR IE W 5 58 Bt FE AR R B R WE T
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R, Bl AR 2 V5 A B AL B R8T 1 55 [l B P, DAL sk i ol 7 6 22 L 5 1T+ B 75 e i WAL 11
HE 55, SRAMESER AR R, DAREARTE 238 RO AL RSB . RIS, s fife Al S B SR
Thui ML SRS L, A BT R BB O . B S R R R, BRResE
SRATE BEVARAL, SOAT A Rl S e Sns,  HESIEOAR FR B8 [ il RS AR A AL

(3) SEHZE AT AR A G| T oRNg, SEHLK AL

ANE SRR 2 4EAT N R IR ISR AE ZE 5, R RE 20 B BUE B RG-S AL B BURE A
QIR B A0, A B RRHT &3 RSO BN I SE R R P B A7 15 TR R AR By B 1 ) 26 175 SR A
BB, Rt SN S E R AR, e i 2P UK R H SIS . REHENTE
THRVES BARTONE R, A BT S I e A BRSSO i it

6.3. RKRE

AR FAFAE LT RRYE, 5 S0 Ot — R0 Al AR R R 28 A7 N B IR R R M AL

(1) FEAJRIR . ABTTCENEE T 1103 A LA, HA2 15 Al ReE 5T 3R 9%« SR A & Al BOR%
fl iR _EAFAE — s R, X AT RSN A R AEAN RN BE I . ARSRAT KR Va5 1
TR IFFBARERB R . A FEABSHIXT L7, PARTHE5 G Bt vy SE .

(2) SEHEET S MR . A TERTE 7 X A F AN EL LA AL I A 93 1%
SPERIZE S . RRAEIL B fh R0 585 B TN LB M, AT B AL TS AR A IR T
M RIS, RS A B (R 5

(3) AZEIE S TV R R o ACHIE T AR R )25 R A A, SO AR, (BRI
H AN OB KB L AR IR G R T THAFAE R PR . AR AT SI AN FLEEAIE 7T, B S IREIBER . ith
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