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The Impact of AI-Generated Ads on Consumers’ Brand Affinity
SHEN Pengyi, HUANG Chang, KANG Haiyan
Abstract: Based on cognitive frame theory and self-determination theory, this paper
explores the influence mechanism of Al-generated ads on consumers’ brand affinity through

two mediating paths, psychological ownership and mental simulation, and introduces self-
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construal as a moderating variable. Based on the analysis results of three situational simulation
experiments, it is found that Al-generated ads can stimulate consumers to form a higher sense
of brand affinity than artificially-generated ads. Moreover, psychological ownership and mental
simulation have a dual mediating role in Al-generated ads’ influence on consumers’ brand
affinity, and Al-generated ads can stimulate consumers to form higher psychological ownership
and mental simulation, and thus are more effective in enhancing brand affinity than artificially-
generated ads. In addition, self-construal moderates the influence of ads-creating agent type
on psychological ownership and mental simulation, with Al-generated ads being more likely
to stimulate psychological ownership and mental simulation in independent self-construal
consumers than dependent self-construal consumers, and artificially-generated ads being more
likely to stimulate psychological ownership and mental simulation in dependent self-construal
consumers than independent self-construal consumers. The study found that Al-generated ads
are more likely to stimulate psychological ownership and mental simulation among independent
self-constructed consumers than independent self-constructed consumers. This paper not
only enriches the impact of Al-generated ads on consumer-brand relationships, clarifies the
psychological mechanism of Al-generated ads that drive consumers’ brand affinity, but also
helps to promote the application of generative Al technology in advertisement design and brand
communication, and promotes the in-depth integration of advertisements and generative Al
technology.

Keywords: Al-generated ads; artificially-generated ads; psychological ownership; mental

simulation; self-construal; brand affinity
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