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Abstract

Objective: Artificial intelligence (Al) is rapidly evolving, demonstrating its positive impact across various fields. However, public trust in this
technology has significantly declined in recent years. Statistics indicate that global trust in Al has decreased from 62 percent in 2019 to 54 percent
in 2024. This downward trend highlights the necessity of examining the factors influencing trust in Al. This study aims to investigate the impact
of anthropomorphizing Al-generated advertising content on people's trust. Using social presence theory, the research analyzes the mediating role
of social presence in the relationship between anthropomorphism (through friendly tone and the use of emojis in advertising text) and trust in Al.
Additionally, the study assesses the influence of trust in Al on customer attitudes toward Al-generated advertising content. The ultimate goal is to
provide practical strategies to enhance trust in Al and improve the effectiveness of Al-generated advertisements, thereby assisting marketers in
designing more effective strategies.

Method: This study is applied in nature and quantitative in methodology. The research follows an experimental design, with data collected through
a questionnaire using a non-probability sampling method from residents of Tehran. The required sample size was determined as 88 participants
using the statistical power analysis method via G*Power software. Ultimately, 152 valid responses were collected, exceeding the minimum
required sample size, and ensuring sample adequacy. Data analysis was conducted using Smart PLS 3 software.

Findings: The empirical results of this study indicate that using a friendly and warm tone in Al-generated advertising content, as a form of
anthropomorphism, enhances social presence. In turn, social presence has a significant positive impact on people's trust, acting as a mediator in
the relationship between anthropomorphism and trust. Furthermore, the findings reveal that increased trust in Al improves customers' positive
attitudes toward Al-generated advertising content.

Conclusion: The findings of this research offer practical insights for optimizing the use of Al in advertising content creation. The results
demonstrate that employing a friendly tone and enhancing social presence in Al-generated advertisements can increase customer trust and improve
their attitudes. These strategies can enhance advertising effectiveness even on platforms like YouTube, where disclosing Al-generated content is
mandatory. Leveraging these insights enables marketers to maintain transparency while utilizing Al's capabilities to establish more effective
communication with audiences. In conclusion, marketers and Al developers should focus on creating Al interactions that emphasize human-like
characteristics and enhance social presence. By doing so, they can build trust and positively influence customer attitudes toward Al-generated
content.
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