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1 Introduction and Background Information 

Video has become one of the most influential formats in digital marketing because it 

creates a dynamic experience that static images cannot. While an image captures a single 

moment, video uses movement, sound, pacing, and narrative to hold attention and convey 

emotion. For this reason, video advertising has become a central tool for brands seeking to 

engage audiences in a digital environment. However, video advertisement campaigns often come 

at a greater production cost compared to image-based advertisements, ranging anywhere from a 

few hundred dollars to millions of dollars (Vranica). 

This project examines the growing role of artificial intelligence (AI) in video 

advertisement production. Specifically, it explores how AI tools can be used to create 

commercial-style advertisements and how audiences perceive the results. The project focuses on 

both the production process and consumer responses to AI-generated video used in marketing. In 

doing so, the project addresses a timely issue in digital marketing: whether AI can bridge the 

production gap exclusive to professional studios while still creating advertisements that feel 

effective, realistic, and emotionally engaging to viewers.  

The significance of this project lies in the rapid development of AI capabilities, which 

can be applicable at various stages of the production process. AI platforms have made it possible 

to generate scenes, animate images, and produce commercial content with far fewer traditional 

production requirements. While these tools present opportunities for efficiency and accessibility, 

they also raise important concerns about authenticity, transparency, audience trust, and the 

changing role of human creativity in advertising. As AI-generated media becomes more 

common, understanding both its practical value and its reception among viewers is increasingly 

important for marketers, creators, and researchers. 
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In order to achieve the purpose of this project, to evaluate how AI video generation can 

function as a creative and production tool, three original AI-generated advertisements in distinct 

commercial formats were created: (1) a pharmaceutical advertisement, (2) a pet-centered 

narrative commercial, and (3) a lifestyle montage advertisement. These formats were selected 

because they represent recognizable styles within real-world advertising in the United States, 

while also requiring different combinations of visual storytelling. After producing the 

advertisements, the project measures audience response through a survey in order to assess 

perceived realism, quality, authenticity, and emotional effectiveness. 

The project has two deliverables: first, the creation of three original AI-generated video 

advertisements, and second, a research-based analysis of both the production process and 

consumer perception of those advertisements. The production process combines generative AI 

tools with traditional editing software, including AI-assisted script development, prompt 

creation, image generation, video generation, and voiceover production. Next, Filmora, an 

editing software, was used to assemble the completed elements into commercials. This approach 

allows the project to document not only the final outputs but also the workflow used to create 

them. 

The originality of this project comes from its combination of creative production and 

audience evaluation. Rather than just discussing AI-generated advertising only in theory, the 

study produces original advertisements and uses them as the basis for audience research. This 

approach helps bridge the gap between conceptual discussions of AI in marketing and the 

realities of creating audience-facing content with these tools. It also provides insight into not 

only how AI can be used in the production process, but how viewers interpret and respond to the 

final outputs.  
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2 Literature Review 

2.1 Importance of Video Over Static Advertising 

Video advertisements have become a dominant medium in digital advertising, surpassing 

static images and text-based formats in both reach and effectiveness. Systematic reviews 

consistently demonstrate that video content is more engaging, memorable, and emotionally 

resonant than other formats. It captures attention faster, keeps audiences engaged longer, and 

enables brands to convey emotionally rich stories more effectively than other mediums 

(Prihatiningsih et al.). 

For marketers, this shift is critical. Static ads are increasingly ignored in the saturated 

digital environment, while video remains an effective way to stand out. Contributing to this shift 

is the introduction of platforms such as YouTube, Facebook, Instagram, and TikTok, which have 

made video content more accessible than ever before (Prihatiningsih et al.). In this context, video 

has become not only a creative preference but a strategic necessity for modern marketing. 

While video dominates, its production traditionally demands high costs. Just the 

production of a 30-second advertisement can cost anywhere up to $15,000 for local productions 

to over $1 million for premium advertisements with celebrities (Metsler), and these costs do not 

even include the airtime. This has driven interest in AI-driven video generation tools that 

promise efficiency, scalability, and creative flexibility–all at a reduced cost. A 2024 systematic 

review highlighted how artificial intelligence streamlines workflows across editing, animation, 

subtitling, and content generation, making professional-quality video more accessible (Orak and 

Turan). However, AI video production is not without its technical limitations and opposition 

among consumers.  
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2.2 The Early Emergence of AI in Video Production 

 When considering AI video production, most consumers today are likely to think of text-

to-video generation models, which emerged around 2022. Before text-to-video, AI in video 

production was primarily focused on enhancement, automation, and motion synthesis, such as 

up-scaling resolution, frame interpolation, or face-swapping (Lewington), rather than generating 

full narrative clips from scratch. When text-to-video emerged, it changed AI from just being an 

editing tool to being a director. This shift from enhancement tools to generative models marked a 

turning point, where researchers, like Donggyu Joo and Junmo Kim from the Korea Advanced 

Institute of Science and Technology, began experimenting with techniques that laid the 

foundation for today’s commercial text-to-video platforms. 

In their research, they created their workflow model called TiVGAN (Text-to-Image-to-

Video Generative Adversarial Network). It was one of the first to address the challenge of 

creating video with AI. TiVGAN introduced a step-by-step learning approach by training the 

model to generate a single image from a text description, then progressively extending this to 

longer sequences of frames. By doing so, it stabilized training and preserved both image quality 

and frame-to-frame consistency. This process enabled the generation of short video clips that 

accurately reflected textual prompts such as “a person jogging from left to right” or “a man 

making a fearful face” (Joo and Kim). TiVGAN, along with other emerging non-commercial 

models, laid much of the groundwork for the current commercial text-to-video platforms such as 

Runway, Pika Labs, and OpenAI’s Sora. 
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2.3 Marketing Effectiveness of AI Video 

In a 2025 study, Nada Querch and Pingli Zhu from the Hubei University of Technology, 

Wuhan, China, examined the impact of personalized AI-generated video ads on consumer 

behavior, focusing on click-through rates (CTR). Their study showed that personalized ads 

achieved an average CTR of 28%, nearly double the 15% observed for traditional ads. When 

participants perceived an ad as highly relevant, CTRs rose even higher to 35%, while low-

relevance ads fell to just 18% (Querch and Zhu). Beyond CTR numbers, the study revealed the 

power of emotional connection with different demographics.  

AI-generated video ads are rapidly reshaping the marketing landscape by combining 

personalization and emotional storytelling to build stronger consumer–brand relationships. 

Younger participants, particularly those aged 18–24, responded most positively, with CTRs of 

30% for personalized ads compared to only 10% for traditional formats. Participants also rated 

personalized advertisements much higher in emotional appeal than traditional advertisements, 

indicating that personalization fosters both rational engagement and emotional connection 

(Querch and Zhu). Together, these findings suggest why AI-generated video has gained 

increasing attention in marketing, particularly because it can quickly produce personalized 

variations for different audiences. Yet, there are serious ethical concerns involving the creation 

and disclosing of AI-generated video. 

2.4 AI Video Generation Methods 

As these early breakthroughs showed the feasibility of generating short clips directly 

from text, the field of AI video production rapidly diversified beyond just text-to-video. 

Companies began to explore multiple avenues for automating content creation, resulting in 
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distinct categories of AI-generated video. Text-to-video systems build upon text-to-image 

foundations by adding spatial and temporal modeling, but they exist alongside other techniques 

such as video-to-video translation, which transforms existing footage into new styles or contexts, 

and image-to-video generation, which animates static images into dynamic sequences. Lip-sync 

and deepfake technologies represent yet another branch, focusing on modifying facial 

movements or identities in pre-existing videos. These methods now form a continuum between 

generating video entirely from text to transforming or enhancing existing footage. 

Text-to-video generation builds directly on text-to-image but adds the critical factor of 

time, requiring models to generate coherent sequences of frames, rather than single images. As 

Singh explained, these systems leverage “recent developments in deep learning and natural 

language processing to generate films from written descriptions,” but must also address 

challenges of “consistency and the requirement for large computational resources” (Singh). 

While early models were limited to simple movements and short clips, recent advances 

demonstrate the ability to create more diverse, realistic, and controllable video outputs. 

Video-to-video generation takes a different approach from text-to-video by transforming 

or reinterpreting existing footage, rather than creating sequences entirely from text. AI-driven 

video generation methods have expanded to include systems that “animate, edit, or re-style 

visual content” by conditioning on video input instead of text alone (Singh). Unlike text-to-video 

models, which face the challenge of generating new objects and environments from scratch, 

video-to-video methods benefit from having a structured visual baseline to follow, allowing them 

to produce more temporally stable and outputs with greater complexity. Commercial platforms 

such as Runway, Synthesia, and Pika Labs have successfully integrated this approach to provide 

users with intuitive tools. 
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Talking-head video generation has emerged as a distinct branch of AI video production, 

focusing on creating or animating human expressions synchronized with audio or text inputs.  

Unlike text-to-video or video-to-video systems that generate full scenes or transform footage, 

talking-head models specialize in facial reenactment, lip synchronization, and avatar creation or 

overlays (“Free AI Talking Head Video Generator”). Commercial platforms like Synthesia, 

HeyGen, and D-ID widely deploy this method, allowing users to generate digital presenters for 

marketing, training, and education without a live video presenter. As a result, talking-head 

generation represents a significant and commercially applicable category within AI video with 

professional applications in communication and media. 

Today, the industry increasingly blends these methods to maximize flexibility and 

creative control. Instead of depending on one model, many prominent platforms incorporate 

various AI video generation methods into their processes. Runway and Pika Labs, for example, 

offer both text-to-video and video-to-video functionalities. This allows users to produce entirely 

new video clips based on text prompts, and subsequently modify or alter the style of those clips 

with fine, cinematic control. Similarly, platforms such as Synthesia and HeyGen merge talking-

head animation with broader video editing tools, allowing digital presenters to be customized, 

localized, and embedded seamlessly into diverse scenes. Because these tools can be combined 

within a modular workflow, AI-video generation has evolved from isolated research experiments 

into an interconnected creative process. 

2.5 Quality Divide: High-Design AI vs Low-Quality AI 

Despite its rapid adoption across the creative industry, AI-generated video is not a 

magical shortcut to compelling advertising. The misconception that AI can automatically 
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generate high-quality content with minimal human involvement has led to a flood of mediocre or 

even counterproductive media. AI is just a tool, and it reflects the creativity, precision, and 

ethical awareness of the people guiding it. When used thoughtfully, AI can accelerate production 

and expand artistic possibilities; however, when used carelessly, it amplifies flaws, exposes 

technical limitations, and alienates audiences. As brands and creators rush to integrate AI into 

their workflows, the emerging divide between well-designed and low-effort AI-generated 

advertising reveals that success depends not on the technology itself, but on the human intent 

behind it. 

The most successful AI advertisements are those that use technology to create narrative 

and emotion. This is exemplified by the independent filmmakers, The Dor Brothers. Their short 

films and commercials demonstrate how AI can act as an extension of human creativity, rather 

than its replacement. They use a combination of programs, including MidJourney for image 

generation, Pika Labs for AI video generation, and Adobe Premiere Pro for video editing. Each 

scene is story-boarded, color-graded, and edited to maintain emotional and technical continuity 

(Fink). By balancing automation with artistic control, they transform AI into a means of realizing 

ambitious ideas that would otherwise be cost-prohibitive for small creators. This demonstrates 

that effective use of generative tools relies not on technical novelty but on creative direction and 

narrative purpose—factors that ultimately separate meaningful storytelling from the growing 

wave of low-effort AI content. 
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Fig 1. Image from The Dor Brothers’ “Enjoy Both Sides” Heineken spec ad (Enjoy Both 

Sides’ | Heineken Spec Ad). 

 

A similar creative process can be seen in the work of Genre.AI, a creative studio 

specializing in AI-assisted cinematic advertising. PJ Accetturo, the creator behind Genre.AI, 

integrates Gemini for creating prompts, Veo 3 to generate the video, and then edits the video in 

Adobe Premiere Pro, CapCut, or FCPX to produce his content (CBO Editorial). Like the Dor 

Brothers, Accetturo treats AI as an instrument within a larger creative framework, rather than a 

stand-alone, autonomous director. Each stage of his process involves deliberate human decision-

making, which includes structuring prompts, adjusting motion and pacing, and applying color 

and sound design to ensure a connected narrative. The resulting advertisements convey 

intentionality and emotional continuity precisely because human creativity guided the process. 

This reinforces the broader argument that the effectiveness of AI-generated video stems not from 
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automation alone, but from the thoughtful integration of technology within human-driven 

creative direction. 

 

 

Fig 2. Image from PJ Accetturo’s AI-assisted advertisement (Pjacefilms). 

 

While creators like The Dor Brothers and PJ Accetturo demonstrate how AI can elevate 

production quality through professional workflows, not all applications of the technology share 

this level of craft. The widespread accessibility of AI tools has opened the door for smaller 

creators, but also created a surge of low-effort content often referred to as “AI slop.” This term 

describes generative media that is hastily produced, widely posted online, and often lacks 

narrative purpose (Hern and Milmo). This content often relies on default prompts, unrefined 

lighting, anatomical distortions, and generic synthesized voiceovers that collectively diminish 
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authenticity and audience engagement. The resulting work, while technically AI-generated, 

highlights a growing divide between creators who use AI as a medium of expression and those 

who employ it merely as a shortcut for mass production. 

   
Fig 3. Example 1 of “AI slop” 

(IAparalelo). 

Fig 4. Example 2 of “AI slop” 

(DreamRideAi). 

Fig 5. Example 3 of “AI slop” 

(IAparalelo, “Magical Drink 

Recipes for ASMR              ”). 

 

Beyond just being low-effort, “AI slop” is now strategically employed by many 

individuals and groups for visibility, monetization, and influence. Recent research on the 

attention economy shows that creators exploit emotionally charged formats such as shock, 

novelty, outrage, and fear in order to maximize algorithmic reach and advertising revenue 

(Pendergrass et al.). These creators flood platforms with high volumes of bizarre or exaggerated 

AI-generated content, not for storytelling or artistic value, but to trigger engagement metrics that 

convert directly into payments, sponsorships, and follower growth.  
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This tactic resembles the commodification of engagement, a business model in which 

users are no longer the primary customers but instead function as the product itself. Within ad-

driven attention economies, platforms are financially rewarded not for content quality but for the 

total amount of user attention they are able to capture, retain, and monetize through advertising 

and data extraction. Design features such as infinite scrolling, variable reward systems, and 

algorithmic personalization are intentionally engineered to prolong user interaction and suppress 

natural stopping points, gradually converting attention into an extractable economic resource 

(Bhargava). Within this environment, creativity is displaced by speed, volume, and emotional 

manipulation, allowing AI slop to thrive, not as meaningful media but as a brute-force economic 

strategy optimized for clicks rather than content quality or narrative value. 

AI slop extends far beyond any single creator or brand. A rising tide of AI-generated 

content across platforms like TikTok, Instagram, and YouTube Shorts imitates viral marketing 

trends but lacks coherence and authenticity. This content increasingly appears in search results, 

reels, and algorithmically curated feeds, competing with more intentional creative work for 

audience attention. The issue with this “AI slop” is that it not only dilutes the quality of online 

media but also consumes valuable user attention. As Brian Walsh of Vox notes, the danger lies in 

“their potent ability to get users hooked on them — with what is indisputably the worst aspect of 

modern media: the endless scroll of mindless vertical videos, which among other negative 

effects, has nuked our attention spans” (Walsh). In this sense, “AI slop” represents more than 

aesthetic degradation; it exposes a structural issue within the attention economy, where 

algorithmically optimized, low-quality media competes for the same limited audience attention 

as professional advertising and creative storytelling. 
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The proliferation of “AI slop” reinforces the central limitation of automation within a 

commodified attention economy, that technology alone cannot create meaning, trust, or 

emotional credibility. While professional creators use AI to enhance narrative, pacing, and 

production value, AI slop exposes how engagement-driven platforms prioritize visibility and 

monetization over authenticity. As attention itself becomes the product, emotionally 

manipulative, low-effort media is rewarded more consistently than human-centered storytelling. 

This widening divide may pose an issue as audiences may associate AI-generated media not with 

innovation or creativity, but with deception, noise, and exploitation. As the next section will 

show, this erosion of meaning directly shapes the growing issues of trust and authenticity at the 

core of ethical concerns surrounding AI-generated media. 

2.6 Consumer Perception and Trust Challenges 

The advancement of AI-generated video being used in advertising has led to a new 

creative divide that is defined by how effectively it is used. High-end campaigns demonstrate 

that when AI is guided by strong artistic direction, it can produce visually stunning and 

emotionally resonant work that rivals traditional production methods. However, even the most 

technically accomplished examples reveal another question: can AI-generated storytelling truly 

connect with audiences on a human level? This tension between innovation and authenticity has 

become central to how consumers evaluate brands experimenting with generative media. 

Perhaps the most visible example of high-end AI advertising came from Toys “R” Us in 

2024. The company collaborated with Native Foreign and OpenAI’s Sora model to produce an 

emotionally charged re-launch film titled “The Origin of Toys ‘R’ Us.” The advertisement 

depicts a young Charles Lazarus dreaming of creating a world filled with toys. Although the 
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video was generated largely through AI, there was a team of designers, art directors, and 

animators behind the process (Coffee).  

The advertisement reception was mixed. From a technical perspective, it was great, even 

receiving a Gold Honor in the Shorty Awards (Shorty Awards LLC). Conversely, consumer 

sentiment was divided. Viewers noted surreal qualities typical of generative video along with 

character continuity issues (Placido). However, despite its issues and neutral consumer sentiment 

(Dass), the video was able to achieve over 1.4 billion impressions (Shorty Awards LLC). This 

success, mixed with neutrality, became even more apparent when Coca-Cola embraced 

generative technology for its 2024 holiday campaign. 

During the 2024 holidays, Coca-Cola’s decision to remake its iconic “Holidays Are 

Coming” commercial entirely with generative AI provided insight into consumer response 

towards this emerging technology. The remake ended up being a 30-second ad called “The 

Holiday Magic is coming,” which has racked up over 8.5 million views on YouTube as of 

September 12, 2025 (Coca-Cola). Three AI studios, Secret Level, Silverside AI, and Wild Card, 

collaborated on the project, using platforms such as Leonardo, Luma, Runway, and Kling 

(Placido). While the scale of viewership highlighted public curiosity, the response was similarly 

mixed. 

 Truescope, a media monitoring service, showed that consumer sentiment towards the use 

of AI in Coca-Cola’s advertisement was mostly neutral (Dass). Similarly, System1, a U.K.-based 

company that tests the effectiveness of ads, reached a similar conclusion when it came to the use 

of AI: that “people either don’t know or they don’t care” (Deighton and Graham). However, 

despite this overall neutrality, there was notable criticism. Some viewers described the campaign 
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as “distasteful,” arguing that Coca-Cola should have relied on human artists rather than AI tools, 

while others felt the use of generative technology was “not a fit with holiday timing” (Horvath). 

Neutral sentiment, therefore, should not be interpreted as acceptance but rather as a 

reflection of consumer hesitation and uncertainty. This hesitation suggests that audiences remain 

cautious about whether AI-driven creativity aligns with their personal values and expectations of 

authenticity. It also points to broader challenges concerning transparency, ethical disclosure, and 

creative integrity, which increasingly shape how consumers evaluate not only the advertisements 

themselves but also the brands behind them. 

This unease connects to a larger concern: the rise of deepfakes. Unlike Coca-Cola’s 

advertising experiment, deepfakes blur the line between creative innovation and deceptive 

manipulation, raising sharper questions about authenticity, trust, and the potential misuse of AI-

generated video. The 2025 HAI AI Index Report, an annual research publication produced by the 

Stanford Institute for Human-Centered Artificial Intelligence, identifies deepfakes as a critical 

ethical concern, showing how they erode trust, enable blackmail, and weaponized 

disinformation. For example, the report documents over 35,000 instances of deepfake 

pornography targeting members of Congress, 25 of whom are women. Deepfakes were also used 

for political manipulation, where false claims of AI-generated crowds were used to discredit 

legitimate events. It also highlighted an incident where an AI-generated image of Taylor Swift 

was spread to suggest she endorsed Donald Trump’s presidential run, illustrating how synthetic 

media can distort celebrity influence for political benefit (Artificial Intelligence Index Report 

2025). 
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The AI Index Report 2025 addressed another phenomenon known as the “liar’s 

dividend.” This occurs just because highly realistic AI-generated video exists and gives 

individuals plausible deniability to dismiss authentic videos as being fabricated (Artificial 

Intelligence Index Report 2025). This allows video documentation of actual events and claims to 

be challenged or outright rejected simply by claiming it is AI generated - eroding the credibility 

of creators and brands. An instance that made recent headlines was when a user, 

@TheTitanBaddie, on X tweeted out, “Y’all realize this is one step towards AI completely 

taking over the music industry as well, right?” in response to the music in K-pop Demon Hunter 

which had over 12 million views, which prompted a hilarious response from one of the voice 

actors, “EJAE, AUDREY NUNA AND I ARE NOT AI ARE U BITCHES DUMB?!” (Davis). 

While this incident was lighthearted, the underlying issue remains a threat to journalism, law 

enforcement, and politics, as it deepens public distrust, creating an environment where both truth 

and falsehood can be weaponized equally. 

Beyond concerns about authenticity and disinformation, skepticism toward AI also 

reflects deeper anxieties about livelihood and job security. The 2025 HAI AI Index Report 

highlights that while AI adoption is rising across industries, uncertainty remains about its effect 

on the workforce. A McKinsey survey cited in the report found that 31% of executives expect 

workforce reductions because of AI adoption, while only 19% foresee increases. Even though 

fewer leaders than last year predict AI will reduce jobs, nearly a third still expect workforce cuts. 

This shows that skepticism about AI’s impact on job security remains strong, as many continue 

to see it as a threat to economic and job stability, rather than purely a driver of productivity 

(Artificial Intelligence Index Report 2025) 
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This principle also helps explain why audiences may react negatively when encountering 

AI-generated video like The Holiday Magic is Coming. Executives and workers’ anxiety about 

AI replacing human labor in traditional industries is intensified when the technology is visible in 

mediums like advertising. Just as fears of automation cast doubt on the stability of ordinary 

livelihoods, the use of AI in advertising or entertainment raises concerns about whether artists, 

filmmakers, and performers are going to be displaced. In this sense, skepticism toward AI-

generated video is not only about the quality or authenticity of the content but also about a 

deeper principle that the technology undermines human opportunity and value. 

2.7 AI Video Generation Limitations 

Hardware requirements for running consumer client-side AI video generation remain a 

central barrier to broader adoption. Unlike image generation, which can often be completed on 

mid-range consumer graphics processing units (GPUs), AI video generation demands 

significantly more computational capacity because of its need to maintain temporal consistency 

across sequential frames. For instance, Emanuele (2024) demonstrates that Stable Video 

Diffusion can be executed locally using a consumer-grade Nvidia RTX 3060 GPUs with 12 GB 

of VRAM when paired with optimized client-based workflows such as ComfyUI. However, in 

his findings, he had to reduce the video resolution to 576 x 576–which is substantially lower than 

industry requirements (Emanuele) typically ranging from 1920 x 1080 for 1080p or 3840 x 2160 

for 4K. Therefore, AI video models are resource-intensive relative to the video generation 

required. So, to create videos at higher resolutions, increased length, and/or higher quality may 

require hardware beyond what is available to the average consumer (Emanuel). 
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In contrast to these consumer requirements, server-side training and deployment of new 

AI video generation models require significantly more work. Recent academic work on 

Seaweed-7B, a video generation foundation model, reports that training their model from scratch 

demanded approximately 665,000 GPU hours on NVIDIA H100 GPUs, equivalent to operating a 

cluster of 1,000 H100s continuously for nearly four weeks (Team Seaweed et al.). A quick 

search on Google showed that a single NVIDIA H100 GPU costs around $25,000. While models 

like ComfyUI make client-side video generation possible for everyday consumers, the creation 

and refinement of state-of-the-art video models remain restricted to organizations with access to 

large data centers’ quality hardware and energy-intensive computers. 

Beyond hardware access and financial barriers, the environmental cost of large-scale AI 

video generation represents an additional and increasingly critical limitation. Recent life cycle 

assessment research on AI data centers shows that the carbon footprint of AI infrastructure is not 

driven solely by electricity consumption during model training or inference, but is instead 

dominated by the manufacturing of high-performance computing hardware, particularly GPUs. 

Approximately 70% of total data center emissions originate from hardware production, while 

another 29% stems from operational energy use over the system’s lifespan (d’Orgeval et al.). 

This means that every new generation of AI video models, which requires hundreds and even 

thousands of cutting-edge GPUs, carries a substantial environmental cost before a single video is 

generated. As demand for higher-resolution, longer, and more realistic AI video continues to 

grow, so too does the environmental burden associated with semiconductor fabrication, resource 

extraction, transportation, and data center construction. 

The geographic location of AI data centers introduces major disparities in environmental 

impact. The same AI workload can generate over three times more carbon emissions depending 
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on whether it is powered by fossil-fuel-heavy electricity grids or low-carbon energy sources such 

as nuclear or hydroelectric power (d’Orgeval et al.). This means sustainability becomes tied not 

only to algorithmic efficiency but also to global energy infrastructure and corporate site selection 

strategies. Collectively, these findings highlight a critical limitation of AI video generation at 

scale: while creative production becomes faster and more accessible for end users, the underlying 

infrastructure increasingly strains limited environmental and material resources, raising long-

term concerns about the sustainability of AI data centers. 

 According to a 2025 study, Consumer Engagement with Social Media Containing AI 

Disclosures, by Carney et al., when content marked that it was created by AI, it has a weakened 

impact with consumers. In their study, they found that when TikTok disclosed content as AI-

generated, posts received 12% fewer likes, not because of reduced quality but because 

disclosures weakened the emotional connection between consumers and the content creator 

(Carney et al.). The Wall Street Journal similarly reported that platforms like Meta, YouTube, 

and TikTok struggle to label AI-generated video accurately. The mislabeling of their content 

caused negativity towards creators who claim their work is human-made (Coffee). If platforms 

cannot reliably label AI-generated content, creators risk either being unfairly discredited for 

authentic work or misleading audiences by omitting disclosure, undermining both trust and 

transparency. 

3 Research Methodology  

3.1 Research Design 

This project used a hybrid approach that combined the creative aspects of AI video 

generation with audience research. The objective was to investigate how AI tools can replicate 
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the aesthetics of professional video ads, as well as how audiences react to these creations. The 

process is divided into two main parts: 

1. In the first part, the focus is on production, where three different commercial styles are 

recreated using AI-based workflows.  

2. A short survey is employed in the second focus to quantify audience perceptions of video 

quality, realism, and authenticity. 

The three commercial types:  

1. Pharmaceutical advertisement 

2. Pet-narrative commercial 

3. Lifestyle montage 

The types of advertisements were chosen because they represent common advertising 

formats that rely on visual emotion and storytelling. Each required different techniques and 

storytelling elements, which makes them useful for testing how flexible AI tools can be when it 

came to matching the range of real-world advertising. The advertisements were also chosen 

because of the lower visual effects demanded by these forms of advertising, which would be 

equivalent to a nonprofessional consumer. 

3.2 Materials and AI Production Workflow 

All three videos were created using a combination of AI-based generation tools and 

traditional editing software. The video platforms used were Runway Gen-2, Pika Labs 2.1, and 

Veo 3. For images, GeniGPT was used to maintain consistency in tone, lighting, and style. Final 

editing, audio synchronization, and color correction were completed in Filmora. 
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The general workflow followed the following process: 

1. Scriptwriting: Each video had a similar scriptwriting process using ChatGPT. This 

ensured a common generation process and ensured consistency as much as possible in the 

creative direction of each video. This also includes the voice lines for each video. 

2. Voiceovers: ElevenLabs v3 Alpha was used to generate the voiceovers based on the 

script. The voice generations were then edited in Filmora to ensure proper pacing and 

cutting together different results to ensure a cohesive narration.  

3. Concept and Image Creation: Each video started with a visual plan and a series of AI-

generated still images. These guided the tone, lighting, and framing of each scene so the 

final sequence feels cohesive. The images were based upon prompts created in ChatGPT 

but edited manually to dictate to ensure terms and conditions of the program and 

feasibility of animation.   

4. Video Generation: Using the image and then video direction prompts, short video clips 

were created to match the desired camera movement and composition. Specific focus was 

given to continuity, pacing, and visual realism. Runway, Pika, and Veo subsequently 

generated several scenes, from which the optimal selection was incorporated into the 

video. 

5. Editing and Post-Production: The clips were stitched together, transitions were added, 

and sound was layered in. Color correction and illumination modifications were applied 

in order to achieve consistency throughout the various scenes. 

6. Final Rendering: The completed videos were exported in high definition (1920×1080) 

and uploaded to YouTube for viewing during the survey phase. 
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PharmaceuticalAd 

  

  

  

 
 

In your own words, what stood out to you most in this video? 
 
Google Gemini Response Summary 
 
Artificial/Unrealistic Visuals:  
Many respondents noticed the video was obviously AI-generated due to unnatural movement, unrealistic 
visual details, and a general feeling of artificiality, including robotic or fake-looking people and exaggerated 
elements like steam from a coffee cup. Specific flaws included the unnatural way people moved their mouths, 
unrealistic skin texture, and rendering artifacts, especially with hands. 
 
Negative Impact on Product Perception: 

How realistic did this video feel overall? 
BO responses 

How trustworthy did you find this advertisement? 
BO responses 

How authentic did this advertisement feel to you? 
BO responses 

e 1 = Not realistic at all 

• 2 . , 
•• 
e 5 "' Very realistic 

e 1 = Not trustworthy at all 

e 2 . , 
•• 
e 5 : Very trustworthy 

e 1 = Completely artificial . , . , 
• • 
e 5 "' Completely authentic 

If this ad appeared in your feed, what would you most likely do? 
79responses 

e Keep watching 

e sklpqulckty 

e Watch and maybe share 

e Watch but not trust it 

e Not sure 

How emotionally engaging was the video? 
80 responses 

How polished did this video feel? 
BO responses 

Before being told, did you think this video was Al-generated? 
78 responses 

How would you describe the vibe of this ad? (Choose up to 2) 
79 responses 

Confusing 

trying too hard to look positive ... 

Unavailable 

5(6.3%) 

10 

22(27 .8%) 

12(15.2%) 

21 (26.6%) 

12(15.2%) 

20 

e 1 = Not engaging at all . , . , 
•• 
e 5 = Very engaging 

• 1 = Not polished at all . , . , 
•• 
e 5 = Very polished 

e ves 

• No 

e Unsure 

30 40 

44 (55.7%) 

50 
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The unnaturalness of the video, especially since it was advertising a health product (medication), made at least 

one respondent state they would never want to try the product. 

 

Focus on Side Effects: 

A significant portion of the advertisement’s runtime was spent discussing potential side effects, causing one 

respondent to forget the medication’s intended purpose and find the ad uninformative regarding benefits 

versus negatives. 

 

Generic and Scripted Feel:  

The video was perceived as generic, flat, and scripted, with scenes that jumped around too much, or a concept 

that felt slightly off compared to the overall happy moments scenario. 

Lifestyle Ad 

  

  

  

How realistic did this video feel overall? 
79responses 

How trustworthy did you find this advertisement? 
78responses 

How authentic did this advert isement feel to you? 
BO responses 

e 1 = Not realistic at al1 

• 2 . , 
•• 
e 5 "' Very realistic 

e 1 = Not trustworthy at all . , . , 
•• 
e 5 "' Very trustworthy 

e 1 = Completely artificial 

e 2 . , 
•• 
e 5 : Completely authentic 

How emotionally engaging was the video? 
78responses 

How polished did this video feel? 
80 responses 

Before being told, did you think this video was Al-generated? 
78responses 

e 1 = Not engaging at all . , . , 
•• 
e 5 = Very engaging 

e 1 = Not polished at all . , . , 
•• 
e 5 = Very polished 

e ves 

• No 

e unsure 
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In your own words, what stood out to you most in this video? 

 

Google Gemini Response Summary 

 

Unrealistic Movement and Visual Inconsistencies:  

Multiple respondents noted the unrealistic nature of the running, specifically mentioning that the strides, arm 

and leg movements, and rhythm of the runners felt “off” or “fake,” with one person calling the running “so 

off.” Other visual glitches included a blurry tie, a guy’s head seeming to get cut off, horrible hair animation, 

blurry legs, random objects appearing, and a shift in video quality during a running scene. 

 

Detection of AI/Artificiality:  

Several participants identified the video as AI-generated due to its artificial look, unnatural backgrounds, and 

moments where everything appeared “too perfect to be real.” One respondent stated the action clips made the 

AI aspect stand out, while another described the video as “AI slop” and “uncanny gross.” 

 

Lack of Product Information:  

A key issue for several viewers was the complete lack of information about the product being sold, with one 

respondent stating there was “no call to action” and another noting they had “no idea what was being sold or 

why.” 

 

Mixed Authenticity and Quality:  

While some felt the video was more polished and cinematic, others found the voiceover to be bad, in-genuine, 

or below average. The scenery was frequently highlighted as looking very realistic, but the scenes with the 

runners “felt the most off.” 

 

Key Themes and Concepts:  

The central themes that stood out were “inner strength” and “hard work,” and the visual focus was primarily 

on running, working out, and scenery. 

Final Reflection on All 3 Videos 

If this ad appeared in your feed, what would you most likely do? 
BO responses 

e Keep watching 

. Skipqulckly 

e Watch and maybe share 

e Watch but not 1rust ii 

e Not sure 

How would you describe the vibe of this ad? (Choose up to 2) 
79 responses 

12 (15.2%) 

13 (16.5%) 

18 (22.8%) 
18 (22 .8%) 

Cool 
Cringe 

Emotional 
Funny 

Boring 
Too fake 
Creative 

Confusing 
15(19%) 

Overengineered 
AURA 
Okay 

Choppy 
Unavailable 

10 20 

27 (34.2%) 

30 
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Please share any additional thoughts about AI in advertising and how it affects your trust, authenticity, or 

interest in the ad. 

 

Google Gemini Response Summary 

 

Trust and Authenticity:  

AI-generated ads are widely viewed as less trustworthy and authentic, leading to reduced interest in the 

product or brand. This lack of trust stems from the perception that companies are using AI as a shortcut, 

implying a lack of effort, and concerns that impressive visuals might be unrealistic or misleading about the 

actual product. 

 

Impact on Human Creativity and Jobs:  

Of the three videos, which one felt the most human-made? 
79responses 

e Video 1 (Pet Narrative Ad) 

e Video 2 (Pharmaceutical Ad) 

e Video 3 {Lifestyle Montage) 

How would you describe your overall attitude toward Al-generated video advertisements? 
79responses 

e Very positive 

e Somewhat positive 

e Neutral 

e Somewhat negative 

e Very negative 

Would knowing a video is Al-generated make you more or less likely to trust the brand? 
79responses 

e Much more likely 

e Somewhat more likely 

e No difference 

e Somewhat less likely 

e Much less likely 

Do you think Al-generated video advert ising is changing advertising for the better or for the worse? 
78responses 

e Much better 

e Somewhat bener 

e No real change 

e Somewhat worse 

e Much worse 

Which video had the strongest emotional impact on you? 
78 responses 

e Video 1 (Pet Narrative Ad) 

e Video 2 (Pharmaceutical Ad) 

e Video 3 (Lifestyle Montage) 

Do you think brands should tell viewers when a video ad is Al-generated? 
78 responses 

e Yes, always 

e Yes, sometimes 

e No, not necessary 

e Not sure 

Which matters most to you in a video ad' (Choose up to 2) 
79 responses 

Realism :::::::::: 8 (10.1%) 

Authenticity 

Creativity 

Emotional impact 10(12.7%) 

Trustworthiness 

Production quality 

Transparency ttelling me it's Al-

10 

Which statement is closer to your view? 
79 responses 

12(15.2%) 

20 

45 (57%) 

27 (34.2%) 

20 (25.3%) 

23(29 .1%) 

30 40 50 

e AH1enerated ads improve creativity and 
efficiency, even if they feel less human 

e Al.generated ads reduce authenticity 
and trust. even if they look impressive 

e Both are true 

e Neither is true I Not sure 
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Many respondents expressed a strong dislike for AI ads, arguing that AI does not improve creativity but rather 

takes jobs from creative professionals, such as advertising illustrators. The removal of the human element is 

seen as negatively impacting artists and the marketing world. 

 

Aesthetic and Quality Issues:  

Distracting or obvious AI artifacts, inconsistency in video clips, or a “lazy” appearance can immediately 

disengage viewers and pull focus away from the ad’s message. Ads need to be “well done” and realistic; 

otherwise, they are viewed negatively (e.g., “AI slop”). 

 

Transparency and Potential Uses:  

While some feel AI can be efficient and cost-effective for certain products (like automobiles or technologies), 

especially when realistic settings are applied, there is a consensus that AI use should be subtle and disclosed to 

the viewer, similar to how commercial benefits and side effects are communicated. 
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8.2 Jamovi Analysis 

 

Results 

Descriptives 

Descriptives 

N Mean Median so Minimum Maximum 

Pet Ad: How realistic did this video feel overall? 62 2.90 3.00 1,112 1.00 5.00 

Pet Ad: How emotionally engaging was the video? 62 2.55 3.00 1.051 1.00 5.00 

Pet Ad: How trustworthy did you find this advertisement? 62 2.32 2.00 1.021 1.00 5.00 

Pet Ad: How polished did thi.s video feel? 62 3.31 3.00 1.125 1.00 5.00 

Pet Ad: How authentic did this advertisement feel to you'? 62 2.39 2.00 1.046 1.00 5.00 

Pharm Ad: How realistic did this video feel overall'? 62 2.03 2.00 0.991 1.00 5.00 

Pharm Ad: How emotionally engaging was the video? 62 2.06 2.00 1.099 1.00 5.00 

Pharm Ad: How trustworthy did you find this 62 1.89 2.00 0.977 1.00 4.00 
advertisement? 

Pharm Ad: How poll.shed did this video feel? 62 2.84 2.50 1.321 1.00 5.00 

Pharm Ad: How authentic did this advertisement feel to 62 1.87 2.00 1.048 1.00 5.00 
you? 

Life Ad: How realistic did this video feel overall? 62 2.50 3.00 1.388 1.00 5.00 

Ute Ad: How emotionally engaging was the video? 62 2.61 3.00 1.206 1.00 5.00 

Ute Ad: How trustworthy did you find this 62 2.24 2.00 1.183 1.00 5.00 
advertisement? 

Ufe Ad: How polished did this video feel? 62 2.97 3.00 1.367 1.00 5.00 

Life Ad: How authentic did this advertisement feel to 62 2.29 2.00 1.260 1.00 5.00 
you? 

Realism 

Repeated Measures ANOVA (Non-parametric) 

Friedman 

x' df p 

26.4 2 <.001 

Emotional 

Repeated Measures ANOVA (Non-parametric) 

Friedman 

x' df p 

16.4 2 <.001 



Ringor 78 
 

8.3 NHSR Determination 

 

DATE: 

TO: 

FROM: 

SUBMISSION TYPE: 

ACTION: 
ACTION DATE: 
REVIEW TYPE: 

Dear Jonathan Ringor, 

11/24/2025 
Jonathan Ringor 

LINDENWOOD 
UNIVERSITY 

Lindenwood University Institutional Review Board 

Non-Human Subjects Research Determination 

Acknowledged 

11/24/2S 
Administrative 

The activity proposed for your research project focused on how students perceive Al-generated advertisements 
received via email on 11/21/25 is at this point not considered research involving human subjects as defined by 
applicable regulations (45 CFR 46.102) and Lindenwood Human Subjects Research Policy and Procedure. 

Review and approval by the Undenwood IRB is not required at this time. This determination applies only to the 
activities described in correspondence with the Lindenwood IRB via email dated 11/21/25. This determination 
no longer applies if any changes are made to the proposed activity that may constitute human subjects research. 
If any changes are made to the proposed activity, please submit a new request to the Lindenwood IRB for a 
determination. 

The Lindenwood IRB has made this determination for the following reason: 

• This data collection is anonymous and does not contain any identifiable or sensitive information. 

Even though this study does not constitute human subjects research, those conducting the proposed activity are 
expected to: 

• Assume responsibility for comp Ila nee with all applicable regulations and policies protecting the rights, 
welfare, and dignity of research participants. 
Understand that the failure to do so may result in the suspension or termination of the proposed activity 
and possible required reporting to federal agencies. 
Report all serious and unexpected adverse events, non-compliance, or complaints regarding this activity 
within S business days. 

Sincerely, 

Scott Richmond 
Chair, Inst itutional Review Board 
lindenwood University 

Real Experience. Real Success. 
Undenwood University / 209 South Kmgshighway. St Charles. IIO. / 636.949.2000 


