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Abstract

The integration of Generative Artificial Intelligence (Gen-Al) into brand visual
communication presents a fundamental conflict between operational efficiency and the
established principles of brand authenticity and consumer trust. This master's thesis
investigates the impact of Gen-AlI-driven visual communication on consumer trust within the
Georgian social media landscape.

The study employs a quantitative research methodology, utilizing a questionnaire
administered to Georgian consumers. The research instrument was designed to measure the
ability to distinguish Al-generated content, assess attitudes towards its use by brands, and
evaluate the effect of disclosure on trust.

The research reveals a significant gap between consumers' self-perceived confidence
and their actual ability to identify Al-generated visuals. A general skepticism towards brands
using Al was observed. Crucially, the findings establish a clear hierarchy of trust: human-
created content is trusted most, followed by disclosed Al-generated content, with undisclosed
Al use being trusted the least. This underscores that the act of concealment, rather than the
use of technology itself, is the primary driver of trust erosion.

The thesis argues that in the era of Gen-Al, transparency transcends its ethical and
regulatory role to become a strategic asset. By openly disclosing the use of Al, brands can signal
integrity and respect for the consumer, transforming a potential risk into a form of "cultural

capital" that reinforces trust.

Keywords: Generative Al, Brand Authenticity, Consumer Trust, Visual Communication, Al

Transparency, Social Media.
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