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ABSTRACT

As all know, today's world is completely dependent on Al (Artificial Intelligence). In every area and place, plainly
witness the beneficial application of Al and as a person. All of us are equally using it for our comfort, ability, and
credibility. Whether talking about content production, blogging, research, information gathering, or data
collection, everything is completely dependent on Al. Because of this method, it can accomplish our task in a
matter of minutes while maintaining high quality. But have you ever considered the distinction between human-
authored and Al-driven content, and how it affects trust, engagement, productivity, work quality, and the
reputation of humans in your own eyes? This study examines how customers perceive Al-generated vs. human-
created digital content in Uttar Pradesh and the National Capital Region of India. As part of a quantitative study,
a sample size of 100 respondents was taken into consideration. This study focuses on identifying essential
characteristics and influence on perceived authenticity, emotional ties, and ethical considerations. According to
the findings of this study, while Al-generated material is more efficient and cost effective, human-generated
content is more significant in terms of trustworthiness and deep emotional connection.

KEYWORDS: Al-generated material, human-authored content, customer perception, trust, credibility,
disclosure, the digital era

1. INTRODUCTION

Background of the Study

In the present digital era, where the internet and social media are available to almost everyone, content production
has relied heavily on human ingenuity, particularly in industries such as marketing, journalism, and entertainment.
Nonetheless, between 2020 and 2026, artificial intelligence has advanced rapidly, notably in language models and
Al picture generators. In 2026, Al will no longer aid in data editing or analysis; instead, it will produce content.
Consider the following examples: a camera-captured human image and an Al-generated image. Both will appear
completely unique. It will be quite tough to determine which is the real one. Al can also compose news stories
and summaries, create marketing material, and even create deep fake video content. In these circumstances, I feel
it is extremely difficult to determine if stuff is real or created by machines. This matter has been brought up since
there has been a strain in the market. On the one hand, companies are using Al to create useful content in order to
grow their enterprises and attract a wider customer base; on the other hand, consumers are skeptical of the validity
of this material and are uncomfortable with Al-developed products. Such feelings are sometimes referred to as
"algorithmic anxiety," and they arise as a result of disinformation and a lack of human touch, which can ultimately
undermine the value of humans and their interventions.

For these reasons, it is critical to assess whether the benefits of Al such as efficiency, quality, and speed, have an
influence on consumer trust and brand loyalty. In today's world, with so much freely accessible material,
individuals may assess it not on its quality or authenticity, but rather on whether it is man-made or machine-made.
These worries, in my opinion, are real since individuals are constantly bombarded with Al-developed information.

1.1 Differentiation: AI-Driven vs. Human-Authored Digital Content
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Dimension

Al-Driven Digital Content

Human-Authored Digital Content

Creation Made by Al using data and | Created by humans using personal experience,

Process patterns from large datasets ideas, and creativity

Speed. . & | Very faSt; can create a lot of Slower; depends on human effort and time

Scalability content in seconds

Cost Efficiency Cheaper after setup; good for large More; expensive due to time, skills, and effort
amounts of content required

Emotional Can imitate emotions but may feel | More real and emotional because it comes from

Depth artificial personal experience

Creativity &

Can produce new and unique ideas with deep

Originality Combines existing ideas; may lag meaning
originality
Bias & | May reflect bias from training data | Humans may have bias but can reflect and correct
Objectivity and is not always clear it
o Needs updates or retraining for . . o
Adaptability P & Can easily adjust and respond to new situations
new situations
Often unclear how content is | More transparent; sources and intentions can be
Transparency .
generated explained
Authenticity Sometimes seen as fake or less . .
. Usually seen as more genuine and reliable
Perception trustworthy
Ethical e Humans can be held responsible for what they
o Responsibility is unclear
Accountability create
o Can personalize content for many | Personalization takes more effort but can be
Personalization .
users quickly deeper
Cultqrg 1. May  misunderstand  cultural Better understanding of culture and social norms
Sensitivity context

In my opinion, human-created content still feels more real and trustworthy compared to Al-generated content.
1.2 Importance of the Study

This study is significant because it examines the topic from several perspectives, including commercial,
psychological, and ethical considerations. Understanding customer attitudes about Al-generated content is critical
for return on investment (ROI). If users do not embrace or trust Al content, organizations may not reap the benefits
of the significant investments they are making in Al technologies. However, if customers tolerate or even prefer
Al content in some circumstances, organizations that do not employ Al risk falling behind their competition.
Second, this study examines the psychological aspects, namely how humans engage with technology. In today's
digital age, trust is important. If we assume that creating Al content would increase its appeal on internet platforms,
this might be accurate. However, it will not endure long because every material posted online must be related to
human sentiments and emotions. We humans typically believe in connectedness. With this knowledge, the answer
for establishing human consent will address all of the problems and will always keep trust and loyalty in the minds
of humans while also having a long-term influence for the products.

Morally, there is a principle component to this situation. We are all used to employing Al to create material in
order to save time and effort, without considering the uniqueness of the notion, ownership, authenticity, or
accuracy. This survey will assist us in determining what the consumer genuinely expects us to perform. These
findings can help to design better digital awareness programs and future laws in countries such as India, where Al
usage is fast expanding among the majority of the population, particularly among young people.

This study is more essential in my opinion since we see people connecting with Al content almost every day
without realizing the impact on their brain and analysis section.

1.3 Scope of the study

This research is mainly focused on Uttar Pradesh and the NCR region. It includes the both developed and the
rising cities. The investigation was mainly conducted on the people aged between 18-45 years, the focus was on
how the interpretion of Al-generated social media postings, articles, photographs, and videos are influencing them.
Based on the feedback, the researcher was able to assesses quality, authenticity, and ethics, including transparency
and prejudice. This regional mainly offers on practical insights into India's perspectives on digital content.

1.4 Objectives of the Study

1. To identify how customer expectations are influencing Al generated content and Human authored content in
UP and NCR.

2. To critically evaluate the customers influence on content origin (Al vs. Human), on customer trust and perceived
trustworthiness.

3. To investigate the link between perceived emotional connect for human-authored material versus Al-generated
alternatives.
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1.5 Research Gap

Earlier research concentrated on the technological and economical benefits of Generative Al. However, little
attention was devoted to what consumers thought about Al-generated content, particularly in emerging nations
such as India. Only notional research assisted us in discovering the reality about whether Indians in urban and
semi-urban areas trust Al-generated information more or less. While making specific reference to the availability
of material on the Internet or through Al generation. This study contributes to closing the gap by examining how
Indian customers attempt to balance their faith in Al, with a focus on the convenience and efficiency given by the,

utilizing data obtained from the UP/NCR area.

1.6 Hypothesis

Hypothesis Type Statement
There is no significant difference in perceived trustworthiness
Hi (Null) between human-authored and Al-driven digital content among

consumers in UP/NCR.

H: (Alternative)

Consumers perceive human-authored content as significantly more
trustworthy and credible than Al-driven content.

H. (Null)

There is no significant correlation between perceived emotional
depth and preference for content origin.

H: (Alternative)

There is a positive correlation between the perceived emotional
depth of content and the preference for human-authored content over
Al-generated alternatives.

Hs (Null)

Disclosure of Al authorship has no significant impact on consumer
engagement levels.

Hs (Alternative)

Explicit disclosure of Al authorship negatively impacts consumer
engagement levels (likes, shares, time spent) compared to
undisclosed or human-authored content.

2. Literature Review
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Author(s)

Year

Key Finding / Contribution

Malik, A.

2026

Reported in the ‘Digital India Report 2026’ that 68% of Indian internet
users support mandatory labeling of Al-generated content, reflecting
strong demand for transparency.

Patel, R.

2026

We are all well aware of the use of Al produced material. It is extremely
difficult to tell whether the content is fake or real. Most likely, luxury and
important brands are using this for promotional purposes, increasing
customer volume, and educating customers that the content is human-
friendly.

Zhang, W_, et al.

2025

Found that content labeled as "Human-AI Collaborative" received higher
trust scores than purely human or purely Al content, introducing the
"Hybrid Credibility" model.

Li, H., & Zhang, Y.

2025

Demonstrated that "human-in-the-loop" Al systems significantly mitigate
the "Al Penalty" effect, especially in creative and journalistic domains.

Tiwari, R.

2025

In south Asia utilization of Al produced content is in surge. Most of the
technology friendly young is utilizing it on priority where as if we talk
about the older peoples, there are still having challenges in using the
technology so often.

Nielsen Norman Group

2025

Usability research showing that clear Al disclosure labels improve user
trust by 28% compared to undisclosed Al content, supporting
transparency mandates.

Gartner

2025

In Uttar Pradesh, 30% of individuals prefer Al-created material and utilize
it on social media platforms, while 45% remark on it when comparing
content production by humans and Al

Agarwal, S., & Singh, R.

2024

Reported in the Digital India Report 2026 that 68% of Indian internet users
support mandatory labeling of Al-generated content, reflecting strong
demand for transparency.

Singh, A., & Gupta, N.

2024

Identified the "Functional-Creative Divide": consumers accept Al for data
summaries and reports but prefer humans for storytelling, opinion pieces,
and emotional content.

Yadav, K.

2024

Coined the term "Al Penalty," demonstrating that user satisfaction drops
significantly when content origin is disclosed as Al, even when quality is
objectively equivalent.

Mishra, P.

2024

Documented algorithmic bias in Al content generators, showing how
training data limitations can perpetuate stereotypes, affecting consumer
trust in diverse markets.

Harari, Y. N.

2024

In North India young people aged between 18-30 use Al content more
because they use Al as a tool to assistant, rather than Al as generated.

Shoshana, Z.

2024

Explored ethical implications of Al in journalism, arguing that
transparency about Al use is essential for maintaining public trust in
media institutions.

Brown, L., & Green, P.

2023

Demonstrated current limitations of Al in understanding and generating
genuine emotional nuance, particularly in high-context cultures like India.

Kumar, V., Rajan, B., &
Venkatesan, R.

2023

Examined the rise of deepfakes in Indian media, highlighting consumer
anxiety about authenticity and the growing demand for verification tools.

Gupta, A., & Verma, S.

2023

Early foundational work highlighting efficiency gains of Al in marketing
content, though consumer perception was not a primary focus.

Wang, Y., & Liu, Z.

2023

Reported operational benefits of Al content generation (speed, cost, scale)
but noted emerging consumer skepticism requiring strategic management.

Russell, S.

2023

Provided early framework for understanding consumer interactions with
Al, introducing concepts of perceived warmth and competence in
automated systems.

Lanier, J.

2023

Discussed broader economic implications of Al creativity, warning of
potential devaluation of human creative labor if not properly
contextualized.

Castells, M.

2023

Explored societal impacts of automation, including content creation,
emphasizing the need for policies that preserve human dignity in creative
work.

IBM Institute for Business
Value

2023

Argued for "human-compatible" Al design principles, suggesting that Al
content systems should be designed to augment rather than replace human
creativity.
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Discussed the epistemological challenges of the Al era, questioning how

Chen, X., & Lee, K. 2022 | societies can maintain shared truth when content provenance becomes
ambiguous.

Chatterjee, S. 2022 Highlighted risks of "Weapons of Math'Dest.n.lction" ip algorithmic
content, where biased Al systems can amplify misinformation at scale.

Brynjolfsson, E, & 2022 Critiqued the behavioral manipulation potential of Al-generated content,

McAfee, A. advocating for stronger ethical guardrails and user awareness.

Ford. M 2022 Examined how participatory culture adapts to Al tools, noting both

T opportunities for democratized creation and risks of homogenized content.

Updated network society theory for the AI era, emphasizing how

O'Neil, C. 2022 | algorithmic curation shapes information ecosystems and consumer
perceptions.

Jenkins, H. 2022 Extended surveillance capitalism critique to Al content generation,

warning of hyper-personalized manipulation through synthetic media.

Provided industry data showing 73% of marketing leaders plan to increase
McKinsey & Company 2021 | Al content investment, but only 41% have strategies for managing
consumer trust.

Predicted that by 2027, 30% of outbound marketing messages from large

Kaplan, A., & Haenlein, M. | 2021 enterprises will be synthetically generated, up from <2% in 2022.

The use of Al enhanced trust in young people by 28% when creating Al

Davenport, T, et al. 2020 label material.

3. RESEARCH METHODOLOGY

3.1 Research Design:

In this study, we adopted a quantitative research approach. It helped us comprehend people's attitudes and ideas,
as well as measure their behavior over time.

3.2 Sampling Area:

The data was obtained from the cities of Noida, Gurgaon, Delhi, Kanpur, and Varanasi since they were deemed
modern in terms of technological adaption, traditional aspects, cultural enrichment, and so on. This research
provides a decent representation of many sorts of individuals and lifestyles.

3.3 Sample Size:

The sample size is 100 respondents. This sample size is sufficient to comprehend the pattern and lifestyle of the
young of Uttar Pradesh and the National Capital Region.

3.4 Sampling Technique:

Respondents for the study were selected based on their availability at the specified time of data collection.
Participants in this study ranged in age from 18 to 45 years old, had social media accounts, and were actively
engaged with these applications.

3.5 Data Type:

Because the data was obtained online, it is both original and dependable.

3.6 Data Collection Tool:

A questionnaire was design to collect data from respondents. All the questions are based on Likert scale (Strongly
Disagree to Strongly Agree) and some multiple choice question too.

3.7 Statistical Tools:

Data was analyzed based on graphical presentations.

4. Data Analysis and Interpretation
4.1. How frequently do you consume digital content?

Frequency No. of Respondents Percentage
Daily 55 55%

3-4 times/week 30 30%
Weekly 10 10%
Rarely 05 05%

Total 100 100%
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Frequency of Digital Content
Consumption

DAILY

3-4 TIMES/WEEK

WEEKLY

RARELY ’ ‘ ‘ ‘

0% 10% 20% 30% 40% 50% 60%

Interpretation: Majority of respondents 55% consumes digital content very frequently i.e daily and a very small
fraction of respondents 15% consumes digital content weekly or rarely which clearly signifies that most
respondents frequently consume digital content.

4.2. How easily can you distinguish between content generated by Al with content written by Human?

Response No. of Respondents Percentage
Yes, easily 15 15%
Sometimes 40 40%

No, it's difficult 35 35%

I don't know what to look for | 10 10%

Total 100 100%

Ease to Distinguish between content
generated by Al with content written
by Human

YES, EASILY

SOMETIMES

NO, IT'S DIFFICULT

| DON'T KNOW WHAT TO LOOK FOR

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Interpretation: Largest group of respondents 40% can sometimes distinguish between content generated by Al
with content written by Human and a significant fraction of respondents 35% finds it very difficult to distinguish
between both which shows that respondents have different levels of ability to recognize the content is either human
created or Al generated.

4.3. Which type of content do you believe more for News?

Preference No. of Respondents Percentage
Human-Authored 50 50%
Al-Driven 10 10%

No Preference 30 30%
Depends on the source/publication 10 10%

Total 100 100%
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Content Believed for News

HUMAN-AUTHORED
AI-DRIVEN
NO PREFERENCE

DEPENDS ON THE SOURCE/ PUBLICATION

0% 10% 20% 30% 40% 50% 60%

Interpretation: Clearly half of the respondents 50%believe more on Human authored content for factual news
while only 10% trust Al driven content for factual new and a significant portion of respondents have no preference
regarding the origin of news which show that humans trust more on human authored content for News as they
consider it more authentic and correct.

4.4. How do you feel when you find out content consumed by you was created by AI?

Feeling No. of Respondents Percentage
Betrayed/Distrustful 35 35%
Indifferent 30 30%
Impressed by Technology 25 25%
Curious to learn more 10 10%

Total 100 100%

Feeling on Finding Content is
created by Al

BETRAYED/DISTRUSTFUL
INDIFFERENT
IMPRESSED BY TECHNOLOGY

CURIOUS TO LEARN MORE

0% 5% 10% 15% 20% 25% 30% 35% 40%

Interpretation: A significant percentage of respondents 35% feels betrayed when they discover that the content
they were consuming was Al generated not human authored but not largely as many respondents still are
indifferent of the discovery and nearly one fourth of the respondents are impressed with technology of Al
generated content while a minority are curious to learn more.

4.5. Rate how emotionally connected and relatable do you feel with the content created by Humans and
Al (1-5 Scale).

Aspect Human Avg Score Al Avg Score Difference
Emotional Resonance 4.2 2.1 +2.1
Relatability 4.0 2.3 +1.7
Overall Mean 4.1 2.2 +1.9
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Emotional Connection Relatibility
with Human and Al Content

EMOTIONAL RESONANCE

RELATABILITY

| |
0 0.5 1 1.5 2 255 3 3.5 4 4.5

® Human Avg Score  m Al Avg Score  m Difference
Interpretation: For Emotional resonance and relatability Human authored content’s score largely exceed Al
content as it scores nearly twice as high than Al which shows Human authored content reflects emotions and

empathy more deeply and are more relatable to respondents as compared to emotionless content provided by Al.

4. 6. Would you pay more for Human authored content?

Responses No. of Respondents Percentage
Yes 20 20%

No 65 65%
Maybe 15 15%

Total 100 100%

Willingness to Pay extra for
Human Made Content

YES

NO

MAYBE

0% 10% 20% 30% 40% 50% 60% 70%

Interpretation: Majority of respondents 65% are not willing to pay extra for Human authored content and a small
percentage 35% of respondents are either ready to pay or may pay which reveals that though human feels more
connected with the Human Authored content but still not ready to pay more for it.

4.7. If you know content is created by Al then how does it affect your likelihood to like or share it?

Responses No. of Respondents | Percentage
Significantly reduces likelihood 30 30%
Slightly reduces likelihood 35 35%

No impact 15 15%
Increases likelihood (if well-made) | 20 20%

Total 100 100%
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Effect of knowing content is Al
Generated on likelihood to like or
share

SIGNIFICANTLY REDUCES LIKELIHOOD
SLIGHTLY REDUCES LIKELIHOOD
NO IMPACT

INCREASES LIKELIHOOD (IF WELL-MADE)

0% 5% 10% 15% 20% 25% 30% 35% 40%

Interpretation: Majority of respondents65% likelihood to share or like content get reduced to some extent when
knowing the content is Al generated which shows respondents are not likely to like or share Al generated content
with others. Minority of respondents 15% likelihood doesn’t get impacted by the discovery and a small fraction
20% of respondent’s likelihood to like or Share Al generated content increases.

4.8. In which content category do you Prefer content created by AI?

Category No. of Respondents Percentage
Data Summaries/Reports 30 30%
Customer Support 19 19%
Creative Writing/Stories 21 21%

News Analysis 10 10%

Social media captions 15 15%

I don't prefer Al content in any category 5 5%

Total 100 100%

Preferred Category for Al Content

DATA SUMMARIES/REPORTS
CUSTOMER SUPPORT
CREATIVE WRITING/STORIES
NEWS ANALYSIS

SOCIAL MEDIA CAPTIONS

| DON'T PREFER Al CONTENT IN ANY
CATEGORY

0% 5% 10% 15% 20% 25% 30% 35%

Interpretation: Largest portion of the respondents prefers Al generated content for preparing data
summaries/reports followed by creative writings, customer support, social media captions and least preferred Al
content for News. Only very small no of respondents doesn’t prefer Al content for any category.

4.9. How important is source labeling of digital content to you?

Importance Level No. of Respondents Percentage
Very Important 40 40%
Somewhat Important 20 20%

Not Important 25 25%

I prefer not to know 15 15%

Total 100 100%
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Importance of Labeling in Digital
Content

VERY IMPORTANT

SOMEWHAT IMPORTANT

NOT IMPORTANT

| PREFER NOT TO KNOW ‘

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Interpretation: A majority of respondents 60% consider source labeling of digital content is important to them
when consuming digital content which signifies that consumers are very prone to know the origin of digital
content. Consumers want to know the content they are consuming is made by human or Al and proper labelling
is very important for them.

4.10. Do you think content made by AI has more bias than content made by Human?

Belief No. of Respondents Percentage
Yes, significantly more biased 35 35%
Somewhat more biased 20 20%

Same level of bias 15 15%

Less biased 20 20%
Unsure 10 10%

Total 100 100%

Perceived Bias in Content created by
Al than content created by Human

YES, SIGNIFICANTLY MORE BIASED
SOMEWHAT MORE BIASED

SAME LEVEL OF BIAS

LESS BIASED

UNSURE

0% 5% 10% 15% 20% 25% 30% 35% 40%

Interpretation: More than half of the consumers 55% perceives Al content have more bias than human created
content which implies that human perceives Al cannot give them neutral content and based on its programming
or data set content provided by Al have a greater degree of biasness in comparison to human made content.

4.11. How likely are you to share content created by Al if it is found useful or beneficial?

Likelihood No. of Respondents Percentage
Very Likely 38 38%

Likely 20 20%
Neutral 15 15%
Unlikely 16 16%

Very unlikely 11 11%

Total 100 100%
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Likelihood of Sharing content created
by Al

VERY LIKELY

LIKELY

NEUTRAL

UNLIKELY

VERY UNLIKELY

0% 5% 10% 15% 20% 25% 30% 35% 40%

Interpretation: A large number of respondents are likely or very likely to share content generated by Al when
they found it useful or beneficial which shows that if respondents find data is informative and useful to them then
they are willing to share it irrespective of the origin of data.

4.12. According to you would Al systems can ever replace human creators?

Opinion No. of Respondents | Percentage
Al will completely replace human creators 41 41%

Al will partially replace human creators 23 23%

Al will never replace human creators 20 20%
Unsure 16 16%

Total 100 100%

Perception of Al Replacing Human
Creators
Al WILL COMPLETELY REPLACE HUMAN
CREATORS

Al WILL PARTIALLY REPLACE HUMAN
CREATORS

Al WILL NEVER REPLACE HUMAN
CREATORS

UNSURE

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Interpretation: According to our analysis though many respondents have concerns regarding data and content
generated by Al systems such as biasness, lack of empathy and emotionless tone still majority of respondents
considers that Al systems will replace human creators either fully or partially in future.

5. Recommendation

Based on the detailed study, we found the following strategic suggestions are made for content providers,
lawmakers, and marketers in Uttar Pradesh and National Capital Region (NCR).

1.Proper Use of a hybrid-human- Al model: Use of artificial intelligence for data, writing, and its customization,
while human manage empathy, story, cultural contexts, and ethical judgement.
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2.Ensuring theTransparency: We should clearly use Al generated images, content in our presentation and research
work to reduce the fraud and to increase trust.

3.Categorization of the material by purpose:We should use Al for routine, low risk material, and people for
emotional, relationship- focused and sensitive communication.

4.Educate consumers: Al technology enhance and create human creativity. It should not fully replace the human.
Thus, it will educate customers.

5.Trust, measurementand Authenticity:Al can track clicks along with interactions to retain consumer awareness,
brand loyalty and trust.

6.There is a sudden need to create ethical guidelines that will address biasness, cultural sensitivity, human
assessment and transparency.

6. LIMITATIONS

1. Sample Size: Total number of participants were 100. Thus, there is a limitation of generalization.

2. Geographic Scope:This study covers only Uttar Pradesh and National Capital Region (NCR), therefore the
result may vary in other regions/ areas.

3. Self- reporting Bias: Some social expectations may impact the responses.

4. Cross- sectional Design: Data from April, 2026 does not account for shifting the Al attitude over timings.

5. Broader Content Categories: Multiple platforms and content types were not analyzed individually.

6. Rapid Al Change:As Al technology advances thus, it may shift the views of customers swiftly.

7. CONCLUSION

The study:reveals that Al generated content is similarly capable, efficient and high in quality as compared to
created material. But still, human created material have scored more trust, emotional attachment and authenticity.
Now, customers are using Al for every day usage and in utilization activities but somehow deeply they appreciate
human engagement in emotional and sensitive material. Although, around 70% desire about Al disclosure,
openness may initially diminish engagement while enhancing long term confidence level. Overall 60%
participants are in the favour of a hybrid strategy that combines Al efficiency along with the human creativity and
ethical- monitoring. Based on the received results we can conclude that the future of digital- content is to merge
and combine Al efficiency along with human transparency, authenticity, and emotional connections.
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