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rtificia elligence (Al)-generated design images influence consumer
properties, which typically face presentation challenges due to their lack of
g on processing fluency theory, we propose that using Al-generated images increases
terest by providing enhanced visual references, but does not necessarily translate into higher
ntlon because of cognitive dissonance, that is, potential inconsistencies between Al-generated
information and consumers’ real-life experiences. We further propose that the design space and
creative freedom granted to the Al model moderate these effects. Using a large-scale randomized field
experiment on an online real estate platform and two online experiments, we find that Al-generated images
significantly increase initial interest. However, their impact on purchase intention depends on the size of the
design space and level of creative freedom — smaller design spaces and lower creative freedom enhance
purchase intention, while larger design spaces and higher creative freedom lead to weaker or even negative
effects. This research contributes to the literature on generative Al applications in marketing and product
presentation by highlighting how Al’s symbolic information generation and its design parameters shape
consumer decision-making. Our findings provide practical guidelines for the effective implementation of Al-
generated imagery in property marketing.
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