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Abstract

This paper aims to examine the effect of Al framing (i.e., Scientific Al vs Magic Al)
on consumers' product evaluation. This study shows that scientifically framed Al
technology may be more beneficial to appeal to product evaluation when objective
product properties (e.g., functionality) become important. However, the positive effect
of scientific Al framing was diminished when subjective product properties (e.g.,
personal taste) became important. We found that the effect of Al framing on product
evaluation can be mediated by the perceived lack of Al transparency and moderated by
product type (uniqueness versus performance-oriented product).
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