Rezumat

Prezenta tezd investigheazii rolul asumdrii utilizirii instrumentelor de mteligenti artificiala
generativi asupra comportamentului consumatorului pe retelele sociale online, intr-un context marcat
de adopfia acceleratd a tehnologiilor IA in comerful prin refelele sociale online si de cerinte
reglementare tot mai stricte privind transparenta algoritmicd. Cercetarea adopti o abordare mixti,
integrind o etapd calitativd exploratorie, realizat} prin interviuri in profunzime cu experti in
marketing, §i o etapi cantitativi confirmatorie pe un esantion de 614 consumatori romani distribuit
intre un grup fard asumare IA si un grup cu asumare IA, 51 testeazii un model conceptual integrat,
fundamentat pe modelele clasice de adoptare tehnologici (TAM, S-O-R, UTAUT2 hedonic) extinse
cu Teoria cognitiva sociald §i Modelul cunoasterii persuasimii (PKM). Modelul cuprinde cinci
constructe latente: angajament experiential IA, utilitatea perceputi a IA, interactiunea si angajamentul
social, autoritatea perceputi a tendingelor §1 intenfia de cumpdrare sociali, validate prin analizi
factoriald confirmatorie, modelare cu ecuatii structurale (SEM-MLR) si analizi multi-grup (MGA) cu
testarea secventiald a invarianfei masuritorii. Descoperirea centrald a cercetirii este dominanfa
interactiunii sociale ca predictor principal al intentiei de cumpirare, in ambele conditii experimentale,
rezultat care contrazice predicfia modelului TAM clasic privind dominanta utilititii percepute i
susfine necesitatea integririi modelelor de adoptare tehnologicd cu teorii sociale §i persuasive.
Asumarea IA nu reconfigureazi structural mecanismul predictiv, dar genereazi un efect cumulativ
semnificativ asupra puterii explicative a modelului si reduceri descriptive medii ale increderii in
tendinfe si ale intenfiei de cumpdrare — pattemn compatibil cu varianta slabi a Modelului Cunoasterii
Persuasive. Rezultatele oferd o bazii empirici pentru infelegerea efectelor asumirii IA in comertul
prin refelele sociale si deschid perspective teoretice §i manageriale pentru un domeniu in plind
transformare.
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Summary

This thesis investigates the role of disclosing the use of generative artificial intelligence tools on
consumer behavior on online social networks, within a context marked by the accelerated adoption of
Al technologies in social commerce and increasingly stringent regulatory requirements regarding
algorithmic transparency. The research adopts a mixed-methods approach, integrating an exploratory
qualitative stage, conducted through in-depth interviews with marketing experts, and a confirmatorv
quantitative stage based on a sample of 614 Romanian consumers, divided between a non-Al
disclosure group and an Al disclosure group. It tests an integrated conceptual model grounded in
classical technology adoption frameworks (TAM, S-0-R, UTAUT?2 - hedonic motivation), extended
with Social Cognitive Theory and the Persuasion Knowledge Model (PKM). The model comprises
five latent constructs: Al experiential engagement, percetved usefuiness of Al, social interaction and
engagement, perceived authority of trends, and social commerce purchase intention, validated through
confirmatory factor analysis, structural equation modeling (SEM-MLR), and multi-group analysis
(MGA) with sequential measurement invariance testing. The central finding of the research is the
dominance of social interaction as the primary predictor of purchase intention in both experimental
conditions. a result that contradicts the classical TAM prediction regarding the dominance of
perceived usefulness and supports the need to integrate technology adoption models with social and
persuasive theories. Al disclosure does not structurally reconfigure the predictive mechanism but
generates a significant cumulative effect on the model’s explanatory power, alongside moderate
descriptive decreases in trust in trends and purchase intention—a pattern consistent with the weak
form of the Persuasion Knowledge Model. The results provide an empirical foundation for
understanding the effects of Al disclosure in social commerce and open up theoretical and managerial

perspectives for a rapidly evolving field.
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