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Hypotheses Quick Summary

* Background: Rapid advancements in Al tools for generating realistic  « Photo quality: Al use increases, disclosure decreases * There are online services that will take pictures of a user
images allow users to create convincing photos for online self- . Trustworthiness of person in photo: Al use increases and use them to Al-generate a professional-looking
presentation. disclosure decreases headshot of the user.

* Problem: The use of Al-generated images raises questions about . Attractiveness of person in photo: Al use increases .
authenticity, trustworthiness, and the potential for mild deception disclosure decreases * Ourresults:

« Al-generated profile pictures look better (to

* Objective: To investigate how people perceive Al-generated profile participants) than professional headshots
* Disclosure that they are Al-generated lowers

pictures, especially when the Al origin is disclosed. Example Stimuli
perceived quality
A | . * Use of Al does not reduce trust or attractiveness of the
Methods 0. | Al user

Sample
Results

Effect of image source Effect of disclosure

p=.31 p=.31 p=.86 p = .66

* Participants: 817 U.S. adults, quota to census demographics

Stimuli

* Images: Generated using the Remini app, compared against
professional photos

* Variants: 12 diverse subjects

* Disclosure: Images labeled either as Al-generated or not
Procedure

e 2x2 factorial experiment with repeated measures.

 Participants evaluated three photos, all within the same
experimental condition.

* Ratings on photo quality, attractiveness, and trustworthiness.
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