
“Mom, did an AI write this?”

It all started with a simple question from her daughter. “We 
were reading a children’s book together when she suddenly 
asked me: ‘Mom, did an AI write this?’” recalls Dr. Carolin 
Kaiser. “I was stunned. Not just because I didn’t know the 
answer—whether it was written by a human or by an AI—but 
because it showed me something deeper: our children are 

growing up reading texts where we often no longer know the 
origin.” That moment sparked a key question: How is AI shap-
ing consumer behavior, and what does it mean for trust in 
products and brands?

The Silent Invasion of the Bookshelf

Amazon has made publishing easier than ever through Kindle 
Direct Publishing, and AI is taking advantage. In 2024, hun-
dreds of titles credited ChatGPT as co-author. Many more 
likely did not disclose it. By 2025, children’s books with strik-
ingly similar titles, nearly identical storylines, repetitive illus-
trations, and generic author names—most likely produced by 
AI—were climbing Amazon bestseller lists, not in “Children’s 
Literature” but in obscure categories like “Geography Text-
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books,” where competition is low. “It was a clever placement 
strategy, but with highly questionable quality,” explains Dr. 
Kaiser. “And the most surprising part: there is still no obliga-
tion to label such content as AI-generated.”

Humans Preferred

In an online experiment with 1,100 U.S. participants, NIM 
researchers compared reactions to human- versus AI-authored 
books. The results were clear: consumers valued human work 
more highly. Their willingness to read and to pay dropped sig-
nificantly when a book was attributed to AI. The reasons? “Peo-
ple see human creativity as more effortful. And they miss the 
emotional connection when they know something was created 
by a machine,” Dr. Kaiser explains. The same pattern emerges 
in studies on advertising, music, art, and even perfume.

From Search Engine to Answer Engine

Despite skepticism about AI-generated creativity, consumers 
increasingly rely on AI as a shopping advisor. In a study with 
1,500 U.S. participants, one group used Google to complete 
shopping tasks while another used ChatGPT. “The ChatGPT 
group reached better product decisions faster,” Dr. Kaiser 
notes. “But only 12% bothered to check other websites, com-
pared to 73% in the Google group. People said: ‘I feel like 
ChatGPT is thinking for me.’ That’s powerful—but also risky.”

Sponsored Advice

The risk grows once money enters the picture. Perplexity 
already experiments with sponsored answers. NIM explored 
how disclosures shape trust. In a classic touch interface, con-

sumers lost trust once sponsorship was revealed. But in con-
versational settings, trust remained stable even when recom-
mendations were paid. “The more immersive the interaction, 
the less people notice advertising cues,” Dr. Kaiser explains. 

“That’s a huge opportunity for companies—but also a risk for 
consumers.”

What Comes Next

AI-driven commerce is moving fast. In the U.S., Google’s 
“Shop with AI” feature already delivers conversational product 
recommendations, complete with images and purchase links. 
With “Visual Try-On,” consumers can test clothing virtually 
using their own photos. For brands, this means a shift from 
SEO to AEO, Answer Engine Optimization. Authentic, 
in-depth content will matter more than keyword tricks. For 
consumers, it means more convenience but also more respon-

“The search 
engine is disap-

pearing. The 
answer engine is 

emerging.”
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sibility. And the next step is agentic commerce: AI agents that 
autonomously search, compare, and purchase on behalf of 
consumers. Google, Visa, Mastercard, and Perplexity are 
already preparing for it.

A Personal Reflection

Dr. Carolin Kaiser closes her reflections with another story 
from home. “We were reading a book about courage. At the 
end, my younger daughter hugged her stuffed elephant and 
whispered: ‘Don’t be afraid, little elephant. You are a brave ele-
phant.’” That moment made her pause. “Maybe the book was 
written by a human. Maybe by an AI. But ultimately, that 
doesn’t matter. What matters is the emotion it sparked, the 
connection it created.” Her takeaway: “We cannot stop the 
machines. But we can decide who we listen to—and who we 
trust.”
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