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[Abstract] To address the disconnection between technology adoption and practical implementation in
AIGC—enabled brand marketing, this paper builds an extended framework based on the classic TAM model by
adding variables of Al content relevance and Al content trust. Through literature review, case studies, and empirical
research, it analyzes the empowerment mechanism of AIGC in the entire marketing chain and proposes optimization
strategies. Empirical results show that Al content relevance and trust indirectly affect user attitudes and behavioral
intentions through perceived ease of use and usefulness, with all paths being significant. This validates the effectiveness
of the extended model and provides references for theoretical innovation and practical implementation.
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