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Abstract

This study empirically investigates dynamic shifts in consumer sentiment, focusing on Coca-Cola’s
Al advertising initiatives. Grounded in the S-O-R model, the research analyzed 9,842 YouTube
comments using XLM-RoBERTa and TF-IDF methodologies. The findings reveal a "Paradox of Al
Marketing": despite technical improvements in the 2025 campaign, advertisements triggered a
statistically significant increase in both the volume of critical sentiment and the level of public
resonance, compared to the 2024 introductory phase. Notably, consumer resistance underwent
a "gqualitative transition,” shifting from visually driven "technical aversion" to deeper
"authenticity-based criticism" concerning the erosion of brand identity and heritage. These
findings suggest that when consumers perceive Al advertising as "soulless automation,” it can
inflict critical damage on brand equity. The study concludes that future Al marketing must
strategically balance technical efficiency with the preservation of brand heritage.

Keyword
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