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Abstract. This study explores how the format of explanations used
in artificial intelligence (AI)-based services affects consumer behavior,
specifically the effects of explanation detail (low vs. high) and consumer
control (automatic vs. on demand) on trust and acceptance. The aim
is to provide service providers with insights into how to optimize the
format of explanations to enhance consumer evaluations of AI-based ser-
vices. Drawing on the literature on explainable AI (XAI) and informa-
tion overload theory, a conceptual model is developed. To empirically
test the conceptual model, two between-subjects experiments were con-
ducted wherein the level of detail and level of control were manipulated,
taking AI-based recommendations as a use case. The data were analyzed
via partial least squares (PLS) regressions. The results reveal significant
positive correlations between level of detail and perceived understanding
and between level of detail and perceived assurance. The level of control
negatively moderates the relationship between the level of detail and
perceived understanding. Further analyses revealed that the perceived
competence and perceived integrity of AI systems positively and signifi-
cantly influence the acceptance and purchase intentions of AI-based ser-
vices. This research offers service providers key insights into how tailored
explanations and maintaining a balance between detail and control build
consumer trust and enhance AI-based service outcomes. This article elu-
cidates the nuanced interplay between the level of detail and control over
explanations for non-expert consumers in high-credence service sectors.
The findings offer insights into the design of more consumer-centric ex-
planations to increase the acceptance of AI-based services.
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1 Introduction

This study investigates how the format of explanations in artificial intelligence
(AI)-based services shapes consumer perceptions and behaviors. Specifically, it
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examines the effects of explanation detail (low vs. high) and consumer control
(automatic vs. on-demand) on perceived understanding, assurance, trust, accep-
tance and purchase intention. By doing so, the study aims to provide actionable
insights for service providers seeking to optimize explanatory strategies that en-
hance consumer evaluations of AI-based services in high-credence contexts.

2 Method

Building on research in explainable AI (XAI) and information overload, a con-
ceptual model was developed [1, 8]. Two between-subjects experiments were
conducted, manipulating explanation detail and consumer control in the con-
text of AI-based services. Data was analyzed using partial least squares (PLS)
regression to assess direct, moderating and mediating effects.

3 Results

The results reveal that detailed explanations significantly improve perceived un-
derstanding and assurance, which in turn enhance consumer trust, acceptance
and purchase intention. Importantly, consumer control over explanations nega-
tively moderates the relationship between detail and understanding: when con-
sumers are given high control, the benefits of detailed explanations diminish,
likely due to perceived information load. The analyses further show that per-
ceived assurance emerges as a key antecedent of trust, enhancing perceptions of
AI competence and integrity.

4 Discussion and conclusion

This study makes four contributions. First, it advances a consumer-centric per-
spective on XAI, highlighting explanations as a mechanism to reduce resistance
to AI in high-credence services [2, 3]. Second, it extends the literature on infor-
mation overload by showing that detailed explanations can increase trust and
acceptance when consumer control is limited, challenging assumptions that de-
tail necessarily overwhelms consumers [5]. Third, it identifies perceived assurance
as a critical mediating mechanism linking explanations to trust, thus extending
prior work on XAI and trust formation [4]. Finally, it offers a nuanced account
of how the dimensions of trust (competence, integrity and human centricity) are
shaped by explanation design. For managers, the findings highlight the impor-
tance of tailoring explanatory strategies by balancing detail with control. Service
providers should prioritize clear, detailed explanations that reveal the rationale
behind AI services while carefully managing the degree of consumer control.
This research contributes to the emerging discourse on consumer-centric XAI
by elucidating the interplay between explanation detail and control, particularly
in high-credence services where consumers rely heavily on provider expertise.
By demonstrating the important role of perceived assurance in trust formation,
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the study offers new insights into designing explanations that inform and also
reassure consumers, thereby increasing their acceptance of AI-based services [6,
7].
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