Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong

School of Communication, Hong Kong Baptist University (2026). Published by The Chinese University of Hong Kong Press.
ALL RIGHTS RESERVED

(REmEAELT]) . (8) %758 (2026) : 119-143
https.//d01.org/10.30180/CS.202601_(75).0005

e

-

X

VR s B 1 S BTRE AT

FIBES - SRS~ Wl

SR SE T By B B L BREET - rP kB

" T B A L B BRLOR ER » RSO o b

© FE A Y o o) 37 AR A SCBRLAL ErB B B R B Dy > SRR > SRIFEN > FEE P
12 Bk 385 ke S b B By o H T o DR PG R

W&

& R XA LF E (artificial intelligence, AT) 7% B 4% & 345 £) 3% 38 49 %
REHBR B ABIABAAM] (BRI ALEHREL -
RAERDIMEZFHHREAEE R GA T2l R BRI AR
BB AR 393% A AR AIF S BWY AR - 3
TEEHEANKERGBEF LR 225 H A LB ER R AL

FIHE - BR5E BT8R 5 S B2 BRI oy B 500 ~ i ot T A A 2 [ L8 2 e It
A58 B B A A BT S AT 2E B o ﬁﬁjﬁ!@ ORI AL A - R AR -
FR TS - A E o B : bailong@dgut.edu.cn

IR > F5 2 PG R R 7 R B N SC LA B B B R B B LN - B
B fE RRAERE - EEAT A AL e B A S JEU B AR 5 SO R o
p129446 @siswa.ukm.edu.my

U > E[JE B R 2 R B S A b BRAEAS E pe (ERR BB R RIS o DT LR
FEAC RS BT ZERS - BUAEHE o FEH : dani.fadillah@comm.uad.ac.id

A SCHCH H - 2024 4E8 14 H o fsCHEZ H - 2025484 7 1 H -



Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong;
School of Communication, Hong Kong Baptist University (2026). Published by The Chinese University of Hong Kong Press.
ALL RIGHTS RESERVED

(EFEALERT) - (8) %751 (2026)

NEEHRBKELHBEEL£ER o MARAALEE L RNE (artificial
intelligence generated content, AIGC) iR & 1A i& By 48 A T Bh 572
3 (uncanny valley) ' #9 Bl {L + EBA L ARER LR L HHBAKEWY
REAAE - A RBIRA TR0 TARETHIGR - w R RFEEERL
TRAHK  ABAFHA TR TREAEA  [AALE]F[ATSE
B ey A RIR A A T R3] R o

MaEs ARXAIHE RABEAR  FkiEm - ERAR

120




Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong
School of Communication, Hong Kong Baptist University (2026). Published by The Chinese University of Hong Kong Press
ALL RIGHTS RESERVED

Communication and Society, 74 (2025), 119-143

Research Article

Seeing Is Not Always Believing: A Cognitive
Study on the Authenticity of Deeply Falsified
Images by Generative Artificial Intelligence
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Abstract

Intelligent deception created by deep-fake technology in generative Al
impacts the human tradition of “pictures do not lie” and “seeing is believing”
perception of authenticity. The study evaluates the ability of 229 participants to
discern the authenticity of deeply faked images and reveals that accuracy in
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recognizing Al-generated deepfakes stood at only 39.3%. Differences in gender
and experience with Al skills did not lead to significant differences in screening
levels, but respondents viewing visual content with varied cultural proximity
differed significantly in recognition levels. The study concludes that generative
Al’s deep forgery technology has exceeded the threshold of the “uncanny
valley,” where the loss of information about false cues leads to randomness in
decision-making and increased uncertainty about the perceived authenticity of
synthesized images. If this authenticity crisis is not addressed in the future, the
perception of truth in human society may be subverted, and the social risks of
“information catastrophe” and “reality indifference” may become actualized.

Keyword: Generative artificial intelligence, deep-fake information, intelligent
deception, false information

122



