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[Abstract]

This study empirically examines how the creativity and playfulness of artificial intelligence (Al)-branded content influence
brand attachment through the sequential mediation of flow experience and self-expressive benefit. Using stimuli from a fictional
contemporary fashion brand, VOLTE, a between-subjects experiment was conducted to compare two Al-branded content types: a
realistic lookbook film (Type A) and a surrealist art film (Type B). Both creativity and playfulness had positive effects on flow
experience, and the sequential mediation path from flow experience to self-expressive benefit and brand attachment was
statistically significant. Type B generated significantly higher consumer responses than Type A in terms of creativity perception,
self-expressive benefit, and brand attachment. By focusing on creativity and playfulness, characteristics that consumers directly
perceive while experiencing Al visual content, this study extends prior branded content research into the context of generative
Al-based fashion content.
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Al Branded Content Characteristics

Creativity Playfulness

H1-1(+\ /H1-2(+)

Flow Experience

l H2(+)

Self-expressive Benefits

l H3(+)

Brand Attachment

D e T

H4:
Serial Mediation Effect

81, A2y
Fig. 1. Research model

1. A7

Table 1. Research hypotheses

Hypothesis Content
Hi—1 Creativity has a positive (+) effect on flow
experience
T Playfulness has a positive (+) effect on flow
experience
Ho Flow experience has a positive (+) effect on
self-expressive benefit
Self-expressive benefit has a positive (+) effect on
H3
brand attachment
Flow experience and self-expressive benefit
H4 mediate the relationship between Al branded
content characteristics and brand attachment
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PICTURE OF SENDER

Physique Personality

Composed, rational,
urban,and sophisticated
character

Analogue textures, everyday
accessories,clothing quality,
silhouette & fit —objective

product attributesfront and
centre

Relationship Culture

Reliable,
comfortable,and refined
companionfor daily life

Classic British lifestyleand
pragmatic culture

EXTERNALISATION
NOILVYSITYNYILNI

Reflection Self-image

Busy urban 20-30s professionalwho A person who pursues
values classic stylewithout losing bothclassicism and
refinement utilitywith refined taste

PICTURE OF RECEIVER
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Fig. 2. Brand identity prism analysis of HAZZYS type A
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PICTURE OF SENDER
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Fig. 3. Brand identity prism analysis of HAZZYS type B
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Stimulus B-type: Surrealist art film (16:9)

https://drive.google.com/file/d/1xZj8gJDN6Z8XIpGYaWgwb TVWT
LQF70G8/view?usp=drive_link

H 4. AFEASE EA E4(N=200)
Table 4. Demographic characteristics of participants (N=200)
Category Item N %
Male 37| 18.5
Gender Female 163 815
Age 20-29 years 100| 50.0
30-39 years 100 50.0
High school or below 17 8.5
Education College (2—-4 yr) enrolled 42| 21.0
College (2-4 yr) graduated 123| 61.5
Graduate school or above 18 9.0
Student 46 | 23.0
Office/managerial 78 | 39.0
Professional/freelance 25| 12.5
Occupation Sales/service 13 6.5
Self-employed 3 1.5
Homemaker 12 6.0
Unemployed/other 23| 11.5
Experimental group A-type (lookbook film) 100| 50.0
B-type (art film) 100| 50.0
Contemporary brand Never 70} 35.0
purchasg ex;?/erience 12 times - 106] 53.0
3 or more times 24| 12.0
Al fashion content Yes 90| 45.0
viewing experience No 110| 55.0
Total 200( 100.0
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Table 5. Reliability analysis results
Variable Role Cronbach’s a
Creativity Independent variable .814
Playfulness Independent variable 521
A(lcfe(;qit\i?yt ih;:ﬁﬁ:zgg)s Independent variable 761
Flow experience Mediating variable 1 627
Self-expressive benefit Mediating variable 2 747
Brand attachment Dependent variable .821
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Variable M SD ® @ ® ® ® ®
® Creativity 2.47 .884 1
@ Playfulness 2.39 718 529" 1
@ é:lrggtr:\t/?t?/t fg?;?fjﬁf;gs 2.43 702 901" 845" 1
@ Flow experience 2.69 .698 557" 448" .580""" 1
® Self-expressive benefit 2.88 712 536" 422" 554" 587" 1
(® Brand attachment 2.37 729 .658""" 501" .608™" 547" .660"™" 1
“"p<.001
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Table 7. Independent samples t-test results by content type

24 = O &0l 0| x|= 22k B2 AE T KOHEHA HO|o| SR o) &1

Variable A-type M(SD) B-type M(SD) t p Sig. Result

@ Creativity 2.26 (.84) 2.69 (.88) -3.580 <.001 B>A

@ Playfulness 2.34 (.72) 2.44 (.72) -1.034 .303 n.s. —

@ Al content characteristics 2.30 (.69) 2.57 (.69) ~2.765 006 - B>A

(creativity + playfulness)

® Flow experience 2.61 (.65) 2.78 (.74) -1.705 .090 n.s. —

® Self-expressive benefit 2.77 (.67) 2.98 (.74) -2.129 .034 - B>A

(® Brand attachment 2.24 (.75) 2.50 (.69) -2.530 .012 ” B>A
"p<.05, 7p<.01, "p<.001, n.s.=not significant

F 8. Zol4o| =24 = of 2ol o|xlE MY AT % YA
Table 8. Direct and indirect effects of creativity on brand attachment
Path Effect Boot SE Boot LLCI Boot ULCI
Direct effect: Creativity — Brand attachment 192 .052 .089 .296
Total indirect effect .268 .040 .189 .349
Path 1: Creativity — Flow experience — Brand attachment .072 .031 .013 137
Path 2: Creativity — Self-expressive benefit = Brand attachment A1 .032 .053 176
zte;;hcgr:n(érrwetativity — Flow experience — Self-expressive benefit — Brand 085 025 044 139
9. F3I40| =B = ool 0|xlE MY ET W 2 E 3}
Table 9. Direct and indirect effects of playfulness on brand attachment
Path Effect Boot SE Boot LLCI Boot ULCI

Direct effect: Playfulness — Brand attachment .232 .058 118 .346
Total indirect effect 277 .042 .200 .361
Path 1: Playfulness — Flow experience — Brand attachment .079 .033 .018 147
Path 2: Playfulness — Self-expressive benefit — Brand attachment .093 .033 .034 164
Z‘[etl;hcﬁrinl;atyfulness — Flow experience — Self-expressive benefit — Brand 104 028 057 166
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Table 10. Summary of hypothesis testing results

Hypothesis Content Result
H1-1 Creativity has a positive (+) effect on flow experience Supported
H1-2 Playfulness has a positive (+) effect on flow experience Supported

H2 Flow experience has a positive (+) effect on self-expressive benefit Supported

H3 Self-expressive benefit has a positive (+) effect on brand attachment Supported

Ha Flow experience and self—expressive benefit s_eq_uentially mediate the relationship Supported
between Al branded content characteristics and brand attachment
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Table 11. Key scenes of stimulus A-type
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Table 12. Key scenes of stimulus B-type
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