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Building the Case for Artificial Intelligence

for Creating Marketing Contents

ABSTRACT
Artificial intelligence (Al) is revolutionizing the field of marketing. How to name a
brand, to create brand logo, to find the right message, and to use the right
model, signage, and display grpahics, are all creative strategies of marketing
communication. Unlike the conventional wisdom that data science and
quantitave/computing techniques are useful as analytical tools of marketing,
the current rapid developments in deep learning and Al foreshadow a greater
possibility that Al can play a significant role as content creators for brands. We
believe that the new artificial intelligence technologies present a great potential
to replace human marketers in the creative arenas of marketing and advertising.
In this talk, we introduce a deep learning—based approach called generative
adversarial networks (GAN) and show how this algorithm can generate new
brand logos. We introduce two cases of Tailor brands (a US company) and
Vivivik (a Korean company) and demonstrate an exploratory framework of GAN
algorithm which is used to generate a new customized solution for brand logo.
The GAN algorithm consists of two neural networks, a Generator and a
Discriminator, that compete each other. We built an autoencoder for the
Generator and convolutional neural network (CNN) for the Discriminator that can
create cool brand logos. While the Generator attempts to create brand logos
with positive attributes, the Discriminator endeavors to distinguish those brands
with positive attributes from the other brands with negative attributes. Our
preliminary GAN results show a frontier glimpse at how a deep learning
technigque can be incorporated into creatives of branding for the future. The role
of artificial intelligence in marketing is not limited to quantitative and analytical

tools, but there is even a greater potential that Al can revolutionize the creatives



of marketing contents.

Keywords: Artificial Intelligence, Generative Adversarial Network, Branding,

Creative

Jin Ho Yun1, Kyoungseob Byeon2,3, Hyunjin Park2,4 & Eun—Ju Leel,5

1. Business School, Seoul, Sungkyunkwan University (SKKU)

2 CNIR, Institute for Basic Science (IBS), Suwon, Sungkyunkwan University
(SKKU)

3 Department of Electrical and Computer Engineering, Suwon, Sungkyunkwan
University (SKKU)

4 School of Electronic and Electrical Engineering, Suwon, Sungkyunkwan
University (SKKU)

5 Convergence Institute for Intelligence and Informatics, Suwon, Sungkyunkwan

University (SKKU)

Presenter: Jin Ho Yun
Affiliation: Business School, Seoul, Sungkyunkwan University (SKKU)

Contact: jin.ho.yun90@gmail.com
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Effects of Money Attributes on Consumers’ Spending Decisions

oldeh(stsd 7w, MECistm Atujicist AHstal)
SAE(DF, MSOED Motofsr Zsta
ABSTRACT

In the domain of money, previous research has observed that the likelihood of
consumer spending is dependent upon the way money is represented (e.g.,
money appearance type or money denomination type), which is then interpreted
as violations of the descriptive invariance principle. Accordingly, psychological
mechanisms have been proposed to explain the phenomenon. However, each
explanation captures only a limited aspect of the phenomenon. In this paper, we
propose a more comprehensive framework for the phenomenon based on
previous plausible explanations, and then experimentally demonstrate that
previously applied psychological mechanisms can be integrated to explain the
impacts of various money types on the spending of money simultaneously.

Furthermore, the proposed framework can explain various money effects that

cannot be explained by each of the previously applied psychological mechanisms.
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Yeong—Ran Lee (Research Professor of Marketing, Department of Business

Administration, Chonbuk National University)
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Sang—June Park (Professor of Marketing, Department of Business Administration,

Chonbuk National University)
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The effect of film on the representation and identity of stigmatized

diversity groups

e (AMichste Wl=p)

Despite the prevalence of this medium in consumers’ daily lives, fiims are often

an afterthought in marketing research. The limited studies that have undertaken
this channel or art form have done so with two basic objectives. One is to
examine the film industry and to understand how marketing helps in making
movies more successful such as how advertising and launch timing impacts box
office results. The other is more limited but is to use film as a stimulus in an

experimental research setting. This study explores, at least in the marketing
academic domain, a relatively new extension of the latter —how film, as a richer

representation of a subject matter, can help shape the understanding of
marketing phenomenon. More specifically, we look at the representation of a
specific diversity group, the intellectually disabled with the production of a film
called We Can Dream.

As instructors of business topics, there is now unprecedented access to the
use of visual materials. Yet, even in teaching and more so in research, we rely
on the use of written content. This is despite the high use and demand of visual
materials by digitally—native students. The gap in the supply and demand of
visual content may particularly acute in some business or marketing topics such
as ethics, diversity and aesthetics that are difficult to teach just with written
content. Films can be a very effective bridge that can help overcome the
limitations of just using text to not only teach but also conduct research in such
situations.

Films are by nature multi-sensorial, i.e. they employ not only text but also
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movement, the sound of people and possibly music. This fuller representation
may be necessary when dealing with a sensitive topic such as diversity or
inclusion of a minority group such as the intellectually disabled. This is because
there may be unintentional stigmatization or improper identity when this group is
referenced only in writing.

In the film We Can Dream, the subject is one specific employee who
works at a social enterprise We Can Cookies. The empirical study (Chang,
2019) that is based on the film project is able to show that using a cross—modal
(text, sound, and sight) representation over a unimodal is more effective in the
following ways: (a) it increases emotional responses to representation of a
specific diversity group, (b) it is able to positively influence attitudes toward a
specific diversity, and (c) it has a positive impact on the attitude of the brand or
company that employs the diversity group. By showing that there are mediation

effects between attitude toward the diversity worker and the attitude toward the
social enterprise that employs him, we can speculate on why past studies’

results on the effects of consumer response to the employment of the disabled

have been mixed.

1 YE=E M= 2 e
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Ml =: The effect of film on the representation and identity of stigmatized
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What increases female players’ willingness to pay for ‘Love and

producer’ game?

NAK HWAN CHOI, Professor, Chonbuk National University.
TENG ZHUOAQI, Doctoral candidate, Chonbuk National University.
WU XIN, Master candidate, Chonbuk National University.

At the same time, in China, female—directed consumption is becoming more and more
important. As the Chinese game market enters the stage of in—depth
development, female users are becoming an increasingly important consumer
group in the game market. According to the <2018 China game industry report>,
female game players spent 49.04 billion yuan in 2018, up 13.8 percent year—-on—
year. In 2018, the number of female game users in China has reached 290
million, an increase of 11.5% year—on—year. So, in the present study, we will pay
attention to the female game player to explore the factors which influence their
willingness to pay in the game. The famous Chinese female game <love and
producer> is selected as the research object to be explored.

The term female game is originated in Japan and refers to games developed, designed
and operated specifically for female users. The biggest and most important
feature of these games is the absence of elaborate, well-designed characters. In
the present research, we will explore the relationship between the game players
and the characters from the aspects of "work" and "play".

For all human life, there must remain three things: work and play and love (Dawis, 1995).
Work and play are the most common activities in our lives. Based on the
characteristics of "work", the players who game for the goal achievement could be
regarded as "work" in the game. The motivation of achieving the goal in the game
refers to the situation that one prefers the game in which he or she can achieve the

goal or overcome the difficulties in his or her efforts. Also, some players play
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games for fun, which refers to the situation that some players enjoy the games
mainly because of the fun, pleasure, and relax experiences provided by the
games. This can be seen as the process of "play”. In the games, players always
play with others (including other real players and Artificial—Intelligence—controlled
players). When facing different motivation for goal achievement (work) and fun
(play), players may want to select different partners to finish the missions or
experience the game process. So, in the same game, some players may desire to
play/work with the characters in order to have fun/achieve the goal.

Past researches about the game character feature mainly focus on the design including
the color, shape, touch feelings and others (Plass, Jan L., et al., 2019 ; Liu, Z.
2006). However, little researches explored the role of the characters in the game.
present research will explore the servant role and the communion of the characters
in the game. The servant role of the characters refers to the characteristics of the
characters that in the game, the characters will help the game players to solve the
problem, to achieve the goal and to win the game. The characters' communion
refers that the characters are always warm, considerate and always put the
players' interest in the first place. In the present study, we will research the effects
of the servant role and the communion of the characters on the players' desire to
work/play with the characters.

And also, the attractiveness of the characters will be explored in the present study. As the
attractiveness is one of the most important factors in interpersonal relationship, it's
necessary to explore the effect of the attractiveness in the relationship between the
characters and the game players. The present study mainly focuses on the visual
image and auditory stimulation of the characters. We try to explore the effect of
the character's attractiveness on the players' desire to work/play with the
characters in the game.

In order to explore the questions mentioned above, we designed the questionnaire and
send it to the players of the game <Love and produce> through the intemet. 272

participants answered the questionnaire and 230 of them were used to test the
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hypophysis. SPSS and AMOS are used to analyze the data and the results are
shown as follows.

First, players' desire to work/play with the characters positively affects customers' willings
to pay for the virtual items in the game. Second, the characters' communion and
servant role in the game positively affect players' desire to work/play with the
characters in the game. Third, the characters' attractiveness positively affects
players' desire to work/play with the characters in the game.

Starting from the relationship between players and characters in the game, this paper
proposes that there are two kinds of relationships between players and characters
in the game: work and play for the first time. The results show that the
communion, the servant role and the attractiveness of the game characters
positively affect players' desire to work/play with them. As for the marketers, they
should pay attention to the design of the characters and even the game in order to

make the game more sticky with the players.

ATAL =1} X2

NAK HWAN CHOI, Professor, Chonbuk National University,
TENG ZHUOQI, Doctoral candidate, Chonbuk National University,
WU XIN, Master candidate, Chonbuk National University,

HEEX} 2! of2ky

= -1

TENG ZHUOQI, tengzhuogi@gmail.com
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A dog doesn’t smile: Effects of a dog’s facial expressions and gaze

on product evaluation

Jihye Park, Hankuk University of Foreign Studies

Arim Kim, Hankuk University of Foreign Studies

Marketers believe that the presence of a dog in the advertisement is an
attractive cue to associate with a brand and influence consumer attitude toward
it. Despite the widespread use of dogs in marketing activities for human
products, research on how dogs can be effectively described in pet products
and services is currently limited.

Facial expressions act as a powerful readout device, delivering non—verbal

information and cues to the receiver regarding the sender's emotional

experience (Buck, 1980). Individuals identify others’ emotions from their facial

expressions and use that information to manage human social interactions
(Brosch, Pourtois, and Sander, 2010). In the same way, they extract some
emotional cues from dog faces and assign them the human equivalent of what

those facial expressions emote. Smiling faces of dogs are perceived as happy.
Gaze direction is also important to infer the encounters’ emotions.

In the retail context, the facial expressions and gaze of a dog on the product
package may allow consumers to infer how a dog feels and use emotional

information to predict product quality. Therefore, this study examines the

following issues: (a) whether consumers use a dog's facial expressions and
gaze on a product's packaging to interpret the emotions of a dog and (b) how

owner identification with the dog moderates the effect of a dog's facial
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expressions on product evaluations.
Studies 1-1 and 1-2 tested if gaze direction moderates the effects of facial
expressions of a dog on the perceived mood of a dog and perceived product

quality. The experiments employed a 2 (facial expressions: smiling vs. neutral)
x 2 (gaze: direct vs. averted) between the subjects’ factorial design. Smiling

facial expressions were manipulated by upturned lips with a tongue show and

slanted eyes, while neutral facial expressions were described by no lip and eye
movement. To ensure that results are not limited due to dog's size, study 1-1

chose a large sized Golden Retriever, and study 1-2 chose a small-sized
Maltese.

Result of study 1-1 showed that when the dog looked at the front(), those who
were exposed to the dog with a smiling facial expression) (Mg-s = 5.91, Sdg-s
= .96, ng-s = 41) perceived it to be happier than those who were exposed to the
dog with a neutral facial expressiong) (Mg-n = 4.13, sdg-n = 1.23, ng-n = 41)
(F(1, 80) = 53.09, p<.001). However, when the dog averted its looky), the
difference in the perceived mood of a dog between those who were exposed to
the dog with a smiling facial expression (mg-s = 5.03, sda-s = 1.22, na—s = 41)
and those who were exposed to the dog with a neutral facial expression (M-, =
4.27, sda-n = 1.20, na-n = 41) was significant (F(1, 80) = 8.16, p<.01), but
smaller, as compared to when the dog looked at the front. When the dog
looked at the front, those who were exposed to the dog with a smiling facial
expression (Mg-s = 5.60, sdg-s = .91, ng-s = 41) evaluated a higher product
quality than those who were exposed to the dog with a neutral facial expression
(My-n = 4.50, sdg-n = 1.65, ng-n = 41) (F(1, 80) = 13.90, p<.001). However,
when the dog averted its look, there was no difference of perceived product
quality between those who were exposed to the dog with a smiling facial
expression (Mg = 5.07, sds—s = 1.20, na—s = 41) and those who were exposed

to the dog with a neutral facial expression (mgy-n = 4.96, sdg-n = 1.30, ng-n = 41)
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(F(1,80) = .17, p=.69).

Result of study 1-2 showed that when the dog looked at the front(), those who
were exposed to the dog with a smiling facial expression) (Mg-s = 5.79, sdg-s =
1.05, ng—s = 45) perceived it to be happier than those who were exposed to the
dog with a neutral facial expressiong) (Mg-n = 4.71, sdg-n = .99, ng-n = 43) (F(1,
86) = 24.77, p<.001). However, the difference in the perceived mood of a dog
between the dog with a smiling facial expression (ma-s = 4.95, sda-s = 1.06, Na—s
= 46) and the one with a neutral facial expression (ma—n = 4.53, sdan = 1.25,
N.n = 45) was not found, when the dog averted its look (F(1, 89) = 2.96,
p=.09). When the dog looked at the front, those who were exposed to the dog
with a smiling facial expression (mgy-s = 6.08, sdgq-s = .74, ng-s = 45) evaluated a
higher product quality than those who were exposed to the dog with a neutral
facial expression (Mg-n = 5.47, sdg-n = 1.01, ng-n = 43) (F(1, 86) = 10.52,
p<.01). However, when the dog averted its look, there was no difference in the
perceived product quality between those who were exposed to the dog with a
smiling facial expression (Ma—s = 5.64, sda-s = .76, nas = 46) and those who
were exposed to the dog with a neutral facial expression (mg-, = 5.65, sdgq-n =

1.16, ng-n = 45) (F(1, 89) = .01, p = .95).

Studies 1-1 and 1-2 reported that consumers were likely to use a dog’'s facial
movements and gaze directions to interpret a dog's mood and infer the

associated product’'s quality. It seems they believe that dogs are likely to have a

more positive mood when they present smiling facial expressions of upturned
lips and slanted eyes just like humans.

The second study tested if owner—dog identification moderates the effects of
facial expressions of a dog on the perceived mood of a dog, perceived product

quality, and purchase intention. The experiment employed a 2 (facial

expressions: smiling vs. neutral) x 2 (owner—dog identification: high vs. low)

between subjects’ factorial design. To ensure if the results are not limited to pet
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product categories, a wet canned food package is used, different from Studies
1-1 and 1-2. A small sized dog, Maltese was chosen from study 1-2 to capture
if consumers respond to trivial stimulus. Result of study 2 showed that among
those who were more likely to identify themselves with their dog, the dog with a
smiling facial expression on the package (Mignigh-s = 6.34, Sdighigh-s = -90, Nignigh-
s = 35) was perceived happier than the dog with neutral facial expressions
(Midhigh-n = 4.85, sdignigh-n = 1.04, Nignign-n = 34) (F(1, 66) = 40.97, p<.001). For
those who were less likely to identify themselves with their dog, the dog with a
smiling facial expression on the package (Migiow-s = 5.61, Sdidiow-s = 1.06, Nigiows—
s = 33) was perceived happier than the dog with neutral facial expressions
(Midlow-n = 4.82, Sdigiow-n = .95, Nigiow-n = 38) (F(1, 68) = 11.08, p<.001), but the
difference of the perceived mood of a dog was smaller than those who were
more likely to identify themselves with their dog. For those who identified with
their dog, the product that presented a dog image with a smiling facial
expression on the package (Mignigh-s = 5.99, sdighigh-s = 1.06, Nighigh-s = 35) was
perceived to have a better quality than the one that presented a dog image with
a neutral facial expression (Mighigh-n = 5.68, Sdighigh-n = 1.08, Nighigh-n = 34), but
the difference was insignificant (F(1, 66) = 1.73, p = .19). For those who were
less likely to identify themselves with their dog, the insignificant univariate effect
was observed (F(1, 68) = 3.08, p = .08); the product that presented a dog
image with neutral facial expressions (Migiow-n = 5.36, Sdigiow-n = .90, Nigiow-n =
38) was perceived to have a better quality than the one that presented a dog
image with smiling facial expressions (Migiow-s = 4.99, Sdigiow-s = 1.07, Nidiow-s =
33). The effects of facial expressions on the purchase intention was found,
when the participants were likely to identify themselves with their dog, they
exhibited a greater purchase intention to the product that presented a dog
image with a smiling facial expression (Mpghig-s = 5.66, Sdhighig-s = 1.38, Nhighid-s
= 35) than the one that presented a dog image with a neutral facial expression

(mhighid_n=4.45, Sdhighid—n = 178, Nhighid-n = 34) (F(1, 66) = 1113, p<001)
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However, for those who were less likely to identify themselves with their dog, no
difference in the purchase intention between the product presented a dog image
with smiling facial expressions (Miowid-s = 4.13, Sdiowid-s = 1.59, Niowig-s = 33) and
the one that presented a dog image with neutral facial expressions (Miowig-n =

417, sdiowid-n = 1.76, Niowig-n = 38) (F(1, 68) =.03,p= 87) was found.

Study 2 reported that owners who exhibited a greater identification with their dog
tended to be more sensitive about smiling facial expressions of a dog on the
product package. Moreover, when the product presented a dog image with a
smiling face, they tended to evaluate the product quality more positively and
exhibited a greater purchase intention.

In this study, a series of experiments showed that the facial expressions and
gaze of a dog presented on the product package influenced the perceived
mood of a dog and product quality evaluation. Also, direct eye contact of a dog
enhanced the processing of facial expressions. People perceived a dog on the
package to be happier and evaluated the product to have a better quality when
the dog looked at the front as compared to when the dog averted its look.
Furthermore, those who were more likely to identify with their dog tended to be
more responsive to the dog with a smiling face, evaluated the product quality
more positively, and exhibited a greater purchase intention than those who were

less likely to identify with their dog.
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Heritage—association of corporate brand:

Compensating effect for the weakness in brand credibility

Hyerin Ryu
Jaewook Jo
Hwajin Lee

Sunkyu Jun

Corporate heritage is developed along its long history and track record, through
which heritage elements are accumulated and their meanings are inscribed in
personal and collective memories of organizational members. When a corporate

brand is associated with corporate heritage and includes it as a component of
brand identity through heritage—focused marketing activities, the brand’s cultural

meanings are appropriated by consumers in their consumption experiences. A
corporate brand with heritage association often outperforms contemporary
brands: It can act as a means of authentic consumption experience; it can help
develop a bilateral trust between the brand and the consumer; and it affords a
rich relationship with consumers who are emotionally attached to the brand.

While past researchers have emphasized outperformance of corporate brands
with heritage associations across industries, they have paid less attention to the
boundary condition in which the benefit of heritage association is enhanced.

This study is aimed to fill the gap by investigating whether the effect of a
brand’s heritage association on the consumer's favorable evaluation and

purchase intention is augmented when the heritage association is coupled with
high credibility or when it can compensate for low credibility. We conducted two
studies to examine the compensatory effect of brand heritage through a survey

in Study one and an experiment in Study two.

Study one was conducted to investigate whether a corporate brand’s heritage

-55 -



association would compensate for the brand’s low credibility in enhancing
consumers’ purchase intention.

H1: Heritage association of a corporate brand has a stronger positive effect
on consumers’ purchase intention when they perceive the brand’s credibility to

be low.

In a survey, we employed two well-known Korean corporate brands, a
cosmetics brand and an airline, and recruited 500 Korean adults from a large
panel belonging to a marketing research institution. We measured heritage
association, brand credibility and purchase intention, respectively. In addition,
brand likability was included as a covariate to control for the influence of
dispositional purchase behavior.

We ran regression analyses separately for each brand. For the cosmetics brand,
the interaction effect between heritage association and brand credibility on
purchase intention was significant in the negative direction (b = —.05, SE = .02,
t(245) = 2.52, p< .02), indicating that the positive effect of heritage association
on purchase intention was greater for low brand credibility. For the airline brand,
the interaction effect between heritage association and brand credibility was
significant in the negative direction (b = —.05, SE = .03, t(245) = 1.98, p< .05),
again indicating that the positive effect of heritage association on purchase
intention was greater for low brand credibility. Thus, hypothesis 1 was

supported.

Study two was conducted in an advertising context, with an aim to examine the
effect of ad emphasis on a brand’s heritage in compensating for the brand’s low
credibility.

H2a: Ad emphasis on a corporate brand’s heritage has a stronger positive

effect on advertisement attitude under the condition of low (vs. high) brand
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credibility.
H2b: Ad emphasis on a corporate brand’'s heritage has a stronger positive

effect on brand attitude under the condition of low (vs. high) brand credibility.
We manipulated brand credibility by using two different descriptions of a

fictitious skin—care brand: A description emphasized the brand’s reputation for

high quality and function while the other one emphasized the brand’s reputation
for packaging design. For manipulating heritage association, we created two

print advertisement of the brand’'s new formula: An advertisement included a

slogan that provoked the brand’'s heritage element while the other one included

a slogan that was not related with heritage. Thus, the experiment employed a
2(credibility: high vs. low) * 2(advertising type: heritage vs. control) between—
subject design.

We recruited 94 American adults through the Amazon MTurk online system and
assigned each participant to an experimental group. Credibility perception was
higher for the brand description that emphasized quality and function.
Perception of heritage association was greater for the advertisement including
the heritage—related slogan, particularly when the brand credibility was low.
Advertisement attitude was subjected to a general linear model including
credibility, advertising type, and their interaction term as independent variables.
The interaction effect was significant (F(1, 90) = 16.46, p < .001): Ad emphasis
on heritage enhanced advertisement attitude under the condition of low brand
credibility (Mheritage emphasis = 5.12, SD = 1.03 vs. Mcontrol = 4.23, SD = 1.70, F(1,
43) = 4.74, P < .05), but not under the condition of high brand credibility
(Mheritage emphasis = 4.57, SD = 1.54 vs. Mconrol = 5.87, SD = .94, F(1, 47) =
13.33, p < .001), supporting H2a. Brand attitude was subjected to a similar
general linear model. The interaction effect between the two was significant

(F(1, 90) = 7.74, p < .01): Ad emphasis on heritage enhanced brand attitude
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under the condition of low brand credibility in a directional sense (Mheritage emphasis
= 5.03, SD = 1.34 vs. Mgontrol = 4.65, SD = 1.43, F(1, 43) = .82, p > .40), but
not under the condition of high brand credibility (Mneritage emphasis = 4.97, SD =
1.50 vs. Mconror = 6.05, SD = .73, F(1, 47) = 11.09, p < .01). Thus, H3b is

supported in a directional sense.

In sum, this research showed that a corporate brand’s heritage association
compensated for its low credibility in enhancing consumers’ purchase intention

and that ad emphasis on a brand’'s heritage was more effective in enhancing

attitudes toward advertisement and brand with low (vs. high) credibility. The

findings add to the literature by revealing a boundary condition in which the

effect of heritage association on the consumer's evaluation and purchase

intention is augmented by compensating for the brand’s low credibility.
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