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Warm-up
Your task:

Please write dowmen words that are as different
from each other as possible, in aleaningsand
uses of the words!

Rules:

W Onlysingle wordsin English*.

wOnlynouns(e.g., things, objects, concepts).

W No proper nounge.g., no specific people or places).

W No specialized vocabularie.g., no technical terms).

W Think of the word®n your own(e.g., do not just look at objects in your surroundings)

*. You caruse your first language and translate after the twonute task by Al tools likeeepL(www.deepl.com
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Warm-up
Your task:

Please write dowmen words that are as different
from each other as possible, in aleaningsand
uses of the words!

Time:2 minutes
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Warm-up

Your task:

Copy your word list to the DAT test:
https://www.datcreativity.com/
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https://www.datcreativity.com/

Warm-up

Al Score higher than ...
GPT 3* 56.55 0.07 %
ChatGPT 3* 83.60 79.90 %
ChatGPT 5 82.65 75.17 %
ChatGPT 40 85.88 88.86 %
ChatGPT 30 87.46 93.06 %
ChatGPT 04 mini 84.19 82.33 %
Gemini 2.5 Flash 84.55 83.32 %
ClaudeSonet4 86.58 90.96 %

higher than ...
Baumgarth 85.41 87.37 %

*Source: Marrone et al. (2024).
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Agenda

W Augmented Creativity: Human + Al

(W Creativity In Brand Management
W Creativity in Research
(W Creativityin the Arts

W Reflections

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026 © Prof. Dr. Carsten Baumgartww.cbaumgarth.net



IS that carc the Tartan Prancecr creative?
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One of the most creative products: The Rollaboard

vg)




IS that carc the Aston Martinc creative?

Golden Ratio

l = ’\;{x 3 —
Removable roof ﬁ .

0il sllck spray [
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at trikec the BeTRITOIN creative?
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ger

e 1. PluckeBeghetto(2004); 2: Runco/Jae

What Is Creativity?

Human creativity
a..the interaction amon@ptitude, processand
environmentby which an individual or group
produces a perceptiblproduct that is bothnovel
andusefull & RSTAYSR GAUKAY

Standard definition of Creativity

a/ NBlF UOAGAGE NIBI dzA
both originality and effectivenessp’a
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What Is Creativity’t Divergentand Convergent
Thinking

Starting‘ ‘ ‘ ‘ Finished
point @ ® o idea

Divergent Thinking Convergent Thinking
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s Al creative?

Closed task
Write a creative story using compulsorily the following

words:
house, zero, forgive, curve, relevance, cow, tree, plane

ring, send.

Open task
If you had the talent to invent things just by thinking of

them, what would you create and why?

(2026).

nes & Grieco
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Q
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o
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s Al creative?

High 10
creativity

7.42
6.98 6.93
6.45 6.45
6.27
6 6.14 5.94 5.93 6.02
5.33 -

5

4

3
Low |

creativit
/ Session | (GPT 3.5) Session Il (GPT-40) Session Il (GPT-4.5)
B Closed-Human m Closed-Al = Open-Human m Open-Al

N

Souce Charnes & Grieco (2026).
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Best Humans outperform Al

aFor the next task, youodoll
come up with original and creative uses for an
object. The goal is to come up with creative
Ideas, which are ideas that strike people as
clever, unusual, interesting, uncommon, humorous, -
l nnovative, or differen

- Human group: n = 256lickworked t NPt A FAOUOY_ MAHND aA
- Al groups: n = 132 ideaGl{atGPT3, ChatGPTépy.a)
- Measurements: semantic distance and expert ratings

Source Koivisto/Grassini (2023).

[EnY
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Best Humans outperform Al

Creativity Metrics

Study Builder

CREATIVITY
ASSESSMENT
PLATFORM

CAP is a platform for researchers, educators, and anyone interested in creativity. To get started, you can automatically

Task Playground

Learn More

score data using the Creativity Metrics, try out different tasks in the Task Playground, and explore a detailed overview
of CAP’s features with the tutorial. Next, request a free CAP account to gain access to CAP's experiment building tools.
Try using the Study Builder to customize and launch your own experiments, then manage your studies and view results
in the User Dashboard.

News & Announcements
Check back here for updates on new features, bug fixes, and other important information about CAP.

Aug. 21, 2025

CAP Published in Behavior Research Methods

We are thrilled to share that the CAP paper was recently published in Behavior Research Methods. Check out the paper here
to find comprehensive information on CAP's models, tasks, and more.

Source https:// cap.ist.psu.edlwelcome
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Best Humans outperform Al
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Can Al (+Human) create new products?

776 P&Gemployees (with experience)

Implementation period: May to July 2024

1-day workshop

2 X 2 design: with/without Al and individual vs. teavork (2
people: R&D and marketing/sales)

Task: New product development (early phase, 4 product
categories, 2 continents)

Al tool: GPT 4 and GPT 4.0

Dependent variables: Performance (quality, novelty, feasibility
expertise, sociaémotional effect
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Can Al (+Human) create new products?

Performance
Solution quality (effectiveness) Time saved (efficiency)

0.5

(o]

Time Saving (in minutes)

o

Source5 St f @tlallj(2aR5).
)
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Can Al (+Human) create new products?
Expertise
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Can Al (+ Human) create new products?
Emotions (socieemotional effect)
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Augmented Creativityoy Al

Acceptance

/' ETHAN MOLLICK
A2 <=

(1) Alis accepted and integrated into work as a fully-fledged
team member .

(2) The specific use case and not the properties of tools form
the starting point for augmented creativity.

(3) Creative tasks, systems, and use cases require a
meaningful combination of tools from different Al classes
(causal, generative, and predictive Al) combined with
human intelligence and expertise.

Human f
responsibility

& > (4) The humans are responsible _for the precise description of
(New) the respective task, the selection of the most suitable tools,
. the input request, and the administration of the required
skills data[tand the interpretation and critical reflection of the Al
results.

(5) Humans can only use augmented creativity if they have
extensive skills and expertise  (e.g., mental models, data,
creativity, critical thinking, and domain).

Source :lfasedon): Baumgarth/Schmidt (2024).
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Level of (necessary) Creativity

5 Brand Branding §
i Visualsér | New Product i
Managementsocial media Development

——————————————————————————————————————————————————————————————————————————

Creativity = originality + o
Ciiveness - Art

Routine tasks

SN ERESS

i Data Theory Research

: is ¢ l Ideas !
: anaIyS|sData development Research
! _ Science i
] collection communication |
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Our perspectivesCxCx@ramework

Creation
(generating ideas, visuals, content, arts & to 0,
% (B
Consequences Curation
(Efficiency & effectivness, (Al evaluation,

Impact, disclosure effect) testing, selection)
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Agenda

W Augmented Creativity: Human + Al

(W Creativity In Brand Management

W Creativity in Research
(W Creativityin the Arts

W Reflections
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o~ Creation: Is that ad; Mévenpickad Y St U | &
I, campalgng creative (and impactful)?

Liking
5
4 3.5
. 3.1
MOVENPICK & :
2
1
Human Creativity Al Creativity
ZUM DAHINSCHMELZEN
é Buying Impulse
D 90
. 80 75
MOVENPICK %0 66

.
§ u
50

Human Creativity Al Creativity

&,

FREUDE AM VERGNUGEN
MIT VANILLA BROWNIE
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o~ Creation: Creativity in 2026: Is the only limit
I, Imagination or Als?

' Microsoft Foundry X +

& (&) 25 ai.azure.com/nextgen/r/wLeAZWI2SfesYwgOuoGjEA rg-conceptm-prod-gwc, general001-resource,general001/build... & ¥ = 1:] Update abschlieBen :

' Microsoft Foundry general001

New Foundry

) Agents : .
< gpt-image-2-1
Models Playground Details Monitor Evaluation

Fine-tune
gpt-image-2-1 </> View code
Tools
Knowledge
Data

Evaluations

Guardrails

Generate an image to get started

Create nine highly creative ads for the brand Mévenpick in English. Important: Each one must include a suitable animal combination. And ads needs to have the
same size.

%) = (O 1536x1024 @ Low

mmo u ¢ W obae 0

SG 04.05.2026 =
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E Curation: Creative sparing with Al twins

Al twin
ensemble

Al-generated
Social Media Spot

Al-generated
moodboardcollage

Al-generated
Storyboard

3

‘?‘: : m
3

N (:D
=

{ >
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Consequences: Ad Recognition (before)

The majority of participants did not recall seeing the respective Al ad before

Have you seen the advertisement just shown before?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Without Al Label With Al Label Without Al Label With Al Label Without Al Label With Al Label

Colgate
N’

HYes mNo Don't know
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Conseqguences: Al or Human generated

> KAETS M AY H (02 H AY o LINIAOALIYGE &4dzaLISOG ! L=

Was the ad you just saw created by an Al or by a human?

100%
90% 18% 17% 18%
26%
35%

80%
70%
60%
50%
40%
30%
20%
10%

0%

40%

36%

25%

Without Al Label With Al Label Without Al Label With Al Label Without Al Label With Al Label

Colgate
N’

m Al mHuman Don't know
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Conseqguences: Al label perception

MoOsSt participants exposed to an Alabeled ad recall noticing the label

Did you see the following label "With Al Generated" in the commercial you just

100% saw?

11% 2204 13% 9%

90% 20%
80%
70%
60%
50%
40%
30%
20%
10% 25%

0%

22%
33%

Without Al Label With Al Label Without Al Label With Al Label Without Al Label With Al Label

Colgate
N’

B Yes ENo Don't know
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performance on average

falsified

Colgate o
Ny artificial
ugly
fake

not trustworthy
not appealing
negative
serious
meaningless
sterile

dull

conventional

1 2 3

Without Al Label = With Al Label

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026

Conseguences: Ad Evaluation

All tested Al ads reveal a positive evaluation, with-labeled ads showing equal or even slightly higher

|
R5.1

R 5:2

" {2'
oy

. 4
R4.1
ﬂ 4°9
R4.9
R4.7
R4.6

Mean Values

authentic
natural
attractive
genuine
trustworthy
appealing
positive
funny
informative
lively
entertaining

creative
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@ Conseqguences: KPI Differences {Pst)

Except for Kalshi, all tested ads show a positive brand impact across most dimensions at an implicit level (archetyp:
general, and buying impulse)

SAILUN
TIRE

Brand KPI (.00 Index)

Without
AlLabel

+9.41

Without With

AlLabel | AlLabel
Mean Brand Archetype Association; -0.63 -0.68
Mean General Brand Associations -0.24 +0.46

+9.97

+1.07

Mean Brand Buying Impulse

Relevant Set

Recommendation +3.33

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026

+0.94

+5.49

+8.07

+9.80

With
AlLabel

+3.75

Without
AlLabel

+2.20

With
AlLabel

+1.95

+3.20 +3.30

+2.74

+4.41

+3.10

+5.13

+1.43

- Substantial Difference

© Prof. Dr. Carsten Baumgartimfw.cbaumgarth.net




@ ConsequencesPI Differences (P#eost)

Al ads successfully drive positive brand impact and maintain performance even with transparent labeling, proving
that high-quality execution is the ultimate antidote to consumer suspicion

1. Al Ads Drive Implicit Brand Impact
Overall, the tested Al ads successfully strengthen associative networks. Except for one ou
(Kalshi), all ads showed a positive impact across most implicit dimensions, including branc
archetype, general perception, and buying impulse.

2. Transparency Doesn't Harm Performance
While most viewers recall noticing an Al label, this transparency does not hurt effectivenes
tested Al ads received positive evaluations, with labeled versions performing equally well ¢
slightly better on average.

3. Quality Overcomes Al Suspicion
Viewers have a strong radar for automation, with up to #thards suspecting Al involvement.
However, higHj dzI f AG& SESOdziAz2y Yl ala GKA&aY &adzalL
unlabeled Al ad.
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Grand Prix

Gold Lions

Silver Lions

. Bronze Lions

KitKat:

«Phone Break»

Curation: The Cannes Lions Winner 25 (Print and

PENNY:
«Price Packs »

Publishing)

The Times of India:
«Ink of Democrac!
= /’.‘i . i

Dove:

nol the
egular
nk

St. Pafrick’s

Berliner Philharmonie;

Colgate:
«The Philharmonic Prints »

«Not Every Smile Starts as a

Smile »

i Philharmonie Berlin

Britannia Industries:

_ _ Faber-Pastell :
«Nature Shapes Brltanna

«Unwrap It »

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026

Stella Artois:
«The Sip of Sanctuar

Worth it

Cornetto: BIC:
«Unwrap It » _«The Shakespeare BIC »

~
R
5‘»’.& >

Persil:
«Dirtis Good »

Oreo:

© Prof. Dr. Carsten Baumgartimfw.cbaumgarth.net



Curation: The Cannes Lions Winner 25 (Print and
Publishing)

1. Twin Layer: 2. Twin Layer: 3. Twin Criteria of Creativity :
Specific personas Selected papers Selected Divergence KPls
Al Twin Expert : Originality:
Synthetic depth Creativity in Advertising: When It The ad features rare, surprising, or unique elements
Works and When It Doesn’t that move away from the commonplace.

I I
| |
l |
l |
' . !
| psyc_hqlogls_t |
| specializedin | ) Flexibility:
| |
| |
l |
l |
l |

by Werner Reinartz and Peter Saffert

marketing through The ad smoothly links the product to a wide range of
the lens of different uses or ideas.

morphology

[Lormsh
aorl01267 i 1700272
o

N ety m Adveriing S ynt hesis:
This dimension focuses on blending or connecting
objects and ideas that are normally unrelated.

| Al Twin Consumer

1Synthetic consumers

study of 437 TV advertising campai =

January 2005 to October 2010, We d %

of the ads, and we examined the rel 3

Elaboration:

| trained on a : The ad extends simple ideas with unexpected,

: representative intricate, or sophisticated details.

| .

:German sample with Artistic value:

| n=1100 The ad uses aesthetically appealing and distinctive
|

verbal, visual, or sound elements.
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iy, Curation: The Cannes Lions Winner@Al-Twins Expert

X +

s gemini.google.com/gem/c71984ce25bb

Gemini Expert in Morphological Psychology & Creative Strategy

Expert in Morphological Psychology & Creative
Strategy

Unconscious Mind and Advertising Analysis
Ad Evaluation: Radical Simplification and Value

Evaluate this ad.

Ask Gemini

+ o3 Tools

. s
o D) @ o is0s &

9°C
e

Bewolkt
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iy, Curation: The Cannes Lions Winner@Al-Twins Expert

x +

C gemini.google.com/gem/c71984ce25bb/d51eb89dec7c857c

Gemini Ad Evaluation: Penny's Price Point Strategy

This advertisement succeeds by embedding Coca-Cola into the “mythology” of modern
culture, making the brand feel as timeless and essential as the stories we tell ourselves. It
cleverly utilizes the psychological weight of a masterpiece like The Shining to lend the product
a sense of historical gravity and narrative purpose. By suggesting that even Jack Torrance’s
"beginning of good times" required a Coke, the brand reinforces its identity as the ultimate,

inescapable symbol of refreshment across all realities.

Put all the results in one table as download in Google Sheets.

Expert in Morphological Psychology & Creative Strategy

Ask Gemini
=+ o5 Tools
Gemini is Al and can make mistakes, including about people. Your privacy & Gemini

9°C
-

Bewdlkt
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i, Curation: The Cannes Lions Winner@Al-Twins Expert

Cannes Lions (Potential) -
: . o . . Elabo- | Artistic Overall :
Award Ranking Cannes Lions Brand Originality |Flexibility |Synthesis . Short Conclusion
. ration Value Score
2025 Points

. Transforms mundane pricing into a physical presence that

Grand Prix 95 Penny 88 65 92 70 78 78.6 dominates the consumer’s personal space.
. Captures the restorative transition from public celebratory

Gold Lions 90 Dove 82 85 94 76 89 87.2 chaos to private psychological purification.
Gold Lions 90 The Times of India 91 84 95 79 86 BT [ e o tioral mharanay, clovatng the actof
Gold Lions 90 Stella Artois 85 80 92 74 90 BA. 2 e e e ey SCnoory oaeis that
Silver Lions 85 KitKat 94 88 96 82 85 B9 [ramedyfor medem doomacroling migue.

. . Elevates a mass-produced tool into a conduit for
Silver Lions 85 BIC 84 82 94 88 91 87.8 generative potential and immortal artistic legacy.
Silver Lions 85 Berliner Philharmo. 89 78 95 86 92 B8 [ e ol 1 Ao wpace.

. . Validates the authentic struggle of parenting as a
Silver Lions 85 COlgate 86 81 93 78 83 84.2 necessary stage in building long-term health resilience.
Silver Lions 85 Cornetto 87 83 95 76 91 8B4 | b for mey o v

Bronze Lions 80 Faber-Castell 93 89 97 92 95 93,2 e e s o ooy o the power o

. Celebrates the triumph of hedonistic impulse over
Bronze Lions 80 Oreo 89 82 94 75 70 82 domestic necessity within the drama of the retail aisle.

. . Re-frames the laundry process as an act of social
Bronze Lions 80 Persil 95 90 97 84 88 90.8 validation by removing the stigma of biological reality.
Bronze Lions 80 Britannia Industries 92 85 96 78 89 B8 [ e e rscain 1oohane e orarg

. Embeds the brand into cultural mythology as an
Bronze Lions 80 Coca-Cola 92 85 96 80 88 88.2 omnipresent witness to both history and storytelling.

Correlation with
(Potential) Cannes -0.55* -0.68* -0.73* -0.54* -0.11 -0.59* [*Significance level: p<0.05
Lions Points
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Curation: The Cannes Lions Winner@Al-Twins
Consumers

Lions Points

cannes Liohs (Potentif':ll) L I . Elabo - Artistic Overall

Award Ranking Cannes Lions Brand Originality |Flexibility |Synthesis ration Value Score
2025 Points
Grand Prix 95 Penny 3.72 3.12 3.45 3.90 4.23 3.68
Gold Lions 90 Dove 3.78 2.83 3.05 3.26 4.06 3.40
Gold Lions 90 The Times of India 4.16 3.31 4.41 3.56 4.27 3.94
Gold Lions 90 Stella Artois 3.32 2.65 2.77 3.51 4.44 3.34
Silver Lions 85 KitKat 3.92 3.06 4.42 2.67 4.39 3.69
Silver Lions 85 BIC 3.85 3.12 421 2.62 4.37 3.64
Silver Lions 85 Berliner Philharmo. 4.32 3.70 4.58 3.14 4.68 4.08
Silver Lions 85 Colgate 3.82 3.06 4.11 2.71 4.34 3.61
Silver Lions 85 Cornetto 3.78 2.97 4.38 2.53 4.20 3.57
Bronze Lions 80 Faber-Castell 4.24 3.31 4.68 3.39 4.58 4.04
Bronze Lions 80 Oreo 3.85 2.88 4.25 251 4.49 3.59
Bronze Lions 80 Persil 3.48 2.73 3.06 3.70 4.14 3.42
Bronze Lions 80 Britannia Industries 3.92 3.20 4.49 2.78 4.35 3.75
Bronze Lions 80 Coca-Cola 3.86 3.11 4.13 3.57 4.54 3.84
Correlation with
(Potential) Cannes -0.19 -0.06 -0.44 0.36 -0.40 -0.21  [*Significance level: p<0.05

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026
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@ Consequences: Effectiveness of Creative Al Ads

Study approach

Design: Online survey with prepost design using implicit and explicit survey techniques
Target group: US-Citizens in the age of 18/9 years
Sample size: n = 900

Before Ad After
measurement contact measurement
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Consequences: 6 Ads (with and without AlLabel’

Colgate
-""

Colgate \.
l N—r

@

¢ 2

| & N witha
Generated |

-

With Al
Generated

lm;
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Step 1.

Baseline

Online

Survey

(n=400 U.S.
citizens)
Step 2:
Causal Al
Analysis to
Reveal Key
Brand Driver

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026
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Conseqguences: Al or Human generated

2 KAETtS M AY H (02 H AY o LINIAOALIVYGEA &dza LSOO !'LZ

Was the ad you just saw created by an Al or by a human?
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Conseqguences: Al label perception

Most participants exposed to an Alhbeled ad recall noticing the label

Did you see the following label "With Al Generated" in the commercial you just

100% saw?
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@ Conseqguences: KPI Differences {Pst)

Except for Kalshi, all tested ads show a positive brand impact across most dimensions at an implicit level (archetyp:
general, and buying impulse)

SAILUN
TIRE

Brand KPI (.00 Index)

Without
AlLabel

+9.41

Without With

AlLabel | AlLabel
Mean Brand Archetype Association; -0.63 -0.68
Mean General Brand Associations -0.24 +0.46

+9.97

+1.07

Mean Brand Buying Impulse

Relevant Set

Recommendation +3.33
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+0.94

+5.49

+8.07

+9.80

With
AlLabel

+3.75

Without
AlLabel

+2.20

With
AlLabel

+1.95

+3.20 +3.30

+2.74

+4.41

+3.10

+5.13

+1.43

- Substantial Difference
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&
@ Consequencessummary

Al ads successfully drive positive brand impact and maintain performance even with transparent labeling, proving
that high-quality execution is the ultimate antidote to consumer suspicion

1. Al Ads Drive Implicit Brand Impact
Overall, the tested Al ads successfully strengthen associative networks. Except for one ou
(Kalshi), all ads showed a positive impact across most implicit dimensions, including branc
archetype, general perception, and buying impulse.

2. Transparency Doesn't Harm Performance
While most viewers recall noticing an Al label, this transparency does not hurt effectivenes
tested Al ads received positive evaluations, with labeled versions performing equally well g
slightly better on average.

3. Quality Overcomes Al Suspicion
Viewers have a strong radar for automation, with up to #thards suspecting Al involvement.
However, higHj dzI f Aié SESOdziAz2y Yl ala GKAAY &adzal
unlabeled Al ad.
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Agenda

W Augmented Creativity: Human + Al

(W Creativity In Brand Management

W Creativity in Research

(W Creativityin the Arts

W Reflections
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Research: Overview

(4a, 4b)
Research Design of an

|dea§ & o — Model empirical
guestions study

(1) 2)

Literature

(3) Hypo
theses &

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026

(5a, 5b)
Data
collection

(6a, 6b)
Data
analysis

)
(7) Wil Sc(ige)nce
Gener the commu
alization scientific S
nication

paper
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Create: Research ideas

LLM property Productivity Semantic breadth

Psychological analogue Persistence Flexibility

Thanks to their computing power Thanks to their vast and heterogeneous
Explanation LLMs can generate a large volur training data, LLMs can generate ideas
of ideas in a short amount of tim¢  spanning diverse semantic categories|

Originality increases as more ide  Originality increases as ideas connect

Phenomena

are generated more distant knowledge domains.
Original ideas eventually plateau Hallucinations arise, especially when
| L after a certain number of ideas ai dialing up stochasticity (aka temperature
0 Limitations : : :
S generated. negative spillover effects on collective
c diversity.
§ Finetuning, fewshot prompting, Prompt variation, hybrid prompting, chai
é Practical interventions and retrievalaugmented of thought prompting, and temperature

generation. parameter.
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- Create: Research ideas
-’

— B —
/2
» =1
The Art infusion effect describes the positive impact of the integration of arts

into packaging, advertisement etc., on the evaluation of the product and brand.
This effect is empirically validated by several studies and is valid for "positive" as
well as for "negative"” art. The main explanation for this effect is that art
generates positive associations like uniqueness, luxury, creativity, and originality.

b
[ )

Today, more and more art pieces are generated by Al. Hence, develop ten
research ideas for the Al art infusion effect. The research should be good
enough for publications in a top journal like the Journal of Marketing or the
Journal of Consumer Research.
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4,

% Create: Research ideas

-’

Novelty—Typicality Frontier: When Al Art Is “Too Creative”

Core: Calibrate Al/human art along novelty and typicality using computational measures (e.g., CLIP-space distance)
to test non-linear effects on liking and brand fit.

H1: In moderate novelty zones, Al = human on infusion benefits; at extreme novelty, Al > human on perceived
originality but < human on authenticity > inverted-U for overall brand attitude.

Design: 5 experiments + behavioral choice; manipulate (novel vs. typical) x (Al vs. human label). Contribution: Unifies

aesthetic preference theory with algorithm aversion/appreciation.

Moral Provenance & Data Ethics as Boundary Conditions

Core: Ethicality of the training/data provenance (consented artists vs. scraped/controversial datasets) moderates Al
art infusion.

H1: Ethical provenance disclosure rescues Al art's authenticity deficit; contested provenance triggers moral contagion
-> trust and brand warmth losses.

H2: Values-based brands (purpose/luxury) are more sensitive than functional brands.

Design: 4 experiments + incentive-compatible donation/WTP; manipulate provenance disclosures and brand values;

measure moral outrage, trust, warmth. Contribution: Brings moral psychology into art infusion.

Negative Art, Safe E)issonance, and Psychological Distance

Core: Classic work showed art can be negative yet help brands. Does Al “de-humanize” negativity (making it less
morally tainted) or amplify eeriness?

H1: For transgressive/negative art, Al labels increase psychological distance - reduce discomfort - maintain

attention benefits without moral taint (vs. human).

Please develop for idea number 5 a study-roadmap.
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Study Package Overview (JM/JCR-ready)

Constructs: Al-art provenance ethics (consented/licensed vs. scraped/contested) = authenticity, trust,
moral outrage, moral contamination = brand attitude, WTP, choice.

Key moderators: Brand value profile (purpose/luxury vs. functional), remedy type (artist
compensation/program vs. legalese), consumer values (fairness concern, Alfart capital), culture (US vs.
DE).

Core prediction: Ethical provenance rescues or amplifies Al art infusion via authenticityftrust; contested
provenance triggers moral contagion & outrage that overwhelm classic art-infusion benefits—especially
for value-driven brands.

H1-H4 (to preregister)

» H1 (Main effect): Al art with ethical{consented provenance increases brand authenticity, trust, and
purchase outcomes vs. Al art with contested/scraped provenance; both outperform no-art baseline
on attentionfuniqueness, but only ethical Al sustains overall evaluations.

= H2 (Moderator—brand values): The negative effect of contested provenance is stronger for
purpose/luxury brands than for functionalfvalue brands.

s H3 (Process): Effects are mediated by moral outrage (T for contested), perceived fairness to
artists, and brand authenticityftrust (4 for contested). (Parallel/serial mediation.)

» H4 (Remedies): Substantive remedies (creator compensation + opt-in provenance + future
commitments) attenuate backlash more than formalflegalistic disclaimers; remedy effectiveness is
moderated by perceived sincerity (credibility).

Study 1 — Proof-of-Concept (2x2 lab experiment)

Design: 2 (Provenance: Ethical vs. Contested) x 2 (Brand profile: Purpose/Luxury vs. Functional).
Between-subjects.
Stimuli: Identical packaging/ad with matched Al artwork (pretested for style/quality), differing only in a
small disclosure panel:
» Ethical: “"Artwork created with Model Z using licensed, compensated artist contributions;
provenance available."
» Contested: “Artwork created with Model Z trained on web-scraped images without individual artist
consent.”
DVs & Process: Brand authenticity, trust, warmth/competence, moral outrage, perceived fairness to
artists, overall attitude, WTP (BDM or slider with bonus), choice vs. non-art control (exploratory).
Sampling/Power: Power for small effects (d=0.25). Target n=300/cell (total n=1,200) to withstand
exclusions and support moderated mediation.
Analysis: 2x2 ANOVA; PROCESS (Model 7/8) moderated mediation with brand profile as moderator;
report equivalence tests on visual features.
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@- Create: Research ideas
>

Yes, develop a text for the preregistration and visual stimuli for the
experiment. Please use chocolate bars as the product category.

o Ethical Al x Purpose Contested Al x Purpose
Preregistration (OSF-style)

Title

Al Art Provenance in Packaging: Ethical vs. Contested Training Data as a Boundary Condition for the Art-

Infusion Effect (Chocolate Bar Category) Al-generated art Al-generated art

ETHISSE Chocolatiel ETHISSE Chocolatiel

[Names & affiliations redacted for review] Bean-to-bar * 70% cacao * FairIy sourced

Bean-to-bar * 70% cacao * Fairly sourced
Limited Artist Series
Summary

Limited Artist Series

We test whether ethical Al-art provenance (licensed, compensated datasets with content credentials)
versus contested provenance (web-scraped, non-consensual datasets) changes brand outcomes in a
packaging context. We also test moderation by brand profile: pu fl y vs. fi i brand
positioning.

Hypotheses (confirmatory)

H1 (Main effect): Chocolate bars with ethical Al-art provenance on the pack will yield higher brand
authenticity, brand trust, attitude toward the brand, WTP, and choice than identical packs with
contested Al-art provenance.

* H2 (Moderator): The negative effect of contested provenance is stronger for purpose/luxury brands
than for functionalfvalue brands.

« H3 (Process): Effects are mediated by (a) perceived fairness to artists and moral outrage (higher

for contested), and (b) brand at icity/trust (lower for ¢ d)
Design
Between-subjects 2 x 2 iment:
elween-subjects 2 x £ experimen @ Artwork provenance I Artwork provenance
1 1ce: Ethical vs. C: (explicit, transparent on-pack disclosure panel) Artwork created with Model Z using Artwork created with Model Z trained on
2. Brand profile: Purpose/Luxury vs. Functional/Value (positioning cues on pack: brand name, tagline) licensed, compensated artist web-scraped images without individual
Product: Chocolate bars (100g) with identical Al artwork across all cells; only disclosure and brand E‘;:E:?g:gj'emals R ;T::::t';ﬁr:‘mpensati e —
profile vary. provenance available. available.
Stimuli & Manipulations
* Base artwork: Same abstract “Al-generated art" panel across all cells (pretested for equivalence). Net wt. 100g * 12 squares * Best before: see back Net wt. 100g * 12 squares * Best before: see back

= Provenance panel (front-of-pack footer):

Ethical: “Artwork created with Model Z using licensed, compensated artist contributions.
Content credentials embedded; full provenance available.”

Contested: “Artwork created with Model Z |, ‘ned on web-scraped images without individual
artist consent. No creator compensation; provenance not available.”

19" Global Brand Conference, Oxford Brookes University (UK), 6. May 2026 © Prof. Dr. Carsten Baumgartiw{w.cbaumgarth.net



BRITISH

JOURNAL of

BRITISH ACADEMY
MANAGEMENT

OF MANAGEMENT

& Full Access

Bridging the Relevance Gap: Aligning Stakeholders in the
Future of Management Research
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@~ Create: Science communication
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Create: Science communication
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