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Abstract : In line with existing philosophical approaches, this research proposes a conceptual model with an innovative spatial
vision and aesthetic principles for Artificial Intelligence (AI) application in brand advertising. The model first identifies the
major constituencies in contemporary advertising on three spatial levels—physical, psychological, and symbolic. The model
further incorporates the relationships among AI, aesthetics, branding, and advertising and their interactions with the major
actors in all spaces. It illustrates that AI may follow the aesthetic principles-- beauty, elegance, and simplicity-- to reinforce
brand identity and consistency in advertising, to collaborate with stakeholders, and to satisfy different advertising objectives on
each level. It proposes that, with aesthetic guidelines, AI may assist consumers to emerge into the physical, psychological, and
symbolic  advertising  spaces  and  helps  transcend  the  tangible  advertising  messages  to  meaningful  brand  symbols.
Conceptually,  the research illustrates that even though consumers’  engagement with brand mostly begins with physical
advertising and later moves to psychological-symbolic, AI-assisted advertising should start with the understanding of brand
symbolic-psychological and consumer aesthetic preferences before the physical design to better resonate. Limits of AI and
future AI functions in advertising are discussed.
Keywords : AI, spatial, aesthetic, brand advertising
Conference Title : ICAINN 2023 : International Conference on Artificial Intelligence and Neural Networks
Conference Location : London, United Kingdom
Conference Dates : March 16-17, 2023

World Academy of Science, Engineering and Technology
International Journal of Computer and Information Engineering

Vol:17, No:03, 2023

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 C
om

pu
te

r a
nd

 In
fo

rm
at

io
n 

En
gi

ne
er

in
g 

Vo
l:1

7,
 N

o:
03

, 2
02

3 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/a
bs

tr
ac

ts
/1

64
35

6.
pd

f

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 17(03) 2023 1

https://publications.waset.org/abstracts/164356.pdf

