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Effects of the AI-Driven Design Process on Pleasure and Self-Expansion:
Focusing on Perceived Originality and Attractiveness
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Assistant Professor, Dept. of Clothing and Textiles, Chungnam National University, Daejeon, Korea

ABSTRACT

This study examined the perceived originality and attractiveness of design output in the
Al-driven design process and their impact on self-expansion through pleasure. Furthermore,
this study examined whether individuals' creative consumer efficacy moderates the effects
of perceived originality and attractiveness on pleasure. The volunteers participated in a design
process to collect data using a generative Al program within an experimental setting.
Seventy-seven complete responses were collected. The data were analyzed using SPSS 26.0
for exploratory factor analysis, reliability analysis, and the PROCESS macro for mediation
analysis. Bootstrapping analysis using the PROCESS macro (Model 8, with 5,000 bootstrap
samples) showed that perceived originality increased self-expansion, with this effect mediated
by pleasure. The effect of perceived originality on pleasure was moderated by creative consumer
efficacy. Specifically, individuals with low creative consumer efficacy exhibited a stronger
positive relationship between the perceived originality and pleasure. In addition, the direct
effect of perceived attractiveness on self-expansion was significant, but this relationship was
not mediated by pleasure. By identifying pleasure as a mediator between perceived originality
and self-expansion, this study extends existing theories on the emotional aspects of innovation
processes. Furthermore, exploring creative consumer efficacy as a moderator enriches the
theoretical frameworks by recognizing the role of individual differences.
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Table 1. Results of exploratory factor analysis
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Fact Ei i '
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I feel that my perspective has broadened through

0.891
my experience with the Al design program.
I feel that my knowledge has expanded through 0.877
my experience with the Al design program. ’
beli= I feel that I h itively through 3437 20436 0.856
expansion eel t -at ave grown pos@vey through my 0.842 . (26.436) .
experience with the Al design program.
I feel that my understanding of myself has
deepened through my experience with the Al 0.750
design program.
The outcome seems to be original. 0.843
Percei The outcome seems to be new. 0.807
erceived o o 2817 2LO73 0.792
originality = The outcome seems to be innovative. 0.796 (48.109)
The outcome seems to be unexpected. 0.670
ed The outcome seems to be harmonious. 0.916
PEI‘CEIV'C The outcome seems to be beautiful. 0.859 2.692 20.710 0.816
attractiveness (68.818)
The outcome seems to be attractive. 0.808
I was satisfied while using the Al design program. 0.862 14.067
Pleasure ) _ & &1 Prog 1.829 0.922
I enjoyed using the Al design program. 0.859 (82.885)
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Fig. 2. Moderated mediating model.
Table 2. Results of moderated mediation analysis
95% Cl
Path Moderator Effect BootSE
LLCI ULCI
Perceived originali Creati —1SD 0.2831 0.1366  0.0109  0.5553
erceived originality — ' reat.we consumer Mean 0.1052 01039  —01019 03124
Pleasure — Self-expansion efficacy
+1SD —0.1615 0.1461  —0.4528 0.1297
ed ) ) —1SD 0.1528 0.0964 0.0441 0.4038
Perceived attractiveness - Creat‘we consumer Moan 01551 01233 0,039 04901
Pleasure — Self-expansion efficacy
+1SD 0.1585 0.1756 0.0000 0.6349
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