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ABSTRACT

This study examined the perceived uniqueness of Al-generated fashion stores on brand
attitude change serially mediated by the consumers’ affective responses. The participants
viewed seven surreal images of Nike stores created by generative Al. The key variables
included perceived uniqueness, pleasure, brand liking, and brand attitude change, measured
as the difference between evaluations before and after image exposure. The data from 181
participants were analyzed using exploratory factor analysis, reliability analysis, and Hayes's
PROCESS macro (Model 6). The results showed that the perceived uniqueness indirectly
influenced brand attitude change through sequential mediation involving pleasure and brand
liking. Neither the direct effect nor the single mediation paths were significant, highlighting
the importance of the emotional sequence. These findings suggest that the consumers’
perception of uniqueness in Al-generated, fantastical visuals evokes emotional pleasure,
which strengthens the emotional attachment to the brand and leads to more favorable brand
attitudes. This indicates the role of emotional engagement in shaping the consumer responses
to Al-driven retail experiences. Regardless of real-world feasibility, such content can serve
as a powerful catalyst for enhancing the brand image and consumer connection, positioning
generative Al as a strategic creative asset in future fashion retail.
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< DROP# @35t Impossible Tabby Shop
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oF7] 95k, Yoona, Resleeve, The New
Black, Raspberry, NewArc 59| #jAd X4&
283 ohefst A Al AZE 0|7} 7 SAIE
1 tHChung & Lee 2024).

A ARiofl A ] B F Al 01‘31;(]94 28 S 7t

4 olpl Al e g2rAel 4612 74

L= Siun R BR SN

;r mlm

g

TE 4 AARS B AlFstal AtkCho
2024). 7V w4 otoldlzt 7} i HREoA=
=53 tARlE FE 1 &aHRe =54
(Uniqueness) &7 9582 H157]% 513
THSchapsis et al. 2025). o]&gt Y Al
o3t wjd oju|X|= A BojARE 22
BHTo] o277 535t o|u|x] FAof| A=
. lee-/] ALR Z2AEANE
B AT &85t Al "41}01 & Jdste 2

o 33 7—]1\]:] O]D]X]E /\ﬂk]
sk FarskQlal, BT A 7P b =3t of
of AE BT S T7HoITHNike
2024b). Maison Meta®lAl= BAE=eto] HAS
Sl Al FH|Ql o|u]| X & A&star glow, T
EAA7HT 7P HDolce & Gabbana Casa)9]
Al 7451 o]m|A]= oge|et Fd= v o= S}
of BRHERES] =53t QlE|Fo] ofn|X|E AR}
o] A AP S5 A0 R HHol7|: of
FtHMaison Meta 2024). ¥HH BT Q]Eof A
= Al oFg|AEo] o5t A4dd Alof 2J3t WA o]
O A7} ZAE AL Qlt), ofF|AEES AEAoR
jH BHEE A4 TEIER AEs] HEe}
o] ARl A2 AETo] onAE AT
o529 gL 14 HI;ME ofo|dlEE|24]9] o]
n|R2} S T, =ol, A& o= A4
sto], Bl@ Ao ZESE 7MY w4 olm]A] Ft
< A=5HL AHRyu & Lee 2024). o]A9E A4
@ Alo]| 2J3F s ofu]X|= B =049 niAY
G5 otde}, 25 Al ofE|AEY HIHE7I

o}

ofst WpAlo @ o] AT 9

283

)

5k A
g =

—

2. Al 48 O[ofx|of| chHet =54 Xzt

EZEX4 ZZKPerceived uniqueness)2 £7%



346 St=X|GAMS|EISlS|X] M36H 35 2025

< ou|st], BHE WoX= s BHET} 7
A BREE AtoloflA ol Hal, gA A=,
7199 4= = J=E YEPHTHNetemeyer et
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7] I3 S QIR AE e B4 95
a1, PROCESS macro(Model 6)& AF&3lo] &=
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Table 1. Results of exploratory factor analysis

oS Wi EEge ASoH.

£ EY(Principal component analysis) 7]#3}
Varimax 3] W42 285t 2974 S
AAsH7] A #29] AEAS B7IR 23 KMO
Fe 0.8958 94 Szmom UEtor
Bartlett®] 34 A% 23 E3F Folulsioitt
(x* =2,690.955, df = 78, p<0.001). °l° &<l

242 AN Z3KTable 1), BE BaJe] 89l
s5tego] 0,70 o4O ekt 74 eheAo] 3

tr

Folon, ZE 9919 18Zkeigenvalue)
1.000 ]/KJ—_E 9J—O]Qo1 {9 220] ;g'zqolo
RIS AlF|e A5 98 AFERt Cronbach's
a AlFE ZF Q™R 0.904°14 0.966 Ate]Q]
Zre Hol yd A3al 24 AFE nE o
291 AoF YEpyitt

rOlt

Construct Items Fac‘tor Eigen Variance % Cronbach’s
loadings  value a
This brand is thrilling. 0.869
This brand i iting. 0.803
Brand liking = O 0 SRS 3256 20 ooy
This brand is delightful. 0.792 (25.044)
This brand is fun. 0.729
Unfavorable — Favorable 0.857
Brand attitude Bad — Good 0.850 2.924 22490 0.961
and attitude Ba 00 . . (47.534) .
Dislike — Like 0.834
Looking at the Al-generated store felt enjoyable. 0.914 29 063
Pleasure I felt satisfied after viewing the Al-generated store. 0.906 2.868 ( 69- 598) 0.966
I felt pleased while viewing the Al-generated store. 0.852 '
This Al-generated store image feels highly unique.  0.902
Perceived This store design looks one of a kind 0.895 2.564 19.725 0.904
uniqueness & ' ’ ’ (89.322) '

The store image appears very special.

0.777
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2. A7 43

A7} /7t s A2 olm|Rof gt =54
A|Zto] EAZT BHE 743 Hifiste] BHE
HE=E WSt 7|=A AEY] fJs] PROCESS
Macro(Model 6)& &83F REAEHY H4
(Bootstrap samples = 5,000 95% CI)& AA|Sk
Aot 24 23, Fig. 1914 Yehbxel, AT7F A3
et BIAA R Wi oju|R]of| Higt ARl =
B4 A2 EA=0 fag B(HY 9T v
HOoM(B = 0.6983, se = 0,0682, t = 10.2388,
p€0.001), EAEL thAl BE S310] H(+)9]
FFS "HHB = 0.3367, se = 0,0719, t =
4.6845, p€0.001). o]ojAf, HHE T2k HA] B
HE H Hlo] Fofet B(H9] JFE vxl A
o7 YehthB = 0.0759, se = 0,0311, t =
2.4410, p€0.05). ¥, o] 9Jo] b2 A A&
52 SARCE [ooHA] gith. AR or,

Al 378 olm|Rof| tigt 554 A7 A%
B i3t A 2L 0|5 2& mi7sto]
BT e W] Folgt I viAE A=
YerdtHIndirect effect = 0.0179, BootSE =

0.0096, 95% CI = [0.0011, 0.0393]). =, AH|
A= AIVF THE EE3) o|unjR|E Ed] 22449

752 49k, ol Qs Bl digh 54
o] F4=H, ol A4gA A4 wEo] HAs

=

1_4

H=o] 5742 Wl olofX|= 2H A&7t R
s ZEske AR ST & St

Hhd, =54 x)Zbo] Bt Hx W3l u]x|
A Be BAH LR FosHA] dvker, =
A A7t - A% — BIAE = ¥Hs} 52
54 Azt — BAHE 3 — B H ¥l
22 9 i A= A BF {o5HA] 982
o= yUehgth ol=Ad T
”H7HE‘:H§, = 71-14;(4 Eﬂ}\ 7
1T o]F wif BEHo] BAHCE fofsit
L Ho| A=xoz 3lEJrHTable 2).
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H2. mediation effect of pleasure

| Pleasure )

H4. serial mediation effect of

pleasure and brand liking
6983***

; 336774 m
. N “hange in
Perceived G :
- R H1. direct effect ---------] OVel‘ﬂHbmﬂd )
uniqueness /. ;
. attitudes

0759
After aritide-Before anitde

| Brand liking )

H3. mediation effect of brand liking

#pe.05, M 001

Fig. 1. Results of mediation analysis.

Table 2. Mediation effects of pleasure and brand liking

Direct & indirect path

95% CI

Effect BootSE ——————————
LLCI ULCI

Direct path:
Perceived uniqueness — Brand attitude change

0.0115 0.0344 —0,0564 0.0794

Indirect path 1:

Perceived uniqueness — Pleasure — Brand attitude change

0.0036  0.0297 —0.0581 0.0577

Indirect path 2:

Perceived uniqueness — Brand liking — Brand attitude change

0.0067 0.0096 —0.0071 0.0307

Indirect path 3:

Perceived uniqueness — Pleasure — Brand liking — Brand attitude change

0.0179 0.0096  0.0011 0.0393
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