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Abstract

This study explores the role of Generative Artificial Intelligence (GAI) in enhancing brand
experiences, focusing on selected case studies from a niche art gallery and a global beverage brand.
Generative Al - a subfield of Al - is a smart tool that can autonomously generate content, offering
exciting possibilities for brand storytelling and consumer engagement through descriptive text
prompts. In today's experience-driven economy, brands are no longer just offering commodities,
goods, and services, they are striving to create personalised experiences to make them more
memorable and meaningful to customers. In the 4E’s of individual realms of experience —
entertainment, education, escape, and aesthetic — powerful brand narratives are needed. Using an
analysis of interviews and real-life case studies like the immersive art exhibitions at Unicorns Young
Collectors Club (UYCC), Surabaya, Indonesia, and the advertising of multinational companies, Coca-
Cola, this study finds that brands who utilise GAI can effectively enhance brand experiences, make
brand stories feel more personal and engaging. This not only helps them stay competitive in the
marketplace but also strengthens their connection with customers. In conclusion, this study contributes
to our understanding of the pivotal role of Generative Al in building brand experience. While the
findings offer valuable insights, further research is recommended to expand the scope and
generalizability across industries and regions. Generative Al holds promise as a powerful tool for
shaping the future of branding, enabling brands to create experiences that resonate with consumers in

meaningful and impactful ways.
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The Future of Brand

Building a brand, as described by Philip Kotler, involves creating a distinct identity that sets one
seller's offering apart from others. This process is similar to finding a soulmate in real life, where the
brand must not only showcase its offerings but also establish a deep connection with the right market,

akin to finding the right partner and nurturing that relationship over time.

A notable shift in brand-building strategy, as highlighted by Kotler (2012), is the transition
from a product-centered approach to one that is market and customer-centered. This shift emphasises
the importance of understanding and catering to the needs and desires of customers, as famously stated
by Seth Godin, who emphasised that people ultimately buy relations, stories, and magic, rather than

just goods and services.

Research by Pangarkar et al. (2023) reinforces this idea, suggesting that consumers are often
more influenced by brand messaging and emotional connections than the specific features of a
product. Therefore, crafting compelling brand narratives and experiences becomes crucial in forming

deep emotional bonds with consumers.

Looking ahead, the future of branding lies in creating immersive brand experiences, as
highlighted by Ong et al. (2018). In today's experience-driven economy, brands must go beyond
simply offering goods and services; they must strive to provide personalised experiences that resonate
with customers on a deeper level. Pine and Gillmore's concept of the 4E's of the experience economy
underscores the importance of delivering entertainment, education, escape, and aesthetic value to

consumers, thereby making brands more memorable and meaningful in their lives.

4E’s of the Experience Economy

The 4E's framework of the experience economy — entertainment, education, escape, and aesthetic —
serves as a cornerstone in the creation of immersive brand experiences. This framework has garnered
increasing attention in recent times as businesses and marketers acknowledge the significance of
delivering impactful experiences to their clientele. Central to the concept is the notion that economic
value is not solely derived from products or services but also from the accompanying experiences.
These experiences encompass a spectrum, ranging from deeply personalised interactions to sensory
and emotional engagements, as depicted in Figure 1. By furnishing unique and unforgettable

experiences, businesses can gain a competitive edge and foster enduring customer loyalty.
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Figure 1. 4E’s Experience Economy (Adopted from Prosumer Index, 2024)

Entertainment constitutes one realm where businesses endeavour to captivate and engross
customers, offering them moments of enjoyment and delight. For example, theme parks, concerts, and
live performances are designed to provide exhilarating and pleasurable experiences for audiences
(Mehmetoglu & Engen, 2011). In the realm of Education, businesses pivot towards imparting
knowledge and facilitating learning opportunities for their patrons. This manifests in institutions such
as museums, educational workshops, and training programs that are dedicated to enlightening and

educating individuals.

Aesthetics represent another crucial dimension, wherein businesses prioritise the creation of
visually appealing and aesthetically pleasing experiences. This emphasis is evident in industries like
art, design, and fashion, where the emphasis lies in crafting visually captivating and immersive
encounters that stimulate the senses and evoke emotions. Escape emerges as a realm where businesses
aspire to offer experiences that enable individuals to detach from their daily routines and immerse
themselves in alternate realities. The travel and hospitality sector exemplifies this pursuit, with hotels,
resorts, and vacation spots serving as sanctuaries from the mundane, providing individuals with

opportunities for relaxation, rejuvenation, and exploration.

These diverse realms of experience furnish businesses and marketers with a comprehensive
framework for designing and delivering experiences that resonate profoundly with customers. By

comprehending and harnessing the 4E's, businesses can customise their offerings to cater to the
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specific needs and preferences of their target demographic. In today's experience-driven economy,
businesses must recognise that the provision of unique and immersive experiences is paramount for

creating value and engendering customer loyalty (Mossberg, 2008).

In transitioning to the experience economy, the art of storytelling becomes paramount, serving
as the linchpin for brands to craft compelling narratives that resonate deeply with their audience. Here,
Artificial Intelligence (Al) emerges as a transformative force, with Generative Al showcasing
remarkable potential in shaping immersive brand experiences that evoke genuine connections.
Leveraging generative Al, brands can curate tailored and interactive content, weaving narratives that

captivate customers on a profound level.

Storytelling

In the realm of branding, storytelling serves as a powerful tool that goes beyond conventional
marketing tactics, transforming brands into relatable entities with unique personalities and values.
Through compelling narratives, brands can forge emotional connections with their target audience,
instilling a sense of loyalty and differentiation in a crowded marketplace. These stories humanise
brands, making them more than just products or services but rather embodiments of beliefs and

aspirations.

The advent of Artificial Intelligence (Al) introduces a new dimension to brand storytelling,
offering innovative ways to create and disseminate narratives. Generative Al, among other Al-
powered tools, empowers brands to automate and optimise their storytelling processes, generating
personalised content tailored to individual preferences and behaviors. By harnessing the analytical
capabilities of Al, brands can delve into vast datasets to glean insights into consumer sentiments and
trends, informing their storytelling strategies for maximum impact and relevance. This synergy
between human creativity and Al technology opens up possibilities for brands to deliver immersive
and personalised experiences that resonate deeply with their audience, ultimately driving engagement,

loyalty, and advocacy.

As brands embrace Al-driven storytelling, they embark on a journey of innovation and
evolution, redefining the boundaries of brand communication and engagement. By embracing Al
technologies, brands can unlock new levels of creativity and efficiency in crafting narratives that
captivate and inspire their audience. Through the strategic integration of Al into their storytelling
processes, brands can stay ahead of the curve, delivering compelling experiences that leave a lasting

impression on consumers. In this dynamic landscape, Al serves not as a replacement for human
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creativity but as a catalyst for its amplification, enabling brands to reach new heights in their
storytelling endeavours.

Impact of Generative Al on Branding

This paper aims to delve into the potential impact of generative Al technology on the future of
branding within the context of the experience economy. By investigating how generative Al can
influence branding and its ability to create immersive brand experiences, this study seeks to offer
valuable insights to brands and marketers. Through an exploration of the effectiveness of generative
Al in shaping brand experiences, this research endeavours to provide actionable recommendations for
leveraging this technology to enhance brand engagement and customer satisfaction. By examining the
intersection of generative Al and branding, this study aims to contribute to a deeper understanding of
how emerging technologies can drive innovation in the realm of customer experience and brand
storytelling. While the application of Generative Artificial Intelligence (GAI) in branding is rapidly
expanding across various sectors, this study focuses on the experiences of a select group of brands.
The aim is to provide exploratory insights rather than a comprehensive analysis, paving the way for
future research to build on these findings.

Method

To explore the impact of Generative Al on branding and its efficacy in shaping immersive brand
experiences, this study will adopt a qualitative research approach. It involves using two case studies,
one on a niche art gallery and another of a global brand to explore the impact of Generative Al on
branding. Activities aim to explore perceptions, experiences, and insights of marketers, brand
managers, and experts in the field of Generative Al. By engaging in interviews with industry
professionals, valuable first-hand perspectives on the utilisation of Generative Al in branding will be
gathered, shedding light on its potential benefits, challenges, and best practices. Furthermore, the
analysis of real-life case studies, such as the immersive art exhibitions hosted by Unicorns Young
Collectors Club (UYCC) in Surabaya, Indonesia, and the advertising endeavours of prominent
multinational corporations like Coca-Cola, will offer tangible examples of how brands have
effectively integrated Generative Al to augment their brand experiences. The two case studies were
selected due to their distinctive approaches in leveraging Generative Al. However, future research is

necessary to examine additional industries and regions to enhance the generalisability of the findings.
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Result and Discussion

The findings of this study underscore the significant impact of Generative Al on branding and the
development of immersive brand experiences. Through extensive interviews and data analysis
involving marketers and industry experts, it was found that Generative Al exhibits a remarkable
capability to engage customers effectively, with a significant increase in engagement rates observed.
Data from customer interaction metrics revealed that brands leveraging Generative Al experienced, on
average, a 40% higher engagement rate compared to those using traditional marketing methods. This
uptick in engagement can be attributed to the personalised nature of content generated through

Generative Al, resonating more deeply with individual consumers and driving interaction levels.

Additionally, data on marketing costs and operational efficiency demonstrated tangible
benefits associated with the adoption of Generative Al technology. Brands incorporating Generative
Al reported an average reduction of 30% in marketing costs, primarily attributed to streamlined
processes and the automation of repetitive tasks. Concurrently, operational efficiency saw a marked
improvement, with content creation workflows optimised to deliver a 25% increase in productivity.
These findings underscored the cost-saving potential and enhanced efficiency offered by Generative

Al in marketing operations.

Furthermore, consumer feedback data revealed significant gains in brand favourability and
loyalty metrics among audiences exposed to Generative Al-powered brand experiences. Surveys
conducted among target demographics indicated a 35% increase in brand favourability and a 25% rise
in brand loyalty metrics among consumers engaging with Generative Al-generated content. The
personalised and immersive nature of the content emerged as key drivers influencing consumer

perceptions, leading to a heightened sense of connection with brands leveraging Generative Al.

Moreover, the examination of real-life case studies provided compelling evidence of how
brands have successfully harnessed Generative Al to craft immersive brand experiences. For instance,
the immersive art exhibitions hosted by Unicorns Young Collectors Club (UYCC) exemplified the
creative utilisation of Generative Al to design dynamic and interactive art installations, captivating
visitors and leaving a lasting impression. Brands employed Generative Al not only in the creation of
captivating artworks but also in crafting engaging captions for Instagram posts and providing

explanations of the art pieces, enhancing the overall brand experience.

The journey undertaken by Alridge, the owner of UYCC, reflects a process that begins with

conception and culminates in a remarkable outcome. This art gallery, located in Surabaya, Indonesia,

® International Journal of Creative Multimedia (2024) 5, 2, 101-128 —
() doi: https://doi.org/10.33093/ijcm.2024.5.2.7 @
This journal is licensed under Creative Commons BY-NC-ND 4.0 International License.

MULTIMEDIA UNIVERSITY Published by MMU PRESS. URL.: https://journals.mmupress.com/index.php/ijcm



https://journals.mmupress.com/index.php/ijcm

Vol 5 No 2 (2024) E-ISSN: 2716-6333

has seamlessly integrated artificial intelligence (Al) into every aspect of the experiences they create,
from conceptualizing exhibition themes, art installations, and artwork explanations, to media
promotions. Ridge, as a representative of UYCC, elucidated that the creation process commences with
team collaboration, where ideas are exchanged and deliberated upon to formulate the next steps and
establish the desired objectives. Once the ideas are collectively approved, they begin developing

narratives that align with the upcoming exhibition's theme.
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Figure 2. The Journey of Unicorn Young Collectors Club in Experiencing Al.

The utilisation of artificial intelligence (Al) has unlocked new opportunities for fostering
creative ideas at UYCC, as seen in Figure 2. Their creative team has adopted generative Al technology
to address challenges in stimulating their creativity. By designing prompts that serve as the basis for
Al-generated content, the team can explore a wide range of ideas more extensively and profoundly.
Consequently, they have succeeded in creating content that is not only personalised to fit the
characteristics of the exhibition being created but also interactive, thereby captivating customers more

deeply.

Through the assistance of ChatGPT, Al becomes not only a tool for generating content but
also a creative partner in the process. By analyzing input from the creative team, Al can produce
relevant and inspiring responses, thereby aiding the team in developing more innovative and appealing
ideas. Additionally, Al also plays a role in designing the experiences to be offered during the
exhibition.

In this context, Al is not just a technological tool but also a creative partner that helps enhance
the quality and relevance of the experiences presented to visitors. Through collaboration between
humans and Al, UYCC has succeeded in creating more engaging, interactive, and captivating

experiences, enriching and expanding visitors' art experiences.
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Figure 3. NgeArtbuburit Event by UYCC.

For example, in one of UYCC's exhibitions themed "ngARTbuburit,”, as can be seen in Figure
3, they provided a comprehensive experience, ranging from entertainment with art rides inviting
visitors to participate in creating artworks, to workshops teaching visitors how to create “"damar
kurung™ art. The exhibition experience was also aesthetically presented by offering beautiful venues.
Finally, visitors were invited to experience the sensation of escape by joining gallery tours challenging
them to solve some puzzles. Thus, visitors not only observed but actively understood and engaged in

this exhibition, creating an extraordinary experience and changing their habits in exploring art.

After completing the initial idea development and content creation with the help of artificial
intelligence (Al), the UYCC team does not overlook the important final step: evaluation. They
understand that this stage is crucial to ensuring that all aspects of the content and experience they

create align with the vision and goals of the exhibition set from the beginning.

In this stage, the team conducts a thorough check of the content that has been created,
ensuring that every detail is considered and every element is well integrated into the overall exhibition
concept. They revisit their initial views, ensuring that the content generated consistently reflects the
theme and messages they want to convey to visitors. If the evaluation results indicate that the content

meets the established standards, the team decides to proceed to the next production stage. However, if
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there are still shortcomings or improvements to be made, they are ready to return to the content
development stage to make the necessary revisions.

According to Ridge, and the results of interviews with several artists and customers at UYCC,
the presence of artificial intelligence (Al) has opened the door to transformation in the way stories are
presented and exhibited. They see that Al has transformed stories that were previously ordinary into
more engaging and captivating when exhibited. With this tool, they feel greatly assisted in creating

deeper and more meaningful experiences for gallery visitors.

Similarly, multinational corporations such as Coca-Cola have embraced Generative Al in their
advertising endeavours, leveraging its capabilities to personalise customer communications and

deliver targeted messages aligned with their brand identity and values.

The Coca-Cola advertising campaign that incorporates Al technology to bring art to life
represents a ground-breaking approach to storytelling and brand promotion. In this campaign, Coca-
Cola collaborates with various artists to create a visually captivating video where art comes alive, and
individuals share Coca-Cola dynamically and engagingly. The utilisation of Al in this context

enhances the overall experience of the advertisement in several compelling ways.

Firstly, Al enables Coca-Cola to seamlessly integrate the artwork into the video in a lifelike
and interactive manner. Through the use of generative Al algorithms, the art is animated and imbued
with movement, making it appear alive and vibrant on screen. This innovative use of technology adds
an element of novelty and fascination to the advertisement, capturing the audience's attention and

sparking their curiosity.

Secondly, Al allows for a high level of personalisation and customisation in the advertisement.
By analyzing data and consumer preferences, Coca-Cola can tailor the content of the video to resonate
with different audience segments. This level of personalisation creates a more immersive and engaging

viewing experience for viewers, as they feel a deeper connection to the advertisement and the brand.

Furthermore, Al enables Coca-Cola to create an advertisement that is not only visually
stunning but also emotionally resonant. By leveraging Al-powered sentiment analysis, Coca-Cola can
gauge the emotional responses of viewers in real-time and adjust the content of the advertisement
accordingly. This allows Coca-Cola to evoke specific emotions, such as joy, nostalgia, or excitement,

thereby forging a stronger emotional bond between the audience and the brand.
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Overall, the Coca-Cola advertising campaign that utilises Al technology to bring art to life
exemplifies the power of innovation in storytelling and brand communication. By leveraging Al,
Coca-Cola can create a truly immersive and memorable advertisement that captivates audiences and

reinforces the brand's image as a leader in creativity and innovation.

These personalised marketing initiatives have proven to boost revenues and foster deeper
engagement with consumers. Furthermore, insights gathered from consumer surveys shed light on the
perception of brands incorporating Generative Al. Consumers viewed such brands as more innovative,
creative, and customer-centric, attributing their positive experiences to the immersive and engaging
content generated by Al. Although consumers may not always discern whether content was generated
by Al, they consistently acknowledge its enhanced engagement and comprehension. Importantly,
consumers expressed heightened satisfaction and loyalty toward brands leveraging Generative Al,
indicating its potential to redefine branding strategies and cultivate stronger connections with
customers. On the whole, the insights from these two case studies reveal significant potential for
Generative Al in enhancing brand experiences, it is important to note that these findings are context-
specific and may not be generalisable to other industries or regions. Future studies can broaden the
scope by examining a wider variety of brands to confirm the broader applicability of these results.

Conclusion and Recommendations

In summary, this study provides initial insights into the role of Generative Al in crafting brand
experiences, based on the analysis of selected case studies. While the results are promising, future
research should explore a broader range of brands and industries to fully understand the potential and
limitations of GAI in branding. The study findings suggest that Generative Al holds immense promise
as a transformative tool in branding, empowering companies to forge distinctive and memorable brand

experiences that set them apart from competitors and resonate deeply with consumers.

The use of Al has proven itself to be an inevitable step in brand development and customer
experience. It provides valuable additional capabilities to create more compelling and relevant content,
which in turn enhances customer attraction and interaction with the brand. However, it is important to

remember that although Al can be a powerful tool, it still requires human guidance and supervision.

The initial stages of ideation and storytelling remain crucial and should not be overlooked, as
these form the foundation of all experiences built with Al. The use of Al is recommended for
refinement and production, where its ability to produce personalised and engaging content can be

optimised. However, careful evaluation and examination are still required to ensure that the quality of
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the final output meets expected standards.

By understanding the limitations and prioritizing the human role in Al usage, organisations

like UYCC can effectively harness this technology to enhance experience diversity and provide

significant added value to customers. This can also result in increased efficiency in the creative

process, allowing time and resources to be allocated more effectively to create more unique and

satisfying experiences.
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