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A.1. Experiment 1: 

A.1. Experiment 1- Survey items

[Baseline/ Post attitude measures for poster A and poster B] 

(α = .97~ .98)

Poster A (7-point Likert scale; 1)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


Poster B (7-point Likert scale)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


[Exploratory measures]

<text> Please tell us why you rated the two posters likewise (open-ended text)

[page break]

<impact> Earlier you were informed that poster A is created by [generative AI/ in-house content creators], whereas poster B is created by [in-house content creators/generative AI].

Please respond to the following questions. (7-point Likert scale; α = .96)

· This additional information changed how I evaluated the two posters.
· This additional information was important for me when evaluating the two posters.
· This additional information was critical in the reassessment of the two posters.

[page break]

<heard> Have you heard of the artist’s name, “Andy Warhol” in the past?
· Yes
· No

<coke> Do you drink Coca-Cola? (1: not at all, 4: sometimes, 7: all the time)

<tool>  Have you ever used the following tools? (yes/no)

· ChatGPT
· Bard
· Google Chrome
· Microsoft Edge

<demo> Age/Gender







































A.2. Experiment 1 -Means for the baseline- and post attitude measures



	 
	 
	 
	Mean
	STDEV
	N
	p-value

	Baseline: A
	Condition 1
	A: AI, B: Human
	4.61
	1.61
	98
	0.491

	
	Condition 2
	A: Human, B: AI
	4.45
	1.65
	102
	

	Baseline: B
	Condition 1
	A: AI, B: Human
	4.72
	1.80
	98
	0.259

	
	Condition 2
	A: Human, B: AI
	5.01
	1.81
	102
	

	Post: A
	Condition 1
	A: AI, B: Human
	4.43
	1.65
	98
	0.200

	
	Condition 2
	A: Human, B: AI
	4.73
	1.69
	102
	

	Post: B
	Condition 1
	A: AI, B: Human
	4.81
	1.80
	98
	0.295

	
	Condition 2
	A: Human, B: AI
	4.53
	1.92
	102
	

	Difference: A
	Condition 1
	A: AI, B: Human
	-0.18
	0.81
	98
	<.001

	
	Condition 2
	A: Human, B: AI
	0.28
	0.81
	102
	

	Difference: B
	Condition 1
	A: AI, B: Human
	0.08
	0.56
	98
	<.001

	
	Condition 2
	A: Human, B: AI
	-0.48
	1.15
	102
	



Note.— The “Difference” score indicates the key DV, computed by subtracting the baseline score from the post attitude score. For example, “-0.18” in the Difference score for Poster A in Condition 1 is computed by subtracting the two numbers: 4.43 - 4.61. The more negative the “difference” score is, the greater the penalty participants imposed on the creative output.






















A.3. Experiment 1 - Exploratory analyses

Follow-up analyses controlling for participants’ awareness of Andy Warhol (90.50% were aware of the artist), and their consumption of Coca-Cola products (M = 4.14 out of 7) did not change our findings for both poster A (p <.001), and for poster B (p < .001).









































B. Experiment 2

B.1. Experiment 2 - Dove stimuli pretest

To select the stimuli for experiment 2, the author created a total of nine images that resembled one of the three artworks of Vincent Van Gogh—The Starry Night, Sunflowers, and Irises. All these nine images were created by combining the Dove logo with the original paintings, using Microsoft Edge Image generation software. 


[image: A collage of images of birds

Description automatically generated]

Participants (N = 54, Mage = 43.48, Female = 51.85%) evaluated all nine images that were presented to them in a random order. For each artwork, they reported how much they like the image (“I like this image.”), how much it fits well with the brand (“This image fits well with the Dove brand.”), and how much this image resembled Van Gogh’s artwork (“This image resembled Van Gogh’s painting style.”). All the items were in a 7-point Likert scale (1: not at all, 7: very much). 

The means and the standard deviation are reported below. For the main experiment, image 4 and image 7 were selected based on the within-subject ANOVA analyses confirming that these two imaged do not differ in how much they are liked (p = .196), their fit with the brand image (p = .806), and the resemblance of Van Gogh’s work (p = .305).



	 
	Image 1
	Image 2
	Image 3

	Like this image
	4.98 (1.52)
	5.17 (1.31)
	3.72 (1.76)

	Represents Dove
	5.15 (1.38)
	5.07 (1.46)
	3.81 (1.8)

	Represents Van Gogh's work
	3.74 (1.71)
	5.2 (1.31)
	4.13 (1.76)

	 
	 
	 
	 

	 
	Image 4
	Image 5
	Image 6

	Like this image
	4.02 (1.74)
	4.06 (1.66)
	4.15 (1.56)

	Represents Dove
	4.19 (1.84)
	4.3 (1.74)
	4.15 (1.87)

	Represents Van Gogh's work
	4.19 (1.6)
	4.31 (1.61)
	4.76 (1.67)

	 
	 
	 
	 

	 
	Image 7
	Image 8
	Image 9

	Like this image
	4.3 (1.63)
	4.22 (1.88)
	4.19 (1.61)

	Represents Dove
	4.24 (1.88)
	3.54 (1.85)
	4.35 (1.75)

	Represents Van Gogh's work
	3.98 (1.61)
	3.46 (1.82)
	3.57 (1.78)

	
	
	
	



























B.2. Experiment 2 -  Survey items

[Baseline/ Post attitude measures for poster A and poster B] 

(α = .98)

Poster A (7-point Likert scale; 1)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


Poster B (7-point Likert scale)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


[Exploratory measures]

<text> Please tell us why you rated the two posters likewise (open-ended text)

[page break]

<impact> Earlier you were informed that poster A is created by [generative AI/ in-house content creators], whereas poster B is created by [in-house content creators/generative AI].

Please respond to the following questions. (7-point Likert scale; α = .96)

· This additional information changed how I evaluated the two posters.
· This additional information was important for me when evaluating the two posters.
· This additional information was critical in the reassessment of the two posters.

[page break]

<luddism> Please indicate how much you agree with the following statements (7-point Likert scale: α = .85) 2

· I felt aversive to the idea of delegating creative human tasks to generative AI.
· I do not think generative AI should take away jobs, leaving people unemployed.
· I am not fond of the idea of generative AI replacing the “humanness” of an activity.

<State Reactance> Please indicate how much you agree with the following statements (7-point Likert scale: α = .85) 3

· I wanted to resist the attempts of external sources to influence me.
· The thought of being dependent on something else aggravated me.
· When external sources seemed to force me to do something, I felt like doing the opposite.


<Desire for control> Please indicate how much you agree with the following statements (7-point Likert scale: α = .95) 4,5
· I wanted to make my own decisions.
· I wanted to ensure that I have control over my decisions.
· I wanted to ensure that I have a lot of control over what I do and when I do it.

<heard> Have you heard of the artist’s name, “Vincent van Gogh” in the past?
· Yes
· No

<dove> Dove has a number of products. Do you currently use any of these products? 
· 1: yes, I currently use  some Dove products.
· 2: no, I don’t use any of the Dove products.

<tool>  Have you ever used the following tools? (yes/no)

· ChatGPT
· Bard
· Google Chrome
· Microsoft Edge

<demo> Age/Gender




















B.3. Experiment 2 -  Means for the baseline- and post attitude measures



	 
	 
	 
	Mean
	STDEV
	N
	p-value

	Baseline: A
	Condition 1
	A: AI, B: Human
	5.28
	1.41
	98
	0.448

	
	Condition 2
	A: Human, B: AI
	5.43
	1.48
	102
	

	Baseline: B
	Condition 1
	A: AI, B: Human
	5.30
	1.49
	98
	0.471

	
	Condition 2
	A: Human, B: AI
	5.14
	1.61
	102
	

	Post: A
	Condition 1
	A: AI, B: Human
	4.92
	1.61
	98
	0.005

	
	Condition 2
	A: Human, B: AI
	5.56
	1.52
	102
	

	Post: B
	Condition 1
	A: AI, B: Human
	5.47
	1.46
	98
	0.001

	
	Condition 2
	A: Human, B: AI
	4.69
	1.87
	102
	

	Difference: A
	Condition 1
	A: AI, B: Human
	-0.35
	0.96
	98
	<.001

	
	Condition 2
	A: Human, B: AI
	0.12
	0.82
	102
	

	Difference: B
	Condition 1
	A: AI, B: Human
	0.17
	0.55
	98
	<.001

	
	Condition 2
	A: Human, B: AI
	-0.45
	1.38
	102
	



Note.— The “Difference” score indicates the key DV, computed by subtracting the baseline score from the post attitude score.






















B.4. Experiment 2 -  Exploratory analyses

Follow-up analysis revealed that 96.00% of participants are aware of Van Gogh, and 67.51% of participants were using at least one Dove product. Again, controlling for these additional variables did not change the pattern of our findings (poster A and poster B: both ps < .001). 

We also sought for evidence to explain the negative ratings. Given the design of the survey where both condition 1 and condition 2 are counter-balanced in the framing of AI versus human, this exploratory analysis involved examining the correlational relationship between participants’ negative attitudes toward AI-generated creative artwork and the exploratory measures. We did find that among people who take the stance of luddism (M. = 4.69, SD = 1.78), the more they were likely to penalize the AI-generated poster. People’s state reactance (M = 3.87, SD = 1.60) nor their desire for control (M = 6.06, SD = 1.01), on the other hand, did not correlate with our dependent variables. Experiments 4 and 5 further investigate the role of luddism perception affecting how people evaluate AI-generated work.
































C. Experiment 3

C.1. Experiment 3 - Two trailer scripts


<Trailer>
 The Witcher: Season 4 (version A)
 
 
Genre: Fantasy, Action, Adventure
 
 
[INTENSE MUSIC BEGINS]
 
[Opening shot: A dark, misty forest. The camera pans through the trees, revealing Geralt of Rivia (played by [Actor's name]), walking with purpose, his silver sword gleaming in the dim light.]
 
NARRATOR (Voiceover): "In a world of monsters and magic, a hero rises once more."
 
[Cut to a grand city with towering spires, showing Yennefer (played by [Actor's name]) in the middle of a powerful spell, her eyes glowing with arcane energy.]
 
NARRATOR (Voiceover): "An ancient darkness threatens to engulf the Northern Kingdoms."
 
[Quick shots of Ciri (played by [Actor's name]) training with her sword, displaying her combat skills.]
 
NARRATOR (Voiceover): "Ciri's destiny becomes the key to salvation... or destruction."
 
[The camera shifts to Vesemir (played by [Actor's name]), looking stern but determined, overseeing a group of young Witchers in training.]
 
NARRATOR (Voiceover): "New allies join the fight, as the past and the present collide."
 
[Montage of action sequences: intense battles against monstrous creatures, Geralt using his Witcher signs, Yennefer casting powerful spells, and Ciri unleashing her inherited abilities.]
 
NARRATOR (Voiceover): "Monsters of legend awaken, challenging their strength and courage."
 
[Shot of Lambert (played by [Actor's name]) and Triss (played by [Actor's name]) entering the scene, with Lambert making a witty remark.]
 
LAMBERT: "Seems like we've got our hands full, Witcher."
 
[Cut to a mysterious figure in a dark cloak, their face hidden in shadow.]
 
NARRATOR (Voiceover): "A new threat emerges, shrouded in darkness and deceit."
 
[Geralt confronts the cloaked figure, engaging in a tense standoff.]
 
GERALT: "Who are you? What do you want?"
 
[The figure's voice is menacing and cryptic.]
 
FIGURE: "The world will burn, Witcher. There is no escape."
 
[The music intensifies, and the trailer showcases a series of rapid shots, hinting at epic battles, emotional confrontations, and shocking twists.]
 
NARRATOR (Voiceover): "Friendships will be tested, bonds forged, and sacrifices made."
 
[Ciri looks tearful, holding onto someone's hand, as Geralt and Yennefer share a heartfelt embrace.]
 
NARRATOR (Voiceover): "The ultimate battle between light and darkness awaits."
 
[The trailer concludes with a climactic scene of Geralt, Ciri, Yennefer, Lambert, and Triss standing together, facing an army of darkness.]
 
NARRATOR (Voiceover): "Are you ready for the next chapter?"
 
[The screen fades to black, and the show's logo, "The Witcher: Season 4," appears with the release date and Netflix logo.]
 
NARRATOR (Voiceover): "The Witcher: Season 4. Streaming exclusively on Netflix."
 
[INTENSE MUSIC FADES OUT]
 
[END OF TRAILER]















<Trailer>
 The Witcher: Season 4 (version B)
 
 
Genre: Fantasy, Action, Adventure

[INTRO: Soft, haunting instrumental music fades in. The screen is black, then a close-up of a sword dripping with a mysterious liquid.]

NARRATOR (Voiceover): In a world consumed by darkness and chaos...

[Cut to a montage of various landscapes across the Continent, ranging from serene to menacing.]

NARRATOR (VOICEOVER): Where destiny intertwines with magic, danger, and betrayal...

[Cut to a brief, intense flash of battle scenes, magical confrontations, and monstrous creatures.]

NARRATOR (VOICEOVER): A hero must confront his past and forge his future.

[Cut to GERALT, in various situations, looking reflective and determined.]

GERALT: Sometimes the best thing a flower can do for us is die.

[Cut to CIRI, training with her sword, focused and fierce.]

CIRI: I'm ready to face whatever comes.

[Cut to YENNEFER, her eyes filled with mystical energy.]

YENNEFER: Magic is chaos, art, and science. It's a curse, a blessing, and a progression.

[FADE TO BLACK, then cut to new landscapes, mysterious ruins, and unknown cities.]

NARRATOR (VOICEOVER): Journey to uncharted lands, uncover ancient secrets, and meet allies and foes that will test the bonds of trust.

[Cut to a series of new characters, hinting at fresh alliances, intrigues, and confrontations.]

GERALT (VOICEOVER): A Witcher never knows who to trust.

[Cut to thrilling action scenes, spellcasting, and breathtaking visuals, accompanied by a building orchestral score.]

NARRATOR (VOICEOVER): In this new adventure, choices will shape destiny, and destiny will reveal untold truths.

[A montage of suspenseful scenes, characters in peril, and glimpses of powerful magical artifacts.]

VILLAIN (VOICEOVER): You cannot escape your fate, Witcher.

[Cut to GERALT, standing tall and fierce.]

GERALT (VOICEOVER): Fate? No. But I can fight it.

[FADE TO BLACK, a moment of silence, and then the sound of a sword being unsheathed.]

TEXT ON SCREEN: The Witcher - Season 4

[Music swells to a climax. Cut to a series of rapid flashes of key moments from the upcoming season.]

NARRATOR (VOICEOVER): Swords will clash, spells will ignite, and hearts will be tested. Are you ready to embark on the next chapter?

TEXT ON SCREEN: Coming Soon

[FADE OUT with the notes of the iconic Witcher theme, lingering in the air.]
 



























C.2. Experiment 3 – Survey items

<Witcher> Have you watched “The Witcher”?
· 1: No, I have not watched a single episode.
· 2: Yes, I watched some episodes. 
· 3: Yes, I watched all the episodes. 

[Baseline/ Post attitude measures for poster A and poster B] 

(α = .97~ .99)

Trailer A (7-point Likert scale; 1)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


Trailer B (7-point Likert scale)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


[Exploratory measures]

<text> Please tell us why you rated the two posters likewise (open-ended text)

[page break]

<AI intention>  Generative AI has its own___________. (1: not at all, 7: very much) 6

<intention: benevolent>
(α = .96)

· Benevolent intentions
· Generous intentions
· Good intentions

<intention: selfish>
(α = .97)

· Selfish intentions
· Greedy intentions
· Bad intentions

<Perceived Agency>  To what extent does the generative AI have the following capabilities? (1: not at all, 7: very much) 6,7.

(α = .90)

· Emotional recognition
· Communications
· Intelligence
· Thinking
· Memory
· Morality
· Self-control
· Planning


[page break]

<reveal> To what extent do you think that a company should reveal their usage of generative AI in their production?

· 1: yes, they have to reveal the information to the public.
· 2: no, they don’t have to reveal the information.


<subscribe> Do you subscribe to Netflix?
· Yes
· No

<freq> How frequently do you watch shows on Netflix? (1: not at all, 4: sometimes, 7: everyday)

<tech> Did the video work as intended? 
· Yes, I was able to watch the trailer.
· No, the trailer did not load.


<tool>  Have you ever used the following tools? (yes/no)

· ChatGPT
· Bard
· Google Chrome
· Microsoft Edge

<demo> Age/Gender



C.3. Experiment 3 - Means for the baseline- and post attitude measures



	 
	 
	 
	Mean
	STDEV
	N
	p-value

	Baseline: A
	Condition 1
	A: AI, B: Human
	4.90
	1.57
	103
	0.875

	
	Condition 2
	A: Human, B: AI
	4.94
	1.65
	98
	

	Baseline: B
	Condition 1
	A: AI, B: Human
	4.64
	1.57
	103
	0.638

	
	Condition 2
	A: Human, B: AI
	4.54
	1.63
	98
	

	Post: A
	Condition 1
	A: AI, B: Human
	5.16
	1.55
	103
	0.015

	
	Condition 2
	A: Human, B: AI
	4.56
	1.91
	98
	

	Post: B
	Condition 1
	A: AI, B: Human
	4.21
	1.60
	103
	0.007

	
	Condition 2
	A: Human, B: AI
	4.84
	1.70
	98
	

	Difference: A
	Condition 1
	A: AI, B: Human
	0.26
	0.64
	103
	< .001

	
	Condition 2
	A: Human, B: AI
	-0.38
	0.89
	98
	

	Difference: B
	Condition 1
	A: AI, B: Human
	-0.44
	0.85
	103
	  < .001

	
	Condition 2
	A: Human, B: AI
	0.30
	0.77
	98
	
























C.4. Experiment 3 - Exploratory analyses

The majority of participants believed that companies should reveal their usage of generative AI (62.18%). A total of 73.13% were subscribed to Netflix and they moderately watch shows on Netflix (3.84 out of 7-point scale). Of all participants, 40.30% watched at least one episode of the Witcher. Controlling for all these variables did not change the main pattern of our findings (ps < .001). 
Just like experiment 2, both condition 1 and 2 manipulate AI versus humans. Thus, the exploratory analysis involved running correlation analyses between the dependent variables for trailer A and trailer B, and the exploratory measurements. None of the exploratory variables—people’s perception on whether generative AI as having benevolent (M = 2.59, SD = 1.74) and selfish intentions (M = 1.95, SD = 1.36), or perceiving its agency (M = 3.62. SD = 1/47) correlated with the key dependent variables. 



































D. Experiment 4
D.1. Experiment 4 – Survey items

Phase 1 (individual differences survey)

<luddism> Please indicate how much you agree with the following statements (7-point Likert scale: α = .91) 2

· I felt aversive to the idea of delegating creative human tasks to generative AI.
· I do not think generative AI should take away jobs, leaving people unemployed.
· I am not fond of the idea of generative AI replacing “humanness” of an activity.

<trait anthropomorphism>  Please indicate the degree to which you agree with the following statements. (7-point Likert scale)  6

(α = .79)

· To what extent does a car have free will? *
· To what extent does the wind have intentions?
· To what extent does technology—devices and machines for manufacturing, entertainment, and productive processes (e.g., cars, computers, television sets)—have intentions? *
· To what extent does the average mountain have free will? 
· To what extent do cows have intentions?
· To what extent does the average robot have consciousness? *
· To what extent does the average insect have a mind of its own?
· To what extent does the average ﬁsh have free will?
· To what extent does a television set experience emotion? *
· To what extent does the average computer have a mind of its own? *

Note.-- Technology anthropomorphism items are indicated by an (*). The 10 items were selected from the prior literature on AI research 6.


<uniqueness neglect> We want to ask more generally about your perception of generative AI. There is no right or wrong answer to any of the questions. Please report how much you agree with the following statements. 8

(α = .80)
· Generative AI neglects human uniqueness.
· Generative AI is unable to comprehend the unique needs of human.
· Generative AI is unable to understand human creations.


Phase 2 (2+days after completing Phase 1 survey)

<Witcher> Have you watched “The Witcher”?
· 1: No, I have not watched a single episode.
· 2: Yes, I watched some episodes. 
· 3: Yes, I watched all the episodes. 

[Baseline/ Post attitude measures for poster A and poster B] 

(α = .96~ .98)

Trailer A (7-point Likert scale; 1)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


Trailer B (7-point Likert scale)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


[Exploratory measures]

<text> Please tell us why you rated the two posters likewise (open-ended text)


[page break]

<reveal> To what extent do you think that a company should reveal their usage of generative AI in their production?

· 1: yes, they have to reveal the information to the public.
· 2: no, they don’t have to reveal the information.


<subscribe> Do you subscribe to Netflix?
· Yes
· No

<freq> How frequently do you watch shows on Netflix? (1: not at all, 4: sometimes, 7: everyday)

<tech> Did the video work as intended? 
· Yes, I was able to watch the trailer.
· No, the trailer did not load.
<tool>  Have you ever used the following tools? (yes/no)

· ChatGPT
· Bard
· Google Chrome
· Microsoft Edge

<demo> Age/Gender







































D.2. Experiment 4 - Means for the baseline- and post attitude measures


	 
	 
	 
	Mean
	STDEV
	N
	p-value

	Baseline: A
	Condition 1
	A: AI, B: Human
	4.80
	1.58
	140
	0.059

	
	Condition 2
	B: No info
	5.13
	1.36
	144
	

	Baseline: B
	Condition 1
	A: AI, B: Human
	4.90
	1.68
	140
	0.169

	
	Condition 2
	B: No info
	4.62
	1.71
	144
	

	Post: A
	Condition 1
	A: AI, B: Human
	4.58
	1.52
	140
	0.173

	
	Condition 2
	B: No info
	4.82
	1.53
	144
	

	Post: B
	Condition 1
	A: AI, B: Human
	4.52
	1.64
	140
	0.001

	
	Condition 2
	B: No info
	5.12
	1.46
	144
	

	Difference: A
	Condition 1
	A: AI, B: Human
	0.10
	0.51
	140
	<.001

	
	Condition 2
	B: No info
	-0.51
	1.01
	144
	

	Difference: B
	Condition 1
	A: AI, B: Human
	-0.05
	0.69
	140
	<.001

	
	Condition 2
	B: No info
	0.30
	0.79
	144
	



Note.— The “Difference” score indicates the key DV, computed by subtracting the baseline score from the post attitude score.























D.3. Experiment 4 - Exploratory analyses


A majority of participants believed that companies should reveal their usage of generative AI (65.85%). A total of 78.52% were subscribed to Netflix and they moderately watch shows on Netflix (5.01 out of 7-point scale). Of all, 40.85% watched at least one episode of The Witcher. Controlling for all these variables did not change the main pattern of our findings (ps < .001). Follow-up analysis also explored whether the negative attitudes toward AI is moderated by people’s individual perception of their anthropomorphizing of AI (M = 2.96, SD = 1.06), or their perception that AI neglects human uniqueness (M = 5.09, SD = 1.46). Analysis revealed no evidence in support of these accounts. 


































E. Experiment 5

E.1. Experiment 5 - Starbucks stimuli pretest

A total of nine logo images were created around the theme of being environment friendly. The author created all nine images using Microsoft Edge Image generation software. 

[image: A collage of images of a logo

Description automatically generated]


Participants (N = 55, Mage = 41.45, Female = 47.27%) evaluated all nine images that were presented to them in a random order. For each artwork, they reported how much they liked the image (“I like this image.”), how much it fits well with the campaign theme (“This image fits well with the environment-themed campaign.”), and how much this image resembled the Starbucks brand (“This image fits well with the Starbucks brand.”) All the items were in a 7-point Likert scale (1: not at all, 7: very much). 






	 
	Image 1
	Image 2
	Image 3

	Like this image
	4.05 (1.64)
	4.58 (1.5)
	3.82 (1.83)

	Fits with the campaign theme 
	4.62 (1.74)
	4.96 (1.67)
	4.33 (1.91)

	Fits with the brand 
	4.4 (1.76)
	5.09 (1.57)
	4.35 (1.78)

	 
	 
	 
	 

	 
	Image 4
	Image 5
	Image 6

	Like this image
	4.55 (1.44)
	5.25 (1.58)
	4.31 (1.62)

	Fits with the campaign theme 
	5.00 (1.29)
	5.78 (1.21)
	4.84 (1.74)

	Fits with the brand 
	5.29 (1.38)
	5.45 (1.42)
	4.98 (1.42)

	 
	 
	 
	 

	 
	Image 7
	Image 8
	Image 9

	Like this image
	4.33 (1.62)
	4.27 (1.91)
	4.45 (1.71)

	Fits with the campaign theme 
	4.38 (1.6)
	4.62 (1.87)
	4.96 (1.57)

	Fits with the brand 
	4.25 (1.66)
	4.29 (1.9)
	4.31 (1.71)



The means and the standard deviation are reported above. For the main experiment, image 2 and image 4 were selected based on the within-subject ANOVA analysis confirming that these two imaged do not differ in how much they are liked (p = .885), their fit with the campaign theme (p = .885), and the fit with the brand (p = .419).

























E.2. Experiment 5 - Survey items

[Baseline/ Post attitude measures for poster A and poster B] 

(α = .97~ .98)

Logo A (7-point Likert scale; 1)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


Logo B (7-point Likert scale)

· Very bad/ Very good
· Very unfavorable/ Very favorable
· Dislike very much/ Like very much  


[Exploratory measures]

<text> Please tell us why you rated the two posters likewise (open-ended text)

[page break]


<mediator: process versus outcome> When people evaluate a creative artwork, they tend to focus on either the process of making it, or the ﬁnal outcome of the product. The focus is likely to diﬀer by each person, and there is no one deﬁned answer on which aspect should carry more weight in the evaluation of the artwork. When you evaluated the two logos, to what extent was each aspect important to you? Please mark some as high and others as low, so that the researchers can better understand which one carries more weight in your mind.
 

· Process measure – 
(α = .91)
· The detailed steps involved in correcting and improving the draft to make it better.
· The look and feel of the ﬁnal outcome that match my personal taste.
· The amount of time and eﬀort it probably took to make the product.
· The investment of energy that was probably put into creating the product.

· outcome measure - 
(α = .78)
· The mix of colors and tones that each viewer is able to extract from the ﬁnal product.
· How aesthetically pleasing the ﬁnal outcome is, along with the attention to detail.
· The story of the creator that adds meaning to the creation process.
· The ﬁnalized color, tone ambience and the overall impression.

Note.—The 8 items were randomly presented in order. Each item was adapted into the context of art evaluation based on prior literature on process-versus-outcome orientation literature 9–11.

[page break]

<moderator: luddism> Please indicate how much you agree with the following statements (7-point Likert scale: α = .92) 2

· I felt aversive to the idea of delegating creative human tasks to generative AI.
· I do not think generative AI should take away jobs, leaving people unemployed.
· I am not fond of the idea of generative AI replacing the “humanness” of an activity.


<societal conservatism> We want to ask you some more questions about your attitudes on various topics. Please tell us the degree to which you agree with the following topics. (0: totally disagree, 100: totally agree) 12,13

(α = .76)

· Death penalty
· Multiculturalism*
· Stiffer jail terms
· Voluntary euthanasia*
· Bible truth
· Gay rights
· Pre-marital virginity
· Asian immigration*
· Church authority
· Legalized abortion
· Condom vending machines*
· Legalized prostitution*

Note.— reverse code * 

<uniqueness neglect>
(α = .91) 8

· Generative AI neglects human uniqueness.
· Generative AI is unable to comprehend the unique needs of human.
· Generative AI is unable to understand human creations

<humanness>  To what extent do you think generative AI has the following traits? (1: not at all, 7: very much) 8
(α = .88)

· Warm
· Emotional
· Active
· Intelligent
· Competent
· conscientious


 [page break]

<attention check> What was the name of the brand that was evaluating the two logo designs?
· Adidas
· Starbucks
· Walmart
· Peets Coffee
· P&G
· Folgers
· Sprite

[page break]

<reveal> To what extent do you think that a company should reveal their usage of generative AI in their production?

· 1: yes, they have to reveal the information to the public.
· 2: no, they don’t have to reveal the information.


< heard> Have you heard of the brand name, “Starbucks”?
· Yes
· No

<drink> Do you consume Starbucks drinks? (1: not at all, 4: sometimes, 7: very frequently)

<tool>  Have you ever used the following tools? (yes/no)

· ChatGPT
· Bard
· Google Chrome
· Microsoft Edge


<demo>  Age/gender


E.3. Experiment 5 - Means for the baseline- and post attitude measures


	 
	 
	 
	Mean
	STDEV
	N
	P-Value

	Baseline: A
	Condition 1
	A: AI, B: Human
	4.72
	1.70
	118
	0.831

	
	Condition 2
	B: No info
	4.76
	1.56
	122
	

	Baseline: B
	Condition 1
	A: AI, B: Human
	4.83
	1.73
	118
	0.459

	
	Condition 2
	B: No info
	4.99
	1.65
	122
	

	Post: A
	Condition 1
	A: AI, B: Human
	4.81
	1.72
	118
	0.136

	
	Condition 2
	B: No info
	4.48
	1.78
	122
	

	Post: B
	Condition 1
	A: AI, B: Human
	4.76
	1.77
	118
	0.106

	
	Condition 2
	B: No info
	5.11
	1.64
	122
	

	Difference: A
	Condition 1
	A: AI, B: Human
	0.10
	0.60
	118
	<.001

	
	Condition 2
	B: No info
	-0.29
	0.85
	122
	

	Difference: B
	Condition 1
	A: AI, B: Human
	-0.07
	0.53
	118
	0.003

	
	Condition 2
	B: No info
	0.13
	0.49
	122
	




























E.4. Experiment 5 - Exploratory analysis


Some possible alternative individual differences were also measured; for example, people who are socially more conservative may be more negative towards the idea of generative AI 12, and we therefore measured their social conservatism using an established scale from the prior literature 12,13. In the medical context, people also feel aversive to AI because they believe that AI neglects individual human uniqueness 8. We also measured whether the perceptions of humanness 8 explained our pattern of results. Lastly, participants also reported their beliefs on whether companies should reveal their usage of generative AI to the public, whether they heard of Starbucks, and whether they consume Starbucks drinks. 

Participants believed that the company should reveal the information that they are using generative AI (57.08%). Most people heard of the brand name, Starbucks (99.58%), and moderately consumed Starbucks drinks (3.89 out of 7-point scale). Controlling for these variables did not change our main findings (p < .001). 

A regression analysis was performed testing whether social conservatism (M = 35.86, SD = 17.60) moderates the key findings. Results revealed no evidence in support of this account. Following the prior literature suggesting that AI reminds people that it neglects human uniqueness (M = 4.83, SD = 1.74), and that people may perceive humanness of AI (M = 3.32, SD = 1.47), mediation analyses were also performed. Neither of these explanations revealed significant effect.
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