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Abstract

From the perspective of AIGC, brand art personification communication, as an innovative marketing
strategy, is gradually becoming a new bridge for communication between enterprises and consum-
ers. This study aims to explore in depth the audience acceptance of brand art personification com-
munication, and analyze its applicability, effectiveness, and influencing factors in different cultural
backgrounds. With the rapid development of artificial intelligence and big data technology, the im-
plementation methods of brand art personification strategy are becoming increasingly diverse, but
its impact mechanism on audience psychology and behavior is still unclear. Driven by AIGC (Gener-
ative Artificial Intelligence) technology, brand art personification communication is undergoing a
paradigm shift from static symbols to intelligent interaction. This study is based on the Technology
Acceptance Model (TAM) and aesthetic psychology theory, exploring how the anthropomorphic im-
ages generated by AIGC (such as virtual idols and Al spokespersons) affect audience aesthetic ac-
ceptance through multimodal symbol systems, dynamic emotion calculation, and cultural adapta-
tion mechanisms. Expect to provide new theoretical support and practical guidance for brand com-
munication.
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