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Relationship Between Surrealist Advertising, Al Salience,
and Evaluation of Brand Innovativeness
ZHOU Zhimin, LIU Jing, YOU Tingting
( Shenzhen University, Shenzhen 518060 )

Abstract; With the rapid development of generative artificial intelligence ( Al), Al has been widely adopted
in advertising creation and brand communication practices, fundamentally reshaping the way consumers perceive
and evaluate brand-related content. Meanwhile, surrealist advertising, characterized by reality-defying visual
expressions and imaginative creative forms, is playing an increasingly important role in contemporary marketing
communication. Existing research has primarily focused on the effects of Al disclosure in advertising, with limited
exploration of how consumers perceive Al involvement from advertising styles and how such perceptions
subsequently influence advertising and brand evaluations. Drawing on schema congruity theory, this paper examines
the impact of surrealist advertising on consumers’ perceptions of Al salience and further investigates the
relationships among Al salience, ad-evoked imagination, and evaluation of brand innovativeness, as well as the
moderating role of Al life immersion.

This paper employs a multi-method research design, including an exploratory study based on user-generated
content from Xiaohongshu (a lifestyle platform) and five laboratory experiments. The findings demonstrate that
surrealist advertising enhances consumers’ perceptions of Al salience. Al salience, in turn, increases ad-evoked
imagination, which subsequently enhances consumers’ evaluations of brand innovativeness. Furthermore, Al
salience and ad-evoked imagination jointly serve as sequential mediators in the relationship between surrealist
advertising and evaluation of brand innovativeness. These conclusions also reveal a moderating effect of Al life
immersion. Specifically, when consumers exhibit a high level of Al life immersion, surrealist advertising is more
likely to activate Al-related cognitive schemas, thereby strengthening perceptions of Al salience and ad-evoked
imagination and ultimately enhancing perceived evaluation of brand innovativeness.

This paper establishes a theoretical link between advertising style and Al salience. The findings extend current
understanding of both the antecedents and consequences of Al salience. As generative Al becomes increasingly
embedded in brand communication practices, consumers’ perceptions of Al are shaped not only by explicit Al
disclosures but also by the visual cues and stylistic characteristics embedded within advertising content. Understanding
how consumers interpret these Al-related cues and how such interpretations influence brand evaluations is critical for
effective digital marketing and innovation-oriented brand communication.

The findings offer practical managerial implications. First, brands should treat Al-related cues as valuable
signals of innovativeness. Second, firms can leverage surrealist advertising as an effective communication tool for
cultivating innovative brand images. Lastly, managers should take consumers’ Al life experience into account when
developing communication strategies and implement targeted communication efforts based on different levels of Al
familiarity and engagement, thereby improving advertising effectiveness and enhancing the evaluation of brand
innovativeness.

Keywords ; surrealist advertising; Al salience; evaluation of brand innovativeness; ad-evoked imagination; Al life

immersion
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