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Proposed Research

	Current Proposed Title (20 / 30 words):

	《Anthropomorphic Animal Imagery in AI-Generated Videos: Artistic Exploration of Cultural Imagery, Social Cognition, and Future Application Forecasts"》

	 
Background & Context (approx. 500 words) 

	

With the rapid advancement of artificial intelligence, AI-generated content is being increasingly applied in film and artistic creation. Utilizing technologies such as Generative Adversarial Networks (GANs), AI can create highly anthropomorphic animal characters. This AI-driven form of visual expression is gradually becoming a significant tool in modern artistic creation (Goodfellow et al., 2014). In recent years, AI-generated content, particularly anthropomorphic animal imagery, has garnered widespread interest from audiences. The technological innovations and artistic expressiveness behind this trend have transformed traditional filmmaking practices, bringing entirely new creative possibilities to visual arts (Rettberg et al., 2024).
Through anthropomorphism, animal characters are endowed with human-like emotions, language, and behaviors, enhancing emotional resonance and identification for audiences (Mori, 1970). Psychologically, this phenomenon is closely related to the “affinity effect,” wherein audiences develop stronger emotional attachment and identification with virtual characters that exhibit human-like traits (Reeves & Nass, 1996). Additionally, anthropomorphic characters possess rich narrative potential, making them more effective in conveying complex emotional and sociocultural messages (Persson, 2020; Keen, S., 2011).
The significance of this study lies in its multidimensional analysis of the application of AI-generated anthropomorphic animal videos in film production and visual arts, as well as their sociocultural impact. First, AI-generation technology has revolutionized traditional artistic processes, enabling creators to efficiently realize creative concepts, especially those involving complex visual effects and anthropomorphic narratives (Fontaine, A., 2024). This transformation not only represents a technical breakthrough but also redefines the interaction between creators and their works, fundamentally influencing the nature of artistic creation (Park, S., 2024). Second, anthropomorphic animal imagery, with its hyperrealistic portrayals, satisfies audience demand for fantastical visual experiences while fostering empathy across species boundaries (Parkinson, C., 2019).
At the same time, the application prospects of AI-generated content in brand marketing, entertainment, and virtual idol development are gaining increasing attention (MIT Sloan Management Review, 2023). These anthropomorphic characters can inject new vitality into brands and products while using emotionally driven narratives to better capture consumer attention and resonance. In recent years, many brands have adopted AI-generated anthropomorphic animal imagery as a marketing tool to enhance user experience and build brand loyalty (Weik von Mossner, A., 2018). This trend highlights the growing commercial value and cultural influence of AI-generated content.
Through this research, we aim to uncover the unique value of AI-generated anthropomorphic animal imagery in visual arts and explore how it shapes future cultural expressions and audience experiences. This study not only provides theoretical support for the application of AI technologies in cinematic arts but also offers new perspectives on understanding the profound sociocultural impact of AI-generated content. Furthermore, the research focuses on identifying strategies to reduce the perceived distance between audiences and AI-generated content, thereby enhancing emotional engagement and identification.


	
Aims and Objectives (approx.. 250 – 500 words) link research/ keywords/ research question/ culture environment/ way 3-4/interesting  identify

	
My research questions are:
1. What is the role of AI in artistic creation: a collaborator or a creator?
2. How do AI-generated videos drive technological innovation and artistic expression in contemporary art?
3. How do AI-generated anthropomorphic animal characters influence audience social cognition and emotional responses?
4. What is the current state of application of AI-generated anthropomorphic animal characters in brand advertising, animated films, and virtual idols? What are the potential future trends?
5. How can the issue of perceived emotional distance between AI-generated works and audiences be addressed?
My research questions follow a progressive logic, moving from technological innovation to societal impact, and from audience experience to commercial applications.
First, the role of AI in artistic creation is a central issue. AI has redefined the modes of artistic production from a tool to a collaborator, raising debates over whether AI should be considered a collaborator or an independent creator. This research argues that in the field of AI-generated anthropomorphic animal imagery, while AI can autonomously generate complex artistic works based on algorithms and data, the foundational logic, initial direction, and critical adjustments remain guided by humans. Therefore, AI’s role in artistic creation should be seen as that of an “intelligent collaborator” rather than an independent “creator” (Ploin, N., & Watts, L. 2022).
Building on this definition of collaboration, the technological innovation and artistic expression in AI-generated anthropomorphic animal videos become the focus of this study. By using algorithms to generate high-quality dynamic content, AI offers new tools and media for artistic creation (Ploin, N., & Watts, L. 2022). Examining this issue helps clarify how AI technology overcomes traditional creative limitations and fosters diverse artistic practices, while also opening new possibilities for collaboration between artists and technology developers.
This foundation sets the stage for further exploration of how AI-generated content influences audience cognition and emotional responses.
Second, anthropomorphic animal characters are a significant form of AI-generated content. By imbuing non-human characters with human traits, these representations add complexity to social cognition and emotional interactions (Parkinson, C. 2019). Anthropomorphic animal characters hold unique value in eliciting emotional engagement and shaping social cognition, as they combine realism with symbolic meaning. Studying this phenomenon will deepen understanding of how AI-generated videos use visual and narrative symbols to influence audience perceptions of characters, scenarios, and even the technology itself.
On this basis, commercial applications become a critical direction for technological development. Anthropomorphic animal characters are widely used in brand advertising, animated films, and virtual idols, driving the transition of AI-generated content from artistic creation to commercial practice due to their market value and future potential (Weik von Mossner, A. 2018).
Finally, addressing the emotional distance between AI-generated works and audiences emerges as a core theme underlying all research questions. This emotional distance stems from a lack of humanized design or insufficiently nuanced expressions in AI-generated content. By studying affective computing, user experience optimization, and symbolic expression, it is possible to improve emotional connections between AI-generated videos and audiences, enhancing their acceptance and social value. Bridging this gap is not only a goal of technological optimization but also a key to increasing the acceptance of AI-generated content.
This study aims to systematically explore issues related to AI-generated videos, clarifying their technological innovation, societal significance, and commercial value, with the following specific objectives: 
1．  Define the role of AI in artistic creation by clarifying its practical function in the creative process.
2.	Investigate how AI-generated video technology drives innovation in artistic forms and expands creative content, providing a theoretical foundation for diverse artistic practices.
3.	Analyze how anthropomorphic animal characters influence audience social cognition and emotional responses , revealing the mechanisms of AI-generated content dissemination.
4.	Summarize the commercialization pathways of AI-generated videos in advertising, animation, and virtual idol industries, and predict future trends in technological applications.
5.	Propose concrete methods to address the emotional distance between AI-generated content and audiences, enhancing the social adaptability and cultural value of the technology.


	
Proposed plan of work including timetable 

	Proposed plan of work

In this section you will need to complete a proposed plan of your work explaining the timeline for key elements of the thesis. This can be set out as a table like below or as a gantt chart (for example)

This plan should indicate that the research will be completed by the end of the fee paying period (the minimum period of candidature.


	Planned Development (e.g. submission of form, completion of chapter, submission of thesis)
	Target Date

	Graduate to Part 2
	Feb 2025

	PG1 submitted
	April 2025

	PG2 submitted
	June 2024

	Initial Literature Review Completed
	July 2024

	Research proposal
	July/August 2024

	Methodology Design
	September 2024

	Case selection and preliminary analysis
	October 2024

	Interview Design
	Nov 2024 • Jan 2025

	In-depth interviews, audience experience surveys

	Feb 2025 • Jun 2025

	Data integration and analysis
	July2025 • Dec 2025

	First Draft of Core Chapters
	January 2026

	Supervisor Feedback on First Draft
	March 2026

	Revision and Redrafting of Core Chapters
	April • June 2026

	Final Draft of Thesis
	August 2026

	Final Supervisor Review and Revisions
	September 2026

	Thesis Submission
	December 2026





	Proposed methodology (approx. 500 words):

	In this section you will need to explain how you will achieve your aims and objectives:

· Explain your disciplinary orientation/ approach
· Describe the methods you will use to carry out your research: (eg library-based research, on-line research, fieldwork (interviews/ participant-observation), analysis of visual data, combinations of these)

In studying how AI-generated videos drive innovation in artistic creation, phenomenological interviews and observations capture the subtle experiences of artists interacting with AI systems. Ihde’s (1990) theory of technology embodiment and disclosure suggests technology can act as both a tool and an active presence in creation. For the question of how anthropomorphic animal imagery in AI-generated content influences audience social cognition and emotional responses, Husserl’s (1931) concept of intentionality reveals that emotional reactions are shaped not just by design but also by sociocultural backgrounds and personal experiences.
Regarding emotional distance between AI works and audiences, audience experiences can uncover whether this distance arises from unfamiliarity, lack of emotional resonance, or insufficient human intentionality in AI-generated content (Merleau-Ponty, 1962). Green and Brock’s (2000) Narrative Transportation Theory suggests audiences immersed in a story temporarily "transport" into its world, resonating with its emotions and characters. Belk’s (2013) Extended Self Theory posits that people view objects, brands, or experiences linked to them as extensions of their identity.
Posthumanism highlights the interdependence of technology and culture, emphasizing that AI works require human input for cultural meaning and symbolic interpretation, underscoring AI’s role as a collaborator rather than an independent creator. Addressing how anthropomorphic imagery shapes social cognition, Braidotti (2013) argues that such imagery bridges humans and non-humans, challenging binary divisions and sparking reflections on ecological ethics and societal inclusivity. Posthumanist theory also predicts trends in AI-generated art for branding, animation, and virtual idols, where designs now transcend traditional anthropomorphism, emphasizing cross-species and multicultural symbolism. This reflects posthumanism’s decentralization concept while introducing new challenges in data ethics and cultural diversity (Hayles, 1999).
Semiotics analyzes how AI-generated art transcends traditional forms in content and style. Barthes (1972) noted that images convey both denotation (literal meaning) and connotation (implied meaning). Analyzing AI-generated visual symbols uncovers their semantic innovation. In branding and animation, semiotic analysis reveals how anthropomorphic imagery evokes emotions through cultural metaphors. Peirce’s triadic model (Chandler, 2007)—sign, object, and interpretant—explains how anthropomorphic imagery as a “sign” guides audiences in interpreting brand values or narratives. Emotional design strategies (e.g., color, expressions) can strengthen emotional connections between AI imagery and audiences (Kress & van Leeuwen, 2006), making symbolic humanization a key tool for addressing emotional distance.
Method
1. Literature Analysis: Review literature on AI-generated videos, anthropomorphic imagery, film production, and social psychology to build the theoretical framework. Sources include academic journals, books, and conference papers.
2. Case Studies: Analyze 3–5 representative AI-generated anthropomorphic videos, focusing on their creation, visual features, and narratives. Cases will showcase creative and technological significance, illustrating AI’s application in art and its impact.
3. In-Depth Interviews: Conduct interviews with 5 film and art professionals to explore AI’s evolving role in creation. Participants will include independent creators, artists, and film industry experts to ensure diverse perspectives.
4. Audience Surveys and Focus Groups: Use surveys and focus groups to collect responses to AI-generated anthropomorphic videos, focusing on emotional reactions and societal attitudes. Surveys will include 100 respondents, and focus groups (3–5 sessions of 5–8 participants each) will explore audience interpretations and emotional connections.
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	Facilities and resources available for the investigation: please indicate if you expect to need any special resources

	In this section you should indicate:

· What facilities you will need access to including libraries, archives, institutions, specialist IT facilities
· Whether you have permission to access the facilities and resources
· Whether you need to travel to access the facilities and resources – where do you need to go, for how long, and how will this be financed
· Whether you will be carrying out fieldwork or interviews and whether you have followed the correct protocols, secured permission and ethical clearance.

The data for this study will be collected from video-sharing platforms (e.g., YouTube, Vimeo), social media platforms (e.g., Twitter, Instagram), and other online media. These case studies will be analyzed to identify the specific roles of AI-generated technology in visual aesthetics and narrative strategies.
Additionally, existing AI-generated art platforms such as DALL-E, Midjourney, and Runway ML will be utilized as tools and references for the research.
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