CAP & : Evaluation of Persuasive and Creative Image Generation

Supplementary Material

In this work, we introduced three new evaluation metrics
to assess: 1. alignment of images with implicit messages,
2. creativity, and 3. persuasiveness. In the supplementary
material, we provide:

1. Implementation details.

2. A detailed table for text-image alignment, including met-
rics from prior works, such as ImageReward, VQAScore
and CLIPScore (Table 1).

3. Results from baseline metrics for evaluating creativity
and persuasiveness (Table 2).

4. Two examples showing the benefit of combining the per-
suasiveness components for better alignment with hu-
man evaluations.

5. A comparison of PA components with human evalua-

tions for persuasiveness (Table 3) on real advertisements
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1. Implementation Details

We fine-tuned LLAMA3-Instruct-8B (LLAMA3) and
Qwen-2.5-7B-Instruct (QwenLM) LoRA [8] parameters,
for generating accurate action-reason statements for each
image (ARgep), using the CPO trainer [13], with a batch
size of 4, learning rate of Se-5, and 3,000 training steps. We
sampled 250 images, utilizing each of the three to five AR,
messages from the PittAd dataset [9] as accepted statements
in the training data. Each accepted statement was paired
with all 4 hard negatives for the corresponding image from
[11], to create negative statements. This process created a
training set of 3,500 data points.

For LLAMAZ3-Instruct-8B [4], Qwen-2.5-7B-Instruct
[1], QwenVL-2-7B-Instruct [2], and InternVL-2-26B [3],
AuraFlow-2 [5] and FLUX.1-dev [6] we used the default
temperature settings with 8-bit quantization. For SDXL
[12] and FLUX.1-dev [6], we applied the default guidance
scale, no negative prompt, and 28 inference steps. For
AuraFlow-2 [5], we set a guidance scale of 5 and used 28
inference steps.

All experiments were conducted on A100 and L40s
GPUs.

2. Alignment Results

Table | represents the text-image alignment scores for dif-
ferent images and evaluated by AIM and baseline metrics.

Tmage [ COM Ads PSA Ads
Linput—text[T20 [AIM] IR [VQAJ CS|AIM[ IR [VQAJCS

I SDXL  [0.50{0.44|0.72 |0.23]0.32{-0.05] 0.75 [0.24
AR AuraFlow|0.50 {0.00 | 0.75 [0.22/0.31 |-0.21] 0.72 |0.24
Ipom AuraFlow|0.53]0.290.76 {0.23] 0.43 |-0.13] 0.69 |0.23

Ireal 0.55]-0.69] 0.75 0.26] 0.49 |-1.03] 0.72 |0.26

Table 1. Comparison of alignment of the images with action-
reason message (AR,,) using our proposed AIM and baseline
metrics. Best result per column bolded (including real images).
IR = ImageReward. CS = CLIPScore. This result uses InternVL
and LLAMA3.

Image [ COM Ads PSA Ads

Tinput—text|T2L [Cobi[Crrm[Pet AP |Cobsi[Crrm|Peta[Prim

I SDXL 2.03] 0.63 | 0.62 | 0.60 |1.33] 0.59 | 048 | 0.52
AR AuraFlow|2.12 | 0.73 | 0.64 | 0.60 |1.36| 0.72 | 0.42 | 0.57
Ipom AuraFlow| 2.25| 0.77 | 0.70 | 0.76 |1.87| 0.71 | 0.60 | 0.67
Ireal 2281 0.67 | 098 | 0.66 |2.04]| 0.65 | 0.60 | 0.61

Table 2. Comparison of persuasiveness and creativity proposed
(Cobj, Pey 4) and baseline metrics. Best gen. image result bolded.

Since I,.q; are the ground-truth images in the dataset and
AR,,, are the interpretation of real images, we expect ¢4y
to have higher alignment score than Iy, (i.e. 1ar, Irrn)-
However, the table highlights that ImageReward (IR) [14]
and VQAScore (VQA) [10] assign lower scores to I cq;
(ground-truth) compared to generated images. This contra-
dicts our expectation and highlights the limitations of these
metrics when evaluating the alignment of images and im-
plicit prompts. CLIPScore (CS) [7] performs reasonably as
it rates I,..; the highest, but it rates the alignment of 1,15/
and I 4 equally. This is problematic because human anno-
tators preferred Iz as in 92% of comparisons, demonstrat-
ing its superior alignment. AIM assigns the highest score to
Icqi, followed by Iy 15 which highlights the higher accu-
racy of our proposed evaluation method.

3. Creativity and Persuasiveness Baseline Met-
rics

Icqi are images from PittAd dataset [9] designed to be cre-
ative and persuasive and are expected to be more creative
than Ig.,,. As observed in Table 2 the C'r,p.as score for Ireq,
which represents the ground-truth images, is lower than the
scores for both I ;s and 14k generated by AuraFlow-2,
by 10% and 6% respectively, across both Commercial and
PSA advertisements. This raises questions about the relia-
bility of LLMs in accurately scoring creativity, as real im-
ages receive lower scores than generated ones. In contrast,
our proposed metrics assign the highest scores to I,¢q,



demonstrating a more consistent alignment with human ex-
pectations.

4. Examples of Benefit of Combining Persua-
siveness Components
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Figure 1. Example of images chosen by human annotators for each
component in Peop,p score compared to Peomp score. In each row,
a v’ represents the chosen image for the corresponding component
by human or the persuasiveness component, while a X indicates
the rejected image. Green represents the agreement of score with
human annotator while red represents disagreement.

5. Persuasiveness Metrics on Real Ads

Due to the inherent differences in quality between [,..,; and
Igen, we avoided direct comparisons in human evaluations
to reduce bias in selecting the better option. Instead, we
compared two [,..,; images from the same topic. Since
the images were distinct, their corresponding AR,,, mes-
sages also differed, making alignment comparisons non-
applicable. However, we evaluated the persuasiveness com-
ponents for the two I,.,; images and reported the agree-
ment levels between the annotators, as well as between the
annotators and the LLLM, across all components. The re-
sults are presented in Table 3. We also analyze the agree-
ment between the most frequently chosen images by an-
notators across all components and the average scores as-
signed to each image for these components. As observed in
Table 3, while the agreement for individual components is
lower than chance, combining all components results in an
average agreement increase of 0.44. It is worth noting that
the agreement between the Peop,pt a1 ar* metric and human
annotators is higher than the agreement between the human
annotators.

Annotators | E|] S|O|1|AU| B |AP|Al

H, Peomp-t a1 %-0.53]:0.270.03]0.22] 0.0 |-0.34-0.18[0.34
HI, H2 [-0.22[0.310.19]0.38]0.60] 0.38 |-0.17[0-31

Table 3. On real ads, agreement among annotators and the LLM
responses for each persuasiveness component (column headers).
“All” computes agreement across all components: for H, we get
the image chosen most frequently across all the components, and
for Peomp+a1m, we choose the image with higher average score.

I should buy Burts Bees skin creme because it's made from
natural ingredients and protects my skin
I should buy Burts Bees because they’re natural
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Figure 2. Example of different values for alpha in the AIM score.
In each row, the value under each image indicates the score gener-
ated by the AIM with the alpha listed for that row. A v' shows the
chosen image, and a X indicates the rejected image. Green shows
agreement with the human in choosing the more aligned image
and red highlights the disagreement with the human.

5.1. Impact of Different « Values

Fig. 2 shows an example of AIM scores with different «, in
Eq. 1 in the main paper. Results are similar for values of «
greater than one (i.e. greater impact of alignment over the
reason in the ad message).

6. Failure Examples and Limitations

In this section, we first highlight examples of failures in the
AIM method, specifically in generating accurate AR, and
selecting images that align with human annotators’ choices,
as illustrated in Fig. 3. Next we discuss the limitation of our
proposed metrics.

6.1. Failure examples

As illustrated in Fig. 3, top-right example, when the image
fails to convey the intended message accurately, the model
may hallucinate while generating ARy.,. For instance,



1 should buy Elizabeth Arden because it will make me feel
natural 1 should buy this brand because it will feel very free
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Figure 3. Example of failure of AIM in both generating accurate
ARgen and choosing the more aligned image with AR,,,. Red text
indicates inaccurate action/reason considering the image. Green
text shows accurate action/reason. Red circle shows inaccurate
choice of image for which image is more aligned with the AR,
according to the human annotation.

in this example, the image depicts wind, which can imply
coldness, but it does not effectively represent the clothing’s
ability to keep someone warm. Due to the unclear intent of
the image, the LLM struggles to interpret the message cor-
rectly and hallucinates while generating the action-reason
statement. Additionally, when the MLLM incorporates tex-
tual elements into the image description (as seen in the left
image of each example in Fig. 3), the fine-tuned LLM of-
ten generates an AR, that closely resembles the intended
AR,,, even if the visual content is misaligned. However,
due to the unclear or incorrect spelling in the text, human
annotators do not consider these images aligned with the
statement. To address this issue, we force the MLLM to
ignore the texts that starts with “I should” or “I shouldn’t”
(which are common starting words for action-reason state-
ments). Additionally, we prompt the MLLM to determine
whether the image is text-only. If the image is identified as
text-only, a score of O is returned to account for the lack of
meaningful visual content.

6.2. Limitation

Given the focus of this work, we train and evaluate our
methods exclusively on the PittAd dataset [9]. For the eval-
uation of persuasiveness, we employ an LLM to address
seven questions in a single evaluation. While this approach
is less efficient, it ensures comprehensive assessment, as the
subjective nature of the components makes it essential to in-

clude all components for an accurate evaluation of persua-
siveness.

7. Prompts

In this section, we present the prompts used in different
evaluation methods. We begin with the prompts for gen-
erating descriptions, as shown in Listings | and 2. Next, we
provide the prompts for generating action-reason statements
based on image descriptions in Listings 3 and 4. Then, we
present the prompts used for evaluating the creativity and
persuasiveness of images with LLMs, detailed in Listings 5
and 6. Finally, we outline the prompts for evaluating indi-
vidual P,,,,, components, including elaboration, synthesis,
originality, imagination, audience targeting, benefit conver-
sion, and appeal category, in Listings 7, 8, 9, 10, 11, 12, and
13.

Listing 1. Description generation for images using InternVL-v2-
26B[3] prompt templates in generating train data.

Describe the image in detail in one
paragraph.

Only return the description. Do not
include any further explanation.

Listing 2. Description generation for images with MLLMs prompt
templates for inference. If the answer to Q1 is “No”, then the AIM
score for that image is 0.

Carefully analyze the image and respond
only in the specified format, without any
interpretations or inferences. Focus on
only the visible elements in the image.
Ensure that any object seen in the image
is included in Ql, even if it is described
in more detail in Q2.

Response Format:

Ql: S${answer to Q1l}
Q2: S${answer to Q2}

Questions:

Ql: Are there any objects in the image,
excluding text-only logos, and text? List
at most 5 such objects if present.

Q2: Describe the image in detail, focusing
only on visible objects and elements
without adding any interpretation,
opinion, or analysis.

Listing 3. Prompt for Action-Reason Prediction with zero-shot
LLAMAS3 [4] and fine-tuned QwenLM [1]. {Blue} denotes ele-
ments added dynamically, based on the description of the image.

What is the correct interpretation
for the described image:



Description: {description}.

The interpretation format is: I should
S{action} because S${reason}. ONLY RETURN A
SINGLE SENTENCE IN THIS FORMAT

Listing 4. Prompt for Action-Reason Prediction with fine-tuned
LLM[4] in AIM evaluation. {Blue} denotes elements added dy-
namically, based on the description of the image.

What is the correct interpretation for the
described image:
Description: {description}.

Listing 5. Prompt for evaluation of creativity with LLMs. {Blue}
denotes elements added dynamically, based on the description of
the image.

USER:

Description: {description}

Question: Score the creativity of the
described image in range of (0, 5).

Your output format is only Answer: score\n
form, no other form. Empty is not allowed.
ASSISTANT:

Listing 6. Prompt for evaluation of persuasiveness with LLAMA3-
Instruct[4]. {Blue} denotes elements added dynamically, based on
the description of the image.

USER:

Context: If the image convinces the
audience to take an action, it is
considered persuasive.

Description: {description}

Question: Based on the context score the
persuasiveness of the described image in
the range of (0, 5).

Your output format is only Answer: score\n
form, no other form. Empty is not allowed.
ASSISTANT:

Listing 7. Prompt for scoring elaboration with LLMs. {Blue}
denotes elements added dynamically.

Context: You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
How visually detailed is the image? Do not
consider the text in the image. Return a
score in the range (0,5).
Please follow the format of:

Explanation: ${explanation}

Answer: ${answer}
ASSISTANT:

Listing 8. Prompt for scoring synthesis with LLMs. {Blue} de-
notes elements added dynamically.

Context: You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
How well does the image connect the
objects that are usually unrelated? Return
the score in range (0,5).
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:

Listing 9. Prompt for scoring originality with LLM. {Blue} de-
notes elements added dynamically.

Context: You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
How out of the ordinary, and unique the
image is, and how well it breaks away from
habit-bound and stereotypical thinking?
Return a score in range (0, 5).
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:

Listing 10. Prompt for scoring imagination with LLMs. {Blue}
denotes elements added dynamically.

Context: You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
Assume you are a human evaluating the
given image. How well does the image allow
you to form images you have not directly
experienced before more easily? Do not
consider the text in the image. Return a
score in the range (0,5)
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:

Listing 11. Prompt for scoring how well the image targets audi-
ence with LLMs. {Blue} denotes elements added dynamically.

Context: You are supposed to score the
image based on the descriptions.



You are given the description of an image
and you are ask to score the image based
on the following question.
Description: {description}
How well the image targets {audience}?
Return a score in range (0, 5)
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:

Listing 12. Prompt for scoring how well the image converts fea-
tures to benefits for costumer with LLMs. {Blue} denotes ele-
ments added dynamically.

Context: You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
How well does the image connect the
feature of the products to the benefits
for customers? Return the score in range
(0,5).
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:

Listing 13. Prompt for scoring how well the image targets cor-
rect appeal category with LLMs. {Blue} denotes elements added
dynamically.

Context:You are supposed to score the
image based on the descriptions.
You are given the description of an image
and you are asked to score the image based
on the following question.
Description: {description}
To answer the question consider the
following explanation:
There are three types of rhetorical
appeals or ways to convince the
audience:

- Ethos is a persuasive technique
that appeals to an audience by
highlighting credibility. Ethos
advertisement techniques invoke
the superior character of a
speaker, presenter, writer, or
brand.

- Pathos is a persuasive technique
that tries to convince an audience
through emotions. Pathos
advertisement techniques appeal to
the senses, memory, nostalgia, or
shared experience.

- Logos is the persuasive
technique that aims to convince an
audience by using logic and
reason. Also called the logical
appeal, logos examples in
advertisements include the
citation of statistics, facts,
charts, and graphs.

Question: Assume you are a human
evaluating the image. Based on the context
score, how well the image appeals to
{appealcategory} in the range of (0,5).
Please follow the format of:

Explanation: ${explanation}

Answer: S${answer}
ASSISTANT:
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Previewing Answers Submitted by Workers X
This message is only visible to you and will not be shown to Workers.
You can test completing the task below and click "Submit" in order to preview the data and format of the submitted results.

Evaluation of Advertisement Images

Please do not compelete more than 5 forms.

Instruction of part 1

This experiment compares advertisement images based on their persuasiveness and image-text alignment. Each image is based on an advertisement message with two components:

o Action: What action the audience should take
* Reason: Why the audience should take that action

Part A: Persuasiveness Comparison

In this task, you are given 2 images and asked to compare the images on how persuasive they are.

When comparing the persuasiveness, consider the following:

« Which image better convinces you to take the action in the action-reason statement?
« How well the reason in the image aligns with the reason in the given action-reason statement?

Part B: Creativity Comparison
In this task, you are given 2 images and asked to compare the images on how creative they are.
Part C: Action Representation Comparison

Next, you are asked to compare two images based on how well they represent the action in the given action-reason statement. Ignore the persuasiveness, and focus only on the action
representation.

Part D: Reason Representation Comparison

Finally, compare each two images and choose which image better represents the reason in the given action-reason statement. For example, if the reason is "Because it is fresh", consider how
well each image represents the freshness.

Note: Do not make assumptions about the texts in the images. Ignore typos, but if the text does not make sense, do not infer its meaning.

For the following questions, one option is "Equal". However, do not select "Equal” for 30% of the questions.

Example:

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 1 of 60



HIT 11/17/24, 5:29 PM

Next, we will show two images as an example of how to compare their persuasiveness and alignment with the action-reason statement.

Example Image 1

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 2 of 60
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https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 3 of 60
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Example Image 2

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 4 of 60



HIT 11/17/24, 5:29 PM

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 5 of 60
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Action-reason statement

I should driving a Subaru because they have great brakes

Comparison of the alignment of images with the action-reason statement

Both Image 1 and Image 2 are showing a car. Image 1 is showing a Subaru car in a road, convinsing the audience to drive a Subaru car. Image 2 is simply showing a Porsche with no
further element.

While Image 1 is conveying Subaru cars are reliable and have great brakes, by showing brake system in the bottom of the iamge and using the "Stop with confidence" slogan, Image 2
does not depict any specific reason for why the audeicne should buy a Porsche car.

So, Image 1 better aligns with both action and reason in the sentence.

Comparison of the persuasiveness of the images
Image 1 is picturing both a brake system and a Subaru car in a road, and is using a slogan to convince the audience to buy Subaru car because the cars are reliable.
On the other hand, Image 2 is simply showing the car without any futher visual element to make it intresting.

So, Image 1 is better convincing the audience to buy Subaru car using the same reason in the action-reason statement.

Comparison of the persuasiveness of the images
Image 1 is picturing both a brake system and a Subaru car in a road, and a slogan -Stop with confidence.
On the other hand, Image 2 is simply showing the car without any futher visual element to make it creative.

Image 1 has more details, elements, and because of the slogan it is more original. So, Image 1 is more creative.

Questions - Part 1

Part A: Persuasiveness

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 6 of 60
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Which image is more persuasive considering the given action-reason statement? {

Select an option

Action-Reason Statement: Image 1 1
) Image 2 2
| should buy 7up Because its popular
Equal 3
Image 1
Submit
Optional: Further Comments
Which image is more persuasive considering the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 7 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2
I should drink 7up because is is sugar free and the light of the party 5
Equal

Image 1

Submit

Optional: Further Comments

Which image is more persuasive considering the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 8 of 60
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Select an option

Action-Reason Statement: Image 1 1
) Image 2 2
I should buy this soda Because they sell fast
Equal 3
Image 1
Submit
Optional: Further Comments
Part B: Creativity Comparison
Which image is more creative? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 9 of 60
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Select an option

Image 1 1
Image 2 2
Equal 3
Submit
Optional: Further Comments
Part C: Alignment with Action
Which image better represents the action in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 10 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2
I should buy 7up Because its popular
Equal 3

Image 1

Submit

Optional: Further Comments

Which image better represents the action in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 11 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2
I should drink 7up because is is sugar free and the light of the party 5
Equal

Image 1

Submit

Optional: Further Comments

Which image better represents the action in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 12 of 60
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Select an option

Action-Reason Statement: Image 1 !
) Image 2 2
I should buy this soda Because they sell fast
Equal 3
Image 1
Submit
Optional: Further Comments
Part C: Alignment with Reason
Which image better represents the reason in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 13 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2
I should buy 7up Because its popular
Equal 3

Image 1

Submit

Optional: Further Comments

Which image better represents the reason in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 14 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2
I should drink 7up because is is sugar free and the light of the party 5
Equal

Image 1

Submit

Optional: Further Comments

Which image better represents the reason in the given action-reason statement? {

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 15 of 60
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Select an option

Action-Reason Statement: Image 1 1

Image 2 2

I should buy this soda Because they sell fast
Equal 3

Image 1

Submit

Optional: Further Comments

Instruction of part 2

In this experiment, you are given two images and three messages, and you are asked to answer the following questions:

Part A - Maslow's Pyramid of Needs

In the next section, you are given three messages and two images, and you are asked to choose which need in the Maslow's Pyramid each image or message targets:
The definition of each need is as follows:

« Physiological needs: Biological requirements for human survival (e.g., air, food, shelter).

« Safety needs: people want to experience order, predictability, and control in their lives (e.g., security, safety)

« Love and belonging needs: emotional need for interpersonal relationships, affiliating, connectedness, and being part of a group (e.g., intimate relationships, friends)
« Esteem needs: Self-worth, respect, prestige, and a feeling of accomplishment.

« Self-actualization needs: Realization of a person's potential, self-fulfillment, seeking personal growth, and peak experiences.

Please note that you should choose the need for each image or message independently from others. You can choose multiple needs.

Part B - Rhetorical Appeals
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In the next section, you are first asked to choose the types of rhetorical appeals or ways to convince the audience: ethos, pathos, or logos.

« Ethos is a persuasive technique that appeals to an audience by highlighting credibility. Ethos advertisement techniques invoke the superior “character” of a speaker, presenter, writer, or
brand.

« Pathos is a persuasive technique that tries to convince an audience through emotions. Pathos advertisement techniques appeal to the senses, memory, nostalgia, or shared experience.

« Logos is the persuasive technique that aims to convince an audience by using logic and reason. Also called “the logical appeal,” examples of logos in advertisements include the citation
of statistics, facts, charts, and graphs.

Next, you are asked to choose the image that better appeals to each category. To do so, you should consider the design and components of each image. And based on that, choose the image.
Part C - Benefit Scores and Audiences

In this section, you are asked to compare each of the two images in terms of the following factors.

« Benefit: Which image better connects the features of the advertised product to benefits for consumers? Your comparison should be based on how well each image shows the impact of
the product in improving consumers' lives.

« Audiences: Which image better targets a specific group of audiences? Each image can be designed to target a specific group of audiences by representing their needs and what they like
or dislike. In this question, you are asked to find the target audience of each image based on the components represented in each image and then choose which image better targets the
given group of audiences.

Part D - Creativity Questions

In the next section, you are asked to compare each two image in terms of the following factors:

« Originality: How rare and surprising are the elements in the image?

« Elaboration: How complicated is the image? How distant is the image from the basic idea? How detailed is the image?

« Synthesis: How well normally unrelated objects have been connected in the image?

o Artistic Value: How attractive are the colors and shapes in the image? Does it include a verbal impression?

« Imagination: How well does the image help the audience to form vivid mental images or make something unreal come to life?

Please do not select 'equal’ or 'none of the above' for more than 30% of the questions.

Now we show examples of each part.

Part A: Maslow's Pyramid of Needs - examples

Example of an advertisement message that targets Physiological Needs
I should drink DASANI water because | cannot live without water.

This advertisement message demonstrates the Physiological need in Maslow's hierarchy of needs. The ad expresses that water is very important and it is impossible to survive without it.
This ad fits the Physiological need because water is something that people will always need, and thirst is something that people will always have.

Example of an advertisement message that targets Safety Needs
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I should get this insurance because not having insurance is as dangerous as using the air dryer in the bathtub.

This advertisement message exemplifies the Safety needs in Maslow's hierarchy of needs. The strategy of this ad is to convey that if you rent a home or an apartment and do not have
insurance, it is equivalent to doing the most dangerous activities in your home. This ad fits the Safety need because people feel secure and safe when they have insurance.

Example of an advertisement message that targets Love and Belonging Needs
I should use Bumble because | need human connection.

This advertisement message focuses on the desire to be connected with people and have confidence in life. Brand marketing communication revolves around the need to find a partner
and a sense of belonging.

Example of an advertisement message that targets Esteem Needs
I should buy a new BMW because | want to release the power.

To maintain a sense of prestige, exclusivity, and status, the advertised message does not wish to come across as an everybody-brand. The ad is symbolized by BMW, which wants to stand
out and offer a sense of accomplishment to its buyers.

Example of an advertisement message that targets Self-actualisation Needs
I should buy Nike because | want to move more and better.

The advertisement message conveys that we should improve our performance on the track and to be more competitive. It is targeting the Self-actualization need in Maslow's pyramid.

Example on advertisement image that targets Physiological Needs
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« DASANI .

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 19 of 60



HIT 11/17/24, 5:29 PM

This ad demonstrates the Physiological need in Maslow's hierarchy of needs. The ad expresses that water is very important and it is impossible to survive without it. This ad fits the
Physiological need because water is something that people will always need, and thirst is something that people will always have.

Example on advertisement image that targets Safety Needs
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This ad exemplifies the Safety need in Maslow's hierarchy of needs. The strategy of this ad is to convey that if you rent a home or an apartment and do not have insurance, it is
equivalent to doing the most dangerous activities in your home. This ad fits the Safety need because people feel secure and safe when they have insurance.

Example on advertisement image that targets Love and Belonging Needs
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This dating app ad focuses on the desire to be connected with people and have confidence in life. Brand marketing communication revolves around the need to find a partner and a
sense of belonging.

Example on advertisement image that targets Esteem Needs

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 24 of 60



HIT 11/17/24, 5:29 PM

RELEASE THE
POWER WITHIN.

THE ALL-NEW BMW 5 SERIES.

Exclusive drive-away offer.
Monthly installment Rs.185,584"°
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To maintain a sense of prestige, exclusivity, and status, the advertised brand does not wish to come across as an everybody brand. The ad is symbolized by BMW, which wants to stand
out and offer a sense of accomplishment to its buyers.

Example on advertisement image that targets Self-actualization Needs
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MOVE MORE.
MOVE BETTER

THE NIKE ORIZVEFIT KNIT TANK

KATARINA JORNEON TNONFION
NEPTATNALETE
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The ad is encouraging us to improve our performance on the track and to be more competitive. It targets the Self-actualization need in Maslow's pyramid.

Part B - Rhetorical Appeal - examples

Example of advertisement image with ethos appeal categoty
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This example uses an image of a celebrity holding the Smart water to establish credibility and authority.

Example of advertisement image with logos appeal category
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12MP Dual Pixel Sensor

Camera

A camera built for
every moment

Capture life as it happens with the Galaxy S8 and S8+ cameras. The intuitive 12MP rear camera
and the 8MP front camera ensure you don't miss a moment, whether it's day or night.
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This image uses the causal relation between the image on the left side and the right side to invoke logic in the audience. The image suggests if the audiences do not stop buying
cigarettes, they will get the oxygen mask for free as a result of lung disease. So, this image uses a causal relationship between the events to convince the audience.

Example of advertisement image with pathos appeal category
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The image includes the slogan "Open a Coke, open happiness," inferring that drinking Coke causes happiness, which targets emotions in the audience.

Example of comparison of the images on which image appeals to ethics, logic, or pathos more.
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The image on the right side is simply showing the product without adding more detail. On the other hand, the image on the left side shows a famous actress promoting the product,
which highlights its credibility. So, the image on the left side appeals to ethos more.

Part C - Benefit Score and Audiences - examples

Example of comparison of the images on which image better connects the features in the product to the benefits for the audiences.

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 36 of 60



HIT 11/17/24, 5:29 PM

STORAGE FOR 1,000 SONGS
1GB OF MP3S IN YOUR POCKE
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The image on the left side directly shows the features of the item; however, the image on the right side shows the benefits of those features. So, the image on the right side is better,
connecting the features of the product to the benefits for customers.

Which image better targets families?
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Image on the left is simply showing a car surrounded by some text with unknown audence. On the other hand, image on right is showing a family with a Ford car, and is using the slogan
of "ONE BIG FAMILY, ONE BIG FORDD" directly targeting families. So, image on the right side, better targets families.

Part D - Creativity Questions - examples

We now show two example images and explain below how we might compare them in terms of:

Originality
 Elaboration
» Synthesis
o Artistic

« Imagination

Example Image 1
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Example Image 2
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Originality: Which image is more out of the ordinary, unique, and better breaks away from habit-bound and stereotypical thinking?

Image 1: The image is depicting the coca-cola in the grass field, using a unique slogan of 'open Coke, open happiness' which is more unique, out of the ordinary and better breaks away
from habit-bound and stereotypical thinking than the image 2 which simply shows number of coca-cola cans in the image.

Synthesis: Which image better connects the objects that are usually unrelated?

None of the images represents the connection between unrelated objects; however, Image 1 includes multiple different objects in the image so it better connects different objects than
Image 2 which is only showing a single object.

Elaboration: Which ad has more details?

Image 1 has many more details (grass field, sky, Coke, 'open Coke, open happiness', etc.) than Image 2 which is a number of Coke cans.

Imagination: Which ad allowed you to form images you have not directly experienced before more easily? Which image better made something unreal come to life?

Image 1, with all the details and scenes it has depicted, better helps with forming the mental images. This is because it has much more detail in the image. The more detailed the image
is, the easier it is to form the mental image seeing the image.

Artistic Value: Which image is more visually/verbally distinctive and better makes ideas come to life graphically/verbally?

Image 1 shows the Coke in a sense with different objects with many colors rather than just showing the Coke cans in the image. So, image 1 is more artistically produced compared to
Image 2 with a single object in the image and fewer colors used.

Questions - Part 2

Part A - Maslow's Pyramid of Needs

Advertisement Messages
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1. I should wear Athletica clothing because they empower women.
2. | should use this activewear because | will feel more motivated.
3. I should buy Athleta clothing because they are empowering.

[ Physiological Need [[] Safety Needs [J Love and Belongingness Need [] Esteem Needs [] Self-actualization Needs [[] None of the above [] Other
If chose other:
Short answer text

Additional Comments (Optional)
Short answer text

Advertisement Images
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[ Physiological Need [[] Safety Needs [] Love and Belongingness Need [] Esteem Needs [[] Self-actualization Needs [] None of the above [] Other
If chose other:
Short answer text

Additional Comments (Optional)
Short answer text
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[ Physiological Need [[] Safety Needs [] Love and Belongingness Need [] Esteem Needs [[] Self-actualization Needs [] None of the above [] Other
If chose other:
Short answer text

Additional Comments (Optional)
Short answer text

Part B - Rhetorical Apeal

Which type of rhetoric appeal is best represented in this image? Even if no type of appeal is definitely utilized in the image, choose the one that is more relevant than the others.

Select an option

Ethos 1
Logos 2
Pathos 3

None of the above 4

Submit

Optional: Further Comments

Which type of rhetoric appeal is best represented in this image? Even if no type of appeal is definitely utilized in the image, choose the one that is more relevant than the others. {
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Select an option
Ethos
Logos
Pathos

None of the above

4
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Submit

Now compare the images and choose which image better appeals to ethos/pathos/logos.

Which image appeals to ethos more?

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester

Page 50 of 60



HIT 11/17/24, 5:29 PM

Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Which image appeals to logos more? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Which image appeals to pathos more? {
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Select an option

Image 1 1
Image 2 2
Equal 3
Submit
Optional: Further Comments
Part C - Benefit Score and Audiences
Which image better connects the feature of products to the benefits for costumers? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Which image better targets health-conscious costumers? {
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Select an option

Image 1 1
Image 2 2
Equal 3
Submit
Optional: Further Comments
Part D - Creativity Questions
Originality: Which image is more out of the ordinary, unique, and better breaks away from habit-bound and stereotypical thinking? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Synthesis: Which image better connects the objects that are usually unrelated? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Elaboration: Which ad has more details? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Imagination: Which ad allowed you to form images you have not directly experienced before more easily? Which image better made something unreal come to life? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Artistic Value: Which image is more visually/verbally distinctive and better makes ideas come to life graphically/verbally? {
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Select an option

Image 1 1
Image 2 2
Equal 3

Submit

Optional: Further Comments

Thank you so much for compeleting this form. Please provide any additional comments on the questions.

Optional: Further Comments

https://requester.mturk.com/create/projects/2157522/batches/5272051/example?assignmentld=ASSIGNMENT_ID_NOT_AVAILABLE&mode=requester-preview&number=1&site=requester Page 60 of 60



References

(1]

(2]

(3]

(4]

(5]

(6]

(7]

(8]

(9]

(10]

[11]

[12]

Jinze Bai, Shuai Bai, Yunfei Chu, Zeyu Cui, Kai Dang,
Xiaodong Deng, Yang Fan, Wenbin Ge, Yu Han, Fei
Huang, et al. Qwen technical report. arXiv preprint
arXiv:2309.16609, 2023. 1,3

Jinze Bai, Shuai Bai, Shusheng Yang, Shijie Wang, Sinan
Tan, Peng Wang, Junyang Lin, Chang Zhou, and Jingren
Zhou. Qwen-vl: A versatile vision-language model for un-
derstanding, localization. 7Text Reading, and Beyond, 2,
2023. 1
Zhe Chen, Jiannan Wu, Wenhai Wang, Weijie Su, Guo Chen,
Sen Xing, Muyan Zhong, Qinglong Zhang, Xizhou Zhu,
Lewei Lu, et al. Internvl: Scaling up vision foundation mod-
els and aligning for generic visual-linguistic tasks. In Pro-
ceedings of the IEEE/CVF Conference on Computer Vision
and Pattern Recognition, pages 24185-24198, 2024. 1, 3
Abhimanyu Dubey, Abhinav Jauhri, Abhinav Pandey, Ab-
hishek Kadian, Ahmad Al-Dahle, Aiesha Letman, Akhil
Mathur, Alan Schelten, Amy Yang, Angela Fan, et al. The
llama 3 herd of models. arXiv preprint arXiv:2407.21783,
2024. 1,3, 4
Fal. Introducing auraflow v0.1, an open exploration of
large rectified flow models, 2024. Available at: https:
//blog.fal.ai/auraflow/ [Accessed: 2024-11-07].
1
FLUX. Flux.1 dev: Frontier ai image generator model, 2024.
Available at: https://fluxlai.com/dev [Accessed:
2025-03-07]. 1
Jack Hessel, Ari Holtzman, Maxwell Forbes, Ronan Le Bras,
and Yejin Choi. Clipscore: A reference-free evaluation met-
ric for image captioning. In Proceedings of the 2021 Confer-
ence on Empirical Methods in Natural Language Processing,
pages 7514-7528, 2021. 1
Edward J Hu, Yelong Shen, Phillip Wallis, Zeyuan Allen-
Zhu, Yuanzhi Li, Shean Wang, Lu Wang, Weizhu Chen, et al.
Lora: Low-rank adaptation of large language models. /CLR,
1(2):3,2022. 1
Zaeem Hussain, Mingda Zhang, Xiaozhong Zhang, Keren
Ye, Christopher Thomas, Zuha Agha, Nathan Ong, and Adri-
ana Kovashka. Automatic understanding of image and video
advertisements. In Proceedings of the IEEE conference on
computer vision and pattern recognition, pages 1705-1715,
2017. 1,3
Zhiqiu Lin, Deepak Pathak, Baiqi Li, Jiayao Li, Xide Xia,
Graham Neubig, Pengchuan Zhang, and Deva Ramanan.
Evaluating text-to-visual generation with image-to-text gen-
eration. In European Conference on Computer Vision, pages
366-384. Springer, 2025. 1
Sina Malakouti, Aysan Aghazadeh, Ashmit Khandelwal, and
Adriana Kovashka. Benchmarking vlms’ reasoning about
persuasive atypical images. In 2025 IEEE/CVF Winter Con-
ference on Applications of Computer Vision (WACV), pages
4788-4798. IEEE, 2025. 1
Dustin Podell, Zion English, Kyle Lacey, Andreas
Blattmann, Tim Dockhorn, Jonas Miiller, Joe Penna, and
Robin Rombach. Sdxl: Improving latent diffusion models

(13]

(14]

for high-resolution image synthesis. In The Twelfth Interna-
tional Conference on Learning Representations. 1

Haoran Xu, Amr Sharaf, Yunmo Chen, Weiting Tan,
Lingfeng Shen, Benjamin Van Durme, Kenton Murray, and
Young Jin Kim. Contrastive preference optimization: Push-
ing the boundaries of 1lm performance in machine transla-
tion. In Forty-first International Conference on Machine
Learning. 1

Jiazheng Xu, Xiao Liu, Yuchen Wu, Yuxuan Tong, Qinkai
Li, Ming Ding, Jie Tang, and Yuxiao Dong. Imagere-
ward: Learning and evaluating human preferences for text-
to-image generation. Advances in Neural Information Pro-
cessing Systems, 36, 2024. 1


https://blog.fal.ai/auraflow/
https://blog.fal.ai/auraflow/
https://flux1ai.com/dev

	Implementation Details
	Alignment Results
	Creativity and Persuasiveness Baseline Metrics
	Examples of Benefit of Combining Persuasiveness Components 
	Persuasiveness Metrics on Real Ads
	Impact of Different  Values

	Failure Examples and Limitations
	Failure examples
	Limitation

	Prompts

