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Abstract 

The Journal of AI-Augmented Advertising Design provides an academic platform for researchers, 

designers, educators, and industry professionals to investigate this evolving relationship. The journal 

welcomes scholarly articles, research papers, design case studies, and visual essays that examine how 

artificial intelligence is transforming the structure and methodology of advertising design. 

 

Introduction 

By 2026, the relationship between Artificial Intelligence and graphic design has moved far beyond simple 

automation. What was once a tool for speeding up repetitive tasks has evolved into a collaborative partner 

that contributes to ideation, production, and strategic decision-making. In contemporary advertising 

practice, the creative process now involves a dynamic interaction between human designers and intelligent 

systems. 

Advertising design today cannot be evaluated solely by its final visual outcome. Instead, equal attention 

must be given to the technological systems, ethical considerations, and creative workflows that shape the 

design process. These developments have created a new era of human-AI collaboration within the visual 

communication field. 

Synthesis: The Journal of AI-Augmented Advertising Design provides an academic platform for 

researchers, designers, educators, and industry professionals to investigate this evolving relationship. The 

journal welcomes scholarly articles, research papers, design case studies, and visual essays that examine 

how artificial intelligence is transforming the structure and methodology of advertising design. 

 

Core Submission Themes 

The journal invites contributions that explore the following research directions: 

1. Augmented Creative Processes 

Research exploring collaborative design models where human designers guide and refine AI-generated 

outcomes. Topics may include the transformation of traditional art direction into new roles such as prompt 

design, creative supervision, and algorithmic curation. 

2. Hyper-Personalization and Dynamic Brand Identity 

Studies examining how generative technologies enable brands to produce large volumes of individualized 

visual assets. This includes research on data-driven branding systems that adapt advertisements to specific 

users, contexts, or locations in real time. 

3. Ethical and Sustainable AI Design 

Investigations into the ethical challenges surrounding AI-assisted design. Possible topics include copyright 

protection, responsible dataset usage, transparent model training, and the environmental impact of 

computationally intensive generative technologies. 
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4. Immersive and Interactive Brand Environments 

Research addressing the use of AI in developing motion graphics, three-dimensional visuals, augmented 

reality (AR), virtual reality (VR), and other immersive advertising formats that respond dynamically to 

audience interaction. 

5. The Return of Human Authenticity 

Analysis of the growing preference for visible human craftsmanship in an age of algorithmic perfection. 

This includes the rise of handmade aesthetics, organic textures, and intentionally imperfect visual styles 

as a counter-movement to highly polished AI-generated imagery. 

 

Key Research Focus 

Synthesis particularly encourages research in areas such as: 

Ethical implications of generative AI in commercial design 

The transformation of creative direction through prompt-based workflows 

AI-driven visual personalization in large-scale advertising campaigns 

Algorithmic design systems used for brand communication 

The evolving relationship between designers and intelligent creative tools 

Proposed Research Pillars 

To structure the journal’s content, submissions may be categorized into the following research pillars. 

1. Human–AI Co-Creation Workflows 

Strategic Creativity and Automation 

Studies investigating how AI automation reduces routine production tasks—such as asset resizing, layout 

variations, and version control—allowing designers to dedicate more time to strategic thinking and 

conceptual development. 

Prompt Engineering and Creative Direction 

Research analyzing how designers increasingly act as curators, editors, and directors of algorithmic 

systems, rather than solely producing visual content manually. 

2. Hyper-Personalization and Generative Systems 

Variable Design Systems 

Research on advertising campaigns that generate massive numbers of unique visual variations through 

algorithmic design systems. These approaches enable brands to communicate with audiences on a more 

personalized level. 

Generative Engine Optimization (GEO) 

Emerging strategies focused on designing content that is not only appealing to human audiences but also 

optimized for discovery and recommendation by AI-driven digital assistants and search systems. 

3. Ethical Frameworks and Authenticity 

Human-Centered Design Values 

Exploration of consumer responses to AI-generated media and the increasing cultural value placed on 

visibly human creativity. 

Legal and Consent Frameworks 

Case studies and policy discussions related to dataset transparency, intellectual property rights, and ethical 

training practices in generative AI models. 

4. Technological Frontiers in Advertising 

Immersive Advertising Environments 
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Research into AI-generated spatial design, including interactive AR/VR campaigns and real-time adaptive 

advertising experiences. 

Multimodal AI Collaboration 

Studies examining integrated systems where multiple AI tools—such as image generators, video synthesis 

models, and language models—function collectively within a unified creative workflow. 

Mission Statement 

Bridging Algorithmic Intelligence and Human Creativity 

Synthesis: The Journal of AI-Augmented Advertising Design was established to document and analyze 

the evolving relationship between computational systems and human creativity. The journal aims to 

provide a rigorous academic platform for examining how intelligent technologies are reshaping the 

practice of visual communication. 

We view artificial intelligence not as a replacement for human creativity but as a powerful medium that 

expands the possibilities of artistic expression. By publishing innovative research and detailed case 

studies, Synthesis seeks to define the ethical standards, creative methodologies, and theoretical 

foundations of the emerging human-AI co-creation era in advertising design. 

 

Author AI Disclosure Statement 

All contributors must complete the following disclosure form when submitting work. 

Journal of AI-Augmented Advertising Design (JAAD) 

Contributor Disclosure Form 

1. Generative Tools Utilized 

Please list all AI technologies used during the research or design process (for example: Midjourney, Adobe 

Firefly, Sora, ChatGPT, or custom machine-learning models). 

2. Role of AI in the Creative Process 

Indicate how AI systems were used in the project: 

Ideation and conceptual exploration 

Visual asset generation 

Enhancement or modification of human-created work 

Copywriting or textual assistance 

Data analysis and research support 

3. Human-in-the-Loop Description 

In approximately 200 words, describe how human decision-making influenced the final outcome. Explain 

how AI-generated outputs were curated, refined, or modified during the design process. 

4. Ethical and Copyright Declaration 

The contributor confirms that: 

The AI tools used were trained on legally obtained or ethically sourced datasets whenever verification was 

possible. 

The submitted work does not violate existing trademarks, copyrights, or protected intellectual property. 

 

Peer Review Evaluation Criteria 

Submissions will be evaluated using the following scoring system: 

Rating Scale: 1 (Poor) – 5 (Excellent) 
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1. Conceptual Innovation 

Evaluation of how effectively the project challenges traditional advertising design practices and whether 

AI is used to enable creative approaches that would be difficult to achieve through conventional methods. 

2. Technical Execution 

Assessment of the author’s proficiency with AI tools, including prompt design, output refinement, and 

integration of generated assets into a cohesive final design. 

3. Strategic Relevance 

Determination of whether the design addresses a clear advertising objective and aligns with a defined 

brand identity and audience. 

4. Ethical Transparency 

Evaluation of the clarity and completeness of the AI disclosure statement and the author’s transparency 

regarding the collaboration between human and machine. 

5. Academic and Professional Contribution 

Consideration of the submission’s value to the broader design community, including whether it introduces 

new workflows, research insights, or theoretical perspectives relevant to the future of advertising design. 
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