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[Abstract]

This study examines the effect of generative artificial intelligence (AI) on creativity in brand identity design using the Torrance
Creativity Assessment Model for fluency, flexibility, originality, and elaboration. We analyzed five top-tier Interbrand’s Best
Global Brands (2023-2025) that are publicly documented as employing Al Study findings reveal that Al accelerates the
production of numerous visual drafts and broadens exploration across stylistic directions. In several cases, it yields distinctive
visual expressions and achieves high levels of refinement and detail. Overall, human—Al collaboration expands creative search,
supports faster iteration, and improves design resolution. Based on cross-case evidence, we present a checklist-style practical guide
and empirical criteria for evaluating Al-assisted brand identity design. The guide offers actionable benchmarks for researchers and
practitioners and outlines directions for cumulative, reliability-oriented research on Al-assisted brand design.
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in brand identity design evaluation
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Table 2. Analysis summary of Coca-Cola’s ‘Create Real
Magic’ case study

Coca—Cola 'Create Real Magic' Brand Experience Expansion

Generated hundreds of thousands of images from
Fluency/ | single brand assets, demonstrating Al's capacity for
Flexibility | near—infinite visual outputs across diverse artistic
styles
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Elaboration

Consumer co—creation enabler and brand experience

Al Role democratization tool

Analysis Summary

Leveraged Al to transform fixed brand identity into participatory
experience. Strong in volume generation and consumer
engagement, limited in creating sustainable brand assets
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Table 4. Analysis summary of Nike’s Al-based
personalized recommendation case study

Nike Al-Personalized Recommendations and Messaging

Transformation of automotive imagery into
Originality ar;rtelts;chifgressmn through unconventional visual Beyond simple product listing, Al provides
P contextualized narratives like "This shoe offers
Strategic human-Al collaboration for Elaboration optimal cushioning for your running goals,"
Elaboration sophisticated content  development and demonstrating sophisticated data—driven brand
curatorial contextualization expertise delivery
Fluency/ Selective focus on premium outputs over Generates millions of unique recommendation
Flexibility quantitative generation Fluency/ combinations (fluency) with differentiated logic
Al Role Co—creative agent for philosophical—artistic Flexibility ]E?Ir _rgj_?tnl)ng, fraining, and_lifestyle - purposes
interpretation exibility
Analysis Summary Focus Qn creating  optimized |nd|V|dua.I
— _ . Originality combinations  rather than new products;
Employed Al as artistic co—creator to reinterpret automotive originality manifests in personalized experience
heritage as fine art. Exceptional originality and elaboration through rather than brand-level innovation
human—Al collaboration, with deliberate focus on curated quality Data—dri | advi d tormizati
over quantity for premium brand positioning Al Role faacila}tatg\r/en personal advisor and customization
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Analysis Summary

Leveraged Al to deliver hyper—personalized product
recommendations and strengthen customer relationships through
data—driven expertise. Demonstrates strength in elaboration and
flexibility, with originality focused on individual experience
optimization
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Table 5. Analysis summary of Netflix's Al-based
personalized marketing case study

Netflix Al Personalization for Content Optimization

STRANGER
THINGS

Flexibility Multiple visual interpretations per content based on
user context
Elaboration Contlrjuous A/B testing and optimization through
real-time data
Fluency Mass customization at scale for millions of users
Originality Multiple truths approach — contextual reframing
over content creation
Al Role Discovery optimization engine

Analysis Summary

Data—driven personalization maximizing discovery experience
through dynamic visual—textual optimization
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E 6. O|HOKHIKEA) ‘Kreativ Al & Al 24 9k
Table 6. Analysis summary of IKEA’s ‘Kreativ’ Al tool case
study
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Table 7. Summary of Alcreativity expression characteristics
by global brand case
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Originality standardized products Personalized
Fluency/ Unlimited combinations across multiple room Nike Recommen— © © © ©
L dation
Flexibility types
. o ; . Content
Al Role Democratized interior design assistant Netflix Marketing o o o) o
Analysis Summary Optimization
User—-empowerment focused; creativity through contextualization Spatial
rather than product innovation IKEA Problem @] @) @) O
Solving
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Table 8. Checklist for practical application of generative
Al-based brand design

Checklist for Practical Application of
Generative Al-Based Brand Design

Stage Check point Key Questions Check
Al Role Is Al's role clearly defined? O
) Definition (Tool/Partner/Generator)
Planning P I | "
Stage | Tool Selection | 1€ Al tools selecte
o based on brand O
Criteria oo
objectives?
Are brand keywords
Prompt systematically O
Strategy incorporated into
prompts?
Generative Is balance maintained
Execution Balance across the four creativity a
Stage Maintenance | dimensions?
Human-Al Are designers effectively O

Collaboration | curating Al outputs?

Is the 3—stage

Collaboration )
collaborative process O

Process properly implemented?
KPI Setting Are AI designs measured
o against key performance O
) and Monitoring I
Evaluation metrics?
Stage Training and | Is there a feedback loop
Feedback for continuous quality ]
Loop improvement?
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