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[Abstract]

This study proposes design strategies for naturalistic cosmetic advertising images using Al image generation tools. Advertising
images from major domestic and international natural cosmetic brands were analyzed and classified into five visual expression
categories: Natural Background, Layout with Natural Objects, Integrated Product Line Display, Floating Effect, and Mapping
Effect. For each category, advertisement images were generated using Al-based systems and evaluated for their visual effectiveness
and conceptual consistency. Based on these findings, the study proposes efficient design processes for idea generation and visual
expression in natural ingredient-based cosmetic advertising. The study highlights a process-oriented approach that extends beyond
basic Al use, yielding results aligned with designers’ intentions, thematic coherence, and creative direction. This study offers

practical implications for the systematic application of Al in visual design practice.
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