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Abstract 

 
The integration of Artificial Intelligence (AI) into graphic design has ushered in a transformative era in the 

creative industries. This paper explores AI’s dual role: as a revolutionary tool that enhances design 

efficiency and as a potential replacement for traditional, human-centric creativity. With rapid advancements 

in AI-driven applications like DALL·E, Midjourney, Adobe Firefly, and Canva, the boundaries of design 

practice are expanding. While AI excels in speed, automation, and idea generation, it struggles with 

emotional nuance, cultural sensitivity, and contextual depth—key aspects of authentic human design. This 

research utilizes case studies, expert interviews, and visual comparisons to examine AI's real-world impact 

on graphic design workflows. It investigates whether AI complements human creativity or undermines the 

value of human intuition and originality. The findings suggest that AI is not a threat but a transformative 

force that redefines the designer’s role. The paper emphasizes the importance of ethical design practices, 

authorship recognition, and collaborative synergy between human designers and generative technologies. 

 

This study contributes by providing a hybrid human–AI framework supported by empirical insights from 

design practitioners. 

Keywords: Artificial Intelligence, Graphic Design, Generative AI, Human–AI Collaboration, Design 

Ethics, Creativity. 

 

1. Introduction 

In recent years, Artificial Intelligence (AI) has 

emerged as a transformative technology 

influencing numerous industries, including the 

creative sector. Among these, graphic design has 

experienced one of the most significant shifts as 

AI-powered tools increasingly integrate into 

design workflows. Traditionally, graphic design 

has been rooted in human creativity, cultural 

awareness, and the designer’s personal artistic 

vision. Designers relied on conceptual thinking, 

manual skills, and aesthetic judgement to produce 

meaningful visual communication. However, the 

rapid development of AI technologies has begun 

to redefine the processes through which visual 

content is created and distributed. 

Modern AI-powered design platforms such as 

Adobe Firefly, DALL·E, Midjourney, and 

Canva’s Magic Design are capable of generating 

images, layouts, and visual compositions within 

seconds using simple text prompts. These tools 

have significantly accelerated the design process 

and expanded access to visual creation, enabling 
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individuals without formal design training to 

produce professional-looking content. As a result, 

AI has contributed to the democratization of 

design, making creative production more 

accessible while simultaneously challenging 

traditional ideas of creativity, authorship, and 

artistic ownership [1], [2]. 

The increasing presence of AI in graphic design 

is closely linked to the rising demand for rapid 

content production in digital environments, 

particularly in fields such as digital marketing, 

social media communication, e-commerce, and 

personalized user experiences. Businesses now 

require large volumes of visual content that must 

be produced quickly and efficiently. AI-driven 

tools respond to this demand by automating 

repetitive design tasks and generating high-

quality visuals with minimal human input [3]. 

Through machine learning algorithms trained on 

large datasets of images and design patterns, these 

systems can analyse visual structures, replicate 

existing styles, and even suggest new 

compositions. 

Despite these advancements, the integration of AI 

into creative industries has sparked important 

debates. One of the central questions concerns the 

role of the human designer in an AI-driven design 

environment. While AI can generate visual 

outputs rapidly, concerns remain about whether 

machine-generated designs can achieve the same 

emotional depth, cultural sensitivity, and 

intentional storytelling that human designers 

bring to their work. Creativity in design is not 

solely a technical process but also involves 

interpretation, empathy, and contextual 

understanding—qualities that are difficult for 

algorithms to fully replicate [4]. 

The purpose of this study is to critically examine 

the role of artificial intelligence in graphic design 

and to explore its implications for the future of the 

profession. This research investigates how AI 

tools influence the creative process, design 

quality, and professional practice. By analysing 

existing AI-based design applications, comparing 

AI-generated and human-created visual outputs, 

and reviewing perspectives from design 

professionals, this study aims to identify both the 

opportunities and limitations associated with AI-

driven design. 

In addition to technological considerations, this 

research also addresses several ethical and 

conceptual challenges associated with AI-

generated design. Issues such as originality, 

copyright ownership, algorithmic bias, and the 

use of training data have become increasingly 

relevant in discussions about AI-generated 

creative content. Since many AI systems learn 

from large datasets that include existing artworks 

and designs, concerns have been raised regarding 

intellectual property rights and the attribution of 

creative authorship [1], [3]. 

This study contributes to the broader discussion 

surrounding the evolving relationship between 

human creativity and machine intelligence. 

Rather than viewing AI as a replacement for 

human designers, many scholars argue that AI 

should be understood as a collaborative tool that 

enhances creative exploration and productivity. 

In this hybrid model, designers may shift from 

purely producing visual outputs to acting as 

creative directors, strategists, and curators of 

AI-generated ideas [2]. 

Furthermore, the integration of AI into design 

practices highlights the need to reconsider how 

design education and professional training are 

structured. Future designers will likely need to 

develop new competencies, including AI tool 

literacy, prompt engineering, and critical 

evaluation of machine-generated outputs. At the 

same time, fundamental design principles—such 

as visual communication, cultural awareness, and 

human-centred creativity—remain essential for 
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maintaining the authenticity and emotional 

resonance of design. 

As AI technologies continue to evolve, the 

challenge for the design community is to maintain 

a balance between technological efficiency and 

human creativity. By understanding both the 

benefits and limitations of AI in graphic design, 

educators, students, and professionals can better 

prepare for a future in which human designers and 

intelligent systems collaborate to shape the next 

generation of visual communication. 

2. Review of Literature 

 
Graphic design has undergone substantial 

transformation over the past century as 

technological advancements have reshaped the 

tools and processes used by designers. In its early 

stages, graphic design relied primarily on manual 

craftsmanship, where designers created visual 

compositions using traditional methods such as 

hand drawing, printing techniques, and physical 

layout construction. Posters, advertisements, 

book covers, and packaging designs were 

produced using tools such as lithography and 

screen printing, requiring high levels of manual 

skill and artistic precision. Although 

technological developments gradually improved 

production efficiency, the conceptual and 

creative aspects of design remained 

fundamentally dependent on human imagination 

and decision-making [6]. 

  

The emergence of digital technologies during the 

late twentieth century marked a significant 

turning point for the design industry. Computer-

aided design (CAD) software and digital design 

platforms enabled designers to create, edit, and 

distribute visual content more efficiently than 

traditional methods. Software such as Adobe 

Photoshop, Illustrator, and InDesign transformed 

design workflows by offering advanced tools for 

typography, image manipulation, and layout 

development. Despite these technological 

advancements, the designer’s role continued to 

centre on creative problem-solving, visual 

communication, and aesthetic judgement [7]. 

 

In the twenty-first century, the integration of 

Artificial Intelligence (AI) into creative 

workflows has introduced a new phase in the 

evolution of graphic design. Initially, AI 

technologies were applied to automate routine 

design tasks, including image tagging, colour 

correction, content categorisation, and automated 

resizing of visual assets. These features improved 

productivity and allowed designers to focus more 

on strategic and conceptual aspects of design. 

However, with the development of generative AI 

technologies, the capabilities of AI systems 

expanded beyond automation to the generation of 

original visual content [8]. 

 

Modern generative AI tools such as Midjourney, 

Adobe Firefly, and Canva’s Magic Design can 

generate complex visual compositions from 

simple textual descriptions. These systems rely 

on deep learning algorithms trained on extensive 

image datasets to produce illustrations, layouts, 

branding elements, and other visual assets. As a 

result, AI systems are increasingly capable of 

supporting creative ideation and rapid content 

generation. This technological shift has sparked 

widespread discussions regarding the evolving 

relationship between human creativity and 

machine intelligence within the design process 

[9]. 

 

Several scholars have explored the implications 

of AI in creative practices. McCormack et al. 

examined the role of computational creativity and 

raised critical questions regarding authorship, 

artistic intent, and originality in AI-generated 

artwork. Their research highlighted the 

philosophical and ethical challenges associated 

with attributing creative ownership to machines 

and suggested that AI-generated works should be 
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understood as collaborative outputs involving 

both human and computational contributions 

[10]. 

 

Similarly, Elgammal et al. introduced the concept 

of Creative Adversarial Networks (CAN), an 

extension of generative adversarial networks 

designed specifically to generate novel artistic 

styles. Unlike traditional AI models that replicate 

existing patterns, CAN systems are trained to 

intentionally deviate from established artistic 

norms while still producing aesthetically coherent 

outputs. Their findings demonstrated that AI 

systems could generate artworks perceived as 

creative and stylistically innovative, indicating 

the potential for AI to contribute new forms of 

visual expression [11]. 

 

Despite these advancements, researchers have 

also highlighted several limitations associated 

with AI-generated design. One major concern is 

the lack of contextual understanding and 

emotional intelligence in AI systems. Design 

often involves cultural interpretation, social 

awareness, and emotional storytelling—

dimensions that remain difficult for algorithms to 

fully capture. While AI can generate visually 

impressive outputs, it may struggle to convey 

deeper symbolic meanings or cultural sensitivity 

within design contexts [12]. 

 

In addition to creative limitations, ethical 

concerns surrounding AI-generated content have 

received significant scholarly attention. Issues 

such as algorithmic bias, intellectual property 

rights, and transparency in AI training datasets 

remain critical challenges. Since many generative 

AI systems are trained on large collections of 

existing artworks and images, questions arise 

regarding the ownership and originality of AI-

generated outputs. Scholars argue that clear 

ethical frameworks and regulatory guidelines are 

necessary to ensure responsible use of AI within 

creative industries [8], [13]. 

 

Overall, the existing literature suggests that while 

AI technologies have significantly improved 

design efficiency and accessibility, they do not 

fully replace the role of human designers. Instead, 

AI is increasingly viewed as a collaborative tool 

that enhances creativity, accelerates workflows, 

and expands the possibilities of visual 

experimentation. The human designer remains 

essential for guiding creative direction, 

interpreting cultural context, and ensuring that 

design outcomes maintain emotional depth and 

meaningful communication. Consequently, the 

future of graphic design is likely to involve a 

hybrid model in which human creativity and 

artificial intelligence work together to shape 

innovative forms of visual communication. 

 

Recent high-impact studies further emphasize the 

transformative role of generative AI in creative 

industries. For instance, Dwivedi et al. [22] 

discuss how generative AI is reshaping content 

creation and marketing workflows, highlighting 

both efficiency gains and ethical risks. Similarly, 

Floridi et al. [23] explore the ethical implications 

of AI, particularly concerning data bias, 

authorship, and accountability. Studies published 

in journals such as Computers in Human 

Behaviour and Design Studies also indicate that 

AI enhances ideation processes but still relies on 

human intervention for contextual and emotional 

accuracy [24], [25]. These findings strengthen 

the argument that AI acts as a collaborative 

system rather than a replacement for human 

creativity. 

3. Objectives of the study 

 
The primary objective of this study is to critically 

examine the growing role of Artificial 

Intelligence in graphic design and to evaluate 

whether AI functions primarily as a revolutionary 

tool that enhances creative processes or as a 

potential replacement for human designers [14], 
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[15]. As AI-powered platforms increasingly 

influence visual communication, it becomes 

important to understand how these technologies 

are reshaping design practices, professional roles, 

and creative decision-making. 

 

This research aims to explore the relationship 

between human creativity and machine-generated 

design [10], [14] by analysing the capabilities, 

limitations, and ethical implications of AI within 

contemporary graphic design workflows. 

More specifically, the study seeks to: 

 Examine the evolution and integration of 

Artificial Intelligence tools within the graphic 

design industry, focusing on how technologies 

such as generative AI platforms are transforming 

traditional design workflows. 

 Compare AI-generated designs with 

human-created designs in terms of creativity, 

originality, emotional depth, execution speed, 

and contextual relevance. 

 Analyse the perceptions and experiences of 

design professionals and users regarding the use 

of AI tools in creative processes, particularly in 

relation to productivity, efficiency, and creative 

control. 

 Investigate the ethical and professional 

challenges associated with AI-generated 

design, including concerns related to originality, 

copyright ownership, algorithmic bias, and 

transparency of training data. 

Evaluate the impact of AI on the future role 

of graphic designers, particularly how designers 

may adapt by transitioning from technical 

executors to creative strategists, curators, and 

directors of AI-assisted design processes. 

 Explore the potential for collaborative 

human–AI design models, where artificial 

intelligence enhances productivity and 

experimentation while human designers provide 

cultural interpretation, storytelling, and 

emotional depth. 

Through these objectives, the study aims to 

provide a comprehensive understanding of how 

Artificial Intelligence is reshaping the creative 

landscape of graphic design. Ultimately, the 

research seeks to determine whether AI 

represents a threat to traditional design practices 

or a transformative tool that expands the 

possibilities of human creativity. 

4. Theoretical Framework 

This study is grounded in the Human–AI 

Collaboration Framework, supported by concepts 

from Human-Centred AI [15] and Computational 

Creativity theory [10]. Human-Centred AI 

emphasizes that artificial intelligence systems 

should enhance human capabilities while 

maintaining transparency, reliability, and ethical 

responsibility [15]. Additionally, computational 

creativity theory explores how machines can 

simulate creative processes while still relying on 

human input for meaning and context [10]. By 

integrating these frameworks, this study adopts a 

hybrid perspective in which AI contributes to 

efficiency and ideation, while human designers 

provide emotional intelligence, cultural 

understanding, and strategic direction. 

5. Methodology 

 
This study adopts a qualitative and exploratory 

research approach [16] to examine the impact 

of Artificial Intelligence on graphic design 

practices. The research methodology was 

designed to understand how designers and 

creative professionals perceive AI tools and how 

these technologies influence design workflows, 
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creativity, and professional practices. The study 

combines primary data collection through 

surveys and interviews with comparative 

analysis of AI-generated and human-designed 

visuals. 

The methodological framework consists of three 

major components: survey-based data 

collection, case study comparison, and 

professional insights. Together, these methods 

provide a comprehensive understanding of both 

the technological and human dimensions of AI 

integration in graphic design. 

5.1 Data Collection through Online Survey 

Primary data for this research was collected using 

an online survey [17] created through Google 

Sheets/Google Forms. The survey method was 

selected because it allows researchers to 

efficiently gather responses from individuals 

working in different areas of the creative industry 

while maintaining accessibility and convenience 

for participants. 

The survey link was shared with individuals who 

are actively involved in design and digital media-

related activities. These included: 

• Graphic designers working in creative or 

promotional departments 

• Faculty colleagues involved in digital 

promotion and design activities 

• Digital marketing students working on 

AI-related projects 

• Freelancers and individuals engaged in 

content creation or social media marketing 

 

These participants were selected because they 

regularly interact with AI-powered design tools 

and digital marketing platforms, making them 

suitable respondents for evaluating the practical 

impact of AI in graphic design workflows. 

The survey was distributed through professional 

and academic networks, and respondents were 

invited to voluntarily participate in the research. 

A total of 37 valid responses were collected and 

used for analysis in this study. 

The questionnaire consisted of both structured 

and perception-based questions, focusing on 

areas such as: 

• Demographic information (age, 

professional background, experience level) 

• Use of AI tools in graphic design 

• Perceptions of AI’s role in creativity and 

workflow efficiency 

• Ethical concerns related to AI-generated 

designs 

• Opinions about the future relationship 

between human designers and AI technologies 

The collected responses were then organized and 

interpreted to identify key trends regarding how 

professionals and students perceive the 

integration of Artificial Intelligence in design 

practices. 

5.2 Case Study and Comparative Analysis 

In addition to the survey data, the research also 

included a comparative case study analysis [18] 

to examine the differences between AI-generated 

designs and human-created designs. 

 

Two design scenarios were developed for this 

comparison. The first involved generating 

branding materials for a fictional wellness brand 

using AI-powered tools such as Adobe Firefly 

and Midjourney. These tools were used to 

produce design outputs including logos, 

packaging concepts, and social media graphics 

through text-based prompts. 

The second scenario involved the same design 

brief being executed by a human graphic 

designer using professional design software 
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including Adobe Illustrator, Photoshop, and 

Procreate. Unlike the AI-generated output, the 

human designer developed the visual concepts 

gradually through research, sketching, and 

iterative design development. 

The results from both approaches were then 

compared across several parameters, including: 

• Creativity and originality 

• Emotional connection and storytelling 

• Visual consistency 

• Execution speed 

• Contextual and cultural relevance 

A small focus group consisting of students and 

digital marketing practitioners was asked to 

review both versions of the designs and provide 

feedback regarding engagement and perceived 

design quality. 

5.3 Interviews and Professional Insights 

To further strengthen the qualitative perspective 

of the study, informal interviews and 

discussions were conducted with design 

professionals and AI practitioners. These 

conversations helped capture insights into how 

AI tools are currently being used in professional 

workflows. Semi-structured interviews were 

conducted with 12 graphic designers and 3 AI 

developers. The interviews explored perceptions 

of AI tools, changes in design workflow, and the 

ethical considerations involved. 

Participants discussed topics such as: 

• Changes in design workflow due to AI 

integration 

• Benefits of AI tools in reducing repetitive 

tasks 

• Concerns related to originality and 

copyright issues 

• The evolving role of designers in an AI-

assisted creative environment 

5.4 Data Analysis 

The collected survey responses and qualitative 

feedback were analysed using descriptive 

interpretation and thematic comparison. 

Patterns in responses were identified to 

understand general attitudes toward AI in graphic 

design. 

The analysis focused on key themes such as: 

• Efficiency and productivity 

improvements 

• Perceived limitations of AI-generated 

designs 

• Ethical concerns surrounding AI content 

generation 

• Future expectations regarding human–AI 

collaboration 

The results were then presented in tabular form to 

summarize the distribution of responses and 

highlight dominant trends within the dataset. 

Through this multi-method approach, the study 

was able to combine practical observations, 

professional insights, and user perceptions to 

evaluate the evolving relationship between 

Artificial Intelligence and graphic design. 

5.5 Study Limitations 

Like many exploratory studies, this research has 

several limitations that should be acknowledged 

when interpreting the findings. 

First, the number of 37 respondents is relatively 

small and was collected primarily through the 

researcher’s professional and academic networks. 

While the participants possess relevant 

experience in design and digital marketing 

activities, the limited sample size may restrict the 

generalizability of the results to the broader 

global design community. 
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Second, the survey respondents were largely 

composed of students, early-career designers, 

and individuals involved in digital marketing 

projects. As a result, the findings may reflect the 

perspectives of emerging professionals rather 

than highly experienced industry experts. 

Third, the study relies largely on self-reported 

perceptions and qualitative feedback, which 

may introduce subjective bias. Participants’ 

views on AI may vary depending on their level of 

familiarity with AI tools or their personal 

experiences in creative work. 

Another limitation concerns the rapidly evolving 

nature of Artificial Intelligence technologies. 

AI design tools continue to develop at a fast pace, 

and new capabilities may emerge that could 

significantly alter current observations regarding 

their strengths and limitations. 

Finally, the comparative design case study was 

conducted on a limited number of design 

scenarios, which may not fully represent the 

wide variety of real-world design challenges. 

Despite these limitations, the study provides 

valuable insights into how AI technologies are 

currently influencing graphic design workflows 

and professional perceptions. Future research 

with larger sample sizes, broader geographic 

participation, and quantitative statistical 

analysis could further strengthen the 

understanding of AI’s long-term impact on the 

design industry. 

The evaluation indicates that AI tools provide 

significant advantages in terms of speed and rapid 

concept generation, while human designers 

continue to demonstrate stronger performance in 

emotional storytelling, cultural interpretation, 

and overall creative depth. 

Comparative Visual and Thematic Analysis 

A visual matrix was created comparing AI and 

human-designed works across five parameters: 

● Creativity: Human designs rated higher 

due to contextual and thematic depth. 

● Execution Speed: AI designs completed 

90% faster. 

● Originality: Human work demonstrated 

more variation and unique perspective. 

● Emotional Appeal: Human designs 

showed stronger connection to brand identity. 

● Consistency: AI tools delivered 

consistently clean and aligned visuals. 

6. Data Interpretation and Findings  

This section presents the findings derived from 

the primary survey conducted among 37 

respondents to understand perceptions of 

Artificial Intelligence in graphic design. 

 

A focus group of design students and digital 

marketers were surveyed to provide feedback on 

the sample designs. Results showed: 

● 70% preferred human designs for marketing 

materials. 

● 85% were open to using AI tools for ideation 

or mock-ups. 

● 60% saw AI as a valuable tool but 

emphasized the need for human input in 

storytelling and branding. 

The following two images along with the related 

survey questionnaire were shared through a 

Google form, where the image on the left hand 

side was made with AI.
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Table 1 Comparative Evaluation of AI vs Human Design 

Evaluation Criteria 
AI Generated Design (Average 

Score) 

Human Designed Visual (Average 

Score) 

Creativity 3.5 4.4 

Emotional Appeal 3.1 4.6 

Visual Consistency 3.8 4.2 

Speed of Production 4.9 2.8 

Cultural/Contextual 

Relevance 
3.2 4.5 

(Scale: 1 = Very Low, 5 = Very High) 

6.1 Comparative Visual and Thematic Analysis 

Which one is AI? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 AI and Human created designs 

Chart 2 Responses on AI and Human created designs 



CC BY-NC-ND 4.0 © Brainware University 

ISSN(online): 2582-659X 

Das, P. (2026). Artificial Intelligence in Graphic Design: Revolution or Replacement?. Brainwave: A 

Multidisciplinary Journal, 7(1), 1322–1346. 

 

1331 

6.2 Demographic Profile of Respondents 

Table 2 Demographic Profile of Respondents 

Category Distribution 

Age Group 23–30 years (54.1%), 31–40 years (21.6%), Others (24.3%) 

Professional Background Designers, students, freelancers, digital marketers, educators 

Experience Level Majority with 0–5 years of experience 

AI Tool Usage 86.5% users, 13.5% non-users 

Interpretation: 

The demographic data indicates strong participation from early and mid-career creative professionals who 

are actively exposed to AI-based tools, making the sample relevant for studying contemporary design 

practices. 

 

 
Table 2.1 Number of Responses (demography wise) 

Age Group Percentage Number of Responses 

18–22 years 13.5% 5 

23–30 years 54.1% 20 

31–40 years 21.6% 8 

41 years and above 10.8% 4 

Total 100% 37 

The majority of respondents (54.1%) belong to the 23–30 years age group, indicating that most 

survey participants are young professionals. 

 

Chart 2 Age group of Respondents 
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6.3 Perception of AI and Creativity 

 

 

Table 3 Perception of AI and Creativity 

Statement Key Response Trend 

AI speeds up the design process Majority agreed 

AI lacks emotional depth Significant agreement 

 

Interpretation: 

The table clearly indicates that AI outperforms in speed, whereas human designers excel in creativity and 

emotional appeal. 

 

6.4 Professional Background 

 

 

  

  

Chart 3 Perception of AI and Creativity 

Chart 4 Professional background 
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Table 4 Professional Background 

Professional Background Percentage Number of Responses 

Graphic Design Student 5.4% 2 

Professional Graphic Designer 13.5% 5 

Digital Marketer 21.6% 8 

Design Educator 0% 0 

Freelancer 5.4% 2 

Other (please specify) 54.1% 20 

Total 100% 37 

Most respondents (54.1%) belong to Other professional backgrounds, while Digital Marketers (21.6%) 

and Professional Graphic Designers (13.5%) form the next largest groups. 

 

6.5 Professional Impact of AI 

 

 
 

 

Table 5 Professional Impact of AI 

Statement Observation 

AI improves workflow efficiency Positive agreement 

AI may reduce entry-level jobs Moderate concern 

Interpretation: 

The table clearly indicates that AI outperforms in speed, whereas human designers excel in creativity and 

emotional appeal. 

Chart 5 Professional impact of AI 
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6.6 Years of Experience in Design/ Creative Field 

 

 

Table 6 Years of Experience in Design/ Creative Field 

Years of Experience Percentage Number of Responses 

Student / Fresher 29.7% 11 

0–2 years 37.8% 14 

3–5 years 8.1% 3 

More than 5 years 24.3% 9 

Total 100% 37 

Most respondents (37.8%) have 0–2 years of experience, followed by 29.7% students/freshers, indicating 

that the majority of participants are early-career professionals or beginners in the creative field. 

6.7 Ethical Concerns and Authorship 

 

 

Chart 6 Experience of the respondents 
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Table 7 Ethical Concerns and Authorship 

Ethical Aspect Response Pattern 

Originality & plagiarism concerns High agreement 

Need for human oversight Strong agreement 

Interpretation: 

Ethical considerations form a critical component of AI adoption in graphic design. Respondents strongly 

emphasized the necessity of human judgment to ensure originality, accountability, and responsible use. 

 

6.8 AI-based Design Tools Used 

 
  

Table 8 Presents Usage of AI-Based Design Tools among Respondents (n = 37) 

Response Number of Respondents Percentage (%) 

Yes 32 86.5% 

No 5 13.5% 

Total 37 100% 

Chart 7 Ethical Concerns and Authorship 

Chart 8 AI-based Design Tools Used 
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Table 9 Presents AI Tools Used by Respondents for Design Work 

AI Tool Used Number of Respondents Percentage (%) 

Adobe Firefly 3 8.1% 

Midjourney 9 24.3% 

DALL·E 1 2.7% 

Canva Magic Design 9 24.3% 

ChatGPT for Design Ideation 13 35.1% 

Other Tools 2 5.4% 

Total 37 100% 

 

6.9 Future of graphic design  

 

 

Chart 9 AI Tools Used 

Chart 10 Future of Graphic Design 
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Table 10 Future of Graphic Design 

Opinion Percentage 

AI cannot replace human designers 48.6% 

Partial replacement via collaboration 43.2% 

Full replacement possible 8.1% 

Interpretation: 

The data clearly supports a human–AI collaborative future, rejecting the idea of complete automation 

of creative roles. 

 

6.10 Perceived Advantages and Limitations of AI 

 

Biggest Advantages 

• Automation of repetitive tasks (43.2%) 

• Faster execution and idea generation 

Biggest Limitations 

• Over-dependence on technology (32.4%) 

• Lack of originality (24.3%) 

• Ethical and copyright concerns (18.9%) 

Interpretation: 

AI is valued for efficiency and accessibility but criticized for encouraging dependency [15], [19] and 

reducing originality when overused.

6.10.1. Biggest advantage and limitations of AI in graphic design 

 

 
Chart 11 Advantages of AI in Graphic Design 
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Table 11 Perceived Advantages of AI in Graphic Design 

Advantage of AI in Graphic Design Number of Respondents Percentage (%) 

Faster design execution 7 18.9% 

Idea generation & inspiration 16 43.2% 

Cost efficiency 0 0% 

Automation of repetitive tasks 5 13.5% 

Accessibility for non-designers 7 18.9% 

Other 2 5.4% 

Total 37 100% 

 

Most selected option: Idea generation & inspiration (43.2%, 16 responses). 

 

 

 
  

 

Table 12 Limitation of AI-Generated Designs 

Limitation of AI-Generated Designs Percentage Number of Responses 

Lack of emotional depth 32.4% 12 

Lack of originality 13.5% 5 

Ethical & copyright concerns 18.9% 7 

Cultural insensitivity 2.7% 1 

Over-dependence on technology 24.3% 9 

Other (please specify) 8.1% 3 

Total 100% 37 

Chart 12 Disadvantages of AI in Graphic Design 
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Most selected limitation: Lack of emotional depth (32.4%, 12 responses). 

 

6.11 AI vs human graphic designers 

 

 

Table 13 AI vs human graphic designers 

Response Option Percentage Number of Responses 

Yes 8.1% 3 

No 43.2% 16 

Partially (Human–AI Collaboration) 48.6% 18 

Total 100% 37 

• Most respondents (48.6%) believe AI will 

partially replace designers but through 

collaboration with humans. 

• 43.2% believe AI cannot replace human 

graphic designers. 

• Only 8.1% think AI will fully replace 

designers. 

6.12 Overall Finding  

The findings demonstrate that AI is widely 

accepted as a supportive and transformative 

tool in graphic design but is not perceived as a 

replacement for human creativity. Emotional 

intelligence, originality, and ethical responsibility 

remain key human strengths, positioning AI as a 

collaborative assistant rather than an autonomous 

creator. 

The integration of Artificial Intelligence into 

graphic design workflows has had a profound 

effect on the profession. From significant time 

savings to new ideation pathways, AI tools have 

introduced undeniable benefits to designers. 

However, they have also introduced challenges—

particularly in areas related to creativity, ethics, 

and originality. This section explores these 

themes in depth based on data gathered from case 

studies, interviews, and comparative analysis. 

Chart 12 AI vs human graphic designers 
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6.13 Benefits of AI Integration in Design 

Workflows 

AI technologies such as DALL·E, Adobe Firefly, 

and Canva’s Magic Design are capable of 

automating time-intensive tasks [14], [19] that 

previously required extensive human effort. 

Designers can now generate mock-ups, layout 

ideas, or even complete compositions in a fraction 

of the time. This enables a rapid design-to-market 

cycle that is especially beneficial in fields such as 

advertising, e-commerce, and social media 

marketing, where visual content must be 

produced at scale and with speed. 

AI also assists in ideation and overcoming 

creative blocks [10], [14]. Tools like Midjourney 

allow designers to input imaginative prompts and 

receive varied visual interpretations, which can 

serve as starting points for further refinement. In 

user feedback, 85% of surveyed participants 

appreciated the way AI helps generate multiple 

concepts quickly. This boosts overall 

productivity and creative exploration. 

In addition, AI allows individuals without formal 

design training to create visually appealing 

materials. This democratization of design 

supports small businesses, educators, and 

marketers who may not have access to 

professional designers. 

6.14 Challenges and Limitations Faced by 

Designers 

Despite these advantages, several challenges 

limit AI’s full potential in replacing human 

designers. The most frequently cited concern in 

interviews was AI’s lack of emotional 

intelligence and cultural context. While AI can 

replicate styles and forms, it cannot interpret deep 

symbolic meaning or emotionally charged 

messaging with the same nuance as a human. 

Designers also raised alarms about the originality 

of AI-generated outputs. Because AI is trained on 

existing datasets (often scraped from the 

internet), it can unintentionally reproduce 

copyrighted content or imitate existing designs 

without proper attribution. This leads to ethical 

dilemmas around plagiarism and authorship. 

Additionally, design professionals face a growing 

fear of skill devaluation. As more people turn to 

AI for design needs, entry-level roles are at risk. 

Young designers entering the field might struggle 

to find work if AI tools are preferred for basic 

design tasks. This also raises questions about the 

sustainability of traditional design education if 

curricula do not evolve to include AI literacy. 

Another major limitation lies in the lack of 

control and unpredictability of AI. Designers 

have reported frustration when AI tools 

misinterpret prompts or fail to maintain brand 

guidelines across designs. For businesses that 

prioritize consistency, AI’s spontaneous 

creativity can become a liability rather than an 

asset. 

6.15 Perceptions of AI: Tool vs. Replacement 

A critical component of the research involved 

understanding how industry professionals 

perceive AI—whether as an assistant or a 

competitor. Interviews revealed that most 

designers view AI as a tool that enhances 

productivity but not as a threat to their careers. 

Around 78% of participants believed that AI 

cannot replace human intuition, emotional design 

language, and brand storytelling. 

However, the remaining 22% expressed concern 

that businesses might increasingly favour AI 

tools for budgetary reasons, reducing 

opportunities for freelance designers or creative 

agencies. In freelance marketplaces, AI-

generated services are already driving down 
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design prices, which impacts the perceived value 

of human-centred design work. 

Interestingly, AI developers consistently 

described their intention as building supportive 

tools, not replacements. They emphasized the 

role of AI as an enabler—designed to remove 

monotony from the creative process and leave 

more room for conceptual work. 

Case Study Comparison Recap: In the 

comparative project between AI-generated and 

human-created branding assets: 

● AI completed the full project within 15 

minutes. 

● The human designer required over 3 weeks. 

● Viewers rated the human version as more 

engaging by a margin of 63%. 

● Human designs were preferred for emotional 

and contextual depth. 

Survey Data Highlights: 

● 70% preferred human design for emotional 

storytelling. 

● 85% supported AI tools for speed and 

prototyping. 

● 60% viewed AI as a creative assistant. 

The findings from this research underscore a 

critical truth: while AI has revolutionized design 

speed, access, and exploration, it has not 

supplanted the human element essential to 

meaningful visual communication. The 

emotional resonance, cultural understanding, and 

creative intuition provided by human designers 

remain irreplaceable. 

Rather than perceiving AI as a threat, the design 

community must reframe it as a powerful tool—

one that demands a new set of skills, ethical 

awareness, and collaborative strategies. The most 

successful outcomes in future design workflows 

will come from a harmonious balance between 

artificial intelligence and human creativity. 

Educators, professionals, and policymakers must 

ensure that designers are equipped not just with 

technical skills but also with critical thinking, 

narrative craft, and adaptive strategies to thrive in 

this evolving landscape. 

7. Discussion 

 

7.1 Interpretation of Findings in the Context of 

the Research Question 

The central question of this study—whether 

Artificial Intelligence acts as a revolutionary tool 

or a replacement in graphic design—yields a 

multifaceted answer. Based on the findings, it 

becomes evident that AI operates more as an 

amplifier of design potential rather than as a 

replacement. Designers and industry experts 

consistently describe AI tools as powerful allies 

that extend creative boundaries, accelerate 

execution, and assist in ideation. However, AI 

still lacks the cultural sensitivity, empathy, and 

human intuition needed to create emotionally rich 

and context-specific visuals. 

In practical application, AI fulfils a utility role, 

especially in rapid prototyping, batch editing, and 

layout generation. Its integration into workflows 

reduces the designer’s burden of repetitive tasks 

and frees them to focus on strategic creativity and 

narrative development. Yet, it remains dependent 

on human input for contextually accurate and 

emotionally resonant design decisions. This 

reinforces the concept of AI as a design partner 

rather than a solitary creator. 

7.2 Implications for the Future of Graphic 

Design 

The future of graphic design is poised to be 

hybrid[14], [20]. As AI tools grow more 

intelligent and accessible, they will become 
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standard components of the designer’s toolkit. 

However, the role of the designer will shift from 

executor to curator and creative director. Design 

education must evolve to teach not only software 

proficiency but also prompt engineering, [21] 

ethical AI use, and conceptual thinking. 

Future workflows will likely involve a 

combination of: 

● Prompting AI systems for initial drafts 

● Editing and refining outputs for tone, 

branding, and cultural fit 

● Leveraging AI analytics to predict audience 

engagement with visual content 

An example of this can be seen in how major 

marketing firms use AI to generate personalized 

ads for target audiences. AI systems assess user 

behaviour and design preferences, then create and 

test multiple design variants in real time. Human 

designers then review and approve the most 

effective results, ensuring alignment with brand 

identity and emotional messaging. 

In another example, agencies are using generative 

AI to create website wireframes. Tools like 

Uizard and Framer AI can produce complete 

layout suggestions based on user goals. Designers 

then evaluate these proposals, adjust according to 

UX principles, and ensure accessibility 

compliance. This symbiosis reduces the time-to-

market while maintaining design quality. 

Hybrid Workflow - Human Designers + AI 

Tools 

This fusion calls for a reconceptualization of what 

it means to be a “designer.” Creative problem 

solving, emotional intelligence, and storytelling 

will become premium skills, while AI handles the 

mechanics. 

7.3 Ethical Considerations and the Importance 

of Human Creativity 

While AI has brought immense innovation, it also 

introduces serious ethical questions. The most 

pressing issues include: 

1. Plagiarism and Authorship: AI systems 

trained on existing works may reproduce 

parts of copyrighted designs. Determining 

who owns the rights to AI-generated content 

remains ambiguous. 

2. Bias in AI Training Data: [13], [20] AI 

models may inadvertently reflect cultural, 

racial, or gender biases present in the datasets 

used for training. This can lead to insensitive 

or inappropriate visuals unless closely 

monitored by a human editor. 

3. Job Displacement: Although AI boosts 

productivity, it may also threaten the 

livelihoods of entry-level designers. 

Organizations may choose speed and cost 

over originality, outsourcing design tasks to 

machines. 

4. Loss of Creativity: Over-reliance on AI tools 

could dull human creativity. If designers skip 

the foundational stages of sketching, 

brainstorming, and conceptualization, the 

industry may witness a creative stagnation. 

To mitigate these concerns, ethical frameworks 

and standards must be established. Organizations 

like the Interaction Design Association (IxDA) 

and the World Design Organization (WDO) 

could play a role in guiding the ethical use of AI 

in design. 

Importantly, human creativity—rooted in 

emotion, culture, and experience—remains the 

irreplaceable heart of meaningful design. AI may 

simulate style and form, but it lacks the lived 

experience, intuition, and philosophical 

understanding that define authentic artistic 

expression. 
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Emotional Depth in Human vs. AI Design 

An excellent case study that illustrates this 

difference involved a social campaign designed 

around mental health. While AI-generated 

images depicted generic “sad” or “anxious” faces, 

the human designer created visuals using abstract 

forms, metaphoric imagery, and personalized 

testimonials. Viewers found the human designs 

80% more relatable, citing emotional connection 

and originality. 

The discourse around AI in graphic design need 

not be adversarial. Rather, it presents a profound 

opportunity to elevate the profession. Designers 

who embrace AI not as a crutch but as a catalyst 

will unlock new levels of creativity, 

collaboration, and efficiency. 

Ultimately, the question is not “Will AI replace 

designers?” but “How can designers evolve to 

lead in an AI-augmented world?” The future 

belongs to those who can blend technological 

intelligence with human imagination—a 

combination that no algorithm alone can 

replicate. 

8. Conclusion 

8.1 Summary of Key Insights 

The integration of Artificial Intelligence (AI) into 

graphic design is not merely a technological 

trend—it signifies a structural transformation in 

the way visual communication is conceived and 

executed. Throughout this study, we explored 

AI’s impact through qualitative research, 

comparative analysis, and industry feedback. The 

findings underscore a critical insight: AI is a 

complementary tool that augments rather than 

replaces the human designer. 

AI-driven platforms like Midjourney, Adobe 

Firefly, and Canva are revolutionizing ideation 

and execution speeds. [14], [19] Designers now 

have access to powerful tools for generating 

multiple variations of designs, automating 

repetitive tasks, and improving efficiency. 

However, these advantages are balanced by 

pressing challenges—lack of emotional nuance, 

originality concerns, and ethical ambiguities 

about data sourcing and content ownership. 

Most designers view AI as an extension of their 

creative toolkit rather than a threat to their roles. 

While AI excels at rendering and concept 

generation, it cannot substitute the deep 

emotional intelligence, cultural awareness, [12], 

[20] and storytelling capacity that only human 

creativity can provide. 

8.2 Recommendations for Designers and 

Stakeholders 

1. Embrace AI Literacy: Designers must 

evolve with the technology. Learning to work 

with AI—understanding how to prompt it, 

critique it, and refine its output—is a new 

design skill. Designers should view AI as a 

co-creator rather than a competitor. 

2. Update Design Education: Institutions and 

educators need to integrate AI tools and 

ethics into design curricula. Courses should 

focus on prompt engineering, critical design 

thinking, and human-centred design in an AI-

driven landscape. 

3. Establish Ethical Guidelines: Industry 

bodies should develop ethical standards to 

govern AI usage in design. This includes 

policies around plagiarism, bias mitigation, 

and intellectual property rights for AI-

generated content. 

4. Promote Human-AI Collaboration: 

Organizations should develop workflows that 

combine AI’s efficiency with human 

emotional depth. Designers should lead the 

creative direction while AI handles the 

mechanical execution. 
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5. Invest in Original Thinking: Stakeholders 

must ensure that AI tools do not overshadow 

the value of conceptual originality. Clients 

and companies should continue to prioritize 

creative strategy and cultural context, which 

are uniquely human strengths. 

6. Protect Entry-Level Opportunities: As 

automation increases, it's essential to create 

opportunities for novice designers to develop 

their craft. Internships, mentorships, and 

collaborative projects can ensure the growth 

of future creative talent. 

8.3 Suggestions for Further Research 

1. Quantitative Impact Studies: More data-

driven studies are needed to evaluate how AI 

adoption impacts employment, client 

satisfaction, and design quality across 

different industries. 

2. Cross-Cultural Design Evaluation: Future 

research should explore how AI-generated 

designs perform across diverse cultural 

contexts and whether AI can adapt to region-

specific design sensibilities. 

3. Neuroaesthetic Analysis: Interdisciplinary 

studies involving neuroscience and 

psychology could analyse how users 

emotionally respond to AI-generated vs. 

human-created designs. 

4. Environmental Impacts of AI in Design: 

With AI’s increased computational use, 

future research could examine the carbon 

footprint and sustainability of large-scale 

generative design models. 

5. Comparative Learning in Education: 

Research comparing traditional design 

education with AI-integrated pedagogy can 

offer insights into student performance, 

creativity, and job readiness. 

6. Longitudinal Studies on Creativity: 

Investigate whether prolonged use of AI 

affects a designer’s original thinking, 

imagination, or reliance on computational 

outputs. 

8.4 Final Thoughts 

This study reaffirms that the future of graphic 

design is neither exclusively human nor entirely 

machine—it is hybrid. As AI becomes a 

permanent fixture in creative professions, its 

ethical integration and thoughtful application will 

define the next era of visual culture. Designers 

must not only adapt but also lead the way in this 

transformation, shaping a future where 

technology enhances—not eclipses—human 

creativity. 

The enduring value of design lies not in execution 

but in empathy, imagination, and intention. These 

are qualities no algorithm can replicate. By 

embracing AI as a creative partner and protector 

of originality, designers and stakeholders can 

ensure that the essence of design remains 

unmistakably human.

● The AI-generated designs were visually 

impressive and completed in under 15 

minutes. 

● Human-designed graphics were more 

emotionally rich, brand-specific, and 

contextually relevant. 

● Viewers in a small focus group of 20 

participants found the human design 63% 

more engaging, while appreciating AI's speed 

and clean execution. 

● Designers largely see AI as an assistant, not a 

replacement. 

● Many express concern about originality and 

data training transparency in AI outputs. 

● Developers emphasized that AI is designed to 

assist repetitive tasks, not replace creative 

decision-making. 

● Most professionals expect the design industry 

to move toward hybrid collaboration, where 

humans direct, and AI executes. 
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