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WILL AI REVOLUTIONISE THE 

WORLD OF BRANDING?

BRANDING AGENCIES NEED 

TO THINK ABOUT THIS 

AND WORKING OUT HOW 

TO INTEGRATE AI IN THEIR 

PROCESS TO STAY RELEVANT.  

 AI is becoming an over-hyped buzzword 

across many industries and the creative world 

is no exception. Under the influence of AI and 

its astounding speed, brands may be expected 

to form new relationships with their target 

audience.

How could branding agencies evaluate the 

potential impact of AI ? And how can creative 

minds contribute to embrace it?

It is crucial for any professional operating 

in the field of branding, from strategists 

to creatives, to understand and learn how 

to deal with AI in order to act as informed 

agents of transformation rather than simply 

becoming passive implementers of an emerging 

technology.
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 In today’s highly competitive market, branding is critical 

for businesses to differentiate themselves from their competitors. 

Companies invest significant time and resources, with the assistance of 

strategists and designers, to develop their brand image, messaging, and 

communication strategies in order to connect with their target audience.

AI has enormous potential in the design world, but in order for this to 

happen, the hype surrounding it must be deconstructed. It would be 

preferable if designers cleared their minds and stopped thinking about AI 

as “artificial intelligence”—as if AI were some kind of magic-tech. A more 

useful way to think about AI, at least in the short-term, is “augmented 

intelligence.” In this regard, AI will be primarily concerned with 

optimisation and speed. Designers working with AI can create designs 

faster and with greater focus due to the increased efficiency AI offers.

INCORPORATING  
 AI IN THE CREATIVE 
PROCESS

Polirovanny Beton by Nikolay Ironov

—The AI Designer, Art. Lebedev Studio
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Creative Brief and Client Communication

Incorporating AI into the process of creating a creative brief can help to streamline and improve 

its effectiveness. Clarifying the problem and goal of the branding project helps AI understand the 

context and generate more relevant, compelling, and effective briefs. Designers can also use AI 

to create questionnaires and sample answer sheets to assist their clients in understanding the 

information required.

Research and Context Analysis

When it comes to brand design, incorporating AI into research and context analysis can help 

designers make data-driven decisions. AI can collect and analyse large amounts of data from 

a variety of sources, including social media platforms, market research reports, and customer 

feedback. AI can be used to identify patterns in data that are not immediately apparent to human 

analysts. It can help designers identify opportunities and areas for improvement in brand design.

INCORPORATING AI IN 
THE CREATIVE PROCESS

Isodope by &Walsh
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Target Audience Profiling and Customer Behaviour

Incorporating AI in target audience profiling and understanding customer 

behaviour can assist brand designers in gaining valuable insights into the 

intended market segments and target audience, allowing them to create 

more targeted strategies. Based on data analysis, AI can be used to create 

customer personas, allowing designers to create more accurate and 

detailed customer profiles with generated visuals.

Strategy and Conceptualisation

AI can assist in generating new ideas for brand positioning, messaging, 

and creative concepts. By analysing data, AI algorithms can suggest new 

and innovative ways to communicate brand values and differentiate the 

brand from competitors. Human creatives can then refine and develop the 

AI-generated ideas. AI can also be used to develop mood board for design 

elements such as colour palettes, typography, and imagery.

INCORPORATING AI IN 
THE CREATIVE PROCESS

Prompt: profiling, human creativity versus artificial intelligence

Prompt: multi-window data analysis by imaginative retro computer 
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Naming and Logo Design

Language patterns, semantic meaning, and other factors may be employed by AI algorithms to 

generate brand names that are consistent with the brand’s values, target audience, and industry. 

AI-generated names can be creative, one-of-a-kind, and memorable, as well as tested for 

trademark availability and cultural sensitivity.

The creation of logos is one of the most common applications of AI in brand design. AI can 

analyse data pertaining to a brand’s vision and mission and create logos that reflect those values. 

AI-powered tools can also assist in ensuring that the logo is scalable, versatile, and easily 

identifiable across multiple platforms and media.

Visual Identity System

Colour palettes, typography, and graphical elements can be suggested by AI algorithms, which 

can then be analysed to provide insights into how well they align with the brand’s values, target 

audience, and market positioning. Brandmark, an AI-powered tool, can generate visual identity 

guidelines and design templates that are consistent with the brand’s style and aesthetic.

Prompt: 3D rendering logo, indefinite shape, 

gradient colouring, futuristic style

Prompt: graphic logo, geometric shape, 

flat 3D illusion, retro style

INCORPORATING AI IN 
THE CREATIVE PROCESS
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Prompt: cyborg futuristic 

cactus hanging from a 

synthwave

INCORPORATING AI IN 
THE CREATIVE PROCESS
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Isodope by &Walsh

Moncler Genius by Moncler

Visualisation and Communication

AI algorithms can recommend layout designs for a variety of visual 

identity applications, including stationery, merchandise, brochures, 

posters, packaging, website and social media posts. The artificial 

intelligence-powered design will be based on the brand’s visual identity 

and tone of voice. This can help brands and designers create content on 

a large scale efficiently.

Social Media Engagement, Monitoring and Maintenance 

In addition to creating a consistent and engaging social media presence 

without requiring a significant investment of time or resources, AI 

algorithms can be used to monitor social media platforms for brand 

mentions, comments, and reviews. This can help brands stay on top of 

conversations about their brand, track sentiment, and identify potential 

issues before they become major problems.

INCORPORATING AI IN 
THE CREATIVE PROCESS
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 Despite its limitations and ethical debates, we must be 

open-minded and acknowledge the advantages of AI technology and 

use it to our benefit.

BENEFITS OF 
EMBEDDING AI 
IN BRAND DESIGN 
PROCESS

Create Real Magic by Coca-Cola®
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Efficiency and Cost-Effective Content Creation

AI algorithms work faster and more efficiently than humans, reducing the time and cost of the 

design process. AI can automate repetitive tasks and generate multiple designs quickly, allowing 

designers to focus on the creative aspects of their work. It saves businesses and designers time 

and money that would otherwise be spent on manual content creation by streamlining 

pre-formatted workloads.

Big Data and Personalised Brand Experiences

AI can analyse large data sets and identify patterns and insights that humans may not be able to 

see. This data analysis can be used to create personalised brand experiences and help designers 

understand consumer behaviour, preferences, and trends, which can inform their design 

decisions.

BENEFITS OF ENBEDDING  
 AI IN BRAND DESIGN 
PROCESS

Machine Learning: Are designers even needed anymore?

curated by Richard Turley, It’s Nice That
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Buon 2023 a tutti. by Mulino Bianco

Pils craft beer by Nikolay Ironov

—The AI Designer, Art. Lebedev Studio

Inspiration and Competitive Advantage

Additionally, utilising AI in branding can give businesses and designers 

a competitive advantage by generating unique and innovative designs 

that are not limited by human biases or limitations, inspiring designers to 

think outside the box.

Consistency and Improved Brand Management 

Aside from automatically creating content such as social media posts, 

blog articles, and email newsletters with the same tone of voice, 

AI-powered tools can optimise content to ensure that it aligns with the 

brand’s messaging and guidelines. AI can help ensure that all brand 

content meets the same high standards by analysing it for consistency, 

grammar and tone.

BENEFITS OF ENBEDDING  
 AI IN BRAND DESIGN 
PROCESS
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 As many in the creative industry are already aware of, 

using AI in creative work poses a number of challenges and 

limitations, while debates over potential intellectual property 

infringement are at an all-time high.

CHALLENGES, 
LIMITATIONS, AND 
ETHICAL CONCERNS

Prompt: surrealism barricade, colourful, 3D
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CHALLENGES, LIMITATIONS, 
AND ETHICAL CONCERNS

Prompt: exploding toilet, 3D rendering model

Prompt: exploding surrealistic avocado

Lack of Originality

AI may struggle to come up with truly original ideas, and human 

creativity and intuition remain critical components of the design process. 

AI should be viewed as a tool to support and enhance human creativity 

rather than replacing it.

Mechanical and Inorganic 

AI may not fully understand human emotions, cultural nuances, and 

social contexts that influence brand perception. Designers need to 

ensure that AI-generated designs align with the brand’s values and 

messaging, and avoid creating designs that could be perceived as 

insensitive or offensive.
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Potential Bias

The quality of AI-generated designs depends on the training data, and 

if the data is biased, the designs may perpetuate harmful stereotypes. 

Designers need to carefully select and curate the data used to train AI 

algorithms to ensure that the designs reflect diverse perspectives.

Intellectual Property Infringement

AI-generated designs may also raise intellectual property issues, 

particularly if the AI algorithm is trained on copyrighted materials, 

therefore generates designs that infringe upon existing trademarks or 

designs.

Prompt: futuristic pattern, pastel tones

CHALLENGES, LIMITATIONS, 
AND ETHICAL CONCERNS

Prompt: algorithm representation, metallized, bioluminescen
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 Our team of creative minds collaborated to create this trend 

report, experiencing and experimenting with AI tools—such as ChatGPT, 

Midjourney and DALL·E—firsthand to understand their use and challenges, 

as well as to ensure that this report does not stay on a superficial level. 

REFLECTIONS 
AND TAKEAWAYS

Prompt: retro futuristic fruits
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REFLECTIONS AND 
TAKEAWAYS

EMBRACING IT! 

DON’T SHUT IT OUT.

People, particularly those in the creative industries, may perceive AI as 

intimidating and threatening because they are concerned about potential 

replacement and unethical malice use. However, as the bandwagon 

charges forward, as we have seen with industrial evolution and the birth of 

computing and the internet, we must brace ourselves and learn to embrace 

technological advancement. Let us remain curious and brave as creative 

strategists and designers on the front lines of an evolving landscape!

USE IT WITH CONSCIOUSNESS   

AND ETHICS.

Integrating human values and emotions into the design process is one way 

to humanise AI-driven brand design. Engaging people in the design process 

help strike a balance between authenticity and automation. AI can help 

designers create designs that are more effective and efficient, but it cannot 

take the place of human creativity and intuition.

 Here are some points we’d like to make in the hopes of sparking 

new conversations with everyone reading.

CRITICAL THINKING AND DECISION MAKING 

ARE INDISPENSABLE.

We learned from experimenting with AI that designs and content still require 

human input at the moment. When using AI as a tool in the creative process, 

critical thinking and decision making have become more important than ever 

before. In the face of countless proposals and options presented by AI, only 

human can choose the best route and solution suitable for our visions and 

purposes.
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MAKE IT WORK FOR US.

NOT THE OTHER WAY AROUND.

We must remember that no matter how advanced AI becomes in the future, 

it was created by humans to be a tool to help us. It is challenging to keep 

pace with all of the new updates and rapidly emerging platforms; therefore, 

we must devise a method to avoid bending our minds and ideas around 

AI-generated suggestions. The worst that can happen is that we end up 

being controlled by technology, not physically but creatively.

BE HONEST AND TRANSPARENT!

Lastly, it’s imperative to be honest about the use of AI in branding. Clients 

and consumers are curious about how AI is being used as they become 

more aware of the role it plays in various industries. Brands and designers 

can gain the trust of customers and establish a more genuine connection 

by being open about the use of AI in branding and communication.

REFLECTIONS AND 
TAKEAWAYS

Prompt: composition of books on 

abstract background pastel colors
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Prompt: evolution of brain, thinking 

outside the box, futuristic style

 As a creative agency specialised 

in brand consulting and design, we 

are ready to move forward and evolve 

with AI. 

If you are interested in evolving 

your own brand by leveraging on 

the opportunities offered by AI 

without compromising on unicity and 

distinctiveness, let’s meet on a video 

call and have a little brainstorming 

session together!

ARE YOU IN?
LET’S MEET!



 WE ARE AN AWARD WINNER 

BRAND CONSULTANCY AND 

DESIGN AGENCY. OUR MISSION IS 

TO ELEVATE YOUR BRAND FROM 

EVERY ANGLE WHILE EMBRACING 

BRAND INNOVATION AND DIGITAL 

TRANSFORMATION.

LET’S CREATE SOMETHING 

GREAT TOGETHER!

MAX BOSIO

ELISA BERETTA

HANTIAN LI

MARTINA GIORDANI

ILARIA MAMELI

Creative Director

Senior Designer

Brand Strategist

Junior Designer

Account and Project Manager

CONTRIBUTORS
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