
CO-ORGANIZER

Augmented Creativity –
AI at the Crossroads of Brands, Research and 

Arts

Prof. Dr. Carsten Baumgarth

HWR - Berlin School of Economics & Law 
(Germany) 





Prof. Dr. Carsten Baumgarth
(HWR Berlin)

Augmented 
Creativity: 

AI at the Crossroads of Brands, 
Research and Arts

ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



Your task: 

Please write down ten words that are as different 
from each other as possible, in all meanings and 

uses of the words!

Rules:
• Only single words in English*.

• Only nouns (e.g., things, objects, concepts).

• No proper nouns (e.g., no specific people or places).

• No specialized vocabulary (e.g., no technical terms).

• Think of the words on your own (e.g., do not just look at objects in your surroundings)

Warm-up

*: You can use your first language and translate after the two-minute task by AI tools like DeepL (www.deepl.com)
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Your task: 

Please write down ten words that are as different 
from each other as possible, in all meanings and 

uses of the words!

Time: 2 minutes

Warm-up
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Your task: 

Copy your word list to the DAT test:

https://www.datcreativity.com/

Warm-up
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Warm-up
AI Score higher than ...

GPT 3* 56.55 0.07 %

ChatGPT 3* 83.60 79.90 %

ChatGPT 5 82.65 75.17 %

ChatGPT 4o 85.88 88.86 %

ChatGPT 3o 87.46 93.06 %

ChatGPT o4 mini 84.19 82.33 %

Gemini 2.5 Flash 84.55 83.32 %

Claude Sonet 4 86.58 90.96 %

Human Score higher than ...

Baumgarth 85.41 87.37 %
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• Augmented Creativity: Human  + AI

• Creativity in Brand Management

• Creativity in Research

• Creativity in the Arts

• Reflections

Agenda
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What is Creativity?
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Human creativity
“...the interaction among aptitude, process and 

environment by which an individual or group 
produces a perceptible product that is both novel 

and useful as defined within a social context.“1

Standard definition of Creativity
“Creativity requires

both originality and effectiveness.“2
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What is Creativity? – Divergent and Convergent 
Thinking

Starting
point

Finished
idea

Divergent Thinking Convergent Thinking
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Level of (necessary) Creativity

Creativity = original + effectiveRoutine tasks Art

New Product 
Development

Data 
collection

Visuals for
social media

Research 
idea

Branding

Data 
analysis

Theory
development

Science
communication

Brand 
Management

Research

- +
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Augmented Creativity by AI
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(1) AI is accepted and integrated into work as a fully-fledged 
team member.

(2) The specific use case and not the properties of tools form 
the starting point for augmented creativity.

(3) Creative tasks, systems, and use cases require a 
meaningful combination of tools from different AI classes
(causal, generative, and predictive AI) combined with 
human intelligence and expertise.

(4) The humans are responsible for the precise description of 
the respective task, the selection of the most suitable tools, 
the input request, and the administration of the required 
data, and the interpretation and critical reflection of the AI 
results.

(5) Humans can only use augmented creativity if they have 
extensive skills and expertise (e.g., mental models, data, 
creativity, critical thinking, and domain).
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Scientific evidence: (1) Idea generation
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1. Creative and specific ideas for a new 
packaging solution

2. Sustainable packaging solutions or business 
model

- Humans: professionals of a packaging company: 43 ideas

- AI: ChatGPT: 52 ideas

- Evaluation by the managing director (R &D)

- Evaluation criteria: novelty, customer benefit, feasibility (and 
quality = index of the three criteria)
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Scientific evidence: (1) Idea generation
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2.65

3.07

2.49

3.42 

3.60 

2.33

 1.00  2.00  3.00  4.00  5.00

novelty***

customer benefit***

feasibility

AI Professionals
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Scientific evidences: (2) Crowd Intelligence vs AI
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).

New business ideas focused on 
sustainable, circular solutions for urban 

transportation.

- Human crowd by the platform freelancer.com: 148 ideas

- H-AI: Chat GPT4; different prompting approaches: single and 
multiple instances: 730 solutions

- Random selection of 234 ideas (180 H-AI; 54 HC)

- 300 human elevators (Prolific, 3.900 evaluations)

- Five evaluation criteria: novelty, strategic viability, environmental 
value, financial value, and overall quality
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Scientific evidences: (2) Crowd Intelligence vs AI
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3.51

3.19

3.62

3.09

3.29

3.23

3.24

3.76

3.24

3.35

3.47

3.32

3.83

3.24

3.46

1 2 3 4 5

novelty

strategic
viability

environemntal
value

financial value

overall quality

H-AI (single) H-AI (multiple) HC
positivenegative
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Scientific evidences: (3) Open task 
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“If you had the talent to invent things 
just by thinking of them, what would you 

create?“

- Ten minutes

- Max. 1000 characters

- 1250 Clickworker (Prolific)

- 3336 rater

- Incentives for the most creative solutions
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Scientific evidence: (3) Open task
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Scientific evidence: (4) Best Humans outperform AI
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„For the next task, you’ll be asked to
come up with original and creative uses for an 
object. The goal is to come up with creative 
ideas, which are ideas that strike people as 

clever, unusual, interesting, uncommon, humorous, 
innovative, or different.“

- Human group: n = 256 Clickworker (Prolific): 1024 “ideas”

- AI groups: n = 132 ideas (ChatGPT3, ChatGPT4, copy.ai)

- Measurements: semantic distance and expert ratings
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Scientific evidence: (4) Best Humans outperform AI
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Scientific evidence: (4) Best Humans outperform AI
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• Augmented Creativity: Human  + AI

• Creativity in Brand Management

• Creativity in Research

• Creativity in the Arts

• Reflections

Agenda
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Brand Management: Overview
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Science (I): Performance of AI-created visuals
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Rang Modell CTR Impressionen Clicks CPC

1 DALLE-E 3 0,80 % 16.579 133 0,38 $

2 Midjourney v6 0,54 % 19.310 105 0,48 $

3 Imagine 0,54 % 19.851 107 0,47 $

4
Stock-Foto (human 
benchmark)

0,53 % 18.531 98 0,51 $

5
Stock-Foto (human 
benchmark)

0,52 % 19.606 101 0,49 $

6 Imagen 2 0,51 % 19.170 97 0,52 $

7 Firefly 2 0,49 % 19.612 97 0,52 $

8 Realistic Vision 0,43 % 20.348 88 0,57 $

9 SDXL Turbo 0,40 % 20.015 81 0,62 $

Science (I): Performance of AI-created visuals
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Science (II): New Product Development
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- 776 P&G employees (with experience)

- Implementation period: May to July 2024

- 1-day workshop

- 2 x 2 design: with/without AI and individual vs. team-work (2 
people: R&D and marketing/sales)

- Task: New product development (early phase, 4 product 
categories, 2 continents)

- AI tool: GPT 4 and GPT 4.o

- Dependent variables: Performance (quality, novelty, feasibility), 
expertise, social-emotional effect
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Science (II): New Product Development
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Solution quality (effectiveness)
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-0.1

0.0

0.1

0.2

0.3

0.4

0.5

Time saved (efficiency)
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Expertise
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Science (II): New Product Development
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e:
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Emotions (socio-emotional effect)
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Science (II): New Product Development
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Science (III): Design for luxury brands
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3
).

Design (human) AI-Design
• Theme: “Remix, Reuse, Respect”
• 269 submissions
• selection of 15 by design professionals from 

AWTM and Missoni
• further revision of the 15 proposals
• selection of 2 T-shirts

• IBM Watson was trained with 1,500 fashion images
• “rejected” AWTM designs were used as a second 

training dataset
• IBM Watson provides designers with text-based 

recommendations
• six designs are tested by the AI, and two of them are 

selected
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Science (III): Design for luxury brands
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2
3
).

Blind Disclosure of the designer

Human AI Human AI

Price intention 61.56 € 64.97 € 63.60 € 63.77 €

Choice 46 % 54 % 56 % 44 %

Post-Test: Brand fit

Human design AI

design

Brand fit* 2.88 4.06 4.97 5.74
*: two items: 2 questions: resembles the classic Missoni design; reflects the brand identity; 7-points cale
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Science (III): Design for luxury brands
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e:
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).

39.8

29.6

19.4

11.2

Share of AI designs: 69.4 %

Share of human designs: 30.6 %

+ 127 %
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Use Case I: ”Visualization”
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Use Case I: ”Visualization”
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Use Case II: “Design Sprint”
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Use Case II: “Design Sprint”
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Use Case II: “Design Sprint”
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Use Case II: “Design Sprint”
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Group Novelty Feasibility Usability Functional 
diversity

Cost Overall

AI

ChatGPT group 3.98 4.56 4.24 3.88 4.52 4.24

Midjourney 
group

4.60 4.62 4.10 3.60 4.76 4.34

Combined 
group (ChatGPT 
& Midjourney)

4.90 4.24 3.80 3.38 4.18 4.10

Human group 3.20 4.08 3.70 3.44 3.52 3.59

p-value 0.000*** 0.084* 0.228 0.422 0.001*** 0.005***
***:  p < 0.01: **: p < 0.05; *: p < 0.1
Bolded red score indicate the best performance among the four groups
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• Augmented Creativity: Human  + AI

• Creativity in Brand Management

• Creativity in Research

• Creativity in the Arts

• Reflections

Agenda
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Research: Overview

(1) 
Research 
ideas & 

questions

(2) 
Literature 

review

(3) Hypo-
theses & 

Model

(4a, 4b) 
Design of an 

empirical 
study

(5a, 5b) 
Data 

collection

(6a, 6b) 
Data 

analysis

(7) 
Gener-

alization

(8) 
Writing 

the 
scientific 

paper

(9) 
Science 
commu-
nication
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Use case III: Research ideas
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LLM property Productivity Semantic breadth

Psychological analogue Persistence Flexibility

Explanation
Thanks to their computing power, 
LLMs can generate a large volume 
of ideas in a short amount of time

Thanks to their vast and heterogeneous 
training data, LLMs can generate ideas 
spanning diverse semantic categories.

Phenomena
Originality increases as more ideas 

are generated
Originality increases as ideas connect 

more distant knowledge domains.

Limitations

Original ideas eventually plateau 
after a certain number of ideas are 

generated.

Hallucinations arise, especially when 
dialing up stochasticity (aka temperature); 

negative spillover effects on collective 
diversity.

Practical interventions
Fine-tuning, few-shot prompting, 

and retrieval-augmented 
generation.

Prompt variation, hybrid prompting, chain 
of thought prompting, and temperature 

parameter.
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Use case III: Research ideas
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Use case III: Research ideas
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Use case III: Research ideas
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Use case IV: Hypotheses & model

High accuracy
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Use case IV: Hypotheses & model
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Use Case V: Science Communication
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Use Case V: Science Communication

1.  “Silent researcher“ 2.  “Poser researcher “
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Use Case V: Science Communication
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Use Case V: Science Communication
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Science I: Identification and evaluation of AI-generated art
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- n = 206 respondents (Prolific)

- 40 art pieces (20 x human, 20 x AI-generated by Midjourney v4)

- Five art styles: Expressionism, Impressionism, Cubism, Abstract, 
and Traditional Japanese art

- Measurements: 0 – 100 sliding bar (0: low/most likely made by 
human; 100: high/most likely made by AI)

- Integration of several personality variables (e.g., Big-Five, 
Empathy, Creative Self)
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Science I: Identification and evaluation of AI-generated art
S

o
u

rc
e
: 

G
ra

s
s
iin

i/
K

o
iv

is
to

 (
2

0
2
4

)

ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



Science II: Booster of perceived human creativity by AI
S

o
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- N = 798 participants

- Two art pieces (one human and one AI-generated)

- Experiment: 1 group: both art pieces are labelled as human, 2 
group: first painting is labelled as AI, the second as human; 3 
group: first painting is labelled as human, the second as AI

- Dependent variables: creativity (multi-item scale), estimated value, 
estimated time to produce the art piece
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Science II: Booster of perceived human creativity by AI
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Control group Experimental groups

First painting Human label AI-anchor Human-anchor

Second painting Human label Human label AI label

Creative 4.62 4.85* 4.24**

Monetary value 148.35 152.99 111.74***

Estimated time to 
produce

36.02 32.60 18.29***

*p < 0.05, **p < 0.01, ***p < 0.001.

ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



Use Case VI: AI Art magazine
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• Augmented Creativity: Human  + AI

• Creativity in Brand Management

• Creativity in Research

• Creativity in the Arts

• Reflections

Agenda
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1
Transparency dilemma, 
algorithm aversion, and 
blurring boundaries 
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AI Transparency Dilemma
So

u
rc

e 
: 

Sc
h

ilk
e/

R
e

im
an

n
 (

2
0

2
5)

.

Welcome to your learning 
journey

AI will evaluate your 
test performance

Welcome to your learning 
journey

A teaching assistant
will evaluate your 
test performance

Welcome to your learning 
journey

After your test, we 
will send you your 

results.

Trust in teacher

2.48
Trust in teacher

2.87
Trust in teacher

2.96

n = 195 students
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Algorithm aversion in artworks 
So

u
rc

e 
: 

B
e
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h
e 

e
t 

al
. (

2
0

2
3

).

- 30 artworks from the platform Artbreeder

- 150 clickworker (Amazon MTurks)

- Two labels: human or AI-created

- Evaluation criteria: Liking, Beauty, Profundity, and Worth

ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



Algorithm aversion in artworks 
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AI or human? – F L A M I N G O N E by Miles Astray (2022) 
So

u
rc

e:
 C

la
rk

 (
2

0
24

).
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2
Design Fixation and 
“more of the same“
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Design fixation
So

u
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e 
: 

W
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m
b
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t 

a
l. 

(2
0

24
).

- n = 60 students

- 3 groups: no support, Google image search, AI (Midjourney)

- Calculation of the Design Fixation Score (DFS) (similarity between 
the sketches and the presented example on a feature basis)
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Design fixation
So
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3
Algorithmic Bias

ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)



4
Loss of creative jobs
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2
0

2
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).

Impact of GenAI on Online Freelancing Platforms
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Intellectual property and 
legal concerns
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AI as a creativity tool
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AI as a creative tool, not an Agentic AI creativity
So

u
rc

e 
: 

Ep
st

e
in

 e
t 

al
. (

2
0

2
0

).

- Experimental setting

- n = 320

- Responsibility for the 
artwork: five roles

- Allocation of 400.000 $ 
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AI as a creative tool, not an Agentic AI creativity
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2
Expansion of creative 
boundaries
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Democratization of 
creativity
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Emergence of new jobs
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Fastest growing AI job titles (top 10) 
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AI Strategist

Machine Learning Engineer

AI Compliance Manager

AI Coach

AI Product Manager

AI System Designer

Prompt Engineer

AI Solutions Architect

AI Content Creator

AI Engineer
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Appendix: Word lists for the 
DAT

ChatGPT 5 ChatGPT 4o Chat GPT 03 Chat GPT 04mini Gemini 2.5 Flash Claude Sonet 4 Baumgarth

Mountain Volcano Quasar Fractal Quantum Crystalline Trumpet

Justice Justice Fjord Gallop Ephemeral Melancholy Freedom

Banana Banana Photosynthesis Nebula Zealot Seventeen Dice

Whisper Quantum Serendipity Oxymoron Cacophony Thunderclap Profit

Algorithm Melody Gargantuan Pachyderm Quagmire Devour Wine

Dream Ink Silence Quiver Sonder Microscopic Clock

Brick Despair Cryptocurrency Serendipity Sanguine Democracy Grass

Galaxy Algorithm Onomatopoeia Turbine Xenolith Fragrance Nail

Perfume Cactus Xylophone Vermillion Jubilant Velocity Camera

Chaos Crown Zigzag Waltz Axiom Whisper Carpet
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