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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!

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

https://www.datcreativity.com/
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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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Is that car – the Tartan Prancer – creative?
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One of the most creative products: The Rollaboard
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Golden Ratio

The "Bond Factor"

Emotional Craftmanship

Is that car – the Aston Martin – creative?
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Is that trike – the BeTRITON – creative?



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

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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Is AI creative?
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Closed task
Write a creative story using compulsorily the following 
words: 
house, zero, forgive, curve, relevance, cow, tree, planet 
ring, send.

Open task
If you had the talent to invent things just by thinking of 
them, what would you create and why?
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Closed-Human Closed-AI Open-Human Open-AI

Low 
creativity

High
creativity

Is AI creative?
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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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Best Humans outperform AI
So

ur
ce

 : 
h

tt
p

s:
//

ca
p

.is
t.

p
su

.e
d

u/
w

e
lc

o
m

e



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

Best Humans outperform AI
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Can AI (+Human) create new products?
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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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Can AI (+Human) create new products?



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

Expertise
Q

u
a

lit
y

0.0

0.2

0.4

Q
u

al
it

y

0.0

0.2

0.4

C
o

re
 jo

b
 (

h
ig

h
 e

xp
e

rt
is

e
)

N
o

t co
re

 jo
b

 (lo
w

 e
xp

e
rtise)

So
ur

ce
: D

el
l’A

qu
a

et
 a

l. 
(2

02
5)

.

Can AI (+Human) create new products?
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Emotions (socio-emotional effect)

0.0

0.2

0.4

0.6

0.8

In
cr

ea
se

 in
 p

o
si

ti
ve

 e
m

o
ti

o
n

s

So
ur

ce
: D

el
l’A

qu
a

et
 a

l. 
(2

02
5)

.

Can AI (+ Human) create new products?
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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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Level of (necessary) Creativity

Creativity = originality + 
effectiveness

Routine tasks Art

New Product 
Development

Data 
collection

Visuals for
social media

Research 
ideas

Branding

Data 
analysis

Theory
development

Science
communication

Brand 
Management

Research

- +
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Our perspectives: CxCxC framework

Consequences
(Efficiency & effectivness, 
impact, disclosure effect)

Creation
(generating ideas, visuals, content, arts & tools)

Curation
(AI evaluation, 

testing, selection)
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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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Creation: Is that ad – Mövenpick “melt away” 2023 
campaign – creative (and impactful)?
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Creation: Creativity in 2026: Is the only limit your 
imagination or AIs?
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Curation: Creative sparing with AI twins

AI twin 
ensemble

AI-generated
moodboard/collage
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Without AI Label With AI Label Without AI Label With AI Label Without AI Label With AI Label

Have you seen the advertisement just shown before?

Yes No Don't know

The majority of participants did not recall seeing the respective AI ad before

Consequences: Ad Recognition (before)
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While 1 in 2 to 2 in 3 participants suspect AI, suspicion drops to 1 in 4 for Colgate’s unlabeled ad group
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Was the ad you just saw created by an AI or by a human?

AI Human Don't know

Consequences: AI or Human generated
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Did you see the following label "With AI Generated" in the commercial you just 

saw?

Yes No Don't know

Most participants exposed to an AI-labeled ad recall noticing the label

Consequences: AI label perception
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Mean ValuesMean ValuesMean Values

All tested AI ads reveal a positive evaluation, with AI-labeled ads showing equal or even slightly higher 
performance on average

Consequences: Ad Evaluation
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Brand KPI (0-100 Index)

Kalshi Sailun Colgate

Without 
AI-Label

With
AI-Label

Without 
AI-Label

With
AI-Label

Without 
AI-Label

With
AI-Label

Mean Brand Archetype Associations -0.63 -0.68 +9.41 +3.75 +2.20 +1.95

Mean General Brand Associations -0.24 +0.46 +9.97 +3.20 +0.33 +3.30

Mean Brand Buying Impulse +1.07 +0.94 +8.07 +2.74 +3.10 +5.13

Relevant Set +13.73 +15.69 +20.59 +15.69 +6.00 +2.04

Recommendation +3.33 +5.49 +9.80 +4.41 -1.10 +1.43

Substantial Difference

Except for Kalshi, all tested ads show a positive brand impact across most dimensions at an implicit level (archetype, 
general, and buying impulse)

Consequences: KPI Differences (Pre-Post)
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AI ads successfully drive positive brand impact and maintain performance even with transparent labeling, proving 
that high-quality execution is the ultimate antidote to consumer suspicion

1. AI Ads Drive Implicit Brand Impact
Overall, the tested AI ads successfully strengthen associative networks. Except for one outlier 
(Kalshi), all ads showed a positive impact across most implicit dimensions, including brand 
archetype, general perception, and buying impulse.

2. Transparency Doesn't Harm Performance
While most viewers recall noticing an AI label, this transparency does not hurt effectiveness. All 
tested AI ads received positive evaluations, with labeled versions performing equally well or 
slightly better on average.

3. Quality Overcomes AI Suspicion
Viewers have a strong radar for automation, with up to two-thirds suspecting AI involvement. 
However, high-quality execution masks this: suspicion dropped to just 1 in 4 for Colgate’s 
unlabeled AI ad.

Consequences: KPI Differences (Pre-Post)
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PENNY:

«Price Packs»

Dove:

«Get Unready»

The Times of India:

«Ink of Democracy»

Stella Artois:

«The Sip of Sanctuary»

KitKat:

«Phone Break»

Berliner Philharmonie:

«The Philharmonic Prints»

BIC:

«The Shakespeare BIC»

Colgate:

«Not Every Smile Starts as a Smile»

Cornetto:

«Unwrap It»

Faber-Pastell:

«Unwrap It»

Coca-Cola:

«Classic»

Britannia Industries:

«Nature Shapes Britannia

Persil:

«Dirt is Good»

Oreo:

«A Decision was Made Here»

Grand Prix

Gold Lions

Silver Lions

Bronze Lions

Curation: The Cannes Lions Winner 25 (Print and 
Publishing)
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AI Twin Expert:

Synthetic depth 

psychologist 

specialized in 

marketing through 

the lens of 

morphology

AI Twin Consumer:

Synthetic consumers 

trained on a 

representative 

German sample with 

n=1100

1. Twin Layer:

Specific personas

2. Twin Layer:

Selected papers

3. Twin Criteria of Creativity:

Selected Divergence KPIs

Originality:
The ad features rare, surprising, or unique elements 

that move away from the commonplace.

Flexibility:
The ad smoothly links the product to a wide range of 

different uses or ideas.

Synthesis:
This dimension focuses on blending or connecting 

objects and ideas that are normally unrelated.

Elaboration:
The ad extends simple ideas with unexpected, 

intricate, or sophisticated details.

Artistic value:
The ad uses aesthetically appealing and distinctive 

verbal, visual, or sound elements.

Curation: The Cannes Lions Winner 25 (Print and 
Publishing)
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Curation: The Cannes Lions Winner 25 – AI-Twins Expert
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Curation: The Cannes Lions Winner 25 – AI-Twins Expert
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Cannes Lions 

Award Ranking 

2025

(Potential) 

Cannes Lions 

Points

Brand Originality Flexibility Synthesis
Elabo-

ration

Artistic 

Value

Overall 

Score
Short Conclusion

Grand Prix 95 Penny 88 65 92 70 78 78.6
Transforms mundane pricing into a physical presence that 
dominates the consumer's personal space.

Gold Lions 90 Dove 82 85 94 76 89 87.2
Captures the restorative transition from public celebratory 
chaos to private psychological purification.

Gold Lions 90 The Times of India 91 84 95 79 86 87
Bridges spiritual identity and civic duty, elevating the act of 
voting to a sacred national inheritance.

Gold Lions 90 Stella Artois 85 80 92 74 90 84.2
Positions the product as a meditative sensory oasis that 
justifies the friction of social exertion.

Silver Lions 85 KitKat 94 88 96 82 85 89
Subverts digital addiction by offering a tactile, analog 
remedy for modern "doom-scrolling" fatigue.

Silver Lions 85 BIC 84 82 94 88 91 87.8
Elevates a mass-produced tool into a conduit for 
generative potential and immortal artistic legacy.

Silver Lions 85 Berliner Philharmo. 89 78 95 86 92 88
Connects physical architectural history to musical 
resonance through a direct, tactile translation of space.

Silver Lions 85 Colgate 86 81 93 78 83 84.2
Validates the authentic struggle of parenting as a 
necessary stage in building long-term health resilience.

Silver Lions 85 Cornetto 87 83 95 76 91 86.4
Metaphorically unwraps summer freedom by transforming 
packaging into a gateway for psychological escape.

Bronze Lions 80 Faber-Castell 93 89 97 92 95 93.2
Provokes a perceptual double-take to reclaim the power of 
human analog skill over digital perfection.

Bronze Lions 80 Oreo 89 82 94 75 70 82
Celebrates the triumph of hedonistic impulse over 
domestic necessity within the drama of the retail aisle.

Bronze Lions 80 Persil 95 90 97 84 88 90.8
Re-frames the laundry process as an act of social 
validation by removing the stigma of biological reality.

Bronze Lions 80 Britannia Industries 92 85 96 78 89 88
Provides visceral proof of sustainability by allowing the 
urban environment to physically reshape the brand.

Bronze Lions 80 Coca-Cola 92 85 96 80 88 88.2
Embeds the brand into cultural mythology as an 
omnipresent witness to both history and storytelling.

Correlation with 

(Potential) Cannes 

Lions Points 

-0.55* -0.68* -0.73* -0.54* -0.11 -0.59* *Significance level: p<0.05

Curation: The Cannes Lions Winner 25 – AI-Twins Expert
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Cannes Lions 

Award Ranking 

2025

(Potential) 

Cannes Lions 

Points

Brand Originality Flexibility Synthesis
Elabo-

ration

Artistic 

Value

Overall 

Score

Grand Prix 95 Penny 3.72 3.12 3.45 3.90 4.23 3.68

Gold Lions 90 Dove 3.78 2.83 3.05 3.26 4.06 3.40

Gold Lions 90 The Times of India 4.16 3.31 4.41 3.56 4.27 3.94

Gold Lions 90 Stella Artois 3.32 2.65 2.77 3.51 4.44 3.34

Silver Lions 85 KitKat 3.92 3.06 4.42 2.67 4.39 3.69

Silver Lions 85 BIC 3.85 3.12 4.21 2.62 4.37 3.64

Silver Lions 85 Berliner Philharmo. 4.32 3.70 4.58 3.14 4.68 4.08

Silver Lions 85 Colgate 3.82 3.06 4.11 2.71 4.34 3.61

Silver Lions 85 Cornetto 3.78 2.97 4.38 2.53 4.20 3.57

Bronze Lions 80 Faber-Castell 4.24 3.31 4.68 3.39 4.58 4.04

Bronze Lions 80 Oreo 3.85 2.88 4.25 2.51 4.49 3.59

Bronze Lions 80 Persil 3.48 2.73 3.06 3.70 4.14 3.42

Bronze Lions 80 Britannia Industries 3.92 3.20 4.49 2.78 4.35 3.75

Bronze Lions 80 Coca-Cola 3.86 3.11 4.13 3.57 4.54 3.84

Correlation with 

(Potential) Cannes 

Lions Points 

-0.19 -0.06 -0.44 0.36 -0.40 -0.21 *Significance level: p<0.05

Curation: The Cannes Lions Winner 25 – AI-Twins 
Consumers
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Study approach

Design: Online survey with pre-post design using implicit and explicit survey techniques
Target group: US-Citizens in the age of 18-79 years
Sample size: n = 900

Ad
contact

After
measurement

Before
measurement

Consequences: Effectiveness of Creative AI Ads
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Fake AdOriginal AdOriginal Ad

Consequences: 6 AI-Ads (with and without AI-Label)
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Step 1:
Baseline 
Online 
Survey 

(n=400 U.S. 
citizens)

Step 2: 
Causal AI 

Analysis to 
Reveal Key 

Brand Drivers

Step 3:
Gen AI Story-

boarding 
(Textual & 

Visual)

Step 4:
Gen AI Video 
Generation 

(Social Media 
Ad)

Step 5: 
Predictive AI 

to Check 
Performance 

(Visual & 
Semantic) Step 6: 

Selecting the 
Winning 

Social Media 
Ad Asset

Human
Task

Human-AI
Task

AI
Task

Consequences: Crafting the “Fake” Colgate Ad
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While 1 in 2 to 2 in 3 participants suspect AI, suspicion drops to 1 in 4 for Colgate’s unlabeled ad group

49%
67%

47%
66%

25%

58%

25%

16%
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18%
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Without AI Label With AI Label Without AI Label With AI Label Without AI Label With AI Label

Was the ad you just saw created by an AI or by a human?

AI Human Don't know

Consequences: AI or Human generated
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25%

69%

19%

69%

14%
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55%
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33%
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Without AI Label With AI Label Without AI Label With AI Label Without AI Label With AI Label

Did you see the following label "With AI Generated" in the commercial you just 

saw?

Yes No Don't know

Most participants exposed to an AI-labeled ad recall noticing the label

Consequences: AI label perception
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Brand KPI (0-100 Index)

Kalshi Sailun Colgate

Without 
AI-Label

With
AI-Label

Without 
AI-Label

With
AI-Label

Without 
AI-Label

With
AI-Label

Mean Brand Archetype Associations -0.63 -0.68 +9.41 +3.75 +2.20 +1.95

Mean General Brand Associations -0.24 +0.46 +9.97 +3.20 +0.33 +3.30

Mean Brand Buying Impulse +1.07 +0.94 +8.07 +2.74 +3.10 +5.13

Relevant Set +13.73 +15.69 +20.59 +15.69 +6.00 +2.04

Recommendation +3.33 +5.49 +9.80 +4.41 -1.10 +1.43

Substantial Difference

Except for Kalshi, all tested ads show a positive brand impact across most dimensions at an implicit level (archetype, 
general, and buying impulse)

Consequences: KPI Differences (Pre-Post)
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AI ads successfully drive positive brand impact and maintain performance even with transparent labeling, proving 
that high-quality execution is the ultimate antidote to consumer suspicion

1. AI Ads Drive Implicit Brand Impact
Overall, the tested AI ads successfully strengthen associative networks. Except for one outlier 
(Kalshi), all ads showed a positive impact across most implicit dimensions, including brand 
archetype, general perception, and buying impulse.

2. Transparency Doesn't Harm Performance
While most viewers recall noticing an AI label, this transparency does not hurt effectiveness. All 
tested AI ads received positive evaluations, with labeled versions performing equally well or 
slightly better on average.

3. Quality Overcomes AI Suspicion
Viewers have a strong radar for automation, with up to two-thirds suspecting AI involvement. 
However, high-quality execution masks this: suspicion dropped to just 1 in 4 for Colgate’s 
unlabeled AI ad.

Consequences: Summary
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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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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.

Create: Research ideas
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Create: Research ideas
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Create: Research ideas
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Create: Science communication
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Create: Science communication

1.  “Silent researcher“ 2.  “Poser researcher “
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Create: Science communication
So
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: (
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l. 
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).

Ex
p

la
n

at
io

n
s 

fo
r 

th
e

 b
ro
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n

 b
ri

d
ge

Low brand awareness of professors
• Poor marketing
• Invisibility of professors

Weak customer relationship
• no contact with the brand practice
• Academics are not reaching out
• No collaboration

Low perceived benefits
• Low perceived value
• Low applicability
• Irrelevant topics
• Research lagging behind
• Dated teaching content

Poor communication
• Language problems
• Ineffective media

B
ro

ke
n

 b
ri

d
ge Low managerial relevance

• Lack of application of academic 
knowledge

• Use of non-academic sources of 
knowledge

Raising awareness

Building 
relationships

Improving the 
benefit offer

Improve 
communication

• Applying marketing strategies

• Creating visibility

• Getting and staying in contact

• Spending time in the industry
• Participating at industry events
• Initiating engagement activities

• Collaborating with practitioners

• Providing value

• Improving applicability
• Investigating relevant topics
• Involving practitioners in teaching

• Delivering fasterB
ri

d
ge

 b
u

ild
in

g
• Improving comprehensibility

• Using other media
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Create: Science communication
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Curation: What are the characteristics of a creative 
academic brand research project or paper?
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Curation: Creativity Evaluation of academic papers
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Curation: Results

Paper Originality Usefulness
Conceptual 
Innovation

Method 
Creativity

Problem 
Framing

Generativity
Commu-
nication

2009 
Museum 
Brand 
Orientation

4 4 4 3 4 4 4

2014 SEO 
Brand 
Orientation

3 3 3 2 3 3 3

2016 Brand 
Audit (BAC) 5 5 5 4 5 5 4

2018 Brand 
Ambassador 
Programs

4 5 4 4 4 4 4
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Curation: Results
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Creation: The AI Art Magazine
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Creation: The AI Art Magazine
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Curation: The AI Art Magazine
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Curation: Internal 
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Curation: Jury Tool
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Curation: Golden Ticket
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Curation: The AI curator
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The AI Art Magazine
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Jonas Lund – Worker 4
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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)

Consequences:  Identification and evaluation of 
AI-generated art
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Consequences:  Identification and evaluation of 
AI-generated art
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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

Consequences:  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.

Consequences:  Booster of perceived human 
creativity by AI



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

• Augmented Creativity: Human  + AI

• Creativity in Brand Management

• Creativity in Research

• Creativity in the Arts

• Reflections

Agenda



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

Thank you!

P
ro

f. D
r. C

arsten
 B

au
m

garth

E-M
ail: carste

n.b
aum

garth
@

h
w

r-b
erlin

.de
Lin

ked
In

: h
ttp

s://w
w

w
.lin

ke
d

in
.co

m
/in

/carste
n-b

au
m

garth
/

In
sta

gram
: @

p
ro

f.b
au

m
garth

/
W

eb
site

: w
w

w
.cb

au
m

garth
.n

e
t

Dr. Steffen Schmidt

E-Mail: Steffen.Schmidt@conceptm.eu
LinkedIn: https://www.linkedin.com/in/dr-steffen-schmidt/
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1
Transparency dilemma, 
algorithm aversion, and 
blurring boundaries 
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AI Transparency Dilemma
So
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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 
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- 30 artworks from the platform Artbreeder

- 150 clickworker (Amazon MTurks)

- Two labels: human or AI-created

- Evaluation criteria: Liking, Beauty, Profundity, and Worth
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AI or human? – F L A M I N G O N E by Miles Astray (2022) 
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2
Design Fixation and 
“more of the same“
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Design fixation
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- 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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3
Algorithmic Bias
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4
Loss of creative jobs
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Impact of GenAI on Online Freelancing Platforms
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5
Intellectual property and 
legal concerns
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1
AI as a creativity tool



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

Use Case: ”Visualization”
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Use Case: ”Visualization”
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AI as a creative tool, not an Agentic AI creativity
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- 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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ArtTech Fusion 2025, UEH – Ho Chi Minh City (Vietnam)  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)
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2
Expansion of creative 
boundaries
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3
Democratization of 
creativity
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4
Emergence of new jobs
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Fastest growing AI job titles (top 10) 

35

35

46

58

90

93

96

109

135

143

0 20 40 60 80 100 120 140 160

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



19th Global Brand Conference, Oxford Brookes University (UK), 6. May 2026  © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)

5
AI likes creative tasks!?
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Well-Being of AIs
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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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