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The rapid development of generative artificial intelligence technologies is 

significantly transforming the field of graphic design, changing both the tools for 

creating visual content and approaches to its perception. Tools such as Midjourney 

and DALL·E enable the rapid generation of high-quality images, which leads to 

their widespread accessibility [1]. In this context, the problem of devaluation of 

visual perfection as a key quality criterion arises, as well as the need to reconsider 

the role of design in marketing communications. The purpose of these theses is to 

analyze the transformation of the value of graphic design under the influence of 

generative AI, as well as to identify new brand strategies in the context of changing 

consumer behavior. 

In the current conditions of rapid development of generative technologies, a 

significant transformation is taking place in the perception of visual content and its 

value. The mass accessibility of artificial intelligence tools leads to a paradoxical 

effect: high-quality, technically perfect images lose their uniqueness and 

exclusivity. 

In response to this, leading global brands demonstrate an opposite strategy, 

abandoning generative content in favor of explicitly handmade techniques. In 

particular, Porsche used frame-by-frame hand-drawn animation in its Christmas 

communication campaign, emphasizing the absence of automated generation, which 

contributed to increased audience engagement [2].  

A similar strategy is employed by Hermès, which implemented a redesign of 

its digital environment involving artist Linda Merad. The manually created 

illustrations retain signs of materiality—paper texture, irregular lines, traces of 

tools—forming a sense of authenticity and emphasizing human presence in the 

creative process [3]. 
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Similar practices can be observed in the work of brands such as Chanel, Loewe, 

and Gap. The use of hand-drawn graphics and animation in this context is not a 

manifestation of nostalgia but a deliberate marketing strategy [4]. 

Thus, in a situation where visual perfection has become mass-produced and 

widely accessible, it is imperfection, individuality, and materiality of execution that 

acquire the attributes of premium value. Handmade production transforms into a 

marker of high value and cultural capital of a brand [5, 6]. 

At the same time, generative artificial intelligence is changing not only 

aesthetics but also consumer behavior. Some clients refuse designers’ services not 

due to price competition but because of the possibility of independently solving 

tasks using digital tools. In this case, it is not a replacement of one performer by 

another, but the elimination of the need for professional mediation itself. At the same 

time, consumer trust in artificial intelligence remains low. A significant 

development in this field is the European Union requirement for labeling AI-

generated content (Generaldirektion Kommunikation, 2024); however, it creates 

challenges for marketers. Labeling AI-generated advertising may trigger unintended 

skepticism, causing consumers to perceive such advertising more critically and 

suspiciously than necessary [7]. 

Under such conditions, traditional arguments regarding quality or experience 

lose effectiveness, as the new type of user no longer operates within the same 

competitive field. This requires design practices and creative businesses not merely 

to adapt communication strategies but to undergo a profound transformation of their 

value proposition, including reconsidering the product itself, the target audience, 

and the domains in which human involvement remains fundamentally significant. 

Conclusion. Thus, the implementation of generative artificial intelligence 

leads not only to technological changes in graphic design but also to a profound 

transformation of its market and cultural value. The mass accessibility of image-

generation tools results in the devaluation of visual perfection as a competitive 

advantage, prompting brands to search for new differentiation strategies. 

One of the key trends is the premiumization of handmade work, which becomes 

a marker of authenticity, uniqueness, and high quality. At the same time, the 

interaction model between designer and client is changing: some consumers shift to 

independent use of AI tools, requiring the professional community to reorient from 

competing on speed and cost to forming new value propositions. 

Future research perspectives lie in studying the long-term impact of generative 

technologies on the structure of creative industries, as well as in defining new roles 

for designers in conditions of coexistence with artificial intelligence. 
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