How AI is reshaping creativity in advertising without losing the human touch
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The landscape of advertising creativity is undergoing a profound transformation with the rise of artificial intelligence (AI), prompting industry reflection on the changing role of human insight in the creative process. A recent piece in Creative Boom explores this shift, tracing the evolution of advertising from instinct-driven storytelling to an era increasingly shaped by data and algorithms.
Historically, the archetype of the advertising professional—exemplified by characters like Don Draper from the television series Mad Men—has been grounded in creativity rooted in cultural understanding, intuition and persuasive narrative. This human-centred approach to building brand identity is now being challenged by AI technologies that do more than just automate routine tasks; they actively influence and direct creative decisions.
Referencing Canadian media theorist Marshall McLuhan, often described as the "father of media," the article suggests that as new mediums have reshaped communication and human experience—from print to television, and analogue to digital—AI represents the next major medium to redefine not only what is communicated but how it is created. McLuhan’s insight that “we shape tools and thereafter, our tools shape us” frames AI as not simply a neutral instrument but an agent restructuring the entire framework of advertising.
The article argues this evolution presents a radical departure from traditional advertising paradigms. Rather than human gut instinct dictating creative direction, algorithms increasingly determine relevance and prioritise efficiency based on data analytics, often at the expense of emotional resonance. This raises fundamental queries about the future of creative originality and whether the process risks being reduced to logic and equations.
Despite these concerns, the piece cautions against viewing AI solely as a threat to creative storytelling. It draws parallels with past technological upheavals in the industry—such as the transition from print to digital advertising—emphasising that advertising has historically evolved rather than disappeared in the face of change. When used thoughtfully, AI can free creatives by handling optimisation and analysis, thereby allowing humans to focus on what they do best: creating original, meaningful content.
Highlighting iconic campaigns such as Volkswagen’s “Think Small” (1959), Nike’s “Just Do It” (1980), and Always’s “#LikeAGirl” (2014), all created prior to the era of data-led strategies, the article stresses that such innovative cultural movements emerge from strategic depth, human empathy and narrative skill beyond AI’s current creative capacity. While AI can optimise responses to these campaigns after their inception, it cannot originate the core ideas that make them resonate.
Positioning AI as an accelerant rather than an adversary, the article advocates for an intentional and balanced approach to integrating AI into advertising. It proposes that the most effective agencies will be those that harness AI deliberately and collaboratively—enhancing human insight with analytical power without compromising the emotional and storytelling essence that defines great advertising.
The article concludes by asserting that AI is not an existential threat to the "creative soul" of advertising but rather an opportunity to liberate human creativity. It encourages the industry to consciously shape AI’s role to ensure technology serves the creative process, rather than dictating it, preserving the fundamental human ingenuity that endures despite evolving mediums.
In this ongoing transition, advertising’s message and its power to connect on a human level remain central, even as tools and technologies continue to change the way ideas are conceived and communicated.
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