The Human Edge

Al Creativity, and the Future of Communication

The study explores how creative, corporate, and developmental

. organisations are adopting Artificial Intelligence (AI) in their

E xecut 1ve communication and outreach. It tries to identify how factors like
organisation size, budget, and role influence adoption patterns.

S ummary Respondents include professionals from UN, World Bank, IFC,

KEC, NDTYV, Red Cross, FAO, and others - providing a globally

representative perspective.

Als Expanding but Uneven Role

AT has evolved from being a tool primarily

associated with efficiency into a strategic partner

in creativity and communication. However, its / #‘/

adoption remains uneven across organisations. » 'l

Larger, better-funded teams tend to integrate g0 /.
Al more deeply into their workflows, while

smaller teams often lag due to constraints around o

resources, training, and trust in the technology. * N

Within organisations, designers are using AI more /x
N

frequently than strategists, indicating that uptake ﬂ.
is currently driven more by production needs than

by planning or strategic applications. , o / §

Limits of the Machine Mind

Meaning & Nuance Prompt Fragility

Al struggles with Outputs change
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Al shaping the Phase of Outreach

o Smarter Scale & Reach
Al enables multi-channel delivery and audience segmentation.

o Personalisation by Default
From optional to essential; tone, timing, and message tailoring
S now expected.

o Automation of Routine Tasks
Drafting, check-ins, and analytics are increasingly handled by Al

 Speed Gains
Studies show up to 15% productivity improvement in
professional writing tasks.

o Caution
Trust and consent are essential as personalisation without
sensitivity can feel invasive.

Clients increasingly expect organisations to be AI-enabled
What Clients A”ﬁCiPate by default, while still remaining human-led in judgement,
originality, and decision-making. As a result, demand is
shifting away from pure execution towards co-ownership
of outcomes and shared accountability. In an environment
saturated with Al-generated content, clients are actively
seeking a distinct voice and clearly verified authorship. This
has elevated the role of organisations beyond production,
with greater value placed on their ability to integrate tools,
generate insight, and take responsibility for results.




iggest Unknown

o Data & Privacy
Concerns over data storage, reuse, and consent.

Originality & IP
Al outputs can echo training data; copyright
protection applies only to human-authored work.

Voice Fade

Over-use leads to cognitive and stylistic convergence
across creators.

o Trust Deficit
Audiences remain skeptical of AI-generated content;
disclosure alone doesn't rebuild credibility.

Creative Organisations Relevance
8

- Organisations remain critical as interpreters
. and curators.

\ QUALITY O,

Their value lies in providing “speed without
losing standards”

Future-ready organisations will:
-Integrate AI within workflows.
-Specialise or expand into end-to-end solutions.




The defining advantage becomes critical thinking i.e. . 9=
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the ability to question briefs, contextualise Al outputs, - J
and decide what’s right for culture and brand. A

What Al can't solve (Yet)
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ON SALE
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Efficiency # Originality Homogenisation Data Opacity & IP risk
Fast content risks being Brand distinction erodes as Threaten client trust and
shallow. outputs converge. compliance.

\?
&7 L
Ay \J
Over-reliance Skill Gap
Weakens independent reasoning, Uneven proficiency across roles
creativity, and contextual judgment. hinders consistent quality.

The future of creative communication is not a choice between

s huma'n or machine, but the dehbe.rate .desllgn of hybrid systems'that
o combine the strengths of both. This shift is as much cultural as it is
Implications

technological, requiring a redefinition of authorship, collaboration,
and creative value in an Al-assisted world.




