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How to stay original
when everyone has Al

Practical ways to use Al without losing

your creative fingerprint

If anyone can use Al, what makes creative
work creative anymore?

When anyone types the same prompt into

the same tool, the result is likely the same.
Your client could do it. Your manager could
do it. Anyone could do it.

So do creative teams still matter? Yes, more
than ever. They are the human difference.

33 Dropbox

This guide is for people who want to keep
that difference alive. It's a practical and
creative reset: How to use Al tools with
intention, protect your originality, and
make technology work for you, not the
other way around.

Because the real value isn’t the prompt;
it's the thinking behind it.
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Why work is starting
to sound the same

3$ Dropbox

Al has changed the creative process.
It drafts faster, polishes instantly, and
generates infinite variations in seconds.

But with that speed comes a side effect:
Sameness.

Scroll through your feed and you'll see
it: Similar phrasing, familiar layouts,
perfect polish with no pulse. It's not your
Imagination.

But sameness isn’t the end of creativity;
it's a turning point. As access to Al
grows, originality becomes the new
creative currency, and those who learn to
use these tools with intent will lead the
next wave of innovation.

Al itself isn't the problem. After all, it
reflects how we use it. The real challenge
lies in how teams apply these tools—
efficiently, but not always intentionally.
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The research

behind the remix Why sameness feels unsafe
for brands

Al makes basic creativity more accessible,

. Wh ' tarts to look
but creates homogeneity in the process. S G G Rl el Sl S el

the same, brands risk losing the signal
that sets them apart. For businesses,
this creative convergence poses a
practical risk. As Amy Packard Berry
notes in a thought piece for the

In Science Advances, researchers asked
hundreds of participants to complete
creative writing tasks with and without

access to Al tools. The results showed that Forbes Agency Council, “A brand'’s

Al helped less-experienced writers improve unique perspective is its fingerprint;

their output, but offered little benefit to lose that, and you lose your signal.”

the most creative participants. It boosted

competence, not originality. And yet, this moment of sameness
may be exactly what creativity needs.

e ™~ When everyone has access to the same

tools, originality becomes the rarest
commodity in the room.

% In short

Al makes creative work easier
but also eerily similar.

o %

Creativity's value now lies in how it’s
applied, not just how it's made.

Dropbox works with thousands of
creative teams navigating this same
challenge—finding the balance between
automation and authenticity every day.
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https://www.science.org/doi/10.1126/sciadv.adn5290
https://www.forbes.com/councils/forbesagencycouncil/2025/09/16/in-the-ai-age-of-sameness-brand-voice-is-your-superpower/

The Speed tl"ap: The homogenization of creative output isn't

¢ o a mystery, it's also not simply a byproduct
HOW effICIency of the way Al technology works. It's the

CIUietly ki"S natural, subtle gravitational pull toward

o - what's fast, frictionless, and familiar.
originality

We delegate the blank page to a model,
edit what it gives back, and move on. Each
time we do, the algorithm learns from its
own reflection.

The impact of this is twofold.
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Efficiency bias

Once you've had a taste of doing things
in an instant, it's difficult to look back.

Clients ask for more, faster. Teams
deliver in hours instead of days. Soon,
the line between “productive” and
“predictable” disappears.

The creative cost of this speed is subtle
but significant. We start to choose the
first “good enough” idea the model
serves up instead of challenging it. We
accept polished mediocrity because it's
fast, and we convince ourselves that
speed is innovation.

33 Dropbox

And creators feel it firsthand: Al helps them
finish, but it stops them from exploring.
That tension between getting things done
and getting somewhere new is becoming
the real creative crossroads. Because while
Al can help us ship faster, it can’'t wonder,
question, or take risks.

And that's still where the best ideas live.
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Gradual degradation
of quality

Al models are trained on real content
found online. So what happens as the
content used to train LLMs becomes
increasingly Al-generated? This is a
process researchers at Oxford, Cambridge,
Edinburgh and Toronto Universities have
termed model collapse.

Their findings show that when Al models
are trained on content produced by earlier
versions of themselves, they gradually lose
creative range. Over generations, these
systems begin to “forget” the full spectrum
of human-created data, especially the

rare, low-probability elements that make

33 Dropbox

creative work distinct. The result is
output that becomes more uniform, more
predictable, and less original.

The researchers discovered that retaining
just a fraction of real, human-made
content during training dramatically
slowed the decline and preserved diversity
and originality in the output.

In short, the more we rely on Al’s output as
we strive for efficiency, the more we feed

it versions of itself. And ultimately, the less
unique it will feel over time.
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The new creative
superpower:
Human judgment

Consider this: Al can generate a hundred

versions of a logo, a headline, or a strategy.

But it can't tell you which one is right for
your brand, your audience, or this moment
in time. That's where the human edge
lives—not in output, but in discernment.

The future of creativity doesn’t belong to
those who can generate the most or craft
the most effective prompts; it belongs to
those who can choose the best.

The real competitive edge isn't the tool or
the prompt—it's you.

3$ Dropbox

Human judgment is the compass that
guides automation. Algorithms can write,
render, and summarize, but they can't
interpret. They don’t understand what
your brand stands for or why one image
makes your audience feel seen while
another falls flat.

That's because the things that define
great creative work—like taste, timing,
empathy, and context—aren’t data points.
They're complex, subjective decisions that
rely on your irreplaceable skill set.
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You know that aesthetics are very
important. And you know you have a
good eye and a sense of what works
and what doesn’t. Most importantly, you
know you can trust your gut.

That instinct—the ability to recognize
what feels right before you can explain
why—is what sets human creativity apart
from anything a model can replicate.

You see it in every part of the creative
process. It's in the small, subjective
choices that determine what resonates
and what fades into the background:

3$ Dropbox

G Taste

The ability to tell the difference
between what's exceptional and what’s
merely acceptable

2 Storytelling

Understanding emotional resonance,
pacing, and brand narrative

& Ethics and empathy

Recognizing nuance, culture, and
consequence

&5y Strategic context

Knowing how each idea fits the brief,
the audience, and the business goal

How to stay original when everyone has Al
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Al can offer you infinite possibilities, but only you can
decide what’s worth making real.

As one creative director in D&AD’s 2025 Al & Creativity
report put it, “Al doesn’t know what care is.” And to be
clear, it shouldn’t be expected to. That’s the point. It
doesn’t care. But you do.

:,‘ Dropbox How to stay original when everyone has Al
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https://campaigns.dandad.org/ai-trend-report-2025

A playbook:
How to stay
human in
the age of
machines

33 Dropbox

True success with Al comes from one
simple formula: human + Al + context.

But what does that really mean in your
day-to-day work? These seven principles
will show you how to maintain your human
edge while leaning into the technology.
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Lead with context,
not commands

w Principle

Al only echoes what it's fed. Great
creatives feed it perspective.

® Example:

Moncler partnered with R/GA and Google's Veo
to create a fully Al-generated brand film, From

the Mountains to the City. Instead of asking an

Al to “make a cool fashion ad,” the team started
with Moncler's 70-year journey from Alpine
performance gear to urban luxury, feeding the
model brand archives, signature silhouettes, and
the feeling of moving between extremes. Every
prompt was grounded in the context of audience,
emotion, and brand codes, so the Al explored
variations inside a clear story rather than inventing
one. The final film feels distinctly Moncler,
showing that when humans lead with perspective,
Al can scale the craft without diluting the brand.

® Human step

Add audience, intention, and emotion.

Tools follow your context; they can’t invent it.

3$ Dropbox

- Before prompting, define audience,
emotion, and outcome in one line

- Reference real brand moments or
cultural truths, not just features

- After generating, ask: “Does this sound
like us, or could it be anyone?”

(=] Prompt

“For hybrid knowledge workers who feel
both anxious and excited about Al, write
five headlines for [brand] that express
curiosity and grounded optimism about the
future of work, highlighting humans and
intelligent tools collaborating rather than
replacing one another.”

How to stay original when everyone has Al

13


https://business.google.com/us/think/ai-excellence/ai-generated-brand-film-moncler/

Feed the machine
your universe

w Principle

Al performs best when it draws from your
data, not the internet’s noise.

® Example:

To explore what human creativity could look like in
an Al era, Coca-Cola’s Create Real Magic campaign

invited artists to remix brand assets with Al,
resulting in Al-assisted artwork that was strong
enough to run on Coke billboards in Times Square
and Piccadilly Circus. By embracing what makes
Al unique while incorporating their rich brand
history, Coca-Cola was able to produce original
creative that still felt decidedly Coca-Cola.

® Human step

Editing is where originality lives. Let Al do
the heavy lifting; you bring the humanity.

3$ Dropbox

- Gather your real materials: campaign
docs, audience insights, creative wins

- Feed Al high-quality context first; the
richer the input, the smarter the output

« Use Al drafts as a base, then edit like
an art director to refine tone, emotion,
and rhythm

(=] Prompt

“Using past campaign language, create
three new social captions that keep our
witty tone.”
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Ask questions that only
you could ask

w Principle

Al is good at finishing thoughts, not
starting new ones. The originality
comes from the questions you pose.

® Example:

Nature reported that Al models can spot
calculation gaps and missing data, illustrating
how better questions reveal what humans

might miss. The same logic applies to creativity:

sharper questions lead to sharper work.

® Human step

Curiosity sharpens originality. The
best prompts are the ones that
challenge you back.

3$ Dropbox

- Use Al to stress-test ideas, not
validate them

- Ask what's missing, not what's next

(=] Prompt

- “What feels too generic or predictable in
this concept?”

- “What am | overlooking that could
make this message land poorly with our
audience?”

« “What would make this idea feel more
uniquely ours?”

How to stay original when everyone has Al
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Test for truth, not tone

w Principle

Fluent Al isn't always accurate Al. » Reanzes Al sUmmETes Sganst yeu;
- terial
Always test whether it reflects the full Source materia
context of your work. - Run copy through your brand lens:
“Would we actually say this?”
® Example: . Test emotional tone: “Does this make
With 2024's The Code, Dove pushed its long- people feel what we intend?”

running Real Beauty platform into Al, asking,
“What kind of beauty do we want machines
to learn?” It stress-tested generative tools

with prompts like “a gorgeous woman.” The (=) Prompt

results? Narrow, hyper-polished faces. Dove

then compared those outputs with imagery “Review this copy for consistency with our
built from years of Real Beauty campaign work, brand promise. Where does it drift?”

which included women of different ages, body
types, and ethnicities. Backed by a public
pledge not to use Al to distort women’s images
and a Real Beauty Prompt Playbook, it reminds
brands to judge Al output against their own
lived experience and brand truth.

©® Human step

Reintroduce empathy and accuracy.
Always make time to cross-check outputs.

:,‘ Dropbox How to stay original when everyone has Al 16


https://instituteforpr.org/wp-content/uploads/22_CASESTUDY_PAGE.pdf

Reconnect the dots
others forget

w Principle

Al sees patterns; humans see
purpose. Use it to uncover creative
through-lines others overlook.

® Example:

When Nike created its You Can’t Stop Us film,
editors aligned 24 sports moments into a single,
seamless story of resilience. The data may

have revealed the parallels, but it took human
storytelling to connect those patterns to emotion.
The same is true in everyday creative work: Al can
surface similarities, but only you can decide which
ones matter.

® Human step

Use Al to reveal signals, not define meaning.
The story is still yours to tell.

3$ Dropbox

. Pull together learnings from prior
campaigns before you prompt; don't let
Al decide what's relevant

- Use Al to surface connections, then
cross-check them against your instincts
and audience insights

- Ground your conclusions in emotion; ask
what these patterns mean, not just what
they show

(2] Prompt

- “What recurring themes appear in our last
three brand campaigns?”

“Which creative ideas resonated most
with our core audience, and why?”

“What patterns in past feedback could
shape our next concept?”

How to stay original when everyone has Al 17



Leave visible fingerprints
w Principle

When everything can be generated,
authentic, lived-in content matters.

® Example:

Wendy'’s social media “roast” voice shows how
a distinct tone cuts through automation. It's a
reminder that personality can’t be templated.

® Human step

Don’t let Al erase the imperfections
that make your work yours. Because in
an age of Al-written everything, your
tone is the new trust signal.

3$ Dropbox

- Keep your quirks; voice, humor, and
rhythm are part of your brand

- Personalize outputs with lived
experiences or team language

. Edit for warmth and humanity, even in
small lines of copy

(=] Prompt

“Write a creative recap email for our team
that sounds like something we'd actually
send by including the internal nickname
for the project and the inside jokes from
production.”

Remember

Al can imitate your tone but not your
intent. That's why the edit matters.
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context is the
hew craft

w Principle

Craft is no longer about perfection; it's
about perspective.

® Example:

Heinz's Al Ketchup experiment asked image
generators to create “ketchup,” and nearly
every output resembled Heinz, proving that
context and culture shape perception.

® Human step

Great creatives don't just make; they interpret.

Context turns craft into connection.

3$ Dropbox

- Align your work with what people care
about right now

« Ask: “What cultural tension does this
idea tap or ease?”

(=J Prompt

- “How has our messaging evolved across
past campaigns?”

- “What recurring cultural or emotional
threads define our brand story?”

How to stay original when everyone has Al
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https://www.thedrum.com/news/ad-the-day-what-happens-when-heinz-asks-ai-image-generator-draw-ketchup

Key takeaways:
Keeping creativity human

Two quick gut-checks to help keep your creative
process balanced between Al and human perspective.
Use them as reminders whenever you’re prompting,
editing, or reviewing Al-assisted work.

33 Dropbox
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Human-in-the-loop
checklist: A quick
gut-check for when
to step in

Why it matters:

Al is powerful, but it's not intuitive.
Knowing when to step in keeps your work
sharp, ethical, and emotionally resonant.

4 A

© Check yourself

« Does the work evoke emotion or
judgment?

- You own it.

- Does it require sorting, tagging,
or summarizing?

— Let Al assist.

« Does it involve nuance, ethics, or
audience tone?

- Always review.

\_ %

33 Dropbox

Campaigh health check:
For balancing Al output
and human creativity

Why it matters:

Al can help you move faster, but speed
iIsn't the same as success. A healthy
campaign feels current, authentic, and
uniquely yours.

© Check yourself

- |s it relevant to today’s audience
and not last month’s trend?

« Could another brand have
written this?

- Does it make people feel
something, or just notice it?

« Does it sound consistent with
your story and tone?

- Have you refined the small details
that make it undeniably you?
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If at least four of these feel solid, you’re in
balance—human + Al + context working together.
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Al can multiply your ideas, but only you can make them
meaningful. It can mirror your work, but only you can
mirror your world. The creative advantage isn’t who uses
Al; it’s how humanly they use it.

And in that equation, the secret ingredient isn’t
technology. It’s you.

If this guide sparked new ideas, check out our Dash 101 series, where we explore how
Dropbox Dash helps power Al creative workflows, or view our prompt library for more ideas
on how to bring your team’s workflow to life.
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At Dropbox, we see the tension between creativity and
Al-driven efficiency every day. Thousands of creative
teams use our tools to strike that same balance-
leveraging our automation for speed while protecting the
authenticity that makes the work unmistakably theirs.
Because we’ve always believed that creativity depends
ol ele]01=)¢ M ANd that context is what keeps ideas human.

> Join a Dash 101 webinar lore the full Dropbox Dash events collection
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