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 This research presents the main issues of ChatGPT creative 
augmentation and its impact towards creative process efficiency and 
agency practitioners’ satisfaction. ChatGPT has become widely 
recognised as a leading AI chatbot, attracting the interest of agency 
practitioners with its capabilities in ideation, language translation, and 
generating photos and writing. Initially, this research aims to determine 
how effectively ChatGPT enhances creativity and efficiency in 
advertising agencies' creative processes and how this affects the 
satisfaction of agency practitioners. Therefore, this study aims to 
identify the impact of ChatGPT’s creative augmentation and its 
efficiency in the creative process among agency practitioners’ 
satisfaction. This quantitative research employs non-probability 
sampling, specifically utilising purposive sampling techniques to select 
the respondents that are currently working with advertising agencies. 
The respondents consisted of copywriter, graphic designer, art director 
and creative director. Besides that, the instruments were constructed 
using Google Forms, consisting of five (5) sections. The forms were 
disseminated to respondents through online communication platforms 
such as WhatsApp, Instagram and E-mail. Moreover, this research 
utilises descriptive and inferential data analysis to examine the 
correlations between the variables. Furthermore, the findings indicate 
that while agency practitioners acknowledge the benefits of employing 
ChatGPT for creative tasks, it is crucial to recognise that it is not yet 
regarded as a full replacement for human creativity. Respondents further 
illustrate that ChatGPT serves as an effective digital instrument capable 
of aiding practitioners in reducing their workload. Furthermore, this 
study holds a practical implication towards agency practitioners to foster 
better understanding about human-AI collaboration in creative 
endeavours. However, the limited availability of respondents and the 
brief data collection period have constrained the researcher's ability to 

compile an inclusive dataset. 
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1. INTRODUCTION 

Artificial Intelligence, otherwise known as AI has been integrated into our daily lives. One of the prominent 

platforms of chatbots is ChatGPT. Released by OpenAI in November 2022, ChatGPT has quickly gained 

popularity, reaching one million users in just five days (Firat, 2023). Besides that, ChatGPT is under the 

ownership of OpenAI, an AI research lab established in 2015 by Sam Altman, Elon Musk, and notable 

individuals like Peter Theil, Ilya Sutskever, Jessica Livingston, Reid Hoffman, Greg Brockman, Wojciech 

Zaremba, and John Schulman (Sood, 2023).  According to a report from UBS, ChatGPT reached over 100 

million monthly active users by the end of January 2023, only two months after its release (Wu et al., 2023). 

This illustrates that ChatGPT is no longer a sudden exposure during this era of digitalisation. 

 

Furthermore, ChatGPT, created by OpenAI, is a publicly available tool utilising GPT language model 

technology (Lund & Wang, 2023; Kirmani, 2022). ChatGPT is also a model that represents a cutting-edge 

advancement in natural language processing, fundamentally altering the landscape by proficiently 

generating text that emulates human-like qualities, thereby opening avenues for novel forms of interaction 

between humans and artificial intelligence (Roumeliotis & Tselikas, 2023). In addition, past research by 

Choudhury and Shamzare (2023) agrees that ChatGPT has become popular because of its capability to 

produce responses that resemble those of humans. Thus, ChatGPT has garnered interest from users mainly 

due to its features designed to help people with small tasks.  

 

On the other hand, the popularity of ChatGPT comes from its quick, educational, and apparently "smart" 

answers to inquiries (Zhu et al., 2023). Past research, Zhong et al. (2023) also admit that ChatGPT 

demonstrates substantial enhancements in performance and exhibits state-of-the-art (SOTA) results 

compared to other models in specific tasks like CoLA, SST-2, and RTE. In essence, the development of 

ChatGPT also was driven by the aim of creating a sophisticated and proficient AI language model that can 

help with a variety of tasks like data analysis, data translation, and text generation (Nazir & Wang, 2023). 

This indicates that ChatGPT's performance and functions are the factors that contribute to its widespread 

utilisation. Additionally, recent data by Statista (2024) indicates a growing adoption of AI in Malaysian 

advertising, with businesses increasingly leveraging AI tools for targeted marketing, customer analysis, and 

campaign optimisation. Key statistics reveal high AI awareness among Malaysians (approximately 84%), 

with 79% having used AI previously and 62% utilising it within the last six months.   

 

This is due to the ChatGPT attributions that have their own methods of navigation. According to Atlas 

(2023), an extensive variety of tutorials and guides can be accessed, offering detailed step-by-step guidance 

on constructing models and applications using ChatGPT and similar language models. Moreover, in past 

research, Basheer (2024) stated that the initial and most important step in using ChatGPT effectively is to 

offer concise and clear instructions. Therefore, users must comprehend the type of input they want to 

receive.  Furthermore, ChatGPT also has been incorporated into several work fields such as education, law, 

and healthcare (Kim et al., 2024). Besides that, past research by Osadchaya et al. (2024) also agree that 

ChatGPT has attracted significant attention from advertisers due to substantial amounts of high-quality text 

in a fast and efficient manner.  

 

Practitioners in the field of advertising have recognised the presence of ChatGPT and expressed interest in 

experimenting with it, especially given its status as a well-known chatbot. According to Huh et al. (2023), 

AI has transformed the media and advertising industry and caught the interest of advertising professionals 

and researchers. Nevertheless, past research on the utilisation of AI tools in the advertising industry 

commonly highlights AI integration in multiple stages of the advertising process such as consumer insights, 

advertisement creation, media planning, and evaluation, which enhance both efficiency and effectiveness 

(Tahoun & Taher, 2021). Apart from that, most research highlights AI applications in digital marketing 

which encompass advanced search engines, personalised content delivery, fraud prevention, and predictive 
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customer service (Antre, 2023). This indicates the integration of AI in creative work has not been explored 

thoroughly. Thus, this study intends to analyse the impact of ChatGPT’s creative augmentation on agency 

practitioners' creative process and satisfaction.  

1.1 Research objectives  

(i) To identify the impact of ChatGPT’s creative augmentation among agency practitioners  

(ii) To identify the level of creative efficiency among agency practitioners in utilising ChatGPT’s 

augmentation 

(iii) To identify the level of satisfaction towards ChatGPT’s augmentation 

(iv) To examine the relationship between ChatGPT’s creative augmentation and creative process 

efficiency among agency practitioners 

(v) To determine the relationship between ChatGPT’s creative augmentation towards agency 

practitioners’ satisfaction 

2. LITERATURE REVIEW 

2.1 ChatGPT’s creative augmentation 

Creativity is one of the factors that are crucial for every agency practitioner's routine, particularly when 

they are dealing with clients. Creativity is a crucial concept that is commonly used in various academic 

disciplines, policy frameworks, and practical applications (Henriksen et al., 2020; Collins 2019). In 

addition, past research by Islam and Islam (2024) argues that ChatGPT is capable of generating, editing, 

and working together with users on creative and technical writing projects, like composing music, writing 

scripts for movies, and adjusting to a user's writing style. This indicates that ChatGPT is able to assist 

humans by providing effective feedback based on the users’ requirements.  

 

Furthermore, creativity is a subjective argument as it depends on the time and context given (Rosengren 

et al., 2020). According to Poon et al. (2020), creativity is the skill of coming up with fresh ideas that can 

be transformed into innovative new products. Besides, Cropley (2021) also suggests that creativity involves 

finding solutions and meeting needs through creating innovative and beneficial outcomes - essentially, 

creativity is the abilities, procedures, and surroundings that aid in producing fresh and beneficial goods. 

This shows that the term ‘creativity’ is often associated with brand-new, latest, and contemporary 

characteristics. Nevertheless, as technology comes forward, agency practitioners have been exposed to AI 

integration in their creative process.  

 

Additionally, the existence of Artificial Intelligence (AI) applications has indirectly shifted the angle 

of creativity. According to Wang (2023), there is an increasing opportunity in utilising AI for artistic 

endeavours. Furthermore, a past study conducted by Shukla (2023) discovered that AI algorithms that are 

generative can enhance human creativity by inspiring, creating new ideas, and aiding in the creative process. 

Notably, ChatGPT demonstrates exceptional proficiency in artistic endeavours, including expressive 

writing (Klimekon, 2024). In a summary, agencies can benefit from AI in improving efficiency and creating 

innovative content like advertisements or advertisement concepts (Fui-Hoon Nah et al., 2023). Thus, this 

indicates that AI creative augmentation has provided agency practitioners with opportunities to enhance 

their ideas without the hindrance of creative barriers. 
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2.2 Creative process efficiency among agency practitioners 

The efficiency of the creative process has always been a crucial element among creative teams in 

advertising agencies. Past research by Rosengren et al. (2020) illustrates how creativity plays a crucial role 

in marketing and is frequently seen as the core of the advertising sector. This indicates that Artificial 

Intelligence played a significant role in changing the angle of creativity procedure among these 

practitioners. On the other hand, in a study conducted by Anantrasirichai and Bull (2021), the authors 

conclude that AI will be used more extensively as a tool or collaborative assistant in completing various 

stages of the creative process. Past research by Khurana et al. (2023) also mentioned that the increase of AI 

usage in agencies is to improve work processes. This indicates that most organisations have been integrating 

AI as one of the mechanisms to assist work operations. Moving forward, creative agencies usually employ 

a group of experts who possess a variety of skills, including copywriting, graphic design, art direction, and 

creative direction (Jiamsirikarn & Prayong, 2023). Thus, these positions will determine their role in the 

creative process which consists of brainstorming sessions, copywriting, and graphic design procedures.  

Brainstorming session among Agency Practitioners 

Brainstorming is a key element of the Design Thinking Process; serving as a channel for creativity and 

effective problem-solving. Besides, Design Thinking techniques are commonly used in advertising 

agencies to fuel the strategic and creative aspects of campaigns daily (Palomo-Dominguez, 2021). 

Brainstorming is vital because due to past research, Auerhammer et al. (2021) argue that engaging in these 

DT exercises can help boost creativity and innovation, address cognitive biases, and impact the culture of 

a company. In addition, past research by Schmidt et al. (2023) mentioned how it is anticipated that the 

collaboration between humans and machines will enhance and expedite the brainstorming process by 

utilising the unique strengths of each. Hence, this demonstrates that AI adaptation contributes to the 

efficiency of brainstorming among the practitioners.   

Copywriting in Creative Process among Agency Practitioners  

Copywriting plays a vital role in both content marketing and the overall success of a brand's marketing 

and advertising strategy (Kartsivadze, 2022). Besides that, past research by Agustiningsih (2021) indicates 

that crafting an effective advertising message necessitates innovation, especially in the realm of writing 

copy. Therefore, choosing the right words with a specific intention is what defines success in copywriting 

since these words were crafted to evoke emotions, ideas, or behaviours (Soegoto et al., 2022).  However, 

past research by Antar (2023) stated that artificial intelligence can be a helpful tool for humans in creative 

writing, but ultimately it may assist in the process without producing the highest quality of work. 

Traditionally, copywriting has been an entirely human endeavour; nonetheless, recent advancements in AI 

technology suggest that this may be transforming (Sobottka et al. 2024). Hence, this suggests that the 

presence of ChatGPT alone does not constitute a definitive solution for effective copywriting as its role and 

influence within the field are expected to evolve over time. 

Graphic Design in Creative Process among Agency Practitioners  

Graphic design plays a crucial role in the creative process by transforming ideas into reality. According 

to Alahira et al. (2024), graphic design, typically linked to beauty and communication, connects with 

sustainability by its ability to communicate messages, impact behaviours, and influence perceptions. 

Nevertheless, the existence of ChatGPT has indirectly impacted the designing process. Past research by 

Schmidt et al. (2024) stated that the use of LLMs in the design process is the ability to supplement and 

substitute human input. Besides that, these AI applications now provide more opportunities to obtain better-

quality images and logos (Dehman, 2023). Apart from that, past research by Ji (2024) resulted that the 

creative process has been redefined due to the evolving role of graphic designers as collaborators with AI 

algorithms, rather than solely as individual creators. Therefore, this demonstrates that AI implementation 

has impacted the efficiency of the graphic design process in general.  
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2.3 Agency practitioners' satisfaction in utilising ChatGPT 

Agency practitioners have shown a growing satisfaction in utilising ChatGPT for various professional 

applications, reflecting its impact on efficiency and client engagement. There exists a conceptual disparity 

between the perceived benefits anticipated from the development of a specific technology and the 

behavioural beliefs that link engagement in a particular activity to a desired outcome (Lee et al., 2023). 

This behavioural belief occurs as ChatGPT has proven its capability to produce imaginative and informative 

answers backed by multiple sources of data aside from providing accurate and cutting-edge information 

(Yao, 2023). Additionally, AI can assist businesses in operating more efficiently by automating repetitive 

tasks, allowing human employees to concentrate on higher-level and strategic tasks (Armanr et al., 2023). 

Thus, past research by Mazurek and Małagocka (2021) agrees that practitioners are highly satisfied as they 

experience a decrease in routine duties and are able to create more tailored and impactful campaigns. 

Furthermore, a recent study by Skujve et al. (2023) resulted in some user interactions with ChatGPT had 

beneficial creative implications as highlighted on how engaging with the model could enhance inspiration, 

facilitate idea generation, and support various creative endeavours. Thus, this suggests that ChatGPT 

facilitates a positive experience for agency practitioners when engaging in creativity-driven tasks. 

2.4 Conceptual framework  

 

 

 

 

Fig. 1. Conceptual framework  

The conceptual framework above illustrates how ChatGPT’s creative augmentation affects the creative 

process efficiency and agency practitioners’ satisfaction. According to Figure 1, the researcher must focus 

on ChatGPT’s creative augmentation as the independent variable and its effects on the creative process 

efficiency and agency practitioners’ satisfaction. Furthermore, the Information System (IS) Success Model 

by Delone & McLean will clarify the connection among the three factors in this research (ChatGPT’s 

Creative Augmentation, Creative Process Efficiency, and Agency Practitioners Efficiency).  

2.5 IS success model by Delone and Mclean  

This Delone & McLean (D&M) novel model indicated that it was based on the computational hypothesis 

of communication; the models acknowledged distinct categories of information: semantic level (message 

transmission ability), technological level (system efficiency, accuracy), and effective level (impact on the 

recipient) towards its users (Zaineldeen et al., 2020). Besides that, the IS success model is significant for 

technology utilisation as it is widely embraced in IS literature, demonstrating its broad relevance (Lin et 

al., 2021). Past research by Seliana et al. (2020) elaborates that the D&M Model is comprised of six 

variables: Information Quality, System Quality, Service Quality, Users, User Satisfaction, and Net Benefits. 

Based on the figure above, this research adopts three (3) main variables: information quality (ChatGPT’s 

Creative Augmentation), net benefits (Creative Process Efficiency), and user satisfaction (Agency 

Practitioners’ Satisfaction). Therefore, if technology aligns with the specific tasks it is intended to assist 

with, it is likely to lead to better performance (Spies et al., 2020). Hence, this research employs this model 

due to its strong relevance to the adoption of new technologies and their impact on individuals' task 

completion, efficiency, and satisfaction. 

Creative Process 

Efficiency 

Agency Practitioners’ 

Satisfaction  

ChatGPT’s Creative 

Augmentation 
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3. METHODOLOGY 

 

 

 

 

 

 

 

Fig. 2. Research Design Flowchart  

This part will present a brief explanation of the study's methodology, data collection process, sample 

selection, instruments, data collection procedures, and data analysis. This research aims to understand the 

impact of ChatGPT creative augmentation on efficiency and agency practitioners’ satisfaction. The research 

utilised quantitative methods for collecting and analysing data. The researchers chose the respondents by 

utilising a purposive sampling method, which is a non-probability sampling technique. This study utilises 

purposive sampling to recruit participants from creative team departments within advertising agencies in 

Kuala Lumpur, given their limited accessibility and the absence of publicly available population data. This 

is because many people working in the creative industry, such as copywriters and designers, are self-

employed or freelancers rather than full-time employees of companies (Abraham et al., 2021).  

 

Therefore, for a rough estimation of the population, a total of 1,330 individuals have registered themselves 

as creative practitioners: Copywriter (329 users), Graphic Designer (331 users), Art Director (332 users), 

and Creative Director (338 users) working in Kuala Lumpur, based on LinkedIn data. LinkedIn is a 

professional networking platform that serves as a key resource for career development, and employment 

opportunities and provides valuable data for HR analytics while also offering insights into industry trends 

and workforce composition through user-generated data (Katole, 2024). Hence, the sample size was 148 

respondents based on Krejci and Morgan's table. As no comprehensive official numbers exist for creative 

professionals in advertising agencies, purposive sampling was chosen as the sampling method. The 

utilisation of purposive sampling ensures the inclusion of individuals with direct experience and expertise 

relevant to the study, thereby strengthening the validity of the findings. Respondents were selected based 

on two (2) main criteria: 

(i) working in an agency, and  

(ii) part of the creative team department  

To implement purposive sampling, the researcher first identified potential participants by filtering LinkedIn 

profiles based on specific job titles relevant to the study, such as Copywriter, Graphic Designer, Art 

Director, and Creative Director. Given the fragmented nature of job titles within the creative industry, this 

approach ensured that only professionals actively working in advertising agencies were considered. Once 

Research Design  

Design Methodology 

Instruments 

Sample Selection 

Data Collection Procedures 

Data Analysis  
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identified, potential respondents were recruited through direct outreach via LinkedIn, WhatsApp, and e-

mail. In addition, the researcher personally distributed the survey questionnaire that was converted on 

Google Forms to individuals who were confirmed to be part of a creative team within an agency, ensuring 

alignment with the study’s inclusion criteria. This targeted method strengthened the study’s validity by 

securing responses from participants with direct experience in ChatGPT’s role in creative augmentation. 

 

A series of survey questions were created to gather information on the ChatGPT creative augmentation 

towards the efficiency of the creative process and agency practitioners’ satisfaction. Before being utilised 

in the pilot study, this instrument was subjected to a thorough review, assessment, and required 

amendments. This procedure was carried out to make sure that the questions were well-prepared to avoid 

any redundancy. Furthermore, this survey questionnaire consists of five (5) sections. Section A consists of 

information on the respondents’ demographic segmentation. Section B evaluates the impact of ChatGPT 

creative augmentation among agency practitioners, Section C discusses ChatGPT creative augmentation's 

impact on creative process efficiency, and Section D deliberates on the agency practitioners’ satisfaction.  

4. DATA ANALYSIS AND RESULTS 

This study utilised descriptive and inferential statistics to examine the impact of ChatGPT’s creative 

augmentation on agency practitioners’ satisfaction. Furthermore, SPSS software version 29 was employed 

to conduct an identification class interval to determine the level of impact and efficiency, as well as Pearson 

correlation to determine the relationship between ChatGPT's creative augmentation towards creative 

process efficiency and agency practitioners’ satisfaction. A pilot test was conducted before the main 

analysis to validate the research instruments and ensure their reliability before distribution. Despite facing 

time constraints, the methodology has been carefully designed to provide comprehensive insights within 

the assigned timeframe. 

4.1 Respondents based on occupation 

Occupations Frequency Percentage 

Copywriter 21 42.0 

Graphic Designer 15 30.0 

Art Director 10 20.0 

Creative Director 4 8.0 

Total 50 100 

Table 1 shows that the majority of the respondents (42%) were Copywriters. This is followed by 

Graphic Designer (30%) and Art Director (20%) and another 8% were Creative Director. These findings 

suggest that the outcomes of this study may lean more towards creative writing, given the significant 

representation of Copywriters compared to other roles.  

 

 

 

 

Table 1. Frequency Distribution of respondents based on occupation (n=50)  
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4.2 The impact of ChatGPT’s creative augmentation towards agency practitioners 

Impact Frequency Percentage 

High 12 24.0 

Moderate 36 72.0 

Low 2 4.0 

Total 50 100 

 

Table 2 indicates that most (72%) agency practitioners are moderately impacted by ChatGPT Creative 

Augmentation. 24% of agency practitioners show a higher impact of utilising ChatGPT creative 

augmentation. Nonetheless, a small percentage (4%) of agency practitioners exhibit a low impact of 

ChatGPT creative augmentation. In general, most agency practitioners were moderately impacted by 

ChatGPT creative augmentation due to its lack of creative elements as this chatbot runs on training data.   

4.3 The level of creative process efficiency in utilising ChatGPT’s augmentation 

Level Frequency Percentage 

High 14 28.0 

Moderate 33 66.0 

Low 3 6.0 

Total 50 100 

 

Table 3 demonstrates that most  agency practitioners (66%) believe that the efficiency in utilising the 

creative process was on a moderate level. Meanwhile, 28% of agency practitioners admit that the creative 

process efficiency was on a higher level. On the other hand, a small percentage (6%) of agency practitioners 

exhibit a low impact of ChatGPT creative augmentation. Therefore, most agency practitioners demonstrate 

that ChatGPT functions do not highly meet their standard of task efficiency as it extensively functions as 

creative assistance instead of reducing operational workload.  

4.4 The level of satisfaction towards ChatGPT’s augmentation 

Level Frequency Percentage 

High 10 20.0 

Moderate 34 68.0 

Low 6 12.0 

Total 50 100 

 

Table 4 demonstrates that most  agency practitioners (68%) are moderately satisfied with utilising 

ChatGPT. Meanwhile, 20% of agency practitioners were highly satisfied with the utilisation of ChatGPT 

in completing their task. Nonetheless, 12% of agency practitioners were not satisfied with integrating 

Table 2. The Impact of ChatGPT Creative Augmentation towards Agency Practitioners 

Table 3. The level of Creative Process Efficiency in utilizing ChatGPT’s augmentation  

Table 4. Level of satisfaction towards ChatGPT’s augmentation  
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ChatGPT as an assistance to complete their task requirements. Therefore, this shows that most agency 

practitioners were not fully satisfied with utilising ChatGPT, particularly involving generating ideas, photos 

quality, and many more.   

4.5 Relationship between ChatGPT creative augmentation and creative process efficiency 

Variable Creative Process Efficiency 

ChatGPT’s Creative Augmentation r value p value 

.782 <.001 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Findings from Table 5 indicate there is a significant relationship and strong relationship between 

ChatGPT’s creative augmentation towards the efficiency of the creative process among agency practitioners 

(r = 0.782, p< 0.05). In conclusion, there is a relationship between the creative augmentation capabilities 

of ChatGPT and its ability to facilitate and enhance the creative process. This relationship underscores the 

potential of ChatGPT to serve as a valuable tool in various creative endeavours, providing support and 

inspiration that can lead to more innovative and effective outcomes. 

4.6 Relationship between ChatGPT’s creative augmentation and agency practitioners' satisfaction 

 

 

The results from Table 6 show a strong and significant relationship between the use of ChatGPT for 

creative augmentation towards agency practitioners’ satisfaction (r = 0.732, p< 0.05). In summary, there is 

a relationship between ChatGPT's creative augmentation and its capacity to meet the needs of agency 

practitioners. This dynamic has resulted in a positive experience for these practitioners, highlighting 

ChatGPT's potential as a valuable tool in the creative industry. Besides that, ChatGPT's capacity to improve 

the creative process and offer personalised assistance to highlight its importance in promoting innovation 

and satisfaction among respondents. 

5. DISCUSSIONS AND STUDY IMPLICATIONS  

5.1 Findings  

This section outlines the findings discussions and study implications for future research. The primary 

objective of this research was to analyse the impact of ChatGPT’s creative augmentation and its capability 

to facilitate the efficiency of the creative process as well as to promote agency practitioners’ satisfaction. 

The first research objective aimed to determine how agency practitioners perceive the impact of ChatGPT’s 

creative augmentation as a valuable tool that is able to assist creative tasks. The findings suggest that most 

practitioners believe that the utilisation of ChatGPT’s creative augmentation was valuable, however, it does 

not fully meet the standard criteria as a creative endeavour. This finding aligns with prior research by 

Stevenson et al. (2022) that argues although these models are capable of generating human-like text and 

offering valuable support in academic writing, they typically do not meet the standards of human creativity. 

Table 5. Relationship between ChatGPT’s Creative Augmentation and Creative Process Efficiency  

Table 6. ChatGPT’s creative augmentation and Agency Practitioners' Satisfaction 

Variable Agency Practitioners’ Satisfaction 

ChatGPT’s Creative Augmentation r value p value 

.732 <.001 

**. Correlation is significant at the 0.01 level (2-tailed). 



41 Muhamad Riza et al. / ESTEEM Journal of Social Sciences and Humanities Vol. 9, No 1, April 2025, 32-49 

https://doi.org/10.24191/ejssh.vXiX.XXXXX

 

 ©Authors, 2025 

This notion also aligns with the prior study by Liu et al. (2024), which stated that although ChatGPT can 

temporarily enhance creative performance, this effect diminishes once the tool is no longer accessible, 

which indicates that the practitioners recognise its value in enhancing creativity but do not see it as a 

complete substitute for human creative effort.  

 

The second objective aimed to examine the efficiency level of the creative process in integrating 

ChatGPT’s creative augmentation for creative-driven tasks. The finding demonstrates that a recent study 

by Klimekon (2024) on AI as artistic endeavours, does not fully align with the respondents’ belief as the 

majority do not perceive ChatGPT’s creative augmentation can help to substitute their creativity. A prior 

study by Zhu and Zou (2023) also argues that although access to ChatGPT can enhance user satisfaction 

and self-efficacy, it may adversely impact creative performance among individuals with higher creative 

potential. Meanwhile, other research by Ivcevic and Grandinetti (2024), also argues that the potential of AI 

to enhance human creativity across different levels, ranging from every day to eminent creativity, is 

increasingly being investigated; with AI regarded as a tool for co-creation rather than a substitute for human 

creativity. This suggests that while the utilisation of ChatGPT as a writing tool is indispensable, it cannot 

fully replicate human creative ideas, as effective content generation still relies on human creativity to 

formulate meaningful prompts.  

 

Meanwhile, the third objective addresses the level of agency practitioners’ satisfaction with 

incorporating ChatGPT. Based on the findings, agency practitioners exhibit an average positive experience 

in utilising ChatGPT when completing the creative task requirements. This finding is consistent with a 

recent study by Armanr et al. (2023), which demonstrated that AI could alleviate workload by handling 

repetitive and minor tasks. This notion also has been highlighted by Mazurek and Małagocka (2021) and 

Skujve et al. (2023), who suggested that ChatGPT enhances practitioners' satisfaction by reducing routine 

tasks and supporting creativity, as it fosters inspiration, idea generation, and more impactful work. It also 

demonstrates that ChatGPT not only alleviates routine tasks but also contributes to more meaningful 

creative output, ultimately increasing practitioner satisfaction. Thus, this assistance enables practitioners to 

concentrate more on other critical tasks.   

 

Lastly, the fourth objective aimed to explore the significant relationship between ChatGPT’s creative 

augmentation and creative process efficiency (r = .782, p< 0.05). The findings illustrate that there is a strong 

relationship between the utilisation of ChatGPT creative augmentation towards the creative process 

efficiency:brainstorming, copywriting, and graphic design. Thus, this portrays that past research by Schmidt 

et al. (2023) relatively aligns as it specifically mentioned that the collaboration between humans and 

machines will enhance and accelerate the brainstorming process by leveraging the unique strengths of both. 

Additionally, this finding also intercorrelation with a study by Ji (2024) in the context of AI utilisation and 

graphic design; and Sobottka et al. (2023) in the context of the copywriting process. These findings indicate 

a similar conclusion where AI becomes a crucial tool in operational process due to its capabilities to reduce 

workload.  

 

Finally, the last objective of this study was to explore the significant relationship between ChatGPT’s 

creative augmentation towards agency practitioners’ satisfaction. The finding indicates that ChatGPT 

creative augmentation has a strong relationship towards the practitioners' satisfaction (r = .732, p< 0.05) as 

the majority believes that the platforms might have the potential to assist their creative requirements, as it 

is less time-consuming and always available when needed. Nonetheless, this indicates that the creative 

augmentation provided by ChatGPT significantly influences the satisfaction of agency practitioners, 

particularly in utilising this platform for creativity-driven tasks.   
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5.2 Study Implications 

Apart from that, this study's implications are useful for upcoming research as technological 

advancements evolve from time to time. The research results indicate that most agency practitioners utilise 

ChatGPT for creative driven-task and share positive experiences in utilising this platform. Initially, 

ChatGPT's refined ideas and recommendations are capable of boosting creative productivity, which 

indicates that AI technology can greatly enhance human creativity, resulting in more innovative and 

efficient outcomes. Besides, this indicates that the creative industry may benefit by incorporating AI 

technologies to simplify their creative process, reduce the time allocated for brainstorming, and improve 

overall efficiency. Moreover, practitioners exhibit positive experiences and satisfaction emphasise on the 

possibility of AI tools in enhancing job satisfaction and promoting an engaging and supportive workplace. 

On the other hand, this study also can be useful for agency practitioners’ practical implications due to the 

development of AI integration in creative settings.  

6. LIMITATIONS AND FUTURE SUGGESTIONS  

The primary limitation of this study was the time constraints and the absence of publicly available 

population data. Moreover, the lack of respondents’ availability and the short amount of data collection 

period have restricted the researcher's ability to gather an inclusive dataset. Nevertheless, this study still 

contributes a great insight for the practitioners and advertising agencies to acknowledge the presence of AI 

as a digital tool in improving the marketing and communication strategies within organisations. 

Additionally, due to the influence of technological advancements, it is advisable for future research to 

undertake a preventive study to monitor the evolving impact over time. Besides, qualitative studies can be 

employed to explore agency practitioners’ experience, satisfaction, and perceptions while integrating 

ChatGPT or other AI tools to enhance their creative process efficiency. The upcoming research can address 

the concerns of ethical and creative implications, as well as developing a comprehensive training program 

in understanding AI utilisation in the creative industry to foster a better understanding of human-AI 

collaboration. Hence, this will aid agency practitioners in assessing its underlying impact and potential on 

the job market. 

7. CONCLUSION 

In conclusion, this study has explored the impact of ChatGPT's creative augmentation on the efficiency and 

satisfaction of agency practitioners within the advertising industry. The findings suggest that although 

agency practitioners recognise the value of utilising ChatGPT for creative tasks, it is important to note that 

it is not yet perceived as a complete substitute for human creativity. However, the moderate impact, 

efficiency, and satisfaction levels suggest that ChatGPT is currently serving as a useful assistant in the 

creative process, offering support and inspiration that can lead to more innovative outcomes. Furthermore, 

the positive correlation between ChatGPT's creative augmentation and both the efficiency of the creative 

process and practitioners' satisfaction underscores the potential of AI tools to enhance productivity and job 

satisfaction within the creative industry. Nevertheless, limitations such as time constraints in data collection 

emphasise the need for further research to comprehensively understand the evolving role of human-AI 

collaboration in a creative endeavour. Subsequently, this research offers valuable insights into the 

circumstances of AI adoption within the advertising industry. It suggests that while AI technologies like 

ChatGPT are advancing in augmenting creative processes, human creativity, and evaluation continue to 

play a significant role in the industry's operational process.  
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12. APPENDIX 

 
A. Survey Instruments 

A.1.   Section A (Demographic) 

Item Description    

A1 Gender (1) Male 

(2) Female  

A2 Age  (1) 23 – 33 years old  

(2) 34 – 43 years old  

(3) 43 years old and above  

A3 Ethnicity  (1) Malay 

(2) Chinese  

(3) Indian  

(4) Others 

A4 Occupation (1) Copywriter 

(2) Graphic Designer  

(3) Art Director  

(4) Creative Director  

A5 Active user of ChatGPT  (1) Yes  

(2) No 

 

A.2.  Section B (Creativity Augmentation) 

Item Description  Strongly 
Agree  

(5) 

Agree  

 

(4) 

Uncertain  

 

(3) 

Disagree  

 

(2) 

Strongly 
Disagree 

(1) 

B1  ChatGPT refine my creative ideas      

B2 ChatGPT improved my creative 
expression 

     

B3 ChatGPT strengthen my creative writing 
quality  

     

B4 ChatGPT enhance my inspiration       

B5 ChatGPT increased my productivity       

B6 ChatGPT insights meets clients’ creativity 
standards  

     

B7 ChatGPT reduce my designing workload       

B8 ChatGPT enhance my creative driven task       

B9 ChatGPT refine my creative vocabulary       

B10 ChatGPT broaden my creativity       

Strongly Agree (5), Agree (4), Uncertain (3), Disagree (2), Strongly Disagree (1)  

A.3.  Section C (ChatGPT Efficiency)  

Item Description  Strongly 
Agree (5) 

Agree  

 

(4) 

Uncertain  

 

(3) 

Disagree  

 

(2) 

Strongly 
Disagree 

(1) 
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C1  I like using ChatGPT because it provides 
valuable insights 

     

C2 ChatGPT utilisation is efficient because of 
less time consuming  

     

C3 I like using ChatGPT because it is cost-
effective 

     

C4 I like using ChatGPT because it provides 
a rapid response 

     

C5 ChatGPT is efficient because it able to 
adapt various creative style 

     

C6  ChatGPT utilisation is efficient because it 
overcome my creative blocks 

     

C7 I utilise ChatGPT because it maintains a 
consistent insight  

     

C8 I use ChatGPT because it is efficient for 
brainstorming  

     

C9 I utilise ChatGPT because it has improved 
my teamwork  

     

C10 ChatGPT is efficient because it is 
available whenever needed  

     

Strongly Agree (5), Agree (4), Uncertain (3), Disagree (2), Strongly Disagree (1)  

A.4.  Section D (ChatGPT Satisfaction) 

Item Description  Strongly 

Agree (5) 

Agree  

 

(4) 

Uncertain  

 

(3) 

Disagree  

 

(2) 

Strongly 

Disagree 

(1) 

D1  I find myself easier to develop ideas when 

utilising ChatGPT  

     

D2 I like how ChatGPT keep me productive 

in producing ideas  

     

D3 I am satisfied with ChatGPT refined ideas      

D4 ChatGPT utilisation has benefit in 

visualising my idea  

     

D5 I am satisfied with ChatGPT vocabulary 

suggestion  

     

D6 ChatGPT utilisation has reduce my 
workload  

     

D7 I am satisfied with ChatGPT immediate 

response  

     

D8 I am satisfied with my team cooperation 

when utilising ChatGPT  

     

D9 I am satisfied with ChatGPT photos 
quality 

     

D10 I am satisfied with ChatGPT utilisation 

because it gives more ideas based on the 
clients’ needs  

     

Strongly Agree (5), Agree (4), Uncertain (3), Disagree (2), Strongly Disagree (1)  
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