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The rapid development of generative artificial intelligence (Al) has transformed
Article history: digital creative practices, enabling users to produce visual content through Al-

assisted design platforms. However, limited research has explored how everyday
users experience collaboration with Al tools in creative production, particularly
in relation to maintaining digital agency and creative control. This study aims to
explore women’s lived experiences in interacting with Canva Al during visual
content production and to understand how collaborative intelligence and digital
Keywords: agency emerge in Al-assisted creative practices. The study employed a qualitative
approach using Interpretative Phenomenological Analysis (IPA). Data were
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Caﬁvz Al . 1 ) collected through in-depth interviews with seven women who actively use Canva
Collaborative Intelligence; Al in their digital content production activities. The analysis identified four key
Digital Agency;

experiential dimensions: reflexive agency, collaborative intelligence, ethical and
cultural filtering, and digital empowerment. Participants treated Al-generated
visuals as preliminary materials requiring human interpretation, refinement, and
contextual judgment before publication. Canva Al was perceived as a co-creative
partner that accelerated idea generation while preserving human control over
the final design decisions. The findings suggest that collaborative intelligence in
Al-assisted creativity functions as a partnership between human interpretation
and technological support, where human agency remains central in shaping
digital communication practices.
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Human-AlI Interaction.

INTRODUCTION

The rapid advancement of generative artificial intelligence (Al) has significantly transformed
the ways individuals interact with digital technologies and produce creative content in contemporary
digital environments ( ; ). Al-powered tools are
increasingly integrated into digital platforms, enabling users to generate images, modify visual
elements, and design digital materials through automated or semi-automated processes (

; ). As these technologies become more accessible, they expand
opportunities for individuals without professional design expertise to participate in digital content
production and visual communication ( ; ). Previous research suggests
that generative Al has reshaped human-Al interaction by influencing how users perceive
technological assistance, creativity, and decision-making in digital practices (

; ). In this context, generative Al also enables new forms of collaborative
intelligence, where human creativity interacts with machine-generated suggestions through iterative
processes of prompting, interpretation, and refinement (

).

The increasing integration of Al into everyday digital tools has stimulated growing scholarly
interest in how users perceive and interact with Al-assisted systems ( ). Studies
have shown that users’ familiarity with generative Al and their perceptions of technological risks can
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influence their sense of control, trust, and agency when interacting with Al-generated outputs
( ; ). In organizational settings, research on employee-Al
collaboration demonstrates that Al support can shape behavioral outcomes depending on whether
users perceive Al as a collaborative partner or as a technological threat ( ). Other
studies examining conversational Al also reveal that system characteristics, including
communication styles and gendered Al representations, influence how users evaluate and respond
to Al interactions ( ). These studies collectively suggest that human-AI
collaboration is not solely determined by technological capabilities but is also shaped by social
norms, psychological perceptions, and contextual interpretations ( ;
).

Despite these growing scholarly discussions, much of the existing literature has primarily
focused on human-Al interaction in institutional or technological contexts, such as workplace
collaboration, technological adoption, and system design characteristics ( ;

). While such studies provide valuable insights into how users perceive and evaluate Al
technologies, relatively limited attention has been given to how individuals experience Al
collaboration in everyday creative practices. This limitation becomes particularly evident in the
context of Al-assisted creative platforms that support digital content production (

; ). Platforms such as Canva increasingly integrate generative Al features,
including text-to-image generation, automated visual editing, and Al-assisted design suggestions that
enable users to produce visual content efficiently ( ; ). However,
the ways in which users interpret Al-generated outputs, negotiate creative authority, and maintain
their digital agency within such Al-assisted environments remain insufficiently explored.

This research gap becomes even more significant when considering the experiences of women
who actively participate in digital content creation and online communication environments. Women
increasingly use digital platforms for various purposes, including personal branding, educational
communication, entrepreneurial promotion, and community engagement (

; )- In such contexts, digital content creation is not merely a technical activity
but also a form of self-expression through which users negotiate identity, values, and communication
strategies in networked public spaces ( ; ).
Nevertheless, existing studies rarely examine how women experience collaboration with generative
Al technologies in everyday creative production or how they maintain control over their digital
expressions while interacting with Al-assisted systems. Understanding these experiences is
important for revealing how digital agency is constructed and negotiated within human-Al
collaborative environments ( ; ).

Based on this gap, this study aims to explore how women as active users of Canva Al experience
and negotiate human-Al collaboration in the process of producing visual content for social media.
Specifically, this research seeks to understand how users interpret Al-generated outputs, integrate
them into their creative workflows, and exercise judgment in refining Al-assisted designs.
Furthermore, the study investigates how women maintain their digital agency while working with
generative Al technologies, particularly in balancing technological assistance with personal
creativity, cultural considerations, and communicative intentions. By employing an interpretative
phenomenological approach, this research provides deeper insights into the experiential processes
through which users interact with Al-assisted creative tools in everyday digital practices.

To clarify the conceptual relationships underlying this study, a conceptual framework is
proposed to illustrate how women'’s lived experiences as digital creators interact with Canva Al
during visual content production. The framework highlights the key dimensions of human-AI
collaboration that shape collaborative intelligence and digital agency in Al-assisted creative
practices, as presented in Figure 1.
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Figure 1. Conceptual framework of women's lived experiences in navigating collaborative
intelligence and digital agency through Canva Al-assisted visual production.

The novelty of this study lies in its focus on women’s lived experiences in negotiating
collaborative intelligence and digital agency within Al-assisted creative platforms. While previous
studies have largely examined human-AI interaction in organizational settings, technological
adoption contexts, or system design perspectives ( ; ;

), this research investigates how everyday users actively interpret, adapt, and
refine Al-generated outputs as part of their creative communication practices. By situating human-
Al collaboration within the context of digital content creation using Canva Al, this study contributes
to the literature on human-AI interaction by highlighting how collaborative intelligence emerges
through iterative interactions between human creativity and generative Al systems in contemporary
digital environments.

METHOD
Research Design

This study employed a qualitative research design using Interpretative Phenomenological
Analysis (IPA) to explore women’s lived experiences in navigating human-AI interaction through
Canva Al-assisted visual production. IPA was selected because the purpose of the study was to
understand how individuals interpret and construct meaning from their experiences when
interacting with emerging technologies ( ; ). In this research,
Canva Al was not treated merely as a technical tool but as a socio-technical environment in which
human creativity, personal values, and machine-generated suggestions interact during the visual
design process.

The study was grounded in a constructivist paradigm, which assumes that meaning is
produced through individuals’ interpretations of their experiences within specific social and cultural
contexts. From this perspective, the interaction between users and Al systems is understood as a
reflective and interpretative process rather than a purely technological activity. Therefore, the
research focused on how participants experienced collaborative intelligence and maintained digital
agency while using Canva Al to create visual content for social media.

[t is important to note that this study did not include the prototyping and testing stages of the
Design Thinking process. Instead, the primary outcome of the research was a conceptual design
framework that outlines the instructional features and design requirements of School ARventure.
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This framework is intended to serve as a foundation for future prototype development and empirical
evaluation.

Participants

Participants were selected using purposive sampling to ensure that individuals included in the
study had relevant experience with Al-assisted design practices. The study involved seven female
participants who actively used Canva Al to produce digital visual content for social media
communication or professional activities.

The participants represented diverse professional backgrounds, including digital creators,
educators, community organizers, and small business promoters. Despite their different professional
contexts, all participants regularly integrated Canva Al into their visual content production
processes.

To ensure sufficient experiential depth, participants were required to meet the following
criteria:

1.  Actively use Canva Al features in their visual design workflow
2. Have experience publishing Al-assisted visual content on social media
3. Have used Canva Al tools for at least six months

These criteria ensured that participants had sustained interaction with the platform and were
able to reflect meaningfully on their experiences of human-Al collaboration.
Instrument

Data were collected primarily through semi-structured in-depth interviews designed to
explore participants’ experiences in interacting with Canva Al during visual content creation. The
interview protocol included open-ended questions that encouraged participants to describe their
experiences, reflections, and interpretations regarding Al-assisted design practices.
The interview questions focused on several key topics, including:
participants’ initial experiences using Canva Al
how Al-generated outputs were interpreted and evaluated
participants’ role in refining Al-generated visual designs
perceptions of creative control and authorship when working with Al
ethical, cultural, and communicative considerations in selecting visual outputs
Each interview lasted between 45 and 70 minutes and was conducted individually to allow
participants to express their perspectives in depth. To complement the interview data, the study also
included limited observation of participants’ publicly shared visual materials on social media. This
additional observation helped contextualize how Al-generated outputs were refined and adapted
before being published as part of participants’ digital communication practices.

i e

Data Analysis
The interview data were analyzed using the standard stages of Interpretative
Phenomenological Analysis (IPA) ( ). All interviews were audio-recorded and

transcribed verbatim to preserve the authenticity of participants’ narratives.
The analysis followed several iterative steps:

1. Reading and familiarization
Each transcript was read multiple times to develop a holistic understanding of participants’
experiences.

2. Initial noting

Detailed notes were produced to capture experiential descriptions related to human-AI
interaction, creative decision-making, and digital self-expression.

3. Development of emergent themes
Key meanings within each transcript were identified and organized into preliminary thematic
categories.

4. Cross-case thematic analysis

Themes from individual participants were compared to identify shared experiential patterns

across the dataset.

Through this process, several recurring themes emerged regarding how participants
interacted with Canva Al, including reflexive agency in evaluating Al-generated outputs,
collaborative intelligence in prompt-based visual generation, ethical and cultural filtering of Al
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suggestions, and digital empowerment through Al-assisted design tools. The final interpretation was
developed by relating the thematic findings to broader discussions on collaborative intelligence and
digital agency within human-AlI interaction research.

RESULT AND DISCUSSION

Result

Participants came from diverse professional backgrounds, including education, digital
entrepreneurship, and content development. Despite these differences, all participants shared active
engagement in digital content production, where Canva Al had become part of their routine visual
workflow.

The analysis provides insight into how participants experienced their interaction with Canva
Al during visual content production. Across all interviews, Canva Al was not perceived as a system
that replaces human creativity. Instead, participants described it as a design environment that
requires continuous interpretation, selection, and refinement of Al-generated outputs. In this
context, Al-generated visuals were treated as provisional materials that required human judgment
before becoming meaningful visual communication.

The phenomenological analysis revealed four major experiential themes that characterize
women’s interaction with Canva Al: reflexive agency, collaborative intelligence, ethical and cultural
filtering, and digital empowerment and agency. These themes illustrate how participants negotiated
human-AI collaboration while maintaining control over their creative outputs.

Table 1 summarizes the main themes identified across participants and provides
representative statements illustrating how these experiences were articulated during the interviews.

Table 1. Summary of Main Themes in Women’s Human Al Interaction on Canva

Main Theme Meaning Focus Participants Representative Interpretation
Statement
Al outputs are “Sometimes the Human control
. treated as initial result looks good, remains central
Reflexive Agency material requiring P1,P4, P6 but I still need to despite Al
human refinement adjust it again.” assistance
Al supports idea “The tool helps me Al functions as a
Collaborative generation and start faster, but the collaborative
. P2, P3, P7 . .
Intelligence accelerates final form still partner rather
production depends on me.” than replacement
seleciltl(:gl;tcsciflin Visual decisions
Ethical and 5 “Brand DNA must remain socially
o to personal values P4, P5 ”
Cultural Filtering . stay clear. and culturally
and visual )
. mediated
boundaries
Digital Al lowell"s technical Now I. can make Canva Al supports
barriers and materials faster C
Empowerment and . P6, P7 . broader digital
Agency increases and publish more participation
5 confidence confidently.”

The themes presented in Table 1 demonstrate that Canva Al functions not simply as a technical
design tool but as a collaborative system in which Al-generated suggestions are continuously
interpreted, refined, and aligned with participants’ communicative intentions before being shared in
digital environments.

1. Reflexive Agency in Human-AI Creative Negotiation

One of the most prominent themes emerging from the interviews is reflexive agency, which
refers to participants’ active role in evaluating and modifying Al-generated outputs. Although Canva
Al accelerated the visual production process, participants consistently emphasized the need for
further refinement to ensure that generated visuals aligned with their communicative goals and
personal design preferences.

For example, Participant 1 noted that Al-generated images often appeared technically
acceptable but lacked the appropriate expressive tone. She explained, “It looks good, but it feels very
generic, so | have to edit it again.” Similarly, Participant 6 described repeatedly prompting the system
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to obtain a suitable result, stating, “I once used many credits to get one output that felt close enough,
but I still had to edit it.”

These experiences indicate that participants did not treat Al-generated visuals as final
products. Instead, they viewed them as provisional resources that required further interpretation
and modification. Reflexive agency was demonstrated through iterative prompting, selective
evaluation of generated outputs, and adjustments in layout and visual composition. Figure 2
illustrates an example of repeated prompt attempts made by Participant 6 while interacting
with Canva Al to obtain a usable visual output before manual refinement.

Make a white and black coloring sheet, a
rabbit on flower and grass background

@ smart O .

A Make a white and black coloring ~ ees
sheet, a rabbit on flower and
grass background

Figure 2. Example of repeated prompt attempts by Participant 6 in Canva Al to obtain a usable
visual output before manual refinement.

Although Al facilitated rapid idea generation, human judgment remained central in guiding the
design process. Participants continued to evaluate aesthetic coherence, communicative clarity, and
contextual relevance before accepting or modifying Al-generated visuals.

2. Collaborative Intelligence in Everyday Visual Production

Another major theme emerging from the findings is collaborative intelligence, which describes
how participants experienced the design process as an interactive collaboration between human
creativity and Al-generated suggestions. Participants frequently described Canva Al as a tool that
accelerated the early stages of idea generation while still requiring human input to structure the final
design. Participant 2 explained that Canva Al helped generate highly specific visual elements that
would otherwise require extensive searching. She stated, “If | want something very specific, like a
woman with a particular hairstyle, Canva Al can generate it quickly.” However, she emphasized that
Al-generated images were rarely used without further modification.

Similarly, Participant 3 described Canva Al as a tool that increased production efficiency but
still required human direction to achieve meaningful results. She noted, “Although this tool helps me
start faster, the final result still depends on the structure I give it.”Figure 3 presents an example of
Participant 3’s use of Canva Al’s background generation feature to enhance visual content through
human-directed prompting and layout selection.
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Figure 3. Participant 3’s use of Canva Al background generation to enhance visual content through
human-directed prompting and layout selection.

These findings suggest that collaborative intelligence operates as a dialogical process rather
than a one-directional automated workflow. While Al systems provide visual alternatives and
accelerate experimentation, participants remain responsible for contextual interpretation, aesthetic
coherence, and communicative relevance.

3. Ethical and Cultural Filtering in Al-Assisted Design

The results also reveal that participants engaged in ethical and cultural filtering when selecting
and modifying Al-generated visuals. Participants did not evaluate Al outputs solely based on
technical quality but also considered cultural appropriateness, audience expectations, and personal
values. Participant 5 described avoiding certain Al-generated illustrations that displayed full facial
features because some audiences within her community might perceive them as culturally
inappropriate. She explained, “I had to avoid several illustrations that showed faces because some
people feel uncomfortable with that.”

Similarly, Participant 4 emphasized the importance of maintaining visual consistency with her
personal branding identity. She stated, “I normally have a specific way of expressing myself, so no
matter how many ideas the Al has, they won’t all be relevant to me.” These experiences demonstrate
that Al-generated visuals remain subject to human cultural interpretation. Participants actively
determined which outputs were acceptable, which required modification, and which should be
discarded entirely. As a result, collaborative intelligence in Al-assisted design remained strongly
contextual, shaped by social norms and personal value systems throughout the creative process.

4. Digital Empowerment and Agency in Everyday Visual Production

Another important finding relates to the sense of digital empowerment experienced by
participants when using Canva Al. Participants reported that Al-assisted design tools reduced
technical barriers and enabled them to produce visual materials independently without relying on
external designers. Participant 7 explained that the ability to create visual content independently
increased her confidence in producing and sharing digital materials. She stated that Canva Al allowed
her to develop promotional graphics without waiting for external assistance.

Figure 4 presents an example of Participant 7’s everyday use of Canva Al, demonstrating how
Al-assisted design supported independent content production and strengthened participants’ digital
confidence.
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Figure 4. Example of Participant 7’s everyday use of Canva Al, showing how Al-assisted design
supported independent content production and strengthened digital confidence.

Participant 6 also described a sense of satisfaction when the final design aligned with her
expectations. Even when Al contributed to the process, she still perceived the final outcome as a
product of her own creative effort. For several participants, this confidence extended into
professional and economic activities. Al-assisted design supported educational outreach, small
business promotion, and freelance visual production. These findings suggest that Canva Al
contributes to digital empowerment not only through task automation but also by reducing barriers
that previously limited creative participation. Across participants, the final stage of Al-assisted
production was closely connected to communication goals on social media. Visual outputs were not
treated as isolated design artifacts but as communicative resources used to convey identity, meaning,
and visibility within digital environments.

Discussion

The findings of this study reveal that women’s interaction with Canva Al represents a form of
collaborative intelligence in which human creativity and artificial intelligence interact through a
dynamic and interpretative relationship. Rather than replacing human creativity, Canva Al
functioned as a design environment that supported idea generation while still requiring human
evaluation, refinement, and contextual judgment. Participants consistently treated Al-generated
visuals as provisional materials that required further adjustment before they could be used as
meaningful digital communication. Across the interviews, four key experiential dimensions emerged:
reflexive agency, collaborative intelligence, ethical and cultural filtering, and digital empowerment.
These findings suggest that Al-assisted visual production is not an automated creative process but a
negotiated interaction in which users maintain interpretative authority over technological outputs,
reflecting broader patterns of human-Al collaboration identified in recent research on generative Al
systems ( ; ).

The presence of strong reflexive agency among participants indicates that Al-assisted
creativity continues to rely heavily on human evaluative judgment. Participants did not passively
accept Al-generated results but actively modified prompts, adjusted layouts, and selectively refined
generated visuals to align with their communicative intentions. In this sense, Al functions primarily
as an ideation catalyst rather than a replacement for human creativity. The interaction between users
and Canva Al can therefore be understood as a relational creative process in which technological
suggestions stimulate human decision-making rather than determine it. This interpretation aligns
with research suggesting that generative Al systems tend to enhance creative exploration when users
remain actively involved in guiding the creative process and evaluating machine-generated outputs
( ; ).

Suggests that technologies offer possibilities for action that are interpreted and enacted by
users within specific contexts. Participants in this study did not simply follow the suggestions
provided by Canva Al but interpreted those suggestions according to their communicative goals and
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aesthetic preferences. Similarly, ( ) argues that digital technologies acquire meaning only
through human engagement and purposeful use. The findings also resonate with

concept of human-centered artificial intelligence, which emphasizes that intelligent systems
are most valuable when human direction remains central in guiding technological processes. In
addition, recent studies on conversational and generative Al suggest that users’ interpretations of Al-
generated outputs are shaped by social norms, expectations, and contextual judgments rather than
purely technical considerations ( ).

This study contributes to the literature on human-AIl interaction by demonstrating how
collaborative intelligence emerges within everyday digital creative practices rather than solely
within organizational or technological contexts. While previous research has frequently examined Al
collaboration in workplace automation or enterprise decision-making, the present study highlights
how generative Al tools are embedded in routine digital communication activities. By examining
women’s lived experiences as active digital creators, this research shows that human-Al
collaboration involves not only technical interaction but also reflexive interpretation, cultural
judgment, and identity expression. These findings extend existing discussions on human-AI
collaboration by illustrating how everyday users negotiate creative authority when interacting with
Al-assisted design tools in digital environments ( ; ).

Another important implication of this study concerns the role of ethical and cultural
interpretation in Al-assisted creativity. Participants frequently filtered Al-generated visuals
according to cultural norms, audience expectations, and personal identity considerations before
deciding whether to use them in social media communication. This indicates that human-AI
interaction remains embedded within broader social and cultural contexts, even when creative
production is supported by automated systems. The findings also highlight how Al-assisted design
platforms can contribute to digital empowerment by lowering technical barriers that previously
limited participation in visual content production. As participants reported increased confidence and
autonomy in producing digital visuals, Canva Al enabled broader participation in digital
communication practices, particularly in areas such as educational outreach entrepreneurial
promotion, and online community engagement ( ).

Despite these contributions, the findings of this study should be 1nterpreted within the scope
of its methodological context. The experiences explored in this research reflect the perspectives of a
limited number of participants who actively use Canva Al in their everyday digital practices. While
the interpretative phenomenological approach provides rich insight into lived experiences, future
studies may expand this work by examining a wider range of user groups and Al-assisted creative
platforms. Further research may also investigate how different cultural contexts, professional
backgrounds, or levels of digital literacy influence the ways individuals negotiate human-Al
collaboration in digital creative environments, particularly as generative Al technologies continue to
evolve rapidly.

Limitations

Although this study provides valuable insights into women'’s experiences in interacting with
Canva Al during visual content production, several limitations should be acknowledged. First, the
study involved a relatively small number of participants, which is characteristic of interpretative
phenomenological analysis but may limit the broader generalizability of the findings. The purpose of
this research was to obtain in-depth understanding of participants’ lived experiences rather than to
produce statistically representative conclusions. Second, the participants in this study were all active
users of Canva Al who had already integrated the platform into their routine digital workflows. As a
result, the findings primarily reflect the perspectives of users who are relatively familiar and
comfortable with Al-assisted design tools. Users with lower levels of digital literacy or limited
exposure to generative Al platforms may experience human-Al interaction differently.

Third, this research focused specifically on the use of Canva Al as a generative design platform.
While Canva Al represents an increasingly accessible environment for Al-assisted visual production,
other generative Al tools may provide different interaction dynamics and creative affordances.
Therefore, the findings should be interpreted within the particular technological and platform
context examined in this study.
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Finally, the study examined human-Al collaboration within the context of visual
communication for social media. Although this context reflects a growing area of digital creativity,
Al-assisted creative practices also occur in other domains such as professional design, digital
marketing, and multimedia production. Future research may therefore explore how human-AI
collaboration develops across different creative contexts and technological environments.

Implications

The findings of this study contribute to the growing body of literature on human-Al interaction
by highlighting how collaborative intelligence emerges in everyday digital creative practices. While
much of the existing research on generative Al focuses on organizational contexts, technological
adoption, or system design, this study demonstrates how Al-assisted tools are interpreted and
negotiated within personal and communicative creative activities. The results show that users
maintain reflexive agency by critically evaluating Al-generated outputs and adapting them according
to their communicative intentions, cultural values, and visual identity. This insight extends
theoretical discussions on human-centered artificial intelligence by emphasizing that the
effectiveness of generative Al systems depends not only on technological capability but also on users’
interpretative engagement and contextual decision-making.

From a practical perspective, the findings suggest that Al-assisted design platforms should
prioritize features that support human creativity rather than replace it. The experiences of
participants indicate that users benefit most when Al tools function as collaborative partners that
expand creative possibilities while allowing users to retain control over final design decisions. Design
platforms such as Canva Al may therefore enhance user engagement by providing flexible editing
options, transparent Al suggestions, and customization features that enable users to refine machine-
generated outputs according to their communicative goals. Such design approaches can help ensure
that generative Al systems support digital empowerment and creative participation while preserving
users’ sense of authorship and agency in digital content production.

Suggestions

Future research may further explore human-AI collaboration in a wider range of digital
creative environments beyond Canva Al Since this study focuses on women'’s lived experiences in
Al-assisted visual production, subsequent studies could examine how different user groups, such as
professional designers, educators, entrepreneurs, or novice digital creators, experience interaction
with generative Al tools. Comparative studies across different generative Al platforms may also
provide deeper insight into how technological affordances influence users’ creative decision-making
and sense of digital agency. In addition, future research may investigate how cultural contexts, digital
literacy levels, and professional purposes shape the ways users interpret and refine Al-generated
outputs in everyday creative practices. Such studies would contribute to a broader understanding of
how collaborative intelligence evolves as generative Al technologies become increasingly embedded
in digital communication and content production.

CONCLUSION

This study explored women's lived experiences in interacting with Canva Al during the process
of visual content production. The findings show that Canva Al supports women'’s creative practices
without eliminating the central role of human judgment. Participants perceived Canva Al not as a
replacement for human creativity but as a technological collaborator that assists in accelerating idea
generation and visual experimentation. However, the final design process still relied heavily on
participants’ interpretation, editing decisions, and communicative intentions. Al-generated visuals
were therefore treated as preliminary materials that required further refinement before they could
be used as meaningful digital communication.

The study also reveals that participants actively exercised digital agency when working with
Al-assisted design tools. Participants interpreted Al-generated outputs through the lens of their
personal identity, communication goals, and audience expectations. Rather than accepting Al-
generated visuals as final products, participants engaged in iterative processes of evaluation,
modification, and selection. In addition, the findings highlight the importance of ethical and cultural
filtering in Al-assisted visual production. Participants considered factors such as cultural
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appropriateness, visual identity, and platform-specific communication norms when deciding
whether and how to use Al-generated content.

Finally, the results demonstrate that Canva Al contributes to users’ sense of digital
empowerment by lowering technical barriers to visual content production. Participants reported
increased confidence, autonomy, and efficiency in creating digital communication materials. In this
context, collaborative intelligence should be understood not as a process in which technology
replaces human creativity, but as a partnership in which Al expands creative possibilities while
human users retain interpretative authority and control over their digital expressions. These findings
suggest that human-AlI collaboration in creative environments continues to depend fundamentally
on human judgment, contextual interpretation, and cultural awareness within contemporary digital
communication ecosystems.
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