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EXECUTIVE
SUMMARY
This degree project explores the relationship between artificial intelligence and human
storytelling within contemporary creative industries. It investigates how AI-generated tools
influence narrative production and representation, particularly in relation to cultural
experiences and lived perspectives. It considers how these challenges impact culturally
specific storytelling, including the representation of Black creative voices within AI-
assisted production. Through the development of a documentary and a Human- AI
storytelling framework, the project examines how technology can support creative
process while still prioritising authentic human voices. 

The project operates across three interconnected levels: documentary research capturing
human perspectives on AI-assisted creativity, the development of a Human–AI Storytelling
Framework that structures ethical collaboration between humans and AI tools and the
proposal of a certification mark that could communicate this approach within creative
industries.
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RESEARCH
&  CONTEXT

Section 1



Storytelling in the creative industries has a
key role to play when it comes to creating a
positive social change as stories can easily,
meaningfully, and lastingly create deep
connections between audiences and issues
(Shah, 2024)

In recent years, AI has increasingly been integrated into creative
production processes. 
To understand the broader context surrounding the integration
of AI within creative industries, this research uses dimensions
from STEPIC trend analysis framework used by WGSN that are
relevant to this project. Within this framework, the technological
growth of AI tools and the cultural demand for authentic human
storytelling highlight the tensions explored in this project.

Fig. 1. Coca- Cola Christmas Ad (passerby holding
Coca- Cola bottle) (2025)

Fig 2. Google + Team USA (Track runner) (2024) Fig. 3. McDonald’s Christmas Ad ( carollers) (2025) 



65 %54 %56 %
of respondents see AI as a force for
driving business efficiency but also

fear unintended consequences(Joshi
and Jones, 2023)

of consumers wish to know when
they are engaging with AI rather

than a human (Twilio, 2025)

of global brands use AI to tailor
customer experiences (Twilio,

2025)



STEPIC
 “In 2027, play will emerge as a strategic pillar of individual and societal wellbeing, helping
consumers move beyond feelings of stress or boredom towards joy, inclusion, inspiration and
reinvention” (White et al., 2024).

In addition to this, according to Rocca (2025), following forecasts of awe, imagination, glimmers, we
will see strategic joy (joy with strategic intention) arise as a key emotion that will define consumer
aspirations, needs and behaviours in 2027 and beyond. This responds to prolonged social
uncertainty, reflecting a growing desire for play as a tool for self-discovery, connection, inspiration
and wellbeing. These shifts suggest an increasing demand for storytelling that feels authentic,
engaging and emotionally resonant.



The technological dimension of the STEPIC framework highlights the evolving relationship
between humans and artificial intelligence, characterised by what White et al. (2024c) describe as
suspicious optimism. While AI offers significant opportunities for efficiency, creativity and
innovation, audiences remain cautious about its ethical implications, particularly in relation to trust,
authenticity and human agency. Zuboff (2019) This leads to a dual perspective in which AI is both
embraced and critically questioned, suggesting that AI should not replace human input but
instead function as a supportive tool that enhances the creative process. Burder (2025) shows that
consumer scepticism rises when content is AI-generated. This audience response is not culturally
neutral. Barnes et al (2024) demonstrate that cultural background shapes how individuals
evaluate AI output and that AI systems are neither culturally neutral nor universally experienced in
the same way.  

STEPIC



This perspective is reinforced by Noble (2018), who argues that algorithms are often perceived as
neutral or objective when, in reality, they are shaped by human biases and values. This is further
supported by findings from the United Nations Human Rights Council (2024), which highlight how AI
systems can produce and amplify existing social inequalities when trained on historically biased data. As
a result, a feedback loop is created, where biased inputs generate discriminatory outputs, which are then
fed back into the system, reinforcing and intensifying these biases over time. These structural conditions
are not incidental. Zuboff (2019) argues that “human experience is claimed as free raw material for
translation into behavioural data”, becoming particularly relevant within AI-assisted storytelling, where
cultural expressions risk becoming shaped by data-driven optimisation rather than lived experience. 
Bhabha’s (2012) concept of the “third space” exposes why this matters culturally. Cultural identity is not
a fixed dataset but a negotiated process that resists the categorical logic AI depends on. 

Together, these perspectives reveal that AI’s limitations in culturally specific storytelling are not technical
failures waiting to be solved, but a reflection of whose knowledge systems built these tools in the first
place.

STEPIC



Furthermore, the concept of witherwill, highlights the emotional pressures faced by contemporary
audiences (White et al., 2024b). There is an increasing expectation for media and creative
organisations to provide not only entertainment, but also emotional relief, understanding and a
sense of belonging. These societal shifts reinforce the importance of human-centred storytelling
because audiences are no longer satisfied with content, instead they seek narratives that reflect
diverse perspectives, lived experiences and authentic human voices. This aligns with wider media
theory, as Jenkins and Deuze (2008) argue that “consumers are no longer passive audiences but
active participants who help to generate and circulate content rather than simply being a market for
corporately produced materials.” 

(See Appendix A, for Extended Research and Industry Analysis) 

STEPIC



OPPORTUNITY
IDENTIFIED

Section 1



The research identifies a key opportunity to explore how artificial intelligence can be
integrated into storytelling in a way that improves, rather than replaces, human
authenticity and emotional connection. While AI offers a significant potential for
efficiency and personalisation, concerns surrounding bias, trust and the loss of
human creativity demonstrate a gap in how these tools are currently applied within
the creative industries. Therefore, there is a need for a structured, human-centred
approach that supports creators in using AI ethically and effectively, all while
maintaining emotionally resonant and authentic storytelling. 



CREATIVE
STRATEGY

Section 1



In response to this opportunity, a creative strategy has been developed to position
the documentary as a human-centred exploration of AI-assisted storytelling,
supported by the Brand Identity Prism (Azoulay and Kapferer, 2003) to communicate
its values, purpose and relationship with its users, and audience focused approach.

The target audience consists of creative professionals and media practitioners who
are seeking to integrate AI into storytelling in a way that maintains authenticity,
emotional engagement and audience trust.

The framework also introduces the concept of a visible certification, similar to models
such as B Corp, allowing brands to communicate and verify their commitment to
ethical and human centred use of AI within their content. This will allow them to
demonstrate that human touch was still the main element in their content. 



A minimal but meaningful visual identity
centred around a fingerprint logo, used as a
certification badge for creative outputs,
symbolising human presence within AI-assisted
media 

Empowered and confident in using AI as a tool
without losing creative control, maintaining

sense of ownership, originality, understanding
and ethical responsibility over their work 

Conscious responsible and culturally aware
creators who value authenticity and human

essence and seek to keep that human
connection within their work

Focuses on building trust between creators and
audiences by offering transparency in AI-

assisted content

Grounded in human storytelling, ethical responsibility and
cultural acknowledgement, HPS challenges the beliefs of AI
being a replacement for creativity and instead of feeding that
belief, it promotes a collaboration that preserves lived
experience, diversity and emotional depth

Reflective, culturally aware, critical and
conscious. The brand balances creativity with
ethical responsibility

BRAND PRISM



POSITIONING 
STATEMENT

This project positions the Human-Powered Stories (HPS) framework as a certification model for
ethical AI-assisted storytelling enabling creative practitioners and brands to maintain authenticity,
cultural integrity and emotional depth while integrating AI into their workflows. Unlike existing
approaches that prioritise efficiency and automation, the framework uniquely centres human input,
lived experience and cultural specificity as essential components of the creative process.



PRIMARY 
RESEARCH

Section 1



This project adopts a qualitative, interview-led research methodology to prioritise lived
experience, emotional nuance and cultural context. Semi-structured interviews were
chosen to allow participants to articulate identity, creativity and cultural memory in their
own words. (See Appendix B.a for interview questions). While questionnaires can be
useful for gathering feedback from a broader audience, they often limit depth and nuance.
Therefore, interviews were prioritised in the early stages of the research to capture more
detailed and reflective insights.

The interview format aligns directly with the project’s thematic focus on human
storytelling in contrast to AI-generated narratives. By spotlighting voice, embodiment and
reflection, the methodology itself becomes part of the argument that human experience
cannot be fully captured through automated or data-driven systems.

This project is mainly focused on primary research, as the topic is about human
experience, emotion, and cultural nuance, which cannot be fully captured through
secondary data or quantitative methods. 

Two forms of primary research were carried out to support the development of the
project. Firstly, semi- structured interviews were conducted with participants to gather
personal perspectives and experiences relating to creativity, storytelling and AI within
the creative industry. Secondly, audience feedback was collected following the
screening of the documentary to evaluate how viewers respond to the themes explored
in the film. 



Participants were selected across a range of creative disciplines,
including music artists, a DJ, digital marketers, a content creator, a
creative strategist and director, and a creative founder to reflect the
diversity of contemporary creative labour, enabling thorough
comparison while maintaining thematic coherence. 

To support deeper analysis, participants were also categorised based on
their role within the cultural and creative economy. These categories
included:

Cultural expression
Cultural marketing creation
Cultural translation
Cultural-economic mediation
Creative direction and production
Platform-native cultural production
Cultural AI mediation 

This classification allowed the research to move beyond job titles and
instead examine how different forms of cultural labour interact with AI,
storytelling and audience engagement within contemporary media
environments. (See Appendix B.b for classification and rationale)

This approach also reflects the change identified by (Jenkins and Deuze,
2008) where audiences and creators operate within interconnected
cultural and production networks across digital platforms.  

Fig. 4 & 5.  HPS documentary interviewees (2026)



Documentary link: Human-Powered Stories (final version)mp4.mp4

Fig. 6.  HPS documentary preview (2026)

https://ucreative-my.sharepoint.com/:v:/g/personal/2207453_students_ucreative_ac_uk/IQCKqmvdZ3tQQY_40VVinRT4Aa_1w53H2TYO4tfSPpouuVU?nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D&e=3n6K0p
https://ucreative-my.sharepoint.com/:v:/g/personal/2207453_students_ucreative_ac_uk/IQCKqmvdZ3tQQY_40VVinRT4Aa_1w53H2TYO4tfSPpouuVU?nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D&e=3n6K0p


FINDINGS The findings from the interviews revealed
several key themes relating to identity,
creativity and the role of AI within
storytelling. These insights highlight a
tension between the efficiency offered by
AI and the irreplaceable value of human
experience, emotion and cultural
understanding (See Appendix B.e for
interview transcription).

Fig. 7, 8 & 9.  HPS documentary interviewees (2026)



AI AS A SUPPORTIVE TOOL RATHER THAN A CREATIVE AUTHORITY
Participants demonstrated generally positive thoughts but a cautious attitude about AI.
Many acknowledged its value in improving efficiency, idea generation and accessibility
within the creative process. AI was described as “a great tool that helps to cut down the
time for a lot of projects” and as a way of “bringing your imagination to life”. However,
this acceptance was consistently accompanied by a boundary: AI should support, not
replace human creativity. One of the interviewees explicitly said, “ It has to be we’re
leading it; it’s not controlling us”.  This reflects a shared perspective that positions AI as
an assistant within the creative process, aligning directly with the project’s “Human-
Powered Stories” framework.



THE LACK OF EMOTIONAL DEPTH IN AI-GENERATEDNARRATIVES
Participants insisted that while AI may replicate outcomes, it fails to represent the
process behind the creative work. One participant noted that AI would “miss the
uncertainty along the way”, while another stated that it would “miss the amount of
emotion I put into my work”. 
This highlights the difference between output and experience. Human storytelling was
repeatedly associated with vulnerability, and personal experience, which are not easily
translated into data-driven systems. This supports the argument that emotional depth is
a defining characteristic of human- led storytelling and cannot be authentically
reproduced by AI. 



CULTURAL UNDERSTANDING AS EMBODIED RATHER THAN  DATA- DRIVEN
The interviews also revealed strong concerns regarding AI’s ability to represent culture.
Participants described culture as something that extends beyond visual or textual
representation, instead, it is something emotional and sensorial. One participant explained,
culture is “a feeling, a smell, a vibe” highlighting its intangible nature. 

Additionally, participants identified limitations in AI systems, particularly in relation to biased or
incomplete datasets. It was noted that many AI models are trained predominantly on Western
data, limiting their ability to represent diverse cultural perspectives accurately. This aligns with
wider concerns around algorithmic bias and reinforces the importance of human input within
culturally sensitive storytelling.



AI EMPOWERMENT AND CREATIVE RISK

While AI was recognised as a tool that can make creativity more accessible and provide
new opportunities, participants also acknowledged its potential risks. On one hand, AI was
seen as enabling a more “equal playing field” by providing access to tools and knowledge.
On the other hand, concerns were raised about over -reliance and the potential for
reduced creative effort, with one participant suggesting it may “make some creatives lazy”
Both perspectives highlight the complexity of AI integration within the creative industries.
Rather than being just positive or negative, AI is understood as a technology whose impact
depends on how it is used and managed. 



Overall, the findings demonstrate that while AI is widely accepted as a valuable tool
within the creative process, it is not perceived as capable of replacing human
elements that define meaningful storytelling. Themes of identity, emotion and
cultural experience consistently reinforced the importance of human involvement,
supporting the need for frameworks that prioritise ethical and authentic AI
integration. 

These findings are supported by academic research. The participants' observation
that AI misses “the emotion I put into my work” aligns with Shusterman’s (2009)
argument that aesthetic experience is grounded in embodied perception, which AI
cannot replicate because it operates through pattern recognition. Similarly, the
finding that culture is a “feeling, a smell, a vibe” reflects Jourdanous’ (2016)
position that creativity cannot be understood through output alone but must
account for the creators’ lived experience and social environment. 

The consistent concern about biased datasets agrees with Benjamin (2019), who
demonstrates that AI systems do not simply inherit human bias but reflect
geopolitical and cultural power structures,  making the underrepresentation of non-
Western cultural data not an oversight but a structural condition.  

Together, these theoretical perspectives confirm that the primary research findings
are not isolated observations but symptoms of a wider systemic limitation in AI-
assisted storytelling



Following the completion of the
documentary, audience feedback
was collected to evaluate how
effectively the project
communicated its key themes
and to assess perceptions of AI-
assisted storytelling (see
Appendix C). Overall, responses
indicated that the documentary
engaged viewers and
encouraged critical reflection on
the role of AI within creative
practices, with most respondents
expressing that they would
consider applying this approach
within their own business
contexts. A key theme was the
recognition of AI as a complex
and subjective tool, with one
respondent noting that “everyone
is going to have a different
viewpoint or concern with it
depending on where in their lives
AI will be present” , reinforcing its
positioning as a supportive tool
rather than a creative authority. 

The documentary was also
perceived as authentic and
emotionally engaging,
described as “genuine and
human” , highlighting the
effectiveness of the
interview-led format.
Audiences further
recognised the limitations of
AI in representing cultural
nuance, particularly in
relation to Black identity . 

FEEDBACK
FOLLOWING
SCREENING

However, some feedback suggested that the
balance between AI and cultural storytelling
could be clearer, and that certain sections
felt repetitive or extended, indicating that
tighter editing could improve pacing ,
alongside minor improvements such as
subtitles . Despite this, the documentary
successfully raised awareness, with one
respondent stating it “made me aware” of
AI’s role in representing culture , validating
the relevance of the Human-Powered Stories
framework as a practical approach to ethical
AI-assisted storytelling.



PRODUCTION
PROCESS

During the production process, several
AI-assisted tools were used to support
technical tasks such as transcription and
audio clarity. ElevenLabs’ tools assisted
with voice isolation and transcription of
interview material, allowing the
researcher to organise and analyse
responses more efficiently. While AI
supported these technical aspects, all
creative decisions, including filming,
editing and narrative construction,
remained fully human led. 

Fig. 10.  Videographer , Allen Daviau (s.d.)



CONCEPT   DEVELOPMENT 
The concept for the documentary emerged from an initial interest in the growing presence of AI
within the creative industries, particularly in advertising, music and digital content. Observing the
increasing use of AI-generated media prompted a critical exploration of the relationship
between creativity and technical production. This idea evolved into the key question of whether
AI can replicate human storytelling or whether human experience, understanding and cultural
context remained essential. The concept was also influenced by my own interest in pursuing a
career in storytelling, positioning the project as both a critical investigation and a personal
exploration of future creative practice. 



INTERVIEW FILMING

The documentary was produced using a studio-based interview approach. Filming took place in one of
UCA’s studios, which was first used for a test shoot to experiment with composition, lighting, and framing.
This allowed me to refine visual style before conducting final interviews.

In preparation for the interviews, I conducted background research on each participant to better
understand their creative practice and professional context. This informed the development of tailored
warm-up questions (See Appendix B.c for research notes.) This approach helped interviewees feel more
comfortable and supported a more natural and conversational interview style, aligning with the project’s
emphasis on authenticity and human storytelling. 
Subsequent filming sessions were carefully scheduled to accommodate participants’ availability and
working patterns. Student participants were filmed on a Monday to align with university attendance, while
industry professionals were scheduled on a Thursday to avoid periods of fatigue or work-related
constraints. This approach contributed to a more relaxed environment and more authentic responses. 

Interviews were filmed using three Canon cameras positioned at different angles to capture a range of
perspectives. The visual set up was intentionally minimal, with participants seated against a black
background and dressed in casual clothing. This aesthetic was designed to remove any distractions and
emphasise voice, emotion and presence. 



VISUAL AND CREATIVE ELEMENTS
In addition to the interview footage, the documentary incorporated B-roll footage and AI-
generatedvisuals to enhance the narrative. Footage from my home country, Guinea- Bissau, was
included to introduce cultural context and personal perspective, reinforcing the importance of lived
experience within storytelling. 

A specific example used within the documentary is “Panu di Pinti”, a culturally significant fabric, which
was presented both through real imagery and AI- generated interpretations. This contrast was used to
demonstrate the limitations of AI in accurately representing cultural meaning. While the AI-generated
visuals produced fabric that appeared broadly representative of West African textiles, they failed to
accurately reflect the specific cultural meanings and patterns associated with Panu di Pinti (see
Appendix B.d). In the country’s cultural context, these textiles carry distinct designs, such as hearts,
queens, horses, and even pigs, which vary across different tribes and communities and hold cultural
significance. In contrast, the AI outputs relied on more generic and widely recognised African patterns,
lacking the nuance, specificity and cultural context that define the original fabric. 

This experience resonated beyond technical frustration. Lawrence (2023) argues that the invisibility of
Black experience within dominant systems is not accidental but structural, and “the first cause of AI bias
is rooted in historical human prejudices”. The AI’s failure to accurately reproduce Panu di Pinti was not
just a gap in its dataset, it was a demonstration of whose cultural knowledge is considered worth
encoding. This realisation shifted the project from an academic exercise to something personally
significant, reinforcing the need for a framework that is not only a practical tool for ethical AI integration
but a response to a structural condition that directly affects communities like my own 



NARRATIVE CONSTRUCTION
While AI tools assisted with technical tasks, the narrative structure of the documentary was shaped
entirely through human editorial decisions. Interview clips were carefully selected and arranged to
create a coherent narrative exploring the relationship between technology and human storytelling.

The editing process was carried out primarily using Adobe Premiere Pro, with additional support
from Capcut for specific elements. While AI tools were used to assist with transcription, audio
processing and subtitles, these outputs required manual refinement across multiple stages,
including transcription, subtitle accuracy and audio clarity. In several instances, AI misinterpreted
some words, omitted parts of sentences, or generated incorrect phrasing, requiring human
intervention to review, correct and complete the content manually. This process reinforced the
project’s core message that while AI can support creative workflows, it cannot replace human
judgement and intervention. 

All aspects of the production process were carried out independently by me, including filming,
editing and overall creative direction. This ensured full creative control and allowed for a consistent
alignment between the research aims, narrative development and final outcome. 



HUMAN-AI
STORYTELLING
FRAMEWORK
Alongside the documentary. The project produces a Human-AI
Storytelling framework designed to guide ethical and reflective
use of AI within the creative storytelling processes 

This framework is structured as a multistage process designed to
guide creators through the integration of AI within storytelling,
ensuring that human input, curation and audience impact remain
central. 

Fig. 11. Phoenix Rose PR (s.d.) 



HPS    
FRAMEWORK 

01

02

03

04

Human Input 

Collect real-world stories, experiences,
and perspectives to provide authentic
content

AI Assist

Use AI tools to help organise, analyse,
and generate supportive content while
respecting the original narrative

Human
Curation

Review, refine, and ensure the story
aligns with ethical and creative
standards

Audience impact 

The finalised story engages audiences
and inspires understanding, feedback,
and meaningful response

Fig. 12. HPS framework (2026) 



HPS
CERTIFICATION
The Human–Powered Stories
Framework is further operationalised
through the HPS certification model,
which translates these principles into
measurable criteria for industry
application. The project proposes the
concept of a visual certification badge
that signals the presence of
meaningful human involvement within
AI-assisted creative work: A human
fingerprint. This badge would act as a
form of transparency, allowing
audiences to recognise when human
perspectives and ethical curation
remain central to the storytelling
process.

Finance: While obtaining access to the framework
is free, the formal certification process involves one-
off submission fees, verification fees and recurring
annual fees. Costs are identified based on the
applicant company’s revenue:

Submission fee: £200 payable upon
submitting the assessment (One-off
payment)

Verification Fee: A fee to cover audit process,
ranging from £500- £2,000 (depending on
business’s annual revenue)

Annual fee: Once certified , companies pay
£500 annual fee to maintain certification

Badge

Fig. 13.  Human Fingerprint (2025) 



7. Certification display
and ongoing
accountability 

6. Final assessment and
certification approval 

5. Cultural and ethical
evaluation 

4. Human curation and
review 

3. AI usage disclosure

2. Human input
verification

1. Application and self-
assessment

What are the
7 steps to
becoming
HPS
certified?

Fig. 14.  HPS Process diagram (2026) 



It addresses a highly relevant issue within the creative industries (growing gap in the

market)
The framework was not yet tested at scale or validated within industry environments

The framework is free and accessible for anyone to see and apply to their work Needs a governing body (HPS panel) and standardised evaluation processes

Differentiates itself from other frameworks as it combines ethical AI use with cultural

authenticity, positioning itself as a creative industry equivalent to models like B-Corp

Small creators or businesses may not be able to afford certification costs, which may limit

adoption

Can be applied across multiple sectors including media, music and digital content and it

is designed to adapt alongside evolving technologies and regulations
Lack of brand recognition as a new framework may slow down early adoption.
 

Rising demand for ethical AI
AI development is very fast paced so that could outpace the framework if not

continuously updated

Opportunity to collaborate with creative agencies, platforms and tech companies Some companies may prioritise cost and efficiency over ethical certification

Alignment with emerging AI regulations could position the framework as a supportive

industry standard
Emergence of similar frameworks could reduce differentiation

As a new certification model, HPS may face challenges in building trust and credibility

within the industry

SWOT   ANALYSIS



HPS
FRAMEWORK
IN   PRACTICE

Section 1



The HPS framework was applied throughout the development of the
documentary, functioning as a creative guide and evaluative tool. The
framework consists of four key stages: human input, AI assistance,
human curation and audience impact. Each stage was actively
implemented within the production process, demonstrating how AI can
be integrated into storytelling while maintaining human authorship and
authenticity.



The documentary was built around real stories, experiences and
perspectives collected through interviews with participants from
diverse creative backgrounds. This ensured that the narrative
was grounded in lived experience, emotional nuance and cultural
context.

AI assistance was applied in a controlled and supportive manner.
As detailed in the Production Process section, AI tools from
ElevenLabs were used for transcription and audio support only,
with no role in narrative generation. This reflects the project’s
central argument that AI should be used as an assistive tool
rather than a creative authority.

This stage was essential in shaping the final outcome. All AI-
assisted outputs required continuous human oversight, including
reviewing, correcting and refining transcription accuracy,
subtitles and audio clarity. Additionally, the selection, sequencing
and editing of the interview content were entirely human-led, as
well as music selection, ensuring narrative coherence. This stage
demonstrates the importance of human judgement in
maintaining authenticity and preventing the inaccuracies or
misrepresentations that can arise from automated systems.

Through the use of a questionnaire, audience feedback was
collected to evaluate responses to the themes explored in the
film, particularly in relation to authenticity, emotional
engagement and perceptions of AI-assisted storytelling. This
stage reinforces the idea that storytelling is not complete until it
is experienced and interpreted by an audience.



The framework offers a scalable approach that can be adopted by
creative practitioners, brands and organisations seeking to integrate AI
into their workflows without compromising human authenticity. 



CONCLUSION
This project explored the relationship between AI and human storytelling within contemporary creative industries,
with a focus on authenticity, cultural representation and emotional depth. Through the development of both a
documentary and the Human-Powered stories framework, the research demonstrated that while AI offers
significant opportunities for efficiency, accessibility and innovation, it remains limited in its ability to replicate the
lived experience, emotional nuance and cultural specificity that define meaningful storytelling. Findings from both
primary and secondary research consistently reinforced the importance of human involvement, positioning AI as a
supportive tool rather than creative authority. 

Building on these insights, the project proposed the HPS certification as a potential industry application,
translating the framework into a system of accountability and transparency. This positions the project as both a
critical investigation and forward-looking contribution to the creative industries, offering a practical approach to
integrating AI while maintaining ethical and human centred storytelling practices. Ultimately this project argues
that the future of storytelling is not defined by the replacement of human creativity, but by its collaboration with
technology. By placing human experience at the centre of AI-assisted production, creative practitioners can use
the benefits of innovation without compromising authenticity, cultural integrity or emotional connection. 



FUTURE STEPS
Future development of the HPS framework on a real advertisement campaign would provide
valuable insight into how it performs within commercial contexts, allowing further refinement and
validation of the HPS certification. In addition to this, an HPS panel will be established, composed
of cultural practitioners, creatives and industry professionals to review applications and ensure
credibility and consistency within the certification process. 

Furthermore, the framework would be developed into a digital platform, enabling wider
accessibility through an application system where practitioners can submit their work for
evaluation. As AI technologies and regulations continue to evolve, the framework would need to
remain adaptable, aligning with emerging legal and ethical standards. Further growth will also be
supported through partnerships with creative, reliable and established platforms, such as WGSN,
or technology companies, allowing the framework to expand across different sectors and become
more widely recognised within the industry.
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APPENDIX A 

Legal and regulatory considerations for AI in creative practice: The rapid growth of AI within the creative
industries has led to the development of new laws and guidelines aimed at ensuring its ethical and
responsible use. Another factor that led to governments and institutions introducing regulatory frameworks
that guide how AI systems are developed and applied are the concerns around transparency, authorship, bias
and accountability. 

One key example is the EU AI Act (2025), which was introduced to improve the development and use of
human-centred and trustworthy AI systems while protecting health, safety, fundamental rights, democracy,
and the rule of law and environmental protection, alongside encouraging innovation and responsible
technological advancement. This Act emphasises the importance of transparency, human oversight and
accountability in all uses of AI.

 LEGAL AND REGULATORY CONSIDERATIONS
FOR AI IN CREATIVE PRACTICE



A guideline-based system would be the Active Ad Monitoring system (AMMS), which focuses on regulating
audiovisual media services across digital platforms(Davison, 2023). This is an AI- based system used by the UK
Advertising Standards Authority to proactively monitor online ads at scale, identifying breaches of the CAP
Code, such as the incorrect presentation of a price, or an irresponsible drinking message (Johnstone et Flynn,
2026). 
 

Within the context of this project, these legal developments highlight the need for creative practitioners to
remain informed about how AI is used within their work. The HPS framework aligns with these principles by
encouraging transparency in AI usage, maintaining human control over creative decisions and promoting
ethical storytelling practices. Rather than acting as a strict legal standard, the framework supports ongoing
awareness and adaptation to evolving regulations, ensuring that AI is used responsibly within creative
environments.

APPENDIX A 
 LEGAL AND REGULATORY CONSIDERATIONS

FOR AI IN CREATIVE PRACTICE



The following case studies were initially explored during the early research stages of the project and
informed the development of the Human-Powered Stories framework. They are included here as supporting
evidence for the industry trends, audience concerns and ethical tensions discussed throughout the project.

APPENDIX A 
CASE STUDIES FROM COMPONENT 1



COCA-COLA AI CHRISTMAS AD 
Coca-Cola’s AI-generated Christmas ad was explored due to
its attempt to recreate nostalgia and emotional familiarity
through AI- generated visuals. While the campaign
generated significant online attention, audience reactions
raised concerns surrounding authenticity and emotional
connection, with many viewers criticising the artificial
appearance and lack of human warmth. This reflects wider
concerns surrounding transparency in AI communication,
with 54% of consumers stating they want to know when they
are interacting with AI rather than a human one (Twilio,
2025). The campaign reinforced the importance of keeping
emotional authenticity and visible human involvement
within AI-assisted storytelling. 

Fig. 15.  Coca-Cola Truck during Christmas. (2024)



MCDONALDS AI CHRISTMAS AD 
McDonald’s campaign was explored due to widespread
online reactions to its chaotic and uncanny holiday visuals.
While the advertisement attempted to create a festive
atmosphere through AI- generated imagery, audiences
criticised the unnatural appearance and lack of emotional
authenticity with the scenes. The campaign highlighted how
AI- generated aesthetics can struggle to recreate familiarity
and emotional connection often associated with seasonal
storytelling. This demonstrates wider concerns surrounding
audience trust and transparency in AI- generated content,
reinforcing the importance of human creative direction and
emotional understanding within storytelling practices.

Fig. 16. McDonald’s Christmas Ad ( Woman) (2025) 



GOOGLE “DEAR SYDNEY” AD 
Google’s “Dear Sydney” ad was explored due to public criticism
surrounding the use of AI within emotionally sensitive
storytelling. Audience reactions raised concerns that AI-
generated assistance reduced the sincerity and personal
meaning of the narrative, particularly in relation to self-
expression and human emotion. Audience criticism also
reflected broader anxieties surrounding AI- generated
communication and its ability to represent diverse lived
experiences authentically. The campaign highlighted wider
concerns surrounding AI and trust, aligning with findings that
96% of global consumers express caution around trusting AI
systems (KPMG, 2024). This case study reinforces the project’s
argument that AI should support rather than replace human
storytelling, particularly within emotionally driven narratives.

Fig. 17. Google + Team USA (Sydney McLaughlin-Levrone) (2024) 



APPENDIX B (A) INTERVIEW
QUESTIONS 

1. If someone was to ask you who are you beyond your title, what story would you tell them
2.  What are your thoughts on Al?
3.  If Al was to tell your story, what do you think it would miss?
4.  Do you think Al understand culture, or does it mostly imitate what it sees?
5.  Is your creativity a way of honouring your roots?
6.  What does legacy look like for you?
7.  When people look back at our generation of black creators, what story do you hope they will see?
8.  Do you have any message for Al?



APPENDIX B (B)
INTERVIEWEES
CLASSIFICATION AND
RATIONALE



Participants were selected based on their roles within the cultural and creative economy, ensuring a
diverse range of perspectives on storytelling culture and AI. Rather than focusing only on their job
titles, individuals were chosen for the individual ways in which their work engages with cultural
production, creative processes and technological integration. This approach also supports a deeper
understanding of how AI is perceived, applied and challenged within real world creative practices 



Classification: Cultural marketing creator 
Industry background: Gabby is a content creator who
documents local brands and campaigns while also leading
What I Neva Kno a community-led series exploring untaught
aspects of Caymanian culture and history. She presents
herself as an educational influencer, positioning her content
and shared learning experience rather than expert teaching
Rationale: She was selected for her role in combining
marketing with cultural education, offering insight into how
storytelling can preserve and communicate local identity.
Her perspective was valuable in exploring how cultural
narratives are constructed and shared, particularly in
contrast to AI systems that may overlook local knowledge
and lived experience 

GABBY

Fig. 18.  HPS documentary interviewee (2026)

Fig. 19.  What I Neva Know website preview (2026)



Rationale: He was selected for his role as a cultural
ambassador, using sound and performance to
communicate identity and experience. His
perspective highlights how storytelling can be
expressed through embodied and sensory forms,
offering contrast to AI-generatedoutputs that lack
physical presence and emotional transmission

Classification: Cultural expression
Industry background: DJ Soulbeat is a DJ and cultural curator
specialising in African diasporic sound. His work involves
translating Afrobeats and related genres to diverse audiences
through live performance, using music as a medium for cultural
communication and connection.

DJ “SOULBEAT”

Fig. 20.  HPS documentary interviewee (2026)

Fig. 21.  DJ Soulbeat performing
(2026)

Fig. 22.  DJ Soulbeat social media (2026)



Classification: Cultural AI mediator and creative marketing
lead 
Industry background: Salome currently works for an AI
research & development company and is also the founder
of Tones, an award-winning production, media and events
company. She has recently launched Tones platform, an AI-
powered brand activation platform connecting brands with
vetted independent creatives & reducing team assembly
from weeks to minutes. 
Rationale: Salome was selected due to her unique position
at the intersection of creative production and AI
development as the founder of Tones, a platform that
evolved from a podcast into a creative agency. As someone
already working closely with AI systems, she provided a
valuable perspective on how cultural meaning interpreted,
structured and potentially reshaped within AI environments,
making her a key contributor to the project

SALOME

Fig. 23.  HPS documentary interviewee (2026)

Fig. 24.  Tones platform website preview (2026)



Classification: Cultural creative direction and production
Industry background: Chi is a social media strategist and
creative director working accross music, fashion and brand
campaigns. Her role involves translating strategic concepts
into executed content, requiring ongoing decision making,
problem solving and creative direction 
Rationale: She was selected for her experience in leading
production processes, where human judgment and
adaptability are essential. Her perspective demonstrates
how creativity operates beyond automation, highlighting
the importance of intuition and contextual decision making
within storytelling

CHI

Fig. 25.  HPS documentary interviewee (2026)

Fig. 26.  Chi’s work on LinkedIn  (2026)



Classification: Cultural translator and heritage
representation
Industry background: Nav1s is a music artist whose work
is influenced by spiritual, communal and cultural traditions.
His creative practice reflects the integration of heritage and
contemporary production, proving how cultural narratives
are carried through music
Rationale: He was selected for his ability to translate
cultural heritage into modern creative outputs. His
perspective was really important in showing how
storytelling is shaped by lived experience and cultural
lineage, elements that are difficult for AI systems to
accurately replicate 

NAV1S

Fig. 27.  HPS documentary interviewee (2026)

Fig. 28.  NAV1S Youtube profile (2026)



Classification: Platform native cultural production
Industry background: Brandon is a content creator and
vocal engineer whose work is rooted in digital platforms
and music production. His early success on social media
influenced his engagement with digital marketing and
content creation, while his musical background informs his
approach to sound and storytelling
Rationale: He was selected for his understanding of
platform-driven creativity and digital storytelling. His
perspective highlights how cultural production is shaped
by both technology and personal experience, reinforcing
the role of human input within digital environments. 

BRANDON

Fig. 29.  HPS documentary interviewee (2026)

Fig. 30.  Brandon’s LinkedIn post about perfectionism   (2026)



Classification: Cultural economic mediator 
Industry background: Paul is a digital marketer working
within the evolving landscape of AI integration in the
creative industries. His role consists of adapting marketing
strategies to incorporate emerging technologies while
maintaining audience engagement and brand relevance 
Rationale: He was selected to provide insight into how
industry professionals navigate the balance between AI
efficiency and creative authenticity. His realistic and future
focused perspective highlights how AI is approached as an
inevitable tool that must be strategically managed rather
than resisted 

PAUL

Fig. 32.  Paul’s LinkedIn post on generational mark in Africa  (2026)

Fig. 31.  HPS documentary interviewee (2026)



APPENDIX B (C) 
RESEARCH NOTES BY
INTERVIEWER



Fig. 33.  Research notes by Nina   (2026)



Fig. 34.  Research notes by Nina (2026)



Fig. 35.  Research notes by Nina (2026)



Fig. 36.  Research notes by Nina (2026)



Fig. 37.  Research notes by Nina (2026)



Fig. 38.  Research notes by Nina (2026)



Fig. 39.  Research notes by Nina (2026)



APPENDIX B (D) 
AI CULTURAL
COMPARISON



The same prompt was consistently used across all AI-
generated images to ensure comparability of outputs:
“Create an accurate image of ‘Panu di Pinti’, a traditional
textile from Guinea-Bissau, showing its patterns, colours,
and how it is worn in real life.”

This prompt was intentionally designed to test the ability
of AI systems to generate culturally specific and accurate
visual representations. While the AI-generatedvisuals that
broadly resembled West African textiles, they failed to
capture the cultural specificity, symbolic patterns and
contextual meaning associated with Panu di Pinti. This
highlights a key limitation of AI systems, which rely on
existing datasets that may lack depth, diversity or accurate
representation of less globally documented cultural
artefacts.
The use of a single, repeated prompt also allowed for a
controlled comparison between AI-generated outputs and
real imagery. This reinforced the project’s argument that
even when guided, AI struggles to replicate the nuance
and cultural meaning embedded within human created
artefacts.

Fig. 41.  ElevenLabs cultural  image prompts   (2026)

Fig. 40.  Leonardo AI cultural image prompts (2026)



APPENDIX B (E)
INTERVIEW
TRANSCRIPTION 
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APPENDIX B (F)
PRODUCTION EVIDENCE 



Interview brief sent to participants following confirmation
of attendance, outlining the documentary’s purpose,
discussion themes, filming expectations and studio
location details prior to production

Fig. 42.  Interview brief   (2026)



Poster created to seek additional production support from
UCA students during filming and editing stages. Although
no collaborators responded, this demonstrates an initial
attempt to source production assistance before
independently managing the project

Fig. 43.  Interview brief   (2026)



Evidence of studio booking and scheduling used to
support production planning and filming logistics.

Fig. 44 & 45.  Studio booking confirmation   (2026)



 Communication with participants confirming
involvement and coordinating interview
availability for filming

Fig. 46 & 47.  Message participant confirmation   (2026)



Production schedule created to organise confirmed
participant filming slots across both interview dates,
supporting time management and production continuity

Fig. 48.  Production schedule notes(2026)



Since filming  took place in two different
dates, I I drew a sketch planning camera
positioning, lighting and participant
placement to maintain visual consistency
throughout the documentary.I also prepared
production reminders, such as lighting setup,
camera positioning and charging extra
batteries, to ensure filming days ran smoothly
as I was solely responsible for production.
Alongside this, I also created a checklist to
organise filming requirements, equipment
and interview preparation across production
days

Fig. 49 & 50.  P roduction notes(2026)



During the production process, I noted down times
when interviewees provided insights or made
comments that would be useful to support this
project’s argument. This allowed me to stay organised
and find all responses and key moments easily  

Fig. 51. Useful clips notes(2026)



Behind-the-scenes images from the initial test
shoot used to evaluate lighting, camera
framing and audio quality prior to filming
participants.

Fig. 52 & 53 Test-shoot BTS.(2026)



Behind-the-scenes production images
documenting the interview process and
studio setup during filming

Fig. 54 & 55 Filming day BTS.(2026)



Images documenting the post-production
process in Adobe Premiere Pro, including video
editing, sequencing and audio refinement during
documentary development

Fig. 56, 57 & 58 Editing process evidence (2026)



APPENDIX B (G)
 ETHICAL FORM  



Research Ethics – Tier 1 Checklist (to be completed for all research proposals) 
    

updated 2020 1 

This Tier 1 Checklist must be completed for all research projects and approved at supervisor/school level.  
 

Name of researcher Nina Nababo Oquinieme  

Title of proposed project: Human- Powered Stories  
 

Student identification number 2207453 
 

Email 2207453@students.ucreative.ac.uk 
 

Line Manager/Supervisor/Tutor 
 

Kathleen Hinwood 

 
Brief outline of the project (250 words maximum): 
Human-Powered Stories is the definitive creative research project that establishes a new industry standard 
and certification for authentic digital content using a Human AI Storytelling Framework validated by the 
authentic narratives of Black creatives, to prove that AI can support storytelling, but the soul comes from 
people.  
 
 
 

 
Does the study involve human participants, directly or virtually (i.e., interviews or survey)?  YES 
 
If Yes, continue to Question 1.   
 
If No, continue to question 12. 
 

Issues that may indicate mitigation measures and/or ethical approval by Research Committee are 
necessary 
1 Does the study involve participants who are unable to give informed consent? (see 

17.2a below) 
Yes No 

2 Does the research involve sensitive topics? (see 17.2b) 
 

Yes No 

3 Does the research involve groups where the permission of a gatekeeper is normally 
required for initial access? (see 17.2c) 

Yes No 

4 Is the research to be conducted without the full and informed consent of the 
participant? (17.2d) 

Yes No 

5 Does the research involve access to records of personal or confidential information 
concerning identifiable individuals? (17.2e) 

Yes No 

6 Does the research induce, or have the potential to induce, psychological stress, 
anxiety or humiliation or to cause more than minimal pain? (17.2f) 

Yes No 

7 Does the research involve, or have the potential to involve, intrusive interventions 
that participants would not normally encounter, or which may cause them to reveal 
information that could cause concern in the course of their everyday life? (17.2g)  

Yes No 

8 Will the research take place outside the UK? 
 

Yes No 

9 Will the research involve respondents to the internet or other visual/vocal methods 
where respondents may be identified? 

Yes No 

10 Will financial inducements (other than reasonable expenses and compensation for 
time) be offered to participants? 

Yes No 



Research Ethics – Tier 1 Checklist (to be completed for all research proposals) 
    

updated 2020 2 

11 Will the study involve NHS patients or staff? (17.8) 
 

Yes No 

 
If you have answered Yes to any of the questions above, you should submit further details of measures to 
mitigate ethical risks and a formal application for ethics approval using the UCA Research Ethics Tier 2 
Application for Approval form. The form should be submitted to the Research Committee via the Research 
Office. 
 
If you answered No to all the above questions, then you do not need to submit your project for formal ethics 
approval. You will need to complete the questions below and include a signed copy as an appendix in your 
proposal and final project. 
 

Further issues that require consideration in research good practice  
12 Have the topic and any ethical implications been addressed with your supervisor/line 

manager? 
Yes No 

13 Does the topic merit further research of the kind being proposed and is it appropriate 
to the level of study? 

Yes No 

14 Do you, as the researcher, have the skills to carry out this research? 
 

Yes No 

15 Are the participant information sheet or leaflet and consent forms appropriate? 
 

Yes     NA No   

16 Are the procedures for recruitment of participants and obtaining informed 
consent appropriate? 

Yes NA No   

17 Are the procedures for ensuring confidentiality/anonymity of respondent data 
appropriate? 

Yes NA No 

18 Has a risk assessment been carried out and the form completed, where 
necessary? 

Yes NA No 

19 If your work involves more than one participant, or a public facing research 
practice (eg., a participant performance in a public place, work with vulnerable 
groups) have you included a detailed work and contingency plan, according to 
regional and national variations on health conditions as advised by the UK Govt. 

Yes NA NO 

 
I have read the UCA Research Ethics Code of Practice  
 
Signature Applicant: 

This project complies with the UCA Research Ethics 
Code of Practice 
Signature Supervisor/Tutor: 
 
 

Date: 16/02/2026 
 

Date: 16/02/2026 

 
 
  



Research Ethics – Tier 1 Checklist (to be completed for all research proposals) 
    

updated 2020 3 

Below are extracts from the key areas of the UCA Research Ethics Code of Practice: 
17. Consideration of Ethical Issues  
17.1 As outlined under 3.1, all research is subject to ethical consideration and requires an assessment of ethical risk, taking 
into account professional codes of practice where these exist, as well as subject specificity.  
 
17.2 The following research would normally be considered as involving more than minimal risk and therefore requires 
documented measures to mitigate potential risks, and consideration by the University Research Committee:  

a. Research involving vulnerable groups or individuals, for example children and young people under 18, those with a 
learning disability or cognitive impairment, or individuals in a dependent or unequal relationship. 

b. Research involving sensitive topics such as:  
- Sexual behaviour  
- Illegal, political or religious behaviour  
- Experience of violence, abuse, exploitation and/or other racist or sexist behaviour  
- Mental health  
- Physical health and treatment.  

c. Research involving groups where the permission of a gatekeeper is normally required for initial access to members 
e.g. ethnic or cultural groups, native peoples or indigenous communities. 

d. Research involving deception or which is conducted without participants’ full and informed consent at the time 
the study is carried out. 

e. Research involving access to records of personal or confidential information concerning identifiable individuals. 
f. Research that would induce psychological stress, anxiety or humiliation or cause more than minimal pain. 
g. Research involving intrusive interventions such as vigorous physical exercise, where participants would not 

normally encounter such interventions, or which may cause them to reveal information that causes concern in the 
course of their everyday life.  

 
17.3 Vulnerable groups include any person(s) who may be precluded from giving informed consent. Note that this does not 
necessarily include all groups whose consent is given by parents or by those in loco parentis. It should additionally be noted 
that even in those circumstances the ‘real’ consent of those individuals under study should also be sought wherever 
possible (sample consent forms are available from the Research Office).  
 
17.4 Deceptive research is that which is undertaken when the investigator deliberately conceals or significantly 
misrepresents his or herself, the true nature of the research or any other significant aspect of the research: examples may 
include covert observation, the stating of a misleading research purpose or providing a misleading professional identity or 
institutional affiliation on part of the researcher(s).  
 
17.5 No specific approval is needed for research not covered within the categories detailed in Section 17.2, although all 
projects must adhere to the principles laid out in this Code and the University requires all staff or students undertaking 
research to ensure that at each stage of the process, research is undertaken in a professional and ethical manner.  
 
17.6 In particular all researchers will ensure that: 

• Respect for Intellectual Property Rights and Copyright law is maintained in compliance with University guidelines. 
• Researchers will be open and transparent regarding the purpose, methods and possible uses of research.  
• Researchers will maintain the right to anonymity of any research respondents/subjects, and highlight any possible 

risks to staff or subjects arising from the research.  
• Researchers will act within the law regarding the sourcing and use of research information and respect the 

obligation to acknowledge support and collaboration.  
• Researchers will at all times act within the law of the UK and the law of any other country within the research 

being undertaken.  
 
17.7 Research involving animals/animal tissue requires a license under the Animals (Scientific Procedures) Act 1986. 
Research involving human tissue including its display requires a license under the Human Tissue Act (2004). 
Experimentation / anatomical examination in human morbid anatomy requires a license under the 1984 Anatomy Act.  
 
17.8 Research involving NHS patients or staff must be approved by NRES; see the NRES website for further information 
(www.nres.npsa.nhs.uk). Research involving patients or staff of other medical providers must be ethically approved by 
these institutions.  
 
17.9 If there is any doubt as to whether a particular research project needs approval, advice should be sought, for staff, 
from the Research Manager or Head of School, and for PGR students, from the Research Degrees Leader or supervisors.  
 



APPENDIX B (H)
PARTICIPANT FORM 



 
Participant Information Sheet 

Study title  
Human-Powered Stories Documentary 
 
 
The Aim(s) of the project 
This project is a short documentary exploring personal identity, creativity, culture, belonging, 
and reflections on human expression in relation to AI-generated work in the creative 
industries. The aim is to capture authentic personal stories and perspectives through 
conversational interviews 
 
Name of the researcher and contact details  
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
 
My line manager/supervisor name and contact  
Kathleen Hinwood 
University for the Creative Arts (UCA), Epsom 
Email: Kathleen.Hinwood@uca.ac.uk 
 
What is involved in participating in this project? 
Participation involves taking part in a recorded interview lasting approximately 30–45 
minutes in a studio setting at UCA Epsom. 
The interview will be conversational and guided by open-ended questions. You may skip any 
questions and stop the interview at any time. 
 
Age Requirement 
Participants must be 18 years of age or older  
 
Details of any risks associated with participation 
There are no foreseeable physical risks. Some questions may be personal or reflective; you 
may choose not to answer any question that makes you uncomfortable. 
 
The type(s) of data to be collected 
Video and audio recordings of the interview, as well as basic demographic information such 
as name and role (if consented). 
 
 

mailto:2207453@students.ucreative.ac.uk
mailto:Kathleen.Hinwood@uca.ac.uk


 
How the data will be collected  
The recordings will be used for a university documentary project and academic assessment. 
The film may be shown in educational contexts such as coursework presentations, 
exhibitions, portfolios, and university platforms. 
 
 
Confidentiality terms associated with the data 
You may choose whether your real name is used or whether you remain anonymous. 
Personal contact details will not be shared outside this project. 
 
Compliance with the General Data Protection Regulation (GDPR) and Freedom of 
Information Acts 
All data will be stored securely on password-protected devices and handled in accordance 
with the UK General Data Protection Regulation (GDPR) and the Data Protection Act 2018. 
Only the researcher and supervisor will have access to the raw footage. 
 
The time commitment expected from participants 
Participation is voluntary. You may withdraw your participation and data at any time up 
until 1 May 2026 by contacting the researcher. If you withdraw before this date, your footage 
will not be used. After this date, the project will be submitted for assessment on 13 May 
2026, and it may not be possible to remove your footage. 
 
Time Commitment  
The interview will last approximately 30–45 minutes. You are not required to stay beyond 
your interview slot. 
 
How and when data will be destroyed  
All raw interview recordings and personal data will be stored securely on password-protected 
devices in accordance with GDPR. After the project has been assessed, the raw footage and 
identifiable personal data will be deleted by 1 September 2026. The final edited documentary 
may be retained for academic assessment and portfolio purposes. 
 
Compensation  
Participants will not receive payment or reimbursement for participation. A small token of 
appreciation may be provided after participation. 
 
How the results of the research will be made available to participants 
Participants will be offered the opportunity to view the final documentary after submission. A 
private viewing link or screening will be shared with participants upon request. 
 
 



 
How and when data will be published  
The final documentary will be submitted for academic assessment in May 2026 and may be 
shared in university contexts, such as coursework presentations, exhibitions, or on university 
platforms, and included in the researcher’s academic portfolio. Raw interview footage and 
personal data will not be publicly published. 

 
If you have any questions, please contact Nina at 2207453@students.ucreative.ac.uk 
If you have any concerns about the ethics of this project you may contact Kathleen at 
Kathleen.Hinwood@uca.ac.uk 
 



APPENDIX B (I)
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HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User
16/02/2026

Nina Nababo Oquinieme
Gabriella « gabby » watson

Nina Nababo Oquinieme
2234198@students.ucreative.ac.uk

Mobile User



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User
16/02/2026

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme

Nina Nababo Oquinieme



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User
16/02/2026

Nina Nababo Oquinieme
DJ SOULBEAT

Nina Nababo Oquinieme
Djsoulbeat98@gmail.com

Mobile User
16/02/2026

Nina Nababo Oquinieme



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User
16/02/2026

Mobile User



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Nina Nababo Oquinieme
Salome Tirado

Nina Nababo Oquinieme
28/04/2026

Nina Nababo Oquinieme
28/04/2026

Nina Nababo Oquinieme



 

 
HUMAN-POWERED STORIES DOCUMENTARY – CONSENT FORM 

 
Project Title: 
Human-Powered Stories Documentary 
Researcher: 
Nina Nababo Oquinieme 
Final Year Student, Digital Marketing and Social Media 
University for the Creative Arts (UCA), Epsom 
Email: 2207453@students.ucreative.ac.uk 
Supervisor: 
Kathleen Hinwood, University for the Creative Arts 
 
Participant Details 
 
Participant Name: __________________________ 
Participant Email (optional): _______________________ 
 
Consent Statements 
 
Please tick each box to indicate your consent: 
☐ I have read and understood the Participant Information Sheet for this project. 
☐ I understand the purpose of the documentary and what my participation involves. 
☐ I understand that my participation is voluntary and I can stop the interview at any time without giving a reason. 
☐ I understand that the interview will be audio and/or video recorded. 
☐ I understand that my words and image may be used in a university documentary project and academic assessment. 
☐ I understand that the footage may be shown in educational contexts (e.g. presentations, exhibitions, portfolio, UCA 
platforms). 
☐ I understand how my data will be stored securely in line with GDPR. 
☐ I understand that I can request withdrawal of my data before the project submission deadline by contacting the 
researcher. 
☐ I confirm that I am 18 years of age or older. 
 
Anonymity Options (please tick one) 
 
☐ I consent to my real name being used in the documentary. 
☐ I prefer to remain anonymous (my name will not be shown). 
 
Participant Declaration 
 
I confirm that I voluntarily agree to take part in this documentary project and that I have had the opportunity to ask questions. 
 
Participant Signature: __________________________ 
 
Date: __________________________ 
 
 
Researcher Declaration 
 
I confirm that I have explained the project and consent process to the participant. 
 
Researcher Signature: __________________________ 
 
Date: __________________________ 

Mobile User



APPENDIX B (J)
TOKEN OF APPRETIATION

A small token of appreciation was provided to each
participant in the form of a handmade notebook, created
using UCA’s bookbinding resources. The notebook was
intentionally designed as a reflection of the project’s core
themes, with a hand-drawn mark on the cover symbolising
human imperfection and individuality. Inside, a handwritten
message expressed gratitude and invited participants to use
the space for their own thoughts, ideas and reflections,
emphasising that these are experiences “only you can tell.”
The pages were left blank to allow complete creative
freedom, reinforcing the value of personal expression. This
gesture was not intended as an incentive, but as an
acknowledgement of the participants’ contributions and the
importance of human voice within the project

Fig. 59.  HPS Notebook design   (2026)

Fig. 60.  HPS  physical Notebook
(2026)



APPENDIX C
HPS QUESTIONNAIRE
FEEDBACK





Hi sorry for the confusion in the previous email, here is the link for the documentary

Best,

Nina

From: 2207453 Nina Nababo Oquinieme <2207453@students.uca.ac.uk>
Sent: 27 April 2026 19:25
To: 
Subject: Re: Documentary viewing & Follow- Up Discussion

Hi ,

Thank you for your interest in taking part.

Here is the private link to the documentary (available for 48 hours):

Once you’ve watched it, please complete the short questionnaire below:

Human- Powered Stories: Documentary Feedback Questionnaire  – Fill in form

Your responses will help evaluate how effectively the documentary communicates its
exploration of AI and human storytelling.

If you have any additional thoughts after completing the survey and would like to discuss
them further, feel free to reach out 

Best,

Nina

From: 
Sent: 27 April 2026 19:22
To: 2207453 Nina Nababo Oquinieme <2207453@students.uca.ac.uk>
Subject: Re: Documentary viewing & Follow- Up Discussion

Hello Nina,

I would love to give my thoughts and perspectives, feel free to send the documentary over.

27/04/2026, 19:52 Sent Items - 2207453 Nina Nababo Oquinieme - Outlook

https://outlook.cloud.microsoft/mail/sentitems/id/AAQkAGRhYWUxNjcwLTVhYjMtNDFlOC1hYWQwLTU0N2IxMjg3YTQ2MwAQAGxE16%2BwubNLjW… 1/2

https://ucreative-my.sharepoint.com/:v:/g/personal/2207453_students_ucreative_ac_uk/IQB_9zy7SFtyT4SQy6HozpJfARuBbLmkdCo9uNi6BPV5a7I?email=2303957%40students.uca.ac.uk&e=sp7u6L&nav=eyJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbFZpZXciOiJTaGFyZURpYWxvZy1MaW5rIiwicmVmZXJyYWxBcHBQbGF0Zm9ybSI6IldlYiIsInJlZmVycmFsTW9kZSI6InZpZXcifX0%3D&referrer=Outlook.Web&referrerScenario=email-linkwithembed
https://forms.office.com/e/2ThTZzPWMg


Bets regards,
Jamie

Jamie Belsham (He/Him)
Lead Student Representative - DMSM

From: 2207453 Nina Nababo Oquinieme <2207453@students.uca.ac.uk>
Sent: 27 April 2026 19:16
To: 
Subject: Documentary viewing & Follow- Up Discussion

Good afternoon J , 

I hope this email finds you well. 

I'm currently working on my final degree project and have produced a short documentary
exploring this topic

I'm looking for a small group of people to watch it and complete a short survey to share their
thoughts and perspectives

Given your experience in the creative industries, I thought your input would be particularly
valuable 

If you are interested, please let me know, and I'll send you the link to the documentary
(available for 48 hours) along with the survey

Best, 

Nina

27/04/2026, 19:52 Sent Items - 2207453 Nina Nababo Oquinieme - Outlook

https://outlook.cloud.microsoft/mail/sentitems/id/AAQkAGRhYWUxNjcwLTVhYjMtNDFlOC1hYWQwLTU0N2IxMjg3YTQ2MwAQAGxE16%2BwubNLjW… 2/2



View results

Anonymous 07:28
Time to complete

1

Respondent

1–5 (Very poor  Excellent)

Overall, how would you rate this documentary?1.

What do you think the main message of the documentary was?  * 2.

I think the main message of the documentary was that AI will affect each individual differently
and everyone is going to have a different viewpoint or concern with it depending on where in
their lives AI will be present.

Did the documentary feel authentic and emotionally engaging? Why or why 
not? * 

3.

The documentary felt extremely genuine and human. It felt like you were in the room with each
interviewee just having a natural conversation.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 1/2



Yes

No

Maybe

The aim of this documentary is to explore how human input remains 
essential within creative industries, even as artificial intelligence becomes 
more integrated into production processes. Based on this, the project 
proposes a Human–AI storytelling framework that positions AI as a 
supportive tool rather than a replacement for human creativity.  As part of 
this concept, a certification (similar to models such as B Corp) is proposed, 
allowing businesses to demonstrate that their content maintains a clear 
human presence and ethical use of AI

 If you were a brand or business, would you consider using this approach to 
maintain authenticity in your content?   * 

4.

What was the most effective aspect of the documentary? * 5.

I think the simplicity of the set design paired with the music set the tone for the documentary
keeping it strictly informational and genuine. I also think in the beginning of the documentary
showing an example of how AI couldn’t replicate emotion and culture into the textiles made an
effective point.

What could be improved or made clearer? * 6.

I think maybe adding subtitles could help support audio just so the viewer has clear
understanding of what’s being said.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 2/2



View results

Anonymous 50:20
Time to complete

2

Respondent

1–5 (Very poor  Excellent)

Overall, how would you rate this documentary?1.

What do you think the main message of the documentary was?  * 2.

AI, it was the main highlight of the documentary, however I know that the main aim of this
documentary is to highlight the black history, this could of have been more dominant if most of
the questions weren't linked to AI. The black history was there, it was bought up and spoken
about, however, the whole concept of AI covered the main aim of the documentary but I still
enjoyed it and learned through the diversified messages that all of the guests had to bring up.

Did the documentary feel authentic and emotionally engaging? Why or why 
not? * 

3.

At some points it did, when it comes to the black history as I am black myself and when it
comes to the topic linked to AI it also felt engaging as it's a tool that is nowadays used
everywhere, it's hard to avoid it. Therefore I felt identified by it since it's a very powerful tool to
gain efficient resources, however, are they 100% reliable? hence why I share the same opinion
as some of the guests "AI, you won't take over us" which is a really important message specially
in this society. It's important that we highlight and work on our values before we rely too much
on robots and AI generated platforms to the point that we start to feel useless and weak, and by
weak I mean that you won't know how to use the knowledge and skills that you have in you
since you had been supporting yourself with AI at all times instead of training your brain with
the general knowledge that you already got in you.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 1/2



Yes

No

Maybe

The aim of this documentary is to explore how human input remains 
essential within creative industries, even as artificial intelligence becomes 
more integrated into production processes. Based on this, the project 
proposes a Human–AI storytelling framework that positions AI as a 
supportive tool rather than a replacement for human creativity.  As part of 
this concept, a certification (similar to models such as B Corp) is proposed, 
allowing businesses to demonstrate that their content maintains a clear 
human presence and ethical use of AI

 If you were a brand or business, would you consider using this approach to 
maintain authenticity in your content?   * 

4.

What was the most effective aspect of the documentary? * 5.

The fact that everyone had a different perspective on the usage of AI, because nobody is wrong
or right for me when it comes to deciding on the usage of AI, as it has been mentioned
previously in the documentary, it depends on how you use it and for what you use it. Therefore
hearing diversified answers got me thinking "okay, there's actually no correct response when it
comes to using or not using AI".

What could be improved or made clearer? * 6.

What I believe that should of been made more clearer is the focus of the topic, because some
people could get lost with the different topics, therefore I would of recommend to have focus on
one main topic then bring the other up slightly, because we started the video with a cultural
introduction then we finished with the topic of AI, or maybe the cultural theme could of had
been linked more to the topic of AI and have both under one title, so we can then see both
perspectives and not hear more of one topic than the other. But overall, I have really enjoyed
watching it, could of had possibly also added some background images or videos behind the
guests whilst they were speaking to bring more attention into the viewer, but I am really
impressed and happy with the results delivered in this documentary.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 2/2



View results

Anonymous 11:06
Time to complete

3

Respondent

1–5 (Very poor  Excellent)

Overall, how would you rate this documentary?1.

What do you think the main message of the documentary was?  * 2.

Including minority groups story in development of AI.

Did the documentary feel authentic and emotionally engaging? Why or why 
not? * 

3.

The questions posed were relevant.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 1/2



Yes

No

Maybe

The aim of this documentary is to explore how human input remains 
essential within creative industries, even as artificial intelligence becomes 
more integrated into production processes. Based on this, the project 
proposes a Human–AI storytelling framework that positions AI as a 
supportive tool rather than a replacement for human creativity.  As part of 
this concept, a certification (similar to models such as B Corp) is proposed, 
allowing businesses to demonstrate that their content maintains a clear 
human presence and ethical use of AI

 If you were a brand or business, would you consider using this approach to 
maintain authenticity in your content?   * 

4.

What was the most effective aspect of the documentary? * 5.

The set up, question posed and the introduction by the interviewer.

What could be improved or made clearer? * 6.

Interviewee’s introductions were too long and not necessary relevant.

02/05/2026, 15:56 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 2/2



View results

Anonymous 26:11
Time to complete

4

Respondent

1–5 (Very poor  Excellent)

Overall, how would you rate this documentary?1.

What do you think the main message of the documentary was?  * 2.

The message was pretty simple, AI doesn't understand the nuances of culture. Particularly, in
this instance, Black cultures. A problem with AI, addressed from the beginning, is how it has
tendency to accumulate/merge together all the sub-cultures into one new made-up culture
(shown with the ai image of the patterns)

Did the documentary feel authentic and emotionally engaging? Why or why 
not? * 

3.

I was interested from the start, it was a good hook. I knew what I was watching in the first few
minutes. The majority of the remaining documentary was the interview section; which started
off as engaging, but got, in all honesty, a bit boring. A. lot of the answers felt a bit repetitive and
long. This wasn't necessarily the fault of the questions asked, just perhaps the video could have
been edited down a bit more

02/05/2026, 15:57 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 1/2



Yes

No

Maybe

The aim of this documentary is to explore how human input remains 
essential within creative industries, even as artificial intelligence becomes 
more integrated into production processes. Based on this, the project 
proposes a Human–AI storytelling framework that positions AI as a 
supportive tool rather than a replacement for human creativity.  As part of 
this concept, a certification (similar to models such as B Corp) is proposed, 
allowing businesses to demonstrate that their content maintains a clear 
human presence and ethical use of AI

 If you were a brand or business, would you consider using this approach to 
maintain authenticity in your content?   * 

4.

What was the most effective aspect of the documentary? * 5.

My first thought would be to say the most effective part was seeing people's perspectives; but
that's not right. The most effective part was actually getting me to think about AI and its role in
depicting culture. It is not something I ever thought about, but I did during and after the
documentary. Essentially awareness. The documentary made me aware

What could be improved or made clearer? * 6.

It was all clear, but it did 'drag' towards the end. I think some of the less substantive answers
should have been cut short or cut out, as it began to feel slow and repetitive. Perhaps it needed
a small scenery change for the last quarter

02/05/2026, 15:57 Human- Powered Stories: Documentary Feedback Questionnaire 

https://forms.office.com/Pages/DesignPageV2.aspx?origin=NeoPortalPage&subpage=design&id=DDGcBsLUVEWxZpDKgFpeqhX9CzNz98BImbf2ZRflUNR… 2/2



APPENDIX D
AUDIO-VISUAL AND MEDIA
REFERENCES



All original documentary footage, interviews and behind-the-scenes content were produced by the
author unless otherwise stated. External media assets were included for research, contextual and

illustrative purposes only.



 Fig. 1. ElevenLabs cultural fabric (2026) [AI-generatedimage]. At: https://www.elevenlabs.io

Fig. 2. Leonardo AI  cultural fabric (2026) [AI-generatedimage]. At: https://leonardo.ai



Fig. 4. Traditional ceremony (2026) [Online image]. At: https://www.instagram.com/p/DHEWxpKMdfJ/?img_index=2

Fig. 3. Leonardo AI  cultural fabric (2026) [AI-generatedimage]. At: https://leonardo.ai

Fig. 5. The Traveling ZAM (2025) First Impressions of GUINEA BISSAU || West Africa Travel Vlog.
[YouTube video]. Available at: https://www.youtube.com/watch?v=ivYUc7k2-bE&t=29s



Fig. 6. Nababo. N. (2026) Traditional wear at graduation[Photography]. In possession of: the author: Epsom. 

Fig. 7. Traditional wedding (2026) [Online image]. At: https://www.instagram.com/p/DKFWYNjsFkk/

Fig. 8. Nababo. N. (2026) Traditional wear [Photography].  In possession of: the author: Epsom. 



Fig. 9. Google Earth (2025) Screen recording of Guinea-Bissau location footage. Used within documentary
introduction. Available at: https://earth.google.com/

Fig. 10. Daramé Family (2022) Panu di Pinti - a beautiful weaving tradition of Guinea-Bissau. [YouTube
video]. Available at: https://www.youtube.com/watch?v=tK866_ZsgV0 

https://earth.google.com/


R&D LOG Section 2



INTRODUCTION
This R&D log documents the progression of the Human-Powered
stories project from initial idea to final outcome. It reflects on the
research methods, creative decisions, and iterative processes that
informed the development of both the documentary and the
framework. 



INITIAL IDEA AND
DIRECTION

The initial idea for this project emerged from an early interest in AI and its growing presence
within the creative industries. At the beginning of the course, reflecting on everyday
experiences and emotional reactions to media highlighted the role of storytelling in
connecting with audiences. Attention was drawn to advertisements that create strong
emotional or nostalgic responses. Research has shown that advertisements which evoke
strong emotional or nostalgic responses are more effective in engaging audiences and
influencing memory (Zhao et al., 2014) leading to an exploration of how storytelling functions
within marketing and media. 

This direction developed further through exposure to real- world examples, such as AI-
generatedcampaigns, like Coca-Cola 2025 Christmas ad, and industry events including Black
Tech Fest (BTF), which emphasised innovation, representation and authorship within
technology. These experiences raised critical questions around realising reliance on AI and its
impact on authenticity, particularly in relation to who creates stories and how they are
communicated. As a result, the project evolved from a general interest in AI within marketing
to a more focused exploration of storytelling. 



DEVELOPMENT OF
RESEARCH  APPROACH 

A qualitative research approach was selected to prioritise human experience, emotion and
authenticity within storytelling. The decision to conduct semi- structured interviews was driven
by the belief that “qualitative research is beyond numerical generalisations and focuses on
understanding human stories. Real-life stories are at the heart of qualitative research because
they hold emotions, meanings, and perspectives that cannot be captured by numbers alone”
(Isik, 2025). Rather than relying solely on questionnaires, which can limit depth and nuance,
interviews allowed for the capture of tone, body language and emotional expression, all of
which are essential elements of meaningful storytelling. 

This approach was also influenced by my own identity as an aspiring storyteller. The interview
format became both a research method and a reflection of the project’s central argument.
Participants were selected based on their roles within the cultural and creative economy rather
than solely their job titles. These included individuals contributing to marketing creation, cultural
expression, cultural translation, cultural-economic mediation, creative direction and production,
platform-native cultural production, and cultural AI mediation. This approach enabled more
understanding of how storytelling operates across different creative contexts and how AI is
perceived within them. 



While questionnaires were initially avoided, they were later incorporated as a research method
following the HPS framework. This decision was made to evaluate audience responses and test
the relevance of the framework within a broader industry context. The questionnaire targeted
additional individuals, other than the interviewees from the documentary, within the creative
industries in order to gather diverse perspectives without repetition



EXPLORATION AND
EXPERIMENTATION

An initial test shoot was conducted to experiment with camera positioning and lighting
techniques, particularly as I had no prior experience in directing or producing filmed
content. This stage allowed for practical learning and informed later production decisions. 

The initial setup involved a three-camera setup (front, side and close- up) to explore
composition and visual variety. However, inconsistencies in lighting and camera
availability across filming days led to the decision to simplify the setup to a single front
facing angle, ensuring visual consistency and maintaining focus on participants’
expressions. 

The interview process itself functioned as a form of experimentation, allowing me to
observe tone, body language and emotional responses, which then informed the
documentary’s narrative structure. AI tools, including ElevenLabs, were also tested to
support transcription and audio processing. While these tools improved efficiency,
inaccuracies required manual correction, reinforcing the need for human oversight.



DEVELOPMENT OF
DOCUMENTARY

The documentary format was selected to prioritise authentic, unfiltered responses,
allowing participants to share experiences in their own words. An interview-led
approach was used to maximise depth and ensure all participants’ perspectives
contributed meaningfully to the overall narrative.

A minimal visual setup, including a black background, was intentionally chosen to
eliminate distractions and focus attention on body language, tone and emotional
nuance. This decision reinforced the project’s emphasis on capturing the embodied
aspects of storytelling, which are often absent in AI-generated content. 



DEVELOPMENT OF
THE FRAMEWORK

The HPS framework was initially developed during Component 1 and carried forward into
this project as a guiding structure. While the core idea remained consistent, its application
became more defined through both primary insights from interviews and secondary
research.

Research played a key role in shaping the framework, particularly in reinforcing the
importance of ethics, authenticity and human centred storytelling within AI-assisted
processes. The four-stage structure of the framework was maintained as it provided a clear
and balanced approach to integrating AI without compromising creative integrity.

A key moment in the development of the framework occurred during the editing process
where it became evident that the documentary itself was naturally following these stages.
This realisation confirmed the practical relevance of the framework, positioning it not only as
a conceptual model but as an applicable structure within real creative workflows.



CHALLENGES AND
PROBLEM SOLVING 

One of the biggest challenges through the project was managing the entire process
independently. I did create a poster looking for help from other fellow students
across UCA campuses for help during production and editing, despite efforts I failed
to find someone. While AI tools were integrated to support technical tasks, I often
became aware of the limits of working alone, particularly during production, editing
and postproduction. At several stages, it became clear that AI could not replace the
value of another human perspective or practical support.

A major frustration was the inaccuracy of AI-assisted tools. Transcription, subtitles,
and audio support required continuous checking and manual correction, which
reduced the efficiency initially expected from these technologies. An additional idea,
involving the inclusion of a realistic AI-generatedcharacter responding to one of the
documentary questions, was abandoned after repeated technical difficulties and
unsatisfactory results. Problem solving involved reviewing materials in detail, refining
outputs manually and accepting some imperfections, especially in audio quality. 



This experience was analytically significant. Each time where AI transcription failed by
misinterpreting words, omitting sentences or generating incorrect phrasing was a
demonstration of the project’s central argument. As Noble (2018) argues, AI systems present
themselves as neutral and objective when they are in fact shaped by the values and limitations
embedded in their training data. The repeated need for human correction was not just a
technical inconvenience but evidence that human judgement remains irreplaceable even at the
level of technical production, let alone creative authorship. This experience reinforced the
framework’s inconsistence on human curation as a non-negotiable stage in any AI-assisted
creative process. 



FINAL DIRECTION
AND OUTCOME 

Through this process, the project developed beyond a documentary into a broader
creative and strategic proposal. The final outcome combines an interview led
documentary, the HPS framework and the proposed certification model. Together,
these elements demonstrate how AI can be integrated into creative practice without
displacing human authenticity, cultural understanding or emotional depth. The
development process confirmed that the strongest outcome was not only the
documentary itself, but the wider system it helped to validate 



Isik, O. (ed.) (2025) International journal of English literature and social sciences. AI Publications. At: http://dx.doi.org/10.22161/ijels

Noble, S. U. (2018) Algorithms of oppression: How search engines reinforce racism. New York, NY, USA: New York University Press. At:
http://dx.doi.org/10.2307/j.ctt1pwt9w5

Zhao, G., Muehling, D. D. and Kareklas, I. (2014) 'Remembering the good old days: The moderating role of consumer affective state on the
effectiveness of nostalgic advertising' In: Journal of Advertising 43 (3) pp.244–255. At: http://dx.doi.org/10.1080/00913367.2013.853633
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CRITICAL SELF-
REFLECTION 

I have used Kolb’s reflective model (Kolb,
1984) for my project reflection. This
model focuses on 4 stages.

Fig. 1.  Kolb’s cycle diagram (2026) 



This project explored the relationship between AI and human storytelling, with the aim of
repositioning AI as a tool that supports rather than replaces human creativity. The outcomes
included the development of a Human–AI Storytelling Framework, a certification model and
an interview documentary. The documentary was the most intensive part of the project,
requiring full independent management of production, direction and editing. One key
challenge was the inability to secure all intended participants, particularly those with more
extensive industry experience.

Reflecting on this experience, working independently was both challenging and rewarding.
While there were moments of stress and a strong sense of needing someone for additional
support, there was also a sense of achievement in successfully managing the entire process.
Difficulties came when managing large amounts of information and articulating ideas clearly;
however, breaking tasks into smaller and manageable actions through structured to-do lists
helped overcome this. Frustration was also experienced when technical aspects, such as
camera angles and AI tools, did not perform as expected. Despite this, these challenges did
not significantly impact the overall outcome.

This project provided several key insights. Firstly, it reinforced the importance of human
involvement within creative processes, particularly in storytelling. While AI tools were useful
for efficiency, they frequently produced errors and required continuous human correction,
highlighting their limitations, aligning with the project’s core argument. Additionally, the
project led to a personal realisation of a strong passion for storytelling, as well as increased
confidence in creative ability and belonging within the industry. Skills development included
editing, strategic thinking and creative direction, which contributed to the successful
execution of the project.



In future, several changes would be made. Collaboration would be prioritised over
working independently, particularly during production, to improve efficiency and creative
input. While AI would still be used, greater consideration would be given to selecting the
most appropriate tools, especially for more complex creative elements such as AI-
generated characters. 

As someone from Guinea-Bissau, the Panu di Pinti experiment was not simply a research
exercise; it was a direct encounter with the risk of cultural erasure that AI represents for
communities whose stories exist outside dominant datasets.  This experience has
strengthened my intention to pursue a career in storytelling and brand strategy that is not
only authentic but actively protective of underrepresented cultural identities, and it will
remain the ethical foundation of my practice going forward. 



Figure 1. Reflective writing: Kolb. (2016) [Diagram] At: https://libguides.hull.ac.uk/reflectivewriting/kolb (Accessed 04/05/2026).
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	HUMAN-POWERED STORIES
	Component 2

	EXECUTIVE SUMMARY
	TABLE  OF CONTENTS
	RESEARCH &  CONTEXT
	Storytelling in the creative industries has a key role to play when it comes to creating a positive social change as stories can easily, meaningfully, and lastingly create deep connections between audiences and issues (Shah, 2024)
	In recent years, AI has increasingly been integrated into creative production processes.  To understand the broader context surrounding the integration of AI within creative industries, this research uses dimensions from STEPIC trend analysis framework used by WGSN that are relevant to this project. Within this framework, the technological growth of AI tools and the cultural demand for authentic human storytelling highlight the tensions explored in this project.
	of global brands use AI to tailor customer experiences (Twilio, 2025)
	of consumers wish to know when they are engaging with AI rather than a human (Twilio, 2025)
	of respondents see AI as a force for driving business efficiency but also fear unintended consequences(Joshi and Jones, 2023)
	STEPIC
	STEPIC
	STEPIC
	STEPIC
	OPPORTUNITY IDENTIFIED
	The research identifies a key opportunity to explore how artificial intelligence can be integrated into storytelling in a way that improves, rather than replaces, human authenticity and emotional connection. While AI offers a significant potential for efficiency and personalisation, concerns surrounding bias, trust and the loss of human creativity demonstrate a gap in how these tools are currently applied within the creative industries. Therefore, there is a need for a structured, human-centred approach that supports creators in using AI ethically and effectively, all while maintaining emotionally resonant and authentic storytelling.
	CREATIVE STRATEGY
	In response to this opportunity, a creative strategy has been developed to position the documentary as a human-centred exploration of AI-assisted storytelling, supported by the Brand Identity Prism (Azoulay and Kapferer, 2003) to communicate its values, purpose and relationship with its users, and audience focused approach.
	The target audience consists of creative professionals and media practitioners who are seeking to integrate AI into storytelling in a way that maintains authenticity, emotional engagement and audience trust.
	The framework also introduces the concept of a visible certification, similar to models such as B Corp, allowing brands to communicate and verify their commitment to ethical and human centred use of AI within their content. This will allow them to demonstrate that human touch was still the main element in their content.
	POSITIONING
	STATEMENT
	PRIMARY  RESEARCH
	This project is mainly focused on primary research, as the topic is about human experience, emotion, and cultural nuance, which cannot be fully captured through secondary data or quantitative methods.
	Two forms of primary research were carried out to support the development of the project. Firstly, semi- structured interviews were conducted with participants to gather personal perspectives and experiences relating to creativity, storytelling and AI within the creative industry. Secondly, audience feedback was collected following the screening of the documentary to evaluate how viewers respond to the themes explored in the film.
	This project adopts a qualitative, interview-led research methodology to prioritise lived experience, emotional nuance and cultural context. Semi-structured interviews were chosen to allow participants to articulate identity, creativity and cultural memory in their own words. (See Appendix B.a for interview questions). While questionnaires can be useful for gathering feedback from a broader audience, they often limit depth and nuance. Therefore, interviews were prioritised in the early stages of the research to capture more detailed and reflective insights.
	The interview format aligns directly with the project’s thematic focus on human storytelling in contrast to AI-generated narratives. By spotlighting voice, embodiment and reflection, the methodology itself becomes part of the argument that human experience cannot be fully captured through automated or data-driven systems.
	Participants were selected across a range of creative disciplines, including music artists, a DJ, digital marketers, a content creator, a creative strategist and director, and a creative founder to reflect the diversity of contemporary creative labour, enabling thorough comparison while maintaining thematic coherence.
	To support deeper analysis, participants were also categorised based on their role within the cultural and creative economy. These categories included:
	Cultural expression
	Cultural marketing creation
	Cultural translation
	Cultural-economic mediation
	Creative direction and production
	Platform-native cultural production
	Cultural AI mediation
	This classification allowed the research to move beyond job titles and instead examine how different forms of cultural labour interact with AI, storytelling and audience engagement within contemporary media environments. (See Appendix B.b for classification and rationale)
	This approach also reflects the change identified by (Jenkins and Deuze, 2008) where audiences and creators operate within interconnected cultural and production networks across digital platforms.
	Documentary link: Human-Powered Stories (final version)mp4.mp4
	FINDINGS
	The findings from the interviews revealed several key themes relating to identity, creativity and the role of AI within storytelling. These insights highlight a tension between the efficiency offered by AI and the irreplaceable value of human experience, emotion and cultural understanding (See Appendix B.e for interview transcription).

	AI AS A SUPPORTIVE TOOL RATHER THAN A CREATIVE AUTHORITY
	THE LACK OF EMOTIONAL DEPTH IN AI-GENERATEDNARRATIVES
	CULTURAL UNDERSTANDING AS EMBODIED RATHER THAN  DATA- DRIVEN
	AI EMPOWERMENT AND CREATIVE RISK
	Overall, the findings demonstrate that while AI is widely accepted as a valuable tool within the creative process, it is not perceived as capable of replacing human elements that define meaningful storytelling. Themes of identity, emotion and cultural experience consistently reinforced the importance of human involvement, supporting the need for frameworks that prioritise ethical and authentic AI integration.
	These findings are supported by academic research. The participants' observation that AI misses “the emotion I put into my work” aligns with Shusterman’s (2009) argument that aesthetic experience is grounded in embodied perception, which AI cannot replicate because it operates through pattern recognition. Similarly, the finding that culture is a “feeling, a smell, a vibe” reflects Jourdanous’ (2016) position that creativity cannot be understood through output alone but must account for the creators’ lived experience and social environment.
	The consistent concern about biased datasets agrees with Benjamin (2019), who demonstrates that AI systems do not simply inherit human bias but reflect geopolitical and cultural power structures,  making the underrepresentation of non-Western cultural data not an oversight but a structural condition.
	Together, these theoretical perspectives confirm that the primary research findings are not isolated observations but symptoms of a wider systemic limitation in AI-assisted storytelling
	FEEDBACK FOLLOWING SCREENING
	PRODUCTION
	PROCESS
	During the production process, several AI-assisted tools were used to support technical tasks such as transcription and audio clarity. ElevenLabs’ tools assisted with voice isolation and transcription of interview material, allowing the researcher to organise and analyse responses more efficiently. While AI supported these technical aspects, all creative decisions, including filming, editing and narrative construction, remained fully human led.

	CONCEPT   DEVELOPMENT
	INTERVIEW FILMING
	VISUAL AND CREATIVE ELEMENTS
	NARRATIVE CONSTRUCTION
	HUMAN-AI STORYTELLING FRAMEWORK
	Alongside the documentary. The project produces a Human-AI Storytelling framework designed to guide ethical and reflective use of AI within the creative storytelling processes
	This framework is structured as a multistage process designed to guide creators through the integration of AI within storytelling, ensuring that human input, curation and audience impact remain central.

	HPS CERTIFICATION
	Badge
	The Human–Powered Stories Framework is further operationalised through the HPS certification model, which translates these principles into measurable criteria for industry application. The project proposes the concept of a visual certification badge that signals the presence of meaningful human involvement within AI-assisted creative work: A human fingerprint. This badge would act as a form of transparency, allowing audiences to recognise when human perspectives and ethical curation remain central to the storytelling process.
	Finance: While obtaining access to the framework is free, the formal certification process involves one-off submission fees, verification fees and recurring annual fees. Costs are identified based on the applicant company’s revenue:
	Submission fee: £200 payable upon submitting the assessment (One-off payment)
	Verification Fee: A fee to cover audit process, ranging from £500- £2,000 (depending on business’s annual revenue)
	Annual fee: Once certified , companies pay £500 annual fee to maintain certification


	HPS FRAMEWORK IN   PRACTICE
	The HPS framework was applied throughout the development of the documentary, functioning as a creative guide and evaluative tool. The framework consists of four key stages: human input, AI assistance, human curation and audience impact. Each stage was actively implemented within the production process, demonstrating how AI can be integrated into storytelling while maintaining human authorship and authenticity.
	The framework offers a scalable approach that can be adopted by creative practitioners, brands and organisations seeking to integrate AI into their workflows without compromising human authenticity.
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	APPENDIX A
	CASE STUDIES FROM COMPONENT 1

	COCA-COLA AI CHRISTMAS AD
	Coca-Cola’s AI-generated Christmas ad was explored due to its attempt to recreate nostalgia and emotional familiarity through AI- generated visuals. While the campaign generated significant online attention, audience reactions raised concerns surrounding authenticity and emotional connection, with many viewers criticising the artificial appearance and lack of human warmth. This reflects wider concerns surrounding transparency in AI communication, with 54% of consumers stating they want to know when they are interacting with AI rather than a human one (Twilio, 2025). The campaign reinforced the importance of keeping emotional authenticity and visible human involvement within AI-assisted storytelling.

	MCDONALDS AI CHRISTMAS AD
	McDonald’s campaign was explored due to widespread online reactions to its chaotic and uncanny holiday visuals. While the advertisement attempted to create a festive atmosphere through AI- generated imagery, audiences criticised the unnatural appearance and lack of emotional authenticity with the scenes. The campaign highlighted how AI- generated aesthetics can struggle to recreate familiarity and emotional connection often associated with seasonal storytelling. This demonstrates wider concerns surrounding audience trust and transparency in AI- generated content, reinforcing the importance of human creative direction and emotional understanding within storytelling practices.

	GOOGLE “DEAR SYDNEY” AD
	Google’s “Dear Sydney” ad was explored due to public criticism surrounding the use of AI within emotionally sensitive storytelling. Audience reactions raised concerns that AI- generated assistance reduced the sincerity and personal meaning of the narrative, particularly in relation to self- expression and human emotion. Audience criticism also reflected broader anxieties surrounding AI- generated communication and its ability to represent diverse lived experiences authentically. The campaign highlighted wider concerns surrounding AI and trust, aligning with findings that 96% of global consumers express caution around trusting AI systems (KPMG, 2024). This case study reinforces the project’s argument that AI should support rather than replace human storytelling, particularly within emotionally driven narratives.

	APPENDIX B (A) INTERVIEW QUESTIONS
	APPENDIX B (B) INTERVIEWEES CLASSIFICATION AND RATIONALE
	Participants were selected based on their roles within the cultural and creative economy, ensuring a diverse range of perspectives on storytelling culture and AI. Rather than focusing only on their job titles, individuals were chosen for the individual ways in which their work engages with cultural production, creative processes and technological integration. This approach also supports a deeper understanding of how AI is perceived, applied and challenged within real world creative practices
	GABBY
	Classification: Cultural marketing creator  Industry background: Gabby is a content creator who documents local brands and campaigns while also leading What I Neva Kno a community-led series exploring untaught aspects of Caymanian culture and history. She presents herself as an educational influencer, positioning her content and shared learning experience rather than expert teaching Rationale: She was selected for her role in combining marketing with cultural education, offering insight into how storytelling can preserve and communicate local identity. Her perspective was valuable in exploring how cultural narratives are constructed and shared, particularly in contrast to AI systems that may overlook local knowledge and lived experience

	DJ “SOULBEAT”
	Classification: Cultural expression Industry background: DJ Soulbeat is a DJ and cultural curator specialising in African diasporic sound. His work involves translating Afrobeats and related genres to diverse audiences through live performance, using music as a medium for cultural communication and connection.
	Rationale: He was selected for his role as a cultural ambassador, using sound and performance to communicate identity and experience. His perspective highlights how storytelling can be expressed through embodied and sensory forms, offering contrast to AI-generatedoutputs that lack physical presence and emotional transmission

	SALOME
	Classification: Cultural AI mediator and creative marketing lead  Industry background: Salome currently works for an AI research & development company and is also the founder of Tones, an award-winning production, media and events company. She has recently launched Tones platform, an AI-powered brand activation platform connecting brands with vetted independent creatives & reducing team assembly from weeks to minutes.  Rationale: Salome was selected due to her unique position at the intersection of creative production and AI development as the founder of Tones, a platform that evolved from a podcast into a creative agency. As someone already working closely with AI systems, she provided a valuable perspective on how cultural meaning interpreted, structured and potentially reshaped within AI environments, making her a key contributor to the project

	CHI
	Classification: Cultural creative direction and production Industry background: Chi is a social media strategist and creative director working accross music, fashion and brand campaigns. Her role involves translating strategic concepts into executed content, requiring ongoing decision making, problem solving and creative direction  Rationale: She was selected for her experience in leading production processes, where human judgment and adaptability are essential. Her perspective demonstrates how creativity operates beyond automation, highlighting the importance of intuition and contextual decision making within storytelling

	NAV1S
	Classification: Cultural translator and heritage representation Industry background: Nav1s is a music artist whose work is influenced by spiritual, communal and cultural traditions. His creative practice reflects the integration of heritage and contemporary production, proving how cultural narratives are carried through music Rationale: He was selected for his ability to translate cultural heritage into modern creative outputs. His perspective was really important in showing how storytelling is shaped by lived experience and cultural lineage, elements that are difficult for AI systems to accurately replicate

	BRANDON
	Classification: Platform native cultural production Industry background: Brandon is a content creator and vocal engineer whose work is rooted in digital platforms and music production. His early success on social media influenced his engagement with digital marketing and content creation, while his musical background informs his approach to sound and storytelling Rationale: He was selected for his understanding of platform-driven creativity and digital storytelling. His perspective highlights how cultural production is shaped by both technology and personal experience, reinforcing the role of human input within digital environments.

	PAUL
	Classification: Cultural economic mediator  Industry background: Paul is a digital marketer working within the evolving landscape of AI integration in the creative industries. His role consists of adapting marketing strategies to incorporate emerging technologies while maintaining audience engagement and brand relevance  Rationale: He was selected to provide insight into how industry professionals navigate the balance between AI efficiency and creative authenticity. His realistic and future focused perspective highlights how AI is approached as an inevitable tool that must be strategically managed rather than resisted

	APPENDIX B (C)  RESEARCH NOTES BY INTERVIEWER
	Fig. 16.  Research notes by Nina   (2026)
	Fig. 17.  Research notes by Nina (2026)
	Fig. 18.  Research notes by Nina (2026)
	Fig. 18.  Research notes by Nina (2026)
	Fig. 19.  Research notes by Nina (2026)
	Fig. 20.  Research notes by Nina (2026)
	Fig. 21.  Research notes by Nina (2026)
	APPENDIX B (D)  AI CULTURAL COMPARISON
	The same prompt was consistently used across all AI-generated images to ensure comparability of outputs: “Create an accurate image of ‘Panu di Pinti’, a traditional textile from Guinea-Bissau, showing its patterns, colours, and how it is worn in real life.”
	This prompt was intentionally designed to test the ability of AI systems to generate culturally specific and accurate visual representations. While the AI-generatedvisuals that broadly resembled West African textiles, they failed to capture the cultural specificity, symbolic patterns and contextual meaning associated with Panu di Pinti. This highlights a key limitation of AI systems, which rely on existing datasets that may lack depth, diversity or accurate representation of less globally documented cultural artefacts. The use of a single, repeated prompt also allowed for a controlled comparison between AI-generated outputs and real imagery. This reinforced the project’s argument that even when guided, AI struggles to replicate the nuance and cultural meaning embedded within human created artefacts.
	APPENDIX B (E) INTERVIEW TRANSCRIPTION
	APPENDIX B (F) PRODUCTION EVIDENCE
	Interview brief sent to participants following confirmation of attendance, outlining the documentary’s purpose, discussion themes, filming expectations and studio location details prior to production
	Poster created to seek additional production support from UCA students during filming and editing stages. Although no collaborators responded, this demonstrates an initial attempt to source production assistance before independently managing the project
	Evidence of studio booking and scheduling used to support production planning and filming logistics.
	Communication with participants confirming involvement and coordinating interview availability for filming
	Production schedule created to organise confirmed participant filming slots across both interview dates, supporting time management and production continuity
	Since filming  took place in two different dates, I I drew a sketch planning camera positioning, lighting and participant placement to maintain visual consistency throughout the documentary.I also prepared production reminders, such as lighting setup, camera positioning and charging extra batteries, to ensure filming days ran smoothly as I was solely responsible for production. Alongside this, I also created a checklist to organise filming requirements, equipment and interview preparation across production days
	During the production process, I noted down times when interviewees provided insights or made comments that would be useful to support this project’s argument. This allowed me to stay organised and find all responses and key moments easily
	Behind-the-scenes images from the initial test shoot used to evaluate lighting, camera framing and audio quality prior to filming participants.
	Behind-the-scenes production images documenting the interview process and studio setup during filming
	Images documenting the post-production process in Adobe Premiere Pro, including video editing, sequencing and audio refinement during documentary development
	APPENDIX B (G)  ETHICAL FORM
	APPENDIX B (H) PARTICIPANT FORM
	APPENDIX B (I) CONSENT FORMS
	APPENDIX B (J) TOKEN OF APPRETIATION
	A small token of appreciation was provided to each participant in the form of a handmade notebook, created using UCA’s bookbinding resources. The notebook was intentionally designed as a reflection of the project’s core themes, with a hand-drawn mark on the cover symbolising human imperfection and individuality. Inside, a handwritten message expressed gratitude and invited participants to use the space for their own thoughts, ideas and reflections, emphasising that these are experiences “only you can tell.” The pages were left blank to allow complete creative freedom, reinforcing the value of personal expression. This gesture was not intended as an incentive, but as an acknowledgement of the participants’ contributions and the importance of human voice within the project

	APPENDIX C HPS QUESTIONNAIRE FEEDBACK
	AUDIO-VISUAL AND MEDIA REFERENCES
	All original documentary footage, interviews and behind-the-scenes content were produced by the author unless otherwise stated. External media assets were included for research, contextual and illustrative purposes only.
	Fig. 1. ElevenLabs cultural fabric (2026) [AI-generatedimage]. At: https://www.elevenlabs.io
	Fig. 2. Leonardo AI  cultural fabric (2026) [AI-generatedimage]. At: https://leonardo.ai
	Fig. 5. The Traveling ZAM (2025) First Impressions of GUINEA BISSAU || West Africa Travel Vlog. [YouTube video]. Available at: https://www.youtube.com/watch?v=ivYUc7k2-bE&t=29s
	Fig. 6. Nababo. N. (2026) Traditional wear at graduation[Photography]. In possession of: the author: Epsom.
	Fig. 7. Traditional wedding (2026) [Online image]. At: https://www.instagram.com/p/DKFWYNjsFkk/
	Fig. 8. Nababo. N. (2026) Traditional wear [Photography].  In possession of: the author: Epsom.
	Fig. 9. Google Earth (2025) Screen recording of Guinea-Bissau location footage. Used within documentary introduction. Available at: https://earth.google.com/
	Fig. 10. Daramé Family (2022) Panu di Pinti - a beautiful weaving tradition of Guinea-Bissau. [YouTube video]. Available at: https://www.youtube.com/watch?v=tK866_ZsgV0
	R&D LOG
	INTRODUCTION
	INITIAL IDEA AND DIRECTION
	DEVELOPMENT OF RESEARCH  APPROACH
	While questionnaires were initially avoided, they were later incorporated as a research method following the HPS framework. This decision was made to evaluate audience responses and test the relevance of the framework within a broader industry context. The questionnaire targeted additional individuals, other than the interviewees from the documentary, within the creative industries in order to gather diverse perspectives without repetition
	EXPLORATION AND EXPERIMENTATION
	DEVELOPMENT OF DOCUMENTARY
	DEVELOPMENT OF THE FRAMEWORK
	CHALLENGES AND PROBLEM SOLVING
	This experience was analytically significant. Each time where AI transcription failed by misinterpreting words, omitting sentences or generating incorrect phrasing was a demonstration of the project’s central argument. As Noble (2018) argues, AI systems present themselves as neutral and objective when they are in fact shaped by the values and limitations embedded in their training data. The repeated need for human correction was not just a technical inconvenience but evidence that human judgement remains irreplaceable even at the level of technical production, let alone creative authorship. This experience reinforced the framework’s inconsistence on human curation as a non-negotiable stage in any AI-assisted creative process.
	FINAL DIRECTION AND OUTCOME
	BIBLIOGRAPHY
	CRITICAL SELF- REFLECTION
	I have used Kolb’s reflective model (Kolb, 1984) for my project reflection. This model focuses on 4 stages.

	This project explored the relationship between AI and human storytelling, with the aim of repositioning AI as a tool that supports rather than replaces human creativity. The outcomes included the development of a Human–AI Storytelling Framework, a certification model and an interview documentary. The documentary was the most intensive part of the project, requiring full independent management of production, direction and editing. One key challenge was the inability to secure all intended participants, particularly those with more extensive industry experience.
	Reflecting on this experience, working independently was both challenging and rewarding. While there were moments of stress and a strong sense of needing someone for additional support, there was also a sense of achievement in successfully managing the entire process. Difficulties came when managing large amounts of information and articulating ideas clearly; however, breaking tasks into smaller and manageable actions through structured to-do lists helped overcome this. Frustration was also experienced when technical aspects, such as camera angles and AI tools, did not perform as expected. Despite this, these challenges did not significantly impact the overall outcome.
	This project provided several key insights. Firstly, it reinforced the importance of human involvement within creative processes, particularly in storytelling. While AI tools were useful for efficiency, they frequently produced errors and required continuous human correction, highlighting their limitations, aligning with the project’s core argument. Additionally, the project led to a personal realisation of a strong passion for storytelling, as well as increased confidence in creative ability and belonging within the industry. Skills development included editing, strategic thinking and creative direction, which contributed to the successful execution of the project.
	In future, several changes would be made. Collaboration would be prioritised over working independently, particularly during production, to improve efficiency and creative input. While AI would still be used, greater consideration would be given to selecting the most appropriate tools, especially for more complex creative elements such as AI-generated characters.
	As someone from Guinea-Bissau, the Panu di Pinti experiment was not simply a research exercise; it was a direct encounter with the risk of cultural erasure that AI represents for communities whose stories exist outside dominant datasets.  This experience has strengthened my intention to pursue a career in storytelling and brand strategy that is not only authentic but actively protective of underrepresented cultural identities, and it will remain the ethical foundation of my practice going forward.
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