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Small Agency Responds to Rise of Al-
Generated Design with Human-Centered
Creative Approach

With Al-generated design on the rise,
Brand Force 5 talks about the importance
of emotion, strategy, and human insight
in the future of branding and design.

BERGEN COUNTY, NEW JERSEY, NJ,
UNITED STATES, May 6, 2025
/EINPresswire.com/ -- Once, a logo
meant something. It stood for a
handshake. A promise. A story ,
whispered through shape, color, and Michael Maloney, founder and Chief Creative Officer
form. Before the world ran on prompts ~ of Brand Force 5, bringing heart and strategy to every
and pixels, design was personal. Itwas  project—from his New Jersey office.

built on listening, learning, and love.

Michael Maloney, founder of Brand Force 5, believes that meaning is getting lost in today’s fast-
paced, Al-generated design and marketing landscape.

“We're seeing a wave of content that looks polished but
“ lacks emotional depth,” Maloney says. “Design should
move people. It should say something about who you are

| love design. | love how a
and what you stand for.”

single graphic can move

you, how negative space

creates tension and breath,

and how typography gives

voice to a brand's soul. All

the things Al can't do.”
Michael Maloney

Brand Force 5 is a New Jersey-based creative agency
focused on branding, advertising, and handcrafted graphic
design. The agency works across mediums—from logos
and brochures to campaigns, packaging, websites, and
social content—bringing intentionality and emotion into
every project.

According to Maloney, the rise of Al tools has opened up efficiencies, but it also presents a risk:
the loss of human touch in creative work.


http://www.einpresswire.com
http://www.brandforce5.com
http://www.brandforce5.com

“We're not against Al. We use digital
tools all the time,” he says. “But we
draw the line at outsourcing meaning.
Insight, instinct, and love can't come
from a prompt.” PEDIATRICS

WARM HEART

This position comes at a time when
design tools powered by artificial
intelligence are gaining popularity,

enabling anyone to generate logos, The inspiration for the Warm Heart Pediatrics Logo,
layouts, and marketing visuals in a one of the many award winning logos created with
matter of seconds. While the LOVE.

technology is advancing rapidly, some
in the creative industry are raising
questions about what may be lost in the process.

Human designers bring something to the table that technology still can't replicate—empathy,
curiosity, and context. A good designer doesn't just execute a request; they interpret the ask,
anticipate needs, and uncover opportunities the client may not even have considered. They ask
questions like “Who is this really for?” and “How will it make someone feel?”

Designers apply cultural awareness, historical knowledge, and emotional nuance to every
decision. They know when to break rules, when to simplify, when to elaborate—and why. A
palette choice isn't just a color; it's a cue. The type you choose isn't just the difference between
serif and sans serif—it's personality, emotion, and intent. These decisions can't be made by a
machine that hasn't lived, felt, or failed.

Maloney believes the answer lies in returning to the core values of design: communication,
connection, and clarity. Brand Force 5 has long emphasized the importance of
process—collaborating with clients, understanding their goals, and building brand experiences
that reflect real stories and real people.

“Design isn't just about what you see—it's about what you feel,” he says. “That’s hard to replicate
without a human connection. We believe great design is part strategy, part story, and part soul.”

His agency is guided by a philosophy they call the FORCE: Focused, Ownable, Relevant,
Continuous, and Evocative. This framework shapes everything from initial discovery to final
execution across all of the work they produce.

Brand Force 5's commitment to this philosophy has earned it national recognition. The agency'’s
work—including the award-winning logo for Warm Heart Pediatrics—has been honored by the
Davey Awards, GDUSA, and the Communicator Awards. A graphic showing the original



inspiration behind that logo is included.

Maloney says the logo’s success is a reflection of something deeper: “It was about more than
design. It was about care, meaning, and emotional connection. About understanding what the
practice stood for and finding a way to express that visually.”

As the conversation around Al continues to evolve, Brand Force 5 hopes its message offers a
counterpoint—one that centers people, process, and purpose.

“We want to be part of a bigger conversation,” says Maloney. “Not just about where design is
going, but about what matters along the way.”

To learn more, visit www.brandforce5.com or read the agency’s latest blog post at
www.brandforce5.com/blog
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