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Abstract 

Artificial Intelligence (AI) is now having a big impact on the fashion business. This paper examines the 

various ways in which AI is transforming the design, production, and marketing of apparel. In the past, 

fashion relied heavily on people's instincts and hard work. Now, modern brands use machine learning and 

data analytics to stay ahead of the competition. 

The study focuses on three main areas: design, the supply chain, and the experience of the customer. The 

first thing it talks about is how generative AI helps designers create new styles and cut down on waste. 

Second, it talks about how predictive analytics can help businesses better predict trends, which can help 

stop overproduction that harms the environment. Lastly, the paper talks about the shopping experience, 

focusing on how AI-powered personal stylists and virtual fitting rooms are helping people find clothes 

that fit their style. 

The results show that AI can help with efficiency and sustainability, but it also makes people wonder about 

data privacy and the future of human creativity. This paper concludes that any fashion brand aspiring to 

succeed in a rapidly evolving digital landscape must leverage AI. 
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Introduction 

People have always been able to be creative, artistic, and change things quickly when it comes to fashion. 

For a long time, designers used their gut feelings to guess what the next big trend would be, and 

manufacturers made a lot of clothes based on those guesses. But the rise of artificial intelligence (AI) is 

making this old way of doing things very different. Fashion isn't just about fabric and drawings anymore. 

It's becoming a field where algorithms are just as important as designers. 

This paper examines the application of AI throughout the entire fashion lifecycle. During the design phase, 

generative AI is being used to come up with new patterns and styles. This is pushing the limits of what 

people can come up with. Predictive analytics help businesses figure out what customers want before they 

even know it themselves. This cuts down on a lot of waste and extra production. Last but not least, AI-

powered tools like virtual fitting rooms and personalised recommendations are making shopping more fun 

and easier for people today. 

The goal of this research is to show that AI is not just a passing trend as we look to the future. It's a 

powerful tool that can make the fashion industry more eco-friendly, make more money, and fit each person 

better. We can better understand how the next era of style will be shaped by the mix of human creativity  
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and machine intelligence by looking at these changes in technology. 

 

Review of Literature 

Leanne Luce (2018) says that artificial intelligence (AI) is changing the fashion business in a lot of ways. 

The author presents AI ideas in a clear and useful way that makes them easier for people who don't know 

much about technology to understand. The book shows how AI is used in different parts of the fashion 

value chain, such as product development, retail operations, supply chain operations, and production 

processes. It also talks about important technology ideas like intelligent robotics, data mining methods, 

and connected retail systems, using examples from real businesses. Instead of focusing on complicated 

math formulas or programming knowledge, the book helps people understand by giving them conceptual 

explanations and useful insights. The literature helps readers learn the basics of AI, understand important 

jargon, keep up with the changing competitive landscape, and find new ways to use AI in the workplace. 

The book is especially useful for designers, managers, executives, and department heads who want to 

know how AI will change the fashion industry in the future. 

Csanák (2020) says that AI is having an effect on important parts of the fashion industry, like design, 

production, and consumption. The study shows that fashion has always used new technologies, and AI 

has been used for more than ten years to look at fashion trends and figure out what people like. It also 

talks about how AI can help fast fashion and how the clothing industry is changing from Industry 4.0 to 

Industry 5.0. The article talks about how important the fashion industry is to the economy and how AI 

might affect creative industries in the future. The study primarily examines the existing applications of AI 

in the fashion industry and its prospective future advancements. 

Wenda Shi, Waikeung Wong, and Xingxing Zou (2025) give an overview of how the fashion industry 

uses Generative Artificial Intelligence (GenAI). The study says that GenAI is changing the way fashion 

is designed and used by making it possible to make high-quality visual content like photos, 3D models, 

and videos. The essay identifies significant tasks related to comprehending fashion and producing digital 

content through the examination of various research papers and implementations. It also talks about 

current problems and possible future improvements in AI-driven fashion design, as well as datasets, 

assessment methods, and real-world uses that are easy to get to. 

Woojin Choi, Seyoon Jang, Ha Youn Kim, Yuri Lee, Sang-goo Lee, Hanbit Lee, & Sungchan Park (2023) 

The study says that AI tools like StyleGAN2 are used to make clothing designs, which makes people more 

productive and gives them many patterns for different fashion seasons. The study looks at both current 

AI-based design tools and traditional designer workflows to find similarities and differences. The study 

proposes an AI-assisted garment development system that integrates fashion expertise with artificial 

intelligence to improve the design process and productivity in the fashion industry. 

 

Research Gap 

Despite the growing body of research on Artificial Intelligence in the fashion industry, certain critical 

subjects remain inadequately explored. This study primarily focuses on the utilisation of AI by large 

luxury corporations, revealing a significant deficiency in the cost-effective integration of these 

technologies by small independent designers. Furthermore, while the technical efficiency of AI is well-

documented, there is a lack of research on the long-term impact of algorithms on human creativity and the 

potential diminishment of the "artistic touch" in design. People often ignore the ethical issues that come 

up when it comes to customer data privacy in virtual fitting rooms and the big environmental impact of 
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the huge amount of computer power needed to run AI models. This article seeks to examine the balance 

between technological advancement and the practical, ethical, and artistic challenges facing the modern 

fashion industry. 

 

Objectives 

1. To evaluate the impact of AI on manufacturing and creative design processes. 

2. To assess the degree to which AI automation is transforming the nature of employment and the 

requisite skills. 

3. To look at the changes in the economy that have happened because of AI-driven data and consumer 

analytics. 

4. To look into the ethical and policy frameworks that are needed to make sure that AI is used safely in 

the fashion industry. 

 

Research Methodology 

This study evaluates The Future of Fashion: Driven by AI through a systematic review of existing literature 

and the application of case studies. The analysis focuses on policy responses, economic shifts, and 

employment patterns. The study relies on secondary data sourced from academic articles and industry 

reports available via Google Scholar, IEEE Xplore, and PubMed. By combining data from these reliable 

databases and government records, the paper gives a complete picture of the current state of technology. 

 

Source of data collection: 

● Primary Data: Obtained via a questionnaire. 

● Secondary Data: Accessible via the internet, published journals, and academic papers. 

● Method of Sampling: Convenience sampling was used. A non-probability method that selects 

participants based on ease of access, resulting in a quick but potentially biased selection process. 

● Sample Size: 75 Responses - This study explicitly includes responses from fashion and textile students 

and employed professionals with active exposure to AI in their workplace. The study ensures that all 

data will be pertinent to the future of the fashion industry by focusing on individuals currently engaged 

in study or employment within the sector. To keep things accurate, responses from people who are not 

in these specialised fields, like fashion or textiles, are not included. This makes it possible to get an 

accurate picture of how AI will affect the job market in the future and now. 

 

Data Analysis and Interpretation 
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1. The survey results show that 80% of the 75 people who answered are between the ages of 18 and 24, 

and 20% are between the ages of 25 and 49. The age groups "Below 18" and "50+" did not respond. This 

means that the data mostly shows the opinions of Gen Z students and young professionals who are just 

starting their careers in the fashion industry that uses AI. 

 

 
2. This chart highlights that 76% of the 75 participants are students, while the other 12% are self-employed 

or working professionals. Since more than three-quarters of the data comes from people who are currently 

studying in the field, this distribution fits with the research focus on the next generation of fashion workers. 

 

 
3. This chart shows how well the people who answered said they knew about AI fashion tools on a scale 

of 1 to 5. While 36% said they were very familiar (Levels 4 and 5 combined), the most (40%) said they 

were moderately familiar (Level 3). It looks like most professionals and students have at least a basic 

understanding of AI technology, since only 24% said they didn't know much about it (Levels 1 and 2). 
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4. When it comes to how often AI technologies are used in design projects or assignments, the results are 

evenly split: 36% use them every week, and 36% use them only once in a while. It's interesting to note 

that only 4% of respondents have never used these technologies, but 24% do use AI in their work every 

day. This means that even though a lot of people are starting to use AI in their creative work on a regular 

basis, it is still not used every day by a lot of people. 

 
5. When asked where AI provides the most value, the most popular answer (40%) was "Content Creation 

& Marketing." 28% of people chose Pattern Making and 3D Prototyping, while 16% chose Trend 

Forecasting and Personalised Styling. The results show that people now see AI more as a technical and 

visual aid than as a way to analyse data or help customers. 
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6.  Most of the people who answered (60%) think that AI-generated designs don't have any artistic value 

or a "human touch." Only 16% disagree with this view, and 24% are not sure. This means that even though 

people think AI is a useful tool, most people still think that technology can't match the emotional or 

creative depth of design done by people. 

 
7. The majority of respondents (68%) agree that learning AI tools is now necessary to get a job in fashion. 

A small percentage (4%) of the next generation of professionals disagreed that AI literacy is important for 

job viability. 

 
 

8. Eighty percent of those who answered said they were "Somewhat concerned" (44%) or "Very 

concerned" (36%) that AI would take over entry-level jobs like junior designers. This shows that job 

security is a big worry. A lot of people are worried about how automation will affect early-career 

opportunities in the business. Only 20% of the sample said they weren't worried. 
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9. People have different ideas about what the government should do, but most (40%) think that strict laws 

should be made to protect jobs from AI. Twenty-four percent of those surveyed are unsure, and thirty-six 

percent are against such rules. This shows how hard it is for the industry to talk about finding a balance 

between protecting workers and making progress with technology. 

 
10. The majority (40%) think that strict laws should be put in place to protect jobs from AI, even though 

they don't all agree on what political action should be taken. Thirty-six percent of those surveyed are 

against these rules, while twenty-four percent don't know. This is a good example of the complicated 

debate in the industry about how to find a balance between protecting workers and encouraging technical 

innovation. 

 

Summary of Findings 

The primary study, comprising 25 professionals and students engaged in fashion and textiles 

(predominantly aged 18 to 24), indicates a complex relationship between the fashion industry and artificial 

intelligence. The most important conclusions are: 

High Awareness but Moderate Adoption: 76% of those who answered said they were somewhat to very 

familiar with AI, but only 24% used it every day. This means that even though the industry knows how  
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powerful AI can be, it is not yet a common tool in the creative process. 

Value in Visual and Technical Tasks: 28% of respondents said that AI is most useful for making patterns, 

while 40% said it is most useful for making content and marketing it. This means that people currently 

value AI more for its ability to speed up technical and promotional tasks than for its ability to predict long-

term trends or styles. 

The "Human Touch" vs. Career Necessity: 68% of participants agree that AI skills are now needed for 

jobs, but 60% think AI-generated designs lack artistic merit. This shows a clear conflict: designers feel 

like they have to learn a tool that they think will make their work less artistic. 

Eighty percent of people are worried about losing their jobs, especially those who are just starting out as 

designers or sketch artists. The industry is still divided on how to legally protect workers, even though 

40% of them want the government to be in charge. 

Hope for Sustainability: One of the best things to come out of this survey is that 84% of people think AI 

is a big part of making the sector more sustainable. Tools like 3D sampling are seen as important ways to 

cut down on physical waste in the textile industry. 

 

Suggestions 

Integration of "Human-Centric" AI Training: Fashion schools and textile companies should stop teaching 

AI as a replacement tool. Instead, they should focus on "Co-Creation" models, where the human designer 

keeps control of the collection's artistic "soul" and emotional story while AI does technical tasks like 

pattern grading and 3D sampling. 

Policies for Protecting Early-Career Artists: To address the 80% concern about losing entry-level jobs, 

industry leaders and lawmakers should make "Junior Artist Protections." Fashion companies that keep a 

certain number of human sketch artists and junior designers on staff along with their AI systems may be 

able to get tax breaks. 

Standardising "AI-Augmented" Certification: Since 68% of those who answered think that AI is a 

necessary skill, there should be a standard industry certification for "AI-Fashion Integration." Students 

would be able to show companies that they are technically literate without feeling like their art degree is 

being undervalued. 

Putting AI at the top of the list for sustainability goals: Since 84% of people are very positive about AI's 

role in green fashion, companies should shift their AI investments from "marketing" to "Zero-Waste 

Production." Using AI for 3D digital sampling can greatly reduce the carbon footprint of moving physical 

prototypes back and forth during the design phase. 

 

Implications 

Educational Implication (The Skills Gap): 68% of respondents think AI is a necessary skill, so fashion and 

textile programs need to be updated right away. To keep students employable in a high-tech economy, 

schools need to do more than just teach them how to make clothes. They also need to teach them how to 

use AI, like 3D digital sampling and algorithmic trend analysis. 

Creative Implication (The Value of the Human Touch): The industry is in a "creative crisis" because 60% 

of people think AI designs aren't artistic. It is suggested that AI might make things go faster, but fashion 

might become "sameness" as a result. In a world where everything is done by machines, brands that put 

human-led storytelling and emotional design first will likely become the new "premium" or "luxury" 

standard. 
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Economic and Labour Implications (Entry-Level Displacement): The high level of anxiety (80%) about 

losing their jobs in junior roles suggests that the fashion workforce is about to change. If entry-level 

"sketching" or "production assistant" jobs are automated, the industry needs to create new "AI-operator" 

or "Digital Curator" jobs to keep Gen Z graduates from becoming unemployed. 

Environmental Implication (The Green Revolution): The industry has a good chance of solving its waste 

problem with technology, as shown by the high level of hope (84%) for AI and sustainability. This means 

that future funding should be focused on "Digital-First" sampling. By switching from physical to virtual 

prototypes, the garment industry can cut its carbon footprint by a huge amount and move toward a truly 

circular economy. 

 

Limitations of the Study 

This study provides valuable insights into the relationship between AI and fashion; however, several 

limitations must be considered when assessing the findings. The small sample size of 25 respondents, 

which may not accurately represent the diverse perspectives within the global fashion industry, constitutes 

the primary limitation. Also, 80% of the people in the study are Gen Z students between the ages of 18 

and 24, which means that the results mostly show the views of students and people just starting out in their 

careers, not those of long-term professionals or senior leaders in the field. The digital networks used for 

distribution may make the data even more limited by region, which would ignore differences in how AI 

is used in different areas. Lastly, the technical tools and specific issues looked at in this study give a "point-

in-time" picture that could change as new technology and government rules come out, since AI is growing 

so quickly. 

 

Future Scope 

The research's future scope indicates the necessity for a more comprehensive and diverse analysis of AI's 

role in the fashion industry. To juxtapose the viewpoints of traditional garment manufacturers and senior 

industry executives with the "digital native" attitudes captured in this survey, subsequent research should 

aim to expand the participant demographic. To comprehend the influence of AI on global labour 

transitions, there exists a significant opportunity to juxtapose fashion hubs in affluent nations with 

emerging manufacturing markets. More research into AI's environmental measurements could show 

whether the carbon footprint of powerful computers is actually offset by the fact that less textile waste is 

being produced. As AI technology advances, future research should focus on developing moral 

frameworks and "Co-Creation" models that maintain human creativity while incorporating technical 

efficiency. 

 

Directed Conclusion 

In conclusion, our research indicates that while artificial intelligence is no longer a prospective concept in 

the fashion industry, its integration is accompanied by a complex interplay of creative apprehension and 

professional obligation. The results show that people are still very worried about losing the "human touch" 

and entry-level jobs, even though most of the "digital native" generation agrees that AI is an important 

skill for future jobs and a key tool for reaching sustainability goals. In the end, the move to an AI-driven 

fashion industry will require a balanced approach that uses 3D sampling and technological efficiency to 

solve environmental problems while also creating educational and legal frameworks to protect the value 

of human creativity. 
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