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Abstract 

The fashion industry is at a pivotal juncture, experiencing a profound transformation driven by Artificial Intelligence (AI). 

This report examines the dual nature of AI's impact on fashion advertising, highlighting its capacity to unlock unprecedented 

innovation while simultaneously posing significant challenges to consumer trust and ethical practices. AI is revolutionizing 

content creation, enabling hyper-personalization, fostering the rise of virtual influencers, and enhancing market agility 

through predictive analytics, leading to substantial economic advantages. However, these advancements introduce critical 

concerns regarding authenticity, transparency, workforce displacement, intellectual property rights, and algorithmic bias. 

This analysis delves into these complexities, proposing strategic pathways for responsible AI adoption that prioritize 

transparency, human-AI collaboration, robust ethical governance, and proactive navigation of the evolving regulatory 

landscape. The aim is to demonstrate that successfully balancing AI innovation with consumer trust is not merely an ethical 

imperative but a strategic necessity for sustainable growth and credibility in the digital fashion era. 
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Introduction 

The Dawn of AI in Fashion Advertising: A New Era: AI is 

fundamentally reshaping the fashion industry, marking a 

new era in how brands connect with consumers. This isn't a 

minor change; it's a complete overhaul from design to 

advertising. With about 51% of marketing leaders already using 

AI, its influence is undeniable
1
. AI has moved from a new 

concept to an essential tool for staying competitive. Brands must 

embrace AI to remain efficient and relevant in a fast-evolving 

market, as those that don't risk being left behind by more agile 

competitors
2
. 

 

Defining the Digital Dilemma: Innovation vs. Trust: AI 

brings amazing new ways to be efficient and creative, but it also 

creates tough ethical and legal problems
3
. This means we face a 

"digital dilemma": we need to innovate with AI while still 

earning customer trust. The main challenge is using AI for 

business benefits without causing issues like fake content, lack 

of transparency, job losses, copyright problems, or unfair 

biases
4,5

. The fashion industry must figure out not just if they 

will use AI, but how to use it wisely so that technology helps, 

rather than harms, their relationship with customers. 

 

The Importance of Balancing AI and Trust: It's really 

important for fashion brands to get this balance right. For 

customers, it means they will see ads that are fair, clear, and 

honest, protecting them from tricks and making sure everyone 

feels included
6
. For the fashion industry, it means they can use 

all the cool things AI offers without losing the trust that makes 

people loyal to their brands and buy their products. 

 

This careful balancing act is key to where fashion advertising 

goes next. Brands shouldn't just think of AI as a tech upgrade. 

Instead, they need to see it as a big change that needs careful 

thought about ethics and strategy
7
. This way, they can innovate 

without accidentally breaking the trust that's so vital to their 

customer relationships
8
. 

 

The AI-Driven Revolution in Fashion Advertising: 

Unlocking Innovation 

AI is completely changing how fashion brands advertise. It 

makes everything faster, more creative, and helps brands react 

quicker to market changes. AI is being used in everything from 

creating content to talking with customers and planning 

strategies, which is saving brands a lot of money. 

 

Transforming Content Creation and Visuals: AI is 

fundamentally reshaping how fashion content is created, 

offering unparalleled speed, scale, and cost efficiencies
8
. 

Generative AI tools are now capable of producing diverse 

marketing materials, compelling ad copy, and engaging social 

media posts, thereby ensuring that campaigns remain fresh, 

personalized, and consistently on-trend
9
. This extends beyond 

visual assets to written content, where AI streamlines the 

creation of product descriptions and marketing emails, 

significantly boosting the efficiency of copywriting teams
10

. 

http://www.isca.in/
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The most profound transformation is evident in visual content 

production. AI-generated fashion shoots dramatically reduce 

traditional production costs by eliminating the need for 

extensive photoshoots, human models, photographers, stylists, 

and physical locations
8
. Companies like BetterStudio exemplify 

this shift, offering high-quality images for as little as 75 cents to 

$1.30 per image, a stark contrast to the substantial expenses 

associated with conventional photoshoots
4
. This cost-

effectiveness allows for greater content volume and rapid 

iteration. This ability to drastically lower the cost and time 

barriers to content production and design iteration empowers 

brands to experiment more freely
11

. It allows for the generation 

of diverse marketing visuals for highly niche markets without 

prohibitive expenses, and enables the rapid testing of novel 

design concepts. This efficiency directly fuels creative 

exploration by reducing the risk and investment associated with 

innovation, leading to a more dynamic, responsive, and 

ultimately more creative process across the fashion value chain. 

 

Examples of leading implementations include companies such 

as Better Studio, Lalaland, Botika, and Fashn AI, which are at 

the forefront of offering services that allow businesses to upload 

clothing images and transform them into customized fashion 

model shoots. These services enable brands to rapidly test 

creative concepts across a broad spectrum of diverse body types, 

ethnicities, and ages, facilitating global market adaptation
12

. 

Flair.ai provides advanced features for on-model photography, 

specialized fashion photoshoots that meticulously preserve 

patterns and logos, and the capability to build custom AI human 

models with specified features like hair color and body type
13

. 

Major fashion brands like Mango have already begun leveraging 

AI for compelling digital campaigns
8
, and H&M is actively 

exploring the use of AI digital twins, creating 30 virtual replicas 

of human models to innovate clothing and accessory 

showcasing
14

. Levi's is a notable example in design and 

prototyping, utilizing generative AI to develop denim 

prototypes, which significantly accelerates the process of testing 

and refining styles before full production
9
. 

 

Hyper-Personalization and Enhanced Customer Journeys: 

AI empowers marketers with an unprecedented ability to hyper-

personalize content, meticulously tailoring it to individual 

consumers. This is achieved by analyzing vast amounts of 

consumer data, including browsing history, past purchases, and 

social media interactions
15

. The outcome is an enhanced 

customer journey, leading to improved satisfaction and fostering 

deeper brand loyalty
9
. 

 

AI-powered recommendation engines are pivotal in this shift, 

curating product suggestions that feel inherently organic and 

aligned with personal style, rather than overtly marketed
16

. 

Prominent brands like Zara, H&M, Nike, and Swarovski have 

seamlessly integrated these systems, with Swarovski reporting a 

significant 10 percent of its website sales directly attributable to 

AI-driven recommendations
16

. Furthermore, Google applies AI 

to better discern user intent, enabling the delivery of optimally 

responsive and relevant advertisements
15

. While AI promises 

unprecedented individualization, the very act of generating 

"hyper-personalized" content at scale relies on sophisticated 

algorithmic patterns derived from mass consumer data. This 

creates a subtle yet significant dynamic: true "unique self-

expression" implies a departure from generalized patterns, yet 

AI's personalization is inherently based on identifying and 

leveraging these patterns. If not carefully designed and 

monitored, this could inadvertently channel consumers into 

algorithmically predicted "personas" or "style buckets" rather 

than genuinely fostering authentic individual style. The 

"organic" feel of AI-driven recommendations might mask a 

sophisticated form of algorithmic influence, raising deeper 

questions about true consumer autonomy versus highly curated, 

yet potentially limiting, algorithmic curation. 
 

Generative AI is elevating customization beyond traditional 

methods, enabling new levels of unique product creation and 

immersive experiences. Reebok Impact is an innovative 

platform that allows users to upload a favorite photo memory, 

which is then transformed into one-of-a-kind digital sneakers, 

fostering a new form of digital self-expression
17

. AM By You, a 

beta feature from Victoria's Secret-owned Adore Me, empowers 

customers to design customized bralette and panty sets using 

natural language prompts, offering a deeply personal design 

experience
13

. Emerging platforms such as Daydream, founded 

by Julie Bornstein (former COO of Stitch Fix), utilize AI to 

enable users to "chat to shop" using natural language queries 

(e.g., "I need a black and white dress for an evening gala"). This 

aims to simplify the shopping process by curating fewer, more 

tailored options from participating brands
13

. FitOS by Unspun 

addresses a long-standing problem in fashion by providing 

highly accurate, individualized size recommendations. 

Leveraging advanced AI algorithms and vast datasets, it 

considers body shape, proportions, and posture, potentially 

making standard sizing obsolete and significantly reducing 

returns
13

. AI-powered virtual try-on technology further 

enhances e-commerce experiences and contributes to reduced 

product returns, boosting consumer confidence
14

. 
 

The Strategic Rise of Virtual Influencers and Digital Clones: 

AI-driven digital influencers and digital clones are rapidly 

transforming fashion marketing, proving particularly appealing 

to Gen Z audiences who are drawn to their perceived 

authenticity and relatability
18

. 
 

Virtual influencers offer unprecedented adaptability and control. 

Brands can meticulously craft virtual personalities that perfectly 

align with their messaging and campaign objectives, free from 

the limitations associated with human influencers (e.g., ageless, 

24/7 availability, capable of being placed in any setting)
19

. This 

approach significantly reduces management costs by eliminating 

expenses related to renting locations, travel, photoshoots, hair, 

and makeup. Furthermore, virtual influencers boost conversion 

rates by resonating with younger audiences and enable global 

reach through paricipation in virtual fashion shows and features 

in digital magazines
19

. 
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Examples of prominent virtual influencers and brand 

collaborations include Lil Miquela and Shudu (known as the 

world's first digital supermodel, who famously collaborated 

with Balmain) have amassed significant followings, actively 

engaging in product endorsements and brand storytelling
20

. 

Barbie, a long-standing fashion icon, continues to exert 

influence through her digital style pages, demonstrating the 

enduring appeal of fictional fashion personas. Puma developed 

the virtual influencer Maya to promote its sneakers in Southeast 

Asia
20

. Huawei introduced Yunsheng, an AI-powered virtual 

human, as a brand spokesperson
20

. Digital clones, utilized by 

brands like H&M and Mango, serve as visual representations of 

traditional models for content creation, maintaining visual 

consistency while simultaneously reducing production time and 

costs
21

. 

 

Predictive Analytics for Trend Forecasting and Market 

Agility: AI algorithms are revolutionizing how brands 

anticipate fashion trends and consumer demands. By analyzing 

vast datasets from social media conversations, online searches, 

and historical sales data, AI can forecast upcoming fashion 

trends with remarkable accuracy
21

. This foresight allows brands 

to develop highly targeted marketing campaigns and launch 

limited-edition collections precisely at the peak of demand, 

significantly enhancing marketing effectiveness and maintaining 

a competitive edge. Heuritech, an AI platform, stands out by 

using machine learning to analyze millions of images daily, 

providing brands like Louis Vuitton and Dior with crucial 

insights for trend anticipation
17

. Beyond trend forecasting, AI 

also plays a vital role in optimizing inventory management and 

reducing overproduction, contributing to more sustainable 

practices within the fashion industry
21

. 

 

Market Growth and Economic Advantages of AI Adoption: 

The global AI in fashion market is experiencing exponential 

growth, projected to reach USD 1.30 billion by 2025 from USD 

228 million in 2019, demonstrating a robust Compound Annual 

Growth Rate (CAGR) of 40.8 percent
22

. The solution segment, 

encompassing software tools and platforms, is anticipated to 

drive this growth due to its higher rate of adoption by fashion 

retailers seeking to streamline business processes and acquire 

new customers more efficiently
22

. 

 

Overall, the integration of AI translates into significant 

economic advantages for the fashion industry. It reduces 

production costs
8
, optimizes inventory, streamlines design 

processes, and enables faster go-to-market strategies, all 

contributing to increased profitability and market 

responsiveness
13

. 

 

The Trust Imperative: Ethical and Legal 

Challenges of AI in Fashion Advertising 

While AI offers transformative benefits, its rapid integration 

into fashion advertising presents a complex array of ethical and 

legal challenges that directly impact consumer trust and brand 

credibility. 

 

Table-1: Key AI Applications and Benefits in Fashion 

Advertising. 

Application 

Category 

Specific AI Use 

Cases 

Key Benefits 

Content 

Creation & 

Visuals 

AI-generated 

imagery (on-

model 

photography, 

photoshoots), AI-

powered ad 

copy/emails 

Significant cost 

reduction, 

increased 

efficiency and 

speed, enhanced 

creative 

possibilities, 

expanded global 

reach, greater 

brand control 

over messaging 

Hyper-

Personalization 

& Customer 

Experience 

Personalized 

product 

recommendations, 

customized 

designs, virtual 

try-ons, AI 

styling/chatbots 

Improved 

customer 

satisfaction and 

loyalty, 

fostering unique 

self-expression, 

reduction in 

product returns 

Virtual 

Influencers & 

Digital Clones 

Virtual 

influencers, 

digital clones 

Increased 

engagement and 

conversion, cost 

reduction, 

expanded global 

reach, greater 

brand control 

over messaging 

Predictive 

Analytics 

Trend forecasting, 

inventory 

optimization 

Competitive 

market edge, 

contributions to 

sustainability 

(e.g., reduced 

overproduction) 

 

Authenticity, and the Risk of Deception in Fashion Ads: AI 

is making it hard to tell what's real and what's fake in fashion 

advertising, especially with AI-made models and images. 

People are very worried about this; a huge 90% want to know if 

an image was made with AI, because they fear it looks "fake" or 

takes away from human creativity
23

. 

 

Even though AI images are becoming incredibly realistic, and 

some people even find AI faces more trustworthy, this very 



Research Journal of Family, Community and Consumer Sciences ______________________________________ISSN 2320 – 902X 

Vol. 14(1), 45-54, January (2026) Res. J. Family, Community and Consumer Sci. 

 

 International Science Community Association             48 

effectiveness can cause distrust if brands aren't open about using 

AI. When nearly three out of four consumers can't tell if an 

image is real or AI-generated, it creates a deep suspicion 

towards brands that don't say they used AI. This lack of honesty 

really harms trust
24

. 

 

The problem is, AI can mimic reality so well that consumers 

might be influenced by AI content they find appealing or even 

"more trustworthy," even if they'd prefer human-made content. 

This means simply labeling AI content might not be enough. 

We need to think deeper about the purpose of AI images, how 

accurate they are, and their possible psychological impact to 

truly build informed decisions and real trust, not just follow 

rules
25

. 

We're already seeing problems. Fashion brand Mango faced 

angry customers after using AI models. People questioned if the 

product itself was "real" if the models weren't, leading to doubts 

about how clothes would actually fit. This hurt Mango's brand 

promise. H&M's idea of using AI digital twins also caused a lot 

of debate. Critics worried if AI-generated clothes on AI models 

could truly show the product's real color, shine, or fabric 

texture, potentially disappointing customers. 

 

A clear warning sign was the Willy's Chocolate Experience. It 

was advertised with bright, AI-made images promising a 

magical world, but the real event was shockingly bad. This led 

to widespread anger and accusations of lying, showing the 

serious consequences when AI-generated promises don't match 

reality
25

. 

 

The main issue is that while traditional advertising has always 

had some manipulation (like retouching), AI's ability to create 

entirely non-existent visuals sets a new standard for 

"truthfulness." If an AI image of a shirt looks exactly like the 

real one in color, fit, and texture, the challenge shifts from who 

made the image to how accurate the image is to the actual 

product. This has big consequences for regulations and 

consumer protection, requiring new rules for "accurate 

depiction" in a world where digital fakes are increasingly 

common. We need to focus on whether the product is shown 

truthfully, not just how the image was made. 

 

Impact on Human Creativity and Workforce Displacement: 

The rapid adoption of AI in advertising poses a direct and 

significant threat to traditional roles within the fashion industry, 

including those of photographers, human models, and graphic 

designers. This concern extends to other creative professionals 

involved in set design and makeup
26

. 

 

The Model Alliance, a prominent non-profit advocacy group for 

the fashion industry, conducted a preliminary poll revealing that 

an "overwhelming majority" of models believe AI will 

negatively impact their careers. Alarmingly, 1 in 5 models 

reported being asked to submit to body scans for the creation of 

their digital twins, raising concerns about control over their 

likeness
4
. Furthermore, companies like Coca-Cola have faced 

public backlash for effectively replacing human creatives with 

generative AI in their advertising campaigns, highlighting the 

social and ethical implications of job displacement. These 

growing concerns have spurred legislative action. The New 

York state's Fashion Workers Act, signed into law, includes 

crucial protections for models, notably requiring written consent 

for the use of their digital replicas
4
. This legislative 

development signifies a growing recognition of the need to 

protect human talent and intellectual property in the face of 

rapidly advancing AI technologies
27

. 

 

Intellectual Property, Likeness Rights, and Consent: The 

integration of AI in fashion advertising introduces complex 

legal implications concerning intellectual property (IP), 

encompassing issues of copyright infringement, unfair 

competition, and trademark usage
28

. 

 

A critical legal challenge arises if AI systems are trained on vast 

datasets of existing fashion images without proper licensing or 

consent. This raises fundamental questions about whether AI's 

use of copyrighted material for training constitutes 

infringement, a matter that courts are actively considering
29

. 

Moreover, the fast fashion industry's practice of leveraging AI 

to rapidly identify and replicate trending designs at scale poses 

significant legal and ethical risks regarding the protection of 

original creative works and potential infringement on designers' 

rights
30

. 
 

The creation of AI-generated models that closely mimic real 

individuals brings forth complex issues related to personality 

rights and likeness protections. Brands risk facing legal 

challenges for misappropriation of identity or violations of 

publicity rights if they fail to obtain explicit consent from 

human models for the creation and use of their digital twins
30

. 

Emerging regulations, such as the EU AI Act, are set to impose 

additional transparency obligations, particularly concerning 

deepfakes and the use of biometric data in marketing, further 

complicating compliance for brands. 
 

Algorithmic Bias and the Perpetuation of Unrealistic Beauty 

Standards: Algorithmic bias within AI systems is a significant 

and concerning factor in shaping societal beauty ideals, posing a 

serious threat to consumers' well-being by promoting unrealistic 

and often unattainable standards
31

. 
 

These biases typically arise from flaws in algorithmic design, 

inadequate training data, or the inherent biases present in the 

datasets used for learning. If AI algorithms are trained on data 

that lacks cultural diversity (e.g., social media images, e-

commerce sales data heavily skewed towards certain 

demographics), they can inadvertently reinforce existing 

societal biases related to gender, race, size, and body types. This 

leads to skewed representation in advertising, limits consumer 

choices by consistently showcasing a narrow view of beauty, 

and perpetuates harmful stereotypes, ultimately contributing to 

feelings of exclusion and inadequacy, particularly for 

marginalized individuals
32

. 
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AI algorithms, often designed to maximize engagement, can 

lead to "overspecialization." This phenomenon results in 

consumers being constantly exposed to similar, idealized 

content, which can further distort self-image perceptions and 

reinforce narrow beauty ideals. Mitigating this requires a 

proactive approach to data governance, including collecting 

more diverse and representative datasets for AI training and 

employing advanced techniques to identify and correct biases in 

existing data
33

. 

 

Brand Reputation and Consumer Backlash: The integration 

of AI, particularly without careful management, carries 

significant risks to brand reputation. Research indicates that 

when luxury brands use AI-generated images in advertisements 

and disclose that fact, consumer reactions tend to be negative. 

This negative perception often stems from the belief that AI ads 

require less effort, making them feel inauthentic
34

. Consumers 

may subconsciously feel that less human effort was involved in 

AI-generated content. For luxury brands, which thrive on the 

perception of exclusivity, meticulous detail, and artistry, this 

can be particularly damaging to their essence and prestige
34

. 

 

Several direct examples illustrate this backlash: i. Mango: The 

fashion brand Mango faced criticism for using AI models that 

lacked realistic body proportions, which made it harder for 

shoppers to judge fit. This led to concerns among shoppers that 

if the models and clothes weren't real, the brand's selling 

promise fell apart
35

. ii. Coca-Cola: Coca-Cola's 2024 fully AI-

generated holiday campaign, despite being framed as a 

"collaboration of human storytellers and the power of generative 

AI," was widely perceived by audiences as a "low effort 

attempt" and a "sneaky way to avoid paying real artists," 

especially from a brand known for iconic human-led 

advertising
36

. iii. Google Gemini Ad: A specific Google ad 

featuring a father asking Gemini to help his daughter write a 

heartfelt letter received overwhelmingly negative responses. 

Viewers criticized the replacement of genuine human 

expression with "scripted AI emotion"
36

. iv. Artisan's "Stop 

Hiring Humans" Billboard: This campaign sparked swift and 

angry public responses, with critics calling it "dystopian" and 

leading to vandalism. The backlash highlighted significant 

public sensitivity to the issue of AI-driven job displacement
36

. 

 

New research finds that AI-powered influencers have the 

potential to damage a brand's trust and reputation more severely 

than their human equivalents if consumers are unhappy with a 

product. This is because consumers regard AI-powered 

influencers as less responsible for their actions, leading them to 

attribute fault directly to the brand for any misleading claims or 

product dissatisfaction
36

. A significant concern is the broader 

impact of generative AI on consumer trust in online content. 

Seven in ten respondents to a Deloitte survey said the 

emergence of generative AI makes it harder for them to trust 

what they see online, and two-thirds are concerned they could 

be fooled or scammed by generative AI content. 

 

Table-2: Ethical and Legal Challenges of AI in Fashion 

Advertising. 

Challenge 

Category 

Specific Concern Key Implications 

Authenticity 

& 

Transparenc

y 

Blurred 

reality/digital 

manipulation, 

consumer 

skepticism and 

distrust, risk of 

deceptive 

advertising 

Misled 

consumers, 

significant brand 

backlash and 

reputational 

damage 

Workforce 

Impact 

Job displacement 

for 

models/photograp

hers/designers 

Social and 

economic 

disruption, 

industry pushback 

Legal & 

Intellectual 

Property 

Intellectual 

property 

infringement 

(training data, 

replication), 

personality rights 

and likeness 

violations 

Potential 

regulatory 

penalties and 

fines, complex 

legal challenges 

and litigation 

Societal & 

Algorithmic 

Bias 

Perpetuating 

unrealistic beauty 

standards, skewed 

representation 

Harmful societal 

stereotypes, 

feelings of 

exclusion and 

inadequacy for 

marginalized 

individuals 

Brand 

Credibility 

Erosion of brand 

trust, consumer 

resistance to AI 

content 

Reduced sales, 

long-term loss of 

brand loyalty 

 

Balancing the Dilemma: Strategies for 

Responsible AI Adoption and Trust Building 

Navigating the digital dilemma requires a multi-faceted 

approach that prioritizes ethical considerations alongside 

technological advancement. Brands must proactively implement 

strategies that foster transparency, collaboration, and robust 

governance to build and maintain consumer trust
35

. 

 

Prioritizing Transparency and Clear Disclosure of AI Use: 

To proactively build and maintain consumer trust, brands must 

prioritize transparency by clearly disclosing when AI is used in 

their advertising campaigns
36

. This is not merely a best practice 
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but a consumer expectation, with a significant 90 percent of 

consumers indicating they want to know if an image is AI-

generated
37

. Regulatory bodies, such as the Federal Trade 

Commission (FTC) and the European Union's Digital Services 

Act (DSA) and particularly the EU AI Act, are increasingly 

moving towards mandating such transparency, making it a legal 

imperative
38,39

. 
 

While explicit disclosure is a necessary first step, the ongoing 

"truthfulness" debate and the finding that consumers often 

cannot distinguish AI-generated content from real images 
40

 

suggest that mere labeling might not be sufficient. Brands need 

to consider how they disclose, ensuring the AI-generated 

content remains a faithful and non-deceptive representation of 

the actual product, and potentially educating consumers on the 

nature of AI-assisted visuals
41

. 
 

Fostering Human-AI Collaboration: Augmenting, Not 

Replacing: A sustainable and ethical path forward involves 

integrating AI not as a replacement for human creatives, but as a 

powerful tool to enhance human-led design, storytelling, and 

overall creative processes
42

. This approach is crucial for 

mitigating potential backlash and addressing job displacement 

concerns
42

. This suggests that the "augmented human" model is 

not merely a compromise to appease ethical concerns, but a 

strategic imperative that can serve as a key differentiator in the 

market
43

. Brands that effectively blend human creativity with 

AI's efficiency will likely produce more authentic, relatable, and 

trustworthy content than those that pursue full AI automation. 

This approach mitigates the risk of job displacement while 

leveraging the unique strengths of both human intuition and AI's 

analytical power, leading to a superior and more accepted 

consumer experience
42

. The "augmented human" model 

becomes a competitive advantage, fostering deeper connection 

and trust where purely AI-driven approaches might fail. 

 

This strategy necessitates ensuring that human models retain 

clear rights over their digital replicas and are fairly compensated 

for their use. Examples like H&M's commitment to 

compensating models for their digital twins
43

 and the enactment 

of the New York Fashion Workers Act underscore the growing 

importance of legal protections for human talent in the AI era
44

. 

Better Studio's initiative to launch an influencer marketplace 

where real influencers own their IP and can license their images 

for AI-driven outfit changes represents an innovative step 

towards inclusive AI integration that respects human creators
45

. 
 

Stitch Fix serves as an exemplary case study for successful 

human-AI collaboration. The company effectively combines 

sophisticated AI algorithms, which process vast amounts of 

client data for personalized recommendations, with the nuanced 

insights of human stylists
46

. Human stylists work closely with 

the AI, adding intuition, making adjustments based on subtle 

cues, and ensuring a level of personalized curation that AI alone 

cannot achieve
47

. This hybrid model not only speeds up the 

styling process and enhances accuracy but also demonstrates a 

powerful synergy that builds consumer trust and satisfaction. 

Developing Robust Ethical Guidelines and Internal 

Governance Frameworks: To navigate the complexities of AI 

integration, fashion brands must proactively develop and 

implement clear, comprehensive ethical guidelines and robust 

internal governance frameworks for AI usage. These guidelines 

are essential for ensuring that AI-generated content is created 

and deployed responsibly and ethically
48,49

. 

 

A critical component of ethical governance is actively 

addressing algorithmic bias. Brands must commit to collecting 

more diverse and representative datasets for AI training and 

employing advanced techniques to identify, measure, and 

correct existing biases within their algorithms
50

. This proactive 

stance is paramount to avoid perpetuating unrealistic beauty 

standards, harmful stereotypes, and ensuring genuinely inclusive 

representation across all advertising efforts
51

. 

 

Navigating the Evolving Regulatory Landscape: The 

regulatory environment governing AI in advertising is rapidly 

evolving globally, necessitating that fashion brands remain agile 

and proactive in staying ahead of emerging legal frameworks
49

. 

The accelerating speed of AI development means brands cannot 

afford to wait for regulations to be fully codified, implemented, 

and enforced across all jurisdictions
52

. Proactive compliance, 

which includes establishing robust internal ethical guidelines 

and conducting rigorous, ongoing audits of AI systems, 

becomes not just a risk mitigation strategy but a critical 

component of brand reputation and trust-building
53

. Brands that 

anticipate regulatory trends and proactively build ethical AI 

frameworks from the ground up will not only avoid potential 

penalties and legal challenges but also differentiate themselves 

as responsible innovators. This foresight and commitment to 

ethical governance will foster deeper consumer loyalty and 

industry leadership in a landscape increasingly marked by 

skepticism and calls for accountability. 

 

Compliance with key regulatory frameworks is becoming 

imperative. The Federal Trade Commission (FTC) in the U.S. 

and the EU's Digital Services Act (DSA), particularly the 

comprehensive EU AI Act, are poised to or already require 

transparency in AI-powered advertisements
54

. The EU AI Act, 

for instance, introduces a risk-based framework that specifically 

mandates disclosure of AI-generated content, especially 

deepfakes or AI-enhanced visuals used in marketing
54

. 

Compliance obligations extend beyond internal practices to 

relationships with third-party AI providers. Brands must ensure 

that vendor agreements explicitly address AI transparency, bias 

mitigation, and data protection to meet evolving regulatory 

standards
54

. The New York Fashion Workers Act sets a 

significant precedent for legal protections for models, 

specifically requiring consent for the use of their digital replicas, 

highlighting a growing trend towards safeguarding human 

likeness in the digital realm. Given the dynamic nature of AI 

regulation, brands should conduct regular and thorough audits 

of their AI-generated content and data usage to ensure ongoing 

compliance and mitigate future legal risks. 
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Table-3: Regulatory Frameworks Impacting AI in Fashion 

Advertising. 

Regulatory 

Body/Act 

Key Focus 

Area 

Key Requirements/ 

Implications for Brands 

Federal 

Trade 

Commission 

(FTC) 

Deceptive 

advertising, 

transparency 

in AI content 

Mandatory disclosure 

of AI-generated 

content, accountability 

for misleading visuals 

EU Digital 

Services 

Act (DSA) / 

EU AI Act 

Transparency 

in AI content, 

data 

protection 

and privacy, 

risk-based 

framework 

Mandatory disclosure 

of AI-generated content 

(especially deepfakes), 

stringent compliance 

with data privacy laws 

(e.g., GDPR), 

implementation of a 

risk-based framework 

for AI system 

deployment 

New York 

Fashion 

Workers 

Act 

Protection of 

human 

creative 

professionals, 

likeness and 

personality 

rights 

Requirement for 

explicit consent for the 

use of digital replicas 

of individuals, ensuring 

fair 

compensation/rights for 

human creatives whose 

likeness or work is used 

for AI training or 

generation 

 

Promoting Diversity and Actively Mitigating Algorithmic 

Bias: While AI has the potential to represent a wider range of 

body types, ethnicities, and personal styles in advertising, this 

potential can only be fully realized through conscious and 

sustained efforts to actively mitigate algorithmic bias. 

 

Ensuring that AI training data is inherently diverse and 

representative is paramount to prevent algorithms from 

reinforcing harmful stereotypes or marginalizing certain 

demographics, cultural aesthetics, or body types. This involves a 

deliberate strategy to collect and curate balanced datasets. 

Algorithms should be designed with fairness and inclusivity as 

core principles, not solely for engagement. This means avoiding 

"overspecialization" that can limit consumer exposure to diverse 

content and instead fostering algorithms that promote a broader, 

more realistic view of beauty and style. A collaborative effort 

involving researchers, industry professionals, policymakers, and 

consumers is necessary to create a more fair and inclusive 

fashion industry through AI
54

. 

 

Case Studies: Lessons from Industry Leaders and Laggards: 

Examining real-world applications of AI in fashion advertising 

provides critical lessons on how to effectively balance 

innovation with consumer trust. Both successes and missteps 

offer valuable insights into the strategic deployment of AI. 

 

Examples of Successful AI Integration that Built Trust: 

Google AI Mode (Virtual Try-On): Google's new AI Mode 

allows users to upload their own photo to virtually try on 

billions of apparel items. The underlying AI model is designed 

to understand the human body and the nuances of clothing 

drape, making the virtual experience highly realistic
23

. This 

innovation directly addresses a key consumer pain point in 

online shopping (fit uncertainty), enhancing personalization and 

significantly reducing return rates 
44

, thereby building 

confidence and trust in online purchases. The technology 

directly addresses a functional need, making the shopping 

experience more reliable
55,56

. 

 

Zalando (Personalized Outfit Recommendations): Zalando 

successfully launched its Algorithmic Fashion Companion 

(AFC), an AI-powered tool that recommends personalized 

outfits based on individual user preferences. This initiative has 

demonstrably boosted sales and significantly improved 

customer engagement
57

. This case illustrates how AI, when 

focused on utility and enhancing the shopping experience 

through relevant personalization, can effectively build trust and 

loyalty by providing tangible value to the consumer
58

. 

 

H&M (Digital Twins, Forecasting, Sustainability): H&M has 

integrated AI for creating digital twins (virtual models), 

sophisticated trend forecasting, and efficient inventory 

management, all aimed at reducing overproduction
59,60

. This 

example showcases AI integration that delivers on multiple 

strategic fronts: efficiency, cost reduction, and crucially, 

sustainability—a value increasingly important to eco-conscious 

consumers
61

. By aligning AI use with broader societal values, 

H&M can mitigate some trust concerns, demonstrating a 

commitment beyond mere profit. 

 

PUMA (Fan Co-Creation): PUMA collaborated with 

Manchester City to launch an AI-powered kit design platform, 

enabling fans to design the official 2026/27 Third kit
62

. This 

innovative approach leverages AI to deepen brand loyalty by 

transforming fans into co-creators, shifting the focus from pure 

efficiency to genuine engagement and community building. This 

demonstrates how AI can be used to foster a sense of ownership 

and connection, building trust through participation and shared 

creativity
63

. 

 

Louis Vuitton (AI-powered Visual Search): Louis Vuitton 

integrated AI-powered visual search technology into its mobile 

app, allowing users to upload photos of desired items and find 

similar products within their inventory
64

. This application 

enhances the customer experience by making product discovery 

intuitive and convenient, aligning with the luxury brand's ethos 

of high-touch service in a digital format. The AI serves to 

elevate the existing brand experience rather than replace it
64

. 
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Hermès (AI-driven Analytics for Personalization): Hermès 

implemented advanced AI-driven analytics tools to process and 

analyze extensive customer data (purchase history, browsing 

patterns, social media activity). This enabled the brand to offer 

personalized product recommendations, exclusive previews, and 

tailored shopping experiences, fostering stronger emotional 

connections and boosting loyalty
65

. This case highlights how AI 

can enhance high-touch luxury services without diminishing the 

brand's artisanal identity, by focusing on deeper customer 

understanding and bespoke offerings that reinforce 

exclusivity
66,67

. 

 

Prada (AI for Trend Forecasting & Inventory): Prada 

adopted AI-driven tools to analyze extensive datasets, 

identifying emerging preferences in colors, materials, and styles. 

This provided actionable insights for designers and optimized 

inventory planning, minimizing excess inventory and waste
68

. 

This demonstrates AI's crucial role in maintaining brand 

relevance and contributing to sustainability through enhanced 

operational efficiency and responsiveness to market trends, 

aligning with modern consumer values
69,70

. 

 

Conclusion 

A Strategic Roadmap for Sustainable Growth: Fashion’s 

Digital Dilemma, the inherent tension between leveraging AI 

innovation in advertising and safeguarding consumer trust, is 

not merely a transient challenge but a defining strategic 

imperative of the modern era. Successfully navigating this 

dilemma requires a deliberate, multi-faceted strategy that 

prioritizes ethical considerations and human values alongside 

technological advancement. The goal is not to avoid AI, but to 

master its responsible integration. 

 

The strategic imperatives for fashion brands include: i. 

Mandatory Transparency: Proactive and unequivocal disclosure 

of AI-generated content is no longer optional but a non-

negotiable imperative, driven by both escalating consumer 

demand for authenticity and rapidly emerging regulatory 

mandates from bodies like the FTC and the EU AI Act. Brands 

must clearly label AI use across all touchpoints
1
. ii. Robust 

Ethical Governance: Implement comprehensive AI policies and 

frameworks that define its role, set ethical boundaries, and 

ensure human oversight. Regular ethics-based audits, conducted 

by multidisciplinary teams, are crucial for identifying and 

mitigating biases, ensuring fairness, and maintaining 

accountability in AI-driven marketing initiatives. iii. Human-

Centric AI Integration: Strategically position AI as an 

augmentative tool that enhances, rather than replaces, human 

creativity, craftsmanship, and emotional connection. This 

involves investing in human talent, fostering collaboration 

between designers and AI developers, and ensuring AI frees 

creatives for higher-value, conceptual work, thereby preserving 

the unique human touch that defines fashion. iv. Proactive 

Regulatory Compliance: Brands must actively stay abreast of 

and build compliance into their AI development and deployment 

processes from the outset. This includes adhering to evolving 

legal frameworks concerning intellectual property, data privacy, 

and advertising transparency, ensuring that AI systems operate 

within established legal and ethical boundaries. v. Data 

Responsibility: Prioritize ethical data sourcing with explicit 

consent, implement stringent privacy protection measures, and 

continuously work to mitigate algorithmic bias by diversifying 

training datasets and regular monitoring. Responsible data 

practices are the foundation of trustworthy AI. 

 

The future of AI in fashion advertising is not about eliminating 

the human touch or the artistry that defines the industry. Instead, 

it is about intelligently integrating advanced technology to 

create more personalized, efficient, and sustainable experiences 

that genuinely resonate with consumers. Brands that master this 

intricate balance—leveraging AI to amplify their unique brand 

identity while steadfastly upholding principles of transparency, 

ethics, and human creativity—will be best positioned for 

sustainable growth and enduring consumer trust in the evolving 

digital landscape. 
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