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Abstract— As a revolutionary technology, Avtificial
Intelligence (Al) has become a change in fashion
communication in the digital-first market that is changing
brand-consumers, brand-horses and brand-media strategies of
brands. A future analytics based on the recommended system,
virtual tri-on, generative design and Al allows to create an
individual, immersion and skilled brand-conjumer interaction.
Such applications go beyond operational effectiveness and
change creativity and communication process, algorithm
design, virtual affects and AR/VR experiences with stories and
branding with experiences. The review is based on the findings
of the scholarly literature, quality conference papers, and
business case studies to explore the technological,
communicative, and ethical aspects of Al in fashion
communication. The thematic analysis is based on the following
major areas; personalized and consumer engagement;
generative and predictive applications in branding; immersive
communication using AR/VR; social media dynamics and
virtual influencers; and transparency and sustainability in
supply chain communication. The practice examples of brands
such as Nike, Gucci, H&M, Zara, Stitch Fix, etc. are case
situations that demonstrate opportunities and limitations.
Though Al increases personalisation, efficiency and consumer
experience, it also raises the most prominent questions, such as
data privacy, algorithmic bias, authenticity, labour replacement
and environmental cost. The article identifies such tensions and
suggests mitigation measures with the focus on responsible and
ethical innovation. Lastly, it mentions future directions of
research, such as explainable Al, multimodal generative
systems, integration into the metaverse, and human-Al co-
creation, making Al a technological resource and strategic
partner in fashion communication of the future generation.
Keywords— Atrtificial Intelligence, Fashion Communication,
Generative Al, Personalization, Virtual Influencers, Immersive
Technologies, Sustainability

1. Introduction

Traditionally fashion is a sector of imagination, art, and rapid
flux of fashion among customers, but in the past decade it has
experienced a phase of transition into a detailed ecosystem
where Artificial Intelligence (Al) is already becoming a source
of innovation. Some of the Al technologies that are assisting
businesses to streamline processes, anticipate demand, and
create distinctly pertinent consumer experiences are computer
vision, natural language processing, and generative adversarial
networks, which were inconceivable previously. The
implementation of Al-oriented recommendation engines and
forecasting analytics in fashion retailers has been associated
with the quantifiable efficiency and client retention and
engagement, which reflects the disruptive potential of these
instruments to the customary operations. (Huang et al., 2023;
Shirkhani, 2023).[5][14] Besides operation efficiency, Al is
also redefining the notion of creativity as such: GAN-based
design tools allow creators to design new types of garments
prototypes, predict style options, and explore the concept of
computational creativity as an addition to human creation (Han
et al., 2021; Karras et al., 2020).[4][8] This shift has enabled
fashion manufacturers to get out of mass-produced products
into hyper-personalised experience whereby the final products
are tailored, sold, and engaged with on individualised terms.
The applicability of Al also manifests in the physical store, as
intelligent mirrors, body scans, and virtual fitting rooms are
visible to make the in-store shopping experience easier; a good
example of an Al-based solution that not only greatly increased
customer satisfaction but also reduced the number of product
returns is the Nike Fit sizing applicant (Liu et al., 2022)[9].

Meanwhile, the value of fashion communication during the
digital age cannot be reduced. As a result of the emergence of
social platforms such as Instagram, Tick Tok, and Pinterest,
fashion proliferation is no longer seen as an elite fashion event
held twice a year, but as a everyday online environment where
consumer-related materials and brand stories live in real time.
Current fashion communication is not focused on one-way
marketing, but interactive storytelling and engagement
approaches, which are operated by Al. Emotion monitoring
algorithms, consumer reaction tracking algorithms, and
campaigning viral prediction algorithms are used to allow
brands to dynamically optimize their communication strategies
(payrase and gomez, 2021)[12]. The arrival of the affected
people using Al-based images, including Lil Mikella, has
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softened the line between reality and simulation, and ignored
the authenticity questions, but also opens up the entire new
creative possibilities of brand communication (Rodriguez et al,
2020).[13] AR filters, chatbots operated by Al, and virtual
showrooms used in the virtual world are also redefined by
consumer experience of products, providing a sense of
experience before shopping. Al is also critical in cross-cultural
communication because, through natural language processing,
the campaigns can be customized to the global population, so
that the stories become relevant across linguistic and cultural
limits. In luxurious fashion, the emphasis of the branding is on
exclusivity and heritage, so Al can be used to launch precisely
targeted campaigns that cause exclusivity yet attract different
demographics across the world. Also, as sustainability is a
burning worldwide issue, Al assists fashion brands in
monitoring the supply chain transparency and efficiently
convey their environmental pledges to consumers (Nguyen et
al., 2024).[10]

It is on this basis that the current review intends to critically
analyse how Al is revolutionizing fashion communication by
altering consumer communication, branding, and media
approach. Though the literature on Al application has been done
on the application of Al to retail, logistics, marketing, and also
separately, no literature has examined fashion communication
as an interdisciplinary field that connects design, consumer
psychology, media, and ethics. The given paper aims to close
this gap by summarizing the results of various fields as well as
explaining them with real-life examples of such brands as Nike,
H&M, Gucci, and Stitch Fix, which have already taken the lead
in using Al-driven consumer communication tactics. The
review is conducted on three levels: to understand the
technological basis of Al applications in fashion
communication, such as recommendation systems, generative
design, AR try-ons, and social media analytics; to study
practical applications through the cases of industry, which
outline the opportunities as well as limitations; and to analyse
challenges associated with the wuse of Al-mediated
communication, including data privacy, algorithmic bias,
authenticity, and ethical dilemmas. While offering a
combination of theoretical knowledge and practical vision, the
review combines educational discussion on the digitization of
the consumer interaction process and provides practical
implications to fashion brands, which needs to work in the cycle
of the Al-managed era of communication.

Al in Fashion Communication — Conceptual Framework

«Al»
Al Technologies
(Computer Vision, NLP,
Generative Models,
Predictive Analytics)

powers / personalizes

Examples: &

|- Nike Fit (cv)
(Social Media, AR/VR, "] = Lil Miquela (Generative)
E-commerce, In-store Mirrors) » Zara AR (AR)

&; shapes

«Qutcomes»
Consumer Outcomes
(Personalization, Engagement,
Trust, Purchase Intention)

«Channels»
Channels enables predictive

& generative outcomes

Figure 1. A conceptual framework that links Al technology,
communication routes, and consumer results.

2. Literature Review

The adoption of Artificial Intelligence (Al) in the fashion
industry has been a widely studied concept in scholarly and
business literature, especially in relation to consumer relations,
branding, and communication. This review is based on the
experience of peer-reviewed journal articles, high-quality
conference proceedings, and case studies in the fashion
industry, with a focus on the technological, communicative, and
ethical aspects of Al in fashion communication. The thematic
structure of the literature is based on the primary areas of
development: personalization and consumer engagement in Al,
generative and predictive Al in design and branding, immersive
technologies in fashion communication, social media and
virtual influencers, and operational communication in
sustainability and supply chains.
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ggr&irlztlve imagery, content (virtual
(GANS / virtual prototyping | influencer)
diffusion) influencers, , Creative , Levi’s
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chatbots commerce, service, roduct ‘
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S) generation content ns
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pricing
Immersive trv- Engagemen | Zara AR,
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shows .
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Table 1-— Al Techniques & Applications in Fashion Communication
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Figure 2. Conceptual Framework connecting Al Technologies,
Communication Channels, and Consumer Outcomes.

2.1 Al-Driven Personalization and Consumer
Engagement

Personalization is one of the most important additions to fashion
communication made by Al. Initially, the recommender
systems were based on collaborative filtering, yet deep learning
models have already increased the accuracy and relevance of
the product recommendations (Deldjoo et al., 2023)[2]. When
it comes to brands providing them with personal shopping
experiences, consumers are more and more demanding; Al can
help with it because it not only checks browsing history and
processes, purchases, social media use, but also bio-detta. Stitch
fix is one of the most paradigm cases: the recommended engine
that appoints the company, combines machine learning models
with stylistic feedback, provides each millions of customers
with curated clothing boxes. Research on the hybrid approach
adopted by Stitch Fix throws light, which causes algorithm
forecast to increase consumer satisfaction without losing the
spirit of individual connections (Onitiu, 2022)[11]. In a similar
vein, Zara has been able to take advantage of the power of Al-
based demand, which has been aligned with inventory and
audience to ensure that the message is aligned with stock and
customer preference at any time (Choi, 2021).
Communication-wise, the concept of personalization enhances
the chances of consumer interaction since a message and
product recommendation touch on individual needs. Studies
indicate that personalization is also a driver of the emotional
loyalty, since tailored suggestions are perceived as indicators of
brand sensitivity by the consumers (Shirkhani, 2023)[14].
Personalization is however accompanied by privacy issues as
discussed later.

2.2 Generative and Predictive Al in Design and
Branding

Generative Al has facilitated novel creative communication in
fashion. Designers can use GANs and diffusion models to
experiment with different patterns, color palette, and texture
and thus, speed up the design process and present new aesthetics
(Han et al., 2021)[4]. Predictive Al is an extension of this, in
which past data is used to predict future trends in the fashion
industry and brands can then shape their branding and narratives
accordingly to match the interests expected in the consumer.

H&M, as an example, has utilized Al to develop a better design
strategy and communication strategy. Through sales and social
media predictive analytics, the brand will be able to tailor the
campaigns by focusing on eco-friendly lines when consumer
interest in sustainability is at its highest point. This model

combines both product innovation and communication concepts
by not creating a gap between design and branding stories
(Nguyen et al., 2024)[10].

Researchers claim that generative Al is no longer a back-end
technology but a communicational instrument as itself since the
fashion items produced through an algorithm have become the
constituent of the brand and narrative. Gucci is one of the best
examples, with its digital campaigns being Al-enabled and
experimenting with Al-generated fashion photography and
digital avatars, as the brand communicates its innovativeness
and creativity to stay culturally relevant (Rodriguez et al.,
2020)[13].

2.3 Immersive Technologies in Fashion
Communication

The aspect of fashion communication is changing to
incorporates the enhanced reality (AR) and virtual reality (VR)
applications, where consumers can interact with their products
using immersive techniques. These techniques are
supplemented with the use of artificial intelligence (Al)
algorithms to increase the view of fit, predict consumer
behavior and increase the view of real -time modification of
experiences. This trend is painted by the Nike Fit application.
Nike fit the user to scan the legs with a smartphone to get the
right size suggestions with the aid of computer vision and Al. It
reduces the rate of return, in addition to increasing brand-
consumer communication, as it is one of the historical pain
points, the accuracy of the size. Similarly, luxury brands like
Dior or Barbari have already implemented AR TRAI-on
features in their applications and social media marketing
campaigns in which customers can actually test and buy a
fashion product. With the help of Al, immersive technologies
are placed in an academic context as an tool of experience in
communication. They replace shopping to become a story,
where consumers will shop as a statement instead of a business
(Paraze and Gomez, 2021)[12]. It has been identified as a
change, leading to high emotional response, purchase and brand
loyalty.

2.4 Social Media, Virtual Influencers, and Al
Communication

The emergence of social media has increased the status of Al in
communication strategies. Visibility, relevancy, and interaction
in platforms like Instagram, Tik Tok and Pinterest are controlled
by algorithms. The fashion industry is also most likely to use
Al-based social listening programs to measure the mood,
monitor trends and optimize campaign messages.

Examples of how brands use artificial personas to market
themselves include virtual influencers like Lil Miquela who
were created using Al. The Al-generated characters, in contrast
to human influencers, will give brands all control over
narratives, aesthetics and frequency of communication.
Educational literature indicates some opportunities and
challenges in the field: on one hand, virtual effects become an
engine of interaction and innovation, on the other hand, they
doubt the commitments of authenticity and consumer belief
(Onitiu, 2022)[11]. The company has tried to marketing an Al-
based impressive impressive marketing such as Gucci and
Balman, who have virtual models to advertise a collection on
social media. The above examples show how Al helps to
regulate brands, but interesting communication patterns that
match changing digital aesthetics.
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2.5 Al in Operational Communication:
Transparency and Sustainability

In addition to consumer-facing communication, Al is becoming
important for operating transparency and stability activities.
Since the issue of stability has become a distinctive feature of
consumers, fashion brands should not only practice stability,
but it should also be described in a efficient way. Supply chain
data analysis Al-based equipment and carbon footprints assist
brands such as H&M and Patagonia to convey their stability
achievements in ways that are easy to understand and factual.
The combination of blockchain and Al will ensure that
consumers are capable of tracking the origin of products, while
the Al-based dashboard will change the technical information
on stability in a way, which can be easily converted into a
campaign. The literature of scholars shows that the openness of
stability of stability practices with the help of Al can contribute
to an increase in consumer trust and brand equity (Chen,
2023)[1].

2.6 Synthesis of Literature

All reviewed sources prove that Al is a cross-deception in
fashion communication and includes creative design, consumer
privatization, immersive experience, social media dynamics
and stability. Another topic present in all these articles is that
Al can complete a technical role as well as communication
completely: it runs back-end consumer insight and creates
front-end consumer experiences. Although literature cannot
refer to adequate evidence of Al efficacy in consumer
participation and branding, it also notes new obstacles,
especially in the context of morality, authenticity and inclusion,
which will be mentioned later in paper.

Al . Observed/Repo
Bran Applicati _Commumcat rted Outcome Ref.
d ion Goal -
on (metric)
Hybrid 1 Repeat .
F Stitch
. recommen | Personalized | purchases; | -
Stitch - Fix
. der + storytelling & | returns
Fix . - (2023
stylist retention (company )
loop reports)
Forbe
s
Nike Fit Fit | size returns; 1 (2019
Nike | (CV + confidence & | conversion on ); Liu
ML) trust app etal.
(2022
)
Virtual Brand
influencer innovation High social Wired
Gucci | & . engagement; (2020
. image &
generative buzz (PR) )
. engagement
campaigns
In-store . Zara
AR try- engagement + | 1 dwelltime: L o0y
Zara | ons/store returns (pilot
reduced report
AR reports)
returns s
H&
A | overstock; M
H& Predictive Sustamgbnny fewer Grou
. messaging &
M forecasting inventor markdowns p
y (annual report) (2024
)

Table 2- Selected Case Studies: Application — Communication
Outcome — Evidence

Al-Driven Fashion Communication Ecosystem
Al Core

(Recommenders, CV, GANS, NLP)
~ b

Lnabias auramatian ._
& predictive insights B
Brand Functions

(Design, Marketing, Supply Chain)

~Cr
- & experienc
Communication Channels
(Social Media, AR/NVR, E-commerce, Stores)

= ‘ Feedback & Data

Engagement
Purchases, Loyalty

Consumers
(Personalization, Trust, Engagement)

Figure 3. Al-operated ecosystem is showing interaction between Al
core, brand functions, communication channels and consumer
engagement.

3.Methodology
In order to explore the potential of Artificial Intelligence in
fashion communication, this paper will use a narrative and
thematic review methodology. The study focuses on conceptual
breadth and practical relevance, rather than on the limited scope
of bibliometric procedures or time-based filters of inclusion.
Scholarly publications in marketing, computer science and
communication studies have been pooled with industry white
papers and brand case reports to create a holistic view of the
industry.
The thematic organization of the review was based on five areas
that have become the key to Al-based revolution in fashion: (1)
personalization and consumer interactions, (2) generative and
predictive applications in branding, (3) immersive AR/VR
communication tools, (4) social media dynamics and virtual
influencers, and (5) sustainability and transparency
communication. In each of the themes, there is a union of peer-
reviewed research and actual brand example in the Nike Fit, Al-
powered influencer marketing by Gucci, a Stitch Fix hybrid
recommender system, and predictive communication at H&M
to illustrate how practice and theory instantiate each other.
By such an organization, the functioning is capable of
synthesizing the current task, but also provides a balanced
opinion on technological innovation, communication
approaches and moral aspects. The thematic approach was
adopted to highlight patterns, gaps and future opportunities and
the review can be applied to academics and physicians in the
developing field of fashion communication.

4. Challenges and Ethical Considerations

Although Artificial Intelligence (Al) has brought new
unprecedented dimensions of personalization, immersion,
immersion, generosity and future communication in the fashion
world, it comes with many important issues and moral
challenges. The call for responsible innovation has been warned
by the confluence of these challenges with technical, social,
cultural and regulatory people. As the Al brands turn into part
of the communication strategy, efficiency, privatization and
privacy, inclusion and prejudice, the conflict between creativity
and automation will appear on the agenda. Figure 3. Al-
medievally marked with the life cycle of fashion
communication, reaction loops and moral posts.

4.1 Data Privacy and Consumer Trust

The privacy of data in Al-based fashion communication is one
of the most topical concerns. Recommendation systems,
predicting analytics, and AR apps are mechanisms that highly
depend on data, for example, browsing, procurement,
geolocation and even biometric information, for example, facial
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scans or body scans. Without proper regulation, these customers
will be a threat to dissolve the trust. Scams such as Facebook-
Cambridge Analytica have opened the world for the problem of
data misuse, and fashion brands cannot help but may be
affected. A good example is an advancement in Nike Fit
Predictive Sizeing Tools, personalization, but also questions
about biometric data storage, sharing and mudification process.
Transparency and informed consent is therefore a requirement
to ensure that personalization does not become monitoring.

4.2 Algorithmic Bias and Representation

The artificial intelligence can be as unbiased as the data that
they are trained upon. In cases where the training data is skewed
to have a higher representation of particular body types,
ethnicities or aesthetics the generated recommendations and
generative content is prone to imprint stereotypes and
discriminating against underrepresented groups. To use the
example of the introduction of Al-generated models by Levi it
was initially hailed as a sign of inclusivity, yet critics wondered
whether synthetic diversity could be a substitute to the real
representation of the real-life communities.

Predictive analytics are not exempt of algorithmic bias. In case
the historical sales data are biased to Eurocentric beauty ideals
or mainstream fashion, the niche or alternative fashion cultures
may be pushed out by Al-specific communication, which
significantly erodes the diversity aspect of global fashion
identity. The solution to the problem of bias should be not only
technical but also moral and ethical dedication to inclusiveness.

4.3 Authenticity and Creativity in Al-Generated
Content

The generation of hyper-scalable content is performed with the
help of Al generative tools, and the question of authenticity and
creativity is also questionable. Innovativeness, creativity, and
expression are what the cultural industry of fashion survives on.
Overuse of images produced by Al, influencers or campaigns
will undermine brand stories founded on heritage and
authenticity.

This is the quandary of luxury brands. When Gucci was turned
into a brand that enlisted the services of the virtual influencer
Lil Miquela, it appeared to seem like the brand is innovative,
although, critics were questioning whether a virtual character
would be able to capture the same type of culture that the luxury
storytelling had been known to possess. It is challenging to
place Al in perspective as not a replacement but an aid, an
augmentation of human imagination rather than a replacement.

4.4 Labor Displacement and Professional Ethics

The use of Al in communication in the fashion industry also
raises the issue of displacement of labour. Predictive analytics
can make the job of human merchandisers and marketers
unnecessary, automated content creation will require fewer
photographers, stylists, and copywriters. Even though the
concept of Al introduces new opportunities in data science and
the design of digital experiences, not every practitioner who has
been removed through automation can find such a role.
Ethically, the brands should manage their balance between
efficiency and responsibility to creative work. Human-Al
cooperation approaches, like the hybrid model of stylist-
algorithm, are the way to the future, and Stitch Fix is likely to
be more sustainable, which means that humanity will be
improved by technology instead of being substituted by it.

4.5 Psychological and Social Impacts

Immersive AR and generative filters incorporate psychological
and social factors especially in terms of self-image and
consumer well-being. The artificial intelligence-based AR
filters, which improve the appearance of faces or body
proportions, can unknowingly support the false ideals of beauty,
which has been shown to negatively influence the perceptions
of younger consumers and trigger mental health issues. The
fashion brands that use these tools should be aware of their
communicative effect beyond the commercial interests, adding
the protective measures against the negative messages.

Also, there is the issue of predictive communication where the
needs of the consumers are projected and convenience and
manipulation become ambiguous. Push notifications or
advertisements in this context would be too prescient and create
a feeling of being looked at, which would cause uneasiness
instead of interest. Ethical communication entails making sure
that predictive personalization is empowering to the consumers
and not to the detriment of consumers.

4.6 Sustainability and Environmental Costs

Although Al has been advertised as a means of sustainability,
through cutting down on overproduction, optimization of
supply chain, and demand forecasting, it has its dark side
effects. Generative model training and large-scale predictive
system running use a lot of computational power, which also
leads to carbon emissions. Such brands as H&M and Levi have
positioned the use of Al as a sustainability message, but the
argument needs to be balanced against the environmental
impact of Al infrastructure per se. The communication here
includes ethical communication that involves being open about
benefits and trade-offs.

4.7 Regulatory and Governance Gaps

Finally, the rapid integration.of Al speaks of the existing
regulatory structure to speak .about fashion. Intellectual
property (eg, design design designs developed by Al form
intellectual property), Consumer privacy (eg, does it agree to
use biometric information), And algorithm accountability (eg,
what discriminated suggestions are always accountable). As the
regulator's focus on Al changes towards the European Union
and other regions, the fashion label will need to re -direct the
rebuilding of fashion labels with sets that develop rules. Ethical
violations also make legal results in more heavy regulated
online world -also in iconic results.

Proposed Model for Ethical & Sustainable Al in Fashion Communication
Challenges)
[ fi Fi [ 0
Envionmental Impact Labor Displacerrent Authenticly & Creatiity lssves Algorthmic Bias & Representation Data Pivacy & Consumer Trust
~ ~ ’ :
S .y 7
Mitigation Strategies | /
o P [2

Regulatory Compliance Green A Practices Fuman-AI Co-Cretisn | | s Audits & Diverse Datasets
T T '

T
T l
Outcomes), | | | /
k] ] ¥ F

Responsble Impiation Sustanable Prectices Authentic Creatity Inclusity & Faimess Trust & Transpirency

Figure 4. Proposed models adding Al challenges, mitigation
strategies and moral results in fashion communication.
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Ethical Risk

Why it matters
for
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Practical mitigation
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Data privacy

Loss of trust,

Explicit consent U, store

& biometric - minimal data, privacy

. legal risk Lo .
misuse notice in campaigns

N Exclu5|_onary Diverse training data, bias

Algorithmic messaging, ) .

- - audits, external fairness
bias reputational

reports
harm

Authenticity Consumer Label Al-generated content;
loss (Al distrust if use “co-created with AI”
content) undisclosed messaging
Labor Ethical and PR Re-skill programs, show

human+Al workflows in

displacement risk
comms

Report compute footprint;
offset & transparently
communicate trade-offs

Environmental
cost of Al

Greenwashing
accusations

Table 3 — Ethical Risks & Recommended Mitigations

5. Future Directions and Research Opportunities

The revolutionary capacity of Artificial Intelligence (Al) in
fashion communication is yet to be tapped. Whereas the current
application is a will for the fact that privatization, immersion,
genitalia, and predicted analytics have the future of Al, even
more radical changes and possibilities. For scholars and
physicians equally, new trends and research gaps should be
defined to ensure that Al technologies are used in a beneficial
and creative manner.

Al-Metaverse Integration for Fashion Communication

Al Engines
(Recommenders, Generative, NLP)

drives personalization
& real-time adaptation

Metaverse Layer

(Virtual Stores, Avatars, AR/VR spaces) feedback, preferences

immersive experiences,
Al-generated outfits

Consumers
(Avatars, Immersive Interaction)

deploy campaigns
and digital fashion

engagement, purchase,
co-creation

Fashion Brands
(Campaigns, Virtual Collections)

Figure 5. Mutual relations of Al and Metwover platforms for
immersive, interactive and individual fashion communication

5.1 Explainable and Transparent Al

A direction that can be seriously carried forward in the future is
developing Alable Al. Most of the current recommended
platforms and prepaid analytics are usually black boxes in the
sense that even the managers of the brand do not fully
understand how the output is made. For fashion
communication, this transparency becomes an issue about
consumer loyalty and  accountability.  Explainable

recommended system can publish research on how privatization
decisions are applied, thus providing more control and brands
more reliability to consumers. Transparency also enables his
brands to speak Al as his name, which speaks for openness and
moral leadership.

5.2 Al and the Metaverse in Fashion

Due to the convergence of Al with the metavors platform, there
will be more revolution in fashion communication. The
application of Al in avatars, virtual apparel and virtual
showrooms already provides a glimpse of the future in which
customers can sometimes live in a virtual environment. Al can
also be applied to places where fashion can be adapted in real
time and communicate with its audience through interactive,
dynamic content rather than brand advertisement. Educational
research is required to examine the effects of communication in
the virtual location by metavors on social interaction,
authenticity and consumer recognition.

5.3 Sustainability and Ethical Al Innovation

The application of Al should be seriously examined in future in
promoting sustainable fashion communication. Predictive
analysis saves waste by reducing inventory, but using generic
design tools can encourage production on digital models.
Researchers should investigate whether Al is really durable or
whether it is only a greenwash current practice. Al can be used
practically to support supply chain traceability where a brand is
able to report transparent accounts about sourcing in a morally
and circular manner.

5.4 Inclusive and Culturally Sensitive Al

Fashion culture is enamored, and therefore the future Al
systems cannot boil for privatization, which is normal, but
culture-infected and communicated-interactively available. The
character of existing madels is-that they will be Western data-
centered models, which do not consider consumer groups of
various beauty practices and margins. Studies will need to
generate Al systems that will serve in availing multicultural
datasets, variety in body types and non-standard fashion ideas.
This inclusive is not only a moral imperative for brands, but also
a strong communication tool in having a relationship with
global audiences.

5.5 Human-Al Collaboration in Creative
Communication

In such a second channel, Al may be included as an associate in
the creative business rather than one opponent. Instead of
automating the work, hybrid models such as human-Al
teamwork of stitch fix stylists show how human and Al
scalability can be leveraged simultaneously. The next
generation of research can examine co-interactive structures
where fashion designers, sephers and consumers use Al as a co-
-relative partner. Learning to balance people's efficiency and
originality is the secret of having originality in Al-based
communication.
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5.6 Policy, Regulation, and Governance

Finally, no one can further increase research opportunities in Al
and communication and policy regime. Currently, with the
industry, the fashion industry has to prepare strict unbreakable
rules as the new Al regulation emerges like the European Union
Al Act. A study can detect the effects of regulation systems on
communication behavior, especially on cases such as disclosure
of data, marking Al-made materials and having algorithm bias
into account. Compliance itself can be a brand trust
discrimination, through successful communication of this.

Research Example Study | Practical KPI for
Priority / Method Brands
Explainable User lab studies

1 trust score; 1 repeat
recommender + A/B test of

; purchase rate
systems explanations
Inclusive . | disparity in
. Dataset curation | recommendation
generative .
+ fairness evals accuracy across

datasets

groups

% users able to access
AR; engagement

Low-bandwidth

AR for emerging Field trials in

low-net regions

markets minutes
: . 0

Al carbon LCA of models CO: per campaign; %

- + transparency reduction year-on-
accounting

reports year

Human-Al co- Ethnography + Designer throughput;
creation productivity user satisfaction on
workflows metrics co-created items

Table 4 — Future Research Agenda & Practical KPIs

Research-Practice Framework for Al in Fashion Communication

Academic Contribution

» Theoretical synthesis of Al in communication
* Gap analysis (ethics, inclusivity, sustainability)
* Future research agenda (XAl, multimodal, metaverse)

translates insights into practice jprovides real-world cases & feedback

Managerial Implications

+ Consumer engagement strategies
+ Ethical communication practices
+ Al-enabled branding & storytelling
* Metrics & KPIs for Al campaigns

Figure 6. A dual structure of Al's educational contribution and
managerial implications in fashion communication.

6. Conclusion

Artificial Intelligence has now developed rapidly from an
operation tool of the back-end process for a consumer
interaction, creative and communication facility for the fashion
industry. In this review, the method in which Al-based
technologies, such as recommended engine and generative
content systems, computer vision, and predictable analytics are
revolutionizing in branding, storytelling and consumer
interactions. Stich fix data-informed style, Nike Al-informed
product construction, Guchi Al-Integrated Impressed
Impressive Marketing, and examples of Zara AR fuel retailing
display the vastness of changes brought by Al. The essence of
such developments lies in a paradigm change in the process of
communicating value and identity by fashion brands. The
message at the age of Al is no longer limited to mass marketing
or some predetermined advertising, but becomes adaptive,
customized and interactive. Al enhances emotional appeal and
brand loyalty through real -time privatization of consumers. At
the same time, it allows brands to be more durable and effective

through supply-demand matching, waste deficiency and
inventory adaptation.

But there are discrepancies in bringing Al in fashion
communication. The issue is issues of confidentiality, inclusion,
prejudice and transparency. Faith on the Black Box Algorithm
is finally going to be in danger, and the cultural insensitivity of
the Al model will separate different audiences. Similarly, the
environmental concern of digital innovation is controversial and
needs to be further investigated. All these cases emphasize that
there is a need to use moral rule and responsible innovation. In
the coming times, clear models, multimodal creativity,
metavors integration, and the Al of the brand and consumers
will shape the Al future of co-building fashion communication.
With technological progress, cultural awareness, inclusion and
stability, Al can be employed as an engine to run business
development, but can also contribute to a remarkable social and
cultural change. In summary, Al cannot be talked as a tool, but
it is a strategic partner of the future of fashion communication.
For researchers, it offers a fertile research agenda on issues of
human-Al cooperation, transparency and world-wishes. For
physicians it provides a channel through which branding and
consumer conversations can occur and may be more dynamic,
moral and more effective than ever.

7. Limitations

Even though the current review is a synthesis of the use of
artificial intelligence in fashion communication, there is a
demand to mention certain limitations. To begin, published
academic literature and industry reports are the main part of the
discussion, which means that information is based on
documented matters, not primary data, such as consumer
survey, interview, or dynastic comments. This can restrict the
level of insight into consumer perceptions on real -life
conditions.

Second, the paper uses examples of major brands in the world,
including Nike, H&M, Gucci, and Stitch Fix, but there is a risk
of geographical bias in the literature and case reports, where
Western and East Asian markets are in the limelight. Regions
such as Africa, South- America and South Asia may not have an
equal representation in innovation even when their contribution
to the world. fashion is on:the increase.

Third, it is a cross-sectional analysis of the trends and practices
until the current. Since Al technologies, like generative
diffusion models, explainable Al, and metaverse integration,
are rapidly evolving, some of the findings can also change in a
short time. In turn, the meanings suggested below can be
regarded as indicative of the existing situation in the field and
not final conclusions that may be made in the long run.

Lastly, although the aspects of ethical, social, and
environmental considerations were considered, the three topics
are very dynamic and situation-driven. It needs to be followed
by further interdisciplinary research on how the role of Al in
fashion communication will be determined in the future,
depending on consumer expectations, cultural aspects, and
regulatory mechanisms.

IJCRT2604222 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | b828


http://www.ijcrt.org/

www.ijcrt.org

© 2026 IJCRT | Volume 14, Issue 4 April 2026 | ISSN: 2320-2882

REFERENCES

[1] Chen, A., & Lee, B. (2023). Transformer-based chatbots
for fashion advice: User evaluation and trust implications.
Proceedings of the AAAI Conference on Atrtificial
Intelligence, 37(), 11234-11242.
https://doi.org/10.1609/aaai.v37i1.25123

[2] Deldjoo, Y. (2023). A review of modern fashion
recommender  systems. In  Machine Learning,
Optimization, and Data Science (pp. 450-465). Springer.
https://doi.org/10.1007/978-3-031-25075-0_35

[3] Ghodhbani, H., Ben Braiek, E., & Ayed, M. B. (2022). You
can try without visiting: A comprehensive survey on virtual
try-on systems. PeerJ Computer Science, 8, €967.
https://doi.org/10.7717/peerj-cs.967

[4] Han, X., Wu, Z., Wu, Z., Yu, R., & Davis, L. S. (2021).
ClothFlow: A flow-based model for clothed person
generation. Proceedings of the IEEE/CVF International
Conference on Computer Vision (ICCV), 10471-10480.
https://doi.org/10.1109/ICCV48922.2021.01032

[5] Huang, T., Deldjoo, Y., Di Noia, T., & Kille, B. (2023).
Fashion recommendation in the era of deep learning:
Current progress and future directions. ACM Computing
Surveys, 55(11), 1-38. https://doi.org/10.1145/3570928

[6] Jo, J., Lee, S., Lee, C., Lee, D.,, & Lim, H. (2020).

Development of fashion product retrieval and
recommendation model based on deep learning.
Electronics, 9(3), 508.

https://doi.org/10.3390/electronics9030508

[7] Kapoor, S., Singh, R., & Patel, D. (2024). Al-generated
product descriptions in online fashion retail: The role of
transparency and consumer trust. Journal of Retailing and

Consumer Services, 74, 103473.

https://doi.org/10.1016/j.jretconser.2023.103473

[8] Karras, T., Laine, S., Aittala, M., Hellsten, J., Lehtinen, J.,
& Aila, T. (2020). Analyzing and improving the image
quality of StyleGAN. Proceedings of the IEEE/CVF
Conference on Computer Vision and Pattern Recognition
(CVPR), 8110-8119.
https://doi.org/10.1109/CVVPR42600.2020.00813

[9] Liu, Y., Zhang,J., & Xu, K. (2022). Communicative effects
of Al-driven sizing tools: Evidence from Nike Fit. Journal
of Interactive Marketing, 58, 45-60.
https://doi.org/10.1016/j.intmar.2021.10.003

[10] Nguyen, T., Brown, K., & Chan, L. (2024). Al ethics in
sustainability reporting in the fashion industry. Journal of
Cleaner Production, 412, 137421.
https://doi.org/10.1016/j.jclepro.2023.137421

[11] Onitiu, D. (2022). Algorithmic abstractions of ‘fashion
identity’ and the role of recommender systems and social
media analytics in fashion. Al & Society, 37(3), 1175-
1187. https://doi.org/10.1007/s00146-021-01235-8

[12] Pérez, A., & GOmez, M. (2021). Engagement prediction
and image recognition in fashion social media posts.
Journal of Marketing Analytics, 9(4), 325-338.
https://doi.org/10.1057/s41270-021-00114-7

[13]Rodriguez, L., Torres, J., & Martinez, P. (2020). The
impact of augmented reality filters on Instagram brand
campaigns for luxury fashion. Journal of Marketing
Communications, 26(8), 789-804.
https://doi.org/10.1080/13527266.2019.1699183

[14] Shirkhani, S. (2023). Al-driven fashion recommender
systems: Opportunities and challenges. SN Computer
Science, 4(2), 156. https://doi.org/10.1007/s42979-023-
01932-9

IJCRT2604222 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | b829


http://www.ijcrt.org/
https://doi.org/10.1609/aaai.v37i1.25123
https://doi.org/10.1007/978-3-031-25075-0_35
https://doi.org/10.7717/peerj-cs.967
https://doi.org/10.1109/ICCV48922.2021.01032
https://doi.org/10.1145/3570928
https://doi.org/10.3390/electronics9030508
https://doi.org/10.1016/j.jretconser.2023.103473
https://doi.org/10.1109/CVPR42600.2020.00813
https://doi.org/10.1016/j.intmar.2021.10.003
https://doi.org/10.1016/j.jclepro.2023.137421
https://doi.org/10.1007/s00146-021-01235-8
https://doi.org/10.1057/s41270-021-00114-7
https://doi.org/10.1080/13527266.2019.1699183
https://doi.org/10.1007/s42979-023-01932-9
https://doi.org/10.1007/s42979-023-01932-9

