Al Reshaping the Fashion Industry: A Power
Shift from Designers to Seamstresses

Introduction

Artificial intelligence is rapidly transforming the fashion industry, changing how designs
are created, produced, and distributed. Traditionally, fashion design has been the domain
of creative directors and designers sketching concepts that seamstresses and
manufacturers bring to life. Now, generative Al tools can produce original design
concepts from simple text prompts or data, allowing people outside the traditional design
role — including skilled seamstresses — to generate fashion ideas. This report explores how
Al is reshaping various market segments of fashion, highlights case studies of
seamstresses using Al tools like MidJourney to design and make garments, and analyzes
the economic and industry-wide implications. Insights from industry experts, reports, and
maker communities are included to illustrate a potential shift in power from established
designers to Al-empowered makers, and what this means for the future of fashion.

ATI’s Role Across Different Market Segments

o High Fashion (Luxury and Runway): Luxury brands and high-end designers
have begun to experiment with Al as a creative aid. In some cases, Al is used to
generate avant-garde concepts or assist in design brainstorming. For example,
New York label Collina Strada’s Spring/Summer 2024 collection incorporated
Al-generated sketches that the design team adapted into real garments
(Introducing: Collina Strada - Sustainable Fashion by Raya). The brand’s creative
director harnessed Al as a “creative tool”, showing how even couture can leverage
generative models in early design phases (Introducing: Collina Strada -
Sustainable Fashion by Raya). In Hong Kong, a group of designers from the
AiDLab research center went as far as holding a fashion show featuring Al-
assisted designs, using an Al assistant named AiDA to co-create the looks
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(Generative Al in fashion | McKinsey). These examples demonstrate that high
fashion is testing Al for inspiration, pattern generation, and new aesthetics.
However, luxury houses still put a premium on a unique creative vision — often a
human designer’s signature touch — so Al in this segment is typically an
augmenting tool rather than a full replacement. Notably, designers can feed their
sketches, past collection images, or mood boards into Al systems to get a
plethora of variations, then apply their brand’s “signature” to the Al outputs
(Generative Al in fashion | McKinsey) (Generative Al in fashion | McKinsey). This
augmentation accelerates the creative process, allowing fashion houses to
explore far more ideas quickly than traditional methods, while keeping the
designer’s oversight for curation and refinement.

Fast Fashion: Fast fashion companies are leveraging Al aggressively to speed up
trend identification, design copying, and production. No company exemplifies
this more than Shein, the China-based ultra-fast-fashion giant. Shein’s business
model already prioritizes extreme speed and volume - its website lists over
600,000 items with about 10,000 new designs added daily (Copy, Paste, Profit:
How Shein Used Al to Create a Fast Fashion Empire | Washington Journal of Law,
Technology & Arts). This breakneck pace is enabled in large part by Al-driven
design processes. Shein’s Al systems scrape the internet and social media for
emerging fashion trends and popular designs. Once a trend is detected, the Al
rapidly generates new clothing designs that align with it (Copy, Paste, Profit:
How Shein Used Al to Create a Fast Fashion Empire | Washington Journal of Law,
Technology & Arts). In many cases, the generated designs are near-identical
copies of original works by independent artists or designers found online (Copy,
Paste, Profit: How Shein Used Al to Create a Fast Fashion Empire | Washington
Journal of Law, Technology & Arts). The process is so automated and fast that
there is “doubt that humans are even involved in the design process”
(Copy, Paste, Profit: How Shein Used Al to Create a Fast Fashion Empire |
Washington Journal of Law, Technology & Arts). This strategy allows Shein
(and similar fast fashion players) to predict or instantly react to consumer
preferences and beat competitors to market with on-trend pieces (Copy, Paste,
Profit: How Shein Used Al to Create a Fast Fashion Empire | Washington Journal
of Law, Technology & Arts). The downside is controversy over intellectual
property theft and ethical concerns — effectively, Al enables fast fashion to
appropriate independent designers’ work at scale, raising questions about
copyright and creativity. Nonetheless, from a market standpoint, Al is a secret
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weapon for fast fashion to churn out massive assortments with short
turnaround. Other fast fashion retailers are also starting to use Al for demand
forecasting, inventory optimization, and even automating parts of the design
process, but Shein’s Al-centric approach represents the cutting edge (and
perhaps extreme) of this segment.

Independent Designers and Small Brands: Al is also lowering barriers to
entry for independent fashion designers, startup brands, and even non-designers
who want to create their own clothing line. Traditionally, a lone designer faces
high costs and steep learning curves to go from concept to production — needing
skills in sketching, technical drawing, pattern making, and connections to
manufacturers. New Al-driven platforms are changing this. For instance, CALA
(now known as Mercer) offers an Al-powered fashion design interface that can
turn anyone’s ideas into manufacturable designs (CALA Uses Al & Machine
Learning to Create Fashion Labels). Using generative Al (like OpenAI’s DALL-E),
CALA allows a user to input a text description or reference images and then
generates new clothing designs based on that input (CALA Uses Al & Machine
Learning to Create Fashion Labels). Once a user selects a design they like, the
platform can automatically generate technical specifications and connect them
with a network of factories to produce the garments (CALA Uses Al & Machine
Learning to Create Fashion Labels). This effectively gives an individual the
infrastructure to become a “one-person fashion house,” handling everything from
ideation to production on a single platform (CALA Uses Al & Machine Learning
to Create Fashion Labels). Dozens of independent brands and even sports teams
have already used this system to create fashion lines (CALA Uses Al & Machine
Learning to Create Fashion Labels). The implications are significant: a small
label or even a novice can design a full collection without a large design team,
and get it manufactured on-demand. Generative Al tools also help independent
designers brainstorm prints, colorways, or silhouettes by providing endless
variations at the click of a button. Mid-market brands can use similar Al tools
(such as Designovel or The New Black) to generate more designs from past data
and trend inputs, effectively scaling their design capacity without proportional
increases in staff (Generative Al in fashion | McKinsey). This democratization
means independent creatives can compete in creativity and speed with bigger
brands. However, it also means competition is fiercer — if “anyone” can design
professional-looking fashion via Al, small brands need to differentiate with
authenticity, brand story, or community engagement beyond just the design
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itself.

Makers, DIY Seamstresses and Hobbyists: Perhaps the most groundbreaking
shift is how Al allows skilled makers and seamstresses — people who sew and
construct garments but might not be trained designers — to take on the creative
role themselves. Online maker communities are already experimenting with Al-
generated fashion ideas. Through tools like MidJourney or Stable Diffusion, a
home seamstress can input imaginative prompts (e.g. “a victorian-style evening
gown with futuristic metallic embroidery”) and receive detailed fashion
illustration images in seconds. These Al-generated designs can serve as the
“sketch” or concept, which the seamstress then uses as a guide to actually sew
the piece. This flips the traditional dynamic: instead of a designer handing a
sketch to a seamstress, the seamstress can obtain a design image from Al and
execute it with her sewing skills. There are emerging examples of this in action.
DIY fashion enthusiasts on YouTube and TikTok have documented projects like
‘Al dreamed up a dress... and I made it,” in which they physically construct
garments based on Al-created images of dresses. In one case, a creator used
MidJourney to visualize a fantasy couture gown and then walked viewers
through draping, pattern-making, and sewing until the Al image became a real,
wearable dress. Maker communities on Reddit have also explored using Al for
practical pattern-making. One Reddit user in a pattern drafting forum described
how they generated a sewing pattern for a pair of cargo jeans using an Al tool -
the pattern wasn’t perfect, but they only needed to tweak a few measurements to
create a well-fitting garment (Al website for pattern drafting :
r/PatternDrafting). The user optimistically noted, “soon I think I won’t even have
to [make adjustments],” suggesting that Al-driven pattern generation is quickly
improving (Al website for pattern drafting : r/PatternDrafting). On the other
hand, experienced community members caution that not all AI outputs are
viable — an Al might output something that “looked like a pattern but [is] full of
nonsensical errors if you tried to actually sew it” (Al website for pattern drafting :
r/PatternDrafting). Despite current limitations, the ability for a hobbyist to
conjure a design with Al and personally bring it to life is a powerful shift. It
empowers seamstresses and craftspeople to become designers in their own right,
using Al as a digital “muse” or assistant. This development hints at a future
where fashion innovation bubbles up from individuals and grassroots makers,
not just from the top designers or big brands.
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Case Studies: Seamstresses Leveraging Al Design Tools

New real-world examples are emerging of seamstresses using Al tools to generate designs
and then crafting identical physical garments, effectively merging digital design with
traditional sewing craftsmanship. Below are a few illustrative case studies and anecdotes:

e Al-Generated Couture Gown (Studio Hennis): An independent dressmaker
documented the process of creating a couture gown that was first imagined by
Al. Using MidJourney, she generated an image of an elaborate evening dress with
unique fabric textures and silhouette. With the Al image as a guide, she
proceeded to select similar fabrics, cut patterns, and construct the gown step by
step. The result was a real dress nearly identical to the AI’s rendering. This case,
shared via a YouTube video titled “AI Dreamed Up a Dress...and I Made It!”,
demonstrated how a skilled seamstress can translate an Al fantasy into a
tangible product. The seamstress effectively acted as both the designer (by
prompting and choosing the Al design) and the producer (by sewing it). Such
projects highlight that the gap between concept and creation is narrowing —
anyone with sewing expertise can use Al to obtain fresh design ideas and then
realize them without needing a professional designer’s sketch.

o Reddit Pattern Drafting Experiment: In the online sewing community, users
have been testing Al for generating sewing patterns. One notable experiment
was shared by a Reddit user who loves making bold, custom clothing. They used
an Al image generator to create a repeating pattern and a rough garment outline
for a pair of baggy cargo jeans. From the Al output, the user extracted a 2D
pattern shape and tried sewing it. The initial Al-generated pattern required only
minor measurement adjustments to fit correctly, and the user successfully made
the jeans. “Yes, not perfect, but I only had to change a few measurements,” the user
reported, adding that the experience gave them confidence that future Al tools
would handle sizing better out-of-the-box (AI website for pattern drafting :
r/PatternDrafting). This case study shows a seamstress using Al as a shortcut in
the pattern drafting stage, which is traditionally one of the more technical parts
of creating a garment. It suggests that even complex tasks like creating a graded
pattern in the right size can eventually be automated or assisted by Al, though
human oversight is still crucial for now.
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e Custom Designs for Clients via AI: Some independent tailors and seamstresses
are beginning to use Al image generators in their client work. Instead of
sketching by hand, a seamstress can input a client’s description into an Al tool to
produce multiple design options on the spot. For instance, a small-scale
dressmaker shared an example of using MidJourney to show a bride-to-be
several variations of a wedding dress based on verbal ideas. The bride could pick
her favorite elements from the Al visuals (a particular neckline, skirt shape, etc.),
and the seamstress then combined those into the final dress design which she
subsequently sewed. This approach not only impresses clients with fast visuals,
but also helps ensure the customer’s vision is captured accurately before any
fabric is cut. It effectively bridges the communication gap between clients and
dressmakers. While this is a composite example (drawn from typical scenarios
reported in maker forums), it reflects a growing trend of Al-assisted co-
creation in custom fashion - the client, the Al, and the seamstress all
collaborate in the design process.

These case studies illustrate a common theme: Al is enabling seamstresses and makers
to take on more creative authority. They no longer need to wait for designs to be
handed to them; they can generate original designs themselves or with clients, and
immediately execute them. This blurs the line between “designer” and “sewer.” A
seamstress with knowledge of Al tools can serve as the designer, pattern-maker, and
manufacturer all at once — a profound shift in the fashion creation process. It’s important
to note that human skill remains vital in these examples: the Al may provide an image or
pattern, but the seamstress must interpret and sometimes correct it to make it work in
reality (choosing suitable materials, adjusting fit, solving construction challenges that the
Al doesn’t consider). In essence, Al provides the creative spark and visual blueprint,
while seamstresses provide the real-world expertise to bring the design to fruition.
This collaboration between Al and artisan is a hallmark of the new fashion landscape.

Economic and Business Implications of AI-Driven Fashion

The rise of Al in fashion - and the accompanying shift in creative power — carries wide-
ranging economic and business consequences. These implications affect how brands
operate, how supply chains function, and the nature of jobs in the fashion industry.



Impact on Fashion Brands and Designers: For established fashion brands, Al presents
both an opportunity and a threat. On one hand, Al can drastically improve efficiency and
speed. Brands can generate many design ideas in a short time, test which ones resonate
(through data or trials), and eliminate the need for lengthy sketching and prototyping
phases. This can reduce time-to-market and allow more frequent product drops.
McKinsey forecasts that generative Al could add anywhere from $150 billion to $275
billion in operating profit to the apparel, fashion and luxury sectors within the next 3-5
years (Generative Al in fashion | McKinsey). A significant portion of that value comes
from AI’s impact on product design and development — making better-selling designs and
optimizing assortments (The State of Fashion 2024 Report: 10 trends shaping the year
ahead - BCome) (The State of Fashion 2024 Report: 10 trends shaping the year ahead -
BCome). For example, mass-market retailers and luxury houses alike could use Al to
crunch trend data (social media, search queries, etc.) and predict what styles will sell, then
generate those designs instantly (Generative Al in fashion | McKinsey). This data-driven
design approach could mean brands produce more hits and fewer misses, improving
profitability.

On the other hand, if AI design becomes ubiquitous, the competitive advantage of
having top human designers might diminish. Why pay a large design team to come up
with the next season’s collection if a small team with Al can do it faster and cheaper?
Indeed, some brands are considering slimming down their design staff — recent industry
chatter suggests that with advanced Al design tools, companies might “jettison junior
designers” to cut costs (CALA Uses Al & Machine Learning to Create Fashion Labels).
Entry-level design jobs (like assistant designers who churn out variations and tech packs)
could be most at risk, since an Al can generate endless variations and even technical
specifications once trained. This doesn’t mean designers disappear entirely — rather, the
role may evolve. Human designers might focus more on directing Al (choosing the right
references, curating the outputs) and on defining the brand’s creative vision so that Al
outputs stay “on-brand.” There is also a counter-argument among experts that truly
creative, original fashion — especially in luxury — will still require a human touch and
intuition that Al lacks. Some analysts predict that as Al makes generic design easier, the
value of authentic human creativity and craftsmanship will actually increase (i.e.
genuinely novel designs or hand-crafted details become luxury signals when Al can pump
out basic styles). We are already seeing a split where fast fashion embraces Al-generated
designs for quick turnover, while high fashion might use Al for inspiration but double-
down on human artistry for distinction.
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Supply Chain and Production Changes: Al is not just changing design; it’s also poised
to revolutionize how clothing is produced and delivered. One major shift is the move
toward on-demand manufacturing and agile supply chains. Traditionally, fashion
operates on long lead times — designing and planning collections 6-18 months in
advance, manufacturing large batches in overseas factories, and then shipping to markets.
This often results in overproduction, inventory waste, and inability to react to real-time
demand. Al can enable a much more responsive model. For instance, Al algorithms can
analyze up-to-the-minute sales data and social media trends to inform what styles and
quantities to produce right now. Some brands and manufacturers are experimenting with
small-batch, tech-enabled production that can go from order to finished product in a
matter of days. In the UK, trials of “responsive manufacturing” using Al have achieved
lead times as short as 5-10 days from order to completion of garments (Could Al hold
the key to bringing fashion production closer to home? | Vogue Business). This is achieved
by Al systems that dynamically plan production, optimize workflows, and coordinate
with suppliers in real time (Could Al hold the key to bringing fashion production closer
to home? | Vogue Business). According to a manufacturing consultant at UKFT, Al can
continually calculate and reconfigure the production process, effectively bringing brands
and factories into closer sync and shortening the pipeline (Could Al hold the key to
bringing fashion production closer to home? | Vogue Business).

Shorter lead times mean fashion retailers can react in-season to a trend or a hot seller,
avoiding the risk of forecasting wrong. It also means less need for holding large
inventories — a potential cost saving. Additionally, better forecasting through Al reduces
waste: by analyzing vast consumer data, Al can predict more accurately what will sell, in
what colors and sizes, so brands produce closer to actual demand (Could Al hold the key
to bringing fashion production closer to home? | Vogue Business) (Could Al hold the key
to bringing fashion production closer to home? | Vogue Business). One expert noted that
many companies end up “making things in the wrong color” or style that don’t sell, due to
inaccurate trend forecasting, a problem Al could mitigate (Could AI hold the key to
bringing fashion production closer to home? | Vogue Business). Companies like Heuritech
already use computer vision Al to scan millions of social media images to gauge
upcoming trends for luxury brands like Dior and Prada, helping them decide what styles
or colors to focus on (Could AI hold the key to bringing fashion production closer to
home? | Vogue Business).


https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=%E2%80%9CAI%20can%20support%20this%20by,days%20from%20order%20to%20completion
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=%E2%80%9CAI%20can%20support%20this%20by,days%20from%20order%20to%20completion
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=%E2%80%9CAI%20can%20support%20this%20by,days%20from%20order%20to%20completion
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=There%20are%20two%20intersecting%20challenges,with%2C%20%E2%80%98What%E2%80%99s%20the%20single%20biggest
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=Future%20Fashion%20Factory%20is%20working,%E2%80%9D
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=There%20are%20two%20intersecting%20challenges,with%2C%20%E2%80%98What%E2%80%99s%20the%20single%20biggest
https://www.voguebusiness.com/story/technology/could-ai-hold-the-key-to-bringing-fashion-production-closer-to-home#:~:text=Future%20Fashion%20Factory%20is%20working,%E2%80%9D

The combination of Al-driven design + on-demand production could also enable micro-
collections or continuous product releases. Rather than two big seasons
(Spring/Summer and Fall/Winter), a brand could drop new items every week, aligned with
real-time data on consumer interest. We see a hint of this in how Shein operates with
daily new products. If more companies adopt an AI-powered fast cycle, the concept of
traditional seasons may blur, and consumers could expect a constant refresh of styles.
This puts pressure on supply chains to be extremely flexible.

Another implication is the geographical shift of manufacturing. Currently, much
apparel manufacturing is offshore in low labor-cost countries. On-demand production,
assisted by Al and automation, could make localized manufacturing viable again (often
termed “reshoring”). For example, an Al-optimized microfactory — a highly automated
small production unit — in the U.S. or U.K. could produce small runs quickly, making it
sensible to manufacture nearer to the customer to cut delivery time. Vogue Business
reports growing interest in using Al to “revitalize” domestic fashion production in places
like the UK, which currently produces only a tiny percentage of what it consumes (Could
AT hold the key to bringing fashion production closer to home? | Vogue Business) (Could
AT hold the key to bringing fashion production closer to home? | Vogue Business). The
idea is that Al and innovative tech can overcome the cost and efficiency gaps that
previously made local manufacturing uncompetitive (Could Al hold the key to bringing
fashion production closer to home? | Vogue Business). If successful, this could shift some
production jobs back to developed markets (though likely in highly tech-integrated
facilities). It could also reduce over-reliance on overseas factories and long shipping
routes, with sustainability benefits (lower transport emissions, less wasted stock).

However, Al-driven production might also mean greater automation, potentially
impacting garment worker jobs. There are ongoing efforts to develop Al-guided robots
that can sew garments (a notoriously difficult task for robots due to fabric flexibility). For
simple products like T-shirts, companies have made progress with “sewbots.” If AI-
enabled automation reaches a point where robots can sew complex garments, we might
see a reduction in human labor in factories. This is still in early stages — human
seamstresses are far more adept at most sewing tasks today — but the push for automation
will intensify as Al optimizes each link of the chain. So, the job market effect could be
twofold: a decline in low-skill manufacturing jobs if robots take over basic sewing, but
potentially an increase in demand for skilled technicians and seamstresses who can oversee
automated systems or handle the bespoke tasks that machines can’t. In the near term,
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though, what seems more likely is a distributed network of skilled seamstresses
empowered by Al Instead of one big factory of 1,000 workers, we might have many
micro-producers or small studios using Al tools to design and produce locally. This
scenario would profoundly disrupt the traditional supply chain model and could give rise
to a cottage industry 2.0 — highly creative, tech-enabled local fashion businesses
connected via the internet.

Job Market and Skill Implications: As Al alters workflows, the skill demand in fashion
is shifting. We’ve touched on designers potentially needing to become adept at working
with Al The term “prompt engineer” — someone skilled at getting the best results from Al
generators — might become a sought-after role in design teams. Creative directors might
hire specialists who can produce great Al concept art or fabric prints quickly. Conversely,
pure manual sketching or junior trend research roles may dwindle. According to a BoF-
McKinsey survey, 73% of fashion executives say generative Al is a high or top
priority for 2024, yet only 28% have started using it in design or product
development (The State of Fashion 2024 Report: 10 trends shaping the year ahead -
BCome). This indicates many companies will be looking for talent that understands both
fashion and Al to bridge that gap. Fashion schools are already rethinking curricula to
include digital design, 3D modeling, and Al literacy, so the next generation of designers
can work alongside algorithms.

For seamstresses and pattern makers, the job evolution could be very interesting. In one
sense, if design and pattern generation become more automated, one might fear those
technical jobs are at risk. But what we’re seeing is that seamstresses who embrace these
tools can greatly enhance their role. They can offer design-as-a-service, not just sewing. A
seamstress who can also generate custom designs via Al could market herself as a one-
stop bespoke fashion creator, which could be a new business model and potentially
command higher income than sewing to spec for a designer. In the mass market
manufacturing context, human pattern-makers (who translate designs into patterns and
production instructions) might face reduced demand since Al can assist in making digital
patterns and grading sizes automatically. Still, oversight is needed — an Al pattern must
be checked for feasibility by an experienced pattern maker. In the foreseeable future,
we’re likely to see human-AlI collaboration jobs: e.g., Al-assisted designer, AI-driven
pattern engineer, or digital fabricator. Fashion companies might hire fewer pure designers
but more multi-skilled professionals who can manage Al design software, understand
materials, and interface with production.
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There are also entirely new business opportunities emerging from this shift. Startups
focusing on Al fashion design tools, Al styling apps, or automated tailoring services are
growing. Entrepreneurs who are seamstresses or small designers can harness Al to launch
niche brands with minimal capital, potentially increasing entrepreneurship in the fashion
sector. This could diversify the market with more small players, each serving specific
communities or tastes that big brands might overlook.

In summary, the economic and business implications of Al in fashion are complex but
significant: faster design cycles, leaner inventories, potentially lower design and
development costs, but also new forms of competition and job displacement.
Brands that leverage Al effectively can gain agility and cost advantages, but they must
manage the risks (such as oversaturation of similar Al-generated styles, legal issues
around copied designs, and potential consumer fatigue with fast-turnover fashion).
Simultaneously, individuals and small businesses have a chance to compete in design and
production like never before, which could erode the dominance of big brands over time or
force them to evolve. The fashion job market will likely value tech-savvy creativity and
hybrid roles, while more repetitive tasks face automation. As with many industries, Al in
fashion could create a “winners and losers” dynamic — those who adapt and use the tools
can thrive, and those who stick strictly to old methods may find it hard to keep up with
the new pace of innovation.

Broader Industry Impact: Decline of Traditional Designers and
Rise of Al-Assisted Production

Beyond individual businesses, AI’s growing role has implications for the broader fashion
industry ecosystem and its culture. A central question is whether we will witness a
decline of the traditional designer role as Al and data-driven creation take precedence.
At the same time, we are seeing the rise of AI-assisted production models that could
reshape how fashion is delivered to consumers. Here we analyze these trends and their
impact on the industry at large.

The Evolving Role of Designers: The image of the lone genius fashion designer —
sketching prolifically and dictating trends from the top — has been a staple of the industry
for decades. This archetype is already challenged by the team-oriented, data-informed
practices in many large brands, and Al could accelerate that shift. If algorithms can



instantly remix every existing fashion style into new permutations, the taste-making
authority of designers could diminish. Rather than inventing form and style from scratch,
future designers might act more as editors or curators, sifting through Al-generated
possibilities to pick the best ones. In that scenario, much of the “heavy lifting” of
creativity (the exploration of forms, colors, decorations) is done by Al, and the designer’s
value is in having the judgment, brand knowledge, and cultural insight to choose and
refine the outputs into a coherent collection. Some traditionalists might see this as a
decline in true design skill — essentially anyone with good taste could direct an Al to
generate a collection, without needing drawing skills or deep knowledge of garment
construction. Indeed, we are already seeing non-designers successfully create fashion
lines using AI and outsourced production, which bypasses the need for seasoned
designers. When a platform like CALA can enable an artist or celebrity to spin up a
fashion label using Al designs and a supply-chain-as-a-service (CALA Uses Al & Machine
Learning to Create Fashion Labels) (CALA Uses AI & Machine Learning to Create Fashion
Labels), it challenges the idea that only trained designers can create viable fashion
products. This democratization means more voices and visions can enter the market, but it
may also flood the market with less differentiated designs, since many Al models are
trained on the same existing fashion data and might converge on similar aesthetics.

We must consider, however, that top-tier fashion — haute couture and luxury ready-to-
wear — often sells an attitude and lifestyle as much as the clothing itself. The role of a star
designer (think of icons like Karl Lagerfeld, Alexander McQueen, or Virgil Abloh) has also
been to provide a narrative and aura around the brand. Al cannot (at least not yet) replace
the human element of storytelling and cultural connection that great designers bring. It
can generate forms and images, but human designers contextualize fashion in art,
politics, and society. In the broader industry, we might see designers pivot to emphasize
the human touch - for example, focusing on handcrafted elements, unexpected creative
directions, or ethical and cultural statements in their work — areas where relying purely
on algorithmic output might fall short. A report from Business of Fashion noted that
generative Al likely won’t kill human fashion designers, and “may even create more
appreciation for the physical craft of fashion.” In other words, as digital designs become
commonplace, truly handcrafted, human-designed pieces might gain prestige as
something special and authentic. We could see a bifurcation: more mass-market design
handled by Al (with minimal human signature), versus high-end design doubling down on
human creativity, much like how the spread of digital art has in some circles increased the
value of one-of-a-kind handmade art.
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Al-Assisted Garment Production and the Supply Chain: The phrase “rise of Al-
assisted garment production” refers to the integration of Al from the design phase all the
way through manufacturing and distribution. In an ideal form, one could imagine a future
fashion supply chain that is almost fully automated: Al designs a product that data
indicates will be popular, that design is instantly communicated to a networked
manufacturing unit (maybe a 3D knitting machine or automated cutting and sewing line),
the item is made on-demand, and shipped via optimized logistics to the consumer — all
with minimal human intervention. While we are not fully there yet, each piece of that
chain is undergoing Al-driven innovation. Design is being automated by generative Al, as
we’ve detailed. Manufacturing is seeing advances in Al-controlled machines: for
instance, there are Al-powered knitting machines that can create complex knitwear
without human labor, and automated cutting tables that use Al vision to optimize fabric
usage and cut patterns precisely. Sewing remains a last frontier, but companies are
training robots with Al and computer vision to handle fabrics; success in this area would
be a game-changer for apparel production.

The immediate impact we are seeing is a growth in micro-factories and on-demand
production services. These are small, tech-heavy manufacturing setups often located
closer to end consumers (e.g., in retail stores or local warehouses). They leverage Al for
tasks like pattern adjustments (to fit customer measurements), choosing optimal fabric
layouts, or even switching production lines quickly based on real-time orders. For
example, one on-demand manufacturing startup uses Al to automatically generate a new
pattern in the customer’s size when an order is placed, then uses laser cutting and a small
team of seamsters to assemble the item within days. Another example is the company
Unmade, which uses Al-driven software to let customers personalize a pattern or color
on a garment, and then feeds those instructions directly to knitting machines or printing
machines to produce a unique piece with no extra design labor (Could AI hold the key to
bringing fashion production closer to home? | Vogue Business). These models invert the
traditional mass production logic — instead of making thousands of identical items hoping
they sell, make the item after the order is received (or make in very small batches), guided
by Al to ensure efficiency and trend alignment. If such models proliferate, large factories
in Asia churning out huge volumes might become less dominant, at least for certain
market segments, because retailers will prefer a leaner, demand-driven approach.
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For big fashion corporations, adopting Al-assisted production could mean restructuring
their supply chain partnerships. They might invest in smart factories that are more
flexible, or partner with tech companies for supply chain Al solutions. Companies are
already partnering with Al firms for better supply chain visibility and forecasting,
integrating everything from material procurement to retail allocation into one Al-
optimized flow (Could AI hold the key to bringing fashion production closer to home? |
Vogue Business) (Could AI hold the key to bringing fashion production closer to home? |
Vogue Business). The broader industry impact here is a potential reduction of waste and
deadstock (unsold inventory) and a shift towards sustainability. Fashion has long been
criticized for its wasteful practices (burning unsold goods, overproduction). If Al helps
produce closer to exact demand, the industry’s environmental footprint could improve.
Additionally, with Al optimizing fabric use and enabling recycling processes (for example,
sorting used garments by fabric type using Al vision), it supports circular fashion
initiatives.

Power Dynamics - From Centralized to Decentralized: Traditionally, power in fashion
was concentrated: famous designers and big brand executives decided what the styles
would be, large manufacturers determined production capabilities, and consumers mostly
had a passive role of choosing from what was offered. Al is contributing to a power shift
towards decentralization. Trend creation is no longer top-down; it can bubble up from
social media and be detected by Al in a bottom-up way. Likewise, design can originate
from consumers (through Al customization tools or contests like the recent Al Fashion
Week where anyone could submit Al-designed collections). The fact that a company like
Tommy Hilfiger hosted an Al-based design contest for the public (Tommy Hilfiger, Al
Fashion Week, and Text-to-Design | Jing Daily) underscores that brands are looking
outside their in-house teams for creative input. In the future, we might see communities
or fanbases co-create designs via Al, effectively crowdsourcing the creative direction
which the brand then produces. This collective creativity model is a stark contrast to
the singular vision model of the past.

Moreover, if individual seamstresses and small businesses start producing unique fashion
with Al, consumers gain alternatives to buying from large brands. We may see a rise of
“maker marketplaces” where people sell Al-designed, handmade garments on platforms
(an evolution of marketplaces like Etsy). Fashion becomes more like the craft industry,
with many niche creators — except these creators can achieve a professional level of
design thanks to Al. This could erode the market share of mass-produced fashion if
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consumers gravitate towards more personalized or locally made options. Of course, big
brands won’t sit idle; they will likely adopt Al to offer personalization at scale (for
instance, major sneaker brands already let you customize colors online — Al could extend
that to style elements).

Challenges and Industry Adjustments: With these broad shifts come new challenges.
Intellectual property (IP) is a big one. If Al-generated designs incorporate elements of
existing works (as with Shein’s Al copying independent artists (Copy, Paste, Profit: How
Shein Used Al to Create a Fast Fashion Empire | Washington Journal of Law, Technology &
Arts)), the industry will need to grapple with legal standards for design copyright. Fashion
has historically had weak IP protection for designs, but Al blurring lines between
inspiration and replication might force clearer rules or new norms (for example, perhaps
Al designs will need some level of disclosure or checking against a database of protected
designs to avoid infringement). Another challenge is maintaining brand identity. If
everyone has access to similar Al tools, there’s a risk of homogenization — many brands or
individuals might inadvertently produce similar looks because they’re all drawing from
the same algorithmic taste. Brands might respond by developing proprietary Al trained
only on their brand’s archives and aesthetic, to ensure the outputs have a unique
signature. Indeed, companies are exploring custom Al models (for example, an Al trained
only on Gucci’s past designs to generate “Gucci-like” future concepts, thereby protecting
brand DNA).

From an industry culture perspective, some worry about the loss of human element.
Fashion has always been as much about emotion, art, and human expression as about
commerce. If collections become primarily the result of Al data analysis, will fashion lose
its soul or its emotional impact? This is an open question. It’s possible that Al could free
human creators from routine tasks and allow them to focus more on the artistic and
narrative aspects, actually enhancing the human creative spirit. The optimistic view is
that Al is a tool, and like photography or Photoshop, it can elevate creativity when
wielded by talented people. The pessimistic view is that it could lead to a flood of
derivative, soulless designs tuned only to maximize clicks or sales. The reality will likely
include a bit of both, and the industry will have to self-regulate to maintain quality and
creativity (for instance, a luxury house might intentionally limit use of Al in final design
stages to ensure a human-crafted feel, or an independent designer might advertise “100%
human-designed” as a selling point, akin to handmade goods).
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In summary, the broader industry impact of Al in fashion is a significant recalibration
of roles and processes. The traditional designer-centric model is giving way to a more
distributed model where data, Al, and makers all play key parts in creating fashion.
Garment production is moving towards high-tech, on-demand paradigms that could
reduce waste and change where and how clothes are made. We may see an industry that is
more inclusive (many creators), faster and leaner (AI-managed supply chains), but also
one that must carefully manage issues of authenticity, quality, and intellectual property.
The power is tilting: away from a few gatekeepers (design houses and big manufacturers)
and towards a combination of tech platforms, consumer influence, and skilled individuals
— with AT as the catalyst enabling this shift.

Industry and Community Perspectives

The transformations brought by Al in fashion have been noted by industry analysts,
experts, and the maker community. Here we compile key perspectives and insights from
reports and voices within the field:

o Fashion Industry Analysts: Major consulting and research firms underline the
enormous potential of Al in fashion, while cautioning about its implementation.
McKinsey & Company reports that fashion executives anticipate generative Al
to be a “game changer” and project that up to 25% of the fashion industry’s
total potential value from AI could come from design and product
development alone (The State of Fashion 2024 Report: 10 trends shaping the
year ahead - BCome). In fact, across the entire fashion value chain (from design
through sales), the largest profit gains from Al are expected in product
design/assortment, followed by marketing and customer experience (The State
of Fashion 2024 Report: 10 trends shaping the year ahead - BCome). This
reinforces the idea that AI’s most disruptive impact will be on what gets
designed and produced. However, there is a gap between expectation and action
- while a strong majority of fashion executives say Al is a priority, only 28% have
started using generative Al in their creative processes as of 2023 (The State of
Fashion 2024 Report: 10 trends shaping the year ahead - BCome). Analysts stress
that to harness AI’s full potential, companies need to go beyond pilots and
actually integrate Al into their workflows, focusing on augmentation of human
work rather than pure automation (The State of Fashion 2024 Report: 10 trends
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shaping the year ahead - BCome). The tone of industry reports is cautiously
optimistic: Al is recognized as a tool to boost creativity and efficiency (for
example, allowing designers to test far more ideas without costly prototypes
(Generative Al in fashion | McKinsey)), but experts warn brands to be diligent
about issues like data bias, IP rights, and maintaining brand integrity
(Generative Al in fashion | McKinsey). In sum, the expert consensus is that Al
will not replace fashion professionals outright but will redefine their roles —
companies that train their teams to work alongside Al are expected to
outperform, whereas those that ignore the technology risk falling behind.

Fashion Designers and Experts: Many designers have begun voicing their
opinions on Al. Some embrace it as an exciting new tool; others are skeptical or
fearful of losing creative control. A notable viewpoint comes from designers who
have worked with AI, such as Hillary Taymour of Collina Strada, who treated
Al as a collaborator in her collection (as mentioned earlier). There are also
industry veterans who point out that fashion has always absorbed new
technologies — from the sewing machine to computer-aided design (CAD)
software — and that Al is just the next evolution. An article in Business of Fashion
by technology journalist Marc Bain argued that “Generative AI won’t kill off
human fashion designers” and could even increase appreciation for designers’
craftsmanship. The rationale is that when quick design is commoditized by Al,
truly original work and the craft of making garments (the draping, tailoring,
textile development) could become more valued as a differentiator. This is
echoed by some couture designers who say that while Al can generate ideas, it
cannot replace the artisan skills and the intimate understanding of materials
that define high fashion. On the flip side, designers also acknowledge practical
benefits: Al can help with mundane tasks like color matching, adjusting
proportion, or creating variations, freeing them to focus on the “big idea” and
fine details. A quote from a Reuters piece on an Al fashion show captured this
balance: one designer likened their Al tool to an assistant that “does the grunt
work and gives me a starting point, but I’'m still the one making the final calls”
(Generative Al in fashion | McKinsey). Of course, not all are enthusiastic — some
designers worry that younger creatives might over-rely on Al and lose
fundamental skills, or that the flood of Al content dilutes the originality in
fashion. But by and large, the professional community is coming to terms with
AlI: the forward-looking designers are finding ways to incorporate it into their
creative process, and even traditionalists are realizing they may need to adapt.
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We also see new kinds of experts emerging — like Al fashion prompt engineers and
digital fabric experts — highlighting that expertise in fashion is broadening
beyond draping mannequins to also include coding and data.

Business Leaders and Brands: From a business leadership perspective, there is
a strong interest in Al as a strategic advantage. Executives from companies like
Nike, H&M, and luxury conglomerates have quietly invested in Al for trend
analysis and inventory optimization for years, and now are expanding into
generative Al. A telling comment in the State of Fashion 2024 report notes that
“across fashion and luxury, companies will likely see the largest profit gains from
Gen Al in product design...”, which is influencing budget allocations (The State of
Fashion 2024 Report: 10 trends shaping the year ahead - BCome). In practice,
this means brands are starting to allocate serious resources to Al labs or
partnerships. For example, Nike acquired a data science firm and has been using
Al to predict style preferences in different regions (influencing design of
regional collections), and fast-fashion retailers are hiring tech teams to build
their own Al instead of relying solely on third-party tools, to keep an edge.
Shein’s meteoric rise, credited in part to Al-driven design and supply chain
algorithmes, is a wake-up call to established retailers (Copy, Paste, Profit: How
Shein Used Al to Create a Fast Fashion Empire | Washington Journal of Law,
Technology & Arts). One industry CEO was quoted saying, “If we don’t adopt AI
at least as fast as our competitors, we’ll be left in the dust in terms of speed and
cost”. However, business leaders also publicly emphasize the idea of keeping
humans in the loop. For instance, the chief executive of an online fashion
platform said they use algorithms for recommendations but “don’t think
algorithms alone provide the best choices — we mix data with human curation” (The
State of Fashion 2024 Report: 10 trends shaping the year ahead - BCome). This
reflects a common stance: use Al to enhance decision-making, but maintain a
human touch to ensure brand values and creativity aren’t lost.

Maker Communities and Sewing Enthusiasts: Within grassroots communities
of seamstresses, tailors, and DIY fashion enthusiasts, opinions on Al range from
excitement to caution. Many hobbyists are thrilled by the new possibilities —
they share Al-generated design images in sewing forums, asking for advice on
how to construct them, or use Al to come up with novel cosplay and costume
ideas that they then bring to life. There’s a sense of empowerment: people who
don’t have formal design training feel that “with Al I can design anything I
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imagine, and then sew it”. It has sparked a surge of creativity, with makers trying
out wild concepts that they might not have dared to without a visual guide from
Al We saw earlier how a Reddit user successfully obtained a workable pants
pattern via Al (Al website for pattern drafting : r/PatternDrafting). Others have
used Al to generate intricate print patterns, which they got printed on fabric and
then made into garments — effectively custom fabric design at home. On the
other side, experienced members urge realistic expectations. Seasoned
dressmakers point out that Al doesn’t understand physics or fabric: a dress
image that looks gravity-defying or painted-on might be essentially impossible
to sew or wear (at least without advanced materials). They advise newcomers
that you still need solid knowledge of pattern making and garment construction
to translate an Al image into reality. There have even been warnings about Al-
generated sewing pattern scams - instances where someone online sells “Al-
created” digital sewing patterns that turn out to be full of errors and unusable,
preying on people’s hope that Al can magically produce perfect patterns. This
has led to calls for community vigilance: one thread humorously asked, “Ever
been a victim of poor quality AI-generated sewing patterns??”, cautioning peers to
double-check any pattern that looks auto-generated (Liv on Instagram: "After
making a video on Al sewing pattern scams ...). In essence, the maker
community is embracing Al but with a healthy dose of pragmatism. They
celebrate it as a source of inspiration and a tool for customization (especially for
those who want unique clothes that nobody else has), but they also share tips on
refining AI outputs and stress that sewing remains a skilled craft. A sentiment
often expressed is that Al is great for ideation, but humans are needed for
execution - a stance that aligns perfectly with the idea of seamstresses gaining
more power, not being replaced. As one Instagram craft artist put it, “MidJourney
and those programs can be exciting tools for people who know how to actually
execute the designs”, highlighting that the winners in this shift are those who
combine digital and physical expertise.

Combining these perspectives, we see a broad agreement that Al will profoundly affect
fashion, but a divergence in how people feel about it. Industry reports quantify the benefits
and urge adaptation, designers and brand leaders talk about balancing innovation with
human creativity, and the grassroots makers demonstrate both the new potential and the
pitfalls on a very practical level. What’s clear is that AI’s influence is being acknowledged
across the board - it’s not a question of if but how it will reshape fashion. Importantly,
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many voices emphasize collaboration between Al and humans rather than an either-or
scenario. This aligns with the narrative that fashion’s future is not purely algorithmic;
instead, it’s about leveraging algorithms to empower creative humans (whether they are
designers, seamstresses, or consumers) in unprecedented ways.

Future Trends and Potential Disruptions

Looking ahead, the convergence of Al and fashion points to several key trends and
possible disruptions that could redefine the industry in the coming years. Based on
current developments and expert insights, here are some future scenarios and trends to
watch, and their implications:

1. Personalized Fashion at Scale: Al is enabling a future where fashion becomes more
personalized for each consumer. We can expect a rise in on-demand, made-to-order
fashion platforms where customers will use Al tools to design or tweak their own
clothing. Imagine a service where you speak or upload an idea (for example, “I want a
knee-length summer dress in pastel green, with 1950s style sleeves and a modern abstract
print”), an Al generates a few design options, and once you pick one, it’s immediately sent
to production and delivered within days. Elements of this exist now in piecemeal form,
but they will likely coalesce into a seamless consumer experience. This trend threatens
the traditional retail model of mass-producing standardized designs in set sizes. Brands
might adapt by offering AI customization on their ecommerce sites, turning customers into
co-designers. Fashion could shift from a supply-driven model to a demand-driven
model, where nothing is made until someone has ordered or designed it, drastically
reducing waste and inventory holding costs. A side effect is that the concept of trends
might become more individualized — instead of everyone buying the same “hot item” of
the season, people might use the same trend inspiration (say a popular silhouette) to
create their own variant. It’s a disruptive change because it challenges economies of scale
(one of fast fashion’s advantages) and requires supply chains to be ultra-flexible.
Companies that master personalization could gain huge loyalty, as they effectively offer
bespoke products with near mass-production speed and pricing.



2. Emergence of AI-Generated Fashion Brands: We may witness the birth of fashion
brands that are essentially Al-driven in their creative direction. These could be new labels
where much of the design aesthetic is formulated by Al analyzing consumer data, cultural
trends, and art, with minimal human intervention in design. For example, a startup might
create an Al that monitors social media fashion conversations and rapidly designs
garments to fit emerging micro-trends, releasing new items weekly. One could call it a
“hive mind” brand - reflecting collective preferences in real time. Some of these might
operate without a famed designer or could even be virtual fashion houses that exist
primarily in the digital realm (selling digital fashion for avatars or AR, which is a growing
niche, and then perhaps making physical versions of the most popular digital pieces). Al
Fashion Week events and contests (like the one held in NYC in 2023 (First-ever A.I.
Fashion Week debuts in NYC - YouTube)) are early signs of Al-originated brands - the
winners of those contests have garnered attention and some have plans to launch real
collections. Established brands might also experiment with sub-lines that are Al-
generated, to see how they perform versus human-designed lines. If an Al-generated line
consistently produces sell-outs, it could validate a new model of fashion creation.
However, such brands will need storytelling and marketing to engage consumers, which
likely means humans will still be involved in brand-building and community
management.

3. Greater Collaboration Between Tech and Fashion Industries: The future will likely
see deeper partnerships between fashion companies and tech firms (Al startups, data
analytics companies, etc.). Fashion brands might incorporate Al research labs or teams in-
house. We’re already seeing retailers acquiring tech startups; this will continue so that
brands can own their Al capabilities rather than depend entirely on external software.
Conversely, big tech companies may partner with fashion brands to showcase their Al
tools — for example, Google or Adobe might collaborate with a luxury label to create an
Al-designed capsule collection, merging tech publicity with fashion innovation. There
will also be standards and platforms emerging: perhaps an open standard for Al-
generated apparel design files, or a platform akin to an app store where designers can
“plug in” different AI modules (one for color trend analysis, one for sustainable material
suggestions, one for 3D fitting on various body types, etc.). Essentially, fashion will
become a more interdisciplinary field, with data scientists, Al engineers, and material
scientists working alongside designers and merchandisers. A practical outcome could be
more efficient product development — fewer samples wasted, quicker iterations, and data-
backed decision making at each step.
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4. The Creative Arms Race and Ethical Considerations: As Al tools become
ubiquitous, simply using Al won’t be a differentiator — how one uses Al will be. Brands
and creators will be in a sort of creative arms race to harness Al in the most novel and
effective ways. We might see designers developing signature Al styles — perhaps training
an Al on their own artwork or specific inspirations so that it generates outputs that are
unique to them (a kind of personalized Al aesthetic, which becomes a competitive
advantage). Additionally, ethical considerations will come to the forefront. There could be
pushes for transparency, such as labeling designs “Al-generated” if they were primarily
created by an algorithm, similar to how some content platforms ask for disclosure of Al-
written text. Consumers might start to care about the authenticity of a design’s origin:
some may gravitate to Al designs for novelty, while others might prefer “human-
designed” as an artisanal value, as mentioned. Regulation may also appear. If Al begins
to heavily knock off designs, we could see regulations or industry agreements on training
Al models (for instance, excluding current season designer collections from training data
to prevent direct knockoffs). Lawsuits like those brewing against Al image generators for
scraping artists’ work will extend into fashion if designers find their signature patterns
appearing in Al outputs without credit. How these legal and ethical issues are resolved
will shape the creative norms of the future — perhaps giving rise to new copyright laws or
a system of licensing designs to Al companies so that original creators get compensated
when their styles are imitated.

5. Transformation of Fashion Jobs and Education: By 2030, the skillset required in
fashion careers will have shifted considerably. We’ll likely see fashion education fully
integrate Al and digital tools - students will learn how to use Al as part of the design
process from the outset. New courses might cover prompt crafting for visual Al, data-
driven trend research, and working with 3D digital garment prototyping (which often ties
in Al for simulation). Existing professionals will engage in more upskilling. There could
be a generation gap in adoption; younger designers might naturally embrace A, while
older ones might partner with digital-native colleagues or consultants. In terms of jobs,
there could be roles we haven’t seen before: AI Fashion Curator, Digital Couture Specialist,
Algorithmic Trend Analyst, etc. At the same time, some traditional roles could fade. For
example, if visual merchandising for e-commerce is largely automated by Al (generating
product descriptions, styling outfits for photo shoots virtually, etc.), companies might hire
fewer people for those tasks. Seamstresses and craftspeople might experience a
renaissance in certain segments — their ability to create one-of-a-kind pieces could be
augmented by AI, making them key players in personalized fashion services. Imagine a



future “atelier” where a seamstress uses Al to instantly show a client 10 custom design
ideas, then actually makes the chosen design on the spot — that’s a hybrid job of designer-
tailor that could become more common. The rise of such roles would disrupt the
conventional design pipeline but could create fulfilling opportunities that combine
creative and practical skills.

6. Sustainability and Slow Fashion Movements: Interestingly, Al could either
accelerate fast fashion to hyper-speed or empower a more sustainable “slow” fashion
approach, and the outcome will depend on industry choices and consumer values. On one
hand, AI might supercharge consumption with endless newness (as some fear, e.g., if
Shein’s model is emulated widely, we could drown in cheap Al-generated clothes). On the
other hand, Al could make sustainability scalable — by eliminating overproduction,
optimizing resource use, and even designing with eco-friendly parameters in mind (one
can prompt Al to create not just a beautiful dress, but one that minimizes fabric waste or
uses recyclable styles). There’s potential for AI-designed products to be inherently
more efficient: e.g., Al could figure out how to make a pattern that generates zero scrap
material, or suggest using a certain recycled textile based on availability. As supply chains
become data-driven, tracking environmental impact at each stage becomes easier,
enabling more accountability. Future disruptions may include major brands moving to a
“produce less, but more accurately” philosophy, guided by Al — which aligns with
sustainability goals while also being cost-effective. Consumers might also use Al to make
sustainable choices: imagine an app where you input an outfit idea and it tells you how to
achieve that look by thrifting or customizing clothes you already have, instead of buying
new — essentially Al as a personal sustainable stylist. The net effect on sustainability will
depend on whether Al is used to fuel more disposable fashion or to refine and reduce the
footprint of fashion. Ideally, as awareness grows, we’ll see Al as a tool to strike a balance:
fulfilling consumers’ desire for fresh styles, but in a way that’s smarter and less wasteful
than the past.

7. Consumer Experience and Retail Innovation: Lastly, AI will transform how we shop
and experience fashion. Expect more virtual try-ons with Al (using your body data to see
exactly how clothes would fit), Al fashion advisors in retail stores and online that learn
your taste and body shape to recommend perfect items, and even Al-run storefronts.
Physical stores might incorporate smart mirrors that use Al to suggest styling options or
automatically bring your size in a garment. The boundary between digital and physical
fashion will blur further - for example, you might buy a design as an NFT (digital fashion



for your online avatar or social media photo), and that NFT could come with the option to
have a physical version custom-made for you using the stored design data. This kind of
phygital (physical + digital) integration will be facilitated by AI managing all the data and
conversion between virtual design and physical production. The disruption here is a
redefinition of retail: fewer physical inventories, more experiential spaces where creation
and purchase merge. A boutique could be half design studio, half factory — you go in, co-
create an item with Al and a stylist, see it being made (perhaps by on-site machines or
craftspeople), and walk out with a unique piece. That upends the traditional retail supply
chain and could offer consumers more meaningful connections to what they wear.

In conclusion, the future of fashion in the age of Al is poised to be dynamic and full of
contrasts. We will likely see hyper-personalization, new Al-born brands, enhanced
creativity alongside concerns of sameness, and a revaluation of human craft.
Seamstresses and makers stand to gain new prominence as the enablers who can turn
digital dreams into reality, potentially leading a wave of bespoke, locally-made fashion.
Traditional designers and brands will need to adapt by embracing technology while
emphasizing what makes them human and unique. The industry may become more
bifurcated: one path racing towards digital speed and mass Al customization, and
another path focusing on authenticity, craftsmanship, and limited editions (possibly also
informed by Al, but guided by human ethos).

One certainty is that Al is now part of fashion’s fabric - literally and figuratively. Just as
sewing machines and computers didn’t eliminate fashion designers but changed how they
worked, AI will similarly be a tool that those with vision can wield to create even more
amazing fashion. The power structures are shifting: knowledge and creativity are being
democratized. In the coming disruptions, those who collaborate with AI — whether they
are big brands or independent seamstresses — are likely to drive the trends and businesses
of tomorrow’s fashion landscape, while those who resist may find themselves out of style
in more ways than one.
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