FASHION ENTERPRISE & INNOVATION

Will Al Make Fashion More or Less Creative?

SPEAKER NOTES - SLIDE 1 OF 12
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Original speaker notes

Open with the question: Al can now generate fashion images, predict trends, and
help brands move faster. But does that make fashion more original, or does it push
everyone toward the same algorithmic look?
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SLIDE 2 - FASHION VALUE CHAIMN
—

1
r
[

Al Is Rewriting
the Fashion Business

AI now shapes decisions from the first
concept to the final sale.

Generate concepts, prints, silhouettes, and colorways
fasterAnalyze consumer behavior and emerging
demand.Forecast inventory before major production
commitments.Personalize campaigns,
recommendations, and shopping journeys.Improve
assortment planning and customer experience.

Al does more than speed up design — it
changes how fashion companies compete.
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Original speaker notes

Explain that Al is not only a design tool. It touches the full fashion value chain:
design, merchandising, production, marketing, retail, and customer experience.
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Original speaker notes

SLIDE 3 - PRODUCT DEVELOPMENT

AI Changes the
Design Process

Traditional development

Research — Sketch = Sample — Fit =+ Revise - Resample
- Production

Al compresses the early stages

Concept —» Generate - Compare — Refine
- Prototype

Explore dozens of silhouettes before producing a
sample.Test colors, prints, proportions, and fabrics
digitally.Turn rough ideas into visual concepts almost
instantly.Reject weak ideas before spending money on
production.

Business result: shorter cycles, lower sampling costs,
faster speed-to-market.
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Walk through the design workflow. Al does not remove the whole process, but it
compresses the expensive early stages where brands usually spend time sketching,

sampling, and revising.
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SLIDE 4 - MORE CREATIVITY

Why AI Could Make
Fashion More Creative

Creativity depends on experimentation — and
experimentation costs time and money.

Test unconventional silhouettes quickly.Combine
architecture, science, art, and culture.Generate
variations that would take hours to sketch
manually.Explore ideas outside normal design
habits.Visualize concepts before building them
physically.

Al does not automatically create better ideas.
It gives designers more ideas to evaluate.
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Original speaker notes

Frame Al as lowering the cost of creative experimentation. Designers can test
unusual concepts before they pay for fabric, samples, labor, or production.
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SLIDE 5 - COMPETITIVE ADVANTAGE

Creativity as
Competitive Advantage

In fashion, creativity creates value only when
customers notice a difference.

Speed-to-market — respond before competitors
do.Consumer insight — design around actual
demand.Personalization — serve smaller segments
profitably.Product development — test more ideas at
lower cost.Market responsiveness — move with culture,
not behind it.

Creative Direction + Consumer Insight + Speed
= Competitive Advantage
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Original speaker notes

Connect creativity to business value. A concept only becomes powerful when it
helps a brand differentiate, sell at full price, improve margins, or respond faster
than competitors.
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SLIDE 6 - RISK OF SAMENESS

But Efficiency Can
Create Sameness

Al learns from existing patterns. That
creates a major business risk.

Brands may become better at predicting what
sells, but worse at creating what consumers
have never seen before.

Search behaviorSocial-media trendsPast
purchasesBest-selling productsCompetitor
aesthetics

Lower Risk = Similar Products —» Weaker
Differentiation
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Original speaker notes

This slide is the counterargument. Fashion brands might use Al to reduce risk, but
reducing risk too much can make products predictable and visually similar.
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SLIDE 7 - STRATEGIC VALUE

If Everyone Has Al,
Al Stops Being the Advantage

Technology loses strategic value when every
competitor gains access to the same tools.

Generate thousands of concepts.Analyze the same
trends.Predict similar customer preferences.Produce
similar campaigns.

The real question becomes:

What can our brand do with AI
that competitors cannot easily copy?

Proprietary dataBrand heritageCustomer communityCreative
talentDistinctive design language

Original speaker notes

Explain that Al can become a commodity. When everyone has the same tools,
advantage shifts to what the brand owns: its data, heritage, community, taste, and
execution.

Conceptualized and created by Athena Shih Speaker notes
Copyright © Athena Shih — original contributions. Other source rights retained.
Archive prepared: 2026-11-07 06:08 UTC FEI-02-NOTES | Page 7/12



FASHION ENTERPRISE & INNOVATION

Will Al Make Fashion More or Less Creative?

SPEAKER NOTES - SLIDE 8 OF 12

SLIDE & - BRAND IDENTITY

Brand Identity Becomes
More Valuable

When technology makes creation easier,
distinctiveness becomes more valuable.

Design codesSilhouettesMaterialsColor
systemsVisual languageStorytellingCultural
associations

Consumers should recognize the brand before seeing
the logo.

Al can generate a beautiful garment. The
company still has to answer: Why does this
garment belong to us?

Brond DNA-- Brand Posftioning.- Brand Fquiity+ Oij

Original speaker notes

Emphasize that brand identity becomes more important in the Al era. If Al makes
beautiful visuals easy, brands need a stronger point of view to stand out.
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SLIDE 9 - HUMAMN MEANING

Humans Still
Create Meaning

Fashion sells more than clothing.

IdentityAspirationStatusBelongingEmotionSelf
-expression

Designers bring judgment, experience, taste,
and cultural context into a collection.

Al recognizes patterns in culture. Humans decide
which conventions to challenge, reinvent, or l
reject.

Original speaker notes

This is the human-centered slide. Al may create visuals, but people create meaning,
emotional connection, cultural relevance, and the story behind a product.
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SLIDE 10 - OPERATING MODEL

"\4, The Best Model:
T Human Direction + Al Scale
»

Fashion businesses should divide responsibilities
deliberately.

h Al should support:
Rapid ideationTrend analysisDesign variationsDigital

prototypingForecasting and personalization

Humans should lead:

- Creative directionFinal selectionBrand
i~ positioningCultural judgmentStorytelling and ethics

-
4 Human Taste — Al Exploration - Human Selection -
Market Execution

Original speaker notes

State the recommended model clearly: Al should scale exploration and analysis, but
humans should own creative direction, taste, final selection, and brand meaning.
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SLIDE 11 - WHAT TO DO

What Fashion Companies
Should Actually Do

Brands need an Al operating strategy, not random AI
tools.

Define where Al creates value.Protect the brand's creative
DNA.Keep humans in final creative decisions.Train designers in

Al tools and curation.Build proprietary advantages from
internal data.Create clear cop t and IP rules.Use demand
forecasting to reduce overproduction.Measure creative and
financial results.

Track development time, sampling cost, gross margin, sell-
through, inventory turnover, full-price demand, brand
recognition, and repeat purchase.

The goal is not maximum automation. The goal is
maximum creative and commercial value.
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Original speaker notes

Give concrete actions. Brands should not just use Al because it is trendy. They need
strategy, guardrails, training, proprietary data, IP rules, and KPIs.
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FINAL - STRATEGIC ANSWER

So, Will AI Make Fashion
More or Less Creative?

Both outcomes are possible.

AI makes fashion more creative when brands use it to
explore, experiment, personalize, and free designers
from repetitive work.

AI makes fashion less creative when brands use it to

copy formulas, chase algorithms, replace judgment,
and automate creative direction.

The winning brands will not use the most Al

They will know where Al should lead —
and where humans must lead.

Al can generate infinite options. Strategy chooses what
sells. Creativity chooses what matters.

Original speaker notes

Close with a clear conclusion. Al can create both more creativity and more
sameness. The winners will use Al strategically while protecting human taste, brand
meaning, and differentiation.
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