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This study aims to explore how innovations 
in AI and digital design could offer 
sustainable solutions within fashion retail. 
Primarily focusing on how technology could 
avert overconsumption within an industry 
dependent on fast-fashion consumerism. 

The domination of fast fashion has arguably 
intensified how much we consume. Retailers 
have normalised short-lived, trend-based 
clothing in addition to their persuasive prices. 
This is not only exploiting the aesthetic 
sensibilities of today’s consumer but the 
integrity of our environment. 

AI is fundamentally transforming the fashion 
industry from the way companies produce, 
supply and market clothing. As sustainability 
is set to be the single biggest challenge 
and opportunity in 2020 (businessoffashion, 
2019). This study analyses how AI is effectively 
providing companies with sustainable 
solutions. 

“The tech world holds an increasing 
amount of power, and with that comes a 
responsibility to solve the problems that 

matter most” 
- Ankur Jain, founder of The Kairos Society

Although, it is important to understand that 
AI is a powerful tool and should be used 
with caution. This study will explore the 
implications AI possesses. As the adoption 
of data used to exploit digital marketing 
infiltrates the fashion industry.

Digitally advanced consumers, Gen Z, and 
Millennials are already living between their 
virtual and physical spaces. As social media 
influences them to subconsciously view 
clothing more as digital content for their online 
identities. Digitised fashion is alternating how 
they can satisfy their desire for newness by 
investing in virtual clothing instead. 

As we enter into this digital era, AI and 
digital design are ultimately closing the void 
between digital and real-life. This presents 
the potential to change how the hyper-
connected consumer engages with fashion 
entirely.

  abstract:                                                      

Word Count: 6,580
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                                    GLOSSARY OF TERMS - 

AI: Artificial Intelligence -  is the simulation of human intelligence processes by machines and 
computerised systesms.  

ALGORITHM:  a set of rules or instructions given to an AI program, to assist independent 
machine learning 

DATA:  is distinct pieces of information, processed or stored by a computer. Algorithms are 
a collection of instructions for manipulating data. 

MILLENNIALS:  1980 - 1994 

GEN Z: 1995 - 2010 

THE TECHNO-FILES: Early 90’s - Mid 00’s - adapted from the term, Technophile; someone 
who is enthusiastic about new technology. ‘The Techno-Files’ refer to a tribe of people within 
Gen Z and Millennials who are early adopters of technology, that file their experiences and lifestyle 
by digital uploads to their social media platforms.

OOTD -  Outfit Of The Day - a common abbreviation used in hashtag form, primarily on Instagram. 

URL V IRL - Digital verses phyical space - IRL being an abbreviation for ‘In real life’ and URL 
referring to an internet address. 

Glossary of Terms



introduction

T h e  p u r p o s e  o f  t h i s  s t u d y  i s  t o  e x p l o re  t h e  i n n o v a t i o n s  o f  A r t i f i c i a l  I n t e l l i g e n c e 

w i t h i n  f a s h i o n  d e s i g n ,  p ro d u c t i o n  a n d  m a r k e t i n g .  To  a n a l y s e  t h e  p o t e n t i a l  o f 

d i g i t a l  d e s i g n  a n d  h o w  i t  c o u l d  s u s t a i n a b l y  f e e d  c o n s u m e r s  c o n s t a n t  u rg e  f o r 

n e w n e s s .

OBJECTIVES :                                            

•  To understand consumer behaviours. 
Explore how fast fashion drives Millennials 
and Gen Z to overconsume.

•  To explore how AI is currently being 
used in fashion, analysing its potential 
sustainable solutions. 

•  To consider the moral debate and critical 
perspectives of AI in terms of design and 
marketing. 

•  To explore existing innovations in digital 
design and companies already adapting to 
a digitalised fashion industry.

•  To investigate existing considerations 
and suggest future trends for fashion within 
the digital realm. 

xix Introduction // Major Project 



The rate at which clothing is both produced and consumed 
is un-sustainable. According to recent forecasts, the 
world population will exceed 8.5 billion people by 2030, 
with global garment production set to increase by 63% 
(Globalfashionagenda,2019). This implies the pressure 
fashion will continue to have on the environment’s resources 
if change does not occur. 

Sustainability is a highlighted topic, with the spotlight 
currently on the fashion industry. This has forced brands to 
reconsider their ethical and sustainable solutions. Although, 
many mainstream brands are beginning to introduce 
sustainable fabrics and innovations for designing out waste 
and closing the loop. The question is still left unanswered 
regarding the potential of technology contending as a 
resource for improved efficiency.

Advances in technology are forcing change regarding the 
way we engage with fashion. With the use of AI increasing 
by 270% over the past four years (Clarke,2019). Algorithms 
produced from data can now forecast trends and consumer 
preferences more effectively. Whilst innovations in digital 
design are at the forefront of many brands development 
to slash over-supply and waste. This study will explore 
how digitalisation has the potential to streamline both 
consumption and production. 

Gen Z and Millennials are the generations focused on 
within this study, both considered early adopters of Fast 
Fashion and technology, they are perceived as main 
drivers of consumption culture. In 2018, Bloomberg 
research predicted Gen Z is poised to become the largest 
consumer segment by 2019. Accounting for 32% of the 
global population of 7.7 billion (WGSN,2019), Therefore, 
vital to account how they would engage with a more 
digitised fashion industry. 

  Introduction -                                        

xi xiiIntroduction



Primary Research: Semi-Structured 
Interview with Steve Brown, Global 
Merchandising Director at DENHAM 
the Jeanmaker (Brown, 2019)

An interview was conducted with Steve Brown, 
Merchandising Director and presenter of the 
TED Talk; ‘How Data is driving the future 
of fashion’. The interview was executed via 
phone call. Allowing both the interviewer 
and interviewee to efficiently understand 
and engage promptly with one another. 
The method of semi-structured interview 
questions, enabled Brown to elaborate 
on certain questions that broadened the 
knowledge of the researcher. Presenting new 
considerations that would then be expanded 
on throughout the remainder of the research 
process. 
His in-depth responses provided qualitative 
data towards this study. 

29th October 2019 – 10.00 GMT (Refer to 
appendix B) 

Limitations: 

• As a merchandiser, a lot of the answers were 
in reference to how his specific role operates 
with the use of AI.

• Not all answers were relevant to the topic 
of this study. 

Primary Research: Structured interview 
with Sabrina Faramarzi, Journalist and 
Trend Analyst (Faramarzi, 2019) 

An interview with Sabrina Faramarzi was 
conducted over email. As a trend analyst 
and journalist for LS:N Global she was able 
to deliver insight into the future of fashion, 
offering useful considerations for how people 
could consume differently if successful 
digitalisation is implemented. Faramarzi was 
also able to suggest further industry contacts 
to the researcher. 

(Refer to appendix D)

Limitations: 

• Due to interviewee’s work commitments, 
responses were delayed. 

• As the interview took place of email, 
it eliminated the ability to prompt the 
interviewee to elaborate on statements. 

                              METHODOLOGY  -  INTERVIEWS  

Methodology // Primary Research Methodology // Primary Research 

Primary Research Questionnaire: 

A questionnaire was conducted to gain 
insight into consumer behavioural habits 
regarding overconsumption of fast fashion. 
As well as consumer opinions regarding the 
use of AI data collation as a digital marketing 
tool used by many fashion brands. Allowing 
first-hand qualitative data on the moral 
debate surrounding the use of data tracking. 
The questionnaire was anonymous, allowing 
respondents to be comfortable sharing their 
opinion. 

30 responses were collected from individuals 
aged 18-30. Providing both qualitative and 
quantitative data from quotes and statistics.

 (Davies, 2019)

Limitations: 

• Bias; 80% of respondents fell into the 
category Gen Z (18-22) 20% of respondents 
were millennials (23-30).

• Small sample; 30 overall responses. 
Reduces an accurate representation.

•   Including more open questions could have 
furthered interesting qualitative data.

Primary Research: Focus Group – Gen Z 
and Millennials (19-26)

A focus group was conducted to gain further 
insight into consumer buying habits, to 
establish their motivations for consuming 
fast-fashion and to gather opinions regarding 
data tracking for marketing purposes. The 
researcher also introduced the concepts of 
digital design to understand if there was 
an interest in consuming digital product, 
whether or not  they thought it was a useful 
idea. 

(Davies, 2019)

Limitations: 

• All participants purchase from fast-fashion 
brands, with similar values. Would have been 
insightful to of had another perspective 
that challenged debate regarding frequent 
shopping. 

• Only one male participated

•  Bias could have been present as participants 
agreed with and conformed to each others 
responses.

  METHODOLOGY  -  PRIMARY RESEARCH                                     

 PARTICIPANT INITIALS AGE HOME LOCATION  OCCUPATION ACORN CLASSIFICATION

 R.S 22 Swansea  Student/Teaching Assistant K.34

F.W 24 Cardiff Admiral - Retention Team L.38

K.Q 26 Leicester/London Assistant Merchandiser D.17

C.E 19 Birmingham Student/ Sales Assistant K.34

  Focus Group participants:                                            

xivxiii
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                       METHODOLOGY  -  secondary research  

  WEBSITES:                                    REPORTS:                         

LS:N provided the Macro trend; ‘Immaterial 
Fashion’ which offered insight into how 
digitisation could present new ways for 
consumers to engage with fashion more 
sustainably. (Piras,2019).

WGSN – Insider -  ‘Why sustainability within 
fashion is crucial for brands’
Vogue Spain’s Fashion Editor and WGSN’s 
Fashion Director discussed why sustainability 
is necessary within the industry. (Wgsn,2019).

Forbes: Various Forbes articles provided 
informative opinions that gave insight into AI 
and its capabilities.

Eco-Age: Multiple posts by fashion tech 
innovator; Brooke Roberts-Islam provided 
strong-opinion led information regarding 
overconsumption and how AI and digital 
design can enforce a sustainable impact. 

Vogue business: provided a variety of useful 
industry insights and various case studies of 
companies adopting both innovations in AI 
and digital design. 

Methodology // Secondary Research 

  METHODOLOGY  -  secondary RESEARCH                                     

  TED TALK - STEVE BROWN - HOW DATA IS DRIVING THE FUTURE OF FASHION:                                           
Steve Brown presented his theory on how data is to drive the future of fashion, giving insight 
into how data will change the role of the designer, transforming their mundane design process 
to a more efficient way of producing the latest trends.

  PODCAST - MORAL MAZE: The morality of big data                                                 

The discussion enabled the researcher to evaluate the potential threats of AI and data 
surveillance. Examining the moral issue regarding privacy – whether companies should have 
access to such personal information. (Moral maze,2018)

  FASHION FUTURES TALK - BROOKE ROBERTS-ISLAM:                                                
Fashion tech innovator; Brooke Roberts-Islam, shared industry knowledge with BCU students. 
Analysing key drivers for the future of fashion; sustainability and 3D digital design. The 
presentation provided relative information to support this study and presented useful 
considerations for the researcher to apply throughout their FMP.

  BOOKS:                                                                 
A key book used throughout this study was; ‘The End of Fashion: Clothing and Dress in the 
Age of Globalization’. The book explored the threats and opportunities of the shift towards 
fashion becoming an art form. Also, analysing how the impact of technological innovations 
are changing the way fashion is consumed. 

Geczy, A, & Karaminas, V (eds) (2018). 

xvixv
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    insatiable
fashion:

T h i s  c h a p t e r  w i l l  e x p l o re  t h e  f a s t  f a s h i o n  m o d e l  a n d  i t s  a b i l i t y  t o 

e n c o u r a g e  y o u n g  c o n s u m e r s  t o  u n d e r u t i l i s e  c l o t h i n g .  I d e n t i f y i n g 

t h e  p s y c h o l o g y  b e h i n d  t h e i r  b u y i n g  b e h a v i o u r  a n d  a n a l y s i n g  h o w 

E - c o m m e rc e  a n d  d i g i t a l  m a r k e t i n g  c o n t i n u e s  t o  p re s s u re  t h e m  t o 

o v e rc o n s u m e .
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1.1 - FAST FASHION                                          

The rise of fast-fashion and its ability to 
provide inexpensive clothing has changed 
how we consume clothing completely. Due 
to the innovation of fast production and 
distribution methods, the decrease in lead 
time has allowed retailers to release more 
frequent collections than ever before. 

According to World Resources Institute, 
many brands see through 50-100 micro 
seasons annually (wri.org,2017). Allowing 
consumers to adopt into the mentality of 
‘throw-away culture” more carelessly. 

As fast fashion prioritises low-quality at 
low-cost, consumers are encouraged to 
under-utilise and dispose of their clothing at 
alarming rates. Indicating a continuous cycle 
that carries on as the next trend is filtered 
through. 

Forecasts from 2017, highlighted that the 
British population would have discarded 680 
million garments just in the spring season 
alone. Representing an average of nineteen 

pieces of clothing per person in the UK 
(Geczy,A & Karaminas,V (eds)(2018). It could 
be insinuated that this is all just part of fast 
fashion strategy, providing cheap to produce 
clothing, that in return provides large profit 
margins from the large quantities consumed. 

However, the cost that should be highlighted 
is the damage that is inflicted on the 
environment, with over one-third of those 
discarded garments, equating to 235 million 
ending up in landfill (Geczy,A, & Karaminas,V 
(eds)(2018). 

235 MILLION  GARMENTS  ENDED UP IN        

                                                  LANDFILL IN SPRING 2017 

Chapter One // 1.1 Fast Fashion
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                               1.2 - INSATIABLE CONSUMERISM 

A recent Mintel report indicated young 
women, in particular, have become 
accustomed to this unsustainable way 
of purchasing, as almost three quarters 
(74%) of UK womenswear buyers are 
less critical to low-priced clothing 
(Sender Ceron,2019). This highlighting 
that they are significantly more inclined 
to remain within the unsatisfying cycle 
of cheap, disposable fashion trends. 

Despite having sufficient clothing, it 
could be suggested that the younger 
consumer potentially has other 
motivations for buying into fast-fashion 
frequently. Derived from Maslow’s 
theory; ‘The Hierarchy of Needs’, 
author of ‘The Psychology of Fashion’, 
Carolyn Mair, stated; “As humans 
have developed and their basic needs 
are met, they experience greater 
motivation for belonging, esteem, 
and self-actualisation”.Acknowledging 
fashion and related products can satisfy 
these needs (Mair.C,2018). 

Research provided from a focus group 
brought attention to fulfilment being a 
key motive for frequent consumption. 
One respondent referring to shopping 
as an “addiction”, whilst a second 
respondent agreed and explained their 
theory of it being a “thrill to order new 
clothes” (refer to appendix A). This 
implied the instability we have with 
consuming fashion.

The value of unused clothing in UK 
wardrobes is estimated at £30 billion 
(Faramarzi,2019), This displays how 
excessive we are as consumers. Buying 
into more products than we could wear. 

Whilst insinuating satisfaction is never 
fully achieved. It is suggestive to our 
purchasing habits being inflicted by 
the rush to regain a sense of fulfilment 
(Refinery29.com,2019). 

  WHAT ENTICES YOU THE MOST TO CONSUME FAST FASHION?                                 

Primary research suggests that Gen Z and Millennials are encouraged to spend by a variety of internal 
and external factors.

Chapter One // 1.2 Insatiable ConsumerismChapter One // 1.2 Insatiable Consumerism
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 1.3 - Digital marketing  +  E-commerce:                                      

Exceeding initial expectations, the online market 
is rising by 13.4%, estimating total sales of online 
clothing, footwear, and accessories at £22.9 Billion 
in 2019 (Sender Ceron,2019). This highlighting a 
substantial shift towards digitalisation. Supported 
by statistics referenced in ‘The end of Fashion’; 68% 
of UK internet users are alternatively buying their 
clothing online. (Geczy, A, & Karaminas, V (eds) 
(2018). This acknowledging how today’s consumer 
is not as inclined to physically assess product quality 
and fit before purchasing. 

Therefore, digital marketing across social media 
platforms has become a key strategy for driving 
sales. Particularly, targeted adverts derived from 
data collation. According to Mintel, 51% of women 
16-24 admit that social media encourages them 
to buy clothing they don’t particularly need 
(Sender Ceron, 2019). This is further supported by 
responses from a primary survey conducted by the 
researcher, that highlights; 60% of consumers 18-
30 had previously purchased from targeted adverts 
whilst browsing social media (Davies,2019)(Refer to 
appendix C). 

1 day
33%

2-3 
days 
24%

4-6 days 
4% over a week 

6%

a few moments
8%

half a day 
25%

Other
33%

 How long until the thrill wears off?                                    

(Fashionrevolution,2019)

Chapter One // 1.3 Digital Marketing & E-commerce
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 “Fashion has power because it plays with our deepest insecurity:   
how we appear to others” –  Bel Jacobs 

(I-d.vice, 2018)  

                                  1.4 our virtual selves  

Social Media has inevitably pressurised the desire 
to constantly want the “next new thing”. With the 
rise of influencer marketing, in particular, we are 
always submerged by the filtered lives of others 
(Bendoni, 2017).

Instagram hashtags such as ‘#OOTD’ present 
users with more than 219 million posts (I-d,2018). 
It suggests that as a community, overconsumption 
is being driven because clothing is viewed more as 
content for our virtual presence. 

This investment into “our virtual selves” identifies 
how social platforms such as Instagram is 
perceived more like a virtual runway of clothes we 
never thought we needed. Research conducted 
by Nutmeg identified the average cost of an 
#OOTD totalled £731.90 (Refinery29.com,2019). 
This highlighting the ability social media has on 
pressuring users to always be consumed in the 
newest trend or at least for users to show a surface 
of an unrealistic lifestyle to their peers.

According to an insider report on WGSN; Once an 
outfit has been ‘gridded’, there’s a real reluctance 
for shoppers to share the look again (Refinery29.
com,2019). This establishing how the platform has 
created the impression of being seen in the same 
outfit more than once as damaging to our online 
personas. 

To conclude, it is evident that the collaboration of fast fashion brands offering persuasive prices 
and strategic digital marketing is enticing young consumers to overconsume. Also, social media’s 
pressures to create validating visual content has created an insatiable rush to obtain the latest, 
popularised clothing trends. This unsustainable consumerism has significantly impacted the 
environment’s resources and will continue to do so until a drastic change occurs. As fashion has 
become the art form between who we are and how we are perceived. Overconsumption will be a 
difficult issue for the industry to avert. From eliminating consumer’s desire for newness to shifting 
how fast fashion operates. Whilst simultaneously enforcing sustainable solutions.

1 in 3 Women consider clothes to be ‘old’ after one or two wears
                    (Refinery, 2019).

“‘Fashion in its very essence is a functional art form, and I doubt 
in the next decade there will be a place for that until it decides 

to become a vessel for something more than vanity”  
- Sabrina Faramarzi 

   (Faramarzi, 2019)

Chapter One // 1.4 Our Virtual Selves 
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Tribe Description:

The Techo-Files 
Adapted from the term, Technophile; someone who is enthusiastic about 

new technology 
Techno-File refers to a tribe of people within Gen Z and Millennials

who are early adopters of technology, that file their experiences and life-
style by digital uploads to their social media platforms.

Born: Early 90’s - Mid 00’s 

Spending Power:

•  Gen Z is poised to become the largest consumer segment by 2019. 
Accounting for 32% of the global population of 7.7 billion (WGSN,2019).

•  Likely to spend more money on the right product to convey the right 
image for their online personas (Forbes,2018).

•  67% of 18-30 year olds said they frequently order clothes - multiple 
purchases per month (Davies,2019)(Refer to appendix C). 

•  They purchase to feel fulfilled, satisfied and happy (Forbes,2018).

Lifestyle:
• Students // Young Proffesional’s 
• Low-Medium disposable income

Value:

•   Branding: Gen Z leans on brands more when it comes to helping them 
craft their identities.

•  Transparency: They prefer companies that engage with them in an open 
and transparent manner (Bennet,2019).

• Social Media: Purchasing is typically inspired by peers. Due to their 
hyper-connectivity to social media, they are trusting of influencers opinions 
(Forbes,2018).

Characteristics: 

• Digital Natives: Early adopters of technology. Always digitally consumed, 
they can gather information rapidly. Equally spending their time between 
their virtual and physical spaces. 

• Validation Seekers: They are aware of the social consequences of ‘uncool’ 
consumption. Only posting the highlights of their life to social media for 
validation (Forbes,2018).

• Adaptive: They are seeking innovative brands and ideas that will coincide 
with both their on and offline lives. They are keen to discover new technologies 
and trends that will help them curate their style and identity. 

1.5 - THE TECHNO-FILES                                         
The researcher has identified the tribe; ‘The Techno-Files’. Digitally consumed, they focus on creating 
validating digital content for their social media feeds. 

Chapter One // 1.5 The Techno-Files
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 SUS-TECHÆÆÆÆÆÆÆÆÆÆÆ-ABILITY:

T h i s  c h a p t e r  w i l l  e x p l o re  t h e  u s e s  o f  A I  t e c h n o l o g y  c o m p a n i e s 

a re  i m p l e m e n t i n g .  A n a l y s i n g  h o w  i n f o r m a t i v e  d a t a  i s  b e n e f i c i a l 

t o  p e r s o n a l i s a t i o n  t h a t  c o u l d  d r i v e  m o re  m i n d f u l  c o n s u m e r i s m . 

U l t i m a t e l y  s t re a m l i n i n g  p ro d u c t i o n ,  o v e r s u p p l y,  a n d  w a s t e . 
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 2.1 - SUS-TECH-ABILITY                                          

Rather than fashion designers dictating trends, 
algorithms are available to determine what 
consumers truly want (Piras, 2019). Produced 
from personal data, which has been collated by 
organisations through IP addresses and cookies. 
Data uniquely identifies with an individual’s 
device. Allowing companies to track your usage 
and browsing history (Smartsurvey.co.uk,2018). 
Discussed within Chapter 1, data has mainly 
been a focus throughout Digital Marketing, as 
fashion retailers use the information to form direct 
audiences to target across social media platforms. 

However, AI is now accelerating into other aspects 
of the industry. As the fashion industry faces 
scrutiny for its pressure on the environment’s 
resources, retailers are developing new ways to 
implement technology into merchandising and 
production processes. 

Research identifies that AI-based approaches 
have the potential to reduce forecasting error 
by as much as 50% (Forbes.com,2019). Further 
supported by the opinion of Global Merchandiser; 

Steve Brown, who stated in an interview; “data 
is reducing your options of failed products, it 
reduces your wastage, reducing the number of 
textiles used on creating samples” (Brown,2019) 
(Refer to appendix B). This highlighting how the 
intelligence of data collection can pin point exactly 
what type of product, fabric or colour consumers 
accurately desire. Efficiently using that information 
as a route to streamlining production by producing 
only what there is demand for. Reducing unsold 
stock and oversupply that would alternatively end 
up in landfill.

“If selectively and rationally embraced, technology can continue to serve 
the sustainable and ethical requirements of modern society, enabling ever 

sophisticated methods of clothing creation, consumption, and disposal.”
 – Sarah Scatturo, 2008. 

(Geczy, A, & Karaminas, V (eds) (2018).

Chapter Two // 2.1 Sus-TECH-ability

 

                                2.2 - hyper-personalisation 

AI enables brands to create hyper-personalised product and 
services. Aiming to provide consumers with a more valuable 
shopping experience by presenting tailored content that is 
suggested to improve satisfaction rates (Forbes.com,2019). 

Stitch Fix is an example business operating with the 
assistance of AI in the retail industry. Offering a subscription 
service for online styling. The company has combined the 
expertise of stylists and the intelligence of data to analyse 
trends, body measurements, consumer preferences, and 
feedback. Providing its customers with the convenience of 
recommended, tailored products and scheduled delivery 
direct to their homes  (Forbes.com,2018). 

Regarding solutions for reducing consumption; Stitch Fix 
invests in merchandise proven to satisfy its consumers. This 
resulting in waste being reduced with zero un-sold stock. 
Whilst return rates are also deduced from accurate fits and 
product quality (StichFix.com,2019). The concept of offering 
a subscription service is beneficial in reducing the amount we 
consume. For many, the reason fashion is considered fun is 
because of discovery (Faramarzi,2019). Therefore, receiving 
a bundle of clothing every month has the potential to satisfy 
the customer’s urge for further purchasing. By recommending 
a limited amount of quality products, that accommodate 
personal lifestyles and budgets, StichFix has the potential 
to eliminate or at least reduce further consumption between 
its users. 

A recent survey commissioned by Redpoint Global in the 
US, UK and Canadian markets revealed 72% of Gen Z and 
70% of Millennial shoppers are willing to part with their data 
in return for a more personalised experience (Refinery29.
com,2019). This suggesting how customers are prepared to 
define their clothing consumption on the analysis of their 
personal data. 

As of 2019, StitchFix has 2.7 million active customers, with 
growth expected to continue as revenue increased 29% 
year-over-year (BritishVogue,2019). This acknowledging how 
much convenience is a valued factor for today’s consumer. 
As a vast amount of people take advantage of the hassle 
free, no decision service.   

   STITCH-FIX:                      

Chapter Two // 2.2 Hyper-Personalisation
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 2.3 - ALGORITHMIC ACCURACY                                          

Chapter Two // 2.3 Algorithmic Accuracy 

Accurate garment fit is a major retail issue, with sizing 
issues of garments driving return rates. Responses from 
a primary research survey found that 50% of people 
have to regularly return their clothing bought from 
online fast fashion retailers that included Missguided 
and Boohoo. Due to low quality or unreasonable fit 
(Davies, 2019)(Refer to appendix C).

As a result, major online retailers such as ASOS are 
now incorporating technology that is more advanced 
than the traditional sizing charts. The algorithm-
driven interface requires the age, height, and weight 
of the consumer. Continued by a series of images 
to choose from that the user can best identify 
with (BritishVogue,2019). The fit assistant can then 
recommend the most suitable sizing options for their 
body shape. Constructing recommendations by the 
history of purchases and feedback from other users 
of similar shape. (FashionUnited,2018). ASOS also 
provides a percentage of each size other customers 
proceeded to purchase. This highlights ASOS’s efforts 
to create a sense of reassurance for their customers. 
Introducing an experience that echoes in-store fitting 
rooms. 

In addition, it could be insinuated that as user’s data 
accumulates, the retailer will be able to improve their 
sizing accuracy throughout the product range.

 ASOS - FIT ASSISTANT                     

Alternatively, developed technologies such as 
body scanning systems that can produce 3D 
body images have enabled individually sized 
garments and footwear to be created (Geczy, 
A, & Karaminas, V (eds) (2018). 

BodyBlock AI, a company launched in early 
2019, is helping brands integrate 3D sizing 
into its design.  Using data gathered from 
the 2,000-plus scanners its parent company; 
FIT3D has installed in gyms around the world 
(Vogue Business, 2019). Their information has 
informed athletic-wear brands such as Adidas 
and Athleta of body shapes and average sizes 
specific to demographics (Vogue Business, 
2019}. This enabling them to build accurate 
sizing charts and scale their merchandise to 
the number of consumers predicted to require 
each size. 

 3d scanning - body ai                  

 

Nike recently released a new feature on its app. Allowing users to scan their feet with their 
smartphone to determine the most accurate shoe size (BritishVogue,2019). The company claims; 
60% of people at any given time are walking around in the wrong size shoe (Nike,2019). NikeFit 
provides a ‘scanning solution’, a combination of AI and computer vision that measures the full shape 
of each foot. This enabling their ability to determine the ‘truly perfect fit’ for each style of Nike 
trainers (Nikenews,2019).

Chapter Two // 2.3 Algorithmic Accuracy 

In summary, this chapter highlights the considerable efforts companies are undertaking to slash size-
related returns. Also, acknowledging that this expansion into AI can positively address the common 
flaw with online shopping. This subsuming of personal data will only strengthen the algorithm’s 
ability to provide accuracy throughout product measurements in the future. Effectively satisfying 
the consumer’s needs. Therefore, it is evident that companies becoming data-centric and offering 
personalisation can drive more mindful decisions for both the consumer, merchandiser, and designer.

“Sizing as we know it is a gross simplification of a complex 
problem” - (Nike, 2019).

  NIKE FIT:                                                                          



40 41

 

Chapter Two // 2.4 SWOT analysis

SS OO

WW TT

•  AI can re-invent design, merchandising 
and marketing. 

•  Exceptionally useful to detect the rise and 
decline of trends (Fashionunited,2019).

•  Predictive forecasting -  retailers 
can react rapidly, therefore, reducing 
waste by anticipating inventory demand 
(Forbes,2019).

•  Improved supply chain efficiencies.

•  Improved customer satisfaction by offering 
personalisation.

•  Combining humans with Artificial 
Intelligence allows workers to be redeployed 
to less mundane roles (Drapers,2018).

•  Many fashion executives regard AI as too 
mechanical to capture the creative core of 
fashion (Forbes, 2018) 

•  Data cannot invent new trends. It can only 
re-create what already exists. 

 SWOT ANALYSIS - INCORPORATING AI DATA IN FASHION                                       

Chapter Two // 2.4 SWOT analysis

•  3D Scanning – retailers can accurately 
present body types, identifying standard 
sizes specific to demographics (Vogue 
Business, 2019)

•  As data is collected, algorithms will 
continue to improve independently. 

• Retailers can analyse social media 
data to gain insight into current fashion 
conversation.

• If future of fashion design is dedicated to 
data, reinforced styles could homogenise 
fashion (Drapers, 2018).

• There is a possibility AI could replace 
humans in certain roles entirely.

• Not many people are aware to the extent 
their online behaviour is monitored. 

• Data tracking is invisible to our everyday 
lives. 

• Unclear policies could see consumers 
sharing personal information they were not 
aware of. 

   STRENGTHS                                                                             

   WEAKNESSES                                                                            

   OPPORTUNITIES                                                                         

   THREATS                                                                              
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CODES AGAINST 
       MORALITY:

T h i s  c h a p t e r  d i s c u s s e s  t h e  m o r a l e  d e b a t e  re g a rd i n g  A I .  A n a l y s i n g 

c o n s u m e r  p e r s p e c t i v e s  o n  d a t a  t r a c k i n g .  D e f i n i n g  t h e  ro l e  b e t w e e n 

h u m a n s  a n d  A I .  A l s o ,  e x p l o r i n g  h o w  d a t a  r i s k s  k i l l i n g  c re a t i v i t y  a n d 

h o m o g e n i s i n g  s t y l e .
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                                  3.1  PRIVACY PARADOX  

Chapter Three// 3.1 Privacy Paradox

In today’s internet age, young users of social 
networking are sharing more about their life 
than ever before. In reference to the above 
quote from Silkie Carlo, she spoke her 
concerns on data tracking for Moral Maze‘s 
podcast. Identifying that people want to 
share their lives on social media but without 
the manipulation from data being used as a 
marketing tool (moralmaze,2019). 

The collection, sharing, and processing of 
data allow organisations to maintain records 
about individuals they are concerned with 
(Monahan,T, Wood,D,2018). 
The majority of fashion retailers typically 
outsource data from providers, therefore, 
collation of our personal data usually goes 
unnoticed in our daily lives. This invisibility of 
tracking insinuates that consumers are perhaps 
unaware of the degree to which their activities 
and behaviour online are being recorded. 

The hierarchical control data provides 
companies could put consumers in a 
vulnerable position. In 2018, Various UK 
clothing and accessories websites, including 
AX Paris, Jaded London and Elle Belle Attire 
experienced a security breach. Servers shared 
with IT service provider; Fashion Nexus were 

hacked. Seeing a total of 1.3 million user’s 
personal information exposed, including 
passwords, phone numbers, and addresses 
(Grahamcluley,2018).This highlighting that 
although technology is typically perceived to 
be consistently flawless. Abnormalities can 
occur. This enforcing the need for further 
transparency, especially for e-tailers requiring 
online transactions. 

“On the one hand, people want to share, and want 
to connect, but they don’t want to be commodified, 

surveilled, manipulated and propagandised”- Silkie Carlo
 (moralmaze, 2019).

Chapter Three// 3.1 Privacy Paradox

60%
of people think targeted 

adverts are beneficial 
to their shopping 

experience

According to LS:N Global, Generation Z 
independently acknowledge that their lives are 
trackable. Their study found that by the time a child 
is 18, 70,000 images of themselves would have 
been uploaded online. This resulting in a significant, 
‘irreversible digital footprint’ attached to them 
(Houghton,2019). 

A questionnaire conducted by the researcher found 
the majority of responses regarding data tracking to 
be negative, with commonality in descriptive words 
such as; “invasive” and “overwhelming” (Davies, 
2019)(Refer to appendix C)

However, research from a focus group allowed 
consumers to further expand on this opinion. This 
further supports the idea that as a generation 
they have accepted brands using data collation to 
market targeted products. With all four participants 
agreeing that data is now a commodity in their lives 
they just accept (Davies,2019)(Refer to appendix A). 

Although, the ethical debate still resonates with 
consumers. The acknowledgement of data and 
its use as a marketing tool is commendable. 
Highlighting that data remains sufficient at aiding 
the shopping experience for many regardless. 

  3.1 privacy paradox                                     

“Being anonymous is no longer an option”- Sonia Bokhari, 
14-year-old (LS:N Global,2019)
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 3.2  humans v ai                                         

The two main ways AI could assist fashion design, is first, assisting human designers in their creative 
development and secondly, determining the whole creative direction entirely (fashionroundtable,2018).

Danny Bagge, front office lead at IBM once said; “within a few hours, AI can do what takes fashion 
analysts a week to do” (Drapers,2018). This insinuating that the adoption of algorithms to predict 
trends makes certain roles in the industry vulnerable to replacement. 

Although unlikely, that AI will replace all human jobs within the sector. Data-driven approaches have 
been proven sufficient in validating a designer’s intuition. Merchandiser Steve Brown insinuated in 
a WGSN insider interview that; Creative freedom should always be the case, with the use of data to 
support where it needs to go (Wgsn,2019). This implies the efficiency data offers throughout job roles. 
Useful for humans, who can then devote their skills to forward creativity and thought processes appose 
to wasted time on mundane work.

Evidently, we know data is exceptionally useful for anticipating the rise and decline of trends. 
However, what is key to analyse is that data cannot invent new trends (WGSN,2019). Data 
simply reproduces what has already been created. This questioning if AI risks homogenising 
fashion design and style.

“Digital wardrobes may end up standardising the fast 
fashion industry to one that simply recreates what it already 

circulates” – Sabrina Faramarzi

Fashion++ is a system created by AI researchers at Facebook. Functioned to read images 
and outfits people have uploaded. Algorithms can then suggest adjustments to make for 
a more stylish outfit. With researchers training the algorithm to recognise stylish outfits, by 
uploading street-wear images found on Chictopia into the database (BritishVogue,2019). This 
suggesting the whole framework is based on past trends, focusing on what was deemed 
stylish in previous years. Although the development offers a personalised experience, this 
leaves no suggestion for experimentation. Ultimately, homogenising an individual’s style.

 3.3  homogeny v innovation                                        

                                       3.3  homogeny v ai 
However, an interview with Trend analyst; Sabrina Faramarzi 
enlightened the researcher to consider if homogeny could be 
essential to preventing overconsumption. As she expressed; 

“I am not sure if there is a future in fashion - it will separate and 
move more into art or clothing” 

(Faramarzi,2019)(Refer to appendix D). 

This brought attention to a potential shift in how we could view the 
creative forms separately. Viewing clothing more as a functional 
necessity could eliminate the micro-seasoning fast fashion has 
enforced. 

Based on the development of such apps that concentrate on an 
individual’s existing style. You could question why there is a need 
for a surplus of trends. Most likely an individual is going to remain 
true to what they already know works for them. The argument in 
this is, it limits self-expression and experimentation.

Although, to some degree, creativity could be expressed 
elsewhere. To be considered more as an art form or expressed 
virtually through digital identities. 

This illustrates how the algorithm analyses both the silhouette and texture of garments. In this 
example, the algorithm recommends a change of shirt and styling it tucked in.

Chapter Three  // Codes against Morality Chapter Three  // 3.3 Homogeny V Innovation
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To conclude, this chapter has identified that there are 
both threats and opportunities when it comes to AI 
being incorporated within the industry. It is evident that 
although some people choose to accept data collation 
by acknowledging its beneficial purposes. The majority of 
people believe it to be an invasion of privacy. 
Therefore, implying a need for further transparency that 
allows monitoring of what information is being absorbed 
into data. Especially as children have become digitally 
consumed by social media and smartphones at a younger 
age than generations before. 

Concerning AI assisting roles within the fashion industry, 
there is no doubt the information retained by algorithms 
can effectively enhance the development process, as data 
enables accurate forecasting and decision making. This 
implies humans should take advantage of data. Allowing 
their time and skills to be utilised elsewhere, for less 
prosaic tasks. 

The discussion of data homogenising fashion highlighted 
that there is still a need for human roles to create new 
designs. Although data can only predict and reinterpret 
past trends, it presents the opportunity to further drive 
personalisation. Producing clothing that correlates to 
consumer’s styles could reduce over-supply and the need 
for an excess of short-lived trends. 

Chapter Three  // Codes against Morality
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CLOTHING IN THE 

DIGITAL REALM:

This study has previously discussed the use of data and analytics to increase efficiency 

within design.

However, this chapter will explore the innovations of digital design. Analysing existing 

brand’s digital strategies, as they create virtual products and services that offer significant 

sustainable solutions. 

“ I  th ink  consuming  d ig i t a l l y  w i l l  be  much  more  sus ta inab le . 
I n  tha t  sense ,  techno logy  can  save  f a sh ion”

 –  J e s s i c a  G r a v e s ,  f o u n d e r  a n d  p ro d u c t  s c i e n t i s t  a t  S e f l e u r i a .
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It was recently reported that £5-7 billion is spent 
on the production of physical samples annually 
(Roberts-Islam,2019). These mock up garments 
typically have no purpose after the development 
stage, ending up in landfill or burned (eco-age.
com,2019). 

However, digital design has enabled sportswear 
brand Adidas to cut out almost 1.5 million samples 
within three years from 2010 to 2013 (eco-age.
com,2019). This identifies virtual garments offer 
efficiencies in cost and reduced sample production.

Although, the fashion industry is traditionally 
slow at adopting new technologies (eco-age.
com,2019). Various brands are exploring digital 
design and whether there is an appetite for virtual 
fashion in retail. The following early adopters of 
technology are presenting innovations that are 
expected to encourage change in how we design, 
produce and consume clothing. 

 4..1  Digital showrooms - tommy DRIVE                              

Tommy Hilfiger is one of the first global brands 
to adopt digitalisation in attempts to lessen its 
environmental footprint (Wgsn.com,2019). With 
digital showrooms becoming the latest way to 
exhibit their products. The company aims by 
2021 for all their collections to not be physically 
produced until it appears on the runway or is sold 
(BritishVogue,2019). 

A press release revealed their next step is “uncovering 
the full potential of sample reduction, time savings, 
cost savings, and sustainability”(BritishVogue,2019). 
Suggesting the company’s resilience to forwarding 
sustainable solutions, as they announce reducing 
landfill waste by 2030 as one of their 15 sustainability 
targets (Retaildive,2019). 

The brand is set to launch its first capsule collection 
in Autumn 2020, primarily designed and sold 
digitally, featuring products modelled by virtual 
avatars (Retaildive,2019). Their efforts to eventually 
produce all future collections with digital prototypes 
will enable the brand to cut out fabric samples and 
pattern cuts completely. 

                 CLOTHING IN THE DIGITAL REALM           

Chapter Four // 4.1 Digital Showrooms - Tommy Hilfiger 
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                         4.2  THE FABRICANT & atacac 

The Fabricant, a digital-only fashion house 
creates collections that only exist in a digital 
space. Completely removing the production of 
physical garments, the company has been able 
to focus their time on developing entirely new 
design ideas. 

Using a technology called Generative Adversarial 
Network (GAN). An AI algorithm that analyses 
images transferred to its dataset to randomly 
produces pixels to build up new designs. The 
computerised designs have started to produce 
new silhouettes and styles never seen before. 
As a result, enlightening designers to fresh 
ideas, whilst enabling a sense of exclusivity 
throughout their design aesthetic and technique 
(Faramarzi,2019)

This technique has enabled The Fabricant to 
offer virtual clothing that is not only creative 
but promises an eternal life-span as it exists 
digitally. The value of such exclusivity was 
highlighted in early 2019, when a digital dress 
of theirs sold for £7.500 at auction (sportswear-
international,2019). This not only suggests 
the intrigue virtual fashion is starting to create 
but the ability to dress our digital identities in 
clothing that perhaps would not be attainable 
physically (Roberts,Islam,2019). 

Kerry Murphy; founder of digital fashion 
house; The fabricant, believes fashion does 
not have to be physical to exist (sportswear-
international,2019). As a concept that allows 
endless amounts of outfits to be compiled in 
a digital wardrobe. It implies there is potential 
for future consumption to shift. Where style and 
creativity is expressed primarily through fashion 
that has no existence or environmental impact. 

Chapter Four // 4.2 The Fabricant & Atacac

Similarly, Swedish fashion studio; Atacac strives 
to rethink how to design, present and market 
clothing (atacac,2019). Using the latest digital 
design software; Clo3d, the ability to visualise 
the garments digitally has allowed Atacac to 
sell the product before it is even produced. 
By relying on consumers to pre-order designs, 
the company can anticipate demand, and 
effectively eliminate over-production and 
inventory.

Chapter Four // Clothing In The Digital Realm 
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4.3 - ZERO-WASTE DESIGN X CARLINGS - NEO EX                                      

Scandinavian retailer Carlings unveiled their digital collection; Neo-Ex earlier this year. First to present a 
solution that cuts out production of physical garments altogether (Wgsn.com,2019). All items from the 
capsule collection are available to purchase as virtual garments that can be overlaid onto an uploaded 
selfie. The brand provides a ‘digital tailor’ that will fit the clothing to anybody, guaranteeing a perfect fit 
for everyone (Paper,2019). Once the order is processed, and the photo is edited, it is ready to be posted 
on social media. Allowing users to invest in the single-use outfits for digital content, whilst ensuring ‘zero-
impact’ on the environment (I-d,2019). Also, costing a fraction of the price of physical garments, reasonable 
pricing is allowing the collection to be attainable to many.

“The future is here and we need to adapt and be relevant to our 
customers as well as the next generation.”
- Ingeline Gjelsnes, Carlings’ Marketing Manager (papermag, 2019).

Chapter Four // 4.3 Zero Waste Design

  

  

Leaning further into the idea of digitalised 
fashion the Neo-Ex collection references 
inspiration from gaming. With ‘skins’ available 
on video games such as Fortnite allowing 
gamers to customise the appearance of 
their avatar in the digital space.  Carlings 
has combined their streetwear influences 
and gaming to create a bold, bright and 
graphic collection. As the brand defines its 
aesthetic as; ‘video game character turned 
Instagram influencer’ (Paper,2019).

To conclude, it is easy to imagine a future that sees consumer spending shift from physical to digital 
garments. Acknowledged in chapter 1 of this study, the modern consumer is now prioritising investment 
into their virtual selves. Digitised fashion, provides just that. Allowing people to express themselves by 
the choices made digitally, appose to real life (BritishVogue,2019). Carling’s concept, in particular, has 
the potential to encourage virtually worn clothes to be an alternative for consumers, who are driving 
over-consumption for the sake of updating their Instagram feeds with new outfits.
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In response to Carlings ‘Neo-Ex’ Collection - 

“I always buy outfits and get excited to show them off 
on social media, but then I rarely wear them again or 
have another photo in it..their idea I think is genius..

I would definitely try it out” 

(Davies,2019) (Refer to appendix C)

 “I think it will be hard to change how we consume 
physical clothing. As much as we say we care about our 
online presence, we still want to look and feel our best 

in real life too” 

(Davies,2019) (Refer to appendix C)
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 url v irl

A s  t h e  p re v i o u s  c h a p t e r  b e g a n  t o  i d e n t i f y  t h e  s h i f t  t o w a rd s  c o n s u m i n g 

d i g i t a l l y.  T h i s  c h a p t e r  w i l l  d e l v e  f u r t h e r  i n t o  u n d e r s t a n d i n g  t h e  f u t u re 

o f  f a s h i o n .  E x p l o r i n g  p re v a i l i n g  t re n d s  a n d  c o n s i d e r a t i o n s  t h a t  a re 

c l o s i n g  t h e  v o i d  b e t w e e n  re a l  l i f e  a n d  d i g i t a l .

“ We  a re  n o w  s e e i n g  a  m u c h  g re a t e r  u n d e r s t a n d i n g  o f  t h e  s t r a i n  t h a t 

f a s h i o n  p u t s  o n  t h e  e n v i ro n m e n t … A s  a  re s u l t ,  w e ’ l l  s e e  c o n s u m e r s 

i n  2 0 1 9  b e c o m e  m u c h  m o re  a t t u n e d  t o  e n j o y i n g  d i g i t a l  e p h e m e r a ” 

–  R h i a n n o n  M c G re g o r,  a  j o u r n a l i s t  a t  T h e  F u t u re  L a b o r a t o r y  ( d r a p e r s . c o m , 

2 0 1 9 ) .
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                       5.1  In pursuit of tactility     PMS STUDIO: In pursuit of tactility - DUTCH DESIGN WEEK 2018  

As an industry primarily based on tactility, it is only in recent 
years digital design has been considered as an alternative way 
of producing and marketing product samples. As the initial 
scepticism of e-commerce wears off, it is not alarming anymore 
for purchasing to be made from viewing digital content. This 
proposing the question, does the industry still need to provide 
physical product in-store? 

Currently, brands incorporating digital design are prototyping 
and sampling digitally but are still producing the final stages of 
development physically. Mainly because designers want to see 
the way their clothing drapes and consumers are accustomed to 
feeling a tangible product in-store. This presents a fracture in 3D 
designing (eco-age.com,2019).

However, PMS Studio challenged consumers to redefine how 
they consume clothing. Their installation at the 2018 Dutch 
Design Week; ‘In pursuit of tactility’ introduced the public to the 
idea of consuming digitally (Stott,2018). Through the techniques 
of 3D photography, virtual reality, soundscaping, and animation 
(Neworderoffashion,2019). The project is designed to ‘invoke the 
brain to visualise what it thinks is a tangible material’ (Stott,2018). 

This concept has the potential to redefine the tactility associated 
with clothing. Such exploration could be vital to slashing textile 
waste and overconsumption, as consumers adapt to virtually 
viewing and consuming product as an alternative. 

Chapter Five // URL V IRL Chapter Five // 5.1 In pursuit of tactility
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                                  5.2  GamiFIED FASHION   

“It’s inevitable that the fashion and gaming industries will 
increasingly collaborate in the coming years because it brings so 

much value to both industries, enlarging both communities”
- Nick Covella.

As the fashion industry experiments with digitisation. Gamified fashion has become a way to enjoy 
fashion in a digital space. Gaming has universally become a form of escapism for many, which anticipates 
the industry’s success to only increase. According to research by Newzoo, it is estimated that by 2021, 
the global games market will exceed £146 billion (BritishVogue,2019). This highlighting how gaming is 
undeniably becoming a significant marketing channel for brands especially, to appeal to the younger 
demographic as we enter this digital era. 

As this study previously identified, younger generations, namely Millennials and Gen Z are already 
susceptible to syncing their real lives to their digital. Therefore, fashion brands are beginning to tap into 
this  opportunity. A recent partnership between Moschino and The Sims saw a virtual capsule collection 
available in-game. Allowing the 80 million users of the game to access the designer collection to dress 
their avatars in (BritishVogue,2019). 

Similarly, sportswear brand, NIKE has collaborated with Epic Games’ Fortnite, launching a new range 
of Jordan trainers exclusively digital and to the game (Digitalstrategyconsulting,2019). Perceived to 
be a limited-time deal, the partnership allows brands to effectively advertise their physical clothing 
to mobile-first consumers. Whilst in exchange allowing the gaming platform to acquire revenue from 
sponsorship.

Therefore, brands are attracted to gaming platforms to increase brand identity amongst young consumers. 
It could be insinuated that users exposed to such heavy branding will begin to want their real life to be 
reflective of their digital purchases. As these global brands provide direct links to their online stores on such 
platforms, users are more inclined to make impulsive purchases. 

ASOS has also collaborated with The Sims series which saw the retailer offer challenges to unlock both in-
game tokens to buy digital clothing for their avatars, along with discount codes to use themselves online at 
ASOS.com (Piras,2019). This presents an issue for young consumers especially. As the distinction between 
in-game purchasing and making real-life payment transactions is blurred. It could be suggested that there 
should be an increased level of transparency for such games. Allowing parents to supervise and control the 
content their children are exposed to.  

To summarise, as the developments of 
digitisation start to infiltrate the industry. 
These movements towards consuming 
virtual products are preparing us for 
what is probable to reflect sustainable 
fashion in the near future. As younger 
generations with interests more in the 
virtual space than physical, are already 
adapting to digital consumption as a 
result of gamified fashion. 

The collaboration between fashion and 
gaming has enabled people to express 
their style through their virtual identities. 
On the one hand, this allows people to 
build a digital wardrobe of global brands 
that may have not been attainable to them 
before. This suggests digital clothing has 
the potential to avert overconsumption 
as people become fulfilled by the 
investment into their virtual lives instead. 

On the other hand, the marketing of 
brands within gaming risks influencing 
a mass of young users to buy into their 
clothing in real life. Prospectively driving 
consumption as users try to equalise their 
online and offline identities to conform 
to their personal avatars.

Chapter Five // 5.2 Gamified Fashion Chapter Five // 5.2 Gamified Fashion 
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conclusion

 conclusion:                                              
This study identified the ‘throw-away’ culture fast 
fashion has inflicted on the industry. Digital media, 
in particular, has encouraged buying more, utilising  
less and disposing of our clothes more frequently. 
As a result, overconsumption has become a huge 
problem. 

Focusing on younger demographics, Gen Z and 
Millennials, research identified their constant need 
to reinvent their online personas. It is insinuated that 
they view clothing more as digital content for their 
Instagram feeds. Consequently, it has redefined 
fashion consumerism completely, as we continue to 
accumulate greater amounts of non-essential items.

The analysis of AI and data gave insight into how 
algorithms could drive more mindful consumption. 
Personalisation is a key benefit to derive from the 
use of AI. Companies such as StitchFix, ASOS 
fit assistant and NikeFit are using algorithms to 
provide consumers with more product information, 
specific to the individual. This is enabling informed 
purchases and reducing product dissatisfaction. 
Therefore, by giving people fulfilling shopping 
experiences, AI has the potential to reduce the 
desire for further consumption. 

As primary research highlighted, the flaw of online 
shopping was size-related returns. However, 
with the innovations of 3d body scanning 
providing algorithms with the most accurate 
sizing measurements. AI interfaces throughout 
online shopping channels are effectively providing 
recommendations and digital fit sessions that 
replicate real-life fitting rooms. In return, slashing 
the amount of landfill waste created from returned 
purchases. 

On the other hand, it is important to acknowledge 
the implications of AI. This research has identified 
that technology is a powerful tool. Although should 
be used to its advantage, algorithms are self-
improving and correlate to the endless amounts 
of data it absorbs. As the fashion industry begins 
to adapt to the technology, it calls on more 
transparency from retailers investing in data tracking 
of its consumers. However, it could be insinuated 
that at this moment in time, not many people, 
including brands are aware of the extent data in-
fridges on the privacy of our personal information. 
Data tracking is invisible in our everyday lives. As we 
have entered an era where the majority of people 
carry their lives around within their smartphones. It 
is overwhelming to think about how much personal 
information could be accumulated from our digital 

footprints alone. Going forward, as the intelligence 
of technology advances, people should too. Taking 
caution to how they expose themselves across 
digital platforms.

Digital design has the potential to change how 
people consume clothing entirely.
As early adopters of technology, Gen Z and 
Millennials’ lives are already split between virtual 
and physical spaces. Therefore, they are more likely 
to be receptive to digitised fashion and enforcing 
the sustainable solutions it provides. 

Digitisation has presented a new way for brands 
to exhibit and present clothing. As brands can 
anticipate demand and hold on production until 
a garment is sold. This demand-led design has 
enabled brands to adopt a healthier balance 
between supply and demand. Meaning, textile 
waste is significantly decreased. 

This movement towards virtual clothing will also 
minimise the industry’s environmental impact by 
mitigating over-supply and production of samples 
entirely. From identifying fashion brands such as 
The Fabricant and Carlings, their concepts are pre-
empting overconsumption of physical clothing by 
providing consumers with the alternative of virtually 
worn outfits, non-existent in real life. 

To answer the researcher’s question; ‘Can digital 
design and data avert overconsumption within an 
industry that thrives on fast fashion?’. 

Overconsumption is a global problem. The industry 
has a long way to go until consumerism becomes 
less wasteful. However, until fashion becomes a 
channel for something other than vanity and industry 
leaders shift their focus away from short-lived trends 
and produce quality clothing fit for longevity. 

Digital clothing and AI data offer innovation that will 
encourage conscious consuming and should inspire 
the rest of the industry to redefine their sustainable 
considerations. 
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RECOMMENDATIONS

 RECOMMENDATIONS:                                        

In-store Digitalisation :

This study has focused on digital fashion primarily through online 
channels. However, it would be beneficial to consider how digitalisation 
could be implemented in-store. The findings of this study have proven 
that personalisation derived from data enhances the consumer’s 
shopping experience. Therefore, a greater focus is needed to provide 
alternative strategies to satisfy and prevent continuous consumption. 
The introduction of digital mirrors within store fitting rooms could 
assist shoppers to effectively reduce un-informed purchases. The 
mirrors will be used to provide stock information and recommend 
silhouettes for an individual’s body shape. As an adaptation of ASOS’ 
fit assistant online, digitised mirrors in-store will not only produce 
similar efficiencies and convenience. But, will also project satisfaction. 

Digital Experience :

To change the culture of fast-fashion consumerism, there needs 
to be a change in the experience (BritishVogue, 2019). By offering 
fulfilling in-store experiences, the ability to reduce the rate at which 
people consume could be significant as they engage with their 
favourite retailers in alternative ways than just purchasing a product. 
As this study explored the closing void between URL and IRL there is 
potential to bring digital clothing into a physical space. 

Therefore, a future consideration would be for retailers to provide 
pop-up exhibitions across flagship stores. Presenting a concept similar 
to PMS studio’s; ‘In pursuit of Tactility’ installation, which could invoke 
consumers to visualise what they think is a tangible product of theirs. 
This will introduce people to the alternative of consuming digitally. 
Allowing retailers to take responsibility for their environmental impact 
and teach sustainable consumerism through an engaging experience. 

In-store digitalisation could redefine how we shop in-store products 
completely. Introducing digital exhibitions throughout stores will 
allow consumers to purchase clothes from viewing digital products. 
As a result, brands will be able to adopt demand-led production not 
only online but in-store. As no physical product is produced until 
it has been sold. This will eliminate over-production and having to 
supply and maintain stock throughout stores.
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Tech Transparency :

The findings of this study have emphasised how powerful AI 
technology can be. Between brands using such technology 
to enhance customer satisfaction as well as personal gain 
to exploit marketing methods. There is a definite need for 
more transparency. In particular, the safeguarding of personal 
information and outsourcing of data collation. As people 
continue to provide their devices with complete access to our 
daily lives. The fashion industry has increased its use of data 
in correspondence. To ensure companies are complying to a 
degree of trustworthiness. Retailers need to re-think unique 
open policies that will allow consumers to monitor what 
information of theirs is being tracked.  

Further investigation : 

As the topic of this study is current within the fashion industry. 
The researcher will continue to explore the latest innovations 
and analyse newly released reports that could be applied to 
the individual’s further studies. A future investigation for the 
researcher could be to delve further into the relationship 
between AI and digital design. Exploring the combination of 
both technologies and their ability to drive sustainable fashion 
and consumerism in conjunction.

Going forward, the researcher will also continue to explore 
consumer values and characteristics towards consumption. To 
further streamline the tribe; ‘The Techno-Files’ which could be 
applied to future studies within their Final Major Project.

                                      recommendations:  
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APPENDICES 

Interviewer: What entices you to buy from fast-fashion retailers? 

R: I’d say it’s the prices, and the fact online is easy and assessable wherever you are, quickly being able to find 
what you want exactly from a simple search. 

F: Yes, I’d say the same, however, For me I just feel as though Missguided, Pretty Little Thing -- those type 
of retailers, are the only ones that cater to what I want -- suitable for my age anyway, when I want to wear 
something more fun or edgy on a night out. The quality isn’t great but it offers trendy clothes. 

K: I think fast-fashion is the best option at finding things for nights out quickly, I almost always search misguided, 
Misspap, PLT for a new dress or outfit for every night out I have planned. I want to feel good, so I always want 
to buy something new, that no-ones seen on me before. 

C: Discounts entice me to buy into Fast fashion brands, why would I buy in-store when I know I could find 
a discount code online. Plus, emails from the retailers offering the latest deals always makes me click and 
browse the website. I feel like it can be an addiction to always buy something new. 

K: That’s interesting you mention that it’s like an addiction, because I sometimes feel like I get more fulfilment 
buying something in-store, like I’ve bought that item because I’ve picked it out and tried it on, it’s more of a 
successful experience. But I still buy online more frequently because I’m just spending and buying clothes to 
replicate the thrill of having something new.

Interviewer: Okay, So, what would the rest of you say regarding Katie’s comment on fulfilment driving 
your consumption? Do you agree or do you have other motivations?

F: Yeah, I agree, I see it as a thrill -- It’s a thrill to order new clothes, to search for something you like at home 
and waiting for it to be delivered to try it on to see if its good. 

R: Yeah, I think it’s always impulse purchasing as well. I always feel the need to buy something just to make 
myself feel better..I don’t necessarily need more clothes. 

C: I buy new clothes because I want to feel good about myself, and having a new outfit to wear around gives 
me confidence – to a certain extent. 

Interviewer: Does social media entice you to buy clothes? 

R: Yes, I mean I follow influencers and I usually always find myself clicking on the outfit tags. 

F: Yeah, I do the same, If adverts are relevant I will click on them. 

C: Yeah I don’t follow influencers really, but I will click through on advertisements.

K: I agree, I always notice on Instagram and facebook..they will advertise what I have already been looking at, 
so it does usually end with me purchasing the item. 

Interviewer: Ok, you have mentioned adverts on social media, but what is your opinions regarding 
brands using your data to target you? 

K: Hmm, I think its definitely useful, as I get to see product that I have an interest in, but like I said, its brings 
up brands and websites I have already been looking at earlier normally. I do like however that it sometimes 
gives suggestions I haven’t heard of, So, in that sense it lets me discover new things. 

 Appendix a - focus group:                                      
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F: Personally I think data tracking is scary. Its useful as a shopping aid. But we don’t know how much information 
of ours is monitored. So, yeah I think its invasive. 

C: I think data tracking is a commodity we have to accept. It doesn’t bother me too much because I don’t 
notice it in my everyday life. Unless an advert pops up that I had been searching or even talking about, then, 
yeah, I don’t notice it really. 

R: I agree, I have just accepted it. When you analyse it then yes it can be overwhelming to think about. 
Although, I personally find targeted ads very beneficial. 

K: Don’t you think its an invasion of privacy at all? Data tracking scares me -- beyond just being used for 
fashion marketing. So, it makes me wonder how these brands are accessing my information. 

C: Yeah of course on a larger scale than just clothing adverts, I suppose data tracking is an invasion of privacy. 
But I think we’re the ones who are putting that information out there anyway so, I almost expect brands to use 
that for their benefit.

F: Yeah, I am on board with the whole recommended adverts. I think it’s just the method of how its tracked..it 
is unclear. Like.. I don’t know how it works.

Interviewer: So, do you think you all can accept data tracking within social media marketing? 

K: Well, I think we have to at this point. 

C: Yes, like I said I think it’s a commodity we need to accept and get over. Just don’t think about it. 

F: I suppose the positives outweigh the negatives when it comes to fashion adverts. So yes, not that I think 
there’s much we can do to stop it. 

R: Yes, but it could be useful for retailers to tell you when and how they source our information. Like get a 
notification or something, I don’t know. I know you have to click accept to cookies on websites and stuff, but 
I still don’t know what that means, so I’m still not clear on terms and conditions etc..

Interviewer: Okay, moving on, looking into digital clothing as an alternative for purchasing real life 
clothes. I will show you a quick video by Scandinavian retailer; Carlings. *Presents video
So, as you can see they are digitally fitting a 3d design to fit any photo you upload. So, you can then post 
it on social media, with ‘zero environmental impact’. 

K: Oh yes, I have seen this video pop up on Linkedin and I thought it was such a good idea. As an alternative 

Interviewer: Oh really? Ok, well I would like to ask you all what your opinion is on their concept, would 
you consider buying digital clothing? 

F: I would, the prices are so reasonable that I think it would be worth it, just to have a photo with a new outfit 
that is a cool aesthetic. 

R: Yes, lets be honest, I always buy outfits and get excited to show them off on social media, but then I rarely 
wear them again or have another photo in it, So, their idea I think is genius. I would definitely try it out. 

C: The designs are cool, but they are a bit out there. If it was more casual clothing I would consider it. But then 
again, I suppose that’s the point, you would be getting a unique looking outfit that looks designer for cheap. 
I don’t know, maybe I would then. 

K: Yeah, I think it’s such a good idea, a step in the right direction for fashion anyway. It’s nice to see brands 
doing something to shift consumerism away from fast-fashion. 

Interviewer: So, do you think it could prevent people like yourselves to stop overconsuming physical 
product? 

F: Well obviously, we still have to buy clothes but I think it could be a fun way to experiment and satisfy the 
urge to buy new outfits just for social media purposes. 

R: Yeah, perhaps further down the line..I don’t know.

C: I like the idea, and it would be great if it did become an alternative for excessive shoppers like myself. 
But for right now, I don’t know.

K: I think it will be hard to change how we consume physical clothing. As much as we say we care about our 
online presence, we still want to look and feel our best in real life too. 
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Appendix B : Primary research interview with Steve Brown, Global Merchandiser at DENHAM

Interviewer: Do you think data will ever be able to fully understand fashion? Does it affect creativity?

Brown: I think yes, because obviously data is such a new thing at the moment, everyone is talking about it but no 
one is actually using it as such yet in terms of design anyway. However, if for example, you have a really good AI 
data system, that really shows everything, it can really pin point what type of products, what type of colours, fabrics 
actually work. Having a collection of 200 options but the data is showing you only 10 of the options are working, take 
for example the cargo pant, military pant and the chino and the designers really want to do everything, then actually 
when you look at the sale through, what’s physically sold and going out of the store, you have RFID tags to show you 
watch being used in the changing rooms or footfall indicators, showing what demographics are walking in and out, 
if everything linking to the cargo pant being the best seller, obviously you know to increase investment towards that. 
The data isn’t telling what the designer to do, just homing the in on what is more likely to sell. Range plans are look-
ing at sell outs or the in-trend for that product, so it’s the best performing sales through. Telling the designer to just 
cover these options because that is what’s selling according to what the data says. 
Then equally, go crazy and do some new stuff, because each time you will have to do something new to entice the 
customer. Not the same boring thing every season. 

I definitely think in the future. There are companies like Zara who are using data massively which increases your effi-
ciency, stops cancellation rates increasing, takes your vendors more productive because you’re giving them product 
that has good history of performing well. Not everything you’re doing is based on a whim. 

But obviously it is really new, even in our company here (DENHAM - jeanmmaker), we don’t have the systems that 
gather all of this information so most of the time it is very manual an emotional driven. But in the future, future it is 
this investment where people will have this type of data it will be really invaluable for sure. I wish I had all the global 
markets sell outs being filtered through one system, so it could really show, gosh! Through all the markets the com-
monalities show, everything is this jean, that must be what is worth investing in. So, you can home in on that product. 
That’s where you want to be. 

Because otherwise people are just playing safe, and designing what they know will work, but you need to push the 
boundaries out and I think data will definitely guide you there. 

Interviewer: Do you think data homogenises fashion?

Brown: So, I think probably not, you can argue that if you’re looking at product within the same company, obviously 
DENHAM is known for jeans, so you can say that yes data is always going to pin point to jeans, but that doesn’t mean 
you can’t do other stuff, perhaps 20% of your business normally represents 80% of your revenue. For an example, 
20% of your options that you have bought will go to 80% of the revenue of your business. so, using data across 
everything, where we know it’s going to pin point the 20% of our options, representing 80% of the revenue. You are 
able to really drive those options, and yes that could be similar every season, but it doesn’t have to be so copy-paste. 
Recognise it is your best seller, but what can we do to move it forward, what’s the next thing. How can you make it 
new by tweaking it. Having a bestselling, core item you then have the creativity to do some new things, test the mar-
ket, see what’s happening. Then expect data to show you your best sellers, we have top 5 products that we see in our 
best sellers every week. 

And if we did only just do what the data says is selling, then yes, it may become quite copy-paste and boring and 
safe, but it doesn’t mean the designers are not free anymore to create some more crazy fashion items. But transpar-
ency of data is really important to get those insights, 

Interviewer: Do you think digitalisation is improving sustainability?

Brown: So, I think digitalisation could definitely improve sustainability because it can reduce your sampling, for 
example Tommy Hilfiger, digital showrooms, all virtual, so there’s no samples, nothings been made, there’s no fabric 
wastage, there’s been no water usage, all images on the screen, so people are buying it directly from an image, and 
then it can go straight to production, so on a sustainability level you are saving on all of this shipping, no carbon foot-
print, saving all of this money, there’s so many different aspects, which all come from the use of digital design. Where 
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Also, in-regards to, data and sustainability, if the data is pin pointing to certain types of products, then you home in 
on those, you reduce the time spent making other things that won’t work, reducing waste. 

If data is showing you that actually 90% of your business is going from 20 options, then why would you make 1,000 
options. 

Sustainability wise, data is reducing your options of failed products, it reduces your wastage, reducing the amount of 
textiles you’re pointlessly using on samples. 

Data tells you that across this season we have sold best on these 5 fabrics, these 5 fabrics are your best sellers. Then 
you look at designers using over 50 different fabrics and went into production with those 50 fabrics, you can then say 
oh what a waste, so unsustainable and then you know that there’s room to improve on your sustainable sensibilities. 
Because 50 fabrics a season is not sustainable for the future. 

Data will home in on commonality, what is the common thread between the markets, if the rest of the market is 
buying a certain 3 fabrics, then you certainly don’t need 50 plus. You will be making all this extra product that will be 
going to waste. Any extra stock and unused fabrics will then evidently end up in landfills. 

Fast fashion is really not great because it is constantly producing low quality, every single day, so constant and then 
dumping it. 
Last year 235 million garments were duped in UK landfills sites, because there was no demand for the products they 
were deciding to make. There’s a balance to be had, on how much you want to do that risks not selling and producing 
waste.

Interviewer: What do you think is key to the future of fashion?

Brown: Recut and renting clothes is definitely something that I could see ore in the future. The resale market is set to 
grow 21 times than fast fashion in the next 10 years, so when you have stuff like that, it is questioning why we’re so 
obsessed with buying clothes and consuming so much. 

Cos has just launched their refurb line, so literally taking surplus stock, reforming it and selling it, with an orange tag 
representing the collection. 

We (DENHAM) do it here, where we take our unsold stock or stocked samples and we send it to a company that 
repurposes and re-sells it. When you look at stock positions, and for example H&M have millions of euros worth of 
stock to sell and it is just sitting there, why not get it all together, why not regurgitate those products, a 360 cycle, 
closing the loop. 

But not many people know how to do it effectively yet, it is relatively new, not everyone has the contacts for someone 
to come and pick up your stock. There’s cost factors of going to china and refurbing garments, what’s the duty costs, 
the warehousing situation, how would it work. These types of operations with logistical questions is a concern, it’s all 
nice having a nice story for the season using sustainable recycled fabrics, engaging environmentally friendly conver-
sation for a capsule collection, it’s a story for the season. When more brands need to implement sustainability has the 
DNA of your business. How you should be running as a company full time.

But of course, its logistics, questioning how can you get rid of your warehouses worth of stock sustainably and until 
the industry figures that out, then it will be a mind-set change. 

Until things become more cost friendly, more easily attainable, then I think brands will be more willing to change. 
When the industries logistics become more black and white then I think brands will feel at easy doing it.
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Interview with Sabrina Faramarzi, Trend Analyst:

Interviewer: How do you think digitalisation could improve sustainability?

Faramarzi: I think digitisation can make people and organisations accountable for their anti-eco actions and 
activities. Digitisation of things such as blockchain can change fashion by understanding every bit of the 
supply chain as well as think about fluid pricing to overcome its actions. 

Interviewer: What do you think is key for the future of fashion? 

Faramarzi: I am not sure if there is a future in fashion - it will separate and move more into art or clothing. 
Seasonality is something that already doesn’t work, both for consumers or industry. Fashion in its very 
essence is a functional art form, and I doubt in the next decade there will be a place for that until it decides 
to become a vessel for something more than vanity.
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