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Abstract:

Artificial intelligence is becoming part of everyday fashion shopping. The fashion industries
traditionally depended on designers, seasonal collections, and physical fitting. However,
technology is changing and developing quickly. New styles that once developed over seasons can
now become popular within days or even hours through platforms like TikTok, Instagram,
influencers, and online stores or websites. Consumers can now ask an Al stylist what to wear,
receive complete outfit suggestions, use virtual fitting rooms, and get personalized size
recommendations. This research examines how these technologies are changing fashion
marketing, style discovery, consumer choice, and the online shopping experience. The study uses
secondary research and focuses on familiar international examples including Ralph Lauren, Levi's,
Gucci, Zalando, and Nike, together with academic research on virtual try-on and consumer
engagement. The results show that Al is most useful when it makes shopping a lot easier: helping
consumers discover products, build outfits, choose sizes, and move more quickly from inspiration
to purchase. Zalando's fitting technology also provides measurable evidence that better size advice
can reduce returns. From a marketing and microeconomic perspective, Al can reduce search costs
and uncertainty while improving personalization. The study concludes that fashion brands can use
Al as a practical marketing tool without replacing the creativity and identity that make each brand
recognizable.
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Introduction:

Fashion has always been influenced by trends, celebrities, designers, and culture. Today, the
process is becoming more digital. Consumers discover new styles through social media and online
stores, compare products on their phones, and increasingly receive recommendations based on
their interests and previous shopping behavior. Artificial intelligence is becoming part of this
customer journey.

From a marketing perspective, this creates a new type of competition. As a consumer, I often
discover products online and notice how brands recommend it based on what I search or view.
Fashion brands still compete on product, price, image, and quality, but they also compete on
convenience and personalization. A familiar example is Ralph Lauren's Ask Ralph, an Al-powered
shopping assistant that can answer styling questions and create complete shoppable Polo Ralph
Lauren outfits. Levi's has introduced an Al-powered Outfitting feature that recommends complete
looks, while Zalando uses algorithms, body measurements, and 3D avatars to help customers
choose sizes. These examples show that Al is becoming something consumers can actually use
rather than a technology that only works behind the scenes.

The microeconomic connection is also simple. Online shoppers spend time searching, comparing,
checking sizes, and deciding whether a product is worth its price. Al can reduce these search and
information costs. If an Al stylist quickly finds a complete outfit or a fitting tool helps a shopper
choose the correct size, the decision becomes easier. For brands, this can improve the customer
experience and potentially reduce returns.

The research problem is therefore not whether Al exists in fashion, but how useful it is for
consumers and marketers. Fashion remains strongly connected to personal taste, creativity, and
brand identity. The challenge is to use Al to make shopping easier without making every brand
experience feel the same.

Main research question: How are Al and fashion technologies changing style discovery, consumer
choice, and the way international fashion brands market and sell their products?

Research objectives:

1. Identify familiar ways international fashion brands are using Al and digital technology.

2. Examine how Al stylists, outfit recommendations, and virtual try-on can affect the
customer journey.

3. Explain how size and fit algorithms can reduce uncertainty in online fashion shopping.

4. Connect these technologies to marketing ideas such as personalization, engagement, and
purchase intention.

5. Explain the microeconomic effects of Al on search costs, information, consumer choice,
and returns.
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Literature Review:

Al stylists and personalized fashion shopping

Personalization is one of the clearest uses of Al in fashion marketing. Ralph Lauren introduced
Ask Ralph in 2025 as a conversational Al shopping experience. It allows consumers to ask normal
styling questions, such as what to wear to an event or how to style a particular item, and then
provides complete shoppable outfit suggestions (Ralph Lauren Corporation, 2025). This is a useful
marketing example because the technology is designed to feel similar to speaking with an in-store
stylist.

Levi's provides another familiar example. Its Outfitting feature uses product information, images,
purchase history, browsing behavior, and trend information to recommend complete looks. The
feature updates daily and can suggest products that work together, such as jeans, a shirt, and a
jacket (Levi Strauss & Co., 2025). Instead of showing the consumer one product at a time, Al can
therefore help market several complementary products as one outfit.

Virtual try-on and product evaluation

Virtual try-on tries to solve one of the biggest problems of online fashion: consumers cannot
physically try the product before buying. Nawaz, Guzman, and Nawaz (2025) studied 339
consumers with virtual try-on experience and examined how technology interaction, engagement,
and value are connected to behavioral outcomes. In a more recent study on augmented reality,
Sarkis et al. (2026) support the idea that fashion technology becomes valuable when it improves
the shopping experience rather than simply looking innovative.

Gucci also uses virtual try-on in its digital shopping experience. The brand currently offers a Gucci
Beauty Virtual Try-On and includes virtual try-on features within its digital ecosystem (Gucci,
n.d.). Although beauty is not clothing, it is a familiar luxury-fashion example of the same
marketing idea: allowing a customer to visualize a product digitally before making a decision.

Al Maalouf et al. (2025) determined that ordering via online platforms is increasing in importance,
as well as in market size, especially in an age were online influencers have a significant impact on
purchase behaviors (Sarkis et al., 2024).

Size algorithms and 3D fitting

Zalando provides one of the strongest examples because its technology directly addresses size
uncertainty. The company uses machine learning, purchase and return information, body
measurements, and fitting data to provide personalized size advice. Its virtual fitting room can
create a 3D avatar based on a shopper's measurements so the shopper can compare how different
sizes may look (Zalando, 2024). This connects technology directly with a common consumer
problem: 'Will this actually fit me?'

Al and the path from discovery to purchase

Nike provides a recent example of Al changing product discovery. In 2026, Nike announced an
Al-powered shopping integration with Google's Gemini app and Al Mode in Search. The goal is
to reduce the number of steps between discovering a Nike product and purchasing it (Nike, 2026).
From a marketing perspective, this is important because the shopping journey can begin inside an
Al conversation rather than on the brand's traditional website; As Al moves from corporate
leadership (Subrahmanyam & Khalife, 2025) and financial assets (Beainy & Kamel, 2026) to other
non-financial essentials (Kaspard et al., 2025), the research gap this paper aims to bridge is simple
yet important. Linking Al more towards consumers.

Existing research often studies individual technologies such as virtual try-on or consumer
engagement. Brand examples show that these technologies are now being combined across the
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customer journey: Al can help a consumer discover a product, build an outfit, select a size,
visualize a look, and complete a purchase. This paper connects these familiar applications with

marketing and microeconomic ideas in one simple framework.

Methodology:

This research uses a secondary-data design. I used published academic research for consumer
behavior evidence and official company sources for current fashion-technology examples. This

approach was chosen so that the project could use real information without inventing survey

respondents or statistical results. The international brand examples were selected because they
are well-known and represent different uses of fashion technology: Ralph Lauren for an Al

stylist, Levi's for Al outfit generation, Gucci for virtual try-on, Zalando for 3D fitting and size
algorithms, and Nike for Al-powered product discovery and shopping. The main variables
considered are personalization, perceived usefulness, engagement, size uncertainty, product

discovery, purchase intention, and returns. From a microeconomic perspective, the study also
considers search costs and information costs. The analysis is descriptive: it compares what each

technology does, which consumer problem it addresses, and what marketing or economic value it

may create.

Results:

The results show that international fashion brands are using Al mainly to make shopping more
personalized, easier, and faster. The technologies are different, but they address familiar
roblems in the customer journey.

Brand Technology What the Consumer | Marketing Value
Can Do
Ask styling questions L
Ralph Lauren Ask Ralph Al stylist | and reZeivg gomplete Personah;atlon and
shoppable outfits product discovery
See complete looks
., . based on products, Cross-selling and
Levi's Al Outfitting trends, anlzl shopping | easier outﬁtgi)uilding
data
Visualize selected Digital product
Gucci Virtual Try-On products digitally gital produc
before purchase experience
Create a body-based
Zalando 3D ﬁftting + size avatar agd rece;ive Lower fit uncertainty
algorithms personalized size and fewer returns
advice
Discover and
purchase Nike Shorter path from
Nike Al-powered shopping | products through Al- | inspiration to
powered Google purchase
experiences
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Finding 1: Al is becoming a digital stylist

Ralph Lauren and Levi's show that Al can move beyond recommending one item. Ask Ralph can
respond to open-ended styling questions and produce complete Polo Ralph Lauren looks. Levi's
Outfitting also creates complete looks and updates its recommendations using product
information, shopping behavior, and recent trends. The result is a more guided shopping
experience rather than a simple product list.

Finding 2: Fit technology can reduce a real online-shopping problem

Zalando reported that more than 80,000 customers had used its virtual fitting room by October
2024. In the company's pilot testing, the virtual fitting-room technology was associated with up
to a 40% reduction in return rates, although Zalando notes that this result came from a limited
testing phase (Zalando, 2024). The company had also reported a 10% reduction in size-related
returns for items where size advice was available compared with similar items without that
advice (Zalando, 2023). These results provide a clear economic example: better information can
reduce costly mistakes in online purchasing.

Finding 3: Al can shorten the customer journey

Nike's 2026 Al-shopping integration is designed to let consumers discover and purchase Nike
products through Google's conversational Al experiences. Ralph Lauren and Levi's similarly
connect recommendations directly to products that can be added to the shopping cart. Across
these examples, Al reduces the number of steps between 'l need something to wear' and 'l found
something I can buy.'

Finding 4: Virtual experiences support product evaluation

Gucci's Virtual Try-On and Zalando's 3D fitting room show two versions of the same marketing
idea: giving the consumer more information before purchase. Academic research on virtual try-
on also supports the importance of technology interaction and engagement in the shopping
process (Nawaz et al., 2025). The technology is useful because it addresses uncertainty rather
than because it is Al by itself.

Finding 5: Al can support cross-selling and personalization

Levi's outfit generation shows how Al can create marketing value beyond a single product sale.
A customer looking at jeans can be shown a matching top, jacket, or accessory. Ralph Lauren's
Al stylist similarly produces head-to-toe suggestions. This gives brands an opportunity to market
complete looks while giving consumers a more convenient way to style products; what is most
surprising was that the different brands are not all using ai for the same purpose.
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Discussion and Conclusion:

This research shows that Al in fashion is becoming practical and familiar. It is no longer limited
to complicated technology behind a website. Consumers can interact with an Al stylist, receive
outfit ideas, visualize products, get personalized size advice, and even discover products through
an Al conversation.

From a marketing perspective, the strongest examples are the ones that solve a clear consumer
problem. Ralph Lauren helps with styling, Levi's helps build complete outfits, Zalando helps with
size and fit, Gucci adds a digital try-on experience, and Nike is making product discovery and
purchasing more direct. These technologies can strengthen personalization and make the customer
journey more convenient, easier and realistic.

From a microeconomic perspective, the main benefit is a reduction in search and information costs.
Consumers spend less time searching through products and may have better information before
buying with access to a load of information and designs beforehand. Zalando's reported reduction
in size-related returns also shows that better information can create value for both consumers and
the company.

The study has limitations. Most of the brand evidence comes from company sources, so it describes
how the companies present their own technologies. Not every company publishes detailed sales or
conversion results, and new Al features can change quickly. The academic evidence also focuses
on specific technologies rather than every brand discussed in this paper.

Future research could survey university students about which feature they would actually use: an
Al stylist, automatic outfit generation, virtual try-on, or personalized size advice. It could also test
whether these tools increase purchase intention or willingness to buy more than one item. As a
marketing student, [ believe the most interesting change is that Al is starting to act like a personal
shopping assistant. The brands that use it to make shopping easier while keeping their own style
and identity can create a more useful customer experience.
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