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Introduction Generative Al refers to deep-learning models capable of generating new text,
images, and other forms of content in response to specific prompts based on the data they have
been trained on (Murphy, 2022). According to McKinsey and Company (2023), generative Al
could add between $150 billion and $275 billion to the operating profits of the apparel, fashion,
and luxury sectors. With Al lowering the barriers to fashion design by enabling the automatic
generation of product designs, researchers have highlighted its potential to revolutionize
customization in the fashion industry (Liu ef al., 2023). For example, H&M Group’s Creator
Studio has introduced an Al fashion customization service, enabling users to create custom
clothing designs based on text input, without the need for artistic ability (BoF, 2023). While few
studies have suggested that the co-creation experience with Al increased consumers’ perceived
product value (Lee & Kim, 2024; Sohn et al., 2020), consumer perspectives of Al fashion
customization have not been extensively studied. Therefore, this study aims to exploratorily
investigate consumers’ perceived values and barriers to adopting Al fashion customization.

Literature Review According to the desirability-feasibility framework, the likelihood of
consumers adopting an innovative product or service is influenced by two main factors:
desirability and feasibility (Jia ef al., 2012). Desirability refers to the expected benefits or values
derived from using the innovation, while feasibility pertains to the perceived difficulty in
adopting the innovation (Moghavvemi et al., 2017). Previous studies have identified values
consumers associate with mass customization, including utilitarian, uniqueness, self-expressive
value, hedonic, and creative achievement values (Merle et al., 2010). The use of Al in fashion
design provides consumers with additional benefits (perceived desirability) that drive their
adoption intention. Al allows for greater creativity and innovation in product design by
generating outputs based on customer input data or prompts, moving beyond just selections from
predefined options (Lee & Kim, 2024). This approach makes consumers feel actively involved in
the design process and that they are collaborating with product designers (Sohn et al., 2020).
Additionally, the novelty of using Al to create personalized products sparks consumers’ curiosity
about the technology and its design capabilities (Zhang et al., 2022). Al technology also enables
consumers to apply their preferred images to the designs, allowing them to express their unique
personalities and fulfill their desire for uniqueness by creating one-of-a-kind items (Sohn et al.,
2020). On the other hand, certain aspects have been identified as leading to consumers’ concerns
about the performance and process of using Al (perceived feasibility), such as low perceived
authenticity and product quality, which is based on the large discrepancy between consumers’
preexisting fashion design schema and Al-generated designs (Lee & Kim, 2024). By employing
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a qualitative research approach, this study aims to gain insight into the values and concerns that
consumers perceive when engaging with Al customization for fashion products.

Method Two focus group
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participants’ perceived value and
concerns about Al-customized
fashion products and the
customization process. Content
analysis was performed through NVivo 14. Deductive coding processes were first used by
selecting categories based on existing literature. Following this, inductive coding processes were
applied to allow new codes to emerge from the interview data.

Figure 1. Perceived Values and Barriers of Al Fashion Customization

Results and Discussions Overall, the majority of respondents expressed positive sentiments
toward Al fashion customization, describing the experience as fun, easy, intriguing, and
satisfactory. However, some respondents voiced negative perceptions, such as feeling a "lack of
control" and the output "not meeting their expectations." The results revealed five Al-customized
product values, five consumer Al co-creation values, and three barriers associated with Al
customization (Figure 1). The findings are consistent with the customization literature (Merle et
al., 2010), with participants perceiving Al-customized fashion products as offering utilitarian,
self-expressive, and uniqueness, conditional, and emotional values. Regarding the co-creation
process, participants identified values that include enjoyment, epistemic, competence, creative
fulfillment, and ease of use. Notably, epistemic and competence values emerged as unique to Al
customization, which was not discovered in the traditional mass customization context. The
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innovative process aroused participants’ curiosity and satisfied their desire for novelty.
Additionally, Al customization presented an optimal challenge, fostering a sense of achievement
and pride of authorship upon completing the design task, thus fulfilling competence needs.
Remarkably, the creative fulfillment value was emphasized, as AI’s power allowed consumers to
unlock their creativity, realize design ideas, and receive inspiration.

However, several barriers preventing consumer adoption were identified, including
performance limitations, lack of user control, and ethical concerns. Respondents reported
unsatisfactory outputs such as homogeneous designs across attempts, unrealistic renderings, and
inaccurate interpretations of prompts. The lack of control over modifying specific design details
also emerged as a barrier. Ethical concerns centered around the opaque nature of the Al’s
training data, raising questions about potential infringement of existing works. Consumers also
expressed concerns regarding copyrights, worrying their creations could be used without
consent.

Conclusions and Implications Theoretically, this study extends the understanding of the novel
practice of Al fashion customization from a consumer perspective. Managerially, it highlights
the potential benefits for strategic integration and marketing of Al customization by fashion
companies, while suggesting that Al fashion customization firms should enhance output quality,
user control, data transparency, and intellectual property practices to drive consumer adoption.
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