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The News and Intelligence You Need on Luxury

Is Al in luxury fashion just a hype?
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Marcelo Reis Melo is global executive creative director at Barcelona-based design firm Feels Like Studio

By Marcelo Reis Melo
Luxury fashion has always stood for human creativity, tradition, and top-notch craftsmanship.

This industry leads the way in setting trends, with creative directors and artists at the forefront. As trendsetters, the fashion
industry leans heavily on the human touchfrom designers to craftsmen.

It'’s this human element that really adds value to luxury goods, making them truly exclusive.

Al vs. The Human Touch
The question is: How does Al fit into a scene dominated by human craft? And more importantly, what can Al do for the luxury
fashion industry?

My team and | at Feels Like Studio have dived deep into Al's potential; only a few Al creations manage to make long-lasting
impressions, almost none stick in people’s minds and hearts.

Why? Because Al, when used without artistic vision or the human touch, produces work that’s beautiful but soulless it needs that
human element to truly thrive.

How much do we value creations by humans versus machines? In the music industry, for example, this is quite obvious.

We love the lyrics because we can relate to the stories as humans, and we love the rhythm because it taps into something primal
within us. Sure, algorithms can replicate this, but it's personalities like Elvis or The Beatles that elevate what we feel about music.

Their personas add to our love for their creations. It's often hard to separate our admiration for their human qualities from our
enjoyment of their songs.

Maybe it’s the perfect mix of bothan exceptionally high-quality piece of work and the fact it was made by someone flesh and
bonethat makes creations so special. It's no different in luxury fashion today, where creative directors from big fashion houses
are followed like rock stars.

The human element is crucial in giving something valuable and relatable. We need to relate to something to truly like it, and this
seems hard to change.

In the luxury fashion industry, the key is how we use Al, balancing tradition with innovation, leveraging Al while preserving the
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artistry that defines the brand’s creative vision. T he atelier is still very much hand and brain-focused, but the revolution is definitely
in how brands communicate with their consumers.

It's undeniablewe live in a world made of software, and almost all brand communication and relationship-building with audiences
happen through our computers and phones. T his is where the majority of a fashion brand’s communications take place, where
brands build their world for their consumers.

Alis set to redefine how computers interpret data and user inputs in this messy, disorganized world of bad data. Al brings more
intuitive data analysis to our world.

For example, searching for trousers today might just give you a list of trousers; tomorrow, it could offer personalized, context-
rich recommendations based on where you'll wear them.

If the computer is smarter, you won't just search for trousers; you'll search for trousers for a birthday party in New York and get
good recommendations with context, analyzing how fancy the birthday is, how warm it will be in New York at that time of the
year, and suggest the perfect choice. This isn't just a shift; it's a revolution in design and user experience.

The Future Of Fashion
How can we leverage Al to rethink design and trends, enhance craftsmanship, and personalize luxury in ways we never imagined?

Some brands are starting to scratch the surface of these new possibilities. Gucci has merged Al with human creativity to predict
trends and design collections that resonate with customer preferences.

LVMH has a dedicated Al team; they’re pushing the boundaries of creativity, innovation, and efficiency in customer experience,
product design and marketing, without losing the human essence central to their maisons.

The challenge is real: bridging the human-technology gap. But this is where magic happens. Technology and human creativity
can coalesce, creating immersive, fun, and highly tailored brand experiences.

Of course, the integration of Alin luxury fashion isn't without its controversies. Concerns about originality and legality are valid.

So yes, Alas a buzzword can feel like hype, and maybe like all hypes, it might one day vanish from our discussions, but it’s
undeniable that it will be a fundamental tool for brands moving forward. Luxury fashion will leverage this technology to
transform a product-focused world into an experience-driven one.

It won't just be about fancy items; Al is creating personalized, immersive experiences by understanding emotions and predicting
desires, acting as a digital concierge, and creating exclusive experiences at scale.

It's allabout how we create a more memorable and unique full experience with the users. This is where the value of a thriving
luxury business lieshow they can create unique personal experiences that continue to enhance their brand equity and appeal.

Hig h-end brands are just starting to explore the tip of the iceberg of Al capabilities, and there are many directions to be taken,
like enhancing sustainability by optimizing supply chains and ensuring ethical sourcing.

In craftsmanship, Al blends human skill with digital precision, pushing design boundaries. Ultimately, Al challenges traditional
luxury, blending tradition with innovation to create deeply resonant, elevated experiences.

If your brand hasn't started to question everything they do online with the advent of Al, now is probably a good time to start.

This is a moment of shift and the brands that lead it will be the ones most prepared.
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