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Appendix A: Project Brief
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Appendix B: 
List of questions and concepts for starting research
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Maslow’s Hierarchy of Needs and stakeholder map applied to the fashion industry.
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Appendix C: 
Demonstration of how AI is being used for dialogue

Questions arise about who gets the intellectual property (IP) rights (Zakir, M. 2023). While the AI 
algorithm may produce the artwork, humans are involved in training, curating, and refining the output. 
Artist-filmmaker, Alan Warburton, for example, developed an AI generated art 20-minute documentary 
to visualize the impact of AI in people’s lives. 

Above, a scene from the AI documentary (Warburton, 2024) and a table of tools used for its composition, 
compiled by the author. The documentary involved using 99% of the generative artificial intelligence 
tools and 1% him, for editing and joining the AI generated images together (Fig. 19). Alan Warburton 
states that “Generative AI is a tectonic shift in the currency and culture of images that we can’t reduce 
to ‘deep fakes’ or  ‘post-truth’ but to a relationship between humans and images. It’s an epistemological 
break! Yet instead of boycotting, I’m playing in the sandbox and seeing what the tools tell me. I do this to 
demystify and educate, but also because no matter how succulent and seductive an AI image is, the real 
juice is in analysis, criticism and reflection.” Creators like him demonstrated how engaging in critical 
discourse and encouraging reflection on the implications of technological advancements can serve as 
powerful tools to provoke thought and engagement. Through thoughtful consideration of composition, 
color palettes, visual forms, and stylistic elements, creators could effectively convey their messages 
and engage their audience on a deeper level.
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Appendix D: 
Study 1 - Survey guide and consent form
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Appendix E: 
Study 2 - Survey structure, guide and consent form
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Control group
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Treatment group
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Appendix F: 
Study 2 - Survey Results

Descriptive Statistics

Control group

Treatment group  1
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Treatment group  2

nND Histograms

Control group
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Treatment group  1
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Treatment group  2
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Pairwise Comparison Plots
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Emotional Engagement to Art (Q1)

Interaction Effect Plots
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Art prompts reflection (Q2)

Art prompts mindful consumption (Q3)
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  Art provokes to change habits (Q4)

Art grabs attention (Q5)

Feeling on buying fast fashion (Q6)
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Ordinal Regression of Personas per Group
Control group

Endless 
Fashion
Hunter 
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Treatment group  1
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Treatment group  2
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“To the future: where AI art 
in fast fashion stores turns 
impulsive purchases 
into mindful moments, 
inviting shoppers to pause
and reflect!”

“To the future: where AI art
in fast fashion stores turns 
impulsive purchases 
into mindful moments, 
inviting shoppers to pause
and reflect!”
- Alice Biolchini,
Master in Strategic Design


