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How is Al
reshaping

the fashion shopping
experience?




We decided to

find out

by surveying a NatRep sample
of 1,000 UK consumers about
their behaviours, experiences,
needs and concerns.




So..what did they ?
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Usage of Al for fashion
shopping is already

normal

» Fashion is joint highest category for usage of Al tools
when shopping (28%) - with tech [ electronics (28%).

« Usage of Al tools when shopping for fashion rises to
first place amongst 25-34 yr olds, with almost half
(49%) doing so.

...and it will become more normal
with u35’s shaping future demand.



So, how have they been using Al?

Whatis the

normal...




Fashion shopping journeys
are more fragmented than
ever. Open Al platforms
are emerging as d
mainstream discovery
channel alongside search
and retailer websites.

This means that winning in fashion
retail now means being discoverable
everywhere, especially on Al
platforms such as ChatGPT. Show up
where your shoppers are shopping!

Platforms [ services used Al tools or
features to shop for fashion

Search engines

Retailer websites or apps

Al chatbots (e.g. ChatGPT,
Gemini)

Social media platforms

Smart devices

35%

32%

30%

19%

19%

A3. On which platforms or services have you used Al tools or features to shop for clothing, footwear or accessories?

(Base: 1017 consumers — nationally representative UK sample)
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Existing usage has been
heavily focused on

saving
money

and the majority of those who
haven't done this would be
likely to use it for this purpose.

Price

30%

comparison

or

deal-finding

tools

43%

Used this already

Interested in this

A3. On which platforms or services have you used Al tools or features to shop for clothing, footwear or accessories?

(Base: 1017 consumers — nationally representative UK sample)
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..and this is reflected in the main benefits experienced.

Already experienced this

Interested in this

25%
32%

It has It has
saved me saved me

TIME MONEY

40% 467

Q
'‘Ad. What benefits have you experienced from using Al when shopping for clothing, footwear or accessories? (>Q mUStq rd
(Base: 1017 consumers — nationally representative UK sample)
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But people ARE interested In

more




Interest in other tools beyond price [ deals is ¢.2 -4 x higher
than existing usage.

MW Used W Would like to use
Uploading an image so that | can see how a product will fit 12% 39%
Outfit curation / styling suggestions 13% 37%
Interactive displays in stores where you can curate looks
Smairt fitting rooms for virtual try-ons in-stores
Chatbots or virtual shopping assistants 23% 25%
Checkout-free stores
Managing my wardrobe virtually / tracking what | own
Buying directly though an Al assistant (e.g. ChatGPT) % 26%
Note: Usage of Al
serifbonty igher oranget 25~
A2. Have you used or would you like to use any of the following Al-powered features or tools, when shopping for clothing, footwear or accessories? QQ

(Base: 1017 consumers — nationally representative UK sample) Q mUStq rd



There's also demand for Al tools in physical retail...
Al is not just for ecomm!

B Used
B Would like to use

Interactive screens to locate specific products

Digital screen with personalised reco's, offers etc in stores

Interactive displays in stores where you can curate looks

Smart fitting rooms for virtual try-ons in-stores

Checkout-free stores

Note: Usage of Al
tools when shopping for fashion is
significantty higher amongst 25-34s.

A2. Have you used or would you like to use any of the following Al-powered features or tools, when shopping for clothing, footwear or accessories? QQ

(Base: 1017 consumers — nationally representative UK sample) Q mUStq rd



By analysing the

9ap

(between usage & interest)

we can identify which
Al tools retailers should
prioritise in 2026




Opportunities to DIFFERENTIATE

Offering smart fitting rooms in stores will differentiate
high street retailers from competitors — shoppers are
excited about these.

Giving shoppers the opportunity to upload an image of

themselves and see how different items will look will be

advantageous, as it will increase confidence and may
even reduce returns. A win-win.

MINIMAL impact

Check out free stores should not be a focus at the
moment — shoppers don't see the value.

Equally, there is little interest in Al tools for consumers to
manage their wardrobes virtually.

INTEREST

Core PRIORITIES

Ensure a strong presence across price
comparison /[ deal finding Al tools to remain
competitive. More premium brands will need to
work harder to justify higher price points and
demonstrate value for money.

USAGE

HYGIENE factors

It is already an expectation that retailers will offer
personalised product [ outfit recommendations — this is
a hygiene factor.

Chatbots / virtual assistants are also becoming
normalised.
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There's evidence that people feel that Al can be used to
enhance the shopping experience more...

. Already experienced this
. Interested in this

It has
improved my

CONFIDENCE

It's made
shopping

MORE
ENJOYABLE A%

in fashion [ style /9%
choices

A4. What benefits have you experienced from using Al when shopping for clothing, footwear or accessories? QQ
AB. What benefits would you like to experience from using Al when shopping for clothing, footwear or accessories in the nest 12 months? Q mUStq rd
(Base: 1017 consumers — nationally representative UK sample)



..and also provide
functional benefits by .
reducing returns. REDUCED the

number of

From a customer POV this will things I've
reduce purchasing friction, but RETURNED
from a retailer perspective this

will aid supply chain
management and reduce costs.

. Already experienced this
. Interested in this

A4. What benefits have you experienced from using Al when shopping for clothing, footwear or accessories? o
o A mustard

A5. What benefits would you like to experience from using Al when shopping for clothing, footwear or accessories in the nest 12 monthss
(Base: 1017 consumers — nationally representative UK sample)



There is a clear

unmet need

for Al tools in fashion retail

There is NOT a lack of appetite, but
rather shoppers not being able to
find or do what they WANT.




Expectations
are changing!

We've reached the point where
adoption moves from early
adopters to early majority.

The Early Mag’qrity seek convenience-
first and are friction-sensitive. They are
the mainstream shopper.

MEET THE NEEDS OF THE EARLY
MAJORITY...

OR LOSE THEIR CUSTOM!

THE CHASM

Innovators Early Adopters
2.5% 13.5%

M am Mark
Early Majority Late Majority
34% 34%

Laggards
16%

People Who Want Newest Things

People Who Want Complete Solutions a

nd Convenience
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4 5% are concerned about losing the

humahn touch

» Fashion isn't just functional, it has meaning. It's emotional, social,

and personal.
» Don’t want to lose personal/human connection in physical stores.
« Al might miss nuance (cultural context; unique tastes; fit).

« Feeling undervalued — analysed rather than helped.

41% also cite concerns about people
losing their jobs. They don’t want this.




Concerns about the
human element extend
to using Al images over
human models.

Shoppers are nhegative because of...

Positive,
28%

Sentiment towards
fashion brands using
Al generated images
of people in place of
real-life models

1. A distorted view of clothes / fit

“Images can be changed to make the items look
as if they are better quality and fit”

“If it isnt reql, its not representative of the products”
Neutral,

2. Job losses
42%

“It Is stopping Mmodels getting jobs”

“Loss of an industry”

8How do you feel about fashion brands using Al generated images of people wearing their products in their marketing, in place of real-life models? (Q}Q mUStd rd
(Base: 1017 consumers — nationally representative UK sample)



RETAILERS ARE CONCERNED TOO...

“There’'s been quite a bit of discussion
about virtual [ Al models recently.
They're interesting but also quite
contentious, with some concern about
how they might replace work for studio
teams, make-up artists, and stylists.”

High Street fashion retailer

Y mustard



We tested imagery with shoppers,.. they
struggled to identify the use of Al [ virtual models.

19%

This means that if retailers do choose to use virtual models, they must be open
about it and be aware of the potential negative brand associations.

10. Please look at these three adverts from fashion brands. Which ones, if any, do you think feature Al generated images of people? Q

(Base: 1017 consumers — nationally representative UK sample) (>Q mUStCI rd



O
So there IS scope to
experiment with Al imagery

but

hot to fully replace the
human face of fashion.

Transparency is key.




There are also major concerns about

personal data

44% were concerned about how their
information would be used [/ accessed.

+ Body measurements [ photos
» Price sensitivity /| Shopping behaviour

With 37% concerned about manipulation.

« Dynamic pricing based on knowledge
» Directing towards higher priced items
» Exploiting known emotional triggers (e.g. urgency [ trends)




Who do they think will

ledad

the way and grab the

opportunity?




The expectationis

that market o N eX-t -
leading retailers A -
aregoingtolead .. — -
the way inusing Al - o
to improve the |

fashion shopping L3 ra MES
experience. ~ John Lewis

W . v (or do you expect will le v) in Using Al to improve your shopping experience tw ) @ musta rd



Perceptions of retailers
leading the way in Al is likely
to be shaped less by back-
office Al (forecasting,
inventory) and more by high-
visibility, high-frequency
touchpoints, where Al feels
like a direct improvementin
the shopping experience.




Next, Amazon and M&S are clearly demonstrating to consumers
how they are improving their shopping experience through Al.

Discovery & Confidence at Convenience &
inspiration purchase reassurance
Next highlights its “Next Marks & Spencer uses Al- Amazon uses Al to
Al” shopping assistant, powered fit guidance from summarise product
which prompts users ‘Tru Fit’ to predict each reviews from real
with ideas like “Help me shopper’s ideal size, customers, highlighting
find an outfit” or “Show anadlysing product the most helpful points,
me what's popular,” mMeasurements and key pros, and cons so
turning Al into @ customer data to reduce shoppers can easily
transparent, highly uncertainty, build understand a product
visible discovery tool. confidence, and lower and make an informed
returns. purchase decision.
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'NOW WHAT"
NOW WHAT"
NOW WHAT? .
NOW WHAT? :
NOW WHAT? |
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3 LESSONS FOR FASHION RETAILERS

The Al Gap Is REAL
and retailers are
responsible.

Shoppers are not resisting Al - they
are embracing it. Fashion is already
one of the most “Al-normalised”
categories, especially among
younger shoppers. But while demanad
IS high, actual usage lags far behind
interest, with many Al features seeing
2—4x higher demand than adoption.

This isn't a demand problem—it's a
delivery failure. Retailers are not
keeping pace with what shoppers
are ready for.

Expectations are being
set NOW and will soon
become the baseline.

Al is no longer a “nice to have.” Our
research shows that Al-powered
experiences will soon be expected as
standard, not differentiation. At the
same time, shopping journeys are
becoming more fragmented, with Al
platforms like chatbots emerging as
key discovery channels.

Retailers who delay investment won't
just fall behind, they also risk
becoming irrelevant in how
consumers discover and shop.

Utility wins - but Trust
will decide the
winners.

Al Is already proving its value -
saving time, money, and making
shopping for fashion more enjoyable.
However, this is balanced by major
concerns regarding loss of human
touch, and personal data usage.

The winners won't be those who use
the most Al, but those who deliver
useful human-centred, and
trustworthy Al experiences.

Y mustard



“Shoppers are ready, expectatlons
are rising, and patience is running
out - retailers must close the gap

NOW or risk losing the customer.”

Rebecca Harris
Research Director
Mustard

.



Let's talk about how
we can help you

O

Visit
Tel:
The Lightwell,
+44(0)161235 5270 Ifilll-63rl‘3roelvn Isltzrgcjg
anchester

=

Enmail Website

theteam@mustard-research.com www.mustard-research.com
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