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ABSTRACT

The paradigmof the fashion industry has been shifting in recent years with the advent ofgenerative Al
(Gen Al). While the mtroduction of Gen Al in fashion design wasexpected to enhance designers’ efficiency,
its adoption has been slow in anindustry traditionally reliant on human intuition. Although consumer-
perceptions of Gen Al have been studied in various contexts, researchinvestigating its actual use by practi-
tioners i real-world work environments islacking. Therefore, this study aims to elucidate the pathways
through whichdesigners’ internal emotions-pride and guilt-affect the implementation gap inadopting Gen Al
Surveys were conducted among individuals aged 20 to 39, withparticipants first exposed to short video stimuli
llustrating  the process ofdesigning new seasonal products using Gen Al from the perspective of
fashiondesigners. The collected data were analyzed using AMOS 23.0. The results othypothesis testing and
model analysis revealed that Gen Al exposure did notsignificantly affect respondents’ feelings of pride but
did significantly influencetheir feelings of guilt. In the work environment, experience with Gen Alsigmficantly
affected both passive and active engagement with the technology.Pride was found to have a statistically sig-
nificant positive impact on bothpassive and active engagement, whereas guilt was revealed to have asigmifi-
cantly negative impact on both forms of engagement. This study, whichfocuses on the contrasting emotions
experienced by practitioners, offers bothacademic and practical insights for the effective adoption of Gen Al
i thefashion industry.
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{Table 1> Result of Confirmatory Factor Analysis
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Factor Eigenvalues Cronbacch's a

truct It
Construc emns loadings Cumulative %  AVE CR
I witnessed how Gen Al was used to design clothes a 865
moment ago. ’
Gen Al I witnessed how Gen Al was used to improve the 2.397 872
. .. . 897 704
experience efficiency of design work a moment ago. 79.893 877
I witnessed how Gen Al was used to modify designs a 919 '
moment ago. ’
When using Gen Al for fashion design, I think will 887
experience a sense of ‘achievement’ in your work. :
When using Gen Al for fashion design, I might feel a 856
Prid sense of 'accomplishment’. ’ 3.124 382
ride .
When using Gen Al for fashion design, I might have a 892 78.097 907
sense of 'confidence’. ’ ’
When using Gen Al for fashion design, I might take
R .899
pride” in the results.
When using Gen Al for fashion design, I might feel a 896
sense of ‘guilt’. ’
When using Gen Al for fashion design, I might 859
Guilt experience a ‘sense of unease’. ’ 2.902 2?
ul .
When using Gen Al for fashion design, I might feel a 497 72.538 875
‘moral conflict’. ' ’
When using Gen Al for fashion design, I might feel a 831
‘sense of embarrassment’. ’
I will use images created by Gen Al for design 865
inspiration. '
I will use some fashion design results produced by Gen
. . . 877 870
Passive Al as a basis for my design sketches. 2.881 633
engagement I will modify some fashion design images created by 72.016 .
.869 873
Gen Al to develop products.
I will incorporate images created by Gen Al (eg., 780

advertising images, wear shots) into my work.
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{Table 1> Continue

Construct Ttems Factor Eigenvalues  Cronbacch's a
loadings Cumulative % AVE CR
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Active Gen Al to create design sketches. o 3.299 323
engagement [ will actively engage in product development using 912 82.475 '930
fashion design images generated by Gen Al ’ '
I will actively incorporate images created by Gen Al
L . .882
(e.g., advertising images, wear shots) into my work.
1.0& Z33HA Yolx, BHEITEE FHI A2 Aol A AR F8 WEd Y Al dist
2 H3kth(Anderson & Gerbing, 1988). AW 5E ALY, HA, 234 AR YE,
134 Aol AnEd talA A 7Y A
2. 94T I HE Aust o7 Ao R/UHAA Aolo] F9
u) gk Zpolrt LA A EgktiTable 3). wEhA
1) :F-& Ei%] @% X LI O T OolE =] o
BoATAE F oAY AU FUS il A
= A7e A V19 FARS R Al go g Edsle BAS AgEy
Su/osaae faes 47 $3a9. o Q7S AZa] 98 AT BAS AN
o AFAEE X BIE ASerle IA A dom EAM AFE (Table 48 7t 12 23
719 SAbeh et Ao sh/distdAEel o) AYE A4E Normed ¥=1571: CFI=.970:

TLI=964 RMSEA=(54°2 H{e =& 72

3 AZdste AHE (AEA A3 F A Hott T2 BES BAE Az AR Al A
o] UACIAME (£54 AACIARE, =4 Yo ARAFE Ue A (5= 023, p>05)°ﬂ
AACIAHME) o] ol Fon| g 2Fo]7h 9l=A = 8908 oS wHA FYA T HAYHE
SYREE t-testE AMEE el I Ay B =285, X.00D)olE §93 S mAE Ao
{Table 2> The Sauared Correlations and AVE of Variables

(1) (2) (3) (4) (5)
(1) Gen Al experience 704a
(2) Pride .000b 709
(3) Guilt 041 182 637
(4) Passive engagement 103 131 051 633
(5) Active engagement 078 206 078 666 769

a: AVE for constructs are displayed on the diagonal.

b: Numbers below diagonal are squared correlation estimates of two variables.
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{Table 3> Mean Differences in Main Variables Between Fashion Practitioners and Students

Construct Group Mean t D
) Fashion practitioners 3.983
Gen Al experience ) ) -.549 584
Fashion major students 4.037
) Fashion practitioners 2.533
Pride ) -.814 416
Fashion major students 2.635
) Fashion practitioners 3.498
Guilt ) ) .657 512
Fashion major students 3.423
) Fashion practitioners 3.645
Passive engagement . . -.439 .661
Fashion major students 3.693
) Fashion practitioners 3.380
Active engagement ] ) .055 .959
Fashion major students 3.373

Fashion major students refer to undergraduate and graduate students majoring in fashion and clothing studies.
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2 AAste] 7 B¥S A3 vtk 7 Ry
Non-nested #HAlell B =E Hl A=7F AAH 7
AR el A7 o FolAeA AIC #E
H] H ok AAEE e AICE 3981292 %7]

o] AIC # 43280001 H|&l 2rolA A, A+

=2

Hls| ARl ity A3 TH
Jo AL 53514 YEST (Normed
1.561: CFI=.971: TLI=.965 RMSEA =.053).

o oft I Rl
B
081.,

2
ofh

011‘{‘.:—!11%?\)—!} fo re

= QUAIOIAHES] A1 ¢ T 239 B A= (Table 59 2ok 4
?E}% ] ']l‘:— AeZ Yeh H5E EF AX AT St A Y Al AES AAHE Al /\]—E-oﬂ
F7HHoE A ARt FAACE fFolehA] & & AFAQ QIACIAHE(L=442, ©K.001)2k
*E HIS AEE A 74 B3 4 YL SAY AACIAME(L=484, p<001) EFol
Table 4> Results of Structural Equation Modeling
Path B B SE T Result
H1 Gen Al experience — Pride .029 061 102 283 Rejected
H2 Gen Al experience — Guilt .285 229 .100 2.843**  Supported
H3a Gen Al experience — Passive engagement 457 370 094 4.881***  Supported
H3b Gen Al experience — Active engagement 501 324 107 4.673***  Supported
H4a Pride— Passive engagement 287 325 .080 3.491%%*  Supported
H4b Pride— Active engagement 455 390 094 4.816%**  Supported
Hb5a Guilt — Passive engagement -.168 -.163 084 -2.006* Supported
H5b Guilt — Active engagement -.216 -.181 097 -2.218% Supported

*p<.05, **p<.01, ***pd.001
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{Table 5> Results of Revised Structural Equation Modeling

Revised path B B SE T Result
H2 Gen Al experience — Guilt .297 254 091 3.281***  Supported
H3a Gen Al experience — Passive engagement 458 374 .093 4.895***  Supported
H3b Gen Al experience — Active engagement 502 328 107 4.695***  Supported
H4a Pride— Passive engagement 279 329 079 3.507***  Supported
H4b Pride— Active engagement 456 .398 094 4.833***  Supported
Hb5a Guilt — Passive engagement -.168 -.165 084 -2.006* Supported
H5b Guilt — Active engagement -.216 -.183 097 -2.219* Supported

X 05, **X.01, *** pC 001

frodt ¢S mHth GFAZ g AR = Aow AZSEHAT old AAHY Al g AHS
AR AHHAT] BF 2FHe AN A HAe PR ERE AL oz &
E(6=305 X0 SFHA QJAACIAHE(S A= ATt
=463, K001) EFol FAHoE f{ogt JIFS
AR w44 Al B ALRA AXE v, z#=
A4S ARY Al B 2349 AAolAH
E(L=-177, X.05)% S&4 AANAHRE(S 1. =2
=-183, X.05) EFd HHOoZ {3 gk i
H]ﬁ]—“f 7)_101 Q'?J_Q?i‘:]' E‘ ﬁ:[LT: JH/S E]X]'O]H—é_o] OH]T \_7(:)101]/\1
AR AIZ AEE W A¥e WA 2ol
nx1=x] A= 72 §kA A3 o £ £33
gom o4 A4 wED A5 Yl T S I S B
e o, ArAgel WA UA FH BEL W
o) olo EXE
Shrout & Bolger(2002) O] Ates wet FEXE ARE AIZ AEHE A ANE AlY] Eoo
: HAOo 233y s}
@ (Bootstrapping) #4S Fasth 100070 <] wol 5EA0E ADES wool Mot AuA
HEXAEY ARELS BS FA0 Agago
- _ I FAle Y HAAoNA Y FAY Z2o o=
H, I A3, AAE Al A4S Ado] HAAAE v
' ) of7|E = RAAQ AA FHAPE =4 A=
HNE QIAICIAHME s WXE F ZEY _ _ B} _
o ety 7HdE FHIAY 53], 4A4E AlE
95% AHTNA SR FRRS 02 TF3} _
AgEEA 2HA 44 2B A% A48
A ¥ AoZ YEEHtKTable 6). &, HA7
, ’ AlS] 234 AHgs AFH AGOE olofa
lEsds X005 FEANA FAHLZ {3 ) .
AOE dAHAAT, A AR AR Al
{Table 6> Results of Mediation Effect Testing
Path Estimate S.E. 95% C. 1. D
Gen Al experience — Guilt — Passive engagement -.050 044 [-.192, -.002] 038
Gen Al experience — Guilt — Active engagement -.064 050 [-.235, -.004] .029

- 63
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