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Background. Artificial Intelligence (Al) is being used across the fashion industry to get
products to market faster, serve customers better, and develop intelligent advertising. In
fact, the world of beauty is transforming at a record pace with make-up correcting apps
and face-altering filters being used in advertising campaigns, often resulting in 'same-
face syndrome.” This sameness is often seen as a young face with 'flawless skin, plump
cheekbones, cat-like eyes, long lashes, small nose and full lush lips' (Lynam, 2024).
Companies frequently incorporate attractive people into their campaigns because in
industry speak, ‘beauty sells’ (Patzer, 1985).

What is considered beautiful often differs by cultural norms and personal preferences.
According to the Rudd and Lennon Model of Body Aesthetics (1994), the body and face
contribute to perceived appearance judgements and overall attractiveness. The model
suggests that people within a culture internalize an aesthetic standard and use this
standard for social comparison. As technology continues to advance, however, how will
fashion professionals engage with Al in shaping, validating, and promoting aesthetic
ideals?

Purpose. The purpose of this exploratory study was to identify students' 1) attitudes
toward Al (i.e., perceived usefulness, perceived ease of use, and cognitive
engagement) and 2) attitudes toward the use of Al in creating ideal beauty standards. A
secondary purpose was to identify beauty preferences regarding specific facial
characteristics.

Methods. Participants (n=88) were drawn from an upper-level social psychology of
dress and appearance course at a four-year institution. A pretest-posttest research
design was employed whereby an in-class learning activity, focusing on Al generated
beauty, served as the intervention. Existing scales (Davis, 1989; Kemp 2023) were
modified and measured attitudes toward Al including perceived usefulness, perceived
ease of use and cognitive engagement (1=strongly disagree; 5= strongly agree).
General use and attitudes toward Al also were captured in the online pretest-posttest.

Using their personal device and the free Al generator, Stable Diffusion, students
identified beauty preferences for specific facial features (i.e., face shape, eye shape,
eye color, eye brow shape, eye brow color, nose shape, lip shape, hairstyle, hair color,

© 2025 The author(s). Published under a Creative Commons Attribution License Page 1 of 3
(https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution,

and reproduction in any medium, provided the original work is properly cited.

ITAA Proceedings, #82 - https://itaaonline.org



https://creativecommons.org/licenses/by/4.0/
https://itaaonline.org/

2025 Proceedings St. Louis, Missouri

skin tone, and facial symmetry) and entered their prompts into the Al generator.
Students refined prompts until they were satisfied with their ideal image. Students
completed the post-test after creating the Al generated image. The descriptive data was
coded and analyzed using Excel.

Results. The sample (n=69) was predominantly female (71%), upperclassman (68%),
and underrepresented (58%). A majority of students (72%) had never used Al to
generate images from text. Unpaired t-tests revealed no significant differences in
attitudes toward Al before or after the in-class activity on perceived ease of use,
perceived usefulness, cognitive engagement, or general attitudes toward Al. In general,
students believed Al was ‘easy to use’ (M=4.0) and ‘easy to learn' (M=4.0) but Al did not
help them ‘focus on learning’ (M=2.9) or make ‘learning more interesting’ (M=3.4).

Overwhelmingly, students appreciated a range of different looks (M=4.5) and believed
that Al could be used to create unrealistic and harmful beauty standards (M=4.5).
Students provided additional thoughts on Al and beauty by responding to an open-
ended question. Using sentiment analysis, the 36 comments were coded as negative,
neutral, or positive. A majority (75%) shared negative comments regarding Al generated
beauty such as “l am concerned about Al creating beauty standards that are impossible
to attain” and “any time | see an Al generated face of someone that is beautiful they
typically have the same features and are extremely Eurocentric.”

Participants described the ideal female as having high cheekbones (53.9%), a button
nose (53.9%), round/oval shaped (53.03%)/ symmetrical face (52.31%), and full lips
(52.31%). Beyond these categories, however, there was no trend in the data as
participants indicated a wide range of preferences across all other categories.

Implications. This exploratory study reveals that college students are cautious in their
use of Al in the creation of beauty imagery. As one student commented, “Al can either
be used to worsen the stigma around beauty standards or make more inclusive; it
depends upon the creators.” Educators must provide students access and experiences
with Al, whereby they can develop confidence and skills to be 215t century workforce
ready (Kemp et al., 2023). Similarly, companies must be attuned to the changing
cultural standards of beauty and create imagery that is diverse, inclusive, and realistic.
Although the sample limits the generalizability of this study, understanding student’s
adoption of Al is necessary for curricular innovation. Future research may extend this
study to determine how consumers respond to Al-generated images.
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