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INTRODUCTION

In developed economies like the USA, Japan, and the UK, the integration of Al and digital
technologies has significantly enhanced efficiency and creativity in fashion design. For instance,
Al-powered design tools such as Adobe's Sensei platform have revolutionized the creative process
by automating repetitive tasks and offering intelligent design suggestions based on user input
(Smith & Johnson, 2017). This has led to a notable increase in productivity and design innovation,
with designers able to explore a wider range of concepts and iterate more rapidly on their ideas.
Additionally, advanced digital prototyping and virtual sampling technologies have streamlined the
design iteration process, reducing the time and resources required to bring new designs to market
(Liu & Wang, 2019). As a result, designers in developed economies have been able to produce
more diverse and trend-responsive collections, catering to the evolving preferences of consumers.

Furthermore, the integration of Al and digital technologies has expanded customization options
for consumers in developed economies. Online platforms like Nike's NIKEID and Adidas'
miadidas allow customers to personalize their footwear by selecting colors, materials, and design
elements according to their preferences (Gupta & Sharma, 2017). This level of customization not
only enhances the overall shopping experience but also fosters greater brand loyalty and
engagement. Moreover, Al-driven recommendation systems analyze consumer data to offer
personalized product suggestions, further enhancing the ability of consumers to find products that
align with their individual tastes and preferences (Park & Kim, 2015). This trend towards
personalized and customized offerings has led to increased consumer satisfaction and loyalty in
developed economies, driving growth and profitability for fashion brands.

In developed economies, such as the USA, Japan, and the UK, the integration of Al and digital
technologies has also had a significant impact on production costs and timelines in the fashion
industry. For example, automated manufacturing processes enabled by Al-driven robotics have led
to increased efficiency and reduced labor costs in garment production (Chen & Zhang, 2016). This
has allowed fashion brands to optimize their supply chain operations and minimize overhead
expenses, ultimately leading to cost savings that can be passed on to consumers. Additionally, the
use of predictive analytics and demand forecasting algorithms has improved inventory
management practices, reducing the need for excessive stockpiling and resulting in more agile and
responsive production cycles (Wang & Liu, 2018). As a result, fashion companies in developed
economies have been able to shorten production timelines while maintaining optimal inventory
levels, thereby improving profitability and competitiveness in the global market.

In developing economies, the integration of Al and digital technologies in fashion design processes
has the potential to spur economic growth and foster innovation. For example, in countries like
India and Brazil, where there is a burgeoning fashion industry, the adoption of Al-powered design
tools can democratize access to design capabilities and empower local designers to compete on a
global scale (Rahman, 2018). This can lead to increased entrepreneurship and job creation within
the fashion sector, driving economic development and poverty reduction. Additionally, the use of
digital platforms and e-commerce solutions enables designers in developing economies to reach a
wider audience and access global markets, thereby expanding business opportunities and
generating revenue streams (Khan & Soni, 2019). By leveraging Al and digital technologies,
fashion entrepreneurs in these countries can overcome traditional barriers to entry and establish
successful and sustainable businesses.
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Furthermore, the integration of Al and digital technologies in fashion design processes can
enhance customization options for consumers in developing economies. For instance, in countries
like China and Nigeria, where there is a growing middle class with increasing purchasing power,
personalized fashion offerings can cater to diverse consumer preferences and cultural sensitivities
(Xiao & Xin, 2016). Al-driven recommendation systems can analyze local market trends and
consumer behavior to offer tailored product suggestions, enhancing the shopping experience and
fostering brand loyalty. Moreover, digital platforms and social media channels provide avenues
for consumer engagement and feedback, enabling fashion brands to co-create products with their
target audience and respond rapidly to changing market demands (Wang & Li, 2017). This
customer-centric approach not only drives sales and revenue but also strengthens brand reputation
and competitiveness in the global marketplace.

Moreover, the integration of Al and digital technologies has spurred a wave of innovation in
sustainability practices within the fashion industry in developed economies. Advanced materials
science and digital fabrication techniques have enabled designers to create eco-friendly and
recyclable textiles, reducing the environmental footprint of garment production (Lee & Choi,
2018). For instance, companies like Bolt Threads and Modern Meadow are leveraging
biotechnology and 3D printing technologies to produce sustainable alternatives to traditional
leather and silk materials. This focus on sustainability not only aligns with consumer preferences
for ethically sourced and environmentally friendly products but also helps fashion brands in
developed economies differentiate themselves in an increasingly competitive marketplace (Gupta
& Sharma, 2017). By integrating Al and digital technologies into sustainable design and
production processes, fashion companies can drive innovation, reduce waste, and contribute to a
more sustainable future for the industry.

In sub-Saharan economies, the integration of Al and digital technologies in fashion design
processes presents unique opportunities and challenges. For example, in countries like Nigeria and
Kenya, where traditional textile craftsmanship is rich and diverse, the adoption of digital design
tools can help preserve and promote indigenous design techniques while also enhancing efficiency
and scalability (Onyenwe & Uche, 2017). By digitizing traditional patterns and motifs, designers
can leverage Al algorithms to create innovative and culturally relevant designs that resonate with
both local and global consumers. Additionally, the use of digital platforms and social media
enables fashion entrepreneurs in sub-Saharan Africa to showcase their creations to a global
audience, bypassing traditional distribution channels and reaching niche markets (Ogungbade &
Ojekunle, 2018). This can lead to increased visibility and recognition for African fashion brands,
driving economic growth and empowerment within the region.

In sub-Saharan economies, the integration of Al and digital technologies in fashion design
processes has the potential to revolutionize the industry by addressing unique challenges and
leveraging local strengths. For example, in countries like Ghana and Senegal, where artisanal
craftsmanship is deeply rooted in cultural traditions, the adoption of digital design tools can
facilitate collaboration between traditional artisans and modern designers (Abiodun & Adeyemi,
2019). By digitizing traditional techniques and integrating them into digital workflows, fashion
designers can create innovative and culturally authentic designs that appeal to both local and
international markets. Additionally, the use of Al-powered recommendation systems can help
overcome infrastructure limitations and logistical challenges by enabling online retailers to offer
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personalized product suggestions to consumers, regardless of their location (Kabano & Mwema,
2018). This not only enhances the shopping experience but also expands market reach and creates
new opportunities for small-scale producers and entrepreneurs in sub-Saharan Africa.

Furthermore, the integration of Al and digital technologies in fashion design processes can drive
sustainability and inclusivity initiatives in sub-Saharan economies. For instance, in countries like
Tanzania and Uganda, where environmental conservation and social responsibility are increasingly
prioritized, Al-driven supply chain management tools can help fashion companies track and
optimize resource usage while ensuring ethical sourcing practices (Sefcovic & Jura, 2017). By
promoting transparency and accountability throughout the supply chain, digital technologies can
support sustainable development goals and enhance the reputation of African fashion brands on
the global stage. Additionally, the use of digital platforms for e-commerce and marketing enables
fashion entrepreneurs to showcase their products to a diverse audience, including individuals with
disabilities or those living in remote areas (Oluwatimilehin & Taiwo, 2020). This fosters
inclusivity and diversity within the fashion industry, empowering marginalized communities and
promoting economic empowerment across sub-Saharan Africa.

Moreover, the integration of Al and digital technologies in fashion design processes can have a
transformative impact on production costs and timelines in sub-Saharan economies. For instance,
in countries like Ethiopia and Rwanda, where the textile and apparel industry is emerging as a key
driver of economic development, the adoption of Al-driven manufacturing technologies can
enhance productivity and competitiveness (Megersa & Tadesse, 2020). By automating labor-
intensive processes and optimizing supply chain operations, fashion manufacturers can reduce
production costs and improve profit margins. Additionally, the use of digital platforms for sourcing
and procurement enables fashion companies to access global markets and diversify their revenue
streams (Alemayehu & Kifle, 2019). This can contribute to job creation and poverty reduction in
sub-Saharan Africa, empowering local communities and fostering sustainable economic
development.

The integration of Al and digital technologies in design processes marks a pivotal advancement in
the fashion industry, heralding a new era of efficiency and creativity. By leveraging machine
learning algorithms and data analytics, fashion designers can harness the vast troves of digital data
to gain insights into consumer preferences, market trends, and design aesthetics (Wang & Liu,
2018). This enables designers to create more targeted and innovative collections, tailored to the
evolving tastes and desires of their target audience. Furthermore, Al-driven design tools facilitate
iterative prototyping and virtual simulations, streamlining the design iteration process and
accelerating time-to-market (Liu & Wang, 2019). This convergence of technology and design not
only enhances efficiency but also unlocks new frontiers of creativity, empowering designers to
explore novel concepts and push the boundaries of traditional design paradigms (Lee & Choi,
2018).

The level of technological advancement in the fashion industry has paved the way for a multitude
of integration possibilities, each with distinct implications for efficiency, customization options,
production costs, and timelines. One likely integration involves the use of Al-powered
recommendation systems, which analyze consumer data to generate personalized design
suggestions tailored to individual preferences (Park & Kim, 2015). This enhances customization
options for consumers, fostering greater engagement and brand loyalty, while also optimizing
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production processes by aligning design outputs with anticipated demand (Chen & Zhang, 2016).
Similarly, the adoption of virtual fitting and augmented reality technologies enables consumers to
virtually try on garments and accessories, enhancing the shopping experience and reducing the
likelihood of returns (Smith & Johnson, 2017). This integration not only improves efficiency in
the design process but also reduces production costs associated with inventory management and
wastage, ultimately shortening production timelines and increasing overall profitability (Gupta &
Sharma, 2017).

Problem Statement

The application of artificial intelligence (Al) and digital technologies in fashion design and
innovation poses both opportunities and challenges for the industry. While these technologies
promise to revolutionize various aspects of the fashion landscape, including design, production,
marketing, and customer experience, their integration raises concerns regarding creativity,
sustainability, and societal impacts. Recent research by Hu et al. (2023) highlights the potential of
Al-driven design tools in enhancing creativity and streamlining the design process. However, there
remains a lack of understanding regarding the extent to which Al can truly augment human
creativity in fashion design while preserving the authenticity of artistic expression (Fletcher,
2022).

Moreover, the adoption of digital technologies in manufacturing processes has implications for
sustainability in the fashion industry. While Al-driven optimization algorithms can improve
efficiency and reduce waste in production (Li & Lu, 2024), questions persist regarding the
environmental footprint of digital technologies, including energy consumption and electronic
waste generation (Gwilt & Rissanen, 2023). Furthermore, the use of Al in personalized marketing
and customer engagement raises ethical concerns related to data privacy and algorithmic bias
(Nguyen & Eckhardt, 2023). As fashion brands increasingly rely on Al to tailor recommendations
and target consumers, there is a need to ensure transparency and fairness in algorithmic decision-
making processes.

Theoretical Framework
Diffusion of Innovations Theory

The Diffusion of Innovations Theory explains how new ideas, products, or technologies spread
through a social system over time. It identifies different categories of adopters within a population,
ranging from innovators to laggards, and highlights factors influencing the adoption process, such
as communication channels, social networks, and perceived attributes of the innovation. In the
context of Al and digital technologies in fashion design and innovation, this theory can help
researchers understand the adoption patterns among fashion designers, manufacturers, retailers,
and consumers, and identify strategies to accelerate the acceptance and integration of these
technologies into the industry (Rogers, 2003).

Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) posits that the intention to use a technology is
determined by perceived usefulness and perceived ease of use. According to TAM, individuals are
more likely to adopt a technology if they perceive it as beneficial and easy to use. Applied to the
context of Al and digital technologies in fashion design and innovation, TAM can provide insights
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into the factors influencing the acceptance and adoption of Al-driven design tools, virtual
prototyping software, and digital manufacturing processes by fashion industry stakeholders,
helping designers and technology developers design more user-friendly and impactful solutions
(Davis, 1989).

Innovation Diffusion Theory

Innovation Diffusion Theory focuses on the social processes through which innovations spread
within a society. It emphasizes the role of interpersonal networks, communication channels, and
social influence in shaping the diffusion process. This theory suggests that individuals are
influenced by the opinions and behaviors of others, and the rate of adoption of an innovation
depends on its perceived compatibility, relative advantage, complexity, trialability, and
observability. In the context of Al and digital technologies in fashion design and innovation,
Innovation Diffusion Theory can help researchers understand the social dynamics driving the
adoption and dissemination of these technologies within the fashion ecosystem, informing
strategies to facilitate their uptake and implementation (Tarde, 1903).

Empirical Review

Wang & Liu (2018) embarked on a groundbreaking endeavor to revolutionize the fashion
industry's approach to trend forecasting. Recognizing the unparalleled wealth of data generated on
social media platforms, the researchers employed sophisticated machine learning algorithms to
analyze vast datasets encompassing a myriad of fashion-related conversations, images, and
interactions. By discerning subtle patterns and correlations within this data ecosystem, their
research yielded groundbreaking insights into emergent trends, offering fashion designers and
industry stakeholders unprecedented foresight into consumer preferences and market dynamics.
Through meticulous validation and cross-validation processes, their findings underscored the
remarkable accuracy and efficacy of their predictive models, demonstrating a tangible departure
from traditional forecasting methodologies. As such, their research not only contributed to the
theoretical underpinnings of trend analysis but also paved the way for a paradigm shift in industry
practices, advocating for the integration of social media analytics and machine learning into
mainstream forecasting frameworks (Wang & Liu, 2018).

Smith & Johnson (2017) explored the transformative potential of virtual try-on technology within
the context of fashion e-commerce. Recognizing the intrinsic challenges associated with online
apparel purchases, including sizing discrepancies and aesthetic uncertainties, their research sought
to bridge the gap between digital and physical retail environments through the strategic integration
of virtual try-on tools. Through a multifaceted research approach encompassing user surveys, A/B
testing, and longitudinal analysis of user engagement metrics, their study provided compelling
evidence of virtual try-on technology's profound impact on customer satisfaction, conversion rates,
and brand loyalty. By enabling consumers to virtually visualize and interact with products in real-
time, the researchers showcased how such immersive experiences could mitigate the inherent
uncertainties of online shopping, thereby fostering greater consumer confidence and purchase
intent. As such, their research not only contributed to the burgeoning field of augmented reality
(AR) and virtual reality (VR) applications but also offered pragmatic insights for fashion retailers
seeking to enhance the digital shopping experience and drive sustained growth in an increasingly
competitive landscape (Smith & Johnson, 2017).
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Chen & Zhang (2016) represented a seminal endeavor to harness the transformative potential of
artificial intelligence (Al) in revolutionizing supply chain management within the dynamic and
fast-paced domain of fashion. Acknowledging the inherent complexities and uncertainties endemic
to fashion supply chains, including volatile consumer demand, seasonal fluctuations, and global
sourcing dynamics, their research sought to empower industry stakeholders with advanced Al-
driven solutions for optimizing operational efficiency, mitigating risks, and enhancing strategic
decision-making. Through a rigorous empirical approach encompassing real-world case studies,
simulation modeling, and comparative analysis of Al-driven versus conventional supply chain
strategies, their study provided compelling evidence of Al's transformative impact across various
facets of supply chain operations. From demand forecasting and inventory optimization to
production scheduling and logistics management, their findings underscored the tangible benefits
of Al in driving cost savings, improving agility, and fostering sustainability within fashion supply
chains. As such, their research not only contributed to the theoretical understanding of Al's role in
supply chain management but also offered actionable insights for industry practitioners and
policymakers seeking to navigate the complexities of an increasingly interconnected and data-
driven global marketplace (Chen & Zhang, 2016).

Park & Kim (2015) epitomized a pioneering effort to bridge the gap between consumer preferences
and design innovation within the realm of fashion. Recognizing the growing emphasis on
personalization and customization in contemporary consumer culture, their research sought to
empower fashion designers and industry stakeholders with cutting-edge machine learning
algorithms for generating bespoke design recommendations tailored to individual customer
preferences. Leveraging extensive datasets encompassing demographic, psychographic, and
transactional data, their study elucidated the nuanced interplay between consumer preferences and
design aesthetics, offering novel insights into the dynamics of taste formation and trend diffusion
within fashion ecosystems. Through a series of empirical validation exercises, including user
surveys, preference elicitation tasks, and comparative analysis of recommendation algorithms,
their research provided compelling evidence of the personalized fashion design recommendation
system's efficacy in fostering consumer engagement, loyalty, and brand affinity. As such, their
study not only contributed to the theoretical understanding of consumer behavior and design
innovation but also offered pragmatic guidance for fashion brands seeking to leverage data-driven
insights to drive innovation and differentiation in an increasingly competitive marketplace (Park
& Kim, 2015).

Liu & Wang (2019) revolutionized traditional design practices within the fashion industry through
the strategic adoption of virtual prototyping and digital sampling technologies. Acknowledging
the inherent inefficiencies and environmental impacts associated with conventional design
processes, including physical prototyping, material wastage, and time-to-market constraints, their
research sought to empower fashion designers and manufacturers with cutting-edge digital tools
for accelerating design iteration, optimizing resource allocation, and reducing environmental
footprints. Through a comprehensive case study approach encompassing collaboration with
leading fashion brands, iterative design cycles, and quantitative analysis of design performance
metrics, their study provided compelling evidence of virtual prototyping's transformative impact
on design efficiency, cost savings, and sustainability outcomes. By enabling designers to visualize,
simulate, and iterate upon designs in a virtual environment, their research showcased how such
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technologies could revolutionize traditional design workflows, foster cross-disciplinary
collaboration, and unlock new frontiers of creativity and innovation within the fashion industry.
As such, their study not only contributed to the theoretical understanding of digital design
technologies but also offered actionable insights for industry practitioners seeking to embrace
digital transformation and drive sustainable growth in an increasingly competitive and resource-
constrained marketplace (Liu & Wang, 2019).

Lee & Choi (2018) navigated the ethical complexities and societal implications of integrating
artificial intelligence (Al) technologies into fashion design processes. Acknowledging the
transformative potential of Al in driving innovation, efficiency, and personalization within the
fashion industry, their research sought to identify and contextualize a myriad of ethical challenges,
dilemmas, and concerns surrounding Al adoption, ranging from algorithmic bias and data privacy
to labor displacement and societal equity. Through a mixed-methods research approach
encompassing qualitative interviews, quantitative surveys, and ethical impact assessments, their
study provided nuanced insights into the multifaceted ethical dimensions of Al deployment within
the fashion ecosystem. By engaging with diverse stakeholders, including designers, technologists,
policymakers, and consumers, their research elucidated the complex interplay between
technological innovation and ethical imperatives, offering pragmatic recommendations for
fostering responsible Al development, governance, and deployment. As such, their study not only
contributed to the theoretical understanding of Al ethics but also offered actionable guidance for
industry practitioners, policymakers, and advocacy groups seeking to navigate the

Guptam & Sharma (2017) explored the transformative potential of augmented reality (AR)
applications within the context of fashion retail. Recognizing the growing significance of
immersive and interactive experiences in shaping consumer preferences and purchase behaviors,
their research sought to quantify the tangible impact of AR technologies on customer engagement,
brand perception, and sales performance within retail environments. Through a comprehensive
comparative analysis encompassing diverse AR applications, including virtual fitting rooms,
interactive catalogs, and virtual storefronts, their study provided compelling evidence of AR's
efficacy in fostering emotional resonance, brand memorability, and purchase intent among
consumers. By engaging with AR experiences that transcended the boundaries of physical space,
their research showcased how such technologies could transform traditional retail environments
into dynamic and immersive brand experiences, thereby driving foot traffic, dwell time, and
conversion rates. As such, their study not only contributed to the theoretical understanding of AR
technology but also offered pragmatic insights for fashion retailers seeking to leverage immersive
experiences to differentiate themselves in an increasingly competitive marketplace (Gupta &
Sharma, 2017).

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low-cost advantage as compared to field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.
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FINDINGS

The results were analyzed into various research gap categories that is conceptual, contextual and
methodological gaps

Conceptual Research Gap: Despite the advancements in utilizing social media data and machine
learning for trend forecasting in the fashion industry by Wang & Liu (2018), there remains a gap
in understanding the theoretical frameworks underpinning the dynamics of trend diffusion and
adoption. While their research provides valuable insights into data analytics and predictive
modeling, further conceptual exploration is needed to elucidate the sociocultural, psychological,
and economic factors influencing consumer behavior and trend propagation within digital
ecosystems.

Contextual Research Gap: Smith & Johnson's (2017) investigation into virtual try-on technology
highlights its transformative potential in enhancing the digital shopping experience. However, the
contextual applicability of virtual try-on tools across diverse demographic segments, cultural
contexts, and product categories remains underexplored. Future research should aim to examine
how virtual try-on technology interacts with socio-cultural norms, consumer preferences, and
product characteristics to offer tailored and engaging experiences in different market contexts.

Geographical Research Gap: While Chen & Zhang (2016) provided valuable insights into the
application of artificial intelligence (Al) in fashion supply chain management, the geographical
scope of their research primarily focuses on global supply chain dynamics. There exists a research
gap in exploring the nuanced challenges and opportunities associated with Al adoption within
regional or local fashion ecosystems, particularly in emerging markets or geographically
constrained regions. Future studies should aim to contextualize Al-driven supply chain strategies
within specific geographical contexts to account for regulatory, infrastructural, and cultural factors
influencing implementation and effectiveness.

CONCLUSION AND RECOMMENDATIONS
Conclusion

In conclusion, the application of artificial intelligence (Al) and digital technologies in fashion
design and innovation represents a paradigm shift with profound implications for the industry.
Through Al-driven design tools, virtual prototyping software, and digital manufacturing processes,
fashion designers can streamline their workflows, enhance creativity, and deliver personalized
experiences to consumers. However, this transformation is not without its challenges.

The integration of Al and digital technologies raises questions regarding creativity, sustainability,
and ethical considerations. While Al has the potential to augment human creativity and optimize
production processes, there is a need to ensure that it does not undermine the authenticity of artistic
expression. Moreover, the environmental footprint of digital technologies, including energy
consumption and electronic waste generation, poses sustainability challenges that must be
addressed.

Furthermore, the use of Al in personalized marketing and customer engagement necessitates
transparency and fairness in algorithmic decision-making to protect consumer privacy and mitigate
algorithmic bias. Collaborative efforts among fashion designers, technologists, policymakers, and
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consumers are essential to navigate these challenges and harness the transformative power of Al
and digital technologies responsibly and sustainably.

By fostering interdisciplinary research, promoting innovation, and embracing ethical principles,
the fashion industry can leverage Al and digital technologies to drive creativity, efficiency, and
inclusivity, ultimately shaping a more dynamic and sustainable future for fashion design and
innovation.

Recommendation
Theory

Al algorithms can analyze customer data to understand preferences, enabling the development of
personalized fashion designs. Al can analyze social media, search trends, and historical data to
predict future fashion trends accurately. Al algorithms can optimize supply chain processes,
including inventory management, production scheduling, and logistics. Implement Al-driven
solutions to streamline supply chain operations, reduce lead times, and minimize environmental
impact through efficient resource allocation. Al-powered virtual prototyping enables designers to
visualize and iterate designs digitally, reducing the need for physical sampling. Augmented reality
(AR) and virtual reality (VR) technologies offer immersive shopping experiences, allowing
customers to try on clothes virtually. Address ethical concerns related to Al in fashion, such as
bias in algorithms and data privacy issues.

Practice

Implement Al-driven customization tools that allow customers to design their own clothing,
leading to increased customer satisfaction and brand loyalty. Fashion designers and retailers can
leverage Al-powered trend forecasting tools to anticipate demand and design accordingly,
minimizing inventory risks. Adopt virtual prototyping tools to accelerate the design process,
minimize waste, and facilitate collaboration between designers and manufacturers. Integrate AR
and VR solutions into e-commerce platforms to enhance the online shopping experience, reducing
return rates and increasing conversion rates. Develop Al systems that prioritize fairness,
transparency, and accountability, ensuring that they adhere to ethical guidelines and regulations.

Policy

Encourage the adoption of technologies that promote inclusivity and diversity in fashion by
providing incentives for companies to invest in personalized design solutions.Support research and
development initiatives aimed at enhancing predictive analytics capabilities in the fashion industry
to improve market competitiveness. Advocate for policies that encourage transparency and
sustainability in the fashion supply chain, incentivizing companies to adopt Al technologies for
responsible production practices.Support initiatives that promote digital innovation in fashion
design, such as providing funding for research and development projects focused on virtual
prototyping technologies. Encourage the adoption of AR and VR technologies in retail settings by
offering tax incentives or grants to businesses investing in innovative customer experience
solutions. Establish regulatory frameworks for the ethical use of Al in fashion, including guidelines
for data collection, usage, and algorithmic decision-making, to protect consumer rights and
promote trust in Al-driven innovations.
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