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= Rosario Torres, tenured Associate Professor of Spanish
Literature and Media, Department of Humanities,
Berks College, Penn State University.

= Ph.D., Stony Brook University of New York.

= B.A., Universidad de Seuvilla.

= Research focused on contemporary Spanish (peninsular) cultural studies
with the goal of deconstructing traditional definitions of gender.

= Book Advertising Representation of Women in Spanish Fashion and Beauty
Magazines (Madrid, Editorial Pliegos, 2020) examines visual portrayals of
women in advertisements in Spanish women's magazines.



INTRODUCTION

This study investigates the ideal

of beauty promoted in Mango Teen
Girl’s partially Al-generated
advertising campaigns, exploring
Its relation to sociodemographic
stereotypes and codified conventions.




CULTURAL CONTEXT

= Approximately 75% of Spanish high industry marketers are
proactively experimenting with Al advertising content.

= Global fast-fashion clothing brands like Mango are embracing
Artificial Intelligence-generated imagery, without labeling it as
such.



RESEARCH RATIONALE

The use of undisclosed Al models is concerning,
particularly in the context of campaigns
targeting children. Hyper realistic Al models
create false standards that impact the

self-esteem of their young advertising
audience.




THEORETICAL FRAMEWORK

= This study balances quantitative data analysis and qualitative
Image theory.

= |ts framework is multidisciplinary and it combines History,
Economy, Ideology, Semiotics, and micro-level analysis of
Images.



DATA SOURCES

= Mango releases two global collections per year and
“capsules” fortnightly, which are the primary sources
of this study.

" Once | identify which of these images are synthetic,
| analyze them based on the type of ideal of beauty that they convey.

= Data collection started in April 2026. Starting May 2026 Mango
stopped identifying Al images as such. Since then, | am using software
such as HIVE with the purpose of being able to distinguish synthetic
models from human models.



PRELIMINARY FINDINGS

= Approximately 20% of the female models
iIncluded are Al-generated.

= | ack of transparency. Al-generated imagery
IS mixed seamlessly with pictures of human
models.

" The ideal of beauty portrayed is notably thin,
but, also, more diverse than conventional Caucasian.



CRITICAL IMPLICATIONS FOR AI/MEDIA

= Regulation of Al-generated images seems highly desirable
and, the final implementation of the EU Artificial Intelligence
Act (Al Act), very pertinent. This legal framework aims to ensure
that Al systems are safe, transparent, and respect fundamental
human rights across the European Union.

= Starting August 2026, transparency obligations (such as

watermarking and identifying deepfakes/synthetic content) will
become enforceable.



CURRENT PROGRESS & FUTURE WORK

= As this is a work in progress, the framework has been laid out
in the context of my case study. Currently the analysis of the
successive fortnightly capsules continues.

= Full analysis, scheduled for completion by September 2026,
will determine how Mango uses Al-generated models for their

campaigns targeting teenagers as well as the idea of beauty
displayed.
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A FEW IMPORTANT QUESTIONS | ASK MYSELF
= What are the ethical costs of |A-generated models?

= Are they truly diverse or falling into tokenism?

= How can we enforce Worldwide regulations to protect children from
hyper perfect images?

Q&A

Thank youl!
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