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sleh= Ao R ofelgh AlAEle] WshE Hid E
A Aol YIS vAH A= v A=
< Wzl gEs vhee] Ui Qlrh
1980l o} 1990t o]l &y M EAE A
“+(Hamilton, 1997; Kaiser et al., 1995; Kean, 1997;
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oAe] EREE A8 Ao v 28kl 9l
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o] Wisle] st olalje} ool Wi wH EdT W3}
off tigt A= F=sitkal ) o) 9} 3 )
HA 418911 (Kim, 2003b; Kim, 2007; Lee,
2003; Shin, 2003)3= 2 AHAFES] =85 9 24
ek o] gl Ago] Zs vhd, s aaty At
Ql AALE gPdo® 8 = m|E3Ieltt o]
o}

we} A4 S S RS Anle] B
E5alo] QA4 HEow A BA=e) WS 1
2% Bee] wy)

==

2 A7 H4E HHE Ve 7k @3] X
= AL FEjel oo wE EME= A

ofo

7hadteh AlA|, 2Bk o] A ATtel A
7 tide] A AgE FEske] A Eds <l
21 9 280 WstE Avny, WalE QlXe gt
A e = e Ak B B

2 AT A7k dE3ATH(Kim, 2018; Kim

& Ha, 2018; Kim et al., 2019)¢} o]oix]= 54 <
T-24] Kim and Ha(2018)2] oA £3117-2}
At A7E Sl Wiske A AART s
573 5704 533 Kim et al.(2019)2] <ol
AE7F g9 dstolgh Auele 7IE -,
A2 o] AlAEL B TS STt
F7 g4 A AA" §3e el Azt
A ENE FA] AAE, dAEZEL HAE
4 AJAE]L DTC A2, A dE A|2EL 2]
2L Zolol] gk sl AAEL S Afd AAFE
% 6/F o= FEigleh 2 82 At
AEA UE 9 AaRE QUER 7432 bgo] =
55 319lrk ARzt o A= oA AEEt 6
7 2 3 A el Alaglel ofgk AE

HIE B Q14 A, G 9 7Fs ) oo

2

iih)
)

>

(m
o,
[
e
i)
_tg
1o
re
N
oX
[d
A
k1
[
)
[
1o
o2
i
&



shiiIle] Eel sl diek <12

WIS FolaA it HE 242 T 0=
O % °F 3040% Y% AQHA 2RIk A
27} sl EdEe]] ok A2 Q) A rel disl]
v S ofell7t #5E ke sl AR
A5 ARIE AAEeEA e V)ole =

e b Ees T PR At AR
o] A= AE W el AFshks 20~30th
o] e tle® XFsigink vheFet 2
A% Wistel] dhgh AR o w FAE Aol
A ] sk At BEE AlEs tiY
o7 T FgAo] qlrkal Adste] PA KT Edl
7 wizkst o d 0w dstar ATl AnlEA
£, 2004), A WIZEEe] gk His St

4
WdS Fa) 2021 3E-427HK] AE-S AE
o} ot Ay AR g0RdS BF 7|kl
o] AlgkE EEEe] sHAIZE Qlod, olF S
B He A glEte] ZISlersinh ol A
of tisixs AR} 3%00] AA ARSI AF3E)

B S A% BEAE BRSSO
wet i ERE ARt AAe) Bl g

AAE ALIR Yzlold, Mp, A -5 A
TARE, 24 HAelY, R S ekt dat
 TARE 25785 AASISItE AL oAt 5
4 <Table 1> Lt} BE A% WAL ZOOMS
Mg 9389 2R aE g8kl 11 Bt
o7 Hgsigl o, Nrzaly FAor WA 2
g 25 T el fdstAl =4kl A
w0 T AdE 2R A ATAe] A3
A(Kim & Ha, 2018; Kim et al., 2019)5 -3}
9 o/ 78S 7o r WrRd ARAE
FHIskGTE AEe] W82 6714 fr@el st
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Table 1. Characteristics of interviewees.

interviewee occupation career year interviewee occupation career year

A fashion consultant 36 years N trend analyst 8 years
B textile designer 21 years (6] e-commerce 7 years
C designer 18 years P trend analyst 5 years
D fashion consultant 13 years Q textile designer 5 years
E fashion consultant 12 years R e-commerce 5 years
F merchandiser 13 years S knit designer 4 years
G merchandiser/marketer 13 years T marketer/ rental company 3 years
H designer 13 years U marketer 3 years
I designer/ buyer 12 years \% merchandiser 8 years
J print designer/ retailer 12 years w designer 7 years
K merchandiser/ rental company 12 years X designer 9 years
L fashion consultant 11 years

Y buyer 7 years
M trend analyst 8 years
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Edce] sl 9 vy ks

o FAZ WFIANA AuEs
Aejdaioict, vixete 2 g Ay Az et
AT A5 ARE vl A diXshe
AR o]FolA e AE A5 24 ZIS AR
BFATHCreswell, 2013/2015). 3k o] 1= #jA
2 FAARI QIEE g e R dhs AToln®
Alegoigtn A5 9189 4] WS AT
(IRB No. 2009/003-024). 5% A= 4u|A} o)
& AT AdRs 3l AR Ol A Ak
47goA tre] geElsisith
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1. i AIAEL L] MAKIRL AH|X}

McCracken(1986)2} Solomon(2014) ©]m] A}3]
TAEEC] TRt Y 9v] Y9 VHAE F9st
o AFoz WA LA A dEehs 21
W O A el Folshes B A 24
s A AElo|gkar A8t} Kaiser et al.(1995),
Kean(1997) 18]1 Hamilton(1997)2 4 7140l
o|ze] whet PR E I A2 ofnje dEFow
FErlo] anRteA sk H7AE A
Alz~Elolekar 7 oJak3itt. Kawamura(2005)= 3141
o] WiglE RIEE BE AR AH, 3k, 24,
I, 7IHES A AxHolgt FEI3Ith Lee
and Kim(2014)> sjAakde odS wpgoz
AR A7 SO ARIA R Be A 3
g9 oAzl 7HE gl e AlARe) A
olel AeJaitt. o] F§3l X, Hamilton(1997),
Kaiser(1995), Kawamura(2005), Kean(1997), Lee and
Kim(2014) 3144s] o] Aakat 49 of ek
et EAEl At FRloR A F

ARl A of3ke RSk 9,

HHA, Entwistle(2015) #A A4S 7dS
A5 7RE AEs U 3 Qo avleke 3
A E AIARL dR-eta Agsielon, A
A|AEE Bl=U 27 S 9o o W F], A&
HE ¥eehs fdoem A AlAkle] Adelle
4 7192 FARRI BAAET § AnAF =

# ATE ek ok s

1
A7) FE AFL Aes

L
T
s AlzElos el o Y Fasitt

24 HIENA 818l viHo] 22 Z1ske vA)

9 UEQD AEHe A A D Y E

O a1
o N&YE FIRL B ohleh obdz 87
oA 73 BHAoE EAS eatol B4
Aelell Auglo] A A BT+ W

E30tt oAl NS B 1E Sete] whEar
s A7) 9 B AdE E¥eka, e
FAdste] dd Edmel A S BAke
(Chen, 2010).

olg|gt AT v A Bw, dd
ARBl M= ARBIEERE mE) QoM ARS] 39
=ol &8k 3l 7139 7HE FFste wA
EJES ko] e 3} 1 apgel] ofdt
e S A AlaEel] WEEA] Zesjof g
oh 2R sjAAe] Well FAksks sl At
ARl ZaHAke] BE S oR SEste] AT

St AL F83% on7t Qi
2. St IiM A|AEIDL ERIES| HF

Rogers(2003)= &l4lo] ARSI ek 43¢ Atold]
ket P AFE T8l Y¢S Ql
olg} A3t salsito]2S A B3It o] o] 2

R
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oA GAalolsh, A gt A vz AEA
A== ofelr]o], AIF, Aoz Hosta, o]
v =HHoE AF7| s ek &HR; #
AollX AEA A zheofof e Axselt) B3,
S A7 AeH A AR Ve
o A
AHearly adopters), Z7| UH(early majority), 7]
U(late majority), *|#|AKlaggards)®] 5 1F O =
Ttk 2ela Y FIE =970, A,
A7), AE79 AR RS, <Figure 1>
Y F moko] Ao F A A5 tHRogers, 2003).

A EAErt diFeld ditEe s =

39S A1 2H(innovators), 7] A=

w, A AFS] BeH15He Qs Fed
A%k, ALEA-A0 A 99w o] gl e
vl )] SgAe] AEA 2o Fo
A8 Rogerso03)2] H415HTol £ SjHe] 48
oz Agu Qv £ dgshs 4
A9} 27 AeAel] s F4H A AFe] A

2b tlgelAl TEEe due S Ak,
Fazpel 271 Aezk= A gzt & 5 vk
ATl E olEs dld g el AjEE
EEr) gz Age] J3-g vAE @S b
Ed=e gi=olet Fo] vgjaat givh o
Ed=e] gk spgela] Ay, Ank AR, 4
, 2] el deEle ARE S ke
i ~Etdo] A&k 71X e Fgolet
T AP ETH(Lee, 2003). 2 Ao s A ~E}
o] A&sh= 717 52 AIRE & skl wide]
Aol 27lEo] FEE L Skl HAge] o=
ot afetetel sk o] dwe] S djAd
Edse] &0z ol

o] AL At Lieel] whet S22 (dlassic),
BT, dE(fad)Z 3 S Ao
% A&sto] Bt 10d o] ASKAHE Zh= A
ojn], 71 & W% el thso] 8% vk

= ok BT AEAS 3~5d AAl= 1087+

R 1 o/

<]

A2 A ¥ 3 JHChoi, 1996; Kim, 2003a). 1=
T BE 1d olate] 2 AKAHEE 7 Blem
3] e Qe R EHE @S dEe
(Best, 2006/2006). 3}A|5F Q1E|UIT} niTio]o] vt
T AWsks 3 FHolA i EJE] AEHHE
AL ol Utk Abnett(2015)°] wEH,
QEIYIT} wt]oie] uighe- uis AlgjHz]E], v
AR, B2 T8 A8 B A molE
sl AER B A HEl ddFe vAaL
RoH, ool wel wa EdTe] AT AHol
o2 w3 Qlvka AwHeh Holland and
Jones(2017)+= 2] A4, A54E 71E9 AR
o 1A e 367, EUEE 612719 %3t
+ AlZ=Y E#lT(seasonal trend)?} 53 ©]3+e] &
& Edl=(long-term trends)® A3}k, 7€ 3
W oolate] e AEEE 7R R EdER
Tehs Al B 4 St

Lenihan(2017)> 341 A4S Wistz Qlsfo]
A E=e] AAdo] Frobx o Qlrkarl Adrgst
3 Stk 7| #A ERE= <Figure 2>8F 20|
AN “ET)Z(the cool kids)E, Z7] AERIE
‘I ~Ehfashionista) 2, 27| HUE HMUE
(fashionable)’ =, $-7] titlrs s FF K fashion
follower)’%, XA AAS H-EYd 34 (dad/mum
jean)' ¥} <AE9} 7131 W= (crocs with cargo pants)’
2 o] Rogers(2003)2] 571 w4 AvA} 15S
o5 AEstst F ehe] ana 150® st
R, I AEEE BN AR7AE 2d 1
23 FAeA] HE/AE B 2d o] 717t
A T 449 AKA S Zerka AFsIelth o
vl iz 71E S EAEE LH|ehs 1FE 4N
A5 EPlOR 3 HAEES A g 5o Ayt
QT Z7| =8 SMUAER E thd o R Sk
“Fo]F% H W =(creator-driven brands)’, ‘WA E"
oF 2HREE EPLOE Sk w]ofE](Theory)SF 2
HASE, ‘PHAFTAE o2 k= J(GAP)
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Figure 1. Traditional diffusion theory. Figure 2. New diffusion theory. Figure 3. New diffusion theory. Figure 4. New diffusion theory.

From Lenihan. (2017).
https://www.
pbusinessoffashion.com

From Lenihan. (2017).
https: //www.
businessoffashion.com

I} A|o]FF(Terew), 18] PEAEIOZ B R b
g Azehs avAbe} G549 gha W= T

oz ol~ AP}E (Walmart) 5 E}2)(Target) &

¢

*@"P 7] WS- HlolE 7]uE Bato] 25 ¢
ol 7FeaiAmA] Bt Amee 7Hl AFH(Zara)
S} 7+ SPA HUT F|AE wjd A AELS A
SFlth. ofeh &7 1 A9 a2 <Figure 3>
o] Az A ERIE RS Ao

A7 b wkE A SAlA vekskal A2 o
ARlE whEA Breto] A EQIES A5
4dolx 2d o GEFom, Lo sid An
AF Z150] SPA HAER FEE AES Balvh
SHARE H <Figure 4> 7 T HAE Al
A®l0] oddle] FrEx|a 9ok Fo)FE Bl
oo FRAoZE AR puto|x|ut FAIAL 7]
Hko = gk AR EA=Y] I e Fl
thekst A2 f1x|9] uAEH wAlE Bt
AL HgoR FE vHES sk, 2wkl
dufE Fal w8 Aibstal, evke] b
i
Z=2 vpQlt) o]& <l FolFE Bi= F
2 BAlEE Told HAE dd Hll=el g
the Bal=sol FAgskaL ofoltolE =83st
of &9 SI71E A= o] ohust tefe Hal=
2 AQstol tAlRE oleltolE /st Al
 EJES sPAT)E 2R il Hao
HE=S] 7H5ske Qe 2dow w5d dd

olr

=

EE JJHEt o5 E3l 429] o)

From Lenihan. (2017).
https://www.
businessoffashion.com

From Lenihan. (2017).
https://www.
businessoffashion.com

EES AEAL 1doR B d5HSI

M2l 7153}

4 ﬂ%— iﬂﬂ?&r/}% el

grp o]do] 595% Rk oS ApA|shs Zii
2 Uehstth o]F Fal aniAs A E
7153k AFshs sAlel olof g leé}"] =
< 1T UK Table 2).

WA EJE wiste] 7iEste] digh Am|Ake]
A& w27 A2 AES Adshs SE 9
2E M (ultra fast fashion)A|~EHS] AT EE &

O =

SN 7 5 gtk 71 s A A

mlo

=
F 71561 2u14 A9l @) elsle] B
6ok SEL AAE HE B BT 127

AHo|t} <Table 2>04 AE
g o] g3k ool F2AQ 71 (65.7%)
3} 7 EdUF olo]El47.0%)°] F vl
AT S IAE did B=] AlAlEe]
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Table 2. Acceleration of fashion trends.

Q1. Do you tink fasion trends are £ B0 V0 D 0 SO i i nage over o ever agin, il
changing faster? (%) repeatedly when posting on SNS? (%) you quickly get bored? (%)
strongly disagree 0.5 strongly disagree 4.0 strongly disagree 15
disagree 1.0 disagree 135 disagree 14.5
neutral 255 neutral 255 neutral 245
agree 55.0 agree 415 agree 54.0
strongly agree 18.0 strongly agree 15.5 strongly agree 55
total 100.0 total 100.0 total 100.0
Q4. Why do you use fast fashion? Q5. If there was a fast fashion brand that changed faster,
(Multiple responses are possible) (%) would you be willing to purchase its products? (%)
reasonable price 65.7 strongly disagree 1.0
trendy items 47.0 disagree 35
a variety of items 359 neutral 21.5
good design 26.8 agree 525
good quality 10.1 strongly agree 21.5
etc 0.5 total 100.0

Q6. If clothing items can be worn after 4-6 months due to seasonality,
which option do you prefer: receiving the clothes after 6 months or
getting them immediately? (%)

Q7. Do you wait for a discount before purchasing
it or buy it immediately? (%)

the clothes you get after 6 months 16.5 wait until there’s a discount 425
the clothes you can get right away? 835 buy it right away 575
total 100.0 total 100.0
o AF wAEthd, et AsU sty AR |7} 7158t See Now, Buy Now =2 A|~E1S 1
SAA SHAE 4%, FgA R UHEd S Azska vk e 2lE = Sl
At 45%5 B2 Holds AYE HoAFrk
A B Age] 7pEEkE A% A A 2. 7JHMoll =5, 2Lt RISEEs ERE ¥E
A HIQl See Now, Buy Now 2 =, #jd Aed
o Tl W T FF2 vy ¢7)Y o <Table 3>°f|A] B0l shAd 5 ol Al 744
shljahd 7]129] s A AElel A uE 2)E e I EdE F VS AdEshs 2HA} 58.0% %2
BTN AF FHEs WAoo WalE AlA Ao =8 NES AHEIH olE 9
8 vl 2n)a AEES 2AE A gea) Ao AW ol H @] el Aol Fhst
2t} 2H)RF ZAROIA] AR WAl ofolEle T S LIS S @RI = 3Gk A
o) A, Wb AR S QlE AIES Mulsithe 9wt ERIE QRS Folus ol T A g
A7} 835% 7 AVEE] meron nheo] Evhd g Al EAEE 33s] wlitel s 345%= 7 =
elolgh= ddo] glrebs ke stk o Al e ole} A Ak Aale] A B
wol, <&l 9] VvEek = Ry 15% & g Sl M EdlEe] wep iR 4 gl
o =9t} o] AWE Ed| Anxl= =7l The #9138 BRs BojFs 2nAE 383%51

o}, olel] uwhe} XVJQ NI& TQAIshe &nAt
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Table 3. Personal taste vs trend.

Q8. When you purchase a new product,
do you value personality or trend more? (%)

Q9. Have you ever searched for fashion trend information?
If so, why? (%)

Considering trends when purchasing fashion products  34.5

personality 58.0
I am curious about fashion trend this year 34.0
trend 42.0 I have a lot of interest in fashion 185
I just like the image that appears on the web screen  13.0

total 100.0
total 100.0

Q10. Why do my fashion tastes change over time? (%)

QI11. In what ways are you influenced by the purchase of
fashion products? (%)

taste changes due to age/social role, etc. 38.9 influencer 275
influenced by fashion trends 383 cons:::;ﬁl;zwew TZZ
brand commercial. 11.5
originally, I had several tastes. 18.7 fashionrelated community 00
acquaintance 6.5
influeniced by neighbors “ online/o(:ﬂine magazine 45
wotal 1000 store salesperson 0.5
total 100.0
et At S Fflol EJEE sk 4 Adegtoz A thekgt ERlEe] o] J3FS
G o, Edisel mE A R0l e AL = AdE & 5 A3l
& 732 5 A9k
ol e dFE v LS ARkl dEE[= AEEL HF =
JAEFAM 27.5%, 1571 205%, AAH
190%, AT 33 115%, A4 v ARUE <Table 4>5 F3l b A|ERES 519 ofelnrt
100% 5 TRFsH 2204 12 QJEFS W= Ao AAP 2ol TheRt ARl Al thgk
2 UERd) o]2 E3), v Edto] g AMEEZE s & 5 STk Ak o A
o k= E Al Zixbe] Ao Falels Edre FAE AL aAE B 2 TR sl ofolRlE

Table 4. Seasonless product preference.

QI2. Do you prefer fashion items that
can be worn throughout all four seasons?

(%)

Q13. Do you think the recent
advancements in air conditioning and
heating systems are impacting the
purchase of fashion items? (%)

Ql4. Have you ever bought winter
clothes in summer or summer clothes in
winter by visiting a country with
opposite seasons to your home country’s
weather? (%)

strongly disagree 0.0 strongly disagree 0.5
Yes 61.5

disagree 35 disagree 12.0

neutral 30.5 neutral 25.0
No 385

agree 58.0 agree 52.0

strongly agree 8.0 strongly agree 10.5
£y aer £y agt total 100.0

total 100.0 total 100.0
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o AzaA =HPE7bel g A Asst © AFs 7H 9] & ol S Ak Ae At
Th oo tidst Akl 66.0%E ST AYzbel 384 50l 44.0%= o H212 t]
Pebe] wdo) gijA ool Fujjel] QS | RS WEA Fgehs dAEZER HA Al
257l tigk Aol 18t} 52.0%, vi-9- 18tk VS avzhs Assh, ofelgh AlAaEo] Ptk
105%% 62.6%7F ¥ w|ckal @apolct = & A& AS A5 5 ek ST HAE 5
Y A op wilEE A S R oE AlEE A Ag AEEARE A0 7 FAE FHOR
22 FulE Ay ofFoel A3 AFel 61.5%7F sk 37 EAlE Ageicb o oiget vlgo] 52.5%
Fujgk 2o] ikl gigsiGith AlSE A EdE 2 7HHQl s gld = oluh 3 A9
= Wb Vs B nESTe] J)go] whdg iRke® <Fal A o] 44.0%, ‘WY AH| X~
75 g% g 7Fedo] =55 A58 2l o]g 41.5%= EUEY} A&7sA T oule] B
po=g 715 A Ao] b= ARt AR QlEl] A=
2 AKHOE FPN, I olg NEE wY
4. X|&El= IHAE TfMo| Hek I ol T A E2 Ag A|~Ho] #243) 7}
sol ek
<Table 5>°l4 AAE ZAH, PAE fHdS
A olgRT Rl Hek anlAE 52.5%% S 5. &2 QW HUCS M3 2Lt R EIE
5 AHEI o, HAE A HAlsr) oy
oF stk AZBIUZNY AEol % 49.5%7) 373 <Table 6> 3l 2H|AELS oJ43] t)7]Yo]
Aow sl <a7ke] 25 ¢ H AP]ETh 1 HAE AFS AEshs 287 57.5%

Table 5. Fast fashion & eco friendly consumption.

Q15. Do you frequently shop at fast
fashion retailers like Zara, Mango, H&M,
and Uniqlo? (%)

Q17. Do you prefer buying multiple
inexpensive clothes over purchasing one
expensive item? (%)

Q16. Do you believe fast fashion brands
should expand their presence? (%)

strongly disagree 1.0 strongly disagree 1.0 strongly disagree 2.0
disagree 16.0 disagree 15.5 disagree 225
neutral 30.5 neutral 34.0 neutral 320
agree 435 agree 455 agree 325
strongly agree 9.0 strongly agree 4.0 strongly agree 11.0
total 100.0 total 100.0 total 100.0
QI18. Have you ever been concerned QI9. If there is a significant amount of clothing being discarded due to rapid
about the environmental impact of fast fashion trends, how would you like to address this issue? Please provide your
fashion trends? (%) preferred solutions in order of priority (Ist, 2nd, 3rd). (%)
strongly disagree 0.5 choosing clothes that you can always wear and reduce your consumption  86.0
disagree 26.0 using the used market, reduce the number of clothes thrown away. 44.0
neutral 210 by using the fashion re‘nfal'servic'e, you wear a variety of clothes, but 415
minimize being thrown away
agree 385 reforming my clothes 295
strongly agree 14.0 even if it is expensive, try to buy clothes made for recycling. 24.0
total 100.0 etc. 2.5
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Table 6. Preference of large enterprises and small brand.

Q20. Do you prefer small/independent brands with unique
characteristics over large companies/famous
brands/manufacturers? (%)

Q21. When shopping, do you tend to stick to the brands
you’re familiar with rather than exploring new ones? (%)

Yes 425 Yes 69.0
No 57.5 No 31.0
total 100.0 total 100.0

Q23. What is the reason behind your visits to online fashion

22. D impulsi h
Q o you make impulsive purchases when you platforms such as Musinsa, Wconcept, 29CM, and Hip-hopers?

discover a brand you’ve never encountered before? (%)

(%)
Yes 76.0 many interesting new brands 34.0
a lot of new products that I want to buy 24.0
No 24.0 no experience visiting 18.0
because of the ad effect 155
by introducing acquaintances 65
total 100.0 etc. 20
total 100.0
7 Egen, g Aol Sl BA=E st WEE Fopys fAdt HEE Hola oles
= Bl 09.0%% FE3] = vlee AASkL & ol ol Fall R A ERE 5F
AL} EARE A S R HAERE vl & Feds A58 &+ ok
W s A EE 76.0%E A ERG 2 H,
FARE, Weoncept, 29CM, ¥ T3 e 2 6. S°|=Q| MOa|A Mo ChE =
QI BA =] WEshs ol ER FUER AR
BAZS} gob vt b 52 340%%th 5, & <Table 7> “&3l, A& ok 4 2t
AR ods] 4 Bass dwsh), Agde] o TN sha Alel AaH Hae) s
U SNl WA gateln 2UAQ ana g TPPRIE A% 3 gulen 98e & 4+ 9
W} molA WA, ] ol BT Akt 3 Tk Zn|A HEGE cAfo]zof] EA7E qlohd A
ol )&, el BT FAE7| TR Tol glo] sl AFS T ke 2= A
Mole] 7k W HEES 9a) Zelglo] RS H ol 855%7F T2 0% digsqlct. ol o)<

Table 7. Genderless fashion.

Q24. If there are no size issues, would you

{o2 wilitng i imetess it - Q25. Do you find it unconventional for Q26. Do you find it unconventional for

frim i e T (69) women to wear men’s clothes? (%) men to wear women’s clothes? (%)
strongly disagree 0.0 strongly disagree 53.0 strongly disagree 325
disagree 4.0 disagree 30.0 disagree 285
neutral 105 neutral 10.0 neutral 18.5
agree 61.0 agree 5.0 agree 145
strongly agree 24.5 strongly agree 2.0 strongly agree 6.0
total 100.0 total 100.0 total 100.0
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Table 8. Fashion system based on consumer participation.

Q28. If you had the opportunity to
purchase a customized product, would
you be willing to invest the money? (%)

Q27. Would you like to try our
customization service? (%)

Q29. How frequently do you plan to
purchase customized products? (%)

strongly disagree 1.5 strongly disagree 0.5 once, for the experience 55.4
disagree 8.0 disagree 16.5
neutral 220 neutral 33.0 not always but often 38.6
agree 520 agree 420 50% of fashion goods purchases 4.8
strongly agree 16.5 strongly agree 8.0
total 100.0 total 1000 every fashion item if possible 12

Q30. When it comes to production
through a customization service, which ~ Q31. Are you interested in buying or
do you prefer: partial production or renting a 3D printing machine? (%)

Q32. Do you have an interest in creating
fashion products using 3D printing

hines?
full-process production? (%) machines?(7%)
partial selection 80.5 Yes 36.0 Yes 42.5
all selection 19.5 No 64.0 No 57.5
total 100.0 total 100.0 total 100.0
Q33. Would you be open to sharing your Q34. How often do you expect to Q35. Which do you prefer, custom or
own ideas for a fashion brand? (%) contribute your own ideas? (%) non-customized? (%)
Yes 66.5 just once, just for fun 29.3 customized 75
No 335 sometimes as a hobby 51.9 non-customized 79.0
every time on request 18.8
total 100.0 total 100.0
total 100.0
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Table 9. Omni-channel & 3D body scanner.

Q36. How often do you use online

shopping for clothes? (Including window

Q37. How often do you go clothes
shopping? (including window shopping)

Q38. Which do you prefer: a flagship
store or a select shop? (%)

shopping) (%) (%)
almost not 0.0 almost not 3.0
a direct mall 62.0
once or twice a year 0.5 once or twice a year 55
once or twice in a season 24.0 once or twice in a season 415
a select shop
once a week 23.5 once a week 26.0 380
at least twice a week 29.5 at least twice a week 16.5
everyday 225 everyday 55 total 100.0
total 100.0 total 2.0

Q39. If you have visited a fashion
brand’s flagship store, what was the

Q40. Do you believe there is a need for

a 3D full-body scanner? (%)

Q41. How much impact does a 3D body
scanner have on your purchasing

reason? (%) decisions? (%)
a variety of items 36.5 Both online and offline are The purchase of all items such
. 285 o
disol 280 essential. as clothes and shoes is likely = 48.0
store displa; . : .
Py It’s not necessary, but it would fo_increase.
detailed description of brands 175 be nice to have it online/offline. ’ Only affect pants and shoes 230
and products ’ I think online is a must. 230 that are sensitive to body size. '
high discount rate 12.0 The purchase of miscellaneous
It’s not necessary, but it would goods such as shoes increases,
17.0 . 19.0
kind service 3.0 be nice to have it online. but the desire to purchase
clothes is likely to decrease.
etc 30 I don’t think it’s necessary 45 It doesn’t seem to have much effect 95
' ' because it shows my body naked. ’ on fashion accessories or clothes. ’
etc. 0.5
total 100.0 total 100.0
total 100.0
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Abstract

The objective of this study is to analyze the configuration of a new fashion industry within a digital technology-driven
environment and comprehend the corresponding shifts in trend mechanisms. The research methodology involves a
combination of quantitative consumer research and qualitative producer analysis to scrutinize alterations in the perception
and application of fashion trends. The study aims to formulate strategies to address these evolving perceptions. The
findings of this research reveal several insights. Firstly, both fashion consumers and producers acknowledge the
diminishing continuity of trends. Secondly, there is an observable expansion in trend diversity. Thirdly, a favorable
outlook on the adoption of consumer participation systems is apparent. Fourthly, while consumers express optimism
about the future of large-scale brand operations, producers hold a more pessimistic view. Fifthly, the significance
of eco-friendliness is being recognized, yet the responses appear insufficient. Lastly, consumers exhibit a positive attitude
toward integrating new technologies, whereas producers show reluctance. As a countermeasure to this, first, there is
a pressing need to proactively explore ways to empower consumers by involving them more directly in the production
process. Second, we advocate the expansion of gender-neutral and seasonless fashion trends within the industry. Third,
it is essential to establish an ongoing feedback mechanism to systematically integrate and evaluate consumer feedback.
Fourth, the partial adoption of 3D scanning technology is seen as a valuable enhancement. Lastly, we recommend
promoting eco-friendly fashion rental options. This study is anticipated to make a significant contribution to the domestic

fashion industry, which is currently grappling with various challenges.

Key words : fashion trend, fashion system, trend applications, fashion industry, new trends in the fashion industry

- 161 —






