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The term “sustainable fashion” has arisen as a broad concept; the working definition of sustainable fashion is: “The variety of
means by which a fashion item or behavior could be perceived to be more sustainable, including (but not limited to)

environmental, social, slow fashion, reuse, recycling, cruelty-free, anti-consumption, and production practices”.

fashion design innovation fashion product innovation platform markets

| 1. Introduction

In the constantly evolving fashion industry landscape, there has been a notable increase in the popularity of second-hand
clothing, as indicated by the expansion of second-hand product-trading platforms and the emergence of novel second-hand
retail formats . While the recent expansion of second-hand product trading platforms may counter fashion companies’
interests, they offer a means for individuals to sell used goods and purchase new ones. Consequently, they expand the
overall market and enhance producers’ profitability [&. Additionally, if a fashion product has continuous value, it becomes
accessible through second-hand product trading platforms to individuals who could previously not afford the brand’s clothing.
This outcome is advantageous for the company, as it cultivates potential customers. Therefore, the continuous value should

be considered when innovating a product.

Additionally, the fashion industry’s short-term, institutional, and seasonal changes have made it one of the industries with the
greatest environmental impacts . Considerable research has been devoted to sustainable fashion to mitigate the
environmental degradation the fashion industry causes. Researchers encompassed a wide range of efforts, including
exploring sustainable business models, advancing novel technologies, conceiving and utilizing fresh materials, and moving
towards a circular supply chain BBEEI However, only a few studies have considered the design elements themselves when
promoting sustainable development in the fashion industry. Hur and Cassidy (2019) [ highlighted the challenges of
incorporating sustainability into the fashion design process. These challenges include a lack of consensus and knowledge
regarding sustainable design, and a lack of design-led approaches to implementing sustainability in fashion. Sustainability in
the fashion industry has been studied from many aspects, such as slow fashion and recycling of fashion products “I3l; no
research has investigated the elements of product design that can promote sustainability in the fashion industry, and the
research aims to fill this gap.

Buying second-hand or used clothes is one of the most sustainable techniques for using clothing [&!. Fashion products with
continuous value can be resold on second-hand product trading platforms, thus promoting sustainable fashion practices.
Design-led approaches for helping the fashion industry achieve sustainability are lacking. Therefore, Researchers focus on
second-hand product trading platforms, highlights the effects of design elements on the continuation of product value, and

raises the following research question:

RQ: How do various design elements contribute to the continuation of fashion product value?
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Researchers focused on coats to eliminate any bias that might arise from comparing different clothing categories. Coats are
an ideal subject for the research, as they are less likely to be damaged or become dirty and circulate more easily on second-
hand product trading platforms. Thus, it should be mentioned that the results were derived from observations of a single
clothing category. Researchers explore the impact of product design on continuous value based on five elements (classical,
transformative, patterned, multimaterial, and decorative %), using data from a second-hand product-trading platform.
Additionally, the critical element in measuring the value of a product is the customer’s perceived value, which is reflected in
the amount they are willing to pay 1. To evaluate the continuous value of a product, the winning-bid price on second-hand

product trading platforms was used as the dependent variable.

| 2. Sustainable Fashion and Product Innovation

Previous studies on sustainable product innovation have focused on various aspects, such as material choice, production
methods, and business strategies WBIBIANL2ILS] These investigations aimed to minimize environmental impacts by
considering the entire product life cycle while improving product quality and design. However, Karell and Niiniméki (2020) 24
highlighted that a company’s sustainable design practices primarily focus on material selection and aspects that support
product longevity. Hur and Cassidy (2019) [ emphasized the difficulties in integrating sustainability into fashion design,
including an absence of consensus and knowledge concerning sustainable design and insufficient use of design-led
strategies for sustainability in the fashion industry. The design elements of sustainable fashion product innovation, such as
innovation and design practicality, can also improve product quality and value &l However, the specific design elements
contributing to sustainable fashion product innovation are poorly understood. Consequently, researchers posited that
integrating product design elements into the innovation process promotes sustainable fashion.

| 3. Consumer-Perceived Value and Value Continuation

There are several types of value, including economic, social, and hedonic 151 No matter what kind of value, it is important for
consumers to be able to perceive the value, which researchers call perceived value. Consumer-perceived value is a critical
factor in determining the value of a product. It reflects the customer’s assessment of the product’'s overall worth and is
determined by various factors, including its quality, features, price, and reputation. For consumers, perceived value
determines the amount of money they are willing to pay 2. Thus, perceived value plays a crucial role in gaining a competitive

advantage and influencing customer repurchase intention 2],

However, consumer loyalty is dynamic and strongly influenced by consumers’ emotional attitudes over time 18, The
continuation of product value and perceived loyalty align 7. Ongoing customer relationships are also related to the
continuation of product value 8. Perceived value continuation is expected to help to maintain a fashion company’s
sustainable business performance. Continuous value refers to the ability of a product to maintain its value over time.
Consumers play a crucial role in the continuation of value as they provide feedback on the performance, functionality, and
overall experience of the product. Perceived value is crucial for gaining competitive advantage 12! and is considered the most
critical indicator of repurchase intention 1920 For this reason, it is important for fashion companies to ensure that their

products have perceived value for their customers.

| 4. Design Elements and Value Continuation

The term “design” is defined in three dimensions: function, aesthetics, and symbolism [2122] Consistent with these aspects,

product design positively affects consumers’ willingness to buy [24122],
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Function is a key feature and is considered a success factor for product value (23, This enables consumer engagement and
stimulates dialogue among consumers (23, Additionally, aesthetics play a crucial role in satisfying consumers, as they
appreciate designers who demonstrate creativity and a willingness to challenge design norms 24, Various studies have
evaluated the importance of aesthetics [23123]126127] However, symbolic design dimensions have received little attention 2],
Nevertheless, emphasizing aesthetics and functionality in highly competitive markets and providing consumers [ with
symbolism are important because they influence consumer behavior 211281, Syccessful companies maintain high innovation
while providing cutting-edge product designs 2289, product design innovation contributes to consumers’ willingness to buy
and to the product value. This aspect should be considered when designing fashion products. Understanding the appropriate
use of design elements is indispensable for successful innovation in the fashion industry. The importance of design elements
as creative elements is increasingly recognized LBl Companies and brands motivate consumers by proposing visual
designs that distinguish them from their competitors B, Product design is key between products and consumers and

influences consumers’ final product choices BY[31](32],

However, previous studies have not sufficiently investigated how product design elements influence continuation of product
value. Researchers selected elements that have an impact on continuation of product value based on prior research 19: (1)
classic design elements as product functions; (2) transformative, (3) patterned, and (4) multimaterial design elements as
aesthetic product points; and (5) decorative design elements as product symbols. Researchers explored the contribution of

these five elements to the continuation of fashion product value.
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