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Abstract : With the pervasiveness of digital environment and expansion of new media, ICT (Information and Com-
munication Technology) leads the role of consumer to change from a passive customer into an active co-producer. As cus-
tomer participation in the fashion industry increases, this study attempts to explore the cases of customer participation
as a co-producer in fashion industry through analyzing business models of companies, including Threadless, Blank label,
Cut on Your Bias, Acustom Apparel, Thinkgivers. The results show that customer participation is mainly facilitated
through design participation in fashion industry, with different level of participation and IT as well as different contribution
target. Compared to the past, consumer’s preference is reflected through participation before the stage of production.
Results indicate three main characteristics of customer participation in fashion industry. First, value co-creations using
customer experiences and understanding customer needs are important. Second, active online communication among
customers are critical. Third, it is important to ensure customer’s own item. From a customer perspective, participation
enables them to purchase their own distinctive product and offers exciting experience and satisfaction over the production
processes, and compensation can be used to increase customer participation. On the other hand, companies using cus-
tomer participation can take advantage of cost reduction in product development, inventory, and marketing. Customer par-
ticipation, as a win-win strategy for business and consumer, is expected to expand further in the future with the
development of ICT.
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2, IZA|A9) e BEEoly, A Al g9do] gk
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Fig. 1. The experience space(Prahalad & Ramaswamy, 2012).
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Table 1. Components of value proposition in business model

ICT w7} Spaiepne] 22 Fed ol

H =] MgATr SRS B2 A el7] Wl ARE
s el AR 9Ae Farsiivt. @A) i ’\}‘”01]
Ao ICT % H|2Y2 2dd gk o]sfie} X 24<Ee] U=
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WA, o] F33 A 2 AN XS T AR Al
T 2 AL ICT $g0M 9] 7 Hoi2 Aztsle ARIE
20149 9HoAFE 20149 119714 1A= 107K 8 AA st
Ak Al A SJEiM S A BEE0] e AR, A
b A e] v FHod2 AztEl= Al ICT7F 288 Ze
2 FJriEe ARE o 7|EeR B, 7] st g
At ARE 107 Al 5 AE7E 252 53l
el AH 71 Agsivial AdEE AS SES 37
AEBtes ai3ict. o] F &5 Al 87HA, g AR 2
7HISEE 5919 AR77F 7PE wel e Al S7AE H
F Ao, 252 or AdE ARIE Threadless, Blank
label, Cut on Your Bias, Acustom apparel, Thinkgiverse®|T}.
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%‘?ﬂ"ﬂ 23& 93U mE 2 AFe4= Lindgardt
et al.(2009)°] & H|=2UX Bd 2 82 F 7EA] AIRE
< ARgste] EAskarat gt

7Ex] #|9H(Value proposition)y- /\H]Z}Oﬂﬂl 71ge] F& Al
Fate7tell tigk 7idel™, 2 W82 Table 13+ 22t} B Al
3} (Target segmenty= 7]90] TR} & AL ke &M
A= of| AH|RRIA], 7]19e] starat sk Al of| AH|Rt
needs1 Aol thet W&ot} g% = AH]2 A (Product or
service offering)q> AH| A} needsS YEAI717] 9138l 71de] F
Ag AlFsheriel gk Bolw, ¢ =4 (Revenue modely>
7190l Alggt A gzl AEA Fols WAl tigt Aot

£ Ae AplzRthe AlFel 238 5] AL A
A 2 FAE gFIA U2 E] product or service
offering®] 7% 22 WS $I8] oW products: Al F-sh=A]
= FHog AFstzAl st} T3 revenue modele] 3¢ E
Ate 17 FARZ QIgH 2ojo)7] e 7GRt ope} 3
Zol thgt BAFo] ofHA o] FoxEA] el A starat &
Atk Al 71 8218 FACE 7 ARES BASIEA ol&
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Value proposition

Contents

Target segment(s)
Product or service offering

Revenue model

Which customers do we chose to serve? Which of their needs do we seek to address?
What are we offering the customers to satisfy their needs?

How are we compensated for our offering?
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Value proposition

Contents

Consumers who want to directly and indirectly participate in T-shirt design

Target segment(s)

Consumers who want to meet their design needs

Product or service offering

Online and mobile platform for consumer participation
Participation in a process of commercialization when T-shirts are designed by consumers

Revenue model

Cost reduction by consumer participation in design

Prizes and additional compensation for selected design
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Value proposition

Contents

Target segment(s)

Consumers who want to participate in shirt design
Consumers who want to decide shirt details

Product or service offering

Online tools for consumer participation
A type of mass customization

Revenue model

Cost reduction through post production order placement and a less expensive online store

Consumers can buy customized shirts at affordable prices
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Table 4. Value proposition of Cut on Your Bias

Value proposition

Contents

Target segment(s)

Consumers who want to participate in clothing design
Consumers participate in the design process by selecting factors, such as colors and fabrics, that suggested by designers

Product or service offering

An online and mobile platform for consumer participation
Co-production system through designer and consumer collaboration

Driving costs down through participation marketing

Revenue model

Reducing risk by understanding consumer needs

Discount for consumers who voted for the chosen design
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Value proposition

Contents

Target segment(s)

Consumers who want to buy well-fitted clothing

Measuring physical size using a 3D body scanner

Product or service offering

Selecting fabric, color, and design after a body scan

Personalized clothing

Revenue model

Incurring the initial investment cost

Consumers can buy personalized clothing at affordable prices
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Value proposition

Contents

Target segment(s)

Consumers who want to participate in product design
Active consumers who would gladly obtain required knowledge to participate

Product or service offering

An online platform for consumer participation
Producing the personalized product

Revenue model

Incurring the initial investment cost

Consumers can buy personalized product at affordable prices
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