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ABSTRACT

Fashion design has attempted to create a new type of interactive communication design using
advanced digital media to respond to rapidly changing consumer trends. In order to understand
the evolution of contemporary fashion communication, this study sought to analyze the character-
istics of immersive VR-based fashion communication that provides the most advanced interactive
communication experience. Based on our review of the literature, we analyzed the operational
categories of the interactive experience of immersive VR-based communication and classified them
into three categories: speed, scope, and mapping of interactivity. Based on this categorization, we
identified the four major characteristics of digital fashion communication that uses immersive VR:
emotional features, spatial extensibility, personalization, and actualization, wherein “emotional fea-
ture” refers to a feature that stimulates a user’s perceived and emotional curiosity based on a
multi-sensory commitment; “spatial expansibility” describes the constant reconstructing of and re-
sponse to a large amount of information through the VR environment without time and space
constraints; “personalization” indicates that individual users form their own creative narratives as a
central agency of communication; and “actualization” means that the process and results of com-
munication form a new current context that is inseparablely related to the space-time concept
newly introduced by immersive VR. The results of this study will contribute to the expansion of
research on digital fashion communication and can be used by fashion designers and companies
as a theoretical basis for planning fashion communication using virtual reality.
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2) Rag & Bone VR Documentary
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4) FTL Moda VR Experience
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5) Virtual Reality Ventures - VR Fashion Show
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{Fig. 11> Topshop Unique VR
Experience (Topshop, 2014)

{Fig. 12> Rag & Bone VR
Documentary (4CFDA, 2014)

{Fig. 13> Rebecca Minkoff's VR
(Degital Retail Trend, 2015)

{Fig. 14> FTL Moda VR Experience
(Obesse, 2017)
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{Fig. 15> Virtual Reality
Ventures - VR Fashion Show
(Virtual Reality Ventures, 2015)
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(Table 1> Aspects of Communication Experience of Immersive VR-based Fashion Communication

Functional Structure

Communication Contents

User’s perceptual

©
ase (operation/speed/range) (type/contents) element
360° panorama view 360° video type Immersion
1 |Topshop Unique |Position at fixed point/Control of . 'yp Interactivity
. . . Brand identity and 2014
VR Experience |non-free viewpoint L . Presence
. . F/W collection information
Appropriate rate of reaction Agency
360° panorama view and control 360° video type Immersion
Rag & Bone [ Panoran . Brand identity and 2017 S/S 0
Position at fixed point/Control of L. . Interactivity
2 VR . . collection information
non-free viewpoint . Presence
Documentary . . Brand message by emotional
Appropriate rate of reaction Agency
appeal
360° panorama view Retail store experience Immersion
Rebecca Contril of semi - free Viewboint 2D Images, photo, and video type Interactivity
3 Minkoff's . . P . Brand identity and 2015 Presence
, K Image manipulation and transformation L .
at-home . . F/W collection information Agency
Appropriate rate of reaction . . .
Product information Haptique
R . 2D images, photo, and video .
360° panorama view Immersion
Control of semi-free viewpoint type Interactivity
FTL Moda VR . . . 5 brand identities and their
4 . Image view manipulation and . Presence
Experience . 2017 F/W collection
transformation . . Agency
. . information .
Appropriate rate of reaction . . Haptique
Product information
360° panorama view and viewpoint 3D images and animation .
controls type Immersion
Virtual Reality . . . Interactivity
Control of free viewpoint Personalized product
5 |Ventures - VR . . . . . Presence
. Image view manipulation and information
Fashion Show . . . . Agency
transformation Style information according .
Haptique

Appropriate rate of reaction

to user's preferences

A ATFUA IS A7A g4k ARYA A 2, ARl AFUAleld FH2E FA e
A A Fe EdE O SA4e dedt L. A, 28 F Ao 2a5S AF A
ol A, I A, JRAEk LA A datm Aol Aol 9 ATFAEFEEA ot
o A SR fIstd g Atk 74 29 AEE Itk

AA, G4 24 299 VR 7R A A A, =29Y VR 71k A Ayl ¥
UAeld2 A AR d8er HAL/7] b 5L AEAd M ARvuAeld &
A/AFS A4 AE dEs 78 H5H2= 3 & Al A @AM oy gkl His
H, 7P 84 M EFE onAES AHE-S gAIFe] FE7F VR 84S Fal Edslel A
of AREAS] A7, A 2UIME ASTeR AE L bgete 54 3 ARyAeld 5
A AFUA A HAo 159 554 FAE & de Ut & =9 VR o] AlFse M
=3t ol HMDSF Aapsle] Aet Al Alztst $4< 7o & gAd @A AfFuyAoldE
e T TEHE £Y¥ VR 2H= AFY AL HAJel| A B npet Zro] theke Ao
Aolde] BeAgA ARyl 8 542 94 Bde T AMEA AFHAY Virtual
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Reality Ventures®] A &dA ¢} 7o) CG 7€ 849 ARYAAY L4 A FEE
S B8 e @He spde] ke wilE EQE A8y 1 A4E A, 38EH
ARgze] o] AAEH FHE 43S WFs) Mlsk 22 dAlske] Ul 7A] SEASE {33t
= 3gE AFUA IS e W & & AU oY EAES SR EUY
AR, UM AHE EQF VR 71 8 AR VRS &4 0Ad sid AFYAIAS A, ¥
YAolde] AEES Tl A A= ARUA A 7kl £ Aol A "ot AFYUAeld B
o 554 FARA 9L = A ¢ F YEE FAgsta, AR Folo] o3 #Udglel
ARTE &, HMDE T3l 7 A 57 & dA st o] AL EE JH] S AFstH, A
ZHRE N AMEAES ARl 5S B8 Fux LAk A ALY LS olFE I
of GAACRE A5 wste AFUANNE F A AFYA AL 71318 st A o F
= F Atk ARSAE ARl B A4EE AAUTE o= HE3F A3l s AfFUA 0]
o] gRE ARt AskE AT S 7Nkl 2384 BAAA EJE VRS FL3 tAE 9
2 A AFYA MY B S 9ld A9 A AFUA ] 7]1ES] A A AFstE Al
AN PO EA ARk oJu]7} Hojg St e 2EC] dubakA AfFUA ol oA ¥l
FejAela AelskE AfFUA el WHEEE U AAe 2 dAlgh idstE e MZE A
THEol U 4 Qith AFUA A 7S st T QoA Ana
A, dAlste] 54 B93 VR 719 HA 7F AR AAle #zbg VNt ® BAE 9 AF
AFYA o] A €] lﬂrE}ﬁl1—;‘i(1:>231taphysncs)314 4 o] JHo ARUAA HAe TS FFHOE
o 71¥+& EtH(Chung & Ryu, 2016). &, E4¥ FAsty 25T F e FrEA 988 I A
VRS &43 tAE A ARFYANA FTdxE ojtt,
7Hge] olmR g} o]E9 £4& VMO R o] F g4 F2 WA N19ES UxNg A I&
2 G4 AFgrel AHEAE B FeEA st dd AMAES &35 FF57] 98 oot
IE9 d44 wge A glojy NFA dAlstsE gAE Ags Biel AEE Ava 489S &
T ZEAHA AIFTE A HHse was A ojd At muole HITE A& Utk Y
gty webd, AEA AAEE A2 AE e 3 VR 22 Ad gA Az 7o 82 7]
E7HES] BAA o] FAR = kA ARYA 9 gxg g4 AFYAeld Wy A5 F
olde] AF9] A AMEAES MNEAA Ae MEL AFUACIA Wy 9 AFA AMux
7 &FXM(Imaginary solution)’dl <& &3 Mt AFAA AAGE /Mgy & 5 Qi
F AL, ol HEL 7ES ML e AR TE 22§74 A VR 7k A A
Apo] el wEo] AAAIEE HstE A A FuAelde WHEd HI2 v A sz
FuUAelde F=g AT Aot el A 9 AEE Wk A Hd
714 B39 AWE Fstste dodx g v
V. 42 F AE Aol B A3 Adges FF EYY
VRS A43 tAE s AFYAA Wi
2 A7e ol A AME B4 59 =9 S il AFUA A W ATl 7% As
3 VRS 7|t g ste gAd sid AFUA - 2 283 £ 9s Aoty x3 2 A A%4E
Aol AF FFH I 5AE TR A4H EQE VR 71 gAY A AfFYAeld A
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