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ABSTRACT

The recent COVID-19 pandemic has changed many dimensions of our lives in a short period of time.
Digital technology and sustainability are rapidly leading the flow of change, and these two key concepts are
expected to provide the greatest opportunity for the growth of the fashion industry in the future. The pur-
poses of this study are (1) to examine the use of digital technology in the fashion system and (2) to analyze
the interrelationships of digital transformation and sustainable fashion and then present directions for digital
transformation to positively contribute to sustainable fashion. The results are as follows. First, digital trans-
formation 1s taking place m all areas of the fashion industry, including consumer demand generation product
development, production and inventory management, retail and sales, and marketing communication. Second,
the stage of digital transformation is also activated in a variety of ways, from digitizing data to creating new
businesses such as NFT' digital design. Third, zero waste, carbon footprint reduction, cooperative con-
sumption, and authenticity verification are presented as sustainable fashion directions through digital
transformation. Given the broad scope of this study, its ability to conduct in-depth analyses is limited. In ad-
dition, both digital transformation and sustainability are ongoing issues, so the evaluation of the results and
their meaning can be changed. Therefore, further studies that focus on certain digital transformation types or

sustainable directions derived from the results of this study or that update the overall research are suggested.

Key words: digital technology(F1 X8 7€), digital transformation(t] 2] & A 3},
sustainable fashion(X 47153k = A)
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<Fig. 6> Spatial's NFT product
(LNQ Marketplace, n.d.)
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(Inagaki, 2019) (Advanced Mobile Group, 2017)
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(Damen, 2021) (True Fit, n.d.) (McDowell, 2021)
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igital Pattern librai
Management i
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Al Supported Planning

3D Printing based Personal Design NFT Digital Desi

ArHuman Hybrid Design, 3D Virtual Ssample

Autormated Cutter; RFID, Robotics
Smart Factory, Automating Logistics

Virtual Presentation, Virtual showroom, Virtual Store 020, 040
Digital Stylist, AR/VR Experience, Digital Fitting

Al Recommended Retailing

Virtual Influencer, SNS Marketing Metaverse, Decentralized Platform
Digital Branding Blockchain Authentication

<Fig. 14> Digital Transformation in Fashion Industry
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