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SUMMARY
As both the world in general and the retail is heading into a 
more digital time I wanted to look into digital fashion as it is 
being more and more used in retail. In this assignment I have 
looked on how one can use digital solutions to make it easier to 
shop online but also look into how it can strengthen the bond 
between consumer and brand. In this assignment I refer to the 
development of the concept, from research, concept 
development and final product. The research part consists of a 
quantitative survey and information about digital clothes, 
augmented reality, user experience as well as examples of 
what’s already out there of digital products and applications. 
This has been the foundation for my concept development and 
final product. The assignment resulted in Glitch, a concept 
that provides digital clothes and augmented reality for fashion 
shopping apps. The concept is created to create a stronger 
bond between a brand and their consumers by engaging the 
consumer and giving them a fun and interactive way of 
shopping.
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QUANTITATIVE SURVEY
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Quantitative surveys are data that is collected by a smaller 
group that represent the target group (Askheim og Grenness 
2008, 48-49). One uses a quantitative survey since it is almost 
never possible to ask everyone in a target group if it is too big. 
One usually sends the survey out on social media as this is the 
most effective way to get answers. Before one sends out the 
survey it is important to have some background information 
about the target group in order to make yourself understood by 
them (Hansen and Jørgensen 2010, 183-185).

The reason I chose to use a quantitative survey as a method 
is because wanted to get an understanding of generation Z 
and millennials shopping experiences when it comes to online 
shopping. As the target group was quite big, I found 
quantitative survey the easiest method to use to get the 
information I needed. I already had some background 
information on the target group as well that made it easier to 
create the right answers. 

The Survey was taken by a 100 people. They were generation 
Z (born from 1996 and after) and millennials (born between 
1977 and 1995). The survey revealed that 60% of the people 
prefer to shop in physical stores as they found it hard to get 
the right fit when shopping online. The pictures on the website 
often give a wrong impression on how the garment really is. 
Therefor the most people mean that a realistic representation 
of the garment is the most important when shopping for clothes 
online. I also asked if they could be interested in getting their 
body scanned as a way to try on clothes virtually and solve the 
fitting problem in this way. Many found it interesting but 
was sceptic and felt it could be unpleasant when it comes to 
personal data and body image. 

WHATS THE BIGGEST PROBLEM BY 
SHOPPING CLOTHES ONLINE?

THE FIT PICTURE AND 
PHYSICAL 

GARMENT DO NOT 
MATCH

LONG DELIVERY 
AND RETURN TIME

NO PERSONAL 
FOLLOW-UP

OTHERPAYMENT 
OPTIONS

WHATS MOST IMPORTANT WHEN 
SHOPPING ONLINE?

FAST DELIVERY TIME REALISTIC 
REPRESANTATION OF 

THE GARMENT

EASY TO 
NAVIGATE ON 
WEBSITE /APP

PRICE OTHERBIG SELECTION
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VIRTUAL FASHION
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One can say that gaming was the first to embrace virtual 
fashion. In over two decades games like the sims and fortnite 
has giving the players the opportunity to dress their avatars up 
in skins and digital outfits. The sims did collaborate with H&M 
back in 2007 but it is not until 2019 the fashion industry really 
got them self into the gaming industry. Some of the 
collaborations that found place that year was Louis Vuitton with 
league of legends, Moschino with the sims and Nike air 
Jordan’s with fortnite. The reason for this can be because the 
gaming industry has increased a lot over the years, both in 
popularity but also economic wise. An example of this can be 
Fortnite that is a free to use game. With collaborations and 
skins that the player buys for their avatars they managed to 
earn around 2.4 billion us dollars in 2018 (Celeste, 2020). 

But it is not just in gaming fashion brands embrace virtual 
fashion. In 2018 the Norwegian brand Carlings was the first 
to produce a whole digital clothing collection. The collection 
got the name Neo-Ex and consisted of 19 different garments 
that one could buy on their website. By uploading a picture 

of yourself they got a group of 3D-designers to edit the digital 
garments on you. The collection was a hit and sold out
(Einarsdottir, 2018). One year later they came out with a t-shirt 
that supported AR technology. The t-shirt had a logo that you 
scanned on Instagram. When doing this, multiple graphics 
would appear on the t-shirt. The graphics will change over 
time, in this way one gets multiple different t-skirts in one 
(Bruvik, 2019).The digital fashion house the fabricant also sold 
the world’s first digital couture dress on the blockchain for 9500 
US dollar the same year. One sees that due to the corona virus 
more and more fashion brands resort to more digital solutions. 
Virtual fashion may just be in the beginning stages, but it is 
definitely a market for it as it slowly becomes more and more 
normal. Picture 1

Picture 2
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DIGITAL FASHION  PLATFORMS
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To get an insight in what is already out there of digital fashion 
solutions I have decided to try out 2 different platforms that has 
digital fashion. This to figure out how things can be done, find 
out what works and not and overall get inspiration for my own 
project. When trying them out I will analyse 3 different things: 
realism, user experience and optimization. 

Rebecca Minkoff
Rebecca Minkoff is a global fashion brand that makes everything 
from clothes to footwear and handbags for women. Since fall 
2019 Rebecca Minkoff has integrated AR and 3D models of 
their products on their digital shopping platforms. With great 
success. They found out that the costumers who interacted 
with the 3D models where 44% more likely to add it to their cart 
and that it was also 65% more likely that they bought it then 
people that do not interact with the 3D models (Wade, 2020). I 
tested the 3D and AR function with a purse. 

Realism
The 3D models lack some texture, with that said these textures 
shows really well up on the regular pictures of the products. 
When it comes to the 3D models in object mode the 
background is to dark and the product disappear a bit. 

In AR it needs some more lighting and shadowing to make it 
look more realistic as it can look like it is floating.

User experince
Like that it is a regular online shop just with a 3D model 
integrated into the regular product pictures, this makes it easy 
to understand and use. With that said not all of the products 
got a 3D model. In order to check if a product has a 3D model 
one need to go into each and every single product and brows 
thru the pictures to check if it will be a 3D model there. I can 
see this being a problem if a consumer is insecure about 
buying a purse and it does not have a 3D model as many of the 
other ones on the website. Nice that one can zoom in and see 
what the product looks like inside as well, the only thing is due 
to the texture and colours it is hard to get a good enough look. 
It would be much easier if one could choose between different 
view modes, like x-ray and so on. 

Optimization
The 3D model does not have any delays when rotating or 
zooming in on it. The model works well in AR as well. 

Picture 3

Picture 4
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Leela
Digital fashion house the fabricant made a prototype where 
one could experience your own digital identity by uploading 
your own face into a digital avatar. As this just was a test the 
version where only up and running from April second till May 
third, 2020. With feedback from users through an online survey 
they now work on making it better before launching the digital 
platform officially (The Fabricant, 2020). 

Realism: 
The clothes are unique and experimental. They played with 
that digital clothes don’t have the same restrictions as real life 
clothes. Some was floating in the air and the patterns was 
moving but the clothes was still realistic when it comes to their 
texture and overall execution. The face was not the best when 
it comes to looking like the real me. The body as well was not 
looking to normal proportion wise. 

User experience:
Found it a bit scary to scan my face due to all the terms and 
conditions. Know it is to protect my personal data and 
cybersecurity. Still it felt a bit unpleasant as you in a way are 
giving yourself away. When it comes to the outfits it could be 
more fun to have single garments that one could style yourself. 
This could make the experience more interactive and it would 
be easier to experiment with your digital identity

Optimization: 
The loading time was extremely slow, even if you were to
upload the picture of yourself on the avatar to changing the 
outfit. 

Picture 6
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UX DESIGN
In my assignment my main focus lays on the 
retail concept itself and not UX design as this 
is a bachelor in retail design. I do not have 
any previous experience with UX design and 
are not in any way a UX designer. With that 
said I found it necessary to do some research 
on UX design to get a basic understanding 
of how to make my project user friendly as it 
takes on both online shopping and 
augmented reality. Both of these things 
require good UX design for it to work well. 
For my project I have decided to use Garrets 
model as a method to make my concept user 
friendly and easy to understand. 

Garrets model divides user experience into 
different phases that together give us a 
complete picture of all aspects of the 
experience a user can make. The model 
consists of 5 components in total.
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Strategy: 
Before one starts to create anything, it is 
important to know why we make it. What do 
we want with it? But most impotently what do 
the users want or need? With this information 
one can start to make a conceptual model. 

Scope:
Second step is to turn the strategy into 
functions. This is where we decide what we 
need to incorporate or not into our concept. 

Structure: 
Making groups and categorize them
When decided what is needed, we need to 
figure out where the different the functions 
belong. This is called information 
architecture. One categorizes the different 
elements and put them into groups. 

Skeleton: 
After categorizing the functions now we need 
to figure out how the different functions are 
going to work with each other. Designing the 
basics of how the users are going to 
navigate on the platform. 

Surface: 
The last part is the visual part of the user 
experience. Here it is important to have a 
design that is similar trough out the platform. 
That it follows a template that do not confuse 
the user (Næss and Pettersen 2017, 
226-228). 

Illustration 4
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AUGMENTED REALITY
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Picture 9
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Augmented reality also knowns as AR is when one combines 
digital objects with the physical world. An example of this can 
be snapchat filters that applies a digital filter on your physical 
face or Pokémon go where digital Pokémon’s appear in the 
real world thru your mobile screen (Urke, 2018). AR and VR is 
constantly growing and is expected to grow 78,5% in 2020. The 
sector that is predicted to spend the most on the technology 
is the retail industry with a total of 1,5 billion US dollars (Clapp, 
Rob. 2019). A reason for this can be that it is shown that smart 
retail settings like AR gives the consumer a way to interact with 
the product as it can gives them a more realistic look on how 
the product is and functions (Caboni and Hagberg 2019). This 
can increase the consumers willingness to buy something and 
overall creates a better relationship between a brand and their 
consumers (Dacko 2017, 243-256).
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TARGET GROUP Primary target group 
Generation Z. People born in 1996 and after (The Center 
for Generational Kinetics 2020). They are into fashion, sees 
themselves as trendsetters and is always into trying the
latest things within technology.The reason I have chosen 
this generation as the primary target group is because they 
are the first generation that grew up with internet and social 
media (Center for Generational Kinetics. 2020). This makes 
them the generation that is most responsive to new digital 
solutions and platforms. They are also the generation that 
prefers to interact with things that are more visual. They 
rather use Instagram over Facebook for example (Center 
for Generational Kinetics 2020).

Secondary target group
Millennials (born between 1977 and 1995) that have the 
same interest within fashion. Even though they did not grow 
up with technology the same way as gen Z they still have 
some similarities in the way they communicate and shop. 
Millennials like to communicate via social media and they 
are also visual buyers as gen Z (Center for Generational 
Kinetics 2020). 
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