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Abstract

:

This study analyzed what design elements are attractive to consumers of denim fabric products. A questionnaire survey was used to investigate the brands and design elements that consumers prefer. Subsequently, the degree to which participating consumers liked the five design elements (traditional, transformative, pattern, multi-material, and decorative designs), fast fashion brands, and luxury brands were used as explanatory variables to determine the consumers’ willingness to pay. A multiple regression analysis was performed on these variables. The results indicated that consumers who preferred traditional and transformative designs showed a positive effect on their willingness to pay for denim fabric products. Therefore, these elements could be attractive design elements that may command a high price point in new product planning proposals. Moreover, depending on the type of brand preferred by consumers, the impact of design elements on their purchase intention of denim fabric products has different consequences. This study analyzes the design elements preferred by consumers and contributes to the creation of design proposals by designers and apparel firms.
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1. Introduction


Textiles are constantly evolving, with new types of textiles being developed recently [1,2,3]. The materials used in such textiles have also evolved [4], but traditional fabrics, such as denim, still endure. In the denim fabric product market, design is constantly evolving. Denim fabric products that were originally worn as work clothes have now been transformed into fashion products worn by a variety of consumers [5]. The determinants of consumers’ intention to purchase denim fabric products are diversifying [6]. In addition to the quality aspects that consumers value [7], the aspects of design and aesthetic appeal are also complex [6]. The innovative and stylish features of denim fabric products underscore the importance of creative excellence in their development [8], and the competitiveness in this market has steadily increased over the last 50 years [5].



The denim fabric product market has established itself as a fashion product market, emphasizing the importance of creativity, although appropriate design elements for consumers are unclear [8]. Design is defined by three dimensions: product aesthetics, functionality, and symbolism [9,10]. Consumers are increasingly making brand choices based on products’ aesthetic and symbolic value [11]. Functionality is also important in design [12]. Based on these three dimensions, we selected five elements: (1) traditional design (functionality), (2) transformative design (aesthetic), (3) pattern design (aesthetic), (4) multi-material design (aesthetic), and (5) decorative design (symbolism).



In addition to these five design elements (traditional, transformative, pattern, multi-material, and decorative designs), we focused on two brand types: fast fashion and luxury brands which have contrasting price ranges. We aimed to verify the influence of these five design elements and two brand types on consumers’ willingness to pay (WTP) for denim products. WTP is effective in measuring the direct product value of the consumer market [13]. We attempted to answer the following research question: “What kind of product design is attractive to what kind of consumers in the denim fabric product market, or can be attractive?” Thus, the purpose of this study is to clarify to consumers the design elements suitable for denim fabric products.



The novelty of this study lies in its examination of the impact of design elements on consumers’ WTP. Regarding consumers’ WTP, Rahman’s [14] study examined the impact of garment fit, body image, and appropriateness on consumers’ purchase desire for jeans. In addition, Card et al. [15] examined the impact of laundering on the physical properties of denim to facilitate the design of denim garments to meet consumer needs. However, the impact of design elements on purchase desire has not been studied. Thus, this study fills a gap in research on the impact of design elements on consumers’ purchase desires.



1.1. Hypothesis


We hypothesized the impact of consumers’ preference for the five elements on their WTP for denim fabric products. In addition, consumers’ favorite brands may affect their purchasing intention. Thus, we hypothesized the impact of consumers’ preference for fast fashion or luxury brands and the five design elements mentioned above on their WTP for denim fabric products.



1.1.1. Traditional Design


Traditional design refers to maintaining the original design. Since the latter half of the 20th century, we have witnessed a vintage boom of denim fabric products [16]. Other factors in these vintage trends are changing values and the inclusion of vintage inspiration used by fashion designers in current designs [17]. These factors allow consumers to purchase the original reproductions of denim fabric products [5]. Thus, denim fabric products may influence consumers’ purchasing intentions by adopting traditional design elements. Therefore, we proposed the following hypothesis:



H1a: 

Consumers who prefer traditional design elements show high WTP for denim fabric products.






1.1.2. Transformative Design


Transformative design refers to an unconventional design structure. “Transformative” refers to changing the shape or structure to something else without losing the substance [18]. Traditionally, denim’s toughness and comfort were incompatible, but breakthrough innovations, such as washing and developing technology for commercialization, have managed to change the equation [15,19]. In addition, designers of luxury fashion brands have made developments to bring out the aesthetic appeal of unique fabrics [5]. Therefore, denim fabric products may influence consumers’ purchasing intentions by adopting transformative design elements. Therefore, we proposed the following hypothesis:



H1b: 

Consumers who prefer transformative design elements show high WTP for denim fabric products.






1.1.3. Pattern Design


Pattern design refers to the application of a pattern. The use of certain patterns improves the appearance of a product for its aesthetic appeal [20,21]. With the improvement in aesthetic appeal and the icon of a brand, pattern design has come to be evaluated as a major factor influencing the purchasing motivation of current consumers [21]. Therefore, the adoption of pattern design in denim fabric products may influence consumers’ purchasing intentions. Therefore, we proposed the following hypothesis:



H1c: 

Consumers who prefer pattern design elements show high WTP for denim fabric products.






1.1.4. Multi-Material Design


Multi-material design refers to the combination of various materials. The multi-material design of denim fabric products incorporates fabrics other than denim. In the fashion context, multi-material is positioned as a means to develop new designs [22]. Denim fabric products maintain their original uniqueness and expand the range of fashion designs by embodying combinations with new fabrics [23]. The adoption of a multi-material design in denim fabric products may influence consumers’ purchasing intentions. Therefore, we proposed the following hypothesis:



H1d: 

Consumers who prefer multi-material design elements show high WTP for denim fabric products.






1.1.5. Decorative Design


Decorative design refers to adding decorations, such as embroidery and prints. Consumers’ self-expression and personal fashion appeal became more important as designers began creating denim fabric products as fashion products [14]. Therefore, consumers add decorative design elements to their denim fabric products that are also worn as a form of self-expression. As a result, decorative design has come to be positioned by various designers as a means to expand and disrupt the market. Denim fabric products have been developed by consumers and designers through the addition of decorative designs. Therefore, the adoption of decorative designs in denim fabric products may enhance the product value to consumers. Therefore, we proposed the following hypothesis:



H1e: 

Consumers who prefer decorative design elements show high WTP for denim fabric products.






1.1.6. Fast Fashion Brands


Fast fashion brands capture the latest consumer trends by combining rapid response production capabilities with enhanced product design capabilities [24]. Trendy design, consistent quality, quick delivery, and fast arrival to the market have been made possible by the following features: low cost due to mass production, an increased number of fashion seasons, and structural changes [25]. The design, abundant choices, and affordability offered by fast fashion brands are factors that drive consumers to buy their products [26]. Hence, fast fashion brands propose attractive products to consumers. Moreover, their products are reasonably priced. When purchasing denim fabric products, consumers’ preferences for fast fashion brands may affect their WTP. Therefore, the following hypotheses were proposed:



H2a: 

Consumers who prefer traditional design elements and fast fashion brands decrease their WTP for denim fabric products.





H2b: 

Consumers who prefer transformative design elements and fast fashion brands decrease their WTP for denim fabric products.





H2c: 

Consumers who prefer pattern design elements and fast fashion brands decrease their WTP for denim fabric products.





H2d: 

Consumers who prefer multi-material design elements and fast fashion brands decrease their WTP for denim fabric products.





H2e: 

Consumers who prefer decorative design elements and fast fashion brands decrease their WTP for denim fabric products.






1.1.7. Luxury Brands


Luxury brands are the opposite of fast fashion brands in terms of their price, creative design, and product value. Luxury brands propose designer-driven designs, unlike the consumer-driven designs of fast fashion brands [27]. Luxury brands propose to consumers the styles of modernity, eccentricity, luxury, elitism, and strength through their unique design, variety of materials, and advanced technology [28]. Such styles proposed by luxury brands motivate consumers to purchase their products [29,30]. In addition, luxury brands have a significant impact on consumers’ WTP in terms of practical fashion lifestyle and perceived practical value [31]. Hence, by proposing original and creative designs from designers to consumers at a high price point, luxury fashion brands will increase consumers’ WTP. When purchasing denim fabric products, consumers’ preferences for luxury brands may affect their WTP. Therefore, the following hypotheses were proposed:



H3a: 

Consumers who prefer traditional design elements and luxury brands increase their WTP for denim fabric products.





H3b: 

Consumers who prefer transformative design elements and luxury brands increase their WTP for denim fabric products.





H3c: 

Consumers who prefer pattern design elements and luxury brands increase their WTP for denim fabric products.





H3d: 

Consumers who prefer multi-material design elements and luxury brands increase their WTP for denim fabric products.





H3e: 

Consumers who prefer decorative design elements and luxury brands increase their WTP for denim fabric products.








2. Materials and Methods


In this study, we conducted a multiple regression analysis using the dataset of an original questionnaire survey. The dependent variable is the extent of WTP for denim fabric products. The explanatory variables are the design elements and brands preferred by consumers and their interaction terms. The analytical model is shown in Figure 1.



2.1. Questionnaire Summary


In this study, we conducted an online questionnaire survey. After creating the questionnaire, we asked Macromill, one of Japan’s largest survey companies, to collect responses to the questionnaire. The sampling was random, with one condition that participants had to be 20 years or older. A screening process was developed, as described in Section 2.2. This survey was conducted over a period of four days, starting from 16 November 2021. While there are studies in the fashion industry that are specific to one country, or even one city [32], we selected the Japanese market for this study. In addition to consumer product value, technological innovations related to denim fabric products have become highly valued in Japan. Furthermore, various products have become increasingly widespread. Thus, we believe that the Japanese market is an appropriate research context.



Cochran’s sample size formula was used to calculate the minimum sample data to ensure the reliability of the results [33]. The calculations were performed as follows: Based on Japan’s Bureau of Statistics, the estimated number of people over 20 years of age in Japan in November 2021 was approximately 104.75 million [34]. Thereafter, reliability was set at 95%, the allowable error was set to be 5%, and the response rate was set to be 50%. Calculating all these factors suggested that a sample size of 384 people was required. To ensure sufficient sample size, the desired sample size was set to be 800, which was approximately twice as large as 384. Finally, 1107 participant responses were collected. Therefore, the sample size of this study was sufficient.




2.2. Questionnaire Design


2.2.1. Sampling


As this study is an analysis of the denim fabric product market, the desired respondents should be consumers who prefer buying denim fabric products. Therefore, the following screening questions were developed. For the first screening question, we asked about the total amount of money spent annually on clothing to confirm the degree of fashion consciousness in everyday life. To target fashion-loving consumers, we recruited consumers who chose “50,000 JPY” or more, which is higher than the average annual consumption value of clothing in Japan at 46,709 JPY (2019) [35]. The second screening question concerned how much consumers liked denim fabric products. Using a 7-point Likert scale, ranging from “extremely dislike” to “extremely like,” we selected consumers who chose “moderately like,” “like,” and “extremely like.” In the third screening question, we asked how strongly consumers’ fashion consciousness was. Using a 7-point Likert scale, ranging from “extremely weak” to “ extremely strong,” we selected consumers who chose “moderately strong,” “strong,” and “extremely strong.” Only respondents who passed the three screening questions were allowed to proceed with the questionnaire.



From the 1107 respondents, 407 (36.8%) were males and 700 (63.2%) were females. The respondents were divided into three categories according to their annual household income. A total of 427 respondents (38.6% of all participating consumers) had an annual income of less than 6 million JPY. A total of 393 respondents (35.5%) had an annual income of 6 million JPY or more but less than 12 million JPY, 126 (11.3%) respondents had an annual income of 12 million JPY or more, and 161 respondents (14.5%) did not answer the income question. The missing data were not a problem as annual income data were not used in the analysis. In addition, 508 participants were single (45.9%) and 599 were married (54.1%). This information was collected from the registration information in Macromill’s questionnaire monitor.



After removing ineligible responses, the number of eligible respondents was reduced from 1107 to 1077. Therefore, the number of respondents whose responses were used in this study was 1077. The excluded conditions were as follows:




	
(As shown in the Section on Survey Contents) The data on the purchase price per denim fabric product, as the dependent variable, were collected as a multiple -choice question. Respondents who selected “more,” which could not be quantified, were excluded. Additionally, after confirming the distribution of responses after the logarithmic conversion, we confirmed that the distribution was biased. Since this bias in the distribution would cause a bias in the statistical results, respondents who chose higher than 100,000 JPY were excluded as outliers.



	
A Likert scale and binary variables were used in the questionnaire. Respondents who answered with the same number to all questionnaire items were excluded.



	
No age limit was set for the respondents in the questionnaire; however, on one questionnaire, the participant’s age was stated as 99 years old. We assumed that leaving such response in the dataset would impact the reliability of the answers. Therefore, we set the limit as 65 years for the respondents because it is the general retirement age in Japan. Respondents above this age were excluded.









2.2.2. Major Survey Contents


The respondents who passed the screening were asked the following questions: First, regarding the WTP for denim fabric products, the respondents were asked the average amount of money spent per piece of denim fabric product. The WTP for denim fabric products was obtained as the average purchase price per denim fabric product. The choices were as follows:



1. 1000; 2. 2000; 3. 3000; 4. 5000; 5. 7000; 6. 10,000; 7. 20,000; 8. 30,000; 9. 50,000; 10. 100,000; 11. 200,000; 12. 500,000; 13. 1,000,000; 14. More.



Subsequently, a multiple-choice question on what brand or maker the respondents would like to purchase products that use denim fabric from was asked. Specific brand names were presented along with the brand type to determine whether consumers preferred each brand type. We asked about each brand type with two choices, “agree (like)” or “disagree (dislike) “. In addition to fast fashion brands and luxury brands, we asked questions on other brand types which were treated as the control variables in the analysis. Table 1 shows the questions regarding preference on the two types of fashion brands (fast fashion and luxury brands).



Finally, six questions were asked regarding clothing design preferences (the five design elements, and not limited to denim fabric products). Questions pertaining to all five design elements were answered using a five-point Likert scale (not applicable at all, not very applicable, neither, a little applicable, or very applicable). The specific contents of the questions are listed in Table 2.





2.3. Statistical Analysis


2.3.1. Dependent Variable


The dependent variable used was the average purchase price of denim fabric products, which was collected as a multiple-choice question, as described in the Section above. However, because the distribution did not have a bell shape, a natural logarithm conversion was used in the analysis following the correction of the distribution.




2.3.2. Explanatory Variables


Based on the factor analysis, we extracted the factors related to the degree to which the consumers liked the five design elements. The results are shown in Table 3. The average variance extracted via factor analysis confirmed the values of 0.5 or higher for the five design elements [36]. Regarding composite reliability, values of 0.6 or higher were confirmed for the five design elements [37]. The Cronbach’s α was also confirmed to be 0.7 or higher for the five design elements [38]. Therefore, all the factors were reliable.



For H2a to H3e, the degree of preference for the five design elements and the interaction term for the consumers who preferred fast fashion and luxury brands were used as the explanatory variables.




2.3.3. Control Variables


In addition to the explanatory variables, control variables that might contribute to the dependent variable were selected.



Selected Shop Brands: The analytical results could be distorted if consumers were more likely to prefer selected shop brands. Therefore, we created a dummy variable related to selected shop brands with a binary response: 1 if respondents liked selected shop brands and 0 if they did not.



Casual Brands: The analytical results could be distorted if consumers were more likely to prefer casual brands. Therefore, we created a dummy variable related to casual brands with a binary response: 1 if respondents liked casual brands and 0 if they did not.



Gender: Gender carries different values for denim fabric products, which could affect the results of the analysis. We created a binary gender variable with 1 for men and 0 for women.



Age: Age has different values for denim fabric products, which could affect the results of the analysis. Age was calculated and answered numerically. After conversion to a natural logarithm, it was used as a control variable.



Annual Purchase of Clothes: The annual purchase of clothes by consumers might distort the results of the analysis. Therefore, we created a variable related to annual purchase of clothes, and the respondents answered the question numerically. After conversion to a natural logarithm, this was used as a control variable.




2.3.4. Empirical Specifications


In this study, multiple regression analysis was conducted. The analytical model is shown in Figure 1. In the interaction related to fast fashion and luxury brands, the problem of multicollinearity appeared when the analysis was conducted in parallel. Therefore, the analysis was conducted separately. In separate models, the mean variance inflation factor (VIF) in H1a to H1e was 1.36, with the maximum VIF being 1.85; the mean VIF in H2a to H2e was 2.40, with the maximum VIF being 4.51; and the mean VIF in H3a to H3e was 1.73, with the maximum VIF being 2.99 (the VIF empirical rule indicate that VIF values above 5 or 10 are multicollinear) [39]. Therefore, we confirmed that there was no multicollinearity problem. In addition, the Breusch–Pagan test was conducted to confirm the presence or absence of heterogeneity. All models had p-values of less than 0.05. Therefore, the Newey–West test was performed and modified.






3. Results


Table 4 shows the results of the analysis of Hypotheses H1a to H1e. Table 5 shows the analytical results, including the interaction terms between the variables related to the five design elements and that of fast fashion brands, in accordance with H2a to H2e. Table 6 shows the analytical results, including the interaction terms between the variables related to the five design elements and that of luxury brands, in accordance with H3a to H3e.



3.1. Results of the Basic Analysis without Interaction


Table 4 shows the analytical results for H1a to H1e. The stepwise determination coefficient was 0.33. Consequently, significant positive effects were confirmed for the two variables of traditional design (p < 0.01) and transformative design (p < 0.05). Therefore, H1a and H1b were supported. H1c was not supported because pattern design (p < 0.05) was confirmed to have a significant negative effect. Multi-material and decorative designs were removed as non-significant variables. Thus, H1d and H1e were not supported.




3.2. Results of the Analysis with the Interaction Term of Fast Fashion


Table 5 presents the analytical results for H2a to H2e. The coefficient of determination for the stepwise method was 0.33. H2a was supported because the interaction term between traditional design and fast fashion brands (p < 0.05) was confirmed to have a significant negative effect. Other hypotheses (H2b, H2c, H2d, and H2e) were not supported.




3.3. Results of the Analysis with the Interaction Term of Luxury Brands


Table 6 presents the analysis results for H3a to H3e. The determination coefficient for the stepwise method was 0.34. The interaction term between transformative design and luxury brands (p < 0.01) confirmed a significant positive effect. Consequently, H3b was supported. Other hypotheses (H3a, H3c, H3d, and H3e) were not supported.





4. Discussion


In this study, we suggested that the individuality and characteristics of each brand might affect the design elements. We analyzed two brand categories and set the interaction terms. Based on the basic analysis shown in Table 4, we compared the analytical results of the interaction terms for each brand. In addition, we considered the impact of preferred design elements on consumers. Finally, we interpreted the results of the hypotheses.



4.1. Discussion of the Basic Analysis


In the basic analysis (Table 4), traditional and transformative designs were confirmed to have significant positive effects. However, pattern design showed a significant negative effect. Denim fabric products are transformed into something of value in the market by designers who understand and interpret products related to tradition [5]. When it comes to denim fabric products, paying attention to history and tradition is necessary, even when devising a new design. Consumers who prefer traditional design have a high WTP for denim fabric products. Traditional design may contribute to the development of effective design elements for new product planning proposals.



The innovative features of transformative design depend on a well-formed silhouette. Hence, this does not become an obstacle for denim fabric, which is regarded as attractive. Design elements are valued because they provide consumers with attractive product value [8,40,41]. However, denim fabric, which is attractive for its originality, may be hindered by “color,” “processing,” and “decoration.” Accordingly, consumers who prefer transformative design have a high WTP for denim fabric products. Thus, designers can propose attractive products by including innovative designs in new product planning.



Denim fabric products have a wide range of designs in the fabric itself [8]. Therefore, the direction in which the original fabric design improves the appearance of the product without applying any additional design has been considered. Pattern design aims to improve the attractiveness of a product by adding decoration to the fabric [21]. However, as mentioned, denim fabric products depend on the attractiveness of the fabric because of its aesthetic appeal. Fabric processing can bring out denim’s decadence and “atmosphere”, improving the design. Hence, a preference for pattern design has a negative impact on consumers’ WTP for denim fabric products.




4.2. Discussion of the Analysis with Fast Fashion Brands


The two variables that provided significant results in the analysis of the interaction term of fast fashion brands were traditional and decorative designs.



Consumers who prefer traditional design demonstrate a negative effect on their WTP for denim fabric products when they prefer fast fashion brands. The price range of a traditional design element is high because the design fully utilizes the advanced technology required by consumers [16]. Traditional design is a source of new insights on fashion today [42,43], and fashion-loving consumers also influence the visual perception of these designs [21,44]. Thus, consumers who prefer fast fashion brands may be aware of superficial functional design; however, they do not have an attractive perception of the high quality required for traditional design elements.



Consumers who prefer fast fashion brands and decorative design show a positive effect on their WTP for denim fabric products. Consumers can quickly recognize the value of new design elements proposed by fast fashion brands [45]. In addition, they can purchase products at an affordable price [45]. This may be due to the fact that young consumers, who have a relatively low WTP, tend to prefer decorative design, which follows the trend. Therefore, decorative denim fabric products proposed by fast fashion brands, which can be purchased at an affordable price, may be effective as a means to increase their WTP. Fast fashion brands also recognize trends and continuously respond to consumer demand [46]. Therefore, a decorative design for denim fabric products could increase consumers’ WTP by reflecting current fashion design preferred by consumers.




4.3. Discussion of the Analysis with Luxury Brands


The two variables that provided significant results in the analysis of the interaction term of luxury brands were traditional and transformative designs.



Consumers who prefer traditional design and luxury brands show a negative effect on their WTP for denim fabric products. The role of creativity in the luxury brand industry is to explore the product designs that disrupt existing value over time [47,48]. Consumers who prefer luxury brands are attracted to the creativity of designers, influencing their willingness to buy denim fabric products [32]. Traditional design tends to demand high-quality and faithful reproductions that consumers demand in contrast to the creative design of luxury brands [5,16]. Consumers who prefer luxury brands may discover the attractive value of creative and new products and choose to purchase them. Therefore, traditional design may differ from the needs of consumers who prefer luxury brands, which deal with attractive products driven by designers.



Consumers who prefer transformative design and luxury brands have more WTP for denim fabric products than those who do not. The transformative design element is evaluated as an element that increases the WTP for denim fabric products. However, it could increase the WTP for denim fabric products when targeting consumers who prefer luxury brands. Transformative design is a means of creative design invention, adding “new” value to products [18]. Consumers are influenced by the visual appeal to the shape of a new form of fashion devised by luxury brands [41,49]. Therefore, transformative design, as devised by designers of denim fabric products, could provide attractive value to consumers. Regarding luxury brands, a transformative design element is important to increase the WTP for denim fabric products.





5. Conclusions


Several studies have examined how to increase customers’ purchasing intentions of denim products [14,15]. The novelty of this study lies in its examination of the impact of design elements on consumers’ WTP for denim fashion products. This study fills a gap in research on the impact of the design elements of fashion products on consumers’ WTP. This study targets the denim fabric market and confirms that consumers who prefer traditional and transformative designs positively show a high WTP for denim fabric products. Therefore, these elements may be attractive design elements that can be highly priced in new product planning proposals.



We also analyzed how the WTP for denim fabric products is affected by the preference for fast fashion brands and luxury brands. Consumers who prefer fast fashion brands demonstrate a negative effect on their WTP for denim fabric products if they prefer traditional designs. However, if they prefer a decorative design, it has a positive effect on their WTP. Consumers who prefer luxury brands show a negative effect on their WTP for denim fabric products if they prefer traditional designs. However, if they prefer a transformative design, it has a more positive effect on their WTP. Thus, it is possible to increase consumers’ WTP for denim fabric products by appropriately judging the characteristics preferred by consumers.



5.1. Theorical Implications


Consumers’ own self-expression and personal fashion appeal are emphasized in denim fabric products [8,50,51,52]. In addition, as the determinants of consumers’ intention to purchase denim jeans diversify, design items have also become complex [6]. In this study, we examined the design elements that consumers like, analyzed what kind of denim fabric products would be attractive, and contributed to research on product designs for denim fabric products. In addition, consumer interests could be related to the choice of brand category, and the contribution to purchase motivation depends on the characteristics of fashion brands that consumers like.




5.2. Practical Implications


Consumers who are targeted by the denim fabric product market and prefer traditional and transformative designs could show a high WTP for denim fabric products. Therefore, these elements may be attractive design elements that can be highly priced in new product planning proposals. Consumers who prefer pattern design may have a lower WTP for denim fabric products. The results of this study suggest that designers can propose attractive denim fabric products that are highly priced by incorporating traditional and transformative designs. However, with regard to low-priced brands, such as fast fashion brands—which appeal to consumer needs—and high-priced brands, such as luxury brands—where designers devise new designs—traditional design could not influence consumers’ WTP. Transformative design can lead to a high WTP among consumers who are visually attracted to the creation of new designs, such as luxury brand designs. Decorative design could contribute to the WTP for denim fabric products by devising designs that appeal to the needs of consumers.




5.3. Limitations and Future Research


This study has some limitations. First, not all apparel products might have similar results, as we only analyzed the denim fabric product market. Therefore, different suggestions may be confirmed through a market analysis of different products.



Second, the questionnaire data for this study were obtained from the Japanese market. Although there are previous studies in the fashion industry that are specific to one country, or even one city [16,32], we must note the limitation in the acquired results from the data sample. Similar to the cultural differences among countries, consumers’ preferences for design elements in fashion products could be different. Therefore, different findings and implications could be obtained if future studies conduct further investigations in other countries.



Third, other design elements in the denim fabric market could be suggested. Since the theory of design is extremely broad, it is possible to investigate new design innovations by exploring possible design elements other than those addressed in this study.



Finally, this study focused on two styles of brands: fast fashion and luxury brands. Since there are brands other than fast fashion and luxury brands that handle denim fabric products, conducting a survey that includes other brand categories could be made available.
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Figure 1. Analytical Model. 
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Table 1. Questions Regarding Preference on Fashion Brands.
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	Fast Fashion Brands
	You like fast fashion brands (H&M, ZARA, UNIQLO, etc.) and often buy their products.



	Luxury Brands
	You like luxury brands (Gucci, Louis Vuitton, etc.) and often buy their products.
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Table 2. Questions Regarding the Five Design Elements.
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	Questionnaire Items
	Questionnaire Contents





	Traditional 1
	You often buy products that maintain the old design.



	Traditional 2
	You like to buy replicas and reprinted brands.



	Traditional 3
	You share reprinted or old designs with others.



	Traditional 4
	You feel an attraction to products that the old design is maintained.



	Traditional 5
	You are someone who has knowledge of the old design.



	Traditional 6
	You like to search old designs in magazines and books.



	Transformative 1
	You prefer products that are not the same shape as others.



	Transformative 2
	You often buy unusual products or products that have never been seen before.



	Transformative 3
	You like eccentric products rather than simple ones.



	Transformative 4
	You find seemingly unusual products attractive.



	Transformative 5
	You prefer to wear something that does not match with that worn by others.



	Transformative 6
	When you see a seemingly unusual design in a collection or a magazine, you find it attractive.



	Pattern 1
	You usually use patterned clothes.



	Pattern 2
	You like to buy products that have ethnic patterns.



	Pattern 3
	You prefer patterned products over simple products.



	Pattern 4
	You find products with original patterns and unique patterns attractive.



	Pattern 5
	You feel that the products that have patterns in every detail are highly valued.



	Pattern 6
	You like to put patterns in daily coordination.



	Multi-Material 1
	You like products that use multiple fabrics in one product.



	Multi-Material 2
	You often buy products with multiple different colors depending on the fabric.



	Multi-Material 3
	You like products that look different depending on the angle.



	Multi-Material 4
	You find a design created via a combination of fabrics attractive.



	Multi-Material 5
	You pay attention to the products that combine different fabrics.



	Multi-Material 6
	Many products that you chose for everyday wear use multiple fabrics.



	Decorative 1
	You like clothes with print designs and often buy them.



	Decorative 2
	You often wear products with an emblem.



	Decorative 3
	You prefer products with decorations (prints, patches, etc.) over simple designs.



	Decorative 4
	You often buy products that show the brand logo.



	Decorative 5
	You like to observe the decoration of clothing.



	Decorative 6
	The clothes you wear are often decorated.
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Table 3. Factor Analysis Results.
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	Questionnaire Items
	Traditional

Design
	Transformative

Design
	Pattern

Design
	Multi-Material

Design
	Decorative

Design





	Traditional 1
	0.76
	
	
	
	



	Traditional 2
	0.86
	
	
	
	



	Traditional 3
	0.83
	
	
	
	



	Traditional 4
	0.80
	
	
	
	



	Traditional 5
	0.82
	
	
	
	



	Traditional 6
	0.85
	
	
	
	



	Transformative 1
	
	0.73
	
	
	



	Transformative 2
	
	0.84
	
	
	



	Transformative 3
	
	0.78
	
	
	



	Transformative 4
	
	0.86
	
	
	



	Transformative 5
	
	0.78
	
	
	



	Transformative 6
	
	0.79
	
	
	



	Pattern 1
	
	
	0.66
	
	



	Pattern 2
	
	
	0.65
	
	



	Pattern 3
	
	
	0.82
	
	



	Pattern 4
	
	
	0.85
	
	



	Pattern 5
	
	
	0.79
	
	



	Pattern 6
	
	
	0.83
	
	



	Multi-Material 1
	
	
	
	0.84
	



	Multi-Material 2
	
	
	
	0.81
	



	Multi-Material 3
	
	
	
	0.81
	



	Multi-Material 4
	
	
	
	0.82
	



	Multi-Material 5
	
	
	
	0.87
	



	Multi-Material 6
	
	
	
	0.83
	



	Decorative 1
	
	
	
	
	0.78



	Decorative 2
	
	
	
	
	0.79



	Decorative 3
	
	
	
	
	0.87



	Decorative 4
	
	
	
	
	0.65



	Decorative 5
	
	
	
	
	0.61



	Decorative 6
	
	
	
	
	0.82



	Average Variance Extracted
	0.67
	0.64
	0.59
	0.69
	0.58



	Composite Reliability
	0.93
	0.91
	0.90
	0.93
	0.89



	Cronbach’s α
	0.93
	0.91
	0.89
	0.93
	0.89
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Table 4. Results of the Basic Analysis without Interaction Terms.
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Full Model

	
Stepwise




	

	
Coefficient

	
Standard Error

	
Coefficient

	
Standard Error






	
Traditional Design

	
0.07 **

	
0.02

	
0.07 **

	
0.02




	
Transformative Design

	
0.05 *

	
0.03

	
0.06 *

	
0.02




	
Pattern Design

	
−0.04 †

	
0.03

	
−0.05 *

	
0.02




	
Multi-Material Design

	
0.02

	
0.03

	

	




	
Decorative Design

	
−0.03

	
0.03

	

	




	
Gender

	
0.20 **

	
0.04

	
0.20 **

	
0.04




	
Age

	
0.00

	
0.06

	

	




	
Annual Purchase of Clothes

	
0.30 **

	
0.03

	
0.30 **

	
0.03




	
Fast Fashion Brands

	
−0.42 **

	
0.04

	
−0.40 **

	
0.04




	
Selected Shop Brands

	
0.22 **

	
0.04

	
0.23 **

	
0.04




	
Casual Brands

	
0.02

	
0.04

	

	




	
Luxury Brands

	
0.29 **

	
0.07

	
0.29 **

	
0.09




	
Constant

	
5.68 **

	
0.40

	
5.67 **

	
0.33




	
Adjusted R-squared

	
0.32

	
0.33








** p < 0.01, * p < 0.05, † p < 0.1.
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Table 5. Results of the Analysis with the Interaction Terms of Fast Fashion.
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Full Model

	
Stepwise




	

	
Coefficient

	
Standard Error

	
Coefficient

	
Standard Error






	
Traditional Design

	
0.11 **

	
0.03

	
0.12 **

	
0.04




	
Traditional Design × Fast Fashion Brands

	
−0.07 †

	
0.04

	
−0.08 *

	
0.04




	
Transformative Design

	
0.07 †

	
0.04

	
0.06 *

	
0.02




	
Transformative Design × Fast Fashion Brands

	
−0.03

	
0.05

	

	




	
Pattern Design

	
−0.07

	
0.05

	
−0.04

	
0.03




	
Pattern Design × Fast Fashion Brands

	
0.04

	
0.05

	

	




	
Multi-Material Design

	
0.05

	
0.05

	

	




	
Multi-Material Design × Fast Fashion Brands

	
−0.05

	
0.06

	

	




	
Decorative Design

	
−0.09 *

	
0.04

	
−0.08 *

	
0.04




	
Decorative Design × Fast Fashion Brands

	
0.11 *

	
0.05

	
0.10 *

	
0.04




	
Gender

	
0.20 **

	
0.04

	
0.20 **

	
0.04




	
Age

	
0.00

	
0.06

	

	




	
Annual Purchase of Clothes

	
0.29 **

	
0.03

	
0.30 **

	
0.03




	
Fast Fashion Brands

	
−0.41 **

	
0.04

	
−0.41 **

	
0.04




	
Selected Shop Brands

	
0.23 **

	
0.04

	
0.23 **

	
0.04




	
Casual Brands

	
0.01

	
0.04

	

	




	
Luxury Brands

	
0.29 **

	
0.07

	
0.30 **

	
0.07




	
Constant

	
5.66 **

	
0.40

	
5.65 **

	
0.33




	
Adjusted R-squared

	
0.33

	
0.33








** p < 0.01, * p < 0.05, † p < 0.10.
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Table 6. Results of the Analysis with the Interaction Terms of Luxury Brands.
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Full Model

	
Stepwise




	

	
Coefficient

	
Standard Error

	
Coefficient

	
Standard Error






	
Traditional Design

	
0.09 **

	
0.02

	
0.09 **

	
0.02




	
Traditional Design × Luxury Brands

	
−0.37 **

	
0.09

	
−0.34 **

	
0.08




	
Transformative Design

	
0.05 †

	
0.03

	
0.05 †

	
0.02




	
Transformative Design × Luxury Brands

	
0.22 †

	
0.12

	
0.27 **

	
0.10




	
Pattern Design

	
−0.05 †

	
0.03

	
−0.05 *

	
0.02




	
Pattern Design × Luxury Brands

	
0.10

	
0.12

	

	




	
Multi-Material Design

	
0.02

	
0.03

	

	




	
Multi-Material Design × Luxury Brands

	
0.00

	
0.11

	

	




	
Decorative Design

	
−0.03

	
0.03

	

	




	
Decorative Design × Luxury Brands

	
−0.02

	
0.10

	

	




	
Gender

	
0.20 **

	
0.04

	
0.19 **

	
0.04




	
Age

	
0.00

	
0.06

	

	




	
Annual Purchase of Clothes

	
0.29 **

	
0.03

	
0.29 **

	
0.03




	
Fast Fashion Brands

	
−0.41 **

	
0.04

	
−0.40 **

	
0.04




	
Selected Shop Brands

	
0.23 **

	
0.04

	
0.23 **

	
0.04




	
Casual Brands

	
0.03

	
0.04

	

	




	
Luxury Brands

	
0.41 **

	
0.09

	
0.40 **

	
0.08




	
Constant

	
5.73 **

	
0.39

	
5.70 **

	
0.32




	
Adjusted R-squared

	
0.33

	
0.34








** p < 0.01, * p < 0.05, † p < 0.10.
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