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Abstract. With the advent of the 5G era, the digital application of big data tech-
nology has become the future development direction of various industries. The
integration of digital and fashion has changed all aspects of the fashion industry
from design, manufacturing to sales, and brought revolutionary changes. Aim-
ing at the problem that the digital development of traditional fashion industry
is relatively lagging behind, the method of literature analysis, case analysis and
generalization is used to build the digital transformation and upgrading path of
fashion industry by using VOS viewer, government released policy analysis and
focus group discussion in the context of big data, and summarize the 4 kinds of
fashion design digitalization, fashionmarketing digitalization, fashion supply dig-
italization and fashion consumption digitalization strategy methods. The aim is to
provide theoretical reference for the digital transformation and upgrading of the
fashion industry under multi-dimensional demand, and to expand the direction of
the digital development of the fashion industry under the background of big data.
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1 Introduction

As an emerging concept in recent years, digital fashion is the product of the mutual influ-
ence and penetration of digital technology and fashion industry [1], which is embodied
in the digitization of fashion industry and virtual fashion [2]. The digitalization of fash-
ion industry improves the efficiency of production, circulation and management within
the fashion industry through digital technology, and promotes the sustainable develop-
ment of the fashion industry [3]. The performance of virtual fashion includes clothing,
apparel, accessories and other fashion products designed by digital technology that exist
in the virtual world, as well as other pure digital forms of fashion such as virtual fashion
show.

For the high-quality development of the fashion industry, digital information tech-
nology with big data as the core has gradually become one of the important driving
forces [4]. Through the “end-network-cloud” architecture based on big data, the digital-
based fashion industry can more accurately grasp the consumption needs of consumers.
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The parallel, online, daily and social characteristics in the collection, storage and appli-
cation of trace data play a special role in the resource integration, sharing and efficiency
enhancement of the fashion industry [5]. With the global spread of COVID-19, digital
fashion with obvious virtual features has developed rapidly [6]. Virtual fashion show
and digital fashion week are widely used, and virtual clothing realizes economic value
with the support of blockchain technology. In general, virtual fashion rejuvenates the
fashion industry [7]. At present, many domestic and foreign fashion brands have grad-
ually begun to build virtual scenes and carry out virtual clothing design and marketing
to attract young consumers who like the virtual world.

There are various understandings and perceptions of digital transformation in the
fashion industry. According to Song Yi, the intervention of digital technology will affect
the way of thinking of designers to solve problems. For example, sustainable innovation
ideas in fashion systems can be expanded [8]. Ding Zhaochen believed that the epi-
demic promoted the transformation of fashion brands (especially luxury goods) in digi-
tal transformation. In recent years, “digital life” has redefined the relationship between
consumers and clothing and accessories. Traditional fashion designers pay more atten-
tion to technological innovation and explore the development of digital fashion and
sustainable fashion after understanding the different industrial models and consumption
behaviors [9]. Jiang Chunzhong pointed out that the vigorous digital economy promoted
the leap-forward development of the fashion and creative industry, and digital fashion
became a new model of industrial development [10]. In Zhang Yu’s view, the develop-
ment of the digital economy can affect and change consumer behavior. Both consumers
and producers can get complete fast fashion product information. With the develop-
ment of the digital economy, the fast fashion retail business model has evolved, which
is reflected in the vertical integration of supply chain strategy, new media marketing,
big data application, and artificial intelligence application [11]. In the study of Verhoef
et al., the emergence of online channels and new digital channels is considered to change
the retail business model [12]. The digital marketing research framework proposed by
Kannan and Li emphasized the touchpoints in the marketing process and marketing
strategy. Furthermore, they stated that digital technology did and will continue to have
a significant impact [13].

Under the wave of digitalization, the fashion industry breeds innovation and great
change. In this case, industrial digitization has become an important breakthrough point
in the transformation of traditional businessmodels [14]. This paper discusses the impact
of digitalization on the development of the fashion industry, analyzes the new charac-
teristics and trends of the development of the digital fashion industry, and proposes the
development path of theChinese fashion industry under the rapid development of the dig-
ital economy, aiming to provide inspiration for the structural upgrading and sustainable
development of the fashion industry.
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2 Development Direction and Policy Support of Fashion Industry
Under the Background of Big Data

2.1 Fashion Industry Digital Knowledge Graph Construction

There is currently no unified definition of digital fashion industry transformation. There
are diverse definitions for different subjects and levels of digital fashion industry transfor-
mation [15]. The data in this paper come from the Web of Science core database. With
the keywords of big data and fashion, all relevant articles since 2022 were retrieved,
which basically covered internationally renowned journals related to digital transfor-
mation research papers. A total of 488 records were obtained. VOSviewer was used to
generate visualization charts, as shown in Fig. 1.

As can be seen from Fig. 1, the size of the unit determines the degree of importance.
Among them, the darker the color, the farther the time is. Conversely, the lighter the
color, the closer the time is. For digital transformation in fashion industry, the discus-
sion focuses on algorithm, framework, solution, role and relationship. In the course of
the development of the times, the research on fashion industry has gradually shifted to
industry, dataset, artificial intelligence, and Internet. Meanwhile, government depart-
ments gradually provide policy protection and guidance for the development of the
fashion industry to promote the upgrading of the fashion industry, stimulate the vitality
of the market, improve the consumption level of consumers, and promote consumption
upgrading.

2.2 Government Policy Support for the Digitization of the Fashion Industry

In the research on the government, the Peking University Law Database was used for
data capture of the currently valid laws and regulations in China [16]. The selected
policy category keywords are fashion industry, digitization and big data. Moreover, 50
currently valid legal policies were selected. According to the effectiveness level of poli-
cies issued by the government, laws, administrative regulations, judicial interpretations,
departmental regulations, intra-Party regulations, and group regulations were classified.
For the data integrity, the data of the policy release departments (the National People’s

Fig. 1. Visual map of fashion industry digitization
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Fig. 2. Policy effectiveness level and issued sector for digital transformation in the government
fashion industry

Congress, the State Council, the Supreme People’s Court, the various agencies of the
State Council, and the departments of the Party Central Committee) and other agencies
were visualized and displayed in chronological order, such as shown in Fig. 2.

Through the Peking University Law Database, currently valid government docu-
ments were categorized and manually summarized. According to Fig. 2, the types of
policies for digital transformation of the fashion industry are mainly departmental rules
and regulations issued by various agencies of the State Council. There is no full legal
documentation for digital transformation of the fashion industry until 2021. At that time,
the development of fashion industry was mainly in accordance with the departmental
rules and regulations of various ministries and commissions of the State Council. In
2021, the adoption and implementation of the 14th Five-Year Plan for the National Eco-
nomic and Social Development of the People’s Republic of China and the Outline of
Vision for 2035 by the National People’s Congress marks that digital transformation of
the fashion industry has become one of the important industries currently developing in
China. The digital transformation of the fashion industry has become unstoppable.

2.3 Key Element System Construction of Digital Transformation of Fashion
Industry

There is currently no complete theory and practice of digital transformation and upgrad-
ing research in the fashion industry for reference [17]. Thus, the construction of key
system elements of digital transformation requires the interviewed experts to have a
certain understanding and cognition of fashion industry and digital transformation [18].
The interviewees included 5 company executives and 5 university professors related to
the fashion industry. In the form of focus group interviews, the early big data was ana-
lyzed, and the knowledge graph was shared with government documents. It should be
noted that the interviewees are provided with sufficient background information on the
interview content. The interviews were recorded with the consent of the respondents.
After the conclusion, the interviews were manually consolidated and screened. Initial
concepts with word frequency repetitions of 5 or more times were entered, as shown
in Fig. 3. (Concepts repeated 5 to 9 times are sub-core demand points, and concepts
repeated 10 times or more are core demand points.)

It can be seen from Fig. 3 that there are 3 core codes and 22 open codes in the
focus group interview. The entered core demand points and sub-core demand points
were converted to obtain the core and sub-core upgrade paths. There are 5 core upgrade
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Fig. 3. Visual map of fashion industry digitization

paths, including Internet of Things, sustainability, big data, digital marketing and arti-
ficial intelligence, as well as 8 sub-core upgrade paths, including bank loans, talent
introduction policies, smart factories, virtual reality technology, 3D design, 3D Simu-
lation technology, virtual fashion, NFT, and 3D volume. Phrases with word frequency
less than 5 times in open coding were not included. In this study, the core and sub-core
upgrade paths in the focus group interview under the background of big data were taken
as the key elements of the digital transformation and upgrading of the fashion industry.

3 Upgrading Path of Digital Transformation of Fashion Industry

For the current fashion design in China, the application of digital technology needs to be
further deepened [19]. In termsof fashionproductmarketing, digitalmarketing linkneeds
to be further opened up, and online and offline marketing needs to be further integrated
[20]. As for the supply of fashion products, the fit between supply and consumption still
needs to be further improved. In terms of fashion product consumption, digital fashion
consumption still has broad room for growth [21]. In the future, the development of
China’s digital fashion industry should get rid of the traditional development model,
such as strengthening “digital fashion thinking” and promoting “transformation and
upgrading”. The specific path is as follows:

3.1 Digitization of Fashion Design

Throughdigital technology, the problems existing in traditional design are solved, such as
long process cycle, low efficiency, and high cost. Furthermore, businesses are empow-
ered to better respond to consumers’ changing and personalized consumption needs.
Compared with traditional design methods, digital design has more intuitive expres-
sion of design intent, more convenient modification and improvement, more convenient
data sharing, and more efficient design. Through digital drafting technology, designers
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can quickly draft and adjust design drawings. 3D simulation technology is beneficial
to quickly solve the human body fitting problem in the design. In digital design, the
number of prototypes and samples used is reduced, resulting in significant savings in
development time, increased development efficiency, and reduced development costs.

Digital technology can improve the ability to collect, organize, analyze and judge
fashion trends. Most of the traditional analysis and prediction are based on the subjec-
tive consciousness of designers, which lacks the precise capture and detailed analysis of
consumer demand. As such, it cannot keep up with the fragmented, diverse, and ever-
changing trends of fashion in the digital age. In the face of today’s highly developed
social media, companies cannot ignore the high level of engagement and deep influence
of consumers on fashion trends. Through the application of big data, artificial intelli-
gence and other technologies, enterprises can fully identify and deeply mine the trend of
consumers, which helps to predict more accurate trends. In the meanwhile, the applica-
tion of digital technology is conducive to refined consumer group portraits and accurate
consumer data analysis. Through the precise positioning of the target group, the design
can meet the ever-changing consumption preferences and personalized consumption
needs of consumers, and even attract the direct participation of consumers.

3.2 Digitization of Fashion Marketing

1) Improve global digital sales channels. Focusing on consumer demand, a cross-
channel and cross-platform online and offline global coverage system is built, which
can realize digital intelligent marketing of all channels, all media, all links, and
all fields. Appropriate public and private domain operation strategies are formu-
lated, which link public domain and private domain operations to increase traffic
and extend the entire life cycle. Through the integration of various online and offline
scene resources, the constraints of time and space are further broken through. By
establishing a more diverse and effective communication mechanism between peo-
ple and products, consumers can obtain a convenient online and offline consumption
experience, thereby significantly improving consumer satisfaction.

2) Improve digital sales scenarios. Through continuously upgraded digitalmeans, smart
stores and digital stores are established. Through the full use of new-generation infor-
mation technologies such as 5G, AR, VR, and Internet of things, a digital immersive
fashion consumption space is created, which is conducive to promoting fashion con-
sumption from “partial immersion” to “on-site experience”. On the one hand, the
digitization of the overall link of arriving at the store, visiting the store, purchas-
ing, leaving the store and after-sale service can realize in-depth understanding of
consumer demands and real-time grasp of store operation status, which can assist
brands in product selection analysis, store operation analysis and precision market-
ing. On the other hand, the technology and entertainment of physical stores can not
only better reflect the brand culture and provide a better consumer experience, but
also can establish a brand image, deepen brand awareness, and closely connect with
customers.
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3.3 Digitization of Fashion Supply

With digitization, intelligence and networking as the driving force for innovation and
development, profound changes in management models and production methods are
promoted. By building a value creation system with data as the core driving factor,
consumer insight and flexible supply capabilities are improved, and the fit between
supply and consumer demand is improved. In order to adapt to the personalization and
segmentation of consumer demand, new intelligentmanufacturingwith functions of self-
perception, self-learning, self-decision, self-execution, and self-adaptation is promoted,
and the rapid response mechanism of “small batch, multi-variety, high quality and fast
delivery” is established. For the needs of experiential and interactive consumption, RF
sensing technology is strengthened. Through the application of emerging information
technologies such as Internet of things technology and cloud computing technology in
fashion consumption scenarios, the aggregation of social stickiness has been achieved
in various aspects such as content, social interaction, experience, and scenarios, thereby
improving fashion service functions and shopping experience.

The industrial Internet process of the textile and clothing industry is accelerated.
Industrial Internet is a new type of infrastructure under construction during the key
layout of “the 14th Five-Year Plan”. The industrial Internet of the textile and clothing
industry is the key path to realize the digital and intelligent transformation of China’s
textile and clothing industry. China has the most complete textile and clothing industry
chain in the world, with a long industrial chain, many links and fine division of labor. In
addition, the process is complex and there are many processes, covering fiber, spinning,
weaving, dyeing and finishing, fabrics and garments. Based on the digitalization of
textile equipment and information interconnection, the construction of the industrial
Internet in the textile and clothing industry is promoted, so as to realize the precise
connection between the external supply chain and the internal production system of
the enterprise, the improvement of production efficiency, as well as the intelligent and
flexible production methods. promote.

3.4 Digitization of Fashion Consumption

The breadth and depth of the penetration of the digital economy in the fashion industry
is further enhanced. New formats such as live broadcast economy, platform economy,
sharing economy, and community economy are cultivated, and new consumptionmodels
such as smart retail, cross-border retail, unmanned retail, and green retail are developed,
thereby promoting consumption upgrading. Through the full use of digital technology,
fashion is integrated into clothing and accessories, consumer electronics, urban plan-
ning, cultural communication, marketing and other fields as a key element. Innovations
in circulation formats, shopping scenarios and service experience can realize the rapid
commercialization of fashion creativity, the multi-channelization of fashion communi-
cation and the popularization of fashion consumption, thereby effectively improving the
scale and efficiency of the fashion economy. By cultivating a group of fashion consump-
tion enterprises that carry out digital transformation and building new brands of digital
consumption, the new driving force of digital consumption is stimulated. Through the
use of digital technology, the new consumption mode and consumption space of “digital
+ life service + fashion personality” is developed and expanded.
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4 Conclusion

This paper explores the strategies of digital transformation and upgrading of fashion
industry in the context of big data through literature analysis, generalization and case
study, provides corresponding strategic methods for fashion industry for different indus-
trial upgradingmethods, summarizes and summarizes the roles,methods and characteris-
tics of different digital transformation and upgrading strategies, and solves the problems
of unclear layout and unfocused input of fashion industry in digital transformation in the
context of big data. Digitization has transformed the entire fashion industry, including
design and marketing. The combination of games and fashion marketing enhances the
fun and interactivity of marketing. Through live interaction and online fashion shows,
the interactive atmosphere and interactive scenes are optimized, which is conducive to
product recommendation and consumer cultivation. This new sales model enhances con-
sumer experience and consumer stickiness. Moreover, digitalization profoundly affects
the manufacturing process of the fashion industry. Through the organic combination
of the original standardized large-scale production and the personalized customization
needs of consumers, the scale economy of clothing production is transformed into the
common growth and development of scale economy and scope economy. Considering
that the digital transformation of the fashion industry is related to the future development
of the entire industry, the digital transformation and upgrading of the fashion industry
requires full-link collaboration. In the digital age, value creation in the fashion industry
is full of difficulties and obstacles. Only by completing industrial transformation and
upgrading as soon as possible can people keep pace with the times.
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