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Abstract

The arrival of the digital era has greatly changed consumers’ participation and experience in fa-
shion design. This article aims to explore the ways in which consumers participate in fashion de-
sign in the digital era, and to conduct an in-depth study of the characteristics of consumer expe-
rience in the digital era. To this end, this study adopted a mixed research approach, combining
qualitative and quantitative data for analysis. The findings show that in the digital age, consumers
have established direct connections with fashion designers and brands through social media plat-
forms. They are more actively involved in the fashion design process and influence the develop-
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ment direction of the brand by sharing their opinions and suggestions. At the same time, consum-
ers’ fashion experience in the digital era also shows diversity and personalization. They gain a
richer fashion experience through virtual fittings, online shopping and recommendations from fa-
shion bloggers.
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