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ABSTRACT

The rapid advancement of Web 3.0 is accelerating the development of NFT' and blockchain technologies,
substantially 1mproving consumers' digital activiies and experiences. The rapid growth of the NFT' market
highlights the growing importance of digitalization, particularly in the fashion industry, which is expected to
be restructured and commercialized i this new environment. NFTs guarantee originality, uniqueness, and
scarcity, adding value to digital works through media data, smart contracts, and metadata. The continuous
growth of art-related NFTs underscores the potential for issuing and expanding fashion product NFTs. This
study analyzes data from recent NFT-related papers, domestic and international literature, and reports from
various research institutes. The findings were reinterpreted to provide insights applicable to fashion-related
studies and the fashion industry. While fashion product NFTs and the development of suitable platforms for
their trading can be viewed as extensions of the existing NFT' industry, the unique characteristics of the fash-
ion industry must be considered. It is essential to ncorporate additional factors into fashion NFTs beyond
the inherent qualities of originality, uniqueness, and scarcity associated with existing NFT's. Doing so can es-

tablish a marketing environment based on consumer experience and perceived value.

Key words: digital twin(t]A| 8 E9), fashion marketing strategy(® A v}A & AP,
NFTs fashion product(NFTs 3] A AF3E),
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Stage Period Prospects
Web 1.0 1990~1999 HTML, JAVA, Basic Web Page, E-Commerce
Web 2.0 2000~2009 Global Internet, Mobile Access(Apps), Social Media, Data Monetization
Web 3.0 2010~Present  Blockchains, Metaverse, VR& AR, NFTs, Artificial Intelligence

Web 4.0 ~Beyond

Interoperability, Brain Computer Interface, 3D Environment, Intelligent Web
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1. CIXIE AR 7 NFTs
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{Table 3> Product Examples and Characteristics by NFTs Type

Artworks NFTs Product

The First 5000 Days

o

(Ruhling, 2021)

War Nymph

(Arshake, 2021)

Portrait of a Mind

(Reynolds, 2020)

e [t consists of only one work that e
has been serialized by Beeple
since 2007

e NFTs digital artwork sold for o
highest price at $69.3 million

NFTs painting published by Grimes e
with background music, and
consists of a total of 10 works
The beginning of popularization

of NFTs artwork o

It consists of a total of 40 works
of the Robert Alice Project, and
ownership is distributed by
issuing NFTs for each part
World's first NFT traded artwork

Collectibles NFTs Product

CryptoPunks
Top sales by Ether Value

e czezimEne aarEe "

(NFT Now, 2024)

NBA Top Shot

USD $29000.00

USD $60000.00

(GSE [Global Services In
Education], 2021)

Nyan Cat

(Nyan Cat, n.d.)

e Image NFTs product consisting

of 8 pixels with a width x
height of 24

¢ Characters are traded at .

differential values depending on

NFT trading card containing .
highlight videos and record
information of NBA players o

Issued in limited edition, LeBron
James’ card was traded for

A video NFTs work that applies
BGM to a simple Gif file

NFTs original file sold for 550
million won at auction

their scarcity, #7523 was $ 47,500
auctioned for $11 million
(Entertainment), g2 El( Utﬂities) SOE UH EAFE &8 543 To mE FF ¥l 3
Jom NFTs 233} AHQs Awo de &9 tell gjujolx] &3 oy SAo] R FH=
5 9 459 i ew l‘f_r%" }?“’/P. A AstE 2 Qe ole HA” Aol el Estdds
Hol 1AM NFTs #&d A AlE vige TRz 09 A Afrds T8k 7
AWl NFTs A&F+e Txdte #8s & NETsst AAlg ol gle SA4dS F33
=29 dx AEE a"eE 74 (Table Hong(2022) 8] <143 FL3 =etelx A<
A vkeh 2ol Holl= NFTs 7% NFTs A1 A2 Aedd 5 e Aol

sl AL = A 54
&o] NFTs Atdtol At 23
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(Table 3> (Continued)
Entertainment & Gaming NFTs Product
MIR 4 The Sandbox ANICUBE

(Kim, 2022)

(Ropars, 2022)

(The Sandbox, 2023)

e Game items can be exchanged o
for coins and then cashed out

¢ Characters/NFTs items can be
traded without account sales,
and NFTs characters can be
traded .

A user-participatory game in
which ownership of digital
content is guaranteed through
blockchain when you create it
yourself

Characters, equipment, fashion,
and art products can be traded

e Establish a music metaverse

platform and issue NFTs of
videos of affiliated celebrities

e FExpanding the Metaverse
platform where NFTs is applied,
including video content
production and content business

Other NFTs Product

(Hinter, 2021)

Spatial

— s

(Dotson, 2022)

AURA

AURA

LOUIS VUITTON PRADA Cartier

(Aura Blockchain Consortium, n.d.)

¢ Product authentication service .
from Frog, a limited edition
product trading platform

¢ Provides transaction information
and NFTs certificate of

A type of metaverse platform
that commercializes digital space
as NFTs

You can experience virtual
exhibitions, meetings, and events

e Luxury brands form consortium,
a corporate blockchain platform

¢ Determine whether a product is
genuine, provide distribution
process information to buyers,

authenticity with your avatar, and view, sell, and ensure authenticity
and purchase through the gallery
4. M HHE2| NFTs AMHIE S8t HMAE o dA A wlE 2 AdEY e NFTs 9
S8 24 BAES RA0E Se7t 47 Wed 4 At
Aol e NFTe A8 e g CTTE CHOIHE 0 HERAZAA e g S
A R Az FA & - _
ol e oia el e e © AFEH MEHIZE Anez 04 879
o] AE3E 5 = e EX ol _ N -
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e TS S e AR AR S8 AT R
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(Table 4> Characteristics of NFTs Fashion Products

Fashion

Brand Example

Product

Characteristics / Specifications
Real NFET

Dolce &
Gabbana

Dolce & Gabbana's Metaverse Fashion Show
NFTs products introduced through Metaverse
during Fashion Week

Dolce & Gabbana's Collezione Genesi NFTs
product (left) and physical product (right)

produced in collaboration with digital
marketplace UNXD

(VelvetPR, 2022)

Metaverse platform Nike Land launched
Provides a showroom where you can virtually
try on actual Nike products on your avatar

Nike

(NSB BOT, 2023)

Nike Dunk Genesis, the first NFTs sneaker
produced in collaboration with RTFKT, is an
NFTs product that can only be owned digitally

¥ LT v

g

Gucci

Items for avatars released through ZEPETO
Selling actual collection products as NFTs
products

Leading luxury brand launching digital
products in the virtual world

(Kang, 2021)

! .

(Nanda, 2021)

Virtual sneakers on your feet using VR
Purchases can be made through the app, and
consumer-to-consumer transactions are also
possible.

ol

NFTs #A4EFS 1 AA7E v $
&k A Ao %
Lee, 2022).

3AANAME NFTs sjA/dE

0] o 3
MrE=E A

s ol sly o ol g sl WAFE AAE W I 54
2 7hNE BAST AAYES T A% NFTs

AECRY Wt AAE el F FFY EFAY

=70 S APk oS e E 3712 £8 NFTs
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(Table 4> (Continued)

Fashi Product

Eeliton Example Characteristics / Specifications

Brand Real NFT
e NFTs collection "Via Treasure Trunks issued
¢ Custom-made physical Louis Vuitton trunk \Y \Y

provided with NFTs product
Louis (Parkhouse, 2023)
Vuitton

e “Louis: The Game” allows to dress up to
avatar Vivienne and collect items

Balenciaga  (The Fortnite Team, 2021)

e (Collaborating with the online game Fortnite to
develop NFTs game items into a project that \% \%
leads to the release of actual clothing

(RLTY, 2023)

e 10 full-skin wearable NFTs inspired by
Cristobal Balenciaga’s never-before-seen
drawings and sketches

e [t is released at Metaverse Fashion Week

Z50] (Fig. 33 o] A A <}
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TYPE 1

Reproduce Real Products
in Virtual Space

Real World

METAVERSE

It refers to a product that has
been reproduced simply to
introduce a product that already
exists in reality in a virtual
space, and is a product that has
been digitized and released in
the Metaverse Collection as a
product that consumers can find
in an actual store.

Purchase of this type of NFTs
product is not possible, and only
physical products can be
purchased.

TYPE 2

Coexistence of Real Products
and NFTs Products

Real World

METAVERSE

It refers to a product that exists
in both reality and virtual space.
In type 2, product groups can be
divided according to the
precedence relationship. Usually,
physical products are converted
into digital products and
services are provided so that the
same NFTs products can be
purchased on the Metaverse.
However, after the NFTs
products are first revealed as
items that can be used or
purchased on the Metaverse,
they are also produced as
physical products and sold to
consumers.

TYPE 3

Exists Only
as NFTs Products

METAVERSE

It is an NFTs product that exists
only in the virtual world and
cannot be found as a physical
product. Type 3 products can be
purchased and used only within
the Metaverse platform, so they
can be viewed as fashion
products only for the virtual
world.

{Fig. 3> Classification of Types of NFTs Fashion Products from a Metaverse Perspective linked to the Real World

FEORE AlFdhe AR TEdME 5 A 211 IDsk dolEel g ¥ B FAdS A¥
F339 Ave oA TPEAACdT EAse il B9 WMeE UAdE g3 8T F e
NFTs 4&5o2 A dedFezes e + 7P e B AEAI RS o] Thesite Aol
glal e 2 FUE WMt 7 3 o] gl oH(Min, Kim, & Park, 2021). °]& &3 &Mz
7Fe @ AFolth ol WiREo] 4 AEAES AA MEE A4S AdsteiAy Hde 3ED ¢
o] AAIZ Wi SHE WA &Qlo] 7hs AE MzE e ATd 5 Y8R 4
g AEERE 7Y BT 2AF2E oFoRAY Me 33Ad (Fig. 3>°ﬂ*1 E&% NFTs 45+%
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of AFHor A" At dEuete 756

5. XY ER(Digital Twin)& &8t NFTs °25‘r (Fig. HAA AAs= gk vz bAd
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Design
Development

Product Type

Classification

ol gt NFTs 414
s,

+9 vHIY Adge

AA AA S =24 AAE H
ANEE BA e 7|€o]2Z(Wang et al, 2023)
ol& NFTs #j4d4F &&dte A NEZR 7}
A4S € F Utk 4 "UAE Ed 7Eed A
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NFT Product
Commercialization

Environment
Implementation

1) Understanding product
characteristics
2) Define product purpose

FT: ERC-20
(No ID)
NFT: ERC-721 DToC
(ID grant) Activation

TYPE 1 o "
/= Create Virtual Fashion Items: Using digital twin technology, company can create’

digital replicas of real fashion items and sell them by expressing them as NFTs. This |
allows consumers to enjoy a similar experience in the virtual world as owning a |
physical item.

Reproduce Real
Products
in Virtual Space

TYPE 2

Coexistence of Real
Products and NFT
Products

Digital Fashion Show: Company can create a virtual fashion show using digital twin
technology and sell it as an NFT. This allows fashion brands to provide consumers with
new forms of engagement and experiences.

Expression of Personality: Using digital twin technology, consumers can create virtual
fashion items that express their personality and style,

and sell them as NFTs. This

b allows consumers to own and share their own unique digital fashion items.

TYPE 3

Exists Only
as NFT Products

<Fig.

- 31

Sustainability: By leveraging digital twin technology, brands pursuing sustainable
fashion can create and sell digital fashion items without producing physical products.
This reduces the impact on the environment, while expressing a brand's commitment to
sustainability through NFT fashion items.

4) The Structure of Digital Twins Marketing Strategy for NFTs Fashion Product
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