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I. Introduction 

Korea was the world's third-largest export power 

country in the fashion and textile industry, accounting 

for 10% of global apparel exports. However, growth 

began to decelerate after 2010, and eventually a neg-

ative growth rate of 3.6% was recorded after 2019 

(Korea Federation of Textiles Industries [KOFOTI], 

2020). Accordingly, Korean fashion brands are facing 

challenges due to increasing manufacturing costs and 

declining profitability while negative growth in the 

Korean fashion and textile industries has accelerated 

since the 2020 pandemic (KOFOTI, 2020; Park & Lee, 

2018). A strategy to leverage external resources is re-

quired to achieve innovation in product design and 

technology to enhance Korea fashion companies' glo-

bal competitiveness in the increasingly competitive 

global fashion market.

Companies have achieved innovation through role 

division and augmentation of expertise to survive in a 

stronger competitive global environment. Furthermore, 

in most industries, focusing on core competencies is 

considered a source of competitive advantage (Gass-

mann, 2006). Chesbrough (2003) proposed open in-

novation as a new paradigm for management inno-

vation, claiming limitations in performing the entire 

process of product research, new product development, 

and market launch within a limited-resource organi-
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zation. Open innovation is characterized as innovation 

in which valuable ideas can emerge and be commer-

cialized from within or outside the organization (Ches-

brough, 2003). Particularly, cases of innovation based 

on external resources are increasing in the field of re-

search and development (R&D), as is the relationship 

between external knowledge and innovation re-

sources (Stern & Porter, 2001).

Co-creation is described as a process in which con-

sumers actively participate in the new product devel-

opment process, determine various aspects of the new 

product, and collaborate with companies to develop 

new products (O'Hern & Rindfleisch, 2010). Resear-

chers have proposed various methods for applying 

consumer participation since Czepiel (1990) sugges-

ted that it could increase customer satisfaction. Addi-

tionally, Prahalad and Ramaswamy (2000) emphasi-

zed the importance of the consumer's role in the co- 

creation process by shifting the economic concept of 

value from companies to consumers. Previous studies 

of value creation systems in successful firms have con-

centrated on consumer capabilities and roles (Benda-

pudi & Leone, 2003; Prahalad & Ramaswamy, 2000). 

Furthermore, researchers have recently begun to be at-

tentive to co-creation models using information tech-

nology (IT) in the corporate environment altered by 

the advancement of information and communication 

technology (Kalaignanam & Varadarajan, 2006).

New product development (NPD) is a crucial func-

tion for fashion brands, and increasing the quality and 

frequency of fashion collections is critical for growth 

and survival (Tran et al., 2011). Thus far, extant liter-

ature on NPD through open innovation have primarily 

focused on co-creation environmental factors (Sanders 

& Stappers, 2008), consumer participation motivation 

(Füller et al., 2009), and moderating variables, such as 

success and failure factors (Aquilani et al., 2016; Hoyer 

et al., 2010; Koo & Rha, 2012). Consumers' active par-

ticipation in the NPD process can increase the like-

lihood of success of the new product. Additionally, be-

cause it is recognized as increasing market acceptance 

(Business wire, 2001, as cited in Hoyer et al., 2010), 

various studies on value creation through co-creation 

with consumers are being conducted in the clothing 

field. However, the focus is on details, such as the 

co-creation process (Choi et al., 2016), co-creation 

communication (Katz & Sugiyama, 2005), co-crea-

tion knowledge formation (Acharya et al., 2018), and 

co-creation design effect (Zhang & Ma, 2022) rather 

than the structural characteristics of the new fashion 

product development (NFPD) process through co- 

creation.

Co-creation utilizing consumer participation has 

gained attention in various fields, but there is a lack of 

research on its application for developing new fashion 

products. Given the variety of sizes and structures in 

fashion companies, it is crucial to investigate the struc-

tural characteristics of the product development proc-

ess to successfully create co-creative new fashion pro-

ducts. Technological advancements have led to sig-

nificant changes in consumer roles, impacting the fa-

shion industry (Parker-Strak et al., 2020). However, 

most literature on NFPD strategies focuses primarily 

on the speed of the NFPD process (Tran et al., 2011). 

To enable fashion companies to quickly utilize research 

results related to the successful development of new 

fashion products through consumer participation, re-

search on consumer co-creation should identify the 

role of various structural characteristics and present 

examples for companies. Therefore, this study exam-

ines the case and characteristics of each component for 

successful implementation of co-creative NFPD at the 

corporate level.

 

II. Theoretical background

1. Co-creation

Kambil et al. (1996) suggested co-creation as an in-

novation strategy involving consumer collaboration. 

Furthermore, businesses are implementing various 

methods to involve external personnel, such as con-

sumers, in corporate activities that were previously 

conducted solely by internal personnel (Qi et al., 

2021). Consumers do not simply purchase products or 

services and recognize experiences as a field of value 
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through participation in co-creation; they progress to 

the stage of purchase through the value of experience 

(Prahalad & Ramaswamy, 2004a). Active consumers 

operate as co-creators in the development of their ex-

periences in co-creation (Prahalad & Ramaswamy, 

2004b). Companies cannot generate new product ideas 

only by actively involving consumers in the process of 

developing new products; they can also increase the 

likelihood of new product success by appropriately re-

flecting consumer needs (Hoyer et al., 2010). The term 

“co-creation” refers to all activities in which compa-

nies and customers collaborate to create value (Ra-

maswamy, 2011). Consumer co-creation activities re-

fer to numerous different stages of the NFPD process, 

including ideation, product development, commerci-

alization, and post-launch (Hoyer et al., 2010).

Improvements in the Internet environment due to 

advancements in information and communication te-

chnology broaden the interaction space among busi-

nesses and consumers while significantly decreasing 

time and cost. Therefore, numerous consumers have 

participated in co-creation activities without time or 

geographical limitations; thus, the magnitude of co- 

creation has increased drastically (Füller et al., 2009). 

Moreover, information and communication technol-

ogy is used for process management, project manage-

ment, information knowledge management, and col-

laboration and communication platforms between par-

ticipants in the NFPD process. Accordingly, it aug-

ments consumer authority and enjoyment in the proc-

ess of co-creation (Nambisan, 2003).

 

2. Co-creation Business Model

A business model is a set of interconnected activ-

ities that determine how a company connects with ex-

ternal stakeholders and conducts business to create 

value (Amit & Zott, 2012). Additionally, it is a useful 

framework for explaining the rationale behind how or-

ganizations create and deliver value (Osterwalder et 

al., 2010). Business model innovation is the process of 

improving an existing business model or developing a 

new business model that better satisfies consumer 

needs (Massa & Tucci, 2013), Therefore, it is recog-

nized as crucial by both business practitioners and re-

searchers because it can be used as a future value re-

source, differentiated corporate strategy, and com-

petitive advantage tool (Amit & Zott, 2012). Thus, 

companies sometimes use innovative changes in busi-

ness models as a means of maintaining and augment-

ing competitive advantage (Kim et al., 2015). 

Co-creation is a type of open innovation in which 

internal business activities are extended to interac-

tions with external consumers. Therefore, a co-crea-

tive business model that is useful for business activ-

ities through co-creation is required (Frow et al., 2015; 

Nenonen & Storbacka, 2010). The NPD business mo-

del is a unique model for creating co-value through 

co-creation. Furthermore, when developing a co-crea-

tive business model, companies should establish clear 

criteria for the level of consumer engagement based on 

how they communicate with consumers and how they 

develop new products that work for their brand (Gem-

barski & Lachmayer, 2017). Numerous studies on co- 

creation business models have been conducted, and 

researchers have explained the components of busi-

ness models to successfully conduct business based on 

co-creation characteristics.

Several researchers have proposed business models 

for co-creation using the business model canvas 

(BMC) (Kohler, 2015; Ng & Briscoe, 2012). BMC 

comprises nine business areas and assists in under-

standing how the organic relationship of blocks gen-

erates profits for the company. Osterwalder et al. 

(2010) Business Model Canvas (BMC) described the 

business model in the following order: customer seg-

ments, value propositions, channels, customer rela-

tionships, revenue streams, key resources, key activ-

ities, key partnerships, and cost structure. Further-

more, the nine blocks are categorized into four: cus-

tomers, offer, infrastructure, and financial viability. 

Gembarski and Lachmayer (2017) also investigated 

BMC-based co-creation business models. According 

to Gembarski and Lachmayer (2017), distinct criteria 

for the level of consumer participation, communica-

tion method with consumers, and NPD method that is 
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effective for a brand must be prioritized when a com-

pany develops an NPD strategy based on consumer 

participation. Furthermore, customer segments, value 

propositions, channels, and customer relationships 

are crucial factors in the business model of an NPD 

through co-creation for increasing the co-value creat-

ed. Frow et al. (2015) emphasized the importance of 

co-creation design, focusing on the various opportuni-

ties provided by innovation strategies through co- 

creation. The researchers proposed a co-creation busi-

ness model framework that included the motive, form, 

engaging actor, engagement platform, level of en-

gagement, and duration of engagement of co-creation 

such that value creation activities through co-creation 

can be performed beyond the boundaries of the com-

pany. In another study (Fedorenko & Berthon, 2017), 

co-creation business models were studied to inves-

tigate the process of open innovation through crowd-

sourcing while implementing common values. Accor-

ding to the results of the study, co-creation business 

models comprise seekers, contributors, platforms, en-

gagement mechanisms, and objectives in an online 

environment. The researchers used the term crowd-

sourcing business model to emphasize that new value 

can be created through a business model that employs 

the masses online.

 

3. New Fashion Product Development (NFPD) 

process

The functions and roles of each stage must be dis-

tinctively defined and structured among the partic-

ipants for the NPD process to function correctly (Co-

oper & Kleinschmidt, 1993). Furthermore, all activ-

ities in all NPD processes must be completed to a 

greater extent for all companies to succeed in NPD; 

however, the importance of each stage varies depend-

ing on the product’s characteristics (Cooper, 1979). 

The activities of the NPD process based on decision- 

making differ depending on the type of industry or cor-

porate structure (Cooper, 1983a; Maidique & Zirger, 

1984). In the industrial NPD process, the composition 

and importance of each stage vary based on the charac-

teristics of the product and the average activity time 

for each stage varies significantly (Cooper, 1983b).

Various models have been proposed for the NPD 

process of fashion companies, and the sequential pro-

cess of developing new fashion products is described 

in a linear form based on the functional roles of the 

participants (Burns & Bryant, 2007; May-Plumlee & 

Little, 1998; Moretti & Braghini Junior, 2017; Rozen-

feld et al., 2006). The NFPD process is first classified 

into three stages: planning, development, and presen-

tation phases (Kunz, 2010; Lee, 2004). The model of 

Rozenfeld et al. (2006) is subcategorized into nine 

stages: strategic planning, project planning, informa-

tional project, conceptual project, detailed project, 

production preparation, product launching, monitor-

ing of product/process, and product discontinuation. 

Moreover, it is generalized compared to other proc-

esses, making it useful for understanding the structure 

of apparel product development models (Moretti & 

Braghini Junior, 2017). May-Plumlee and Little (1998) 

proposed a six-step process in which individual prod-

ucts of various lines are developed each season and 

classified according to product-planning time and pro-

duction repeatability, suitable for all types of new 

apparel. The six-phase model, no-interval coherently 

phased product development (NICPPD) model for ap-

parel, complements the limitations of the previous 

NFPD model for apparel, which was proposed as a se-

rial model in a sequential form, and describes various 

tasks that occur simultaneously. Moretti and Braghini 

Junior (2017) suggested an Apparel Product Develop-

ment Process (APDP) that can be used as a reference 

model in the process of developing a NFPD process. A 

unique feature of APDP is that each step is observed at 

various levels, such as macro phases, phases, and acti-

vities, which presents a three-dimensional view of the 

NFPD process. Burns and Bryant (2007) suggested an 

eight-step process suitable for mass production, and 

Wickett et al. (1999) suggested a four-step process sui-

table for private label apparel development. Keiser et 

al. (2017) suggested an eight-step process for fast fa-

shion and emphasized that all departments involved in 

each step should participate in rapid decision-making 
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for a fast process.

A typical NPD process plans phases from various 

angles prior to product development to evaluate the 

success potential of a new product. In the planning 

process of the general NPD process, companies eval-

uate the necessity for NPD from a long-term perspec-

tive through the process of ideation, idea screening, 

marketing strategy development, and business analy-

sis (Cooper & Kleinschmidt, 1993). Although the di-

rection is specifically set, the NFPD model focuses on 

creative product development, and the development 

phases embody various stages of activities (Silva & 

Rupasinghe, 2016). NFPD generally reinforces brand 

freshness and novelty by reflecting novel trends based 

on a distinct brand identity; thus, the NFPD process 

proceeds based on a seasonal strategy (Tran et al., 

2011). In the development stage of the general NFPD 

process, the R&D department spearheads the develop-

ment of new products, and even in the case of fashion 

brands, the NFPD process is operated with the design 

and technology teams playing the role of R&D at the 

center. The development process of the NFPD process 

involves various tasks, such as research, concept de-

velopment, design development, prototype develop-

ment, evaluation, style selection, technical develop-

ment, line optimization, and line marketing. Both gen-

eral new products and new fashion products have a 

common point in those products that customers have 

evaluated and are produced in factories and released. 

However, planning for production is included in the 

NFPD process. Regarding fashion companies, the 

NFPD process includes the planning process for pro-

duction because the NFPD process consists of several 

seasons (at least twice a year) for the release of new 

products to the market (May-Plumlee & Little, 1998; 

Parker-Strak et al., 2020).

Fashion companies involve consumers in the new 

product development process to generate new product 

ideas and increase the likelihood of success (Hoyer et 

al., 2010). However, identifying the appropriate co- 

creation model that aligns with a company's size, oper-

ating method, and the proposition of consumer partic-

ipation can be challenging. To address this issue, it is 

crucial to understand the structural characteristics of 

the NFPD process through co-creation and examine 

various case studies that highlight the unique aspects 

and benefits of co-creation. In addition, this can be 

achieved by providing examples of how each con-

stituent factor facilitates the quick application of re-

search findings by fashion companies, with the goal of 

enabling them to develop new products successfully 

through co-creation. Therefore, the following re-

search questions are framed:

RQ.1. What are the structural characteristics of the 

co-creative NFPD process?

RQ.2. What are some specific examples of each 

component? 

 

III. Research Method

We searched successful NFPD cases involving con-

sumer co-creation in the last 16 years (2007.01.01~ 

2022.12.31) and found ten prominent cases as an ini-

tial list. Five fashion industry experts with doctoral de-

grees participated to the discussion on the NFPD proc-

ess of these cases. The theory of NPD through co-crea-

tion was initially reviewed, with an emphasis on stud-

ies on co-creation trends in the textile and fashion in-

dustries, related articles, and research reports from 

government agencies and private firms on the market 

situation. Through literature review, this study consid-

ered open innovation in which consumers participated 

as external resources as a category of co-creation. This 

study defined consumer participatory NFPD as an ac-

tivity in which a consumer collaborates with a com-

pany and participates as a co-creator, buyer, and user 

of a product, actively contributing to the development 

of various aspects of a new product (Fuad-Luke, 2009; 

O’Hern & Rindfleisch, 2010). We searched for cases 

of consumer participation in new product develop-

ment in the fashion industry through literature, re-

search, and search engines, and selected ten cases that 

showed good sales performance or had positive feed-

back from the public and consumers. After presenting 

the NPD process and case achievements to experts, six 

cases of consumer participation-based NFPD were se-
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lected for their differentiated co-creation process, 

methods and meaningful results. 

These six cases were selected based on co-creation 

and design selection criteria, with five experts focus-

ing on different types of co-creation. The six cases 

were selected based on the following criteria: 1) sales 

performance, 2) favorable feedback from consumers, 

3) significant consumer input to NFPD, and 4) 

Diversity of co-creation processes, methods, and de-

sign selection methods. Among the six cases, Thread-

less, Akamae, and Awaytomars are fashion brands that 

mainly create new fashion products with consumer 

contributions, while Adidas, Nike, and Fila limit NFPD 

with consumer contributions to specific projects. 

These six cases demonstrate different types of co-cre-

ation and design selection methods, and a summary of 

the selected cases is presented in <Table 1> below.

After selecting six cases, additional data were col-

lected for the selected cases. First, data were collected 

from the official websites of the six companies, re-

search and annual reports of the companies, research 

articles published at academic journals on the cases 

of co-creation of the six companies, and related lay 

articles and books. Additionally, data were collected 

by searching Google, an Internet search service, for 

“Threadless co-creation,” “Akamae co-creation,” 

“Awaytomars co-creation,” “Nike Plus,” “Adidas made 

for,” and “Filaboration.” The collected data were clas-

sified and organized into target consumer, value pur-

pose, key activity, channel, and key partner that con-

stitute the co-creation business model, to analyze the 

process of developing new fashion products from vari-

ous angles (Fig. 1). Value proposition is a product or 

service that solves a customer's problem or satisfies 

the customer's need by presenting the value that a com-

pany provides to its target customer through co-crea-

tion. Target customers are individuals or groups that 

fashion firms work with to create new products, and 

interactions with them serve as a significant source of 

creativity for the development of new products through 

co-creation. Additionally, target customers are im-

portant purchasers of newly developed products. Key 

activity involves the development of a new fashion 

product as an activity that a company engages with its 

target customers to create the proposed value. Channel 

is a path through which companies and target custom-

ers interact to realize the proposed value, and refers to 

a method for providing target customers with values  

 realized through co-creation. Key partner is a partner 

or subcontractor who facilitates ongoing co-creation 

Company

Number of 

employees 

(Year)

Industry Products
Area 

served

Type of 

business

Threadless
100 

(2020)
Retail

Apparel, Phone cases, Shoes, 

Bags, Notebooks, etc.
Worldwide BtoC, CtoC

Akamae
5 

(2020)

Apparel,

Accessories,

Service

Apparel,

Accessories
Worldwide BtoC

Awaytomars
15 

(2021)
Retail, Service

Apparel,

Accessories
Worldwide BtoC, CtoC

Nike
79,100 

(2022)

Apparel,

Accessories,

Sports equipment 

Athletic shoes, Athletic apparel, 

Sporting goods, Accessories
Worldwide BtoB, BtoC

Adidas
57,016 

(2018)

Apparel,

Accessories,

Sports equipment 

Athletic shoes, Athletic apparel, 

Sporting goods, Accessories
Worldwide BtoB, BtoC

Fila
260 

(2020)

Apparel,

Accessories,

Sports equipment 

Athletic shoes, Athletic apparel, 

Sporting goods, Accessories
Worldwide BtoB, BtoC

Table 1. Case study companies’ characteristics
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activities and assists in co-creation activities.

In the planning phases of the NFPD process, value 

proposition is established and target customers are 

selected. The use of channels for key activities for tar-

get customers to develop and implement common val-

ues in the entire NFPD process were the most crucial 

factors for the success of new products. Key partners 

in co-creation strengthened the continuity and differ-

entiation of creative activities rather than determining 

the success or failure of NFPD.

 

IV . Results and Discussion

1. Threadless

Threadless company was founded in the US in 2000 

by two designers. Threadless, which started as an early 

T-shirt-design competition, now runs an online com-

munity of artists and an e-commerce website (Lawton, 

2006). Threadless has been recognized as an ideal 

model for crowdsourcing (Robey, 2017). The number 

of users of Threadless rapidly increased owing to the 

development of social networks and digital technolog-

ies (Soley, 2015). Currently, the company's product 

lines have expanded to clothes, accessories, and house-

hold goods (Threadless, n.d.-a). According to Professor 

Karim Lakhani of Harvard business school, Thread-

less is a company in which customers play a critical 

role across all operations: idea generation, marketing, 

and sales forecasting (Sipress, 2007). All these oper-

ations have been distributed, from developing new 

products to selling and marketing. 

Threadless provides gift certificates and royalties to 

consumers whose designs are selected, and prize mon-

ey to consumers whose designs are selected weekly 

(Robey, 2017). Additionally, it provides various op-

portunities for creative people to express and commer-

cialize their ideas. Threadless is co-creating with con-

sumers who desire to directly or indirectly participate 

in the development of new fashion products, and these 

products are sold to consumers who are willing to pur-

chase unique products that reflect their preferences 

(Nickell & Kalmikoff, 2010). Moreover, Threadless 

conducts a design challenge to commercialize the 

ideas of consumers with talent and interest in design 

(Threadless, n.d.-b). Customers who submit designs 

in this procedure occasionally use various social net-

working services (SNS) to advertise their designs to 

obtain voting points. Threadless conducts every as-

pect of its operations—from product development to 

sales—online. Recently, Threadless products have 

been sold in partnership with Brick-and-Mortar retail 

stores to satisfy customers offline. Arguably, artists 

are Threadless' most vital partners. Threadless enables 

artists to sell their products through its online market-

place, while enhancing the community’s sense of 

design. <Table 2> presents the results of analyzing the 

co-creative business model of Threadless.

 

2. Akamae

In 2011, Cara Boccieri and Lauren Braid formed the 

Ways of Change (WoC) social venture because they 

were both researching the self-sufficiency of refugee 

groups in Thailand and Myanmar (Fernando, 2017; 

O’malley, 2018). With a particular interest in refugee 

resettlement, Boccieri used a holistic approach where-

in people can bring about positive change in their com-

munities and ultimately, in the world (O'malley, 2018; 

Wendy, 2017). Akamae connects talented design par-

Product 
launching

Project 
planning

Production
Strategic 
planning

Monitoring of 
product

Research
Concept 

development
Design & Style 

selection
Commercializa

tion

Presentation phases

New fashion product development process

Development phasesPlanning phases

Channels
Key 

partners

Influencing specific steps Affects the entire process

Key 
activities

Customer 
segments

Value 
propositions

Fig. 1. Five components of co-creation business model.



Journal of the Korean Society of Clothing and Textiles Vol. 47 No. 3, 2023

– 482 –

ticipants with refugee artisans and develops fashion 

products through their co-creation activities. Boccieri 

collaborated with refugees in Thailand, while Braid 

concentrated on social media marketing and estab-

lished an online store in California to create new fash-

ion products (Black-Paulick, 2017).  

The ultimate goal of Akamae is to become a sustain-

able ethical fashion firm, not a for-profit fashion 

brand, by creating new products through co-creation 

activities (Boccieri, n.d.). Akamae proposes the value 

of cultural coexistence and ethical fashion with con-

sumers who desire to help refugees become self-reli-

ant (O'malley, 2018). Akamae is developing new fash-

ion products, targeting consumers who are interested 

in the independence of refugee communities and con-

sumers who are willing to purchase ethical fashion 

products. Designers, students majoring in fashion or 

design, and consumers who desire to create new com-

munity values   participate in Akamae's co-creation 

programs (Hailey, 2017). Akamae is conducting three 

programs: fashion design through one-on-one co-cre-

ation, capsule collection through group workshops, 

and community training for co-creation based on the 

characteristics of the participants and the skills of the 

refugee artisans (Yimin, 2019). Akamae conveys the 

value and meaning of the co-creation program through 

an online platform and recruits participants. New 

products developed through offline design work-

shops are sold through the Akamae online platform 

(Boccieri, n.d.; O'malley, 2018). The most crucial re-

source that has enabled Akamae to develop unique 

new fashion products through consumer participation 

is the craftsmanship of its artisan partners (Moving-

worlds, n.d.). The skills of refugee artisans are a sig-

nificant resource in product design for Akamae, creat-

ing a variety of new fashion products. <Table 3> pres-

ents the results of analyzing the co-creative business 

model of Akamae. 

Construct Contents

Value proposition

- Sustainable ethical fashion products

- Establish a foundation for independence of refugee communities

- Transmit various cultural values

Customer segment
- Consumers interested in the independence of the refugee community

- Consumers willing to buy ethical fashion products

Key activity

- Co-creation in fashion design

- Co-creation through design retreat

- Co-creation with communities training

Channel
- Online platform

- Offline design workshop

Key partner - Refugee artisans

Table 3. Co-creative business model of Akamae

Construct Contents

Value proposition

- Fashion products with creativity and fun 

- Monetary compensation

- Commercialization service for creative design

Customer segment
- Customers who desire to participate in the process of developing and selecting new fashion products

- Customers willing to buy unique products that reflect their preferences

Key activity - Design challenge

Channel
- Online platform

- Offline store

Key partner - Artist

Table 2. Co-creative business model of Threadless
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3. Awaytomars

Designer Alfredo Orobio from Brazil analyzed how 

concepts were shared on social internet networks in 

2014, and he established Awaytomars with the expect-

ation that high-quality fashion products could be cre-

ated through co-work (Warner, 2020). With the ob-

jectives of fashion, co-creation, innovation, and profit 

sharing, Awaytomars, which began as a research proj-

ect at the University of Lisbon, Portugal, officially 

launched its business in London, England, in 2016 

(Bujor et al., 2017). 

Awaytomars uses co-creation as a method for open 

innovation and is engaging high fashion to engage 

customers. They engage consumers with high fashion 

involvement in the process of developing new fashion 

products and further improve their capabilities (Bujor 

et al., 2017). Awaytomars' ultimate goal is to alter what 

fashion design means to people, the process of design-

ing innovative fashion product, the manner in which 

fashion companies interact with people, and the man-

ner in which consumers buy fashion products (Bujor et 

al., 2017). Various activists, from 16-year-olds to es-

tablished artists who desire to participate in the devel-

opment of new fashion products with innovative ideas, 

are registered on the Awaytomars online platform 

(Warner, 2020). Activists of Awaytomars place their 

ideas on an online platform, collect opinions from oth-

er participants, and perform co-designs (Rosés, 2019). 

Awaytomars provides various forms of support to en-

able activists effectively crowdsource and crowdfund 

on online platforms (Bujor et al., 2017). Companies 

and fashion brands searching for innovative methods 

for expanding their businesses have partnered with 

Awaytomars to create capsule collections and become 

significant stakeholders in the company (Rosés, 2019). 

According to Awaytomars, “none of us are as strong as 

all of us”; this maxim guides the company with the in-

novation of a unified team built on shared values 

(Warner, 2020). <Table 4> presents the results of ana-

lyzing the co-creative business model of Awaytomars.

 

4. Nike plus (NIKE)

Nike is a multinational company based in the Uni-

ted States that produces sports clothing and accesso-

ries. Nike, a market leader in the sports industry, pio-

neered a novel approach to co-creation in 2006 when 

it established Nike Plus with members of the online 

running community (Ramaswamy, 2008; Towers, 2011; 

Wright, 2016). Through the Nike Plus website (nike-

plus.com), Nike actively engages runners who are in-

terested in Nike products and shares ideas on running 

with the online community. Additionally, it produced 

Nike Plus sensors, Nike ID, running shoes, and other 

items (Henderson, 2018; Wright, 2016). 

Nike presented an immersive experience through 

the Experience Co-Creation (ECC) approach by giv-

ing co-creation participants a variety of running- re-

lated materials, communicating about running and 

forming a bond, and providing training and education 

on running (Ramaswamy & Gouillart, 2010). The 

ECC process is Nike's proposed business model to 

provide customers with meaningful experiences and 

Construct Contents

Value proposition
- Innovative fashion products

- Present a transparent model of corporate fashion 

Customer segment

- Consumers interested in participating in the development of new fashion products with 

innovative ideas

- Consumers willing to buy innovative fashion products

Key activity
- Crowdsourcing

- Crowdfunding

Channel - Online platform

Key partner - Fashion company

Table 4. Co-creative business model of Awaytomars
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produce strategic values through interactions between 

customers and businesses (Ramaswamy, 2008). Parti-

cipants in Nike's co-creation access various informa-

tion about running and running products through the 

community and receive health education and run-

ning-related training from experts, and have immer-

sive experiences on running (Wright, 2016). Partici-

pants in the Nike co-creation process used a review- 

writing method. Nike Plus website interactions be-

tween participants resulted in the collection of their 

experiences, which generated a variety of suggestions 

for NFPD. Additionally, Nike and the participants cre-

ated a variety of goods and services through group 

creativity (Ramaswamy & Ozcan, 2016). Nike's con-

nection with Apple enabled it to successfully manage 

the Nike Plus community. Nike and Apple connected 

Nike sneakers, Nike Plus sensors, and Apple iPods to 

promote consumer engagement (Ramaswamy, 2008). 

<Table 5> presents the results of analyzing the co-cre-

ative business model of Nike.

5. Adidas made for (ADIDAS)

Adolf Dassler founded the German multinational 

corporation Adidas, a well-known sports brand, in 

1924 (Adidas, n.d.). Adidas is accelerating its tran-

sition to a direct-to-consumer-led (DTC) business to 

internally improve for continued growth and focus on 

sports, lifestyle, women, and partnerships (Salpini, 

2021). 

Adidas recruited runners, who were enthusiastic 

about creating new Adidas products, from the running 

community in 2017 and introduced new products. 

Furthermore, the SPEEDFACTORY started the AM4 

(Adidas made for) project to rapidly produce goods 

and at a cost-effective price. Adidas aimed to improve 

the running experience of participants by forming and 

sharing a sense of cultural immersion in running 

(Denny, 2020). The company developed new products 

with consumers who desired to participate in Adidas' 

activities among members of the local running com-

munity and consumers who desired to experience vari-

ous running cultures (Sawyer, 2018). Moreover, the 

co-created products were sold to consumers who were 

willing to purchase limited-edition running shoes in a 

specific city (Sawyer, 2018). Adidas' AM4 project was 

executed as a co-design through cultural immersion of 

online communities and offline running workshops 

(Denny et al., 2020). Adidas initiated co-creation ac-

tivities by sharing different running cultures with par-

ticipants rather than simply concentrating on develop-

ing innovative new items. Moreover, Adidas has im-

proved the inventiveness of its products through its 

partnership with SPEEDFACTORY. With SPEED-

FACTORY's automated production system, Adidas 

provided customized product solutions at a rapid pace. 

Additionally, participants' satisfaction with the prod-

uct could be increased and innovative changes could 

be made to the production process (Adidas, 2014). 

Adidas developed a prototype containing the charac-

teristics of the city through co-creation with consum-

ers and the developed prototype was released as a 

product after consumer testing through online and re-

tail stores. AM4LDN (Adidas produced for London) 

Construct Contents

Value proposition
- Personalized products that can enhance the running experience

- Immersive experiences on running

Customer segment
- Consumers who desire to share their experience with running and Nike products

- Consumers who desire to improve runner experience

Key activity - DART model-based interaction (between Nike and runners)

Channel

- Online community

- Media player

- Running training (offline)

Key partner - Apple (multinational technology company)

Table 5. Co-creative business model of Nike
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was the first series of items created in co-creation with 

customers, and it was followed by products in Paris, 

Los Angeles, New York, Tokyo, and Shanghai. (Preuss, 

2017). <Table 6> presents the results of analyzing the 

co-creative business model of Adidas.

 

6. Filaboration (FILA)

FILA, founded in Italy in 1911, is a Korean sports-

wear company that manufactures and sells clothing 

and sports products (Yoo, 2007). The successful col-

laboration between Fila and other brands is referred to 

as “Filaboration” by consumers (Park, 2018). Through 

Filaboration, two unexpected brands met and aug-

mented the design elements of each brand to present 

freshness and novelty to consumers (Kim, 2018). 

Particularly, it has improved its image as a brand en-

thusiastic by the 1020 generation (Park & Kim, 2020). 

Up to 2020, Fila has worked with game streamers 

on five Filaborations, beginning with the “Fila X woo-

wakgood Collaboration Edition” in 2018. This strat-

egy has been successful for Fila (Jung, 2018). Fila en-

hances the cultural value of the game, which is posi-

tioned as an independent cultural art genre, and game 

streamers strengthen the collective bond within the 

community through this process. Fila and the game 

streamer co-creation was performed through design 

crowdsourcing and voting through online commun-

ities, Twitch and YouTube broadcasting (Jo, 2018). 

After the game streamer explained the co-creation 

with Fila to the community they run through internet 

broadcasting, community members who have strong 

community ties submitted various product designs 

(International Textile Newspaper, 2018). The distinc-

tive point about Filaboration is that a key partner, a 

game streamer, acts as a mediator between Fila and 

consumers. Fila has conducted five rounds of Filabo-

ration and co-created with a community of 12 game 

streamers since August 2018. As a co-creation through 

the active participation of fans who have a strong bond 

with the game streamer, it was developed as Fila cloth-

ing, shoes, and accessories, and sold in online and re-

tail stores; it achieved considerably high profits (Yang, 

2019). <Table 7> presents the results of analyzing the 

co-creative business model of Fila. 

The structural characteristics of the co-creative 

NFPD business model were articulated through case 

analysis of new fashion product development through 

consumer participation. <Table 8> presents the specif-

ic factors of the co-creative NFPD business model 

through six case studies. 

 

V . Conclusion

The role of informed consumers is highlighted by 

the advancement of information and communication 

technologies. Additionally, consumers are significant 

stakeholders in the creation of corporate value because 

consumer engagement in business activities is increa-

sing. Although studies on the subject of value creation

Construct Contents

Value proposition

- Limited-edition running product in a specific city

- Create and share cultural immersion in running

- Improve running experience

Customer segment

- Consumers who desire to participate in brand activities 

- Consumers interested in experiencing a diverse running culture

- Consumers willing to purchase limited-edition running shoes for a particular city

Key activity - Co-design

Channel

- Online community

- Online store

- Running workshop (offline)

- Retail store

Key partner - Speedfactory

Table 6. Co-creative business model of Adidas
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Construct Contents

Value proposition

- Fashion products that embodies the community

- Increase the cultural value of games

- Strengthen community bond

Customer segment
- Generation 1020 who have strong game community ties 

- Consumers willing to buy new and unique products related to games and game streamers

Key activity
- Design crowdsourcing

- Voting

Channel

- Online community

- SNS (e.g., Twitch, YouTube) 

- Online store

- Retail store

Key partner - Online game streamer

Table 7. Co-creative business model of Fila

Co-value Co-creator Co-activity Co-platform Co-partner

⋅Profits share

⋅Innovative products

⋅Knowledge sharing

⋅Experience improvement

⋅Community value

⋅Tribal bond

⋅Sustainable fashion

⋅Experience-seeking type

⋅High fashion-involvement type

⋅Fashion innovative type

⋅Loyal brand-consumer type

⋅Crowdsourcing

⋅Vote

⋅Co-design

⋅Review writing 

⋅Crowdfunding

⋅Social media

⋅Online community

⋅Offline workshop

⋅Creative facilitator

⋅Participation 

promoter

⋅Resource investors

⋅Supply chain 

participant

Table 8. Key factors of the co-creative NFPD business model

 

 through co-creation are being conducted and fashion 

companies are encouraging consumer participation in 

a variety of corporate activities, the emphasis is on en-

hancing consumer services or systems rather than cre-

ating new fashion products. Therefore, this study at-

tempted to elucidate the structural characteristics of 

the co-creative NFPD process and to present specific 

factors based on this.

The components of the business model were analy-

zed through case studies to obtain a three-dimensional 

view of the co-creation NFPD process that fashion 

firms employ. For the case study, the activity in which 

a company develops a new product cooperatively with 

consumers is defined as a co-creative NFPD. Ten cases 

that satisfied the operational definition were selected. 

Along with five experts, the Threadless, Akamae, 

Awaytomars, Nike Plus, Adidas Made for, and Filabo-

ration were selected as study subjects. The cases were 

analyzed based on the business model components of 

value proposition, target customers, key activities, 

channels, and key partners to examine the structural 

characteristics of the selected consumer-participation- 

type NFPD cases from various perspectives. 

Fashion companies use co-creation to meet consu-

mer demand for unique and innovative fashion pro-

ducts while also increasing economic potential. To in-

crease the chances of success during the planning stage 

of the new product development (NPD) process, fash-

ion companies select co-values and co-creators that 

align with their brand strategy and capabilities. To pro-

duce more creative products through collective con-

sumer creativity, fashion companies organize various 

co-activities. With the proliferation of digital technol-

ogy and changes in the ICT environment, companies 

are increasing their co-creation activities through mul-

tiple channels. Co-platforms overcome the constraints 

of time and space in co-creation and facilitate inter-

action between companies and co-creators, increasing 

the likelihood of successful co-creative NPD. Co-part-

ners vary according to the co-creation strategy, and 
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while the initial consumer-participating fashion NPD 

processes is aimed at personalized design develop-

ment, recent co-creation also aims to develop innova-

tive and creative products. Fashion companies collab-

orate with various co-partners who act as design in-

spiration in consumer creative activities.

Fashion brands provide co-creation participants 

with a variety of tangible and intangible values, in-

cluding financial rewards, innovative products, and 

cultural immersion that offer opportunities to learn 

and enhance experiences. Through co-creation, fash-

ion companies collect and converge the needs of con-

sumers to increase the likelihood of developing suc-

cessful new products. Recently, fashion companies 

have proposed the voluntary and active participation 

of consumers to promote community values and de-

velop a sustainable fashion industry, resulting in more 

creative and innovative products. Co-creation activ-

ities target specific groups of consumers with common 

interests and similarities, with active co-creators pur-

suing new experiences, who are highly innovative in 

fashion, with a strong sense of belonging to the com-

munity or having a close emotional bond with the 

brand. Co-creation tasks become a common goal for 

participants, leading to cooperation rather than com-

petition. Fashion companies employ a variety of co- 

creation activities, such as crowdsourcing, voting, co- 

design, review writing, and crowdfunding, to increase 

consumer involvement. Online and offline platforms 

are used strategically to facilitate relationships be-

tween brands and participants, as well as among 

participants. Participants engage in co-creation activ-

ities on social media or online communities, strength-

ening connections through communication and inter-

action. Fashion companies develop group creativity 

by collaborating with significant partners having uni-

que expertise, including consumers, artisans, artists, 

and suppliers with digital technology, while participa-

tion facilitators and resource investors continuously 

participate in co-creation activities as co-partners of 

fashion companies to help increase the vitality of co- 

creation.

This study proposed various interaction factors with 

a focus on developing innovative and creative new 

products by increasing consumers' participation and 

spontaneity. This study identified new elements of co- 

creation business models and altered customer- en-

gagement strategies caused by the growth of online 

platforms. Using the co-creation approach established 

in the field of business administration to design new 

fashion products helped advance research on new 

fashion strategies and offered the foundational in-

formation for further studies. Additionally, the struc-

tural characteristics of co-creation derived from this 

study presented practical implications for companies 

that desire to develop new fashion products in a novel 

manner. This study could be a useful material for es-

tablishing a strategy based on a company's situation 

and the characteristics of a brand. The findings of this 

study will be useful for Korean fashion companies, 

which are expanding as a result of the escalating 

worldwide competitiveness and the maturation of the 

industry.
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