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Abstract

This two-part study explores the changes in the types of perceived value and consumption channels for vin-
tage clothing and the relationship between the two variables. In Study 1, we used text mining with the keyword
“fashion+vintage.” Emotional value was the most frequently mentioned, and environmental value increased
the most. We also revealed an increasing trend in online channels for vintage clothing consumption. In Study 2,
we analyzed 30 interviews with consumers who had purchased vintage clothing through online channels. We
identified 7 attributes and 20 goals for vintage consumption online and pinpointed three strong connections.
First, consumers reported high levels of service satisfaction due to the usefulness of algorithms. Second, the au-
thenticity and heritage information available through online and mobile channels were associated with consum-
ers' perceptions of value related to financial benefits. Third, consumers sought to find rare products through on-
line channels, leading to a strong influence on their sense of achievement. Overall, this study proposed ways to
increase the value of vintage clothing perceived by consumers through consumption online.

Key words: Vintage clothing, Consumption channels, Perceived value, Text mining, Means-end chain theory;
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AeeE 5 %‘1}“ ol Al @& A AES EolE0l THE dotE 4= Qs AT AE RS SukEtk(Pitts
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G. Sense of achievement

"You said that the reason you prefer purchasing online is because you can compare and
Question | search for information on various products, and you can directly contact the seller through

messenger. Why is that important to you about this?"

G. Possibility of finding rare Answer

products

G. Getting useful product

"First, online and SNS market has more inventory than offline store. and it seems like a
good place to compare various types of clothes by visiting various sites or platforms.
Also, before purchasing a product, you can get enough information by directly messaging

with the seller to request information about the condition or quality of vintage clothing.”

information

Question |'"Whatis it important to you? What do you gain from it?"

A. Informativeness Answer

A. Interactivity

"Any limited edition or discontinued products are more likely to be found online, and
when I discover such a rare vintage, it makes me feel very proud. In my case, owning
a product that could no longer be obtained was a very valuable experience in itself, and

having a product that represents the value of time is truly a valuable thing."

Fig. 1. An example of deriving abstraction levels based on an interview.
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frequency
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400 o g, 159, Y
350 e E co-friendly value
pd
300

/ s ® (brand

Epistemic value

e, rarity value, corporate
ible valu h-end,

250 +® e,
....' value, collecti alu
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200 .7

* » o Utilitarian value
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0oe°*”
150 /
100
-
50 ‘
2019 2020 2021 2022 years

Fig. 2. A time series analysis of key-words for perceived values of vintage clothing.
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Fig. 3. A time series analysis of key-words for consumption channels of vintage clothing.
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Fig. 4. Hierarchical value map of consumers using online channels for vintage clothing shopping.
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