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1.Introduction
Sustainable development has been a focus since its introduction in the 1987 Brundtland Report (Keeble,1987). As part of this movement, sustainable fashion has become a key area of interest. This study uses phenomenological methods to explore the relationship between multi-sensory experience of sustainable clothing and consumers' emotional attachment. This study analyzes the factors affecting consumers' aesthetic preference for sustainable clothing from the perspective of ghosts, focusing on historical or nostalgic elements. By studying these factors, we hope to explore the causes that shape emotional durability and contribute to the development of design strategies to promote sustainable fashion choices for consumers.

Methodology A： Phenomenology

· The importance of intuitive sense 
Descriptive phenomenology emphasizes the importance of acknowledging that each individual is unique, with distinct experiences arising directly from personal consciousness. These experiences are not predefined interpretations but immediate reflections that require personal immersion for true comprehension. In this context, we view fashion as a fundamental aesthetic practice, considering clothing as a "second life body" (Marino, 2020).

Husserl's theory of "eidetic intuition" informs us of the significant influence intuitive perception has on aesthetic preference and consumption behavior (Husserl, 1913/1962). As Husserl suggests, apperception is not a function of reasoning, inference, or hypothesis construction. Instead, it represents direct and intuitive perception (Staiti, 2012). The analogue of sensuous perceiving and not of imagining” (Husserl,1983, p. 44)."Intuition" is the presentation of the subject matter in the fullness of its concrete presence (Cobb-Stevens, 1990, p. 43).Take, for example, the act of viewing a painting. The intent is to intuitively experience the conveyed emotions and messages, not to interpret its meaning. Likewise, color, a critical aspect of clothing aesthetics, directly impacts emotional responses and influences human behavior significantly (Bellizzi & Hite, 1992). For instance, red can incite excitement, while blue induces calmness (Elliot & Maier, 2014). People's reactions to specific colors influence their product evaluations and subsequent purchasing decisions (Labrecque & Milne, 2012).

Considering a lifeworld perspective, the experience of tasting new food or wine provides an immediate sensory interaction with its taste, aroma, texture, and temperature, giving us a rich, sensory experience (Thorngate, 1997). This resonates with Husserl's "lifeworld" concept, where perception is our means of interacting with the world, emotions reflect our reactions, and thoughts embody our understanding (Husserl, 1936/1970). We often perceive we can directly understand others' emotions — laughter implies happiness, tears suggest sadness, blushes denote shame, and outstretched hands indicate pleading (Gallagher, 2008). Phenomenology treats these immediate perceptions and understandings as facts, even when faced with arguments that perceive them as mere bodily sensations (Scheler, 1954). Our direct experiences with clothing brands can significantly influence our purchasing decisions. This impact reveals the influence of the retail environment on consumer behavior (Turley & Milliman, 2000; Hamilton and Thompson, 2007; Fazio, Zanna, and Cooper, 1978).

Shifting focus to Husserl's concept of "stimulus," attention is drawn away from cause and effect towards motivation (Staiti, 2012). Fashion's strong visual appeal, inseparable from aesthetics, offers a captivating example (Kawamura,2018). Contemporary discourse on "aesthetics" covers a broad spectrum, including sensory experiences associated with all art forms, everyday objects, and concepts defining aesthetics such as form, expression, harmony, beauty, taste, and feeling (Townsend,1997; Holbrook and Zirlin,1985; Schroeder and Borgerson,2002; Carroll,2001). Brands like Patagonia create positive emotional responses by focusing on visually appealing, sustainable designs (Lindgaard et al., 2006). Consumers' perceptions and experiences, evident in their daily lives, shape their sustainable behaviors, emotional attachments, and practical values (Venkatesh & Meamber, 2008).

In conclusion, our senses evolve with the changes in our surroundings. Concepts such as "eidetic intuition" and "lifeworld" influence our emotions and aesthetic preferences. 

· The interaction between people and things can further affect people's experience

Lerpiniere's (2013) phenomenological interview analysis emphasized the integral process of clothing interaction, which includes purchase, consumption, and storage. His research highlighted how design details, memory, and personal interaction impact the quality of clothing experience. Reflecting Verbeek's (2005) assertion, the interaction with design objects reveals more than just our relationship with the objects around us; it illuminates our sense of existence in the world.

This perspective aligns with Miller's (2010) "dialectical theory of material culture." According to this theory, we become conscious of our cultural participation through practices like tunic-wearing. We are brought up within a material culture inherited from our predecessors, and the objects around us shape suitable behavior. 

Phenomenological methodologies in fashion studies enrich our understanding of specific works and offer insights into lived experiences. For instance, examining a blue cardigan through a phenomenological lens allows us to observe how light reflects on the garment's folds, the feel of the material (be it soft, smooth, icy, etc.), and the impact the garment has on the wearer's behavior, such as sitting posture and interaction with their environment (Valle-Noronha, 2019).

The tactile experience of clothing can significantly affect consumers' purchasing decisions (Peck & Childers, 2003; Spence & Gallace, 2011). Trying on clothes offers more than just a sensation of the fabric's texture and weight against our bodies; it provides a glimpse into the garment's shape, proportion, and aesthetic appeal.

From a phenomenological standpoint, the relationship between the human body and the clothes it adorns is not only interwoven but also mutually formative (Verbeek, 2005, p.112). Designers like Issey Miyake and Rei Kawakubo accentuate the symbiotic relationship between clothing and the body, where clothing transforms according to body movement, creating an organic, fluid relationship (Negrin, 2015).

Such designs, which offer a greater range of motion than restrictive garments, foreground the fundamental function of clothing: comfort. Yet, this basic attribute is often overlooked in contemporary fashion (Bruggeman 2018; Fletcher 2016; Gill and Lopes 2011; Niinimaki 2011). By focusing on maximizing the functional attributes of clothing within aesthetic boundaries, we can establish a more direct connection between fashion and human emotions.

Drawing on Flusser's (1999) research, Valle-Noronha (2019) argued that design has the power to shift the role of the wearer and clothing from passive to active. This transformation entails recognizing the individual – as a consumer and a wearer – and clothing, as agents worthy of value. The terms "experience," "participation," and "interaction" are often used interchangeably in literature (Valle-Noronha,2019). Similarly, I believe that the nature of clothing is interactive, and relationships should be viewed as such. Besides the basic act of wearing, the multifaceted combination of clothing offers people a broader scope for interaction.

· Extending the emotional durability of objects

Merleau-Ponty's phenomenology, as pointed out by Poulsen & Thøgersen (2011), underscores embodied experience as a fundamental aspect of human interaction with the world. Rejecting the intellectual and empirical view that the body is merely a vessel of experience and expression, this theory transcends the Cartesian dualism of mind and body. Instead, it argues for a form of corporeal intentionality in which the body, more than a biological machine, is a sentient being anchoring us in the world.

Merleau-Ponty's (1962) concept of the "lived body" accentuates the connection between the body, senses, and the world. It contends that perception extends beyond the brain's processing of sensory inputs, emphasizing the complex interplay between the body and its environment. This theory resonates with Schon's (1984) "Reflection in Action" and Gedenryd's (1998) "Interactive Cognition." Both ideas reject the concept of isolated human cognition, focusing instead on embodied, contextualized participation.

In this context, it becomes clear that designers cannot merely assume the balance between aesthetics and functionality based on their experiences and cognition. Therefore, my research will adopt a participatory design approach, guided by Merleau-Ponty's theory of perceptual participation. The objective is to explore the impact of the tactile, visual, and emotional response to clothing's shape, color, and material.

This exploration may involve participants wearing clothing with various sustainability characteristics like craftsmanship, fabric type, or design philosophy. Participants can then provide insights into their tactile experiences, the garment's movement, and the interplay of sight and touch. These accounts could potentially shed light on their increased emotional involvement and attachment to the clothing.

Effective design operates at three different levels: visceral, behavioral, and reflective (Norman, 2004). Visceral design focuses on the appearance and tactile quality of a product, while behavioral design emphasizes usability and functionality. Reflective design aims to create personal association and meaning linked with the product (Tenner,2015). Stephen Seely (2012), a gender theorist, coined the term "emotional fashion" to describe an approach to clothing and fashion design that transcends the visual realm. He describes Kawakubo 's work is not just about blending the boundaries between body and garment, nor can it be adequately described as a prosthetic “incorporation” of the object into the bod（Seely,2012,p.252).When the line between body and clothing is blurred, therefore, from the perspective of balancing phenomenological aesthetics and function, a product can meet people's interactive frequency and intuitive sense. The concept of Hauntology, as a complementary methodology, can draw upon nostalgic elements and memories to create stronger emotional durability

· Critical Thinking
"The adaptability of phenomenological research methods to an ever-widening scope of inquiry is one of its greatest strengths," notes Garza (2007, p. 338). However, Finlay (2012, p.17) counters this view, asking, "Can phenomenology embrace the 21st-century future without casting regretful backward glances to earlier times?"

From my perspective, while phenomenology provides a direct lens for explaining and describing subjectivity and individual perception, it falls short in in-depth analysis of the factors influencing its formation, such as cultural and social elements. This focus on personal experience may lead to a partial lack of objectivity.

Hauntology, on the other hand, presents a critical advantage: its focus on deconstruction and questioning of our experience and cognition. It endeavors to illuminate forgotten or overlooked social and cultural aspects that challenge our assumptions and stereotypes.

In the dynamic relationship between individuals and clothing, phenomenology can illuminate the wearer's direct perceptions and emotions. It facilitates exploration into consumers' aesthetic preferences and emotionally linked design elements, providing a unique angle for analyzing whether the balance between aesthetics and function is the future trend in design.

Meanwhile, Hauntology can offer insight into how personal memory, history, and social culture influence these perceptions and emotions. It allows for a more comprehensive analysis of why individuals develop lasting emotional durability for clothing after purchase. In essence, this dual-pronged approach of employing both phenomenology and Hauntology can provide a more comprehensive and balanced perspective in the study of fashion.

· Method A：
The aim of this study is to understand how female students aged 18-30 perceive the balance between aesthetics and function in fashion design, and to explore the emotional link between them and clothing

1. Questionnaire survey: An online questionnaire is designed to collect data to understand the basic information of the target group, including their clothing purchasing habits, values, understanding of clothing design, and how they evaluate the balance between aesthetics and function in clothing design.

2. Interview: On the basis of questionnaire survey, some interviewees were selected for in-depth interview, so as to have a deeper understanding of their emotional connection with clothing and their specific perception of the balance between aesthetics and function in clothing design

3. Design problems:

Which do you think is more important in fashion design, aesthetics or function? Why?

Can you describe a piece of clothing that you think strikes a good balance between aesthetics and function? What makes you think it's balanced?

What factors do you consider first when buying clothing?

Is there an outfit you particularly love or hate? What is the reason for this?

What elements of your interaction with the costume trigger an emotional response?

How would you describe the feeling this costume makes you feel?
Methodology B： Hauntology

· Internal narrative of products: Find the historical temperature from the past process to link emotions

From a Historical Perspective," delves into how historical fashion styles, technologies, and materials have catalyzed sustainable fashion design and influenced contemporary fashion trends (Fletcher, 2016). Traditional crafts, imbued with narrative and emotional resonance, can also function as instruments of social and political change. Greer's (2014) case studies, ranging from community embroidery and prison handicrafts to revolutionary ceramics and yarn bombing, reveal how artisans balance creativity with altruism, asserting that craft can indeed stimulate transformative perspectives.

An illuminating instance is the late 19th and early 20th-century Arts and Crafts movement in the United States. Its emphasis on traditional craftsmanship, high-quality materials, and design inspired by nature resonates even today (Kaplan and Boris, 1987). In the 20th and 21st centuries, creating artifacts through craft is frequently associated with triggering experiences and emotions (Niedderer,2009). This encourages us to explore the relationship between 'craft' and people, to better understand the materials, creative process, and tactile perceptions that generate emotional value (Niedderer and Townsend, 2014).

The hauntological perspective urges us to adopt 'a distinct pattern of perception' (Pile, 2005). Given the lengthy history of entangled vision, representation, and phantoms, visual culture often tells ghostly tales when narrated, challenging the intricate web of visibility that establishes, dismantles, and deconstructs modern visual themes (Mirzoeff, 2002). Hence, it can be argued that traditional crafts from the past need deconstruction and evolution to adapt to changing times.

At present, many designers view the reproduction of traditional craft as a form of heritage, neglecting its core design thinking and contemporary needs. They simply regard "representation" as a modern expression. "Hauntology" might include forgotten crafts, vanishing production modes, or neglected design elements and their rationale. Fashion is a form of cultural memory, and traces of the past persist in the clothes we wear today (Jenss, 2015).

An example is jeans pocket design, originated during the gold rush of the 1850s and 1860s in western United States, when workers kept their pocket watches in jeans pockets to prevent scratches. Though pocket watches are no longer in vogue, the design persists in contemporary jeans. This vestige of the past is a testimony and continuation of culture and history, reflective of the changing times.

Many fashion designers derive inspiration from past cultures and paradigms, continuing the internal narratives of specialized design and crafts from the past. Viktor&Rolf, for instance, combined the American pioneer fairy tale "A House on the Prairie" with American illustrator Holly Hobbie's characters. This inspired their Spring/Summer 2020 high fashion series, which utilized the method of deconstruction and recycling. They collated and spliced fabric samples collected over the past 20 to 25 years into dolls that evoked a strong sense of handmade craftsmanship and nostalgia. This was intended to resonate with consumers, invoking nostalgia and attachment, and thus creating a deeper emotional connection with the product.

· "Emotional Connection to Clothing in Personal Narratives"

Hauntology, as a discourse, by no means something rareﬁed;it was proper to the time of “techno-tele-discursivity,techno-tele-iconicity,”“simulacra,”and“synthetic images.”(p.19),is intrinsically linked with popular culture (Fisher, 2012). Through this hauntological lens, an "emotional connection to clothing in a personal narrative" might be perceived as a kind of "ghost" or "echo". It indeed retains in any case the signiﬁcance of what persists [ per- dure] or tends to permanence [ permane] through a change or alteration or movement; it indeed retains its per（Derrida,2019,p.29-30）. This connection or narrative could relate to our past memories, our experiences, or even our expectations for the future. When shopping, certain design elements, such as a beloved childhood animation theme, might draw us in. These recurring memories, connections, and narratives shape a form of "ghost" in our lives, affecting our consumption behavior and perception.For example, a trench coat can convey "human" temperament to some extent from its texture, color, shape, craft and proportion. For example, it can directly bring satisfaction to people when they first buy or wear it. The emotional durability of clothing lies in its ability to maintain its relevance and attraction over time. This can be influenced by a variety of factors, such as the timeless design of the coat, the prestige associated with the brand, or even the personal memories associated with the coat.Thus, the narratives and stories attached to clothing can foster a connection between people and garments, establishing a deeper emotional tie.

For fashion designers, studying individual and collective memory (Assmann, 2008) can lead to a profound understanding of past fashion trends, styles, and practices that reinterpret and challenge history. This exploration allows us to examine their influence on current design trends, which plays a significant role in stirring emotional vitality. 

Take, for example, designers like Samuel Drira. His collaboration with JNBY Capsule brand not only provides more volume and adjustable space in clothing shapes but also uses deconstructed fabrics to create unique textures. Similarly, the "Hot Water Exquisite Savage" brand champions a sustainable concept of "buying as little as possible," with their exquisite designs and hand-dyed fabrics forming unique clothing items. They have forged the brand's distinctive memory to pique consumer curiosity. 

Moreover, many consumers find themselves drawn to a brand's concept, developing an interest in it through a deep understanding of the brand's historical narrative. By integrating product beauty, comfort, quality, functionality, and other factors, consumers may develop an attachment, or even a preference. Like "ghosts", albeit invisible, these elements can at any time influence consumer behavior and tendency, transforming them into loyal brand advocates. Clearly, regular and enjoyable usage experiences construct strong memories associated with particular clothing items. Over time, this emotional connection fosters preference, and potentially deep affection, for specific items (Niinimaki and Armstrong, 2013).

· The symbolic expression of costume narrative

Drawing on the discourse of hauntology, clothing narratives can be perceived as symbolic gifts that weave stories. According to research by Niinimaki and Armstrong (2013), consumers can establish an emotional connection with clothing through associated memories or meanings. For instance, significant items like "battle robes" or gifts from loved ones can nurture this emotional connection, thus promoting and extending the lifespan of these garments. A gift embodies both emotion and memory, bridging the past and the present. When an item, such as a piece of clothing, is bestowed as a gift, it signifies emotional memory. This symbolism makes consumers more inclined to retain and utilize the garment over a prolonged period. It isn't merely a practical item, but a vessel for emotion, containing memories and sentiments from a specific moment in time.
This notion is manifested in the design of the "Home" series in Anrealage's 2021SS collection, specifically in the form of "geometric clothing." The designer uses polyhedrons as a base to deconstruct suits, trench coats, shirts, and more, thereby creating a mobile "home" gift. When the clothing is buttressed by an exoskeleton, it forms a tent. Upon removing the skeleton, it's buttoned, pleated, and folded into a garment. Through fabric choice and silhouette structure, the designer imparts the "warmth of home."

Following this, we delve into the cradle-to-cradle design, a concept developed by William McDonough and Michael Braungart. This design ethos aims to create products that can be wholly disassembled and repurposed into new products, thereby minimizing waste and promoting material recycling (McDonough and Braungart, 2002). This design paradigm, through its recurring utilization of elements from the past to reconstruct new products, establishes a continuous "ghost" interaction with consumers, adding significant symbolic value to the brand.

Further, renowned fashion designer Martin Margiela frequently repurposes and enhances vintage clothing. His designs, imbued with historical influences and memories, serve as an emblematic representation of emotional design. From a marketing perspective, brands can offer personalized services, such as remaking brand-owned clothing to extend its lifespan. This action creates fresh items that reflect the values of reuse and upcycling, all while maintaining a connection with the past. Moreover, integrating the concept of "gift" into the brand's core values positions the brand as a go-to choice for gifting, necessitating a focus on packaging design.

Understanding these multiple "gifts," Wallendorf and Arnould's (1988) research on beloved objects reveals that people's favorite items often evoke memories of friends, family, holiday trips, or special events. These items might also serve as mementos of their creators or have been received as a gift. Emphasizing the importance of the function of these cherished objects is the shared history of use between people and items. 

· The limitation of Hauntology in in the design of the emotional attachment of clothing
Hauntology can serve as a powerful adjunct to phenomenology in the realm of costume design. Hauntology introduces historical and cultural dimensions into the design process, effectively supplementing phenomenology's focus on personal sensation and interaction. By engaging with the past and examining the cultural significance associated with materials, techniques, and styles, we can explore how historical remnants continue to haunt the present through cultural memory and collective consciousness.

Designers, consequently, create fashion pieces that not only establish an emotional connection with individuals but also echo broader cultural and historical trends. Hauntology, therefore, imparts depth and richness to sustainable fashion design, elements that may not be fully realized through a purely phenomenological approach.

However, it's worth noting a limitation when utilizing hauntology in sustainable fashion design: there may be an overemphasis on nostalgia and the past, potentially overlooking the current and future needs of consumers and the environment. Additionally, the method may not resonate with all consumers, as it often necessitates a degree of cultural and historical knowledge. As such, phenomenology and hauntology complement each other, offering a multifaceted approach to enhancing the emotional durability of clothing.

· Method B:

The study aimed to understand a group of female students aged 18-30 to explore their emotional memory links with clothing

Research methods:

Interview: Through in-depth interviews, the target group's memories and emotional links to the clothing are collected.

Self-reflection: Participants were asked to self-reflect and record their personal and emotional experiences with emotionally linked clothing.

Object analysis: Analyze the clothes that interviewees think have strong emotional memory links, extract their design elements, and find the common points of emotional links

Design problems include:

What is your most treasured costume? Why?

What's the story behind this costume?

What emotional memories do you have of this costume?

Can you identify design elements or features common to clothing with strong emotional memories?

Have you ever felt a particular attachment to a particular garment for any reason (such as receiving a compliment)? How did that affect your choice of clothing?

Do you have an outfit that you keep but don't wear often? What special meaning do these costumes have for you?

Conclusion：
In conclusion, this paper utilizes phenomenology as a framework to explore the correlation between individuals' intuitive perceptions, the interactive experience between humans and objects, and the enduring nature of emotions. Hauntology further illuminates this relationship, considering the internal narrative, personal accounts, and symbolic representation of narratives that are time-appropriate and rooted in deconstructions of the past.

In the realm of costume design, Hauntology can supplement phenomenology by integrating historical and cultural dimensions into the design process. Through careful analysis, the paper delineates characteristics of garments imbued with profound emotional memory and distills key design elements.

In essence, this research provides a holistic insight into how our senses and interactions, complemented by historical and cultural considerations, can contribute to long-lasting emotional connections in fashion design.
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