My part 2 practice:
In terms of fashion style, my previous works are the integration of fashion and sports style. The details of clothing decoration are mainly craft, but they are more focused on the characteristics of high fashion, so I pay attention to the change of shape, which weakens the functionality. However, I want to build a commercial brand through my previous works, and I try to explore the balance between "multi-purpose clothing" and the integration of function and aesthetics. Based on interactive aesthetics, consumers' participatory design and personalized aesthetics can be amplified. Based on experience, consumers can define their own aesthetics by means of disassembly and adjustment. The practice space I imagine is to enhance emotional connection through interactive feedback with users. I will present 8-10 sets of clothing that can be combined in a variety of ways and invite users who love outdoor sports and fashion (the multi-purpose of casual wear and work clothes) to participate in the combination game based on clothing pieces. The module has outstanding functions and aesthetic modeling, and will arouse people's reaction through the interactive link of a 3DCLO virtual show video. Use programs such as 3D CLO to create 3D virtual models of garments and demonstrate the process of assembly and disassembly, incorporating interactive elements into videos. Viewers can choose the assembly order or the type of modules they want to use next, making the experience more immersive and engaging. This also mimics the gamelike assembly process of modular clothing, enhancing the understanding and appreciation of the concept. My research on the relationship between clothing connection patterns and emotional durability delves into the intricate interplay between tangible elements (clothing and connection methods) and intangible phenomena (emotions, desires, and personal narratives).
Through a journey of interaction between people and things, explore how the ways and processes we connect to clothes subtly but significantly shape our emotional experiences. It shows that our clothes are not just about beauty or functionality; And the interactivity of the game. It is not a quiet "commodity" that stays in the closet, but a means of self-expression, a canvas and a "toy" that carries and communicates our personal stories, preferences and feelings. By creating interactive, modular clothing, each of us is invited to actively participate in the "play experience" and construct an identity of clothing that is uniquely our own, allowing us to "slow down" and feel it adds a unique layer of personal engagement and emotional connection that enhances the lasting traces the clothing leaves in our lives.

Social/environmental concerns:
In 2023, the global fashion industry will need to fend off inflation while looking for opportunities to change consumer patterns, channel and digital marketing strategies, and manufacturing methods. In the context of fast fashion, people lack emotional attachment to clothing, and if such a connection is established, it may reduce the frequency of impulse purchases and disposals. Z Users are looking for personalized, versatile clothing that can express themselves, especially they want to blur the boundaries between casual wear and work clothes, and they also want to participate in co-design, so I adopt modular fashion, through detachable components to achieve adaptability and aesthetic experience interaction, to meet the changing needs of consumers and the integration of lifestyles.

Is my part 2 practice-based research of contemporary significance?”
Omni-Connected Landscape: In our digital age, consumers are increasingly omni-connected, emphasizing the need for brands to offer consistent digital experiences（Huang et al.2023;Wanick, V & Bazaki2023;Amed et al.2023). My research delves into digitally transformed fashion design, focusing on providing a holistic, sensory, and emotional interaction that caters to today's consumer demands.

Emotional Resonance with Transformative Design:Driven by the desire for novelty, consumers often underutilize and discard garments, leading to waste. Transformable-designed apparel, adaptable through methods like folding or twisting, offers multiple styles and shape.(Koo et al. 2014; Rahman and Gong 2016).

Self-Expression in Fashion: The contemporary consumer, especially the younger demographic, cherishes self-expression.Shoppers are likely to look for pieces that accentuate individuality and uniqueness, making occasion wear a ripe space for high-end, specialty brands that can satisfy a desire for playful indulgence. My focus on upgradable and adaptable fashion enables users to infuse their personality and individualism into their attire, aligning perfectly with this trend(Amed et al.2023;Strähle & Wagner,2016).

Fluidity in Fashion Categories: The lines between different fashion categories are blurring. Recognizing this, my research introduces performance suiting that merges comfort with adaptability, fitting various occasions. This shift reflects the modern trend of merging leisure wear with workwear and the preference for smart-casual attire in the post-pandemic world(Amed et al.2023).

Empowering the Consumer: In today's digital world, consumers are evolving from mere passive recipients to active co-creators in the product journey. Central to my research is this dynamic interplay, where I emphasize interactive aesthetics that allow users to define and shape their aesthetic experiences（Petersen et al.2004;Lenz et al.2014;Xenakis & Arnellos,2013).

Beyond Just Functionality: Contemporary fashion is not just about utility; aesthetics play a pivotal role(Lenz et al.2014). My approach ensures that design choices are not just fleeting trends but resonate on deeper levels, by focusing on the internal and external structure of the garment, the creation of garments that can be disassembled and adjusted through various link combinations enables users to constantly rediscover and reinvent their fashion experience(Haines-Gadd,2018;Ji & Lin,2022).
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