Design #il, 2025, 10(6), 334-343 Hans iXJth
Published Online December 2025 in Hans. https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2025.106034

Bl AL S M FE R ERE R
RER MRS

NBEE, 548, LEH, F £
bR e ZAR B 2B, b

Weks H . 2025410 150 FHERE: 20254F11 200 & A HBE: 20254F11 H28H

=

WEER T HINE RIS M EZE A, W IR R R BN — P BE R 5 R R 1 R & B3 T RE
RRIERE . ZHTN T IR RRATRT TE R 2 R AR Bu o L BB B I T b, S X R L]
R QAT 2R Bl DA R B S B R Tt 12 . PR BEAS SCHRAD 13X 77 Th BRI, 48 HH I I R O R A
2, Fo AR RGER DA ERI LS SRR . ASCE T METFIR AR R PSR
fEs BR. A RFEMBER TGRS . LR, R - IMEEE, SR LARBTARFREHESR,
N R SEBH AT TR A58 A B9 ML 0 vt A R BRSO B A 4
XA

RO 05, B R, HMEREEY, TRkl

Research on the Correlation between
Fashion Game Mechanism and
Digital Product Value Model

Jiayin Liu, Sijie Dong, Zeyu Wang, Bing Ning"
School of Art and Design, Beijing Institute of Fashion Technology, Beijing

Received: October 15, 2025; accepted: November 20, 2025; published: November 28, 2025

Abstract

With the integration of digital entertainment and virtual fashion, fashion games have evolved into
aunique genre combining entertainment attributes with consumption and social functions. Current
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research on fashion games predominantly focuses on analyzing player psychology or cultural sig-
nificance, lacking discussions about how game mechanisms generate and transform these values.
This paper addresses this gap by proposing a process of value transformation in fashion game
mechanisms and examining how different systems interact to create dynamic transitions. We estab-
lish a value evaluation model to measure the strengths and weaknesses of various mechanisms
across functional, emotional, social, symbolic, and exchange dimensions. In other words, the mech-
anism-value model serves as both an explanatory framework for academic research and an analyt-
ical tool for design practice. This study aims to provide new theories and methodologies for design-
ing fashion game mechanisms and understanding their value.
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Table 1. Value dimension model
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Table 2. Analysis of fashion game cases
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Figure 1. Five value models over time
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Table 3. The evolution of the value of fashion games
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Figure 2. Evolution of mechanisms in fashion games
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