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Abstract. The widespread use of online clothing sales is hampered by underdeveloped consumer control
methods. The introduction of electronic tags in the design of clothing can provide feedback between the
consumer and the manufacturer. The purpose of the study was to create a model of online customisation of
clothing with two feedback cycles based on the use of electronic tags and to prove its effectiveness. Research
methods included modelling of the customisation process, methods of interviews with clothing manufacturers
and questionnaires of potential consumers with further statistical processing of the results. The improved model
of clothing customisation was developed and verified. The main blocks of the model are substantiated in the
form of the elements “clothing database”, “clothing attitude”, “clothing adaptation”, “clothing production”, “clothing
sales”, “clothing consumer”. At the same time, the key was to create a second feedback loop based on the use of
electronic tags. Elements of customisation process are described. Model for determining the effectiveness of
clothing customisation is developed. It was proved that the use of this model increases the efficiency of online
customisation of clothing by 25-35%, increases the number of intentions to participate, purchase clothing and
attract other participants by 5-13%. The introduction of electronic tags in the process of online clothing trade
will increase efficiency, provide feedback, improve quality and competitiveness
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Introduction

The massive introduction of computer and Internet volume of products that are largely identical or similar.
technologies in the process of developing and selling A certain obstacle to the introduction of Internet tech-
clothes has determined a number of achievements and  nologies in the production and sale of clothes is the
problems related to quality, efficiency,and competitive-  presence of a pronounced feedback from the develop-
ness. The modern clothing market offers quite a large  er — producer - consumer of clothes.
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Steps in the direction of providing such a connec-
tion are the developed models of “product -service
of clothing”, in which services largely depend on con-
sumption patterns formed in the process of commu-
nication between the manufacturer and the consumer
(Piontek et al., 2020). The internet customisation model
described in the work of T.H. Nobile & L. Cantoni (2023)
is more complex. At the same time, digital customisa-
tion is able to provide personalisation in the design and
manufacture of clothes.

Brands are actively putting digital customisation
models into practice. The number of scientific publica-
tions devoted to the problems of customisation in fash-
ion is growing every year. One of the important prob-
lems in the production of modern clothing is ensuring
its personalisation. A study by J. Qian & M. Zhao (2021)
analysed methods of intelligent generation and means
of virtual display of clothing design. The processes of
actual implementation of these methods require fur-
ther research. The first element of the Internet custo-
misation system, according to most studies involves
the formation of a database using innovative tools and
existing achievements. The structural elements of con-
structions of various types of clothing for the purpose
of their further customisation are largely considered in
a number of publications (Slavinska et al., 2021; 2022).
The scientific work of J. Hwang & S-VY. Youn (2023) in-
vestigated the process of product uncertainty during
shopping of clothes in the Internet space. Consumers
note the importance of communication with sellers,
manufacturers, as well as product demonstration. The
importance of providing a motivational factor, which
is insufficiently reflected in existing models, is noted.

C. Lorenzo-Romero et al. (2023) described the pro-
cess of co-creation in the development and consump-
tion of clothing. Three different segments are proposed:
“full co-creator”, ‘company/brand-oriented co-creator”
and ‘other people-oriented co-creator”, which show
three different ways of co-creating with a fashion firm.
Such segments determine the direction of improve-
ment of online clothing customisation systems. H-
L. Chan (2016) noted that one of the promising tech-
nologies in clothing supply management is the use of
electronic labels. Implementation of similar systems
is considered for logistics, as well as management of
communication with clients. In particular, S-H. Lee et
al. (2021) considered the possibility of using electronic
labels in an ecological aspect for operational control of
the condition of clothing, which can potentially be used
in the product-service system.

To a certain extent, electronic devices incorporated
in the clothing can provide such feedback. Such devic-
es have not yet been widely adopted. A contradiction
arises between the possibility of modern electronic
devices to create feedback for clothing consumers,
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the requirements for improving the Internet trade in
clothing, and the insufficient implementation of new
technologies in the real process of clothing customi-
sation. The research hypothesis can be formulated in
the fact that the use of electronic labels can signifi-
cantly increase the efficiency of the online clothing
customisation process.

The purpose of the study was to justify the feasibili-
ty of implementing feedback tools based on NFC labels.

Materials and Methods

The model of the customisation process includes a
number of blocks that define the main processes and
events. Block connections can be direct or have the
form of loops that define feedback. In the process of
the model building, a system of concepts was used
based on the analysis of the functioning of the exist-
ing customisation system, the shortcomings and pros-
pects for improvement were analysed based on the
latest technical achievements that can improve the
functioning of the system taking into account feed-
back. The basis for the research is the model of con-
sumer satisfaction (Fig. 1).

MANUFACTURER DATA
i MARKETING
Clothing
manufacturers Activity ACTIVITIES \
and retailers
EFFECTIVENESS
OF CUSTOMISATION
CONSUMER DATA
CUSTOMER /
i —
Potensial Expectations EXPERIENCE
customers

Figure 1. Basic model of the effectiveness
of the customisation
Source: based on M. Feori-Payne & E. McKinney (2022)

In this model, the effectiveness of customisation is
considered as a set of processes of waiting for custom-
ers based on their experience, capabilities, and expe-
rience of manufacturers and sellers of clothing with a
special emphasis on online trade. Effectiveness is de-
fined as the ratio of expectation and satisfaction when
studying the processes of the intention to participate
in customisation, the intention to purchase, and the in-
tention to attract other consumers. Modeling the custo-
misation process should include blocks related to gar-
ment database, garment relation, garment adaptation,
garment production. Blocks must be introduced to pro-
vide convenience and satisfaction to consumers, as well
as connections between all blocks, including feedback.
In the future, the model developed and expanded using
methods of analysis of existing blocks and connections,
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synthesis of a new model using promising technical
and organisational elements, as well as consideration
and structuring of factors that affect the effectiveness
of the customisation system.

During the research, the consumer audience was
segmented, a questionnaire was conducted, the pur-
pose of which was to identify the most important fea-
tures of the customisation. In the process of processing
the data, the results were analysed by factorial anal-
ysis and modelling. Identification of the management
features of the digital organisation of economic pro-
cesses is done by means of correlation analysis as well
as process rating (Splender et al., 2021). The process of
surveying includes 349 consumers and surveying 89
manufactories. The survey process took place during
personal interviews, personal questionnaires of con-
sumers, questionnaires on the Internet and through
social networks. Questions for consumers predicted
definition of weighting factors of abilities to use cus-
tomisation software. These abilities include: ability to
replenish the database, ability to form an image, ability
to adapt to individual parameters, ability to influence
production, ability to monitor compliance. Questions
to manufacturers were related to actual database of
elements of clothing, customisation software, means
of remote measurement, means of production, means
of feedback at stage of implementation.

The questionnaire for consumers consisted of
three parts. The purpose of the questionnaire was de-
termined in the introduction, and the essence of cus-
tomisation was briefly described. The requisite part
included such characteristics of the respondent as
age, gender, experience in buying clothes on the In-
ternet in general, and participation in the independ-
ent design of clothes. In the process of determining
the importance parameters, the scale with a range
from 1 to 5 was used. After that, a statistical analy-
sis was conducted to determine the average value of
importance among all respondents. The Pearson cor-
relation coefficients between different customisation
factors were determined separately. The quality and
reliability of the selected factors were assessed by
determining Cronbach’s Alpha for the selected set of
parameters, as well as separately for each parameter
in order to determine its importance for ensuring the
effectiveness of the process.

To determine the effectiveness of creating a sec-
ond feedback loop using electronic labels, a survey
of potential clothing consumers was conducted. The
survey was conducted using online personalisation
techniques through cloud-based surveys involving
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respondents on social media and other possible
means. A total of 349 respondents took part in the
survey. Segmentation by experience of participation
in the process of online personalisation of clothes al-
lowed distinguishing the following groups: consum-
ers without experience - 12%, beginner users - 24%,
users with offline shopping experience - 37%, users
with online shopping experience - 27%. The questions
in the questionnaire related to consumer participation
and were formed into five blocks that define the pro-
cess of clothing customisation. These questions deter-
mined the real possibility of consumers participating
in the stages with the involvement of modern techni-
cal and software tools available to them.

The study of the level of effectiveness of clothing
customisation systems by manufacturers was carried
out using interviews with managerial and technical
specialists, manufacturers, and sellers of clothing. A
total of 89 interviews were conducted. Segmentation
of these participants identified the following groups:
individual order — 27%, mass production - 34%, spe-
cialised customisation companies - 11%, internet
commerce - 28%. The interview questions were deter-
mined by the same blocks that provide customisation.
At the same time, emphasis was placed on methods of
ensuring efficiency that can be used by manufacturers.

The main parameters of Internet marketing
and customer experience in the process of forming
a customisation strategy are given in the study of
A. Wibowo et al. (2021). Similar studies are conduct-
ed using media methods and interviews with provid-
ers (Piontek et al., 2020). The conceptual basis of the
study offers three dimensions: awareness/association,
perceived quality, and loyalty. The conceptual frame-
work for dynamic clothing development (Feori-Payne
& McKinney, 2022) highlights the importance of
conducting in-depth interviews, testing with manu-
facturers and consumers. The study was conducted
in accordance with the norms of The Declaration of
Helsinki (2013).

Results

Analysis of the functioning of existing customisation
systems demonstrates, a significant drawback of ex-
isting online customisation schemes is the lack or
weakness of feedback from the client at the last stage
of product consumption. It is proposed to introduce
additional elements that can increase the efficiency
of the process for the existing scheme of Internet cus-
tomisation. It worth to describe the existing or neces-
sary elements (Fig. 2).
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Figure 2. A model of clothing customisation with double-feedback

Source: developed by the authors

The consumer must have access to a database of
clothing elements, which has a fairly large volume.
At the same time, this volume should not require
very high qualifications from consumers. Accord-
ingly, the software must have an interactive block
of communication with the consumer to establish a
sufficiently stable relationship and have clear access
for the consumer.

“Garment database” and “Garment relation” ele-
ments are basic for clothing customisation and must
be provided with appropriate computer and software.
Such elements do not provide feedback and a suffi-
cient degree of proportionality when making clothes
in the process of mutual design. Most of the existing
customisation schemes involve the use of 3D scanning
methods to provide real proportionality and a clear
presentation of the created image of clothing on the
figure. In this case, the “Garment adaptation” block is
added to the system, which ensures that the clothes
match the real figure.

This block involves the use of spatial measure-
ment tools and private use or the creation of a net-
work of service points with the possibility of 3D scan-
ning of the human body. It determines the creation of
the first feedback loop, which creates conditions for
increasing quality and, accordingly, increasing the effi-
ciency of customisation. At the same time, the overall
process remains open, as the final stage of consump-
tion remains without feedback.

The next block should be the “Garment production”
block. It may not be interesting for the consumer, but
it is an important part of ensuring the efficiency of the
process. The “Garment realisation” block determines the
delivery of the designed and manufactured product to
the consumer and involves the use of well-known or
advanced e-commerce tools. The usual scheme ends
here. In the best-case scenario, customer feedback is
provided in the form of a review on the website page.

The use of electronic tags in the design of clothing
allows to store, compare, and restore all information
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about the clothing produced in the customisation pro-
cess. At the same time, the consumer gets the opportu-
nity to create continuous online communication during
control, operation, and further communication with the
manufacturer in automatic mode. The use of electronic
labels allows to create a “Garment consumer” block that
determines the appearance of a second feedback ring.
Such a ring, unlike the first one, completely closes the
customisation of clothes, taking into account and en-
suring the requirements and interests of the consumer.

Naturally, the interests of the consumer and the
manufacturer should be aimed at one goal - improving
the quality of service, which determines the increase
in the efficiency of customisation. Further, all actions
and research were carried out from two points of view.
The first took into account the position of producers,
and the second - the position of consumers.An updated

structure of Internet customisation with the presence
of electronic labels as a carrier of information neces-
sary for feedback at the stage of clothing consumption
was proposed for the study. The modern consumer is
increasingly responding to individual clothing options.
Practically every man’s and woman’s wardrobe has a
shirt of the classic type, or almost close to this style. By
applying the principles of customisation, your favour-
ite shirt, like any other type of clothing in your ward-
robe, can become personalised. From the fabric to the
buttons, the style of the pockets, the collar, the cuffs,
the colour of the stitches, and individual details to the
smallest details - the entire look is personalised. Fig-
ure 3 shows the possible elements of customisation
of the male magpie, which can be expanded taking
into account innovative technologies (Polishchuk et
al.,2023) and technical production possibilities.
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Figure 3. Elements of customisation on the example of a men’s shirt

Source: developed by the authors

The detailing of the effectiveness of the elements
of customisation of a men’s shirt is presented in Table 1
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from the position of the manufacturer and the position
of the consumer.
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Table 1. Detailing the effectiveness of the elements of customisation

of a men’s shirt from the point of vie

w of the producer and the consumer

The effectiveness of customisation elements

From the manufacturer’s position

From the position of the consumer

The possibility of manufacturing the

product according to individual sizes

« Availability of a large number of standard sizes.
» The possibility of making clothes according
to individual measurements

 Conformity of the product to body dimensions.
« Taking into account the features of the individual figure

Variants of materials by quali

ty, colour, decoration, texture

The possibility to present a catalog of materials
with various sorting parameters (price, colour, pattern,
raw material composition, seasonality)

Satisfying personal preferences for every aspect of life

Variants of buttons, variants for stitching, contrasting seams

The possibility to present a catalog of buttons (threads)
with various sorting parameters (price, colour, material, size)

Finishing the product with contrasting seams and stitches
to emphasise originality and individuality, personalisation

Choice of silhouette (4 options)

The possibility of manufacturing products of various styles

Satisfaction of personal preferences in the style,
silhouette of the product

cuff (16 options);

Design options: collar (19 options), interlining (5 options);

pocket (9 options)

The possibility to satisfy a wide range of consumers

« Correspondence of the collar to features of an individual figure.
 Customer satisfaction with large/small wrist cuffs.
« Correspondence of the cuff pocket to the designer’s idea

Design: front (6 options); back

(5 options); bottom (2 options)

The possibility to satisfy a wide range

Compliance of the product with the required design,

of consumers in products of various designs

purpose and method of use (fuelled or not)

Availability of an electronic label

« Establishing direct relations with consumers,
understanding their preferences.
« Informing consumers about sustainable development initiatives.
« Tracking of goods after sale.
« Increasing sales and stand out among others

« Access to product information, product origin, and care instruction.
e Current information about the product, novelties.
« Consumer registration and loyalty program.
¢ Exclusive content is available only to owners
of the brand’s clothing

Availability of the function of

developing one’s own design

Expansion and constant updating of customisation elements

Implementation of own design solutions, creation
of a personalised product

Demonstration of a

customised product

The possibility to demonstrate a ready-made selection

The possibility to see the finished product

without the cost of its manufacture

before making a purchase in different options/angles

Source: developed by the authors

By analogy, any product that a company special-
ises in manufacturing is broken down into elements
with possible options for further customisation. At this
stage, the product is fully digital. A new, untested el-
ement here is the choice of an electronic tag, includ-
ing its location, content and amount of information
recorded on it. Electronic labels in this sense greatly
enrich the process of collaborative design, provided

that there is an online discussion of the information
that can be recorded on them for further control and
recovery during operation.

The results of the questionnaire and interviews
made it possible to significantly improve the model
proposed in Figure 1. The improved model, based on
the research results, can be described by the diagram
shown in Figure 4.
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Figure 4. Model for determining the effectiveness of clothing customisation

Source: developed by the authors

The numbers 1.1-1.5 above arrows on the scheme
shows the significance of the stages of customisation
from the point of view of manufacturers, numbers 2.1-
2.5 - the significance from the point of view of con-
sumers. Numbers 1 and 2 are the effectiveness of the
customisation process from the point of view of pro-
ducers and consumers. Letters A, B, C meet the intention
to participate, the intention to buy, and the intention to
attract others. Prospective blocks for compliance con-
trol at the stage of consumption using electronic labels
are highlighted with a dashed outline.

A general analysis of the significance of the factors
that determine the importance of the blocks present-
ed in the scheme in Figure 2 demonstrate a greater
weighting for the stages related to the blocks aimed at
controlling consumption. The importance of production
processes is of less interest to consumers, while this
stage is quite important for manufactories. The stages
related to the selection of clothing items and ensuring
proportionality is of high importance for both groups.
At the same time, the final result, which ensures the

consumer’s control over the declared data, is the most
important. This block determines the highest levels of
correlation with all other processes.

It is worth discussing the results of the study with
the help of Table 2 and Table 3. Cronbach’s Alpha coeffi-
cient was calculated to assess the reliability of the sur-
vey and the most complete selection of customisation
effectiveness criteria. The high values of this coefficient
for producers (0.8491) and for consumers (0.8123) con-
firm a fairly high level and correct selection of criteria.
This number can to some extent determine the level of
effectiveness of customisation by the specified means.
Analysis of Cronbach’s Alpha coefficients for individual
indicators indicates a significant impact of final con-
trol systems in the form of electronic labels on process
efficiency. Thus, the exclusion of these tools leads to a
decrease in Cronbach’s Alpha coefficient and, accord-
ingly, the effectiveness of customisation to 0.5981 for
consumers and 0.6560 for manufacturers. The indica-
tors of other stages are similar, but they do not have
such a significant effect.

Table 2. Efficiency coefficients of using electronic labels for feedback based on interviews with producers

Parameter Relevance Cronbach’s Alpha Correlation Pearson’s co_rrelatlon Cronbach’s Alpha
parameter coefficient total
1.2
1.3
11 4.29 0.6994
14 0.5722
1.5 0.7570
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Table 2. Continued

Parameter Relevance Cronbach’s Alpha Correlation Pearson’s co_rrelatlon Cronbach’s Alpha
parameter coefficient total
1.3 0.6945
1.2 4.21 0.6783 1.4 0.5950
1.5 0.7614
1.4 0.6230 0.8491
1.3 4.13 0.7121
1.5 0.7881
14 4.38 0.6714 1.5 0.8746
1.5 4.61 0.6560 - -

Source: developed by the authors

The significance of the stage related to production
can be discussed separately. This is the second most
important indicator of efficiency for manufacturers (in
its absence, efficiency decreases to 0.6714). At the same

time,for consumers,the absence of a production stage,on
the contrary, increases interest in the customisation pro-
cess to 0.8644.This fact shows that the production pro-
cess is not relevant when discussing with the consumer.

Table 3. Efficiency coefficients of using electronic labels for feedback based on consumer surveys

Parameter Relevance Cronbach’s Alpha | Correlation parameter Pearson’s co.rrelatnon Cronbach’s Alpha total
coefficient

1.2 0.6758
13 0.7123

11 4.24 0.7773
14 0.5894
1.5 0.9030
13 0.7243

1.2 4,31 0.7496 14 0.6022 0.8123
1.5 0.8880
14 0.6237

1.3 4.44 0.6790
1.5 0.9062

14 3.08 0.8644 1.5 0.8918

1.5 4.86 0.5981 - -

Source: developed by the authors

The results of the research indicate a significant,and
to some extent determining, influence of the presence
of an electronic label with the possibility of control at

the stage of consumption. The results of the consumer
survey regarding the intention to participate in the cus-
tomisation process are discussed separately (Table 4).

Table 4. The specific weight of the respondents, which determines
the levels of participation in the customisation process

. Without consumer control through With consumer control through
Symbol Intention . N
electronic labels electronic labels
A Intentions to participate 0.89 0.92
B Intent to buy 0.48 0.54
C Intent to attract other customers 0.74 0.84

Source: developed by the authors

All intentions are increased with the use of elec-
tronic labels. This fact proves the expediency of intro-
ducing additional links into existing customisation sys-
tems, which can create additional feedback loops and
significantly increase efficiency.

Discussion

Analysis of the existing publications and results
shows that the obtained results demonstrate signif-
icant advantages and greater efficiency. The study of

A. Wibowo et al. (2021) noted the role of social media
in apparel distribution strategy. Attention is focused on
the compatible role of online marketing tools and cus-
tomer experience. The opposite movement described
above leads to increased efficiency of the process. The
need for constant communication in the fashion busi-
ness is described in a study by L. Cantoni et al. (2020)
but means of ensuring such communication have been
proven fragmentarily. The resulting model provides
such communication in a much larger volume.
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The technical means of implementing electron-
ic commerce provide communication with the client
through the use of 3D technologies in order to obtain
a real three-dimensional image of the consumer. The
real body model is further used to visualise the image
with clothing as described by S. Idrees et al. (2023).
The results of these studies showed that the imple-
mentation of such tools has problems at the stage of
consumer use of applications for virtual fitting be-
cause the qualifications of consumers are different.
There are also problems with the confidentiality of the
received information. The developed methods largely
solve these problems.

T. Chen & Y. Lu (2022) described the process of
designing clothes as a result of customisation, but it
is not clear how to control the conformity of the final
version of the product in the process of manufacture
and sale. In the proposed model, these discrepancies
are resolved by additional feedback provided by elec-
tronic tags. Z. Dai (2023) claimed that management in
the customisation process should take into account all
chains, including production. In contrast to his results,
the developed model assumes control mechanisms of
the final version of the real product are not proven.

The study of S. Guo & C.L. Istook (2022) described
the interest of consumers in the process of online de-
sign of clothes, but the methods of monitoring the
compliance of the final product with the desired result
and the satisfaction of consumers with real clothes
are not defined. These methods are provided in the
developed model.

Provision of the Internet customisation process is
described by X. Wang et al. (2022) in the form of a sys-
tem of interconnected models, which include databas-
es, communication models, and data generation mod-
els. First-level feedback is provided by virtual fitting
effects. Such systems can be considered the closest to
implementation. It is desirable to introduce second-lev-
el feedback models to them, taking into account posi-
tive or negative experience from implemented clothing
models. This fact was taken into account during the de-
velopment of the improved model, which made it pos-
sible to increase its efficiency.

A research paper of S. Abdissa et al. (2018) evaluat-
ed data management processes in the apparel manu-
facturing industry with database storage of a garment
company. In this work, a linear model is proposed, which
includes requirements, design, implementation, verifi-
cation, and maintenance without explicitly expressed
feedback. Such approaches should be considered as
the first step towards a general product-service scheme
management system. The model developed in this arti-
cle involves a nonlinear approach with feedback, which
significantly increases its adequacy.

The goal of the study of Z. Wang et al. (2022) was
to ensure the gradual optimisation of the design solu-
tion through a series of human-machine interactions,
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i.e.,the repeated execution of the cycle “design genera-
tion - virtual garment demonstration — consumer eval-
uation - adjustment” until the satisfaction of the end
user. Such interactions really provide a certain feedback
not only on a virtual, but also on a practical level. The
new customisation model implements the following di-
rections. Specific examples of the use of electronic tags
in fashion clothing companies are given in the study by
R. Leitz et al. (2018). M. Bertolini et al. (2017) conducted
a number of test studies on the use of electronic labels
in the process of clothing production. At the same time,
this study is the first to use electronic labels for the
purposes of online commerce.

The use of electronic labels in retail is described
in a study by B. Ovezmyradov & H. Kurata (2022).
Consumer reactions and parameters of brand costs
in the direction of profitability were determined. The
introduction of electronic labels into the process of
online trade looks like a logical direction for further
research. Digital technologies in the fashion indus-
try are in some cases combine with the creation of
smart clothes (Riabchykov et al., 2022), while smart
approaches are associated with the introduction of
electronic labels (Shen et al., 2019). The direction
proposed in the study introduces the idea of smart
clothes at the stage of implementation with the help
of customisation processes.

In known studies, mainly RFID (Radio-frequen-
cy ldentification) labels are proposed, which require
special equipment for their programming and read-
ing. M. Boada et al. (2022) noted that the use of cheap
and affordable labels allows the use of a smartphone
for producer-customer communication purposes. I. Or-
tiz-Gédmez et al. (2023) claimed that the development
of such NFC tags allows to significantly expanding the
scope of their use. This study proved the possibility of
using cheap NFC tags to ensure good results of online
customisation. Possibilities of preserving the aesthetic
properties of clothing during using of electronic tags
and other electronic devices are discussed by Y. Liu et
al. (2020). Design decisions regarding their placement
in the stitching process or when using other methods
are given in the current study.

N.G.K.K. Reddy & K. Rajeshwari (2017) offered a
range of services related to the implementation of
electronic labels in clothing. In particular, a system
of interactive clothing with the possibility of unique
identification is offered, which coincides with the tasks
of customising clothes. Such interactive systems cre-
ate benefits for both manufacturers and consumers; in
particular, they can provide advice on the individual
use of clothing, and its combination with other cloth-
ing elements, materials, and accessories. The proposi-
tions provided in the current study envisage the ex-
istence of interactive systems that create benefits for
both producers and consumers; in particular, they can
provide advice on the individual use of clothing, its



combination with other clothing elements, materials
and accessories.

As a result of the discussion, a conclusion can be
drawn about the relevance of introducing customisa-
tion into the process of Internet trade, which requires,
in particular, the wide use of digital three-dimensional
and other electronic means. The possibilities of solv-
ing the issue of control and feedback to the consumer
are determined by the presence of electronic labels and
their effectiveness.

Conclusions
The feasibility of introducing feedback means into on-
line clothing customisation systems using NFC labels
has been proven in this paper. Expanding the function-
ality of digital tools in the fashion industry creates new
opportunities for online clothing customisation. An
effective customisation model should include the fol-
lowing blocks and stages: the database block includes
basic information about models and clothing elements;
the garment relation block determines the direct crea-
tion of clothing based on the interactive interaction of
the consumer with the software environment; the gar-
ment adaptation block defines the first circle of feed-
back and involves the use of 3D visualisation tools; the
garment production block determines the possibility
of producing clothes that were designed in interactive
mode. This block is more relevant for manufactories.
The garment realisation block involves the use of Inter-
net trade tools. The garment consumer block proposed
by us defines the possibility of controlling the consum-
er of clothes created in the customisation process. This
unit is based on the use of electronic labels.

The study extended the model of Internet custo-
misation with two feedback loops. The first round in-
volves the coordination of co-dimensionality. Adding
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the possibility of feedback using electronic labels
based on the results of consumer surveys increases the
effectiveness of customisation. At the same time, Cron-
bach’s Alpha according to the results of the consumer
survey increases from 0.5981 to 0.8123. According to
the results of the manufactories survey, this parameter
increases from 0.6560 to 0.8491.

Intentions to take part in the customisation pro-
cess along with intentions to purchase and attract oth-
er participants increase by 5-13%. These facts testify to
the importance and relevance of the introduction of the
second round of feedback using electronic labels in the
Internet customisation system. Limitations of the per-
formed work include the need to take into account the
specifics of information on the properties of clothing
that can be entered into electronic labels. In particu-
lar, personal information about consumers of clothing
should be limited. Consumers must have experience in
using such labels and in organising feedback in the on-
line customisation process.

Opportunities and perspectives for further research
can include NFC technologies, development of new
types of NFC tags and labels that can be integrated di-
rectly into fabrics or accessories, garment personalisa-
tion. Further research is needed in the fields of explor-
ing the ways of how consumers can personalise their
garments using NFC. The possibility of marketing and
business models determines consideration of perspec-
tive business models that may arise from clothing cus-
tomisation through NFC.
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AHoTtauif. LUMpoKkoMy BMKOPUCTAHHIO OHMAMH-MPOLAXIB OAAry MepelKoOXae HEepO3BMHEHICTb MeTOAiB
CMOXMBYOr0 KOHTPOJI0. BNpoBamKeHHs eNleKTPOHHUX MITOK B KOHCTPYKLIiO 04ary mMoxe 3abe3neunti 3BOPOTHIN
3B130K MiXK CNOXMBayeM Ta BUpOBHMKOM. MeToto AocnigKeHHs Byno CTBOPEHHS MOLEeNi OHNaWH-KacToMmisauii oasary
3 ABOMA LMKIaMM 3BOPOTHOIO 3BI3KY HA OCHOBI BUKOPUCTaHHS €NEKTPOHHMX MITOK Ta AOBeAeHHS ii eeKTUBHOCTI.
MeToau [OCNIIKEHHS BKAKOYANM MOAENOBAHHA MPOLECy KacToMisalii, MeToau iHTepB'0 3 BMPOOHWMKaMK opary
Ta aHKETYBaHHS MOTEHLiMHUX CMOXMBAYIB 3 NMOJANbLIOK CTAaTUCTUMUYHOK 06pobKoK pe3ynbrati. Po3pobneHo Ta
BEPU(iIKOBAHO YA0CKOHaNeHy MoAeNb kacToMisauii opary. O6rpyHToBaHO OCHOBHI 6110KM Moaeni sk eneMeHTH «6a3a
[AHUX OfATY», KCTABNEHHS A0 OAATY», «aAanTaLia oasary», «<BUpOOHULTBO 04ary», «30yT 04ary», KCNoXunBay Oaarys.
Mpu LbOMY, K/TKOYOBUM BYNO CTBOPEHHS L PYroro KOHTYPY 3BOPOTHOIO 3B*13KY HAa OCHOBI BUKOPUCTAHHS €N1eKTPOHHMUX
MiToK. OnncaHo eneMeHTH npoLecy KactoMmisauii. PospobneHo Mogenb ans BU3HaYeHHS eeKTUBHOCTI KacToMisauii
oaary. [loBeneHo, Wo BUKOPUCTAHHS L€l Mofeni niaBuwye edekTUBHICTb OHAMH-KAcTOMi3auii oaary Ha 25-35 %,
30iNbLUYE KiNbKiCTb HAMIpiB B3ATW y4acTb, NpMADGATH 04T Ta 3aNYYMTU iHLUMX YHACHUKIB HA 5-13 %. BnpoBamkeHHs
€NeKTPOHHMX MITOK B NPOLEC OHNAMH-TOPTiBAi OAATOM LO3BOAMUTL MiABULLMTU €PEKTUBHICTb, 3a6e3ne4nTi 3BOPOTHIN
3B'A30K, MOKPALMTU SKiCTb Ta KOHKYPEHTOCMPOMOXKHICTb
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