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Abstract 

During the late 1970s, technological advancement allowed for the development of the virtual economy, 

where digital goods are sold for real money. This phenomenon originates in e-sports, as gamers purchase 

skins to aesthetically personalize their avatars. In 2019 several brands introduced digital collections with 

garments that only exist in cyberspace.  

 

Purpose: The aim of the research paper is to investigate the effect that competitive gaming has on digital 

fashion as well as the opportunities and threats that come with the implementation of virtual garments in 

contemporary fashion practices. Highlighting the link between the two industries, it is questioned, how can 

the technologies and dynamics of e-sports influence the development of digital fashion and do they allow 

(or not) transcending the physical body?  

The research objectives are the following:  

1. To outline the integral components that make up the phenomenon of e-sports and digital fashion. 

2. To analyze qualitatively and quantitatively the virtual fashion’s impact on fashion practices and the 

environment from both digital fashion and e-sports’ perspectives. 

3. To evaluate consumer behavior theories and apply them to the market of virtual goods. 

4. To establish the impact of e-sports on the fashion industry in terms of transitioning from the physical 

into the digital world. 

5. To assess future opportunities and threats of the implementation of digital fashion technologies into 

contemporary society. 

 

Design: In the methodology the paper adopts the philosophy of interpretive epistemology and uses 

qualitative and quantitative data collection methods to generate the results. Following the inductive 

approach, the research is seeking patterns and evaluates various pieces of evidence, exploring the context, 

origins and the human factor. The research design features three main primary data collection techniques: 

interviews, case studies and a survey.   
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Findings: We discovered that the large, digitally interconnected, and established community of e-sports 

fans could potentially be the most suitable target for integrating digital fashion. The findings of the 

quantitative survey showed that the customers who are not gamers are not ready to spend money on 

virtual clothes, while interviews with e-sports adepts revealed that gamers are native consumers of digital 

goods. Furthermore, the paper illustrates that to a certain extent digital fashion does transcend the physical 

body. However, people will still need to wear some sort of clothes, so this phenomenon rather adds a new 

dimension to the fashion industry. On one hand, the benefits of digital fashion include sustainability, 

limitless creativity, inclusivity, cost-effectiveness, the attraction of younger audiences, and the possibility 

for the customers to experiment with their fashion. On the other hand, however, the threats are the 

necessity for designers to adopt new skills, risk of addiction to cyberspace, lack of transparency, the loss of 

the exclusive image of luxury brands, and security concerns regarding users and their avatars.  

 

Limitations: The study encountered several implications such as restricted time frame, limited sample size 

and possible interview bias. Moreover, at the moment of writing the paper, the amount of previous 

academic studies on digital fashion was very limited. Consequently, the research explored this potentially 

disruptive phenomenon through the lens of virtual reality and video games. Nevertheless, although partly 

limited, the firm conclusions drawn in the academic paper are based on an extensive number of sources. 

Further studies could explore different variables more in-depth, such as geographical area and the effect 

of gender.  

 

Value: The research paper conceptualizes and explores a unique opportunity for the fashion industry, 

offering an innovative approach on integrating digital fashion in the contemporary fashion practices. 

Expanding on the theoretical framework, we illustrate that e-sports and their audience is the key to a 

seamless inclusion of the digital fashion. The study sheds light on how technology allows these two 

industries to transcend the physical body and provides a critical evaluation from both practical and 

philosophic points of view. 
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1. Introduction 

The reality of contemporary society is highly driven by technology that laid the foundation for such 

disruptive phenomena as the virtual economy and hyperconnectivity. The world’s socioeconomic scene is 

weaved out of a rapidly increasing number of online connections between people, devices, businesses, 

data, and processes. (Trapscott, 1995; Deloitte, n.d.) In the process of transition from the physical to the 

digital, scholars begun to question the effect of technology on reality and Jean Baudrillard was one of the 

first to explore this relationship. (Hosterman, 2013) In his philosophical treatise, Simulacra and Simulation, 

Baudrillard (1981:3) talks about simulacra as ‘(…) the generation by models of a real without origin or 

reality: a hyperreal.’ Additionally, Baudrillard (1981) examines the idea that society has replaced reality and 

commodities with signs, ergo diminishing the value of their physical counterparts. Similarly, Guy Debord 

(1967:11), a French philosopher and a Marxist theorist, states that signs are ‘the ultimate end-products’ of 

the system of production. In his paper on Hyperreality and Simulacrum, a Professor of Humanities Wolny 

(2017) argues that hyperreality stimulates the loss of the referential value of a certain object, while Thiry-

Cherques (2010) states that digital era is strongly constructed upon the simulation. 

 

The pioneers in hyperreality and digital media may be considered video gamers because they completely 

accepted the virtual world and its nature of simulacra as the ‘real’. (Coutler, 2007, Farman, 2010 cited in 

Hosterman 2013) Consequently, the cyberspace became a new milieu for social interactions and 

entertainment. (Grimmelmann, 2006; Lehdonvirta and Erkvist, 2011) The expansion of the video games’ 

business launched the rise of competitive gaming, referred to as e-sports that became an international 

phenomenon. (Gough, 2019) Passing time in the virtual world, people acquired the desire of spending 

money there by purchasing virtual assets within the game. (Licensing International, 2018) In video games, 

reality and goods stopped being associated with the concept of tangibility (Hosterman, 2013), becoming an 

enormous shift in consumer mentality. Lehdonvitra (2012, cited in Rodríguez Martínez, n.d.), an Associate 

Professor at the Oxford Internet Institute, argues that the virtual economy is quite similar to the traditional 

one, as only the nature of commodities changes. As a result, the consumer behavior theories seen in the 

traditional economies can be applied equally to the virtual universe. 

 

Similarly to sports, the fashion industry originated in the real world, however, it is currently transitioning 

into digital. The phenomenon described above is known as digital fashion, where the creation of garments 

surpassed the physical restrictions. Digital fashion implies that these clothes will never exist in the tangible 

world. (Hall, 2018) Instead, just like in video games, the customers buy a virtual good, essentially a code, 

which is a digital garment for their avatar and a new concept in retail. (McDowell, 2019) Intertwining the 

fashion system with the innovative processes born in e-sports, it is questioned, how can the technologies 

and dynamics of e-sports influence the development of digital fashion and do they allow (or not) 

transcending the physical body?  



                            

 

2. Literature Review 

2.1 The Insights of E-Sports 

Hamari and Sjöblom (2016:211) define e-sports as: 
  

A form of sports where the primary aspect of the sport are facilitated by electronic systems; 
the input of players and teams as well as the output of the eSports system are mediated by 
human-computer interfaces. 

  
With the market revenue worldwide of 1.1 billion USD, competitive gaming is a product of the digital 

economy. (Dal, 2010) E-sports experienced exponential growth, doubling its market value between 2012 

and 2019 with the current worth of 150 billion USD (Statista, 2019). The origins of competitive gaming date 

to the beginning of computers 60 years ago. (Scholtz, 2019) However, e-sports in their current state are 

present for 20 years, with the World Cyber Games (WCG) festival established in 2000. (WGC, 2019) At their 

origins, e-sports targeted a specific niche of ‘nerds’ and did not gain popularity until the economic boost of 

2014 and the investments from corporations like Google and Amazon. Due to the self-regulated nature of 

the industry, it managed to implement disruptive innovations. (Scholtz, 2019)  

 

With a 34% growth industry-wide in 2019 (Singer and Chi, 2019), e-sports forecasting predicts 300 million 

frequent viewers from all over the world by 2022. (Gough, 2019) E-sports games are broadcasted for the 

fans on streaming platforms such as Twitch, making them powerful branding tools. (Singer and Chi, 2019). 

For example, on November 10th, 2019, the highest single peak of viewers was recorded on the channel of 

Riot Games for the game League of Legends with an astonishing number of over 637,000 people. 

(Twitchstats, 2019) Being industry-driven, the statistics show that e-sports attract an audience from 18 to 

34 years old. (Bathurst, 2017 and Nielsen, 2017 cited in Scholz, 2019) 

 

The young people support their favorite ‘cyberathletes’, a concept that emerged when the press attention 

started to shift from only games and their developers. The professionalization of the industry occurred with 

the launch of the notion of multiplayer experience, where the game was not only against the computer. 

(Taylor, 2012) Although the action occurs in the cyberspace, e-sports do not completely transcend the 

human body, as the players are required to exhibit a set of skills that are directly related to a tactile 

experience with a mouse and keyboard. Nowadays, to achieve a professional level it is required to practice 

14 to 16 hours daily for 2 to 3 years. (Dal, 2010) Oftentimes cyberathletes become influencers, acquiring an 

important status in their community. (Canossa at al., 2019)  

2.1.1 Skins 

Generally, e-sports take part of the Massive Multiplayer Online games (MMO), which are shared 

environments based in virtual reality that require having an Internet connection to play. (Castronova, 2002) 



                            

 

MMO games allow a player to create and modify his avatar that will then interact with the virtual 

community. This feature not only adds a social factor but also allows online self-expression. (Jung and 

Pawlowski, 2014) A way to do so is through ‘skins’, which are virtual goods purchased inside the game with 

real money. Skins in e-sports do not affect gameplay and serve solely as decorative items to customize an 

avatar or weapons. First introduced by Valve Corporation in 2012, within the video game Counter Strike: 

Global Offensive, these virtual items can be earned in-game or bought from an online platform. (Macey and 

Hamari, 2018) They turned into a way of monetization for game developers and one of the largest types of 

virtual goods for online consumption. (Koksal, 2019; Hamari et al., 2016) 

2.2 Virtual Economy & its Communities 

The economy of the virtual world has become a multibillion-dollar industry. In the Journal of Virtual Worlds 

Research, Nazir and Man Lui (2016:online) define the term as ‘the process of exchanging virtual items and 

services with virtual currency within a virtual world.’ This economy has a strong financial impact on the real 

world and its credit market, as the virtual goods can be bought with real money and virtual currencies can 

be converted. (Nazir and Man Lui, 2016; Zabulis, 2019) Due to the fact that the value of a good per se is 

subjective and is formed in the human mind, whether it is tangible or not becomes insignificant. 

(Castronova, 2002) Instead, to assess the economic value, the real arbiter of significance is the willingness 

of people to dedicate effort and time to the virtual world. (Licensing International, 2018) Free from the 

limitations of the physical world, the avatars in the metaverse represent real people (Nazir and Man Lui, 

2016) that are brought together via social interactions and common ties. (Driskell and Lyon, 2002; 

Lehdonvirta and Ernkvist, 2011)  

2.2.1 The Marketplace of Virtual Goods 

The cyberspace economy already generates a high level of production per capita (Castronova, 2002) and it 

is estimated that by 2025 the global market of the virtual goods will reach USD 189.76 billion. (Arodit 

Market Research, 2019) One of the early examples of this phenomenon dates to 2003 and the online virtual 

world Second Life (Polie, 2019). In April 2007, about US$10 million was spent on virtual goods within the 

game, transforming cyberspace into a real marketplace. (Sivan, 2009, cited in Kobia, 2011) The digital goods 

serve for communication, expression, and representation of the human’s avatars. (Kim et al., 2009; Lieber, 

2019) A more recent example is a popular videogame called Fortnite, where 250 million global users spend 

$300 million per month on skins. (Lieber, 2019; Polie, 2019)  

 



                            

 

Lehdonvirta (2009), as well as Klézl et al. (2018), theorized that 3 main values that drive gamers to buy 

virtual goods: functional, hedonic, and social. (Figure 1)  

 

Figure 1: Virtual item attributes acting as purchase drivers. (Source: Lehdonvirta, 2009:110) 

 

Just like an expensive fashion brand showcases the status of its wearer and grants belonging to high society, 

idem do skins in video games. (Lehdonvirta, 2009) The virtual world users wish to buy unique items, 

customize them and stand out in their community. (Lehdonvirta, 2005, cited in Nazir and Man Lui, 2016) As 

a result, retailers saw an opportunity in the customers’ desire to spend money on virtual possessions in 

video games. (McDowell, 2019) For example, Nike introduced two exclusive skins of its sneakers for 

Fortnite’s digital shop. (Lieber, 2019; Novy-Williams, 2019; Figure 2)  

 

Figure 2: Nike Air Jordans are now available in Fortnite. (Source: ESI Esports Insider, 2019: online) 

2.2.2 Everyone is a Gamer 

According to McKinsey & Company (2015), a lot of consumer services will be gamified, personalized and 

interactive. Several industries are applying the concept of 'gamification’, which is often referred to as the 

implementation of game elements in contexts unrelated to gaming. (Deterding et al., 2011; Merino de Paz, 

2013) The goal of gamification is to change people's behavior and engage the user through motivational 



                            

 

psychology. (Hägglund, 2012) Scholars state that on a fundamental level everyone is a gamer because it 

satisfies the basic human needs. (Wharton University of Pennsylvania, 2011; McKinsey & Company, 2011) 

 

In his paper, A Theory of Human Motivation (1943), Abraham Maslow theorized a hierarchy of needs. 

Illustrated in a pyramid, people are faced with five categories of needs that range from the basic ones on 

the bottom towards more elevated on top. The needs are physiological, safety, love/belonging, esteem, 

and self-actualization. (Figure 3) Apart from the basic survival necessities, gaming successfully satisfies the 

remaining needs. In games, people are safe from real-life problems and morals (Hägglund, 2012) and they 

socialize by belonging to a community of other gamers. (Ducheneaut et al. 2006) Furthermore, the need 

for esteem is fulfilled through achievements and ranks within the game such as an accomplishment of a 

level. Lastly, self-actualization is achieved through discovering, learning and progressing, which are 

essential components of any game. (Hägglund, 2012)  

 

Figure 3: Maslow's Hierarchy of Needs. (Source: Simply Psychology, 2018: online) 

2.3 Digital Fashion 

In 2019 the upgraded mentality of postmodern consumers stimulated the innovation in the fashion industry 

– digital fashion. The term implies that the garment is never physically created but rather exists only in the 

digital world. (Hall, 2018) In the BA dissertation on fashion and technological innovation, I (2018:83) was 

among the pioneer researchers to hypothesize the birth of a concept of ‘digital fashion’, stating that it will 

‘(…) maximize the use of elements of the digital world’. In a year, virtual fashion houses like Carlings: Digital 

Collection and The Fabricant have emerged, with the business model that follows the characteristics 

outlined in the paper.  

 

According to Business of Fashion, ‘A number of companies are looking to bring virtual fashion into the 

mainstream.’ (Lieber, 2019:online) and predictions are stating that in 5 to 10 years it will become 

commonplace. (McDowell, 2019) Besides, technology permits fashion designers to push the boundaries of 



                            

 

their creative capacities that were originally restricted by the pattern cutting rules, laws of gravity, textile 

colors and textures. (Semic, 2019) However, fashion creators are required to attain a new set of skills in 3D 

modeling and digital fabrication to be able to translate fashion on virtual avatars. (Mcdowell, 2019; Genova 

and Moriwaki, 2016) 

2.3.1 Avatar as an ‘Extension of Self’ 

The word Avatar comes from Sanskrit and refers to the earthly manifestations of Vishnu, one of the gods 

in Hindu. This historical fact suggests that rather than being a new phenomenon, avatars root in the ancient 

culture. (Castronova, 2002) A study conducted at Stanford concluded that seeing virtual versions of 

themselves engaged in a positive activity stimulates people to do the same in the real world. Judith Donath, 

a MIT researcher argues that humans are prone to develop an emotional attachment to avatars. 

(McGonigal, 2011) This concept is synonymous with the theory of ‘flow’ (Csikzentmihalyi, 1992, cited in 

Cleghorn and Griffiths, 2015), which is the feeling of total absorption in activity in the virtual world. 

(Cleghorn and Griffiths, 2015) An American business academic Russel W. Belk (2013) states that the 

cyberspace opens new possibilities for self-expression, where avatars become the ‘extension of self’ and 

skins are a form of re-embodiment. Both Shin (2019) and Kelvin Kelly (cited in Polie, 2019), the founding 

editor of Wired Magazine, argue that in the nearest future everything will have a digital twin. Moreover, 

skins become a fundamental mean of portraying one’s identity. (Cleghorn and Griffiths, 2015) A WGSN 

trend forecasting report adds that the meaning of a product will overcome solely physical criteria (Shin, 

2019), which is an opportunity for the fashion industry and some brands tried to experiment with it. For 

example, in April 2019 a luxury fashion brand, Moschino, presented a virtual collection for the life 

simulation video game Sims. (Semic, 2019; Figure 4) 

 

Figure 4: Moschino x Sims 4 Collection. (Source: Electronic Arts, 2019: online) 

2.3.2 Environmental Impact & Conspicuous Consumption 

Fashion industry experts argue that one of the main competitive advantages of digital fashion is the 

elimination of the environmental footprint and contribution to sustainable and ethical consumption. 



                            

 

(McDowell, 2019; Salice and Lunghi, 2014) In his philosophic work on hyperreality, the French philosopher 

Guy Debord (1931:7) critiques post-war capitalism, stating, ‘In societies dominated by modern conditions 

of production, life is presented as an immense accumulation of spectacles.’ Likewise, Umberto Eco (1973), 

the notorious scholar and semiotician, emphasizes that consumerism and the constant desire to buy are 

the downsides of capitalism. Thorstein Veblen (1899:33) critiques the display of one’s economic power 

through overconsumption, defining this practice as ‘conspicuous consumption’. In fact, in the context of 

overproduction and the domination of the fast fashion business model, a large percentage of fashion goods 

are discarded without being worn or after being worn once. (Chapman, 2005; Hall, 2018) As a result, 

companies like Carlings (2019) introduce innovative technologies will eventually reshape the industry in a 

more sustainable direction because gamers buy virtual vanity goods to fulfill their necessity towards 

conspicuous consumption. (Rodríguez Martínez, n.d.) Carlings (2019: online) officially declares that its 

digital collection is ‘(…) meant to spark the conversation about how we can reduce real production waste 

in the future.’ To a certain extent, the transformation of the fashion industry would follow Darwin’s (1895, 

cited in Scholz, 2019) theory on the battle for the survival of mankind because the innovation is targeted 

towards preserving the integrity of the planet’s resources that are currently being abused. 

2.3.3 Ethical & Legal Responsibility 

Like any innovation, digital fashion raises unexplored concerns for privacy, legal disclaimers, the operational 

shift within companies, and social behaviors. (WGSN, 2018; Gerova and Moriwaki, 2016) It is important to 

raise awareness about captology, also known as persuasive technology. A term derived by Fogg in 1996 

describes the ability of computers to influence human behavior, becoming a persuasive social anchor. The 

phenomenon per se can be rather controversial, as the traditional forms of media like newspapers and TV 

did not have the power to instantly trigger a person to perform the desired behavior. (Fogg, 2003) Lastly, 

some may experience the ‘uncanny valley’ - a term coined in 1970 by the Japanese roboticist Masahiro 

Mori that refers to discomfort one may feel as a result of audio-visual simulacra. (Tiffany, 2019) 

2.4 Case Study: Louis Vuitton x League of Legends 

In November 2019, the first of its kind partnership took place between an e-sports game League of Legends, 

the most-played PC game in the world (Matthiesen, 2019), and a renowned luxury fashion brand Louis 

Vuitton. (Fortune Magazine, 2019) The Maison has a history of transporting the world’s most esteemed 

trophies (Liao, 2019) and this time Louis Vuitton designed a trophy travel case for the Summoner’s Cup, the 

most prestigious trophy in e-sports. (Figure 5-6) Alongside the case that took over 900 hours to make 

(Rouse, 2019), Nicolas Ghesquière designed prestige skins for the game as well as a physical capsule 

collection that quickly got sold out. (Louis Vuitton, 2019; Zhang, 2019; Figure 7)  



                            

 

     

Figure 5: Louis Vuitton’s Travel Case for the Summoner’s Cup. (Source: Casta, 2019: online) 

Figure 6: Close up of Louis Vuitton’s Travel Case. (Source: Louis Vuitton, 2019: online) 

Figure 7: Louis Vuitton x League of Legends Skin. (Source: Louis Vuitton, 2019: online) 
 

3. Methodology 

The methodology chapter is built according to the ‘research onion’, progressing from the outer layers 

inwards. (Saunders et al., 2009) Therefore, it explains and justifies the research philosophy and design, 

research approach, research strategies, as well as ethical issues, secondary and tertiary data sources. 

Furthermore, it will explore in detail the time horizons as well as techniques and procedures of the methods 

chosen with the scope to construct an optimal and most efficient research paradigm. (Bryman, 2012) 

3.1 Research Philosophy, Design and Approach 

In terms of the position for the paper, it was chosen to adopt interpretivism, advocating the importance of 

humans as social actors. The given research philosophy argues that it is through the understanding and 

analysis of the social constructions that the researcher can access to reality. (Saunders et al., 2009) 

Additionally, the data is not viewed as the absolute truth because the meaning is determined by the context 

and it is constructed through interpreting the social world. (Blumberg et al., 2014) To complement the 

position stated above, the concept of epistemology is applied. It will balance out the study of social 

phenomena by focusing on how knowledge is acquired through the exploration of the technological side of 

the argument. (Hallebone and Priest, 2008) As a result, the research philosophy adopted is one of 

interpretive epistemology. This philosophy provides the research study with two angles and allows to form 

a critical position. 

 

The study has both exploratory and explanatory nature, as there is a continuum between the two. (Quinton 

and Smallbone, 2006) On one hand, it is exploratory because there is very little previous research done on 

the phenomenon of digital fashion, given its recent emergence. Hence, a significant amount of preliminary 



                            

 

study should be done. (Sekaran and Bougie, 2013) We aim to assess the information from a new perspective 

and generate advanced insights. On the other hand, the research establishes a relationship between the 

two variables, e-sports and digital fashion, thus leaning towards being also an explanatory study. The 

research follows the inductive approach, also known as the ‘building theory’, seeking patterns and 

developing a theory as a result of data collection. (Quinton and Smallbone, 2006) The chosen strategy 

grants the possibility of exploring the context, origins, as well as the human factor of both e-sports and 

digital fashion. (Blumberg et al., 2014) We proceed to construct a theory based on the findings derived from 

the analysis of small samples of data and observations that avoid large generalizations. (Saunders et al., 

2009)  

3.2 Research Strategy  

The strategy behind the research is to feature several qualitative and quantitative primary data collection 

techniques: interviews, case studies, and a survey. (Kaiser and Green, 2016; Blumberg et al., 2014; Figure 

8) The study is designed following the mixed-method approach in a parallel manner to ensure 3 

independent data sources: e-sports experts, a digital fashion designer, and potential customers. As a result, 

triangulation was adopted, allowing us to compare and contrast different perspectives and recognize the 

limitations of each method. (Saunders et al., 2009) There will be seen the predomination of non-

standardized qualitative data with some elements of quantitative data collection. (Myers, 2008) The time 

horizon of the research is cross-sectional, assessing the phenomenon at a particular time.  

 

Figure 8: Research Strategy Design (Source: Mjasnikova, 2019)  

3.2.1 Interviews 



                            

 

The study features a total of 6 semi-structured and in-depth interviews with a set of open-ended and 

discovery-oriented questions around the themes of e-sports and digital fashion. The first questions asked 

were more of introductory nature, moving towards being more direct questions. (Blumberg et al., 2014) 

The profile of the interviewees can be seen in Figure 9. Since the interviews had a non-standardized 

approach, new sub-topics of discussion emerged. The choice of conducting interviews across multiple fields 

was a strategic decision to obtain different perspectives and eliminate bias. While some interviews were 

conducted via email to avoid logistics problems and additional costs, others were done face-to-face because 

it allowed to make follow-up, specifying, and probing questions. (Blumberg et al., 2014)  

 

 

Figure 9: Overview of the Interviewees 

3.2.2 Case Studies & Observation  

To compensate for the literature gap that was identified on the topic of digital fashion, it was chosen to 

apply case studies as one of the methods of data collection. The studies explored 2 companies in the digital 

fashion industry: Carlings and The Fabricant. This is an empirical investigation that uses multiple sources of 

evidence. (Blumberg et al., 2014) Therefore, the studies analyzed the websites and press releases of the 

brands and integrated the method of observation to understand the process of purchasing the virtual goods 

first hand. Furthermore, company documents and social media pages were consulted to gain a full 

understanding of how digital garments are being communicated to the market. Several case studies that 

featured more than one evidence source improved the research quality and enabled critical comparison 

between the two companies, known as cross-case analysis. (Maylor and Blackmon, 2005)  



                            

 

3.2.3 Survey 

Finally, to obtain the quantitative data that portrays customer’s perceptions and attitudes towards virtual 

goods and digital fashion, an online survey was created. The self-administrated questionnaire was made 

based on Google Form platform and shared via the social media of the researcher. (Appendix 7) This 

method of data collection provided sample accessibility, quick response time, and anonymity. (Blumberg 

et al., 2014) The survey enabled collecting a relatively large sample of data (156 participants) that was 

further analyzed in a cross-sectional way to establish a relationship between the variables. (Saunders et al., 

2009; Appendix 8) The participants were asked a manageable amount of closed-ended questions with 

straightforward phrasing (Kaiser and Green, 2016), the answers to which were later processed in the Results 

and Discussion chapters. The questions were written in English, Russian and Chinese languages to obtain 

the maximum reach without being limited by only English-speaking parts of the world. All 10 questions 

were mandatory to answer before submitting the survey, ensuring maximum topic coverage. (Blumberg et 

al., 2014) The analysis of the data was based on the grounded theory, classifying information into findings 

and concepts. (Myers, 2008) 

3.3 Ethical Issues 

The research paper complies with the academic ethical framework and ensures respect and the voluntary 

nature of participation required for the data collection. All the participants were informed about the nature 

of the study and given details about their decision to participate through the information sheet. Upon 

deciding to participate in the research, they agreed to the conditions for the disclosure of the information 

by signing the consent form. (Blumberg et al., 2014) All the information collected and the identities of the 

participants were stored securely and no data was misinterpreted or distorted. (Sekaran and Bougie, 2013)  

3.4 Research Limitations  

It is important to state that the methodology encounters several limitations. Due to the newness of the 

topic, the previous academic studies only partially cover the subject. As a result, the study fills in the gap 

through primary research, however interview bias may affect the quality of the data collection. The sample 

size is another key factor because a non-sufficient number of units may not be used for making general 

statements. (Saunders et al., 2009) In terms of the interviews, only 1 out of 6 was conducted with a digital 

fashion expert. The researcher contacted the second digital fashion brand, Carlings; however, the interview 

request was officially declined. Lastly, the research had a constrained time frame.  

  



                            

 

4. Results 

In the course of primary research, a large quantity of raw data was collected using a variety of methods 

described above. Thus, a series of patterns and common thought processes were observed, as well as a few 

contradictions. The following chapter classifies the qualitative data in themes and uses quantitative data to 

support or counter the argument. The major themes discussed are monetization, demographics of the 

industry, trendsetters, exclusivity & luxury, the process from production to the purchasing of the virtual 

garment, the findings of the case studies, and the approach to communication of digital fashion brands. 

4.1 Monetization  

The importance of monetization was a reoccurring topic of discussion during the interviews, as it lies among 

the main goals for businesses of any nature, as mentioned by Valerii Borovych, the CEO and founder of 

3NRG – a company that creates and integrates marketing solutions in the e-sports industry. Mr. Borovych 

(2019) believes that gamers and fans of e-sports are currently monetized through their digital and in-game 

purchases. (Appendix 1) Furthermore, Anton Tokarev, an e-sports athlete and community manager in 

WePlay! Esports Newmedia Group (2019) revealed that around 85% of the prize pool for the international 

championship of Dota 2 consisted of the money raised from the in-game cosmetic purchases, also known 

as ‘compendiums’. Another professional e-sports athlete and gaming enthusiast, Yaroslav Shkiar (2019), 

emphasized that the globalization of the movement and development of its technology occurred after the 

large sponsors’ investments. (Appendix 3) An alternative major source of monetization for the industry is 

the physical merchandise produced by game developers and professional teams (Borovych, 2019 in 

Appendix 1) that is particularly popular on the eve of the large tournaments. (Tokarev, 2019 in Appendix 2)  

 

Paradoxically, while for e-sports digital goods represent the main source of monetization, the digital fashion 

company The Fabricant chose the ‘EFROP’ strategy, meaning a free file drop that aims to evoke the 

consumers’ interest in creating their virtual identity. (The Fabricant, 2019) The survey results revealed that 

81% of people who never play video games would not spend money on a virtual garment. Interestingly, 

over half of the people who do consider themselves gamers and play between every day to once a month 

would pay real money for virtual fashion. (Figure 10)  



                            

 

 

Figure 10: Willingness to pay real money for a virtual item (x-axes) vs. gaming frequency (y-axes)  

4.2 Demographics of the Industry  

To understand the phenomenon, it is crucial to look at its demographics. Although the majority of the 

gaming audience is now between 12 and 16 years old, in 7 to 10 years this group will start to develop 

purchasing powers, so it is crucial for the brands to gain the trust of this community already today, believes 

Max Bilonogov (2019), the executive producer at WePlay! Esports Newmedia Group. (Appendix 4) The 

quantitative data collected from the online questionnaire confirms these statements, as the majority of the 

people who play video games daily or monthly belong to Generation Z or are Millennials. (Figure 11) 

 

Figure 11: Age (x-axes) vs. gaming frequency (y-axes)  

A key feature of these generations is their acquaintance with social media, as over half of them use these 

platforms to show their fashion looks and would want to have a digital twin in the virtual world. (Appendix 

8.1) Similarly, Kerry Murphy (2019) told in his interview that ‘GEN Z, early adopters, and trend-geeks’ would 

be the first active consumers of a trend like digital fashion. (Appendix 5) While 58% of the surveyed were 

unfamiliar with the concept, those who were, were mainly represented by Millennials and Generation Z 

with 46% and 36% respectively. (Figure 12)  
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Figure 12: Acquaintance with the phenomenon of digital fashion.  

4.3 Trendsetters, Exclusivity & Luxury 

We established that cyber athletes and gamers have become trendsetters in their community. Hence, 

Valerii Borovych (2019) theorized that influencers from the gaming industry have the potential to become 

brand ambassadors of digital fashion brands, as they ‘consume Internet products on a daily basis.’ 

(Appendix 1) The metaverse is no stranger to exclusivity and although skins do not give any advantage in 

the game, they are referred to as ‘IT fashion’, and are sold for large amounts of money. For example, a 

Middle Eastern player purchased a skin for his knife worth $30 thousand (Tokarev, 2019 in Appendix 2), 

serving as a proof that ‘Digital codes translated into images have great value’ and gamers are willing to 

indulge into luxury purchases. (Borovych, 2019 in Appendix 1) We proceeded to illustrate that luxury 

customers hold a need to digitally showcase their purchases. For instance, the questionnaire answers 

unveiled that about half of the people who shop for luxury goods are likely to post their fashion on 

Instagram. (Figure 13)  
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Figure 13:  Willingness to showcase fashion on social media (y-axes) vs. luxury shopping frequency (x-axes)  

4.4 A Virtual Garment: from Production to Purchasing 

The production of a virtual garment is done with as much craftsmanship as the traditional couture but using 

different tools, constructing the digital garment out of bits and bytes. (The Fabricant, 2019) Just like skins, 

the creation process involves modeling and texturing. The case studies of the 2 digital fashion brands 

highlighted their key similarities and differences. For example, Carlings provides the service of digital 

tailoring, meaning that the customers do not require having any skills in 3D modeling to be able to ‘wear’ 

the product. On the contrary, the free products of The Fabricant come with instructions on the installation 

of a rather complex 3D modeling program that needs to be manipulated by the client himself. (Appendix 6, 

Figure 14) It was chosen to summarize the findings of the two case studies in the table below (Figure 15), 

following the ‘7P Formula’. (Booms & Bitner, 1981) 
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Figure 14: The view of the Soorty jumpsuit in CLO3D program. (Source: Mjasnikova, 2019) 

 

 

Figure 15: Case Study of Carlings & The Fabricant According to 7Ps  

4.5 The Approach to Communication 

Digital garments are not native for the non-gaming audience, so the success of the promotion of this 

product is highly dependent on the communication. (Borovych, 2019 in Appendix 1) The findings of the case 

studies highlighted the differences in the approach between the 2 brands. While both use Instagram as the 

main promotional platform, Carlings launched a campaign featuring several real and digital influencers 



                            

 

under the #adDRESSTHEFUTURE. (Appendix 9) The Fabricant, however, preferred focusing on strong 

corporate communication and a series of 3D modeling videos since the CEO started his career in film and 

visual effects. (The Fabricant, n.d.) The experts from e-sports comment that one of the crucial goals of 

communication should be highlighting the fact that digital clothing provides aesthetical and emotional 

pleasure to the buyer, just like the traditional fashion does. (Bilonogov, 2019 in Appendix 4) Lastly, one of 

the most frequently reoccurring themes within both communication strategies was digitalization. 

(Appendix 9) The effective spread of the digitalized fashion product is seeking to involve its native audience, 

as it was already done in other industries. (Arribas and Alfaro, 2016) For instance, the air forces of Denmark 

involve gamers, as by playing video games they have already acquired the skills necessary for the digitalized 

industry. (Borovyvh, 2019 in Appendix 1) 

5. Discussion 

The Discussion chapter is focused on intertwining the results from the primary research with literature 

sources and theories. This section examines the advantages and disadvantages of digital fashion as well as 

its relationship with the e-sports industry. Hence, the topics discussed are as followed: consumption & 

sustainability; the marketing-based approach to the implementation of digital fashion into gaming; the 

future opportunities for the fashion industry; the relationship between gaming, traditional and digital 

fashion; potential threats of the virtual world and digital fashion.  

5.1 Consumption & Sustainability   

When discussing the competitive advantages of digital fashion, a lot of emphasis is put on it being a 

sustainable alternative to the current business models in fashion. (McDowell, 2019) It was found that close 

to 1 in 10 shoppers acknowledges buying clothes with the only reason of posting photos in them on social 

media and returning them afterward. (Barclaycard, 2018) Similarly, the survey revealed that people who 

do use social media to show their fashion looks are more likely to buy an item of clothing just to take a 

photo in it and never use the garment anymore (34% and 26% respectively). (Figure 16)  

      

Figure 16: The relationship between overconsumption and the use of social media to showcase fashion looks 

Some garments become discarded before being worn. (Chapman, 2005) This depreciation of goods has 

been happening since the industrial production of the 1950ies, and it has been increasing ever since. (The 
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True Cost, 2015; Fletcher and Hawken, 2011) To a certain extent, the emergence of digital fashion occurred 

as a result of a need for metamorphosis in the structures of the society. The process is described by Aldrich 

et al. (1984, cited in Scholz, 2019) and it contains 3 stages: variation, selection, and retention. Thus, 

selection happens when the most adequate business model survives, leading to the eventual disappearance 

of other organizations. Naturally, ‘Wearing clothes is inevitable’ (Carlings, 2019:online), however, the 

industry may strive to minimize the negative effect on the environment.  

5.2 Marketing-Based Approach 

According to Kotler and Keller (2016), the underlying principle of marketing lies in determining and 

addressing human and social needs that constantly evolve in the environment fueled by the Internet and 

technology. To build successful marketing strategies the ‘STP’ formula is used, known as market 

segmentation, targeting, and positioning. First, it is essential to identify the group of people who has 

different needs and desires. Once the market segment is selected, it is required to establish and 

communicate the appropriate benefits that will attract the chosen target. (Kotler and Keller, 2016; 

Lancaster and Massingham, 2011) Valerii Borovych (2019) states, ‘Gamers are one of the main potential 

consumers of such a product as digital clothing because for them it is native.’ The members of this 

community have a habit of regularly purchasing various virtual goods. The e-sports industry expert also 

points out that there are currently very few brands on the market that are specifically targeting the large 

audience of e-sports. (Appendix 1) The segmentation is considered effective when there can be seen a 

shared pattern of demand within the customer group (Lancaster and Massingham, 2011) and the e-sports 

audience represents just that. As a result, the industry of digital fashion could take advantage of the entire 

e-sports audience, which is made out of teams, players, streamers, and sponsors. (Shkiar, 2019 in Appendix 

3) 

5.3 A Look into the Future: Synthetic Fashion Show 

In the interview, Max Bilonogov (2019) theorized ways in which digital fashion could be enforced inside the 

virtual world of video games based on his experience in the industry and some already existing cases. 

(Appendix 4) He begun to brainstorm by bringing up the success of a digital concert of Marshmello, an 

American DJ, that took place in a famous third-person shooter game Fortnite. (Gerken, 2019) With over 125 

million players watching Marshmello’s avatar perform, Mr. Bilonogov noted that people keep spending 

more time in the virtual world. According to him, a collaboration with a brand from the fashion industry 

would have been a huge success. His predictions turned out to be true, as several weeks later Riot opened 

the World Championship of League of Legends with a holographic concert. The performance featured an 

in-game musical band, wearing the skins of Louis Vuitton, singing alongside real artists. (Webster, 2019) As 

the conversation proceeded, Mr. Bilonogov (2019) discussed a possibility of a ‘synthetic fashion show’. The 

event would imply real models walking the runway alongside the holographic avatars of the in-game 



                            

 

characters, wearing the same pieces from the collection. Just like the concert, a fashion show could be both 

live and streamed in the virtual world, for example on Twitch. (Appendix 4) 

5.3.2 Fashion and Gaming Synergy  

As illustrated above, the union of fashion and gaming creates a fascinating synergy. Since gamification taps 

into motivational psychology (Merino de Paz, 2013), fashion houses create branded games. For instance, 

one of the latest fashion games, B Bounce, was developed by Burberry. The game enables players to achieve 

their goals through digital engagement (Burke, 2014) and win custom GIFs or even a puffer jacket from the 

new collection. The vice president of the digital marketing of the brand emphasized that the developers 

focused on making the game simple, for it to be easily understandable for a wide non-gaming audience. 

(Alexander, 2019)  

 
A more advanced gaming example that experiments with the digital clothing trend is Drest, a fashion styling 

gaming application launched in 2020. The startup recruited 100 fashion brands where, like in e-sports, 

players will be able to create and customize their avatars. Drest users may buy in-game currency to 

purchase designer skins or their real clothing alternatives by being redirected to retailers’ websites. 

(McDowell, 2019)  

5.4 The Relationship Between Physical, Gaming, and Digital Fashion 

The research material enabled to systemize the relationship between the three main variables in the Venn 

diagram below. This useful educational tool, first introduced by an English logician John Venn in the 1800s, 

(Kenton, 2019) provides a pictorial representation of similarities and differences between physical fashion, 

gaming fashion, and digital fashion. (Figure 17) Physical fashion implies traditional clothes and accessories; 

gaming fashion refers to new gear and fashion on video games; digital fashion, as established above, are 

garments made out of codes that exist only as a filter with The Fabricant being an example of a purely digital 

fashion brand.  



                            

 

 

Figure 17: Venn Diagram Illustrating the Logical Relation Between Physical, Gaming and Digital Fashion (Source: 

Mjasnikova, 2019) 

 

The merge between physical and gaming fashions gave rise to e-sports uniforms, often done in 

collaborations with world-known sportswear brands like Nike. (Nike, 2019; Reames, 2019). The area where 

the 2 sets overlap also includes players’ and teams’ merchandise, and cosplay, where people create 

costumes and dress up to look like their favorite characters. (Tokarev, 2019 in Appendix 2) In addition, this 

category includes fashion gaming apps like Drest that motivate the users to shop using digitalization and 

gamification. (McDowell, 2019) Consequently, in the union between gaming and digital fashion there are 

skins, also referred to as IT fashion within the game. Furthermore, a Scandinavian retailer Carlings chose to 

merge the physical and digital fashion by introducing a digital collection to go alongside its material goods. 

(Carlings, 2019) The CEO of the brand, Ronny Mikalsen (2019), publicly states that the concept behind the 

digital collection was largely inspired by video games like Fortnite and the notion of dressing your avatar. 

(Cited in Wright and Handley, 2019) Lastly, there is an area where all three circles overlap – the business 

opportunity that Louis Vuitton was the first to see by collaborating with the League of Legends game. 

(Matthiesen, 2019; Louis Vuitton, 2019) This central area, taken up by the recent collaboration, partly 

belongs to the physical fashion, as the capsule collection will be available in real stores, gaming fashion 

because skins will be available within the game, and, evidently, digital fashion.  

5.5 Potential Threats: Violence, Addiction & Security 

One of the most common surmises about the virtual world and video games is the real-world violence that 

is supposedly provoked by computer games. (Markey et al., 2015) The experimental studies and researches 

in the field of phycology and human behaviors deduced that both in long and short-term there is no 



                            

 

evidence to assume a correlation between the two. (Kühn et al., 2018) On the contrary, the results of the 

studies suggest that there is a decrease in violent crime as a result of violent video games. (Markey et al., 

2015) The adepts in the video gaming industry confirm the results of the study, stating that gaming is a 

chance for a person to release negative emotions. (Borovych, 2019 in Appendix 1) Moreover, it has been 

proved that video games have many positive applications, offering social, educational, emotional and social 

benefits. (Granic et al., 2014 cited in Hafeez et al., 2015) 

 

Nevertheless, Mr. Borovych and Mr. Pasichnyk recognize that the virtual world may be just as addictive as 

substance use, especially for the younger generation. The neural connections in the brains of younger 

people are formed under the influence of technology from birth. Hence, there is a need for parental 

supervision and a responsible approach to avoid psychologic dependency. (Pasichnyk, 2019 in Appendix 1) 

The warning indicators of negative psychological signs include withdrawal feeling, loss of interest towards 

other activities uncontrolled behavior, panic, stress or anxiety.  (Hafeez et al., 2015)  

 

To ensure that the virtual world remains a friendly and secure setting for thriving businesses and online 

communities, it is important to protect the interest of its members.  (Lee, 2009) Since computer-generated 

platforms accumulate huge amounts of data about people, they must ensure informational, physical and 

associational privacy. (O’Brolcháin et al., 2014) On one hand, the virtual world favors autonomy, as it allows 

for the most authentic self-expression. However, on the other hand, cyberspace could potentially have a 

risk of social conformity as well as distorted information. (O’Brolcháin et al., 2014) Furthermore, avatars 

may become subjects to identity theft, which calls for the implementation of secure mechanisms of 

authentication. (Lee, 2009) The immersive virtual worlds may also be designed in a manipulative way, subtly 

making certain ideas more appealing than others. (O’Brolcháin et al., 2014) The e-sports experts stress that 

virtual world is a powerful tool for the government to conduct information policy and just like traditional 

media it could be abused. (Borovych, 2019 in Appendix 1)  

5.5.1 Transparency and Exclusivity  

From the business perspective, there needs to be payment and transaction transparency.  Hence, it is 

necessary to eliminate the chances of fraudulent financial activities or virtual crimes. (Lee, 2009) One of the 

solutions for these problems was discussed with Mr. Murphy, who talked about his collaboration with 

Lukso. The Berlin-based blockchain startup is currently working with The Fabricant on unique identification 

numbers that will protect the pieces of digital couture. (Murphy, 2019 in Appendix 5; Zha, 2019)  

 

The last concern of the luxury fashion world in terms of digital fashion is the concept of exclusivity. Since 

the average price of in-game skins is around $10-20, luxury Maisons fear for their exclusive image. (Liao, 

2019) It was one of the reasons why The Fabricant did not risk integrating digital fashion into gaming but 



                            

 

instead chose to ‘develop a new industry (…) mimicking the beauty of the traditional fashion industry.’ 

(Murphy, 2019 in Appendix 5) 

5.6 Transcendence: A Philosophical Approach 

To a certain extent the virtual world, entirely created by the power of human imagination, draws a parallel 

to the real world and its Creator. The cyberspace puts a human on a pedestal, suggesting that he is the 

‘higher being’, as the avatar does not know who controls him. Games can be viewed as simplified 

simulations of real life, where it is necessary to perform every-day tasks that vary depending on the nature 

of the game. Evidently, fashion is often a vital component of these tasks. (Borovych, 2019 in Appendix 1) 

Jean Baudrillard (1996) emphasizes that virtual reality eliminates all the imperfections and problems that 

real life holds to what he refers to as ‘the perfect crime’.  

 
At the current stage of technological evolution, the in-game scenarios are relatively simplified, however, 

the computer-generated universe is unlimited. In his book, The Limits of Thought, the philosopher Graham 

Priest (1995:233) states, ‘In exploring the limit, one perforce finds oneself on the other side.’ He supports 

his claim by quoting the Enlightenment philosopher, G. W. F. Hegel, ‘(…) the very fact that something is 

determined as a limitation implies that the limitation is already transcended.’ (Hegel, 1812:134 cited in 

Priest, 1995). Ergo, the imaginary world appears powerful from both social and economic points of view 

and is arguably limitless. Yet, there is a paradox that makes cyberspace fragile: the moment the power goes 

off, it disappears. (Shkiar, 2019 in Appendix 3) Perhaps someone could just as easily turn off our world? 

 

6. Conclusion 

The technological innovations hold a lot of opportunities for the operation of the fashion industry as well 

as social systems. (Kotler and Keller, 2016)  

6.1 E-sports’ Community: An Unexplored Target 

We argued that the rising phenomenon of digital fashion could be implemented through the existing e-

sports community because these people are used to consuming digital products. (Borovych, 2019 in 

Appendix 1) The present findings indicate that the pioneers in digital fashion were inspired by skins, first 

introduced in video games. These aesthetical elements were created for the avatars and purchased within 

computer games with real money. (Wright and Handley, 2019) The community of gamers is already a large, 

well-established, structured, digitally connected, and purchase-oriented target with a common demand 

pattern. (Lancaster and Massingham, 2011). Therefore, it is possible there is a potential success in building 

an effective marketing strategy to promote digital fashion through this unexplored community. (Pasichnyk, 

2019 in Appendix 1) 



                            

 

6.2 The Impact of E-sports on Fashion 

The paper established multiple ways in which e-sports influence contemporary fashion practices, such as 

merchandise, e-sports’ teams’ uniforms, cosplay, fashion gaming apps, and in-game skins themselves. 

(Figure 17) Moreover, we consulted various behavior theories that suggested the fact of almost everyone 

being a gamer by nature (Wharton University of Pennsylvania, 2011; McKinsey&Company, 2011), as the 

stimulations involved in this activity satisfy 4 out of 5 layers of the human needs. (Maslow, 1943) The 

process of gamification has been taking different industries by storm because it is based on motivational 

psychology. (Deterding et al., 2011; Merino de Paz, 2013; Hägglund, 2012) While fashion has been 

experimenting with this concept, it could go much deeper to be able to interact with the customers on the 

level of neural connections.  

6.3 Opportunities and Threats 

Like any phenomenon, the implementation of digital fashion has its opportunities and threats and we shed 

light on both sides of the coin, summarizing them in Figure 18. Not only do digital collections significantly 

reduce the environmental impact, but they are also genderless and available in any size. Other competitive 

advantages include the increased opportunity for creativity, as well as being cost-effective and a safe way 

to allow people to conduct fashion experiments that they would not dare to in real life. (Murphy, 2019 in 

Appendix 5; Semic, 2019; McDowell, 2019) However, the application of digital fashion does come with 

potential threats. Hence, some of them comprise a possible addiction to hyperreality, the lack of 

transaction transparency, weak security of the identity of the user and his avatar, new skills required for 

the designer, and the loss of the exclusive image of luxury Maisons. (O’Brolcháin et al., 2014; Lee, 2009; 

Liao, 2019) 

 

 

Figure 18: Overview of the opportunities and threats  



                            

 

The answer to whether or not digital fashion could transcend the physical body is rather ambiguous and 

philosophical. On one hand, it does because virtual garments are meant for avatars in cyberspace. (Kim et 

al., 2009; Lieber, 2019) However, on the other hand, wearing some sort of clothing is inescapable. The core 

concept behind digital fashion is not to replace the real world with the virtual but rather to intertwine the 

two together, adding a new dimension and capturing the contemporary zeitgeist.  

6.3 Further Research 

It is worth noting that the study encountered some limitations mentioned in the Methodology chapter. 

Future researches are required to validate the conclusions stated in this paper and expand on them. 

Therefore, it is advised to analyze the role of digital fashion in the contemporary society as a whole and 

examine the presented findings in a longitudinal study with larger sample size. Overall, the possibility of 

exploring different angles of observation such as IT, economics, psychology, sociology, and philosophy 

warrants further investigations, exposing the rewarding potentials of these still untouched areas of 

research. 
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8. Appendices 

Appendix 1 

Semi-structured interview with Valerii Borovych (CEO & Founder of 3 NRG; a partner in GameInside – an agency that 

provides organizing and consulting services in the field of e-sport.) and Alex Pasichnyk (General Manager & Head of 

Projects Department in 3 NRG) 

The interview was conducted on the 21st of October 2019 @ 3 NRG Headquarters in Kyiv, Ukraine. 

 

Кsenija: How did e-sports gain momentum?  

 

Valerii: Gaming has existed since the mid-70s; it first appeared in America.  

I have an interesting theory. What is the reason for the avalanche? The snow accumulates until it reaches the critical 

mass and triggers the avalanche. The same can be applied in our case. A large number of gamers began to appear in 

the world, this community began to grow. The guys liked to play so much that they decided to play in teams and the 

Internet helped them in this. This is a sport that has grown out of the cellars of computer clubs. Everything was built 

on enthusiasm. Then the brands that made computers started to get involved. After the critical mass accumulated, 

they left the basements and these first enthusiasts became the engine that drove this industry. Over the past 15 years, 

it has evolved from a basement industry into a huge growing empire.  

This can be compared to extreme sports. At first, they appeared as a subculture, and then they became big industries, 

appealing to large businesses. For example, the brand Vans, dedicated to skaters, used to be a small brand that was 

produced for a small customer target. In our case, the Internet, gamification, digitalization, and ‘gadgetization’ served 

to give a push to the industry. It was impossible to expand e-sports until a certain environment was formed and this 

environment had to be fueled by specific technological solutions. 

 

K: How do you see the development of e-sports in the future? 

 

V: Everything will depend on the development of technology. Perhaps VR will be integrated into e-sports. At the 

moment, the player only needs a keyboard, a mouse and a computer, but perhaps in the future, the player may be 

fully involved. It seems to me that the first technology that will enter the industry is the one that will give a new image 

to the viewers during the tournaments. At the moment, we are using an LED screens (2D image), but in the future, 

the image will probably be in the format of a hologram or somehow multidimensional. In the same way, online, we 

could watch concerts that take place on the other side of the world.  

I also think that e-sports will develop not only in terms of technology but also in terms of mass. We are aging and our 

children are growing up. These are potential gamers from birth. It seems to me that now there are practically no 

children who are not playing something starting from the age of 3 or 5. I experimented and asked what the children 

were talking about in school. For example, let’s look at the 5th graders. If earlier children wanted to become astronauts, 

policemen, football players, now children wish to become e-sports athletes.  

 

K: Do you think the virtual world of video games carries potential threats?  

 

V: All speculations about the fact that gaming contributes to the development of aggression are not true. On the 

contrary, the latest research suggests that computer games are useful. Katerina Shulman, a Russian political scientist 

and publicist, has discussed this question from a scientific point of view. She says that gaming today is one of the 

opportunities for a person to exhale. The fact that you can get addicted to this is true. Here is the question of parental 

control emerges and how often the child plays. While the child is growing and is under the protectorate of parents, it 

is their responsibility. When a child grows up, it becomes his responsibility as an adult. Some people are addicted to 

alcohol, unemployment, etc. I do not see any danger to society and children in the process of gamification. I believe 

that through gamification you can conduct the necessary information policy, you can teach skills from childhood that 

you can’t learn at the university.  

For example, in Denmark, today there is a whole program where the air forces involve guys who have good skills in 

the computer games that have to do with simulators, for instance, a helicopter simulator. Weapons today are changing 

and becoming more like drones. Therefore, if a guy has been playing on the simulators since the age of 9, he has 



                            

 

acquired skills at the level of neural connections and it’s easier for him to control the drone because he has already 

done this for all his life.  

Each coin has two sides. Where attention goes, there is energy, and where there is energy, there is life. I look at the 

positive side of gaming and would promote more positive. In general, everything is very subjective. If looking at a 

piece of art, an authoritative person said, ‘This is nonsense’, then the crowd will repeat it. And if some other 

authoritative person said: ‘No, this is a great artist. It is a masterpiece,’ then the opinion of the masses would change 

again. 

 

K: Do you think that e-sports can be compared to physical sports? And if so, what are the similarities? 

 

Alex: Their similarity is a competitive part. An e-sports athlete has a very fast reaction because a decision has to be 

made in a split second. When I watch Counter-Strike tournaments there are times when I don’t understand why the 

viewers suddenly begin to cheer and scream. This happens simply because I don’t play it, I don’t have the experience, 

and I have not gained those neural connections. Then my son explains to me what happened in that second that I 

missed. It is not so simple and for this, certain skills are needed.  
As in traditional sports, skills and talent are necessary. Otherwise, it is impossible to achieve results even after a lot 
of training. Plus, it's teamwork. There is a team captain and all the players have their specific roles. Players look at 
the map, they line up. I would say that this is a real sport, just the competitive part does not happen between the 
physical capabilities of the muscles, but between the brains and how much more your brain is agile than the brain of 
your opponent. Here it is all about willpower, endurance – these are all attributes inherent in sports. Instead of 
kicking the ball, players are sitting in front of the computers. It happens that the game lasts 3 hours and it is not easy 
to sit in such tension for 3 hours. Besides, teams have the same organizational principles as real sports teams. 

 

K: When we play in the virtual world we associate ourselves with our avatar. Do you think a future is possible where 

each person will have his/her digital twin? 

 

V: Definitely. The very creation of a digital fashion trend indicates that if people buy things for their avatar, then we 

already have a presence in the virtual world. For example, I have an Instagram account and I want to look different. 

But there are no such clothes to make me stand out. I want these clothes to shimmer, take on weird forms, etc. So, I 

go to a digital store, buy a virtual skin and dress myself. It seems to me that in the next 5 years it will be a billion-dollar 

business and a huge industry. Indeed, the most difficult and most important thing is to find a new product that will be 

needed for a large number of people. 

 

К: Do you think that there is a connection between e-sports and digital fashion?  

 

V: E-sports is a competitive and integral part of gaming. This can be compared to professional football and the boys 

who play football in the backyard. Gamers and cyber athletes are trendsetters in their community.  

If we are talking about digital clothing, in my understanding, this phenomenon has its roots in gaming. Let’s look at 

the games themselves. For example, let’s take one discipline, Counter-strike: Global Offensive. This is one of the main 

disciplines played and there are many competitions on the basis of it. There are so-called skins in the Counter-Strike, 

meaning how your character looks like. Skins may be stickers on the weapons, how the character itself looks like, etc. 

These skins today are tangible assets because they are sold. They can also be exchanged, bargained. The cost of these 

lots can reach up to tens of thousands of dollars.  

If we talk about business in the field of trading skins, then there are entire platforms that work like pawnshops. On 

these platforms, you can sell your skins, which will then be resold further with a commission. One of the large 

companies for trading skins is located in Kyiv, Ukraine. In 2018, there were 28 million transactions on their platform. If 

we assume that there was at least 1 dollar per transaction, it becomes clear that this is a huge amount of money that 

is earned on virtual digital codes. There are also rare skins, of which there are only 5 in the world and they cost about 

20-30 thousand dollars. Digital codes translated into images have great value. Currently, betting platforms even accept 

skins as bets.  

We can say that gaming served as a foundation for the formation of digital clothing. After dressing up virtual 

characters, a real person, for example, I, can buy clothes on a digital platform and can dress myself up on different 



                            

 

social platforms. 

 

К: In your opinion, would gamers be interested in digital fashion?  

 

V: I believe that e-sports fans and gamers will be the first consumers of such a product. And their influencers will be 

the first brand ambassadors to advertise this product. Gamers are people who consume Internet products on a daily 

basis. For my son, buying a skin for his character is completely normal and nothing out of the ordinary. Therefore, if 

these people see that their idol advertises some digital clothing that allows you to stand out online, they will definitely 

buy it.  

Now a lot of brands have been breaking into e-sports for advertising, because a critical mass, in terms of the audience 

size, has been formed. Brands realized that through this industry they can reach the audience that cannot be reached 

through traditional communication channels. Television, radio, outdoor advertising will not work because these 

people prefer digital and they consume the digital content that interests them.  

E-sports is a new communication channel with a huge new audience because e-sports is their hobby. Just like beer is 

advertised through football, in the same way, Coca-Cola or Red Bull are advertised through e-sports. As the audience 

grows, brands understand that by using traditional advertising channels, this category of people remains unattainable, 

and they really need to attract it.  

Everything nowadays has an online format, and offline events are held for the spectacle, where people gather for the 

finale. However, the main viewer is online. Like in football, 100 thousand people go to the stadium, however, everyone 

else is watching the game on TV. In our case, let’s say that 15 thousand people will come to the arena, and everyone 

else is watching via Twitch.tv online. The only difference is that this product has different broadcasting and 

communication channels. Since these people are digital, a product like digital fashion can cause a lot of interest in 

their community because they already have a habit of buying skins. Based on the habitual neural connections, a new 

product is introduced! 

Gamers are one of the main potential consumers of such a product as digital clothing because for them it is native! 

And while for other potential buyers this is not natural, for a gamer it is native and completely understandable. Digital 

fashion is the work of artists and programmers. This product makes it possible to get rid of the physical objects of 

sales. It is only necessary to create a platform where people could use this product. They would definitely buy it to 

dress and look different in their community. And then it would be possible to collaborate with a major luxury brand. 

Here we could draw a parallel with Supreme. They made a brand for extreme sports, that is, for a very narrow 

audience, and then later collaborated with Louis Vuitton, creating a collection that had a lot of expensive price tags. 

This idea has powerful potential.  

By the way, at the moment there are very few brands that are designed specifically for the audience of e-sports. 

 

К: Why do e-sports have so many global sponsors? 

 

V: Well, giants like Google and Amazon simply could not stay away. For example, in 2014, Amazon bought the Twitch 

platform, which today is the main digital platform for e-sports. Next year, in 2020, Google will soon launch a gaming 

platform called Stadia. The principle of its work is that consoles are no longer needed and you can play whatever you 

want from any device.  

It all comes down to a simple thing, where everyone is fighting to monetize the products. Gamers and e-sports fans 

are now monetized due to an increasing amount of digital assets like skins and weapons. Additionally, teams and 

games produce their merchandise. 

 

K: Do you think that the further implementation and complication of gadgets will lead to the fact that in the future a 

human can become a gadget of the virtual world he invented?  

 

V: This is a matter of global sanity and what information comes through the media channels, what the people who 

rule the world are saying. There are news reports where video games are accused of provoking violence. However, 

for example, under the influence of alcohol, a huge number of crimes occur every day. For some reason, no one on 

TV talks about what potential is formed due to gaming and how it can be used.  

In general, everything comes from childhood and one’s education. Many parents act paradoxically. For the child to 



                            

 

not bother them, they give him an iPad, and then they complain about how addictive technology is. Of course, such 

neural connections are formed more easily in children’s brains. They no longer want a book, but an iPad. With children 

you need to teach and develop them: read, collect cubes, play with Lego...  

No one knows what kind of psychological trauma provokes aggressive behavior, because you cannot completely see 

inside the human brain. Usually, gaming was just a hobby. People love to simplify things and put up labels. Making a 

connection between gaming and violence is not logical at all. If a footballer kicks someone to death, no one will say 

that he did so because he was playing football. It would be nonsense, so why blame gaming? A computer game does 

not trigger a decision to kill someone, as this type of behavior can only be prompted by emotional trauma when a 

person was hurt a lot, which usually comes down to human emotions and interactions. 

 

From the philosophical point of view, I would like to add that there are many assumptions about how our world is 

virtual and that we may live in a certain matrix. Computer games act as a very good parallel and even are evidence 

that we are higher beings who have settled in these physical bodies. If you take a typical gamer who plays some kind 

of character, then this gamer is a higher being who has uploaded himself into a certain character who lives in a virtual 

world. This character in this virtual world does not know that someone else controls him. But what is interesting is 

that the characters in computer games have no questions like ‘Who am I?’, ‘Where do I come from?’, ‘Where are we 

going?’, ‘Does God exist?’, ‘How does he look like?’ Instead, he is concentrated on the current tasks. So, I’m going, I 

discovered something, found something, picked it up, I am walking on, I need to advance through this level and 

eventually reach the end of the game. Our life is somewhat similar to this, only in a much more complex technological 

design. We have the same virtual reality, but we have more tricks like different religions that distract us and occupy 

our attention and energy, distracting from everyday life and from fulfilling everyday tasks. But in fact, contemplating 

and questioning whether there are higher powers will never have answers. A computer game allows you to simplify 

and allow yourself to feel like a higher being, a kind of soul that revived this body and your tasks here in the game are 

quite simple. Excessive concentration on religion, in a way, distracts us from real life, shifting the responsibility for our 

lives to some higher powers. Therefore, a computer game is a good comparison to life. Communicating with gamers 

and people who built a business in e-sports, I noticed that for them, part of a computer game has been transferred 

into real life. A simplified view often helps in life, because we already are something higher that lives in a human body. 

If the body is born and comes to life, and then dies, then some higher substance is clearly infused into it. And one of 

the positive aspects of gaming is that you don’t have to think about what will happen after earthly life, because there 

are everyday tasks. 

 

 



                            

 

 
 
Figure 1: The Consent Form of Valerii Borovych  



                            

 

 
 
Figure 2: The Consent Form of Alex Pasichnyk 
  



                            

 

Appendix 2 

Semi-structured interview with Anton Tokarev (an e-sports athlete known as WarLocK; Senior Community Manager 

in WePlay! Esports Newmedia Group) @ WePlay! Headquarters in Kyiv, Ukraine.  

The interview was conducted on the 24th of October 2019. 

 

Ksenija: Please, tell me a little about WePlay!.  

 

Anton: WePlay! is an ‘esportainment’ company that combines e-sports and entertainment in the field of e-sports. We 

work in different directions – organization of e-sport tournaments, hosting events, media streaming, broadcasting, 

and developing software products for e-sports tournaments. The creators of our company, Yuri Lazebnikov and Oleg 

Krot, like all of us, come from e-sports because it was their passion from childhood. We are now opening an arena in 

America and a new office in San Francisco. Our company quickly attracted foreign investors. In the studio where we 

broadcast we work with the best professionals from the TV industry.  

 

K: What does ‘streaming’ mean in e-sports?  

 

A: This is very similar to sports broadcasting. Commentators and analysts are sitting here, usually, they are all former 

cyber athletes, and analyze the game. Each stream has its particular ambiance, which corresponds or relates somehow 

to the game. Each time a whole story is created and large-scale production and post-production are involved.  

 

K: And then where do these streams go?  

 

A: At the moment, there are 3 main platforms: Twitch.tv, YouTube & Facebook. Twitch is developing a lot after 

Amazon bought it. 

 

K: How many people watch such broadcasts?  

 

A: The peak of one broadcast reaches 100 thousand viewers. And in a week, it can go up to one and a half million 

unique views. Naturally, there are advertisements and sponsors. 

 

K: And how is advertising sold?  

 

A: There are many different formats: pre-roll, integration in the studio setup, postproduction, what our analysts 

(talents) say during the broadcast. I will share with you that we will have an international tournament of the DPC (Dota 

Pro Circuit) coming up in Bukovel from January 9 to 12. In Dota, this can be equated to the World Basketball 

Championship and our studio will be the one broadcasting from the tournament. In August of this year, we also worked 

at the largest e-sports tournament called The International Dota 2 Championship. It was held in Shanghai and the 

prize pool was more than $30 million. We did a late-night show for a Russian-speaking audience and the audience 

reached up to 500 thousand live followers. 

 

K: As I look at it from the fashion world, I see the world of e-sports as a huge potential customer target. It includes 

players, viewers, commentators, and organizers. And I have a question, what sort of connection to these people have 

with the fashion world? 

 

A: There is a certain direction that has integrated seamlessly into e-sports and this is cosplay. People create costumes 

to look like their favorite characters.  

Then there is also IT fashion. In the game itself, there are a number of artists who create images of the visual change 

of the characters and gamers then pay real money to buy those fashion elements that do not affect the game features 

in any way. These fashion items set you apart and differentiate you from the crowd. Somewhere around 85% of Dota’s 

prize pool of $36 million, comes from the sales of the fashionable items within the game.  

Three months before the biggest end of the season, a compendium is released. This is an interactive feature that you 

buy for $5, and for completing tasks in it you can get more fashion accessories for your character. Due to this 



                            

 

compendium, the monetization takes place because the basic prize fund is only 1 million 600 thousand. However, IT 

fashion makes it grow to $30 million. Now you understand how much people care about the IT fashion.  

 

K: How does the process of creating IT fashion happen?  

 

A: First artists draw the skins. Then the Valve Corporation approves them and integrates them within the game. 

Obviously, not all of them get approved. Finally, the artists receive some percentage from the sales. As a result, the 

players receive fashionable elements for their characters and weapons, which carry exclusively aesthetic functions. 

This process involves people who model and texture skins. The in-game fashion industry is very active and it is 

constantly changing. Sometimes Valve Corporation is even accused of abusing skins. Occasionally people say that 

instead of improving the game itself, they only add visual changes to the characters. 

Speaking of fashion and e-sports, merchandise comes to mind. In Shanghai, they even made the so-called Secret Shop 

for the championship (because the same name was in the game). There was a lot of interesting merchandise there 

and people queued up from 3 a.m., while the store opened at 10 a.m. For example, our company has contracts with 

companies such as Navy, Virtus Pro, and War Gaming for the production of plush toys, pillows, and other merchandise. 

Moreover, before the uniforms of cyber athletes were completely plain and boring.  Now, various brands, for example, 

Adidas and Nike, joined in. These are, of course, sports brands but some companies have already gone ahead and 

began to make casual clothes for gamers. Players also launch their merchandise. When we started as gamers, we 

didn’t even have money for the return trip home when we went to tournaments. Now we grew up and acquired 

purchasing power, and our children are now also fond of e-sports. 

 

K: Would you say that gamers as a customer target are not very interested in fashion trends?  

 

A: In general, they are not but among them, there are already many opinion leaders, influencers, and they often show 

their fans on social networks what they are wearing. Especially female streamers like to do that.  

 

 

 

K: The purpose of fashion, both in the real world and in the virtual world, is to differentiate a person. I aim to look into 

the future to identify the new target groups for the fashion industry and understand why they are interesting and how 

to attract them. What should fashion brands use to reach the target audience of gamers?  

 

A: As soon as the first brand enters this market and begins to produce skins under the brand’s name, all other brands 

will follow. There is a lot of room to experiment with e-sports. For instance, there are items like gaming glasses, mice, 

keyboards, and they are also subject to fashion trends. There are a lot of directions where you can implement fashion 

in gaming. 

 

K: If we are talking about platforms that sell skins. How do they work?  

 

A: There are platforms where you can change skins that you no longer like for the one that you like, and in total it 

costs like all those that you want to change. It is very important to add that in e-sports, skins have an exclusively visual 

component. This is just a picture that does not give advantages in the game.  

I will tell you an interesting example, one Middle Eastern gamer bought a knife worth $30 thousand and this knife 

would make him stand out it in the game. The more expensive the skin, the more unique it becomes. 

In purely entertainment type of gaming it’s different because you can really buy something that will be functional and 

look different.  

 

 



                            

 

 
 
Figure 3: The Consent Form of Anton Tokarev  



                            

 

Appendix 3 

Semi-structured interview with Yaroslav Shkiar (e-sports athlete known as Smoke). 

The interview was conducted on the 24th of October 2019 via email. 

 

Кsenija: Please, tell me how and why you started doing e-sports. 

 

Yaroslav: It all started with my hobby in 9th grade, it was in 1997. At the time we played Duke 3D on the modem against 

each other and even organized little competitions. As time passed by, new computers came out and so did new games. 

With new games, the number of participants began to increase and everyone wanted to show that they play cool. I 

was no exception and wanted to prove that I play better than everyone in my yard, school, then in the computer club 

and finally, in the city tournament. We had our teams; at the time they were called ‘clans’. In the city and the entire 

country, games were played all the time, where the clans fought to be in the top. These people just played for fun, 

there was no money involved. The emergence of new technologies, the Internet, computer clubs, all of it was at the 

base of this movement. We would come to the computer club at night to play our favorite games or compete against 

each other, since not everyone could afford to have a computer with a local network at home. Besides, people who 

wanted to play oftentimes lived far from each other.  

 

After I did not pass the entry exams at university, I went to work in a computer club. There we began to develop this 

movement and I was one of the people who organized the computer games competitions in Kyiv. Moreover, I actively 

participated in those tournaments, achieving victories and high scores. We would collect the prize fund from 

contributions and then divide it between the first three places. I did not earn much money there, but it was enough 

for pocket expenses. 

 

K: E-sports is not just fun. What is its main goal and mission, and how do you see the development of e-sports in the 

future? 

 

Y: E-sports is not entertainment now and the name itself implies that it is a sport. While computer games are 

entertainment, it is the approach to the game determines what the player wants. While some choose to play for fun, 

others look beyond and they want to play the game responsibly, work to improve, and earn money from it.  

The player’s goal is to win the tournament and be at the top, as this will allow him to immediately have sponsors and 

contracts. The guys are now engaged in e-sports academies and afterward, they sign contracts in various leagues. 

Everything is the same as in traditional sports, such as football. It’s just that here you need to have and develop 

intellectual and not physical skills. You need to predict the actions of your opponent, what move he will make, and all 

this in a split second. Essentially, the game is just a tool to find out who is cooler.  

 

The mission and goal, as in any sport, is the popularization of the competitive movement in a particular game (or 

platform). After all, fans of the game who are following the professional teams are ordinary people, those who like to 

play this game. These are the people who make up the audience. The more interesting competitive modes there are 

in the game, the more fans the game has. 

We started in this niche movement with sole enthusiasm and in 20 years everything has turned into a strong industry 

with an annual turnover of $1 billion. The growth dynamics of this industry are crazy. Consequently, more companies 

and services will appear around this industry to complement it by introducing new trends and features.  

 

The entire arenas specifically dedicated to e-sports are already appearing. In the future, I see that everyone who wants 

to play their favorite game not only for fun but to earn money will be able to do so. Everything is striving for this. 

Transnational teams will appear. Even though they already exist, their turnovers will be much larger.  

There are already many idols and influencers in e-sports. For example, Andrey Shevchenko (the famous Ukrainian 

football player) and Alexander Kostylev (known as Simple) have the same number of followers on Instagram (600k +), 

only Alexander is 22 years old and Shevchenko is 37 years old. The future career and income of these 2 athletes will 

depend on the audience and popularity of their respective sports. 

 

K: How long does it take to reach a professional level in e-sports?  



                            

 

 

Y: Like in any sport, if you want to be the best, you have to train above the norm and dedicate a lot of time. Nowadays 

you can go to a special school or an e-sports academy, where they will tell you how to become better and avoid a lot 

of mistakes. People in those special institutions share their experiences to help a person become a player in a shorter 

amount of time. After all, we gained our knowledge through trial and error, and now the learning process takes less 

time. However, new complex problems always emerge because the industry is constantly changing.  

 

K: In your opinion, what allowed e-sports to gain popularity so quickly?  

 

Y: In America, it took 30 years and about 20 years in Europe for e-sports to grow to the current level. Now gamers are 

transmitting their passion to their children, and so everything grows in dynamics. The more people are captured by 

the game, the more fans start to appear. It also depends on the game, as game developers greatly influence the 

industry and all its trends.  

Also, the arrival of sponsors influenced the globalization of the movement. When money entered the industry, it 

sparkled even more beautifully and developed to the point where it is now. I will not be surprised if eventually, e-

sports will overtake all the top sports competitions. The world is changing and the mindset of the younger generation 

is formed through video games, social networks, innovations, and technology. 

 

K: Do you think that e-sports can be compared to traditional sports? And if so, what are the similarities?  

 

Y: They are only similar in moral exhaustion. E-sports are intellectual games like chess, poker. Here you need to keep 

yourself in good shape to endure long marathons because sometimes games go on all day. Cyber athletes play for 2 

hours, 4 hours, then they play again for 2 hours and that’s all endurance. That's why the teams have coaches, physical 

trainers, nutritionists, psychologists, and personal assistants. All this is required for the player to be in optimal shape 

and do his job in the best way possible. For a long time, everything had to be done by yourself, well, imagine how 

much time you had left to play and to play well. 

 

K: Do you think that e-sports as an industry can affect other areas, and if so, which ones?  

 

Y: Yes, it is already doing so. It influences the developers of computer games, the IT manufacturers, the Marketplace. 

Already in many games, there are trading platforms where players buy skins of various kinds for their characters and 

improve their heroes by spending real money on them. Now, since the industry has a billion dollars, this e-sports 

market of goods and services is being formed. 

 

K: Today, traditional sport and e-sports coexist. Could traditional fashion and digital fashion coexist? And how do you 

imagine this coexistence?  

 

Y: Yes, it already exists. Only you need to understand that digital fashion is now in the skins that players can buy for 

their characters in the virtual world. This is already happening and it is very active. If we are talking about digital 

fashion applicable to the user, then all this direction is just emerging. 

 

K: In your opinion, what could an emerging digital fashion industry use from e-sports?  

 

Y: It can use a lot of things such as the entire target audience, through teams, players, and sponsorship packages. It 

has a lot of potential to instantly spread out in the community. 

I even think that soon the leading fashion brands will be introducing their products into video games, using them as 

advertising platforms. This way the gamer will have a desire to go and buy in real life the same items that his character 

is ‘wearing’ in the game. The gaming world can act as a great shopping window; there are a lot of possibilities how to 

integrate the fashion world within e-sports in a way to benefit both parties.  

Later on, I got a degree; I am a specialist in Marketing and Advertising. Therefore, I am convinced that there are a lot 

of tools for the interaction between the two. 

 



                            

 

K: Do you think the virtual world of video games carries potential threats?  

 

Y: Definitely not more than our politicians on TV, who are trying to impose their vision and make people do what they 

want us to do. In this world, there also are authoritative personalities who control global trends, such as large teams, 

tournament operators and game manufacturers. 

 

K: Do you think a future where each person will have his/her digital twin is possible?  

 

Y: Here it all depends on the user because in the game there is already an opportunity to create a character that you 

will control. It may be similar to you or it may even be of the opposite sex. This character will have to be dressed, eat, 

if the game requires it, so it is very similar to the digital twin. People are already spending money on virtual characters 

and this trend will only become more popular.  

 

K: E-sports do not use traditional advertising. What marketing strategies and channels are used to promote it?  

 

Y: Actually, more or less all the advertising communication channels are already involved. It is just that this or that 

channel is used more to promote some event. Now the main channels used are digital. Social networks, Internet video 

sites, Internet resources, the games themselves, IT manufacturers that are already collaborating with e-sports teams… 

A lot of things are happening. 

 

K: Why do e-sports have so many global sponsors?  

 

Y: Well, what do sponsors need? They need a big audience. And if the dynamics of the audience is growing at the 

exponential rate, the longer you wait, then the threshold for entering this industry will become more expensive. 

Therefore, top managers of the companies that manufacture products that are directly or indirectly related to this 

industry, understand the potential of the industry and sponsor teams and tournaments.  

 

K: Do you think that the further implementation and complication of gadgets will lead to the fact that in the future a 

person can become a gadget of the virtual world that he invented?  

 

Y: Everything is possible, as it is portrayed in the film with Bruce Willis, called Surrogates. Nowadays the technologies 

of VR are developing a lot. 

But there is one interesting thought. If you turn off the electricity, all of this will disappear, so a very interesting 

concept appears here. I think that in the near future we will find out how in which direction everything will go. I give 

it a deadline of 50 years.  

 



                            

 

 
 
Figure 4: The Consent Form of Yaroslav Shkiar   



                            

 

Appendix 4 

Informal conversation with Max Bilonogov (Executive Producer at WePlay! Esports Newmedia Group) @ WePlay! 

Headquarters in Kyiv, Ukraine.  

The conversation was conducted on the 24th of October 2019. 

 

Ksenija: Over time, global luxury brands will understand that the world of e-sports is a huge community that can be a 

potential target customer. However, no one has yet considered new ways of communication, which would allow 

connecting the audience from the virtual world to the real world. And I am not just talking about traditional advertising 

or sponsorship, but rather a real look into the future. In 20 years, the luxury fashion items might be worn by the e-

sports fans of today. 

 

Max: At the moment, almost all games have skins. They are different customizable things that are put on your 

character, allowing it to look unique. Most likely, in the future, fashion houses may begin to cooperate with 

developers, offering them to stream fashion shows directly in the game itself and present clothes for both video game 

characters and real people. An interesting example that comes to mind is the game called Fortnite and the 

presentation of the new Marshmello’s album (American DJ, whose album was released on February 2nd, 2019). 

Fortnite developers created an avatar of Marshmello’s suit and integrated him inside the game. People then gathered 

in the game, where the artist presented his new music album. Everything goes towards people spending more and 

more time in the virtual world, as shown in the film of Stephen Spielberg, Ready Player One. However, at the moment 

there are no such fashion integrations into the game world. 

 

K: But brands just won’t enter this market. After all, this community is very closed and they are alien to the traditional 

values of luxury brands. This world of traditions and heritage must somehow find ways to interact with the virtual 

world because in 20 years people will probably spend most of their lives online. In addition to the competitive element 

of the game, people still need emotional, because fashion is primarily triggering emotions.  

 

M: Exactly! People already spend a huge amount of real money on skins, which are purely aesthetic and do not affect 

the game. It seems to me that the main accent of communication should be put on the aesthetic and emotional 

pleasure of controlling and dressing the character in the game.  

 

K: Of course, game developers are already producing fashionable elements for the characters in the game but I'm 

interested in dragging the real fashion brands into the virtual world. After all, people in this world are the same 

customers. The only difference is that they are setting and following new trends that the traditional fashion industry 

does not want to hear yet. Brands continue to see new trends in the form of tangible technologies, such as the use of 

drones during shows, but they do not see that this is a whole virtual world that is ready to be explored. 

 

M: Then we need to integrate fashion not in the game, but from the game.  

 

K: I would say both ways. 

 

M: I agree! Then, the first thing that comes to mind is a synthetic fashion show. For example, the models are walking 

the runway in the real world. However, behind them, there are video game characters that are dressed in the same 

clothing. These characters are not visible to the people who are watching the show live. Instead, only those that are 

watching the stream see them. In this way, we will be mixing the 2 worlds and it will really work. This experiment can 

also be realized with the help of augmented reality. 

 

K: As you said, my investigation is based on the idea that there are real and virtual worlds. Since real money is spent in 

the virtual world, it means that the virtual world becomes real for the ones who produce the goods. It means that those 

who produce the goods in the virtual world must find a tool that will allow them to do the same in the real world and 

vice versa. There are already different video games’ characters that are interesting; they stimulate people to purchase. 

Therefore, brands could use this phenomenon. Not just advertising their brand in the game, but rather complementing 

these characters, discovering them, experimenting, collaborating with them. The search for new markets and 



                            

 

technologies to engage with them would launch the production process. There is a world. A huge invented digital world 

where fashion is already an integral component. However, this world is completely ignored by the traditional fashion 

industry. 

 

M: I think it would be possible to offer collaboration between a luxury fashion brand and a game within e-sports. This 

would guarantee sales profit. The brand shall ask what is required of them. Suppose you need 10 designers. The brand 

pays 10 designers who develop a collection of skins for a specific game. These skins immediately become popular 

inside the game, because they enter the game under the label of their brand. And then these clothes can be put up 

for sale in the real world. Another idea is to create a fashion collection inspired by famous cosplay costumes. This 

approach will immediately make the brand gain trust within the gaming community. Media channels will immediately 

write about this that the brand could even broadcast the fashion show on the platforms that are dedicated to e-sports 

and gaming, such as Twitch.tv and Reddit. Creating a collection based on the trends of e-sports and gaming will break 

the wall between the two worlds. Of course, at the moment, a large part of the gaming audience is 12-16 years old. 

However, in 7-10 years this audience will start acquiring purchasing power and if a brand manages to gain the trust of 

these people today, then in the future even the largest fashion brands will not be able to compete with that brand. 

 

At the moment, the market capitalization of e-sports is not too high. It is about $1-2 billion, which is the price of a 

hotel in Manhattan. But the industry is growing faster than television at the time and there definitely lies a huge 

potential for the fashion world. Lastly, I think it is important to emphasize to the traditional fashion brands that if they 

do not pay enough attention to the developing trends in the digital world on time, this growing community will start 

creating their brands and it will be impossible to compete with them in the long-term. 



                            

 

 
 
Figure 5: The Consent Form of Max Bilonogov  



                            

 

Appendix 5 
Semi-structured interview via email with Kerry Murphy, the founder of The Fabricant – one of the first entirely digital 
fashion brands. 

The interview was conducted on the 5th of November 2019.  

 
Ksenija: How do you see the coexistence of traditional fashion and digital fashion? 
 
Kerry: Digitization will be a tool to make traditional fashion practices more sustainable, effective and lower the costs 
of development while increasing creativity. Architecture, automotive, aeronautical and other design industries have 
already achieved these. Digitization will be the future of fashion and new business models are starting to emerge. 
Lukso.io is a perfect example of technical innovation in the blockchain space showcasing how digital twins can 
improve communication, origin and transparency of our garments. 
 
Ksenija: Who do you think will be the first active consumers of digital fashion?  
 
Kerry: GEN Z, early adopters, and trend-geeks 
 
Ksenija: Have you considered the field of e-sports as a possible target audience for your product? 
 
Kerry: We have consciously chosen not to focus on gaming, but to develop a new industry around digital fashion, 
mimicking the beauty of the traditional fashion industry. 
 
Ksenija: Where and how do you see people wearing their digital clothes?  
 
Kerry: At first on Instagram, social channels and probably games. At some point all e-commerce shops will have 
virtual try-ons for our digital body twins. We believe that in the future we will all wear digital clothing. We are not 
focused on building the technology for it, but focused on creating well-crafted beautiful digital clothing that cannot 
exist in real life. 
 
Ksenija: Please, outline the main competitive advantages of the digital fashion over traditional fashion. 
 
Kerry: More sustainable, increased creativity, cost effective, safe space to try-on clothing we would not dare to do in 
our physical lives. 
 
  



                            

 

 
Figure 6: The Consent Form of Kerry Murphy 
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Appendix 6 
Observation of the purchasing process of a digital clothing item via The Fabricant online store. The purchase was 
made on October 30th, 2019.  
 
The product was ‘purchased’ on the official website of The Fabricant for free. It was explained that the brand wants 
to familiarize designers with 3D fashion, which is why the product is free of charge. Please, note that it was impossible 
to conduct the same observation with Carlings because the entire digital collection was out of stock.  

 
Figure 7: Digital Denim Jumpsuit Purchase (Source: The Fabricant, 2019: online) 
 
The website did not offer the service of ‘digital tailoring’, so it is the user who would have to fit the item on 
himself/herself.  
 

 
 
Figure 8: The Fabricant order confirmation. (Source: Mjasnikova, 2019)  



                            

 

 

 
Figure 9: The Fabricant digital downloads. (Source: Mjasnikova, 2019) 
 
 
The product arrived in a zip file with several folders. The folders included the instructions on how to install CLO3D – a 
program created for 3D design, as well as photos of the digital version of the garment to be manipulated inside the 
program. In the case of this experiment, the garment purchased was a ‘Soorty jumpsuit’. The digital downloads also 
comprised a PDF document that included the following chapters: motivation, what’s needed, intro, concept, Soorty 
jumpsuit, usage & license. (The Fabricant, 2019)  
 
 

 
 
Figure 10: Digital files from The Fabricant. (Source: Mjasnikova, 2019) 
 
 

 
 
Figure 11: The Soorty jumpsuit. (Source: Mjasnikova, 2019)  
 
Appendix 7 



                            

 

Digital Fashion online survey results.  
Total number of participants: 156.  
 
 
 
 

 
 
 
 
 
 

 
 
 
 
 
 
 
 



                            

 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 



                            

 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 



                            

 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 



                            

 

 
 
 
 
 
 
 
 
 
 
 

 
 
 



                            

 

 
 
  



                            

 

Appendix 8 
Cross-section analysis of the Digital online survey results presented in the Appendix 7.  
 
The cross-sectional analysis is color coordinated and was performed in regards to a few main variables: 

1. Age 
2. Gamers vs. not gamers 
3. Luxury vs. not luxury customers  
4. Social media X waste of clothes 
5. Age X Gamers/non-gamers X Would you buy a digital clothing item? 

 
1. Age 

 

 
 
 

 

 

          
 

 
 

How often do you buy luxury goods? 

How old are you?

Between every 3 months 

and a year 

Between once a week and 

once every 3 months Never Grand Total

24-38 (Millenials) 29 9 23 61

over 38 (Gen X) 24 3 14 41

under 24 (Gen Z) 30 12 12 54

Grand Total 83 24 49 156

Count of 3. Have you ever heard about 

digital fashion? 

How old are you? No Yes Grand Total

24-38 (Millenials) 31 30 61

over 38 (Gen X) 29 12 41

under 24 (Gen Z) 30 24 54

Grand Total 90 66 156

No

58%

Yes

42%

Have you ever heard about 
digital fashion?

24-38 

(Millenial
s) 

46%

over 38 

(Gen X) 
18%

under 24 

(Gen Z) 
36%

Yes 

24-38 

(Millenia
ls) 

35%

over 38 

(Gen X) 
32%

under 

24 (Gen 
Z) 

33%

No 

How often do you play video games? 

How old are you? Daily or weekly Monthly Never Grand Total

24-38 (Millenials) 14 10 37 61

over 38 (Gen X) 3 5 33 41

under 24 (Gen Z) 13 10 31 54

Grand Total 30 25 101 156
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Would you pay money for a digital clothing 

item? This means that you will never be 

able to wear it in real life, as it only exists 

as a filter in the digital space. 

How old are you? No Yes Grand Total

24-38 (Millenials) 44 17 61

over 38 (Gen X) 32 9 41

under 24 (Gen Z) 43 11 54

Grand Total 119 37 156
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32

43

17

9

11
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Would you want to have your digital twin in 

the virtual world? 

How old are you? No Yes Grand Total

24-38 (Millenials) 42 19 61

over 38 (Gen X) 29 12 41

under 24 (Gen Z) 35 19 54

Grand Total 106 50 156

Does it happen to you to buy an item of 

clothing just for a photo and never wear it 

anymore? 

How old are you? No Yes Grand Total

24-38 (Millenials) 48 13 61

over 38 (Gen X) 24 17 41

under 24 (Gen Z) 39 15 54

Grand Total 111 45 156

Do you use your social media accounts to 

show your fashion looks? 

How old are you? No Yes Grand Total

24-38 (Millenials) 39 22 61

over 38 (Gen X) 33 8 41

under 24 (Gen Z) 26 28 54

Grand Total 98 58 156



                            

 

2. Gamers vs. non-gamers  
 

 
 

   
  

          

Would you pay money for a digital clothing item? 

This means that you will never be able to wear it in 

real life, as it only exists as a filter in the digital 

How often do you play video games? No Yes Grand Total

Daily or weekly 21 9 30

Monthly 16 9 25

Never 82 19 101

Grand Total 119 37 156

Would you want to have your digital twin in the 

virtual world?

How often do you play video games? No Yes Grand Total

Daily or weekly 19 11 30

Monthly 16 9 25

Never 71 30 101

Grand Total 106 50 156

21 

16 

82 

9 

9 

19 

0 10 20 30 40 50 60 70 80 90 

Daily or weekly 

Monthly 

Never 

Yes No 

No 

81% 

Yes 

19% 

Never 

0

10

20

30

40

50

60

70

80

Daily or weekly Monthly Never

No

Yes

No

63%

Yes

37%

Daily or weekly

No

64%

Yes

36%

Monthly



                            

 

 
        
 

 

 
 
 

 
 
  

No

70%
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30%
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Have you ever heard about digital fashion?

How often do you play video games? No Yes Grand total

Daily or weekly 21 9 30

Monthly 12 13 25

Never 57 44 101

Grand total 90 66 156

How often do you buy luxury goods?

How often do you play video games?

Between every 3 

months and a year

Between once a 

week and once 

every 3 months Never Grand Total

Daily or weekly 17 6 7 30

Monthly 13 6 6 25

Never 53 12 36 101

Grand Total 83 24 49 156

Would digital fashion attract you if you knew that it 

can realise any of your fashion fantasies?

How often do you play video games? No Yes Grand total

Daily or weekly 14 16 30

Monthly 11 14 25

Never 45 56 101

Grand total 70 86 156
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3. Luxury vs. not luxury customers  
 

 
 
         

       
 
 

 
 

Do you use your social media accounts to show your fashion looks?

How often do you buy luxury goods? No Yes Grand total

Between every 3 months and a year 48 35 83

Between once a week and once every 3 months 11 13 24

Never 39 10 49

Grand total 98 58 156
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and a year

No

80%
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20%

Never

Does it happen to you to buy an item of clothing just for a photo and 

never wear it anymore? 

How often do you buy luxury goods? No Yes Grand total

Between every 3 months and a year 54 29 83

Between once a week and once every 3 months 15 9 24

Never 42 7 49

Grand total 111 45 156
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Would you like to contribute to making the fashion industry more 

sustainable?

How often do you buy luxury goods? No, I don't care Yes

Yes, I am 

already 

doing it Grand total

Between every 3 months and a year 13 55 15 83

Between once a week and once every 3 months 3 14 7 24

Never 10 30 9 49

Grand total 26 99 31 156
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4. Social media X waste of clothes  
 

 
 
 

 
 

 
 
5. Age x Gamers/non-gamers x Would you buy a digital clothing item? 
 

 
 
 
The willingness of gamers (millennials and Gen Z) to buy digital fashion  

 
 
  

Does it happen to you to buy an item of clothing just for a photo and never wear it anymore? 

Do you use your social media accounts to show your fashion looks? No Yes Grand total

No 73 25 98

Yes 38 20 58

Grand total 111 45 156

66%

34%

Does it happen to you to buy an item of clothing just 

for a photo? (Among the people who do use social 

media accounts to show off their looks)

No Yes

74%

26%

Does it happen to you to buy an item of clothing just 

for a photo? (Among the people who don't use social 

media accounts to show off their looks)

No Yes

Would you pay money for a digital clothing item? What is your age?

How often do you play video games? 24-38 (Millenials) over 38 (Gen X) under 24 (Gen Z) Grand total

Daily or weekly 14 3 13 30

No 8 3 10 21

Yes 6 3 9

Monthly 10 5 10 25

No 5 3 8 16

Yes 5 2 2 9

Never 37 33 31 101

No 31 26 25 82

Yes 6 7 6 19

Grand total 61 41 54 156

Would you pay money for a digital clothing item? What is your age?

How often do you play video games? 24-38 (Millenials) under 24 (Gen Z) 

Daily or weekly 14 13

No 8 10

Yes 6 3

Monthly 10 10

No 5 8

Yes 5 2



                            

 

Appendix 9 
Observations of the Instagram activities of Carlings and The Fabricant. 
 

1. Carlings 
 

 
 
Figure 12: @anegyll wearing Carlings digital collection.  
(Source: Anegyll, 2019: online)  
Number of Instagram followers: 9K; based in Norway. 
 

 
 
Figure 13: @higherthanfashion wearing Carlings digital collection.  
(Source: Higherthanfashion, 2019: online)  
Daria Simonova: Russian fashion blogger & luxury vintage seller, 55K followers. 



                            

 

 
 
Figure 14: @jekkuburglund wearing Carlings digital collection.  
(Source: Jekkuburglund, 2019: online)  
Content creator, Finland, number of followers: 14K.  
 

 
 
Figure 15: @jirkavinse wearking Carlings digital collection.  
(Source: Jirkavinse, 2019: online) 
Jirka Vinse Jonatan Väätäinen: graphic designer, illustrator & art director; based in Finland.  
Paid partnership with the brand; number of followers: 214K. 
 
 



                            

 

 
 
Figure 16: @perl.www wearing Carlings digital collection.  
(Source: Perl.www, 2019: online) 
Digital influencer with 11K followers. 
 

 
 
Figure 17: @ytl wearing Carlings digital collection. (Source: Ytl, 2019)  
Regular person, number of followers: 1K.  



                            

 

2. The Fabricant 
 

 
 
Figure 18: The Fabricant’s collaboration with iD and Vice, dressing up the influencer @orlandocyborgashley in digital 
clothing.  
(Source: the_fab_ric_ant, 2019: online) 
Ashley Young is an American model living in London. Number of followers: 13K.  
 
 

 
 
Figure 19: The Fabricant’s collaboration with iD and Vice, dressing up the influencer @enamasiama in digital 
clothing.  
(Source: the_fab_ric_ant, 2019: online) 
Enam Asiama is a plus size model and influencer with 30K followers. 



                            

 

 
 
Figure 20: @parth_clo3d virtual designer in The Fabricant garments. (Source: parth_clo3d, 2019: online) 
Number of followers: 53 
 

 
 
Figure 21: @johwska modeling the first digital haute couture piece from The Fabricant. (Source: Johwska, 2019: 
online) 
Iridescent was the first haute couture digital fashion garment sold at an auction on the Ethereum blockchain for 
$9,500.  
Johanna Jaskowska modeled the dress. She is an artist with 826K followers on Instagram.  


