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ABSTRACT
We contribute to the discussion on fashion-ology of mobile innovation by looking into the practical production system within this industry. By analyzing how mobile phones are produced as aesthetic objects through a qualitative content analysis of insiders, we attempt to clarify a relatively more independent aesthetic-creating system, that is, the fashion-ology of mobile technology. We learn how much the industry insiders see the mobile design and production is related to fashion and how the work process goes on through the interviews.
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1.INTRODUCTION

From an industrial perspective, it is evident that there is a relation between mobile phones and fashion. Fashion labels cooperate with phone companies and produce new fashionable mobile phones. Prada collaborates with the South Korean handset maker LG; Dolce & Gabbana with Motorola; and Versace and Cath Kidston with Nokia [6]. In a manifest to encourage a discussion among the whole industry in an industry conference, Pawlowski suggests that fashion is a “stronger motivator than functionality” to enhance “mobile user experiences” [6]. He argues that the commoditization of core mobile phone functionality and the emergence of “white label” contract manufacturers are enabling design-led brand names from outside the mobile industry to launch products of their own. In so doing, they have forced existing mobile manufacturers to explore partnerships with them, which inevitably leads to an increasing focus on aesthetics. 
Inspired by these, we tend to study a more practical theme, investigating the product system in the development of mobile innovation. The production system is a critical component in the concept of “fashion-ology” which also consists of diffusion and consumption. There have already been many studies on consumption side. For example, based on a study of Japanese and American teenagers, Katz and Sugiyama [4] argue that mobile phones are fashion objects that provide their users with means for self expression. Sociologist Fortunati [2] argues that the motivation for young people to buy such devices is similar to that of buying clothing in the sense that they prioritize aesthetics as a way of defining their identity. We have previously analyzed the appearance of mobile phones on fashion blogs to better understand the diffusion system [10]. This study will further unpack the fashion-ology of mobile technology by focusing on how the phones are designed as aesthetic items. As production, diffusion and consumption are interrelated, we will still refer to diffusion and consumption parts when necessary. 
This paper is also of interest for the growing research on the relation between aesthetics and technology, since fashion industry has a longtime concern to create beauty. As fashion industry is to create beauty and is closely related to aesthetics, Hallnäs and Redström [3] argue for a focus on aesthetics to understand the ways in which we live with technology, rather than just use it as a tool with specific functions. According to them [3], the aesthetic resides in the “appearance of things” which derives from its “inner expressive logic”. On the other hand, Petersen, Iversen et al. [7] have formulated what they refer to as a “pragmatist aesthetic” program to extend the recognition of the value of beauty into our social engagement with technology. They suggest that aesthetic interaction should not only concern “immediate visual appearance,” but also include the interaction per se, as well as its broader societal structures. However, our study reveals that the relation between aesthetics and technology remains unclear, both from a theoretical and an empirical perspective and there are limitations in extending the “pragmatist aesthetics”. 
The empirical materials we will use are interviews of insiders from mobile industries. These people include designers and trend analysts from notable mobile phone companies, trend forecasters and analysts from fashion agencies. From these interviews, we can see how the production process works and how they relate mobile production to fashion. 
This is still a work in process. Our study shows that the fashion-ology of mobile technology is relatively independent, but it is obviously related to fashion. Therefore we tend to identity a fashion-ology of the mobile industry per se, and not to mould it into the traditional fashion system in clothing manufacture. 
2.BACKGROUND
2.1 Fashion-ology and fashion system

Our study is influenced by emerging research within fashion studies, and particularly that of Kawamura [5]. She argues that there is “fashion system,” which means institutional and cultural arrangements that cause particular cultural objects to be adorned in a specific way. Fashion should be distinguished from clothing. It is this system that in intricate ways creates the constant fluctuation of taste, and which links industrial production to the variations in consumer values. It works through complex relations between institutions which handle production and diffusion, as well as the actual consumption. Diffusion is the spread of fashion within or across social systems [5]. It depends on many people deciding to adopt an innovation, thereby legitimizing newly introduced items as fashion. This paper will focus on production.
2.2 Fashion and aesthetics

Fashion is an important driver of taste and it molds our concept of what is considered beautiful and aesthetical [5, 9]. As one of the aesthetic enterprise, it is after all “a form of visual art, a creation of images with the visible self as its medium”, fashion “links beauty, success and city”[9]. Thus fashion industry is an industry of creating beauty. In a sense, fashion-ology is a social system which occupies itself with aesthetics throughout the designing process. 
3.AESTHETICS IN PRODUCTION 
In the following we will present some initial themes which have emerged out of the interviews with the designers. This is a work in process.  

3.1 Aesthetics in visual appearance
This part will discuss the aesthetic creation in the mobile production with a focus on the design of visual forms and design concept. 
· Color  
In design, color is an important tool in the marketing [1]. First, Color plays a major role in positioning products by attracting attentions and evoking symbolic associations. Color catches customers’ attention, makes an emotional connection and leads them to the product. Even when the basic product stays the same, changing the color can give a sense of newness. The selling power of color can be traced to two sources, one is emotional effect with various hues; the other is the desire for individuality and personal expression through selection of color. In order to impress consumers and guarantee the novelty of the products, designers in all areas need to keep updated with the color trend. The choice of color represents the taste of the designers and how they understand consumers’ demand. A Portfolio designer at Nokia Niilo says: 
First, the color is acted on its own and is quite a powerful statement…second, the emotional side of color which is obviously a way to communicate… third, the way we are using the color in product itself. How much the color behaves in the complete volume of the product and how much we actually allow the color to speak for itself.

In fact, these three aspects in color as he says, are intertwined in the communication between product and consumers.  
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Second, color can be a strategy to identity target groups. Sensitivity to the different meanings behind the colors enables the  designers to target the right colors to the right consumer      segments[1]. 
In our interviews, many people have mentioned the “consumer segmentation”, based on which different designs of products can be available and meaningful. Color and material designer at Sony Eriksson Jeanna Kimbre gives a good example of  “Pink Sony Eriksson T280i”
[Figure 1].  She says: 
We look at consumer groups. In this case,  it was a product that would be launched in a specific part of Asia. And it needed to reach a female group and a slightly younger group… We also launched other colors for older female audiences. 
So pink is for young female. In mobile design, there are not so many colors as in clothing design. Different colors also offer choices to consumers which most of the mobile companies aim to do. 
· Materials 
Materials are also important in product design and production. In mobile manufacture then is the material that plays a role. The designer at Nokia Niilo says “Materials are the foundation of any product design”. But the materials used in the phones differ from the materials used in clothing production. Textile is a kind of soft materials which is quite different from materials used to produce mobile phones. It is more difficult to change the color of hard materials used in mobile design, compared with the fabric in clothing design which can be dyed. It is usually the material that decides which colors can be used to the phone, since certain materials can only have certain colors. This is also very different from clothing production. But in both industries, the innovation in material technology plays a significant role in the development. New materials can show novelty in product as well as hold social responsibility in a sense.
· Shape 
The shape of a product also plays a significant role. It makes the design stand out immediately from so many similar products.  For some mobile companies, they will use certain iconic shapes in order for people to start to recognize certain product categories. For one serial of products, they can have the same shape but different colors to offer more choices. 
· First impression

Based on the three aspects previously discussed, we then come to how people relate the visual appearance to themselves. The whole visual form including color, materials and shape, is an important part of a product design and a crucial measurement of a good design. On the one hand, designers can create different products, showing their originality and imagination. On the other hand, it is a fact that people tend to buy things with attractive appearances, thus designers have to pay attention to the visual form of the products if they want to succeed in the market. The visual form is where the product communicates with consumers in the first place. People choose a product firstly from the outlook which can show their taste and personality and express uniqueness of them. As the designer at Nokia Niilo says, 
The only way in design to stand out is basically to have unique form. So people can recognize the form thirty meters away. It’s a very well-known method to think about first read.

Therefore, the visual form is important in the way that it activates “First read” of the silent communication and can be the first step to link the product to the user’s world.
3.2 Accessory 
The concept of accessory is important both in fashion and in mobile design, but with almost incompatible meanings. In fashion, an accessory is something that adds to the outfit, or the ensemble. It is often a watch, a bag, or piece of jewelry [11]. We term this an outfit-centric accessory because it starts from the wearer of clothes. In this perspective, the mobile phone becomes an obvious accessory that should be an integral part of the outfit. To see mobile as an accessory is an important way to link fashion to mobile industry. It also indicates strong awareness of aesthetics, since accessory is generally used to decorate a style and match a whole look. Color and material designer at Sony Eriksson Jeanna Kimbre says:
And it has probably very much to do with that you’re very much wearing your product. Many people have headsets on the lot. People have these kinds of bluetooth transmitters, that allows you to have your phone in your pocket … But it hangs as a necklace. Then it's clear that you are more interested in how it looks.

The concept of “wearing” shows an outfit-centric perspective. She thinks mobile phone can be worn like other fashion accessory. The way of showing the phone is integrated into the harmony of the whole look. 
3.3 Aesthetics and functionality

Pragmatic aesthetics has been applied to study the human computer interaction design. Petersen et al.[7], who wish to contest that aesthetics is concerned with “immediate visual impression,” see instead the experience as derived from social practices. The interviewees have a propensity to talk about appearance, separating visual appearance from the functionality of technology. Of course they think a good design should contain both sides: inside and outside. But when considering fashionable features in the design, they tend to concentrate on the attractive outlook or hardware design, not very much related to software and concrete interaction between user and the phone. In this sense, they seem to approach the appearance in the way Hallnäs [3] suggests, as immediate visual impressions. We conclude that the ambitious pragmatist aesthetic interaction design approach [7], might fit with the way people live, but not so well with how the designers think about aesthetics in the working process.

4. PRODUCT LIFE CYCLE 

A product processes through a series of predictable stages called a life cycle from the time when it is merely a concept to the end of its time in the marketplace. It often consists of six stages: Development, Introduction, Market Development, Exploration, Maturity, Saturation and Decline [1]. Both of apparels and mobile phones have their own life cycles. 
The life span of a fashion item is getting shorter and shorter, especially when mass fashion is taking up much proportion of the market. Zara is said to generate a new item or making an idea into a real item showing in stores within two weeks [8]. Mobile phone, as a kind of consumer electronics, has an obviously longer life span. Most interviewees think that one of the biggest differences between fashion and mobile industry lies in the life span of the products. Designer at Sony Eriksson Jeanna Kimbre says:

Their seasons (fashion) are becoming shorter and shorter. We pick the fashion information that is relevant to our industry for our customers, but of course it should have a bit more long-term customer value.
The cycle of mobile innovation is generally longer than fashion. But what’s interesting is the life span of mobile is actually getting much faster than before, though not so short as clothing life span. 
There are several terms to depict life span of fashion, for example, fashion curve which describes fashion trends classified by duration and penetration, fad (the shorter trend), classics (longer trend), fashion cycle which means a cycle with fixed, regular periodicity[1]. These concepts may not be applied in mobile industry, especially when the technological innovation drives the industry forward. In product design, it always pursues the improvement of the old type instead of reminiscence periodically.
5. CONCLUSION
The purpose of this paper is to investigate the fit between the fashion system and mobile design and production, through the study of interviews of insiders from the whole mobile industry. The fashion-ology of mobile innovation, as we suggest, is a whole process of production, diffusion and consumption with a focus on aesthetic creation. We choose to emphasize on the production side and discuss the aesthetics in it. This then refers to visual impression of a mobile phone, including color, material and shape. 
First, the study shows a paradoxical relation between users’ aesthetic interaction. There is an interesting tension in the interviews. The interviewees tend to talk about appearance when discussing what is fashionable. This is in line with what Hallnäs [3] suggests, that is, the immediate visual impressions. We conclude that the ambitious pragmatist aesthetic interaction design approach [7] might fit with the way people live, but not so well with how they think about aesthetics. This might, of course, be due to non-aesthetically designed software. But it could also be due to an infelicitous attempt to link “immediate visual impressions” and non-pragmatic aesthetics. The pragmatist aesthetic program needs to overcome this gap. Currently, it seems paradoxical that in their theoretical stance they take an interest in people’s practices. But the users themselves seem to favor the traditional aesthetic approach where immediate and public visual aesthetics draw their attention.
Second, previous study shows that mobile phone is a fashionable item and a fashion statement. It is a fashion item in some sense, but the link between fashion and mobile phone in production is actually not as strong as we have imagined. They are more independent industries and only have some aspects overlapping. From the interviews, we can see that the designers tend not to connect to fashion too closely. They admit that they pay attention to trend analysis, eg. on color, materials and consumer behaviors etc. They attend presentations, buy trend forecasting reports, go to fairs and shows, but they are actually more independent when working in the design process. Fashion, to them, is more like a big provider for new information where they can get inspirations. They do not take in all the fashion trends immediately, but they select those which are most relevant for them. The design process is quite independent and the product life span is different. The life span in mobile phone is obviously longer than that of fashion. If we see fashion has been influencing in almost every area of daily life in modern society, this link then becomes natural which can be even overestimate. 
Therefore, we identify a “fashion-ology” of mobile innovation based on the features of fashion system instead of trying to mould mobile design into the clothing production system. 
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