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Abstract

This study aims to propose a model for modifying Design Format Analysis (DFA) in an effort
to analyze the flow of styling trends in products. Originally, DFA is conducted to derive
visual codes of a brand to define key elements of product identity. This method helps to
describe and define the strengths of these codes, which makes it eligible to demonstrate
transfer of semantic elements between products and brands. However, there is a lack of
studies about trend analysis in the literature, especially when it comes to focusing on the
flow of trends and the position of companies among the flow. To fill the gap, styling, which
is a key element of product and brand identity, is taken into account by means of success
in the marketplace for a company to differentiate itself from others. Two hypothetical
models are proposed to analyze trend flows and companies’ position in the market during
a trend life cycle: One concentrating on demonstrating styling characteristics of a period
while the other one focusing on origin and spread of a certain styling trend. Through these
tables it is suggested that a holistic understanding about styling trends within a certain
period of time can be achieved.
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Oz

Bu calisma, UrUnlerdeki stil trend akisini ¢dzimlemek amaciyla Tasarim Bigim
Analizi (TBA) Uzerinden bir model 6nermeyi amaglamaktadir. TBA temelde Urin
kimliginin asli unsurlarini tanimlamak tzere bir markanin gorsel kodlarini tiretmek
icin yUratdlen bir yéntemdir. Bu ydntem, bu godrsel kodlarin glgli ydnlerini
tanimlamaya yardimci olur ve bu da urtnler ve markalar arasindaki semantik unsur
aktarimini acik eder. Ancak, trend analizi konusunda trend akisina ve sirketlerin
bu akistaki konumuna odaklanildiginda, literattirde bir eksiklik géze carpmaktadir.
Bu sebeple bu calismada, pazar basarisi amaciyla bir sirketin kendisini
digerlerinden farklilastirmasi olarak tarif edilebilecek bir alan Gzerinden, Griin ve
marka kimliginin temel bir unsuru olan stil odaga alinmaktadir. Bir trend yasam
déngusi boyunca trend akislarini ve sirketlerin pazardaki konumunu analiz etmek
icin iki varsayimsal model 6nerilmistir: Bir model herhangi bir dénemin stil
ozelliklerini gostermeye odaklanirken, digeri belirli bir stil trendinin kaynadina ve
yayillmasina isik tutmaktadir. Bu tablolar aracilidiyla belirli zaman dilimlerindeki stil
trendleri hakkinda bitilnsel anlayislara ulasilabilecegi 6ngoérilmektedir.

Anahtar Kelimeler: TBA, stil trendi, endustriyel tasarim
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Genisletilmis Ozet

Giris: Bu makale, markalar arasi tasarim ve bigim unsurlarinin transferini TBA temelinde
gbsteren modellere odaklanmistir. Trendlerin yayihiminin incelenmesi igin moda ve Urin
tasarimi literatirinde cesitli modeller éneren calismalar mevcuttur. Bu calismalar esas
olarak markalar arasinda trendlerin yayilmasina yol acan mekanizmalan tartismaktadir.
Trend yayilimlarini gostermek igin kullanilan modellerin  gogu nicel yontemler
kullanmaktadir ve bu sebeple trend unsurlarinin markalar arasindaki akisini
gorsellestirebilmekten uzak kalmislardir. Trend akisina ve sirketlerin bu akistaki konumuna
bakildiginda, bu calisma kendisini literatlirdeki bu eksik lzerinden temellendirmekte ve
pazar basarisi amaciyla bir sirketin kendisini digerlerinden farklilastirmasi olarak tarif
edilebilecek bir alan tzerinden, Griin ve marka kimliginin temel bir unsuru olan stili odagina
almaktadir.

Calismanin Amaci: Bu calisma, belirli bir zaman dilimindeki stil trendlerinin dagilimini ve
markalarin konumunu dederlendirmek icin bir ydontem sunmayi amacglamaktadir. Bu
dogrultuda ve drinlerdeki stil trend akisini analiz etmek amaciyla Tasarim Bigim Analizi
(TBA) Uzerinden iki model 6nermek hedeflenmektedir.

Yontem: TBA markalarin Grin kimligi unsurlarinin tespit edilmesi ve incelenmesi icin
gelistirilmis bir yontemdir. Bu calisma bu yontemi, trend 6delerinin markalar arasindaki
gecisini gostermek lizere yeniden kurgulamaktadir. Literattr incelendiginde, TBA'nin bir
markanin kimligini analiz etmek igin veya bir yorumunun bir Griin konseptinin nesiller
boyunca degisikliklerini izlemek icin kullanilabilecegi gorilebilir. Bazi goérece yeni
calismalarda bu yontem gorsel diizeyde marka taninirhdinin analiziyle iliskilendirilmis; bazi
calismalarda bu yontemin bir markanin en iyi bilinen yénlerini belirlemeye yardimci oldugu
s6z konusu edilmis; bazi calismalarda ise bir Grlin ailesine uygulandijinda daha iyi
performans gosterdigi ve bu nedenle tek bir rlin konsepti pazarindaki trend arastirmasi
icin uygun oldugu dile getirilmistir. Bu calisma TBA'y! bir yontem olarak temeline alarak ve
onun Uzerinden, iki modelden olusan gelismis bir ydntem 6nermektedir.

Bulgular: Trend o6delerinin olusumu ve dadihmi ile ilgili teoriler moda literatliriinde
cogunlukla “yukaridan asadiya” ve “asadidan yukariya” olarak siniflandirilan modeller
Uzerinden tartisiimaktadir. Yukaridan asadiya seklinde tarif edilen model, temelde Georg
Simmel’in sinif ve statilerle ilgili gérislerine dayanmaktadir. Bu teoriye gore, toplumdaki
Ust siniflar statllerini moda aracilidiyla olustururlar ve alt siniflar bu moda trendlerini
kopyaladiginda, kendilerini bir kez daha digerlerinden farklilastirmak icin yeni trendler
uygularlar. Asagidan yukariya olarak adlandirilan modeller ise, alt siniflarda ortaya cikan
trendlerin cagdas kultlr aracilidiyla st diizey markalari etkileyebilecedi diislincesi lizerinde
temellenmektedir. Trendlerle ile ilgili bu teorilerin benzerleri, Grin tasarimi alaninda stil
ogelerinin yayilmasini agiklamak igin kullaniimistir. Kullanici gruplar arasindaki trend
akisini agiklama anlaminda bu calismalardan bazilari, literatiirde yer alan ve bu tir
yeniliklerin yayilma tarzini inceleyen modele atifta bulunmaktadir. Bu model, teknolojinin
kullanicilar arasinda nasil yayilldigini tartismak igin kullanicilari yenilikgiler, erken
benimseyenler, erken gogunluk, geg cogunluk ve geride kalanlar olarak gruplara ayirir.

Calisma kapsaminda TBA yonteminin yorumlanmasi ile markalar arasinda stil unsurlarinin
yayllmasinin gozlenmesi ve bununla birlikte pazardaki 6ncl ve takipgi markalarin tespiti
icin iki farkli model énerilmistir. Ilk model, belirli bir zaman dilimindeki Griin trendlerinin
bitlinsel bir sekilde gésterilmesine odaklanir. Belirli bir zaman diliminde tespit edilebilen
baskin stil faktérleri, alisilagelmis TBA'ya benzer sekilde, tablonun soldan ilk sdtununda
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listelenmistir. Diger situnlarda ise, stitunun en (st satirinda belirtilen Grin icin her bir
faktdriin derecelendirmesi verilmistir. Uriinler, her bir trendin éncilerini géstermek
amaciyla kronolojik olarak dizenlenmistir. ikinci model, tek bir trend unsuruna
odaklanmayi amaglamaktadir; bu analiz o trendin sektdr lzerindeki etkisini daha detayl
analiz etmeye ve neden benimsenip benimsenmedigine dair bulgularin elde edilmesine
yardimci olabilir. Bu modelde, tim grafikte ayni stil trendi temsil edilmektedir. En (st
satira, trendin gecerli oldugu yillar yazilir. Soldan ilk situn, trendi Griin modelleriyle
uygulayan markalar listelemek igin kullanilabilir. Bu tabloda, markalarin davranislarini ve
ne kadar tutarl olduklarini kolay anlasilir bir bicimde ve markalarin tutumunu butincul bir
sekilde gosterebilmek icin Grinler markalarinin altinda gruplandiniimistir.

Sonug: Onerilen modellerden biri belirli bir dénemin stil &zelliklerini gdstermeye
odaklanirken, digeri belirli bir stil trendinin kokenine ve yayilimi tizerine yogunlasmaktadir.
Bu tablolar aracilidiyla, belirli bir zaman dilimindeki stil trendleri hakkinda bltlinsel bir
anlayis elde edilebilir. Trend akisinin, trendleri sektére tanitan markalar araciligiyla
yukaridan asadiya mi yoksa asadidan yukariya mi bir istikamet izledigi anlasilabilir.
Sektordeki sirketlerin belirli gruplar hedefledigi konusu zaten halihazirda mevcut bir bilgi
oldugundan, belirli bir trendin koken markasi trendin yukaridan asagiya mi yoksa asagidan
yukariya mi bir istikamette oldugunu belirleyecektir. Ayrica, Gst ve alt Griin segmentleri
arasindaki farkhlasmanin stil unsurlarina mi dayandidi, yoksa baska etkenlerin de bu
ayrimda rol oynayip oynamadidi incelenebilir. Sonraki calismalar kapsaminda, bir sektorin
gercek analizi, markalar arasindaki stil unsuru akislari hakkinda daha fazla bilgi
saglayabilir. Ornedin, sektérde sektér lideri olarak kabul edilebilecek birden fazla sirket
olabildigi durumda farkh stil unsurlari es zamanli olarak tanitilabilir. Gene bir baska
senaryoda bazi sektorler cok gigli trendler tarafindan domine edilirken, digerlerinde teknik
yonler daha énemli bir rol oynayabilir. Sektdrler arasindaki bu farki analiz etmek ve farkl
takipgi tepkilerini anlamak faydah olabilir; ¢iinkli bazi durumlarda sirketler kendi marka
kimliklerine daha uzun slire sadik kalmayi tercih edebilirken, digerlerinde giincel kabul
edilebilmek icin kendilerini stil trendlerini takip etmek zorunda hissedebilirler.

Anahtar Kelimeler: TBA, stil trendi, endustriyel tasarim
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Introduction

This study aims to propose models based on Design Format Analysis (DFA) that
aim to demonstrate transfer of styling elements in products between brands.
Diffusion of trends is discussed through various models both in product design and
fashion literature (Dell’Era & Verganti, 2010; Levchuk, 2018; Chang & Van, 2003;
Choi et al., 2024). Although mostly considered as different subjects in the
literature, it is claimed that the trend flows that are observed in fashion can also
be seen in the product design environment (Fung et al., 2024). These studies
mainly discuss the mechanisms that lead to diffusions of trends between brands.
However, most of the models that are used to demonstrate trend diffusions fail to
provide a holistic understanding of styling element flow between brands, as many
of them apply quantitative methods (Tucker & Kim, 2011a; Chio et al., 2024;
Chang & Van, 2003).

DFA is an analysis tool that is frequently used to identify key elements of a brand’s
product identity (Réjgren & Widell, 2022; Gustafsson & Jansson, 2023; Gonzalez
et al., 2019; Karjalainen, 2007; Warell, 2001). It shows key identity elements and
their strengths in each product in a tablet to define typical products and typical
visual identity elements. This method demonstrates the distinctive styling
elements in products in a qualitative way and their distribution among the product
line to define the most frequent identity element and a typical product for the
brand (Karjalainen, 2007; Warell, 2001). In this study DFA method will be modified
in several ways to provide tools that may be used for tracking styling trend flow
between brands. This way the trendsetters and followers of a certain industry can
be defined regarding a single trend. Trend flows may follow different trajectories
such as bottom up and top the bottom in the industry. Whichever trajectory
followed, trend items usually originate from several companies to be further spread
to others. Repetitive analysis may demonstrate if there are certain trendsetter
firms that hold their position, or trends in general can be forced by other sources.

Styling Trends and Their Flow Between Brands

In this study, the term trend refers to dominant styling elements that can be seen
in @ majority of products in the market. It can be seen that there is a lack of studies
about trend flows and their analysis in the literature. So a broader review is done
including the fashion industry. Some of the studies refer to the model of diffusion
of innovations (Rogers et al., 2014) when they explain the flow of trends between
user groups (Dell’Era & Verganti, 2010; Crane, 1999; Atik & Firat; 2013). The
model divides users into groups such as innovators, early adopters, early majority,
late majority and laggards to discuss how technology is spread among users
(Rogers, 2003). Innovators are reactive for pretty much any novel product, while
early adopters act more selective about the technology they respond to. Early and
late majorities make more calculated decisions with different concerns, while
laggards preferably do not respond to the novelty (Rogers, 2003). Moulson and
Sproles (2000) argue that consumer leaders are earliest buyers that somewhat
resemble the innovators group, while opinion leaders that may be seen in early
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adopters are the ones who influence others to buy the products. Some claim there
are many theories in the literature that discuss diffusion of trends but almost all
of them suggest that consumers from every level adopt trends in a short period of
time (Moulson & Sproles, 2000). Although these models are useful to understand
the differences between user expectations and their reaction to innovations, it
doesn’t directly explain how visual elements diffuse among brands. A rather
indirect explanation can be derived from this model as certain brands may target
certain user groups; therefore, it may be assumed that these brands will apply
trends when their users are ready to adopt them.

It is discussed whether trends are pushed by industry or they are simply built up
from what people adopt (Fung et al., 2004). The reflection of this dilemma can be
seen in the fashion literature, in which top-down and bottom-up models are mostly
discussed (Crane, 1999; Atik & Firat, 2013; Levchuk, 2018; Choi et al., 2024).
Top-down model is based on Simmel’s theory; upper classes identify their status
through fashion and when lower classes copy fashion trends, they apply new
trends to once again differentiate themselves from others (Atik & Firat, 2013).
Although highly criticized, this model can still be in effect through high end fashion
shows and trendsetters on social media, where the trends determined by top
brands for the upper class are distributed to the mass market (Choi et al., 2024).
Bottom-up models argue that trends emerging from lower classes can influence
high end brands through contemporary culture (Crane, 1999).

These models resemble technology diffusion models as they divide the market into
consumer groups. The main difference is that the top-down and bottom-up models
are mostly social class oriented, whereas in technology diffusion models, users'
willingness to adopt a technology has a significant effect. This willingness may be
affected by economic abilities, but also the specific need for the product and its
function may be a driving force. As both models are user oriented, a projection of
trend flows between brands can be done through their target markets and users.

Regarding the trend diffusion, the methods used for tracking the styling trends in
the market are mostly quantitative. While evaluating trends in cell phone industry,
Tucker and Kim (2011b) apply trend mining in an effort to demonstrate frequency
of certain attributes within a time period. This method provides a general idea
about the trends whether they increase or decrease in certain attributes but lacks
an analysis about a distinction between brands and defining setters of the trends.
Dell’Era and Verganti (2010) studied frequency of materials and their combinations
through the years. In another study Chang and Van (2003) investigated styling
trends in printers through semantic differential techniques. When studies on the
fashion industry are considered, quantitative methods can be applied while
measuring frequency of a trend element (Choi et al., 2024). He and Ji (2016) built
a methodology inspired by biology to group products according to their attributes
to follow model color finishing genes. An et al. (2021) applied visual coding
assisted by deep learning methods with statistical verification to analyze trends.
While a majority of the studies concentrate on analyzing a single trend, some
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studies in the literature claim that trends have evolved from being a global singular
tendency to a coexistence of several trends in a multicultural world (Fung et al.,
2004).

Quantitative methods can be useful to understand the frequency of a design
element at a certain period in time. They may also be helpful to provide a timeline
to demonstrate their life cycle during a timeline. However, to identify trend setters
and followers, a more holistic presentation of trend life cycles and a qualitative
description of trend flow between brands may be needed. Therefore, methods
developed to investigate brand identities may be helpful to develop such tools.

Brand Identity, Brand Positioning and Styling

Styling is a key element of brand identity, as product identity is one of the main
communicators of the brand identity through styling. The differentiation of a brand
from others through styling leads to positioning of the brand in the market.
Exterior design of a product is generally called product styling, and it is considered
as one of the most vital elements of product appeal. It is also referred to as a
sustainable competitive advantage for companies (Fung et al., 2004). Karjalainen
(2004) stresses the importance of styling to build a coherent product identity.
Bang and Palshoj (2000) describe a connection between styling, products identity
and brand identity by pointing out that product identity factors such as
authenticity, self-descriptiveness, and trustworthiness later became identity
elements of the Bang & Olufsen brand. Stompff (2003) provides a more direct link
between brand and styling through claiming that styling outcomes such as
strongness and plainness can become elements of brand identity.

Styling is claimed to be directly related to success in the marketplace. It is crucial
for companies to differentiate themselves from others. Rahe et al. (2012) refer
product form as a key element to gain visual recognition in the market. Crilly et
al. (2004) claim that visual elements such as geometry, dimensions, materials,
textures and colors can be used to communicate product identity to users as
superior elements that target auditory, tactile or tasting senses. Karjalainen
(2004) claims that identity is a broad concept that helps a phenomenon to be
identified and defined. The references that form product identity can be implicit or
explicit, genuine or stringed and complete or partial (Karjalainen & Snelders, 2010;
Karjalainen, 2003), pointing out that identity elements can also be derived from
interpretation of visual cues. Styling elements can be both visual and semantic
(Cadavid & Maya, 2013)

Strategic managers also mention that styling should address certain values of
consumers, including their perception of trends. People’s perception of trends is
affected by their social environment. Perception of trends is also associated with
product symbolism, where certain styling elements can be linked with time
periods. Styling that appeals to trends is used to provide a feeling of up-to-
datedness to users (Person et al., 2007). There seems to be a conflict between
keeping an integrated brand identity while differentiating it from others and
applying trends. This conflict can be resolved by keeping brand identity as a
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differentiating factor while interpreting trends. As the literature suggests that
companies use trends to differentiate themselves from others and tend to
introduce new ones when laggards catch them up, styling can be considered as an
element of brand positioning as it is used to separate one brand from others.

Methodology

The method within this study mainly involves DFA and also modifying it in order
to provide tools that may be used for tracking styling trend flow between brands.
DFA is a method that is mostly used to perform a brand identity analysis for a
brand to define characteristic visual features of a brand and address the typical
product of the brand (Warell, 2001). When the literature is reviewed, it can be
seen that DFA is used to analyze a brand’s identity, or a derivation of it can be
used to follow changes through generations of a product concept (Warell, 2001;
Karjalainen, 2007). In some recent studies, DFA is associated with the analysis of
brand recognition on a visual level (Abdul-Rahman & Andersson, 2023). The
method is claimed to help identify the most well-known aspects of a brand
(Gustafsson & Jansson, 2023; Gonzalez et al., 2018). Réjgren and Widell (2022)
suggest that DFA performs better when applied to a product family, which makes
it appropriate for trend research within a single product concept market. DFA is
known to be used to identify forms, colors, materials (Castillo Ellstrom &
Andersson, 2019), however it may also be used to apply more descriptive
attributes as can be seen in the study conducted by Young and Warell (2008) such
as strong surface transitions, sweeping character lines, continuous unifying form
elements. Su et al. (2018) utilize the method to identify broader brand codes such
as humanism and synthetic values.

The structure of DFA application for brand identity definition is a table with
products listed on the top row while brand features are listed on the first column
from the left (Warell, 2001). The occurrence and strength of the features are
shown graphically. A filled circle shows a strong existence and is marked with a
quantitative score of 2 points. A weaker existence is demonstrated with a blank
circle and scored 1 point. If there is no hint of the suggested feature at the product,
the square is left blank with a score of 0 (Karjalainen, 2007). A total score for each
feature is represented at the last column from the left to identify the most
characteristic feature, while the total scores for the products are shown at the
bottom row to find out the most representative product of the brand (Warell,
2001). This graphic illustration simply shows how frequent and strong a visual cue
is with a simple demonstration. An example for the graphic illustration is shown
below.

Although not many applications and derivations of the model can be found in the
literature, the model is suitable for modifying for several purposes. A modification
of the model was conducted by Eroglu (2019) to demonstrate brand identity
consistency. In order to do so, the total scores are divided into 3 groups to define
the consistent and non-consistent features. As an example, in an analysis that
consists of 15 products, a feature with a score between 0-10 is non-consistent, a
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feature with a score between 11-20 is weakly consistent and a feature with a score
between 21-30 is consistent. The number of weakly consistent and consistent
features and their ratio to the total number of visual features may provide an idea
about how integrated the product identity is (Eroglu, 2019). An example of this
modification is shown below.

DFA is criticized as the outcome quality depends on the expertise of the evaluators
(Gonzalez et al., 2019); however, as the studies conducted with design students
seem to provide valid results (Karjalainen, 2007; Ceng et al., 2014; Person et al.,
2008; Castro & Vincente, 2018; Rahe et al., 2012), it can be assumed that studies
conducted with design professionals can provide valid results.

Findings and Discussion

As mentioned before, DFA is mostly used for identification of brand features and
in some cases it acts as a guide to extend brand identity to other product groups
(Cheng et al., 2014; Karjalainen, 2007). However, the method is also suitable to
be applied for other purposes. Young and Warell (2008) utilized the model to define
industrial trends and to define elements associated with luxury in the car industry.
Although this analysis aims to define trends, it doesn’t concentrate on the flow of
the trends between brands; it rather applies the method to identify current
understandings through various brands and models. Therefore, the modification of
the model in an effort to analyze trend flows and companies’ position in the market
during a trend life cycle can be considered a new approach in the literature.

The qualitative nature of DFA makes it a suitable tool for demonstrating visual
elements in a descriptive way. Therefore, it can be possible to visualize what
semantic elements appear strongly in a product. Building a chronological visual
board to show every product that is produced in a certain period of time may help
to identify trend setters and followers. This analysis can be helpful to check if
companies keep their status or change their roles in the industry. Also,
performances of the brands can be studied regarding the top-down model to see
if top companies steadily fulfill their purpose to differentiate their users from the
rest. In this study, two models are proposed; one model will serve to demonstrate
the flow of trends between brands and their products, while the other is going to
focus on a single trend and its life cycle through years.

Demonstration of Product Trends and Their Diffusion Between Brands

This model focuses on demonstration of product trends in a holistic way during a
time period. The dominant styling factors that can be detected in a time period are
listed on the first column of the table from the left, similar to regular DFA. On the
other columns, rating for every single factor is given for the product that is stated
at the top row of the column. The products are organized in a chronological way
in an effort to show the initiators of each trend. When defining the starting point
of the time period, it should be noted that not every time the brand known as the
trendsetter of the industry may initiate the trend.
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Before conducting the analysis, a definition should be made for a group of products
that are regarded to show similar styling within a relatively small period of time.
The assumed starting point of the table would be the product that has the earliest
release. The cyclical nature of the trends can be considered as a problem; trend
setters may prefer to adopt styles of several years ago while the laggards have
just adopted them. As the top-down model suggests that top companies use
semantic innovations to separate themselves from others, it wouldn't be expected
for them to adopt style cues that are correlated with laggards. An example for this
analysis can be seen in Figure 1.

Figure 1

An Example on Demonstrating Styling Characteristics of a Period
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Note. Created by the authors (2025).

In this example, products from 3 different companies are shown in a chronological
way. When the matrix is examined, it can be understood Brand X introduces the
dominant styling trends to the industry within the decade. Through their second
product, a prototypical example for the trends is set and the other two companies
adopt styling elements to their products. As the company stops applying styling
elements, the other two companies also discard the trends. In this matrix it can
be concluded that Brand X is the setter of the trend while the others are followers.
The trend flow can be top-down or bottom-up regarding the position of Brand X in
the market.

After conducting the analysis, it can be seen how simultaneously trend factors are
spread to the market also, it may be seen whether the industrial trend originates
from a single brand, more specifically as a single product, or it is made up from a
merger of customer reactions, where brands act accordingly to customer
preferences. The matrix can show the existence of overall trendsetter brands, if
there are any.
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Analysis of the Diffusion of a Single Trend Through Years

This model aims to concentrate on a single trend element, as it may be helpful to
further analyze its effect on the industry and to provoke discussions about why it
is adopted or not. In this model, the whole chart represents the same styling trend.
At the top row, the years that the trend had been in effect can be written. The first
column from the left can be used to list brands that apply the trend with their
product models. In this table, products are grouped in brands, to conduct an easy
to understand and coherent demonstration of brands’ behavior and how consistent
they are.

While providing a life cycle for a single trend, this model also gives hints about
brands if they are consistent within their product categories. Also, it can be
evaluated if certain product lines with differentiated codes that aim different
customers act as laggards within the product category. This may support the top-
down model, as the brands may prefer a distinction within their users through a
trend gap, where the high-end users are rewarded with more up-to-date looks. A
more synchronized styling timing between different product segmentations may
hint that the brand and possibly the industry tend to apply factors other than
styling to distinguish aimed consumer categories. This may also hint that a
consistent look with a strong brand identity is preferred. An example of this
analysis can be seen in Figure 2.

Figure 2
An Example on Origin and Spread of a Certain Styling Trend
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Note. Created by the authors (2025).

In this example, the flow of a certain Styling Trend A is analyzed. In the matrix
there are 4 brands with 3 different product lines addressing different consumer
groups; Model 1 refers to the upper-class products while Model 3 targets lower
segments. Brand 1 introduces the trend weakly with their first model while
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enforcing its existence with upcoming versions of Model 1, along with other two
product lines. The Model 3 weakly adopts the trends as the company may aim to
separate it from upper segments. The other 3 companies follow the trend with
their product lines later, discarding it several years after Brand 1 stops
implementing it. In this table the identity consistency between product lines can
be analyzed along with the supposed difference of upper segment product lines
from the others.

Companies with a scattered preference may hint either a failure for application of
an integrated brand identity or a deliberate choice of styling elements that address
different customer groups. As an example, the Brand 2 in Figure 2 applies a certain
trend strongly in their Model 6, while they adopt it mildly in their other two models.
This may mean they aim Model 6 for a target group that is respondent to trend,
or their Model 6 is a reactive design for a certain competitor. To get a more holistic
picture about product identity strategies, another DFA study can be conducted to
see whether there are other styling cues that connect brands’ products together.
The strengths or weaknesses of consistent identity factors may show how
successfully a brand differentiates its product groups without diminishing the
product and brand identity.

Conclusion

This study aims to provide a method for evaluating styling trends within a certain
time period. Two models are suggested; one of them concentrates on
demonstrating styling characteristics of a period while the other focuses on origin
and spread of a certain styling trend. Through these tables, a holistic
understanding about styling trends within a certain period of time can be achieved.
It can be understood if the trend flows are top-down or bottom-up through the
brands that introduce trends to the industry. Since companies in the industry are
known to aim certain groups, the origin brand for a certain trend will address if
the trend is top-down or bottom-up. It can also be understood if the differentiation
of upper and lower product segments is expressed through styling elements or
there are other factors that are considered significant for segmental differentiation.
For example, if the top segmented product in a brand doesn’t include trend
elements, this may hint the company is using other factors such as technical
specifications, pricing etc. to differentiate its top segmented products.

Due to time and length constraints of this study, two hypothetical examples are
demonstrated to discuss the suggested model. An actual analysis of an industry
may provide even more information about styling element flows between brands.
For example, there may be more than one company in the industry that can be
considered as industry leader, therefore different styling elements can be
introduced simultaneously. In such a scenario followers may be affected by several
leaders, causing a semantic noise within the brand. This may lead to less
integrated product identities for follower companies and a less identifiable overall
trend for the industry.
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In further studies, actual analysis of industries can be conducted to obtain a better
understanding about the ways trends flow between brands. Some industries may
be dominated by styling trends, while in others technical aspects may have a more
important role. It may be beneficial to analyze the difference between industries
and to understand different follower reactions, as in some cases companies may
prefer to stay loyal to their own brand identities for longer periods of time, while
in others they may feel obliged to follow the styling trends in order to be considered
up-to-date.
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