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Exploratory Study of Consumer Craft Consumption: Psychological and Emotional
Experiences in Shoe and Bag Decoration

Naan Ju'
Dept. of Fashion Design, Dong-A University

Abstract: This study explores the emerging consumer trend of decorating shoes and bags through the lens of craft con-
sumption. It focuses on understanding the psychological motivations and emotional experiences embedded in this behav-
ior. By analyzing user-generated content from Instagram and YouTube using both text mining and qualitative curation
methods, this study reveals that such decoration practices are not merely aesthetic but are deeply rooted in creativity,
autonomy, and emotional engagement. Instagram post trends show that shoe decoration is driven by seasonal interest,
particularly in the summer, whereas bag decoration is more responsive to fashion trends and influencer activity. Keyword
analysis also indicates the influence of fashion trends such as “balletcore” and the integration of DIY culture into dec-
oration practices. YouTube video analysis demonstrates that consumers derive intrinsic motivation from these activities,
fulfilling their basic psychological needs of autonomy, competence, and relatedness, as proposed by Self-Determination
Theory. Additional motivations such as uniqueness, practicality, and self-extension are also observed. Such expressions
as “mine” and “precious” indicate emotional attachment and psychological ownership toward decorated items. These find-
ings have strategic implications for brands by highlighting the value of customizable products, seasonal design offerings,
and campaigns that foster emotional connection through consumer participation. Finally, this study emphasizes decorating
behavior as a form of craft consumption that blends creativity, playfulness, and identity construction within the context

of modern consumer culture.
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Fig. 1. Yearly trend of shoe and bag decoration posts.
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Fig. 2. Year-wise normalized heatmap: Monthly trends in shoe decoration posts.
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Fig. 3. Year-wise normalized heatmap: Monthly trends in bag decoration posts.
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Table 1. Motivations for shoe and bag decoration

Related keywords

Characteristics / Research context

Decide, plan, various, detail, freely,
combine, choose, layer, styling

Demonstrates active creation rather than passive
consumption. By mixing and matching various
elements, users experience a sense of self-
direction. Keywords like “play” and “childhood
nostalgia” highlight the playful or ludic nature of
decoration.

Outcome, skillful, challenge, make,
finish, modify, succeed, solve

Emphasizes creative problem-solving and personal
accomplishment. Transforming or reinventing a
product yields a sense of success and recognition.
In craft consumption, consumers often mention
“DIY,” highlighting confidence in their own abilities.

Category Definition (Representative studies)
Autonomy The feeling of acting according to
(Self-determination one’s own choice without external
theory) pressure (Deci & Ryan, 2013)

The sense of effectively handling

Competence .

. . tasks or challenges, leading to
(Self-determination .
theory) mastery and achievement (Ryan &

Y Deci, 2000)

Relatedness The need for social connection and
(Self-determination belonging (Baumeister & Leary,
theory) 1995)

Together, participate, help, recom-
mend, follow, introduce, explain,
supplies

Shows how social interaction shapes decoration
behavior. Sharing supplies, tips, and experiences
fosters community and camaraderie. Through
SNS, consumers reinforce social ties and support
one another’s creative endeavors.

The desire to distinguish oneself
from others (Snyder & Fromkin,
1980)

Need for uniqueness
(Independent finding)

Rare item, hip, unique, Kkitsch,
personal style, differentiation

Reflects the drive to stand out through distinctive
designs or limited-edition pieces. Words like “rare,”
“hip,” and “kitsch” imply a focus on originality.
Decoration becomes a way to emphasize self-
identity apart from mainstream trends.

The product’s functional benefits or
utility, as opposed to purely aesthetic
or hedonic values (Batra & Ahtola,
1991; Holbrook & Hirschman, 1982)

Utilitarian
(Independent finding)

Compass, storage, reuse, utility,
functional, useful

Highlights functional improvements and day-to-
day convenience. Terms like “reuse” or “storage”
imply that decoration can enhance practical use,
aligning with a craft consumption mindset that
merges aesthetics and function (e.g., specialized
pouches, accessories).

The process of extending or rein-
forcing one’s sense of self through
external objects (Belk, 1988)

Self-expansion
(Independent finding)

Identity, my style, personal, collecting,
expression

Suggests that consumers view decorated items as
part of their identity. Keywords such as “collect,”
“personal style,” “identity” reveal a desire to
embed personal meaning into objects, reflecting
higher attachment and psychological ownership in
craft consumption.

Table 2. Outcomes of decoration behavior

Category Definition (Representative studies) Related keywords Characteristics / Research context
Emphasizes how DIY efforts reinforce psycho-
A strong emotional bond formed Cherish. mine. precious. attachment logical ownership. Decorated products serve as
Attachment between an individual and an object . i ds ? extensions of the self, thus driving emotional bonds.
. item, treasure . .
(Kleine et al., 1995) Particularly relevant to craft consumption, where
personal investment leads to deeper attachment.
Reflects enjoyment and emotional reward from the
A positive emotional state arising . e creative process. Terms like “nostalgia,” “childlike
. . . . .. Small happiness, happy, satisfaction, . com e Le T L .
Satisfaction from fulfilling or surpassing one’s ood mood. fun. healine. nostaleia play,” and “fun” highlight the ludic dimension.
desires (Oliver, 1997) & T & €12 Consumers report stress relief, emotional comfort, and
overall well-being as a result of these activities.
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