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[Abstract]
The purpose of this paper is to show that information propagation in the Shibuya-kei fashion goes rather from bottom to up than
in a trickle-down style. Vevlen [1989] shows that fashion trends were carried down from the Leisure class to the Underclass in
the old time. Katz & Lazarsfeld [1955] explained that information released from the media propagates through opinion leaders.
In this paper, "Shibuya-kei" is defined as young women's street fashion style dominant in the Shibuya area. Clothes in this
category are inexpensive and affordable for high school students. Shibuya-kei opinion leaders include fashion models and
so-called ‘reader models’ of fashion magazines, and producers, PR staff and salespersons of fashion brands. They are in the
same age group as consumers’, themselves also being consumers at the same time. Mass media and fashion businesses mainly
recruit them in shops and on the streets. These girls are expected to take partin  collection and transmission of information in

" n

a bottom-up style. In this market, consumers, including many " opinion leaders in the consumer network, " exchange
information by word of mouth, blogs and SNSs. The bottom-up propagation of information in this market goes as explained
above. The result of this study also proposes a new hypothesis that information may go through re-distribution process if the

information is of value and importance for consumers.
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