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1. AUTHENTICITY & PHILOSOPHY (95% OF SOURCES)
2. STORYTELLING (60% PRIMARY CRITERION)

 EACH PIECE MUST "TELL A STORY"
3. LIMITED EDITIONS (71% PREFER)

 NUMBERED PIECES, COLLECTIBLE, RARITY CREATES URGENCY

4. IMPERFECTION AS BEAUTY (74% VALUE)
 VISIBLE STITCHING, RAW MATERIALS = AUTHENTICITY

5. INDEPENDENT > CORPORATE (63% PREFER INDIE BRANDS)
 INDEPENDENT BRANDS, ARTIST FOUNDERS
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