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I. INTRODUCTION

multimedia and
information has brbught diversity as it was
created and developed by the new pebple who
have different lifestyle and views of life from
those in the past. These social changes created
the new geperation for targeting in terms of

The society based on

market sector and the culture of this new
generation emerged as the most important issue in
mass culture of 1990s,

Smith defined fashion as a reflection of social
change. Within any society there are three types
of patterns that engage change: socioeconomic
patterns, political patterns, and cultual patterns.”
Social Change may occur in the cultural enviro-
nment. It involves changes in knowledge, artistic
and literary styles, ideas and beliefs, and modes of
behavior. As it relates to fashion change, other
changes occurring within a society create an
environment that stimulates a society need for
innovations in clothing, Clothes express the spirit
of the age, it follows that we can use changing
fashions as an indication of a changing society.”
Fashion does indeed communicate, but not in the
manner of speech or writing: what it communi-
cates has mostly to do with the self, chiefly our
social identity as this is framed by cultural
values” As part of a society's material culture,
fashion can effectively be studied as an example
of cultural change.

The new generation wants a unique identity to
differentiate
generation, and this trend is expressed in their
clothing, hair style, and cultural tastes, Their
unique subculture has been a sweeping influence

themselves from the existing

on overall fashion trends, They are also analyzed
to have their own unique value system to match
which can also

their unique appearance,

differentiate them from the existing generation.”

In particular, according to many studies, the new
generation is self-oriented and place emphasis on
their unique characteristics.

While the ready-to-wear market has become
depressed after the so called IMF crisis, the unisex
young casual wear market targeting the new
generation has recorded continuous growth. They
are found to be the central generation that has
the biggest effect on moving fashion. Since they
actually lead modern fashion trends with their
strong purchasing ability and fashion leadership,
fashion-related companies regard their market as
a very important market segment. They have
become the center of attraction of the ready-to-
wear market, which reflects the overall culture
and situation of a society.

Understanding unisex young casual wear's
market will aid in the study of fashion change of
new generation. In unisex young casual wear's
market, how this subculture of new generation is
interpreted through the fashion process and use of
clothing products needs exploration. However,
most studies have been on the fashion awareness
and street fashions of the new generation. There
have been few studies on the ready-to-wear
markets,

In this regard, this study aims to explore
domestic brans of unisex young casual wear, the
characteristics of their design, and further to
clarify the fashion phenomena of the postmodern
era. This study will consider the trends in unisex
young casual wear using market surveys on
domestic brands and the subcultures of new
generation as its methodology to explore the
design features on unisex young casual wear in
the domestic fashion market. Then, it will classify
young casual wear brands according fo differences
in design and analyze the design features for each
color, material, style and item{Table 1> The
researcher will surf fashion sites on the Internet



and read fashion magazines in order to explore
which unisex young casual wear brands were
2000 and 2000

popular in spring/summer

fall/winter.

. THE GENERAL CONSIDERATION

1. The subculture and fashion

Culture is viewed as the distinctive way of life
of a group of people, Cultural. influences not only
affect the form which changing fashion objects
take, but also affect the speed of the change
withiri a society. A culture in a society is not one
unified entity, but has various forms of subcul-
tures which are prescribed by lifestyle, behavior,
value system, problem and conditions of each
subgroup.

With regard to the deﬁnition of subculture,
Hartley® defined the subculture as comprising the
positions and conflicts that specific social groups
face in the social and historical structure of a

<Table 1> The method of study

Subculture of
New Generation

00 S/S
‘00 F/W
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wider culture. Williams® defined the subculture as
a specific lifestyle that expresses certain meanings
and values in behavior. According to Brake’,
culture shows the aspects in which subcultures,
arguing the justness of their lifestyles, value
systems, behavior will resist the mainstream
culture. In addition, Swingwood® mentioned that
capitalism creates a variety of consumers with
diverse culture and that cohsumption is therefore
diverse.

Fashion change exists within a board cultural
Most

visibility and influence of youth subcultures.”

context. significance is the increased
Many of their ideals of social equality, anti-
materialism, environmental concern and practica-
lity rather than status symbolism have been
communicated to the mass population."” Eventua-
lly the unique style of a subculture may be
noticed by the larger population and admired for
its creativity, artistic excellence, or appropriateéness
to current life-styles. The style can emerge from
its subcultural origin and diffuse into the larger

Unisex
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Video
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Popular music
wear

Sports market

N
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COMFORTABLE
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population.m In Behling's fashion change model'?,
fashion influences move in a upward form the
street via the youth. This diffusion could occur by
the Subcultural Innovation Theory referred to as a
trickle~up process.m)

Society values youthful images, encouraging the
diffusion of young styles to older segments of the
population. The youth culture has long been
identified as a distinct cultural segment of postm-
odern society. The new generation favors innova-
tion and change, making the youth culture a
natural testing ground for new styles, and much
of fashion merchandising is directed at youthful
tastes. The ready-to-wear market mechanism
may take control, as mass production makes the
object available throughout consumer markets.
The fashion-conscious young are often active
adopters and leaders of some mass-marketed
fashion trends!¥ These conditions combine to
propel young consumers to the center of fashion
leadership.

From this aspect, the subculture is formed by
modifying the mainstream culture with their own
form as the reaction of subgroups to the existing
mainstream culture, The subculture becomes a
leader of fashions by its ability to invent new
styles. Several features of postmodern society
favor subcultural leadership in mass market. The
fashion of postmodern has been created by youth
subcultures which have different value systems
and life styles, different from the past. In
particular, the fashion is swayed by new
generations who put emphasis on the individual
personality and " pursues changes continuously.
They deny the existing value system and fixed
idea on apparel, and pursue unique fashion with
their own sense and manners,

" culture

2. The subculture of new generation

"The new generation have acquired new tastes
and emotion as they grew up under the social and

) They form its own

cultural changes of 1980s.
subcultures through the process of selecting the
mainstream culture and giving meaning to it.
They also has the cultural potentiality and the
cultural changes they accept have sweeping
influence on the society. The subculture by new
generation may be considered to youths who share
a uniquely identified pattern of values and
life-style. And their subculture is the méinstream
culture that leads fashion of the postmodern era.
Multimedia video, popular music, sports, and stars
are often part of the popular culture which

influences the form of their fashion.'®

1) Multimedia video

The new generation has grown with up the
s, wnittputetin avidevidenltermeiéudihey calso
foom the most important market in the
multimedia video industry. One of reasons why
the culture of the new generation become the
main focus of popular culture in 1990s is that they
are the best in adapting to image-oriented cultural
situations, which emerged with IT revolution. The
most representative postmodern multimedia video
culture of the new generation can be seen in
MTYV, various product commercials and electronic
games, '

MTYV not only combines the internal worlds of
the youth with different race, language and
from different countries, but also
demonstrates the functions combining them to
same music and fashion in external structures.
With the start of MTV, music and fashion began
to go hand in hand for younger teenage group.m

Along with MTV, other television program has



influenced fashion, MTV broadcasts one short
video clips after the other, changing continually
using de-centrality rather than making the
viewers absorbed in one story.® Music video
breaks down the boundaries among various
genres, and makes individual image content
meaningless. Cultural features of electronic games
are the culture of simulation and pastiche, Games
are certain type of fictional worlds and can be
storied or changed within programmed scope
according to the intention of the user.

The preference on the senses of consuming the
atmosphere and image, over the value of the
product, and the expression of resistance to the
existing generation and denial of unification of
new generation coincide with the ftrends of
multimedia video culture. Also, multimedia serves
as a stage on which new designs can gain social
visibility. This shows the postmodern cultural
features which has no entity or unified centers,
and show up as consumption tendencies which
prefer emotional aspects, such as image, rather
than the practical value of product. That is, new
emotions of the new generation are related to the
féatures of the multimedia video culture they
enjoy.

2) Popular music

Popular music plays the most important part
role in the element of identity of subculture, and
represents the culture of new generation.
Teenagers learn to recognize particular values and
specific orientations to social life, encouraging
self-definition. These representations may also act
to link the young to the adult world, a form of
anticipatory socialization™ The new generation
also wants to have their own world through
popular music, which is not invaded by others.
Popular music is mainly hip-hop, reggae and

dance music. Originally, this music comes from
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black slums and expresses their complaints and
resistances to society. It forms the mainstream of
modern popular music and becomes the subculture
of the world.

Strong rap music with a fast beat is a
particular way of saying something. R stands for
Rthme and Rhythm, and P means poetry and
politics. The symbolic meaning of Rap is the
expression of strong complaints to the existing
postmodern

generation, and represents the

disorganization. of linguistic meaning which
delivers rhythm first than words. 1t features a
sense of fast rhythm and exceptional narration. In
addition,

movements pursue free and dynamic physical

the exaggerated body and dance

features, and this means the freedom from the
existing value system of existing generation, That
is, the pursuit of physical features means
resistance to authoritarianism, the rediscovery of
the body as freedom from all ideclogies, and
appears in all veins of cultures ®’

Reggae music originated from the folk music of
Jamaica in 1960s and widely accepted by the new
generation as the music that expresses the unique
cultural identity of the followers of Rastafarian
movement, which was popularized by young West
Indians in Britain and United State in 1960s and
1970s, Rastafarian people expressed the identity
and self-respect of black people, refused to be
absorbed in European society, and insisted on
getting back to their African roots® They
followed the Ethiopian emperor whose real name
was Ras Tafari, wore red, yellow and green
clothes, which represented the colors of Ethiopia,
and sang Reggae music, expressing the group
identity® Rap music entered domestic as a
commercial product, and formed one subculture
through the process of selecting and accepting by
new generation, This is the consumption type of a
given cultures.
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These popular musics of the new generation
were globalized through MTV and showed the
crossed national boundaries. Popular music can be
analyzed as a form of expressing and relieving
desires which has been suppressed by normal rules
and restrictions. The new generation pursues their
identity of resistance to the value systems of
existing culture and targets singer as their sexual
symbols. In addition, they are enthusiastic about
the popular music, since it provides a way to
relive- stress and physical oppression and shows
their desire through physical behavior.

In this regard, the tastes of popular music can
be regarded as the inclinations of the new culture
and resistance to the existing culture. The
construction of their own imaginary worlds
through popular music can be analyzed to mean
resistance to the existing culture and the pursuit
of identity through popular music as a means of
escaping from the daily life. That is, popular
music is the expression of the new generation of
physical feature, de-centrality and image-oriented
attitude.

3) Sports .

The general public can enjoy sports due to the
improvements in the standard of living, the
expansion of leisure time and the growth of cities.
The expansion of leisure time forms the objective
conditions for the general public to directly parti-
cipate in the sports.w Martin Jacques suggested
that modern time is the era of sports, and sports
dominates all areas of life and dominates the
culture in 1990s as rock dominated the culture in
1960s and 19705 In the late 20th century, sports
became so widely popularized that everyone
enjoyed them, and the demand for sports wear
and goods rapidly increased.

People don't only watch sports games, but also
them cultural meaning and style as they spend

their leisure time and money. Sports were possible
due to the value and meaning of products, the
formation and development of city spaces, and
allows the general people who watch sports to
consume to ‘their tastes by producing social
activities and mental presentation. Sports are the
target of the individual to enjoy their free time in
the private sector, as well as a target directly
related to products and changes .of capitalistic
production in the public sector.

Sports can be commercialized in the changes of

%) Sport does not just remain as sports,

life styles.
but has huge influence on overall areas of cultures
such as business, politics, arts, TV, fashion and
designs. Modern sports have emerged as being
symbolic on the street, on TV, and in newspapers
and magazines. In 1990s, sports and Ieisure
became one part of life which cannot be
overlooked in life styles of modern people and
came to stay as one genre of fashion trends.
Sports which can be utilized as popular enterta-
inment are related to TV media and provide great
entertainment through TV. As various sports
programs became big events, it creates the idol of
youth. Mass media, in particular, TV culture
presents the image of sports hero as ideal type
and influences on the trends of clothes. Sports
have become more popular, fashion has been
influenced more by sports wear,

The conception of sports wear also expanded
from the clothes related to specific sports to the
wider casual wear market. The sports wear worn
by the athletes has influenced the clothing worn
by professional and amateur athletes in the sports
as well as on non-sports wear which draws its
inspiration from sports apparel” The forms of
sports also diversified to include street basketball,
rollerblading, skateboarding and snowboarding.
The pattern of postmodernism prefers sensible
things and puts focus on the appearance of the



new generation who enjoy street basketball while
listening to Rap or hip-hop music, and wear
suitable clothing for this atmosphere?&) The new
generation satisfies their restricted bodies’ desire

through sports.

4) Star

In the 20th century, broadcasting and enterta-
inment through mass media reflect the society of
the time and have sweeping effects on overall
aspects of society and culture. Its effects on the
fashion cannot be ignored. As the phenomenon of
general subculture which appears in the popular
culture of capitalism, selects specific stars and
accepts them in their cultures. They are very
assertive and have tendency to express their
desire and mind-set to differentiate their cultural
tastes from those of others. Fan clubs bind people
of the same or similar ages, the same tastes, and
those who share the aggressive attitude of
accepting popular music. They want to pursue
something new and with their own unique
character, while maintaining the identity within
the group people with similar ages.

In recent years, the music video has spurred
the fashion influence of music star. Popular stars
leading the popular culture have big influence on
the cultural fashion and provides the model of
appearance, behavior and style. The new genera-
tion prefers the style and image of a .specific star
and become who they want to be in order to
fulfill their desires. Music and dress offer growing
adolescents a means of self-definition. Although
the influence of music on fashion is complex, it
primarily stems from the musical performers often
serve as fashion change agents.zg) In particular,
they confirm their identities by purchasing various
products to imitate the clothing, bags, hair-style,
etc. of entertainers. The style of stars of the new

generation is the expression of freedom which
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normal people cannot practice in their lives.

Besides sports stars are also an ideal type that
new generation wants to identity themselves with.
Sports stars are a symbol of identity. The frantic
fever of new generation on sports, focusing on
street sports, encouraged the new generation to
enjoy running shoes or T-shirts of sports stars.
Running shoes and T-shirts which are preferred
by stars play a symbolic role to all teenagers of
the world. Sports stars become people who the
new generation wants to be like and regarded as
a successful image and consumption type. The
costumes worn by stars do much to legitimize and
popularize current fashion trends.

In addition, Stars

companies. To the new generation, a star is an

generate profits  for
ideal type of person who is gorgeous, heroic and
sexy, and is an important target who can sway
the success or failure of businesses in the modern
culture industry.® Stars are utilized in CF or
advertising model to stimulate the consumption
and sales of products, as an important link that
encourages the desire of consumers to purchase.
Star brand marketing using these stars is widely
utilized as a method to improve the image of
companies and brands. Apparel companies have
used star marketing through existing entertainers
as a short-term mean, to maximize the
advertising effects to the consumers who are in
line with this trend. On the other hand, recent
star marketing is utilized as a long-term
promotion strategy to improve the image of

brands and company.

As mentioned above, the features of subculture
of the new generation can be expressed as the
personality, freedom,
hedonism. The
subculture of new generation are -not created by

concepts of resistance,

individualism and sensual

voluntary desires and production capacity, but
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expressed as their new desires and emotions,
which are different from the consumption of
products as given by the existing system, which
was introduced from the western world and
commercialized in the domestic market,

New generation with strong personality, is not
only accustomed to existing media, but also all
heterogeneous elements of the restoration and
up-to-date trends are combined using various new
media such as mobile phone, PC game and
Internet. The needs of postmodernistic communi-
cation appears, which accommodate everything of
the world. That is, Sports, dance, fashion and
Internet freely cross the boundaries of various
cultures. This can be regarded as the postmodern
cultural
de-nation, diversity and dissolution of meaning.

phenomena, such as de-centrality,

In addition, new generation is enthusiastic
about the music mixed with Reggae and hip-hop,
which in turns has influence on the fashion, one

factor of culture and creates the boom of casual |
wear. Ready-to-wear companies should form .

unisex young casual wear of new generation while
developing and promoting the brands, targeting
new emotion and sense that the new generation
has. In the postmodern era when the individual
lift-style becomes more important, apparel compa-
nies should closely examine the power of this
mania and look into the subcultures of new
~ generation.

3. Trend of unisex young casual
wear

After the late 1980s, domestic fashion has
witnessed unisex young casual wear transcending
the boundaries of sex due to the globalization. It is
very popular, and fashion companies have
accelerated the development of unisex young
casual wear brands. As the import was liberalized

in full in the middle of 1990s, various kinds of
famous casual brands have advanced into Korean
market including Benetton, Calvin Klein, While
these brands aggressively launched their products
into the market, targeting the young in their 10s
and 20s with various designs and price, the
domestic casual wear began to be shaken due to
nationwide economy - crisis which brought the
bailout package from IMF.

After IMF, the market of unisex casual wear
has put focus on -the middle and low-priced
market, considering the reasonable purchasing
patterns of the consumer. This increased the sales
of middle and low-priced brands, including
GIORDANO, SPOON and TBJ, which well
reflected the reasonable and practical needs of

consumers. 3

The main target of unisex young
casual wear, the new generation in the age range
of 17 to 25, gets easily accustomed to existing
media, and widely uses new media, including PC
games and the Internet® They are also
enthusiastic about hip-hop music, dance and
sports. The globalization by this new generation
has affected domestic brands.

As sports have formed the foundation of life

from the late 1990s, and provided a motive to the

- means of communication, the domestic trends of

young casual wear are largely represented as
comfortable casual wear, sports casual wear,
hip-hop casual wear®

Comfortable
continuous growth in the market. Maru, NII, and
TBJ, followed by GIORDANO form formidable 4

zoning, are based on sales networks with

young <casual wear shows

nationwide branch stores, These brands put focus
on differentiating themselves from other brands as
the competition in this market is extremely severe.
Recording sales of 130 billion won in 2000,
GIORDANO attained first position., MARU, NII
and Grimm has appeared as promising new-



)
brands *

materials and products, while launching high sense

These brands present the refined

products with comfortable and refined silhouette.
Existing brands have also strived to develop new
items focusing on this trend.

In sport casual wear market, Sport Replay
occupies the 1st position.as) Sport Replay is known
to have opened the era of sports casual wear in
the domestic sports casual wear market,
According to the a survey of Texjournal, they
created the new concept of unisex casual by
mixing sports and hip-hop casual and widely
attracted a good reputa_tion by launching various
accessories and comic character of Sexy lion® In
addition, the new brands of SPOON and
D-PULSE in 2000 has jointly became number one
brands and the sports casual wear market is
expected to show very active trends¥’

In addition, new brands have formed the
middle and low-priced character market, by
adding sensitivity to the price and quality of
middle and low-priced brands, and tried the
de-single-products approach, breaking from the
single product composition. They also promote star
marketing with famous entertainers, in order to
raise the awareness of brands, Sales of accessories
by casual brand can be seen as an effort to
satisfy the needs of new generations.as) Since the
role of accessories in brand is used as a mean of
promotion to enhance the brand awareness since
the frequency of exposure is high, or to attract
the sales by improving the purchasing ability
In addition,

accessories can be a medium with which people

rather than purpose purchase.
can freely express the brand concept which
cannot be perfectly expressed by clothes, and
plays a role of satisfying various needs of new
generations since it adds the change and freshness
following the trends.

As practical comfortable casual boomed after
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the IMF crisis, and Rap music and Techno music
strongly emerged in popular music, the new
generation began to look for fashions suitable for
techno and cyber music, generating hip-hop
casual wear”” In the middle of 1970s, the
hip-hop, produced by DJ of exclusive African,
means new generation which are familiar with
fashion, dance, song, consciousness, most popular
thinking and style, and drew explosive popularity
to the young generation. This popularity was not
confined to African American, but spread to all
countries in the worlds. Due to this, new market
was emerged to serve the hiphop mania. It was not
before 1997 and 1998 that hip-hop fashion emerged
in domestic market, However, as students studying
abroad came back to domestic, the hiphop fashion
was gradually known and the demand was also on
the increase. With the emergence of DJ DOC -
Uptown - HOT - Jeckskies - DIVA  who
announced itself as the hip-hop musician, new

publicly

generation began to experience the popularity of
hip-hop and this trend became more and more
popular. And this trend became stronger with star
marketing using star singers such as Uptown -
Drunken Tiger - Untitle - Babyboxs.

Currently, the market of new generation
experience the peak of diversity which converts
the trend to the fashion item that fits their sense.
From the aspect of subcultural expression by the
postmodern cultural phenomenon of new genera-
tion, the market of unisex young casual wear is
expected to be more activated.

II. Design Features of Unisex
Young Casual Wear

Unisex young casual wear brands are divided
into comfortable casual wear, sports casual wear,

hip~hop casual wear, according on the features of
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design and subculture of the new generation.
{Table 2)

1. Comfortable Casual Wear

Comfortable casual wear forms the most brand
groups with its meaning of American casual wear,
and takes the current fashion market with its
comfortable and basic design. GIORDANO, TBJ,
NII, CASCADE, LITMUS, 1492 miles, a2p, F-4D,
V-NESS, CLIDE, RADIO GARDEN, BEAMS,
KOOGI DESIGN and GRIMM, MARU belong to
this category. <{Figure 1)

GIORDANO is a licensed brand providing basic

styles, targeting the 10s to 20s, and coordination .

of single-products among the items of products is
possible, Bright colors form the basic color groups,
and they identify the needs of consumers well by
fully utilizing the trendy color of season, thus
recording the highest growth rates. KOOGI
DESIGN of KOOGI Adventure put focuses on

basic, simple and sexy lines. Emphasizing the

basic casual of high quality casual clothes, they
have adopted the clean and clear concept. They
analyze the basic and modern easy-style with the
unique lines of KOOGI. They plan to appeal to
the high-sense consumers with differentiated
high-quality products by
materials and upgrading the details of the
materials. In addition, they have a strategy to

using’ high-grade

stimulate the consumption desire of consumers
with scarcity of shops. NII launches the Ivy
League casual, targeting young people in the age
range of 19 to 25, but absorbs a wide range of
consumer groups with its traditional features. TBJ
differentiates itself from bthers by reflecting the
trends and uses know-how on jeans, as they
started with jean brands, rather than adopting
basic casual style. MARU holds fast to pure easy
casual, and has planned to focus on the
construction of a clean and soft image, since it
first launched those products' in the market.
RADIO GARDEN establishes its future direction
with a family concept, which is the recent

COMFORTARBIE CASUALWEAR

<Figure 1> Comfortable casual wear
© GIORDANO, RADIO GARDEN(TEXJOURNAL, 1999. 12)



mainstream and appeals to people in their 10s to
30s by making a soft logo to make the consumer
feel comfortable.*”

The main target ages are 17-25, but it shows a
non-age tendency targeting mass market. Their
products are casual styles with comfortable
silhouette, a comfortable feeling and soft lines,
including slim pants, chino pants, check shirts,
T-shirts and sweaters. They adopt the basic colors
of white, beige and brown, and uses stable colors
of neutral tones. Their materials are natural cotton
fabrics with refined sense, a modern and clean
appearance, simple coding processed-fabrics,
check-patterns of dye, and synthetic materials
with cotton. These comfortable casual wears are
mainly based on basic colors, T-shirts and denim,
focusing on cotton tricot and basic jeans designs.
The comfortable casual wear features diverse
consumer groups due to their ageless features and

de-centrality.
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2. Sports Casual Wear

Sports casual wear is based on casual wear and
re-mixes the functional elements of sports to fit
the tastes of new generation. As sports culture is
regarded as a kind of daily life culture, it takes a
higher percentage in the casual wear market.
Adding leisure and sports to the practical, but
slightly sensitive casual wear market, the Sports
Casual Wear market is the market segment which
can highly attract the new generation due to the
features of their cultures.

Sports casual wear brands include SPOON,
D-PULSE, SPORT REPLAY, IGII SPORT,
LITHIUM, GEM STATE, SSAMJI SPORT,
GIA (Figure 2> Launched in the fall/winter
season of 1997, SSAMIJI SPORT has continuously
introduced one-piece items, which are hard to find
in sports casual brands. T-shirts series added with
the element of Pop Arts have emerged as the
most popular item in the summer season.
D-PULSE pursues American style fashion trends

SPORTS CRSURLWERR

<Figure 2> Sports casual wear
1 SPOON, IGIl SPORT, GlA(Fashionbiz, 2000. 5)
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by connecting American culture with the life
styles of young people who enjoy techno, hip-hop
music, sports cars and leisure time, while being
fairly faithful to their personal development.
SPORT REPLAY was started with inspiration
from the clothes types, which wear sportswear as
casual style clothing, Sport Replay plans to launch
products in the niche markets of active sports and
comfortable casual "

16-22 is the main target age range, and its
products are based on bright and trendy colors. In
particular, the modern and sporty colors of indigo
blue form the mainstream. They adopt transpa-
rent nylon fabric, textured materials, polyesters,
mixed material with cotton, stretched synthetic
fabrics, basic denim and cotton fabrics. As for
design, they adopt the modern sports image style,
which is different from existing sports details.
Elastic Band, Draw string pants, Zip-up style
jumper, and semi-loose and athletic styles remind
us of training wear.? '
Along with these frends, various accessories

have emerged {o accompany sports casual wear.
This new presentation of products fulfills the
desire of teenagers who pursue individual
characteristics and diversity. The new generation
expresses its characteristics with various accesso~
ries ranging from necklaces, baseball caps,
headgears, and low bags in a shoulder. Accessories
are utilized as a method of promoting awareness
of brands while recognized as a target to freely
express brand concepts. They encourage sales by
stimulating the purchésing ability of the new
generation, and mainly use basic and trendy

colors.

3. Hip~-hop Casual Wear

This market emerged as a promising market as
Rap and hip-hop music became popular and is
frequently used by famous singers on TV, This
market is a tunnel of communication as the center
of culture for teenagers. This hip-hop culture
takes the leading position in the fashion market at

<Figure 3> Hip—hop casual wear
: MF (TEXJOURNAL, 2000. 3)



home and abroad, as the national boundaries are

disregarded. Hip-hop casual wear expresses
mental freedom, physical comfort as well as
having a loose silhouette and vivid colors.{Figure
»

This hip-hop casual wear produces colors and
styles suitable to the emotion of Koreans, rather
than just simulating foreign brands. As consumer
groups obsessed with fads are expanding to the
general public, hip-hop casual wear has appeared
in brands with a variety of concepts with the
addition of its own analysis for each brands,
targeting various distribution networks, "

QUICKSILVER, MF, and TIME ZONE belong
to this category. MF is a brand of hip-hop casual
wear for the new generation who are between 17
and 19, and has succeeded the domestic hip-hop

casual market., These styles are from the expre-

<Table 2> Design features of Unisex young casual wear
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ssion of their own characteristics, freedom and
resistance to the existing generation,“)

The main target Age ranges are from 16 to 19,
and is a relatively low class target than comfo-
rtable casual wear. They adopt mainly colorful
and vivid colors and add the natural tones of
beige and khaki color. As for textiles, they use
washing processed denim with the feeling of
worn-out, mixed materials and trimmed
cross-overs. In terms of style, they use Baggy
pants with a wide girth, a loose T-shirts, knitted
sweaters and tank tops to put priority on comfort,

regardless of T.P.O., as their main items,

Iv. CONCLUSION

The new generation has emerged as the main
cultural entity in 1990s after growing up in

COMFORTABLE SPORTS HIP-HOP
CASUAL WEAR CASUAL WEAR CASUAL WEAR
neutral tone full tone group add natural tone
COLOR basic colors bright c?lors vivid colors
sky blue, pink, red
white, beige & brown blue color group beige & khaki color
deni . .
natural cotton fabrics denim transparent nylon enim with the feeling of
. worn-out
check-patterns of dye textured materials, polyesters .
MATERIAL . . . . . . denim and cottons
synthetic materials with mixed material with cotton, . .
cotton stretched synthetic fabrics mixed materials
trimmed cross-overs
STYLE comfortable style athletic style hip-hop style
A semi shape A semi-loose shape A loose shape
T-shirts hol;iii Tl-;hl;ts a llz:)i:e T—stl':rts
ITEM check pattern shirts - ¢ n sweater
. Zip-up style jumper tank top
slim pants 8
Draw string pants Baggy pants
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economical affluence. They show their own
cultural features, which are. different from those of
existing generation, in several aspects. The
subculture of the new generation is expressed in
multimedia video culture, popular music, sports
and star. These groups do not draw distinction in
the concepts of age, size and sex, and the concept
of destruction, postmodernism is the featufe of
fashion culture of these new generaﬁons. The
identity of this
summarized as the coexistence of diversity. This

new generation can be

subculture has influence on the unisex young
casual wear market. The boundaries of T.P.O.
have been removed. Free and comfortable
physical features have showed up in the sports
casual wear market mixed with active sports
wear, in comfortable American style casual wear,
and in hip-hop casual wear mixed with hip-hop
music.

Domestic brands of unisex young casual wear

continuously launch new styles in the fashion .

market, which can express their comfortable and
free wearing. As the influence of sports increases
more and more, spofts casual lines are expected to
continuously grow. Middle and
_products with high-quality design are continuously

low-priced

launched. Star marketing strategies are carried out
using stars that teenagers aspire to be. This also
have a substantial influence on the improvement
of corporate image and profits.

The design

marketplace-research on the brands of unisex

features resulted from the

young casual wears are summarized as follows.

1. The features of postmodern including
individualism, diversification, de-traditionary
de-centrality, and disorganization of norms are
also reflected in the cultural phenomena of new
generation.

2. The unisex young casual wear is a fashion

style with subcuiture well-showing thé new

generation’s life style aiming toward freedom and
individuality, which has an effect on the
postmodern fashion.

3. The unisex young casual wears are classified
into a comfortable casual wear, sports casual wear
%nd hip-hop casual wear according to the
difference in their designs.

4, The comfortable casual wear featuring
relaxed and affluent life tries to add individuality
and sensitivity to an American style of
comfortable and practical casual wears to aim
toward modernity.

5. The sports casual wear tends to add the
sports wear's dynamic and fresh sensitivity to the
practical and functional casual wear according
that the boundary of sport wears has become
ambiguous. While the effect of sports appears in
postmodern, the sports casual wear reflecting
sports becomes more popular.

6. The hip-hop casual wear has been influenced
by the hip-hap or reggae music, the new
géneration’s subculture, therefore, which has been
connected to the casual wear, The hip-hop casual
wear featuring a simple and natural line is
regarded by the new generation as an active and
comfortable style. This is also a culture that
resists the value of mainstream culture as
symbolic means.

7. Both the sports casual wear and hip-hop
casual wear appears as a total fashion available for
the coordination with a variety of accessories
which result from not only the teens’ desire for
individuality and diversification but the brands’
marketing ideas.

As explained above, the subculture of new
generation appears as the pursuit of style that
express the identity of subculture to escape from
the social and economic conflict of reality through
their symbolic representation behavior.
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