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IN KOREA AND THE WORLD

In September 2014, our magazine, ACCESS, launched the first issue with a vision to promote
the excellence and sustainability of Korean culture to the world. Over the 14 volumes, we've
published for the past eight years and introduced a total of more than 70 artists. These artists,
including Wookjin Jang, Hwanki Kim, Kwangyoung Jeon, and Doho Seo, all represent
Korean art and culture in their ways. We also covered more than 70 studios and events
from various fashion, food, architecture, and performing arts. We shared them through our
social network platform (Instagram, Youtube, and blogs). We have hosted five Global Young
Artist Competitions since 2016. Furthermore, we have also discovered new global artists and
discussed ways to connect them with businesses, such as inviting the winners to international
events and supporting their exhibitions online and offline. In this special issue, we sought
to find the direction for Korean fashion designers and brands to move forward by shedding
light on the rapidly changing Korean and global fashion trends in the pandemic situation.

[ b) [
E d itor's Le tter by D r. E un]u KO Here, we highlight five different fashion trends - Sustainability, Digitalization, Restructuring,

Culture shift, and K-fashion - selected by our six fashion experts. After analyzing the issues
and cases for each theme, we, at last, discuss the present and future of Korean fashion.




A A FAQ AE7Fs ol thell, ‘AHISHA] &= 4xHl ol thet EREQF AHIARS O] THIS w8 AisoiTh
‘Don’t buy this Jacket’ Z# Q1 TH= THEFAILION] A& 7Fs BRI E AR QL OFRAE AFA] 2+ YH(Buy nothing
day)’ 25 LITtollA] ATZLE o] SIAf 657 014}0] Foloh= AHIAL FO AlEIE A oHHA] Sh=io] afAd Hel
= SIA T AR Q1ATof thal Azt & <= QITh

=M, RISkl thall, We|= o AEiX]7F I ad HeiE0] 2210l ZE9] Siokt ZAlF ol thall ZHRte

B, 20l AmMA0] Jgkl] thal] =ClsiRict. AJes] fSte s ol2m A 22 HAT] HHERE 2]

*ﬁéo oFEd ?‘#Oﬂ Ne= éé_‘O] QUCH Lt olAlE thFHES] B =7} Adeiel =Rto] QI ‘ojti(2Eiel &
E)oIAED S EQTH FOEME IR R0l theh 2 11v1E ok sk AIFOIT

i
e

rulo
ol
un

A, ZI~E ol thol, We o] 4H] EFETF SHSH WA ijd G4 91717 ZHESHE At @3
210l 789 722, 2l 789 S8, WE Sy 2F A4 5 dES fleh Haleh gerdol thal] =9
= ollth FE9 75 SAl 3 AP S7ht FHEE AlZoks TE Ae'e ARIE ZE6HHA, 22
=ZERI9] StolHE|E Bg: HAS|E 4 9lg 20|t

B, 3} ol & (culture shift)of] THal, EE] o] % HITHHO] 1=Ho] & 2tO|ZAEI & AHIARS Q] 7HR| T 4aH]
THES WSIAIZICE HITHHo] thet 2FE Q) ZHd WSt 0|5 24151, AR EMES} Al ZHTOZH,
MES 314 BI=U 20 tist 7]81E BAelE 4= 9lg Zolth

DA O.2, K-fashionoll Thall, ShujA0] 1HA, i), nlel & st 2o}et Fgko] TS BASIE T, sh=als o]
SRt jefof thall HSIAT A 1986\ 1= 75 45 iz 29, 19934 1h2] A 271 19958 #59
HIEIS sk ¢ 5 e 229 Algo) 83880z AENE MES BHES AHEEA, sH=uM
9] Bt 7hsoll thsh =9lstRAct.

The first theme, Sustainability, introduces the efforts of brands and consumers on “consumption
without consumption” Through the case study of Patagonia’s sustainable brand, which created the
“Don’t buy this jacket” campaign, and the “Buy nothing day” movement that more than 65 countries are
participating in, we can think about the reality of the Korean fashion industry and consumer awareness.

Secondly, we talk about Digitalization. We discuss the direction of online commerce by shedding
light on the pending issues and problems of the online launching of fashion brands in the desperate
pandemic situation. Luxury brands like Hermes, which insisted on selective distribution, had no choice
but to open online shopping malls. However, it’s time to think about “what(brand value),” rather than
“where(online platform),” these brands are heading towards.

The third theme is Restructuring. The crisis in the fashion distribution industry is deepening as the
consumption trend has changed rapidly after the pandemic. We discussed the changes and directions
for survival, including offline restructuring distribution, rapid growth of online distribution, and faster
delivery and distribution system. By analyzing Coupangs listing on the New York stock market and the
case of “The Hyundai Seoul,” which provides differentiated space and content, wed be able to explore
the hybrid development direction online and offline.

Fourthly, it's the culture shift. Since the pandemic, a non-face-to-face lifestyle has become the new
normal, changing consumer’s values and consumption patterns. By analyzing trends in positive
emotions about this non-face-to-face lifestyle and shedding light on fashion culture trends and
examples, we can explore the opportunities for the new fashion businesses.

On our last theme, K-fashion, we analyzed the movements of Korean culture in the past, present, and
future to highlight the present and future of Korean fashion. Focusing on Tae-ok Jin’s successful entry
into the global market and the Soho store in New York in 1986, and the opening of Bugdorf Goodman
Department Store in New York in 1995, we are talking about the infinite potential of K-fashion.
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“Sustainable consumption,” “digital consumption,” “the increasing

consumption of the differentiated space,” and “the normalized non-

face-to-face consumption” have become essential fashion trends.

By integrating K-fashion and the new regular consumption, which

combines analog sensitivity, fun, and taste, we look forward to
seeing the opening of the new era in Korean fashion.

We publish this Special Issue hoping that the harmony of Korean
fashion and culture become recognized for its excellent value in

the global market and contribute to sustainable development and
welfare of humanity.

S8 vy s @) 2%

Guest Editor of the Special Issue, Eunju Ko

TOTHE LEFT
Neungsaeng Park, Seoul City

(103x211cm, Korean Ink on Canvas, 2015)
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In December 2020, experts in fashion
and lifestyle gathered in Zoom. While
talking freely under the name of
“Fashion Chat,” they seriously talked
about the year 2021, which will be the
turning point of the fashion industry.
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COVID-19 has accelerated
digitalization ~ throughout society,
leading to a change in the era
represented by the virus-changing
economy, so-called V-nomics. This
has also become a sharp inflection
point for the fashion industry. The
restructuring in which electronic
commerce (so-called E-commerce)
becomes a new normal in the industry
is taking place. As using digital
technology as a tool for convenience,
digital transformation has developed
rapidly.
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Since the restructuring of distribution
occursdueto the surgein E-commerce
and the stagnation of offline channels,
new norms are being established.
With the emergence of various non-
face-to-face media such as video
conferences, media commerce, and
Clubhouse, it’s the time when sincere
online communication is more
critical than ever.
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As the daily life of keeping social
distance and working at home has
become typical, various lifestyle-
related contents centered on “home”
have increased. This led to the rise
of WFH (Work from Home) fashion
and interest in interior design, such
as loungewear, one-mile wear, and
athleisure clothing. According to
investment bank Morgan Stanley, the
global Athleisure market grew from
$281.9 billion (about 317 trillion
won) in 2019 to $365.2 billion (about
411 trillion won) in 2020.
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New lifestyles, along with new technologies and social phenomena, change
consumer sense of values. Changes in consumption patterns move to a new
consumption culture and create new businesses. It is our new routine to seek
‘sustainability’ through our lives, thinking about the future.

Here, we define the fast-changing consumer and fashion industry in 2021 as “Re;”
(again). We will discuss the five trend keywords derived accordingly: Digitalization,
Sustainability, Culture shift, Re;structuring, and finally K-fashion: its present and
future.




“RE;”

Sustainability
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Frequent natural disasters
worldwide, such as wildfires,
droughts, floods, earthquakes,
and COVID-19, which are
endlessly threatening the
global economy, have become
climate disasters. Now,
environmental protection has
realistically become the top
priority task for all of us to
survive.

2021 Fashion Trend Forecasting-
Keyword 5 by Fashionchat
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A 24 hour moratorium on consumer spending
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“Every November, we remember for 24 hours that no one was born to shop. We make a small choice by
not participating””

Buy Nothing Day is a day that encourages consumers to spend time with friends and family using time
and energy for 24 hours instead of consuming anything.

First launched in 1992 as a “day to investigate overconsumption” in Canada, Buy Nothing Day has grown
into an international event involving more than 65 countries. They share the preciousness of the Earth
and nature through performances against consumerism: cutting credit cards; zombie-walking around
the mall without shopping; Whirl Mart demonstrating without putting goods in shopping baskets or
carts; and hiking. ‘Buy Nothing Coat Exchange, which exchanges coats without buying anything, is a
month-long event in November. It is an expression of consumer behavior that refuses to shop on Black
Friday, the day after Thanksgiving, through the activities like donations and exchanges.



Customers want to know what your PURPOSE IS

he Power of Purpose DON'T BUY
THIS JACKET

5 1T IS the
 power of Purpose that is helping to drive
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COMMON THREADS INITIATIVE
Together we can reduce our environmental footprint.

HHAHI ROl RHIFE Fdohe ZAE
SHFO 2 N F0] steh S5& sl
QACh IZL-198 AVE A AA B2
HE0] Q¥ ARMe oA mETok ot
ERO| SUHE AFNE Z 11 ALt 94l S50
AR Z3FA QA Rolz R gEe
0 AZoith ige® Gxke7t Qlojxlal
AMElZF7 ileo] Tiret 5l S
HITH®  2lo]ZAEA0] sl QU
ololl wt TIAIE 71ee 5=z ddsh
aHe SEER YAEHOZE HE 47}
OIFOIRE S Y=zt dyol Aojital QL.
I Yo 22 EAl Al 719
Al Al~E0] FUA & SAA7E E AT

dhaHI RO Shate . HEOIRl NES
Tlishz 719 4xH] AIAES] SHHTHIO]
Holkslal  QAtk IUolAE EERE,
HARE B9 i ZAUEE &I
71800 AMEE AE0 A7t QA th
SEAPE A A O] F0IA] = 2OHE
(On-Demand) AIAHIOE WSF EX1E
Zi0Jtt,

Anti-consumerism flows, evolving to a post-consumerism that transcends
consumerism. With Covid-19, the unprecedented rock-down situation is
happening worldwide, requiring people to stay at home for a long time. The
condition in Europe is even more severe due to the problem of vaccine supply
and cultural differences. As jobs are lost in large numbers, and telecommuting
is spreading, “non-face-to-face lifestyles” such as various video conferences
are becoming commonplace. As a result, polarization is happening. Digital
technology is rapidly developing, consumption is extremely contained, and
retaliatory consumption is taking place. The economic problems brought about
by the corona pandemic have become a catalyst for the collapse of the existing
financial system.

As anti-consumerism spreads, the paradigm of the existing consumption system
for purchasing products is changing. In Korea, through secondhand-transaction
platforms such as Danggeun-market (ET*MIZ1) and Beongaejangteo (
W7, the transaction of used products has been promoted to an On-
Demand system where consumers and suppliers meet in person.
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Linear Fashion: Clothes end up in
wear landfills as soon as the first owner
doesn't like them anymoare.
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American marketing author Philip Kotler presented five
types of post-consumerism consumers in a 2020 paper
titled “The Consumer in the Age of Coronavirus” Post-
consumerism also coincided with anti-consumerism and
continued every year with the “Buy Nothing Day” event.
It has spread around the world wide.

The five types of post-consumerism that consumers
presented in the paper are as follows. First, consumers seek
simplification of lifestyle by reducing their possessions.
Second, consumers seek happiness through solving social
inequality and ecological problems rather than excessive
economic growth. Third, consumers move to reduce their
carbon footprint, the most efficient way to overcome the
climate crisis. Fourth, vegan consumers oppose carbon
generation due to the livestock industry. Fifth, consumers
seek preservation activities to reuse, share, and exchange
their belongings for as long as possible, refraining from
consuming new products.

According to the announcement of the United Nations
(UN) Cooperation for the sustainable fashion industry
in 2018, 10% of global carbon emissions and 20% of
wastewater emissions are emitted from the clothing
industry. As such, the fashion industry has been blamed
for environmental pollution.
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Consumption value, the value criteria consumers are most
affected by when choosing the market (Park & Lee, 2003), has
been recognized as an essential concept to understand consumer
behavior. Consumption value is what consumers perceive, thus
influencing the choice of a particular product according to social
value, emotional value, functional value, situational value, and
sparse value. (Sheth et al., 1991)

In this era of overflowing supply, COVID-19 has increased
consumers’ interest in environmental issues, shifting important
values to those aimed at “consumption without consumption,”
such as sustainable products, reusing, sharing, and exchanging.
Consumers are now moving toward value consumption, which
minimizes the production and consumption of new products,
especially around the MZ generation. The time concentrated
just on the production of new products has passed. It is time
for a change in the latest fashion ecosystem, which starts with
product planning and considers the environment, and even the
consumption behavior after-sales. This is the starting point for the
sustainable future of the fashion industry.
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From ‘Where’ to ‘What’
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If the task of fashion brands and distributors
was to enter online in 2020, this year’s task
should be a disclosure of their own identity
or creativity. Whether it is online or not,
they must shift their perspective to “what to
show” to become competitive.
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Inevitable entrance
to online
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Since 2020, as offline consumption has
decreased due to Covid-19, fashion
distributors and brands rushed to enter
or expand to the online market. Last year,
when sales of the fashion giants such as LF,
Shinsegae, or Hyundai fell, online editing
shops such as Musinsa or 29CM grew. While
designer brands that focused on offline were in
trouble, brands that concentrate online such as
LOW CLASSIC, Mardi Mercredi, never sold
better. Whether theyd been preparing for a
long time or were suddenly made by the top to
create an online TFT, all fashion brands, and
distributors had to go online. The entrance to
online seemed inevitable, with no options.

AaEAEA mEy 2 24 gol HSsiad on & Aget AldEs
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If you suddenly pushed to a strange land, the easiest way to
survive would be to copy who already adapted well. I was
able to feel this trend while working at 20CM in 2020 was
because of the job offers from various fashion distributors
preparing to expand online. The suggestions that came to me
were mainly, “OOO company is trying to strengthen content
like existing online editing shops. We are trying to focus on
brand marketing like 29CM, or we are also planning to start
video commerce” Here I introduce some of the fashion chat
conversations related to this.
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“Because major companies
or department stores have
to deal with everything,
‘just making one’ becomes
the purpose when creating
an online shopping mall. To
aim at ‘making a difference
is difficult”

“We are just thinking about
whether it should be like
an open market or like a
conceptual select shop.”

“Even if we had no choice,
it was a shame that even the
house brand went online
without any specialties.”

I thought, ‘Although fashion brands and distributors were pushed to go

online, couldn't the performance have been different?” But indeed, it is
understandable that they did not feel the need to do so. Luxury brands

Like where?
Like how?

that insisted on offline, such as Hermes, Prada, and Cartier, gained
attention by opening online showrooms. Also, brands were likely to be
regarded as those who could not keep up with the times without online

channels. Moreover, the existing e-commerce channels have grown
just by doing as they did last year and even went above and beyond
expectations by adding efforts. Whatever you did, to do it online would
have been the key.




Reaction to differentiated performance

SHAIRH 1 ALO] 753k TlATERtolR| o)
de g2, aHlxle 58 gseiRln
@4, X, shoigt gojrt 22 24
MEOlE EARM] Afol7h Hinh 27
SHAIZE E2 E A" d9o] Sd=s
1 RRIZ= 2HIRFS AF=otAl RO

BELOW
EENK Virtual Show room

O™ S 719sH THe'e Ho7] AIAEE e BHEE9] Wxdart & 27
oA sk S AIFE 0] HE HAIES 1 AEksid B, U Tixlold Bl
EENKQ] 218/S 2813 H2 VR &oF. B4, IES0] olg 1l 0X|2|@ VR T =8
HE ZOIHA] Zok=tl, NEAUR 59 3ol FrfElo] 27 2P g Fsks 55
0] AYR |G

Cleo] duith A7 &S shueiLt sotde Apjo] oxze & REX
TFEILE 2021 F/W Aguldeart sHsdued sgddniede dos
CIRE #QolE AT E3le e FRIZIRIGIE oh=9] dAlel dles HolE
7 e 3 gt 9] ZFo] prsold Hglo] Fdl=o) thst 57140 Zirh

oL
o

However, because of the accelerated
digitalization over one year, consumers
quickly got used to it. All the newly
coined words with the phrase “LAN cable’,
“digital’, and “video” promptly became a
dead language. Digital runway content, the
previous hot topic, could no longer stimulate
consumers by itself.

ABOVE
EENK Virtual Show room

In the meantime, it was nice to see the performances
of fashion brands that smartly began to show the
“difference” The VR showroom that contains a 215/S
collection of Korean designer brand EENK was
admirable. It was mentioned during the fashion chat
conversation, so I opened the website immediately.
Usually, I would not say I liked VR contents as they
are difficult to control and dizzy. Still, this one was
impressive, giving the feeling like I was invited to the
antique hotel looking at the collection in person.

Attracted by the fun of looking for hidden products
in each room, I looked around for a long time without
knowing that I was dizzy. It was the same when 2021
F/W Seoul Fashion Week announced that it would
introduce a digital runway with the backdrop of
the National Museum of Korea and the National
Museum of Modern and Contemporary Art. I was
curious about the combination in runway contents,
showing Korean history and art on the one hand and
K-fashion on the other.
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What seems more unconventional is the stride of
brands that uses the psychology of customers who
were tired of accelerating digitalization. Bottega
Veneta’s move to remove its official SNS account in
2020, when everyone was trying to do something
online, drew attention and expectations over the
industry, and is still in progress. Also, Loewes
performance, to announce the 21F/W collection with
a paper newspaper headline “THE LOEWE SHOW
HAS BEEN CANCELED,” was indeed impressive.

TO THE RIGHT
IICOMBINED
House Dosan

Brands that focus on introducing differentiated offline spaces move people who have been hesitant due to COVID-19.
“The Hyundai Seoul’ created a landscape crowded with people, by unprecedented brand selections and concepts that
are different from conventional department stores. Gentle Monster, which has introduced a creative showroom, newly
opened ‘HAUS DOSAN’ to provide unfamiliar brand experiences by gathering three brands—dessert, cosmetics, and
eyewear— in a single space. The waiting line continued from the opening as people expected the unique experience
created by the three brands, which at first glance seem to be heterogeneous.
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RE;STRUCTURING
/| RE;START

CHUN EUNG KIM

CHUN EUNG KIM
skytell2@gmail.com

Account management, marketplace division,

Coupang Co., Ltd.

Manger & buyer, headquater&branch office,

Hyundai departmentstore

Merchandiser, eleventy & time homme, Handsome Co., Ltd.
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Large Fashion enterprises and global SPA brands have been reeling due to the COVID-19 crisis, having their business
restructuring, and E-Land, Korea’s leading fashion enterprise, is undergoing an extreme business restructuring by put-
ting the whole women’s clothing business on the market. However, as we try to change with keeping our original ones, it
is time to think whether that pace or direction of the change is what the consumers want. However, online brands which
are popular with the MZ generation have been overcoming such crisis well, and especially, online specialized shopping
malls, such as MUSINSA, W CONCEPT, or 29CM, which have those online brands, are showing significant growth
compared to the previous year and suggesting the direction of the change for the existing mainstream fashion brands
and distributors. Seeing the popular overseas contemporary fashion brands’ entry in MUSINSA, and feeling the need
to change as well, the existing brands are also trying to change, though what is significant here is how far they will put
themselves down and Re;start. It would be a hazardous idea to think that the better days will come soon after the current
crisis just pretending to change.

We already did predict that there will be a change, but we
did not predict that the change will come this fast due to
the COVID-19. However, the only distribution and brands
that quickly adapt and give an effort to change will be able
to survive, and consumers will also show more affection
and interest in this distribution and brands.




CULTURE SHIFT
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Shiftin
sentiment
toward
‘non-face-to-
face culture’

since
the outbreak
of coronavirus
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After COVID-19 was declared a pandemic in March 2020, roughly a year has
passed. How has the sentiment toward ‘non-face-to-face culture’ shifted during
the past year? Telecommuting and online classes have become parts of our
daily lives. The ‘non-face-to-face lifestyle’ has become the new normal—the
trend analysis of sentimental shift toward ‘non-face-to-face culture’ using the
social-based analysis system. SomeTrend Biz shows that on April 9, 2020, the
‘non-face-to-face culture’ started to become our daily lives; negative opinions
(65.05%) were higher than positive opinions (17.67%). However, on December
16, 2020, when ‘non-face-to-face culture’ had become a natural part of our lives,
positive sentiments (60.21%) were higher than negative sentiments. (13.28%)

Culture Shift

It suggests that immediately after the pandemic outbreaks,
negative sentiments were higher due to the difficulty
of adapting to drastic changes in lifestyles as well as the
depression from hardships of continuing social relations.
However, the proportion of positive emotions increased
due to the comfort and safety brought by the non-face-to-
face lifestyle as the pandemic was prolonged.

Analysis of the overall sentiments for ‘non-face-to-face
lifestyle’ during the past year demonstrates a higher
proportion of positive views (49%) than the negative ones
(20.2%). This result indicates that the overall sentiment
toward the non-face-to-face lifestyle was somewhat
optimistic.

Keywords related to positive sentiment appeared in the
order of ‘possible, ‘good; ‘want, ‘safe, while those related
to negative view appeared in the order of scary, ‘dislike]
‘pitiful, and ‘dark. Many positively responded that diverse
online activities, such as online classes, virtual conferences,
and mobile shopping, became possible. On the other
hand, emotional fatigue was seen to be increased due to
prolonged non-face-to-face communication. It also shows
that negative emotions occurred because the pandemic
would not be over even after initiating the vaccination
process.

ALE AR AR AHIE =5 Slao] AstEE 2hd
012, =W A1) FEl= o 8A S8l AS7H AUl 127
7Y € Bt 4£50] 5350 8RAOR 3.7% ST, M
&S 394TF 5HYUOZ 4.9%LE A4sH Z20Z LENITLE
4219, EA3)

TELE 1982 QI8 ZA A SolMe Ads) 7HA A7t
Abeh 2R LE=T], Ra5E 71l AAk= B dsiAlal,
a5 gdavt HUFoR FJWE NASEM fHIE
HEEE S0IWA LIERT ‘B SAVE HHErhGY 22
o, MALRE)

OJAE AHIE E0IA HIFE SAHHIE2 OlEE £HISTY]
a8 HE 4HE ojojd 0] g2, 22 Wi
HE A mEi Yalol dojE 4H7E Hkssh 3
129U~14 Sahd 3AF HiEO] AW 22 FEHLE 80%0]&
St 2108 U Sal o 1id miE slEA,
ZEHSHET AAAMSR 2 old wjde wEo] dd
CRH] Z}2F 83%, 119% S7H3E 179, SHHEADSH 2oz
LIERL, 4] BHSE ollekd = Atk

—

OfEHE 4HP} WSS ZEHN AEE WoEY 4
AT, EWAOR QIFt AAA G} ofe BEm,
sl=E7] olFol nt ASH WA Bol, 4 SE Wew

zgg 4 ek




= AT

ZOIL} Kt 2tdE Qe &

fa=4

SHRALAS] Q7I7F L) Aot 15RE A4 4
ofojgo] HHME HMERAE], REJHHME YHE=, EWE 7t o2
TEH SNS oflA] QAIAERIe M ESE A4z M2 251 QT SomeTrend Biz
olgdalo] B4 A7t1d 39 209 ~ 2149 38 279), MIEEAH, IR
BT FH, ‘27, TIME' S0] H¥ Fajof &

Fjste T3 Ao|T 22 S5 LINESO] SNS Aoli F2g w3l 9]
9= ZEAA Brolehs

2P| E ALAI7IH KFWW - QI HiFd e Aigste UAEST 7

O

5 1Y SFRAEAR

Nudake,

there has
never been

ool @E Zis g

ol HoiS0] AWAMo M9l O o9t CIYE HAS AlrsRE ld t’
DHS0JOTH, 037]0)A] a esser

AEEAHZE URNE BHHE “wHjo]=2'9 is 7hl'S

= M

FHZE FHE o] e

like this

Digital-based
nostalgic
sentiment,

“Club House”
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ROBLOX,
a chance for‘fun’ and ‘business’
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The attention that ‘HAUS DOSAN’ is gaining
these days is massivee. HAUS DOSAN,
from the 1st basement level to 4 ground
levels, consists of the eyewear brand ‘Gentle
Monster,, the beauty brand ‘Tamburins, and
the dessert café ‘Nudake, and is emerging as
an ‘Instagrammable’ place on social media.
According to the SomeTrend Biz analysis of
related search terms, keywords such as ‘café,
‘cream, ‘dessert’ were ranked at the top of
the associated terms of Gentle Monster and
Tamburins. This is because Gentle Monster,
a brand that has been attempting various
collaborations, created the dessert brands
such as ‘Nudake and ‘Mars Café whose
desserts such as ‘Peak Cake’ are drawing
attention on social media. Consisting in
the theme of “a surreal space connecting

Earth and Mars,” their spaces remind one
of a gallery, providing various photo zones
with desserts boasting their unprecedented

Audio-based media Clubhouse, which was downloaded
more than 10 million times worldwide since its release
in March 2020, connects people beyond time and visuals.
space, providing various topics from small information
to specialized fields. One of the most appealing factors
of Clubhouse is that the participation is granted only
when one receives an “invitation,” thus allowing its
users to feel the belongingness to a closed community.
Moreover, the participants can experience a ‘special’
sentiment through being in the same virtual space with
celebrities. The live voice chat utilized in Clubhouse is
less burdensome than video chat; moreover, it enables
genuine communication and provides nostalgic
sentiment by allowing people to connect emotionally
with strangers online. Recently, Clubhouse endeavored
to create a profit model by discovering YouTube and
TikTok influencers as its moderators.

The ‘metaverse; which provides a new level of experience by combining the virtual
and the real world, is a three-dimensional virtual space where social and economic
activities occur. ‘Roblox’ is a virtual reality game platform where users can enjoy
another game implemented in the game itself and become game developers. The
cryptocurrency called ‘Robux’ is used for online payments, product transactions
between users, decorating avatars, and purchasing online items. The mod developers
can generate revenue by exchanging a certain amount of Robux on PayPal. After
COVID-19, there are currently 144 million active users per month (2/3 of children
aged 9-12 in the U.S. are active users), and the users create about 50 million games.
Creating a game development ecosystem, Roblox debuted brilliantly on the first day
of listing in March, with a 54% surge in stock price on the New York Stock Exchange.
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Metabus,
Blackpink???

As a result of analyzing ‘Metaverse through
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SomeTrend Biz (March 17, 20~March 17, 21),
favorable terms such as ‘Enjoy; ‘Growth, ‘Possible;
‘Sensual’ appeared most frequently as the related
keywords. This result suggests the growth of the
metaverse market, and the consumers enjoy the
activities within the virtual space of metaverse.
In particular, it is worth noting the keyword
“Blackpink;” which ranked 5th in the keywords
related to the term ‘metaverse! About 50 million
users attended Blackpinks virtual fan meeting
held in the 3D avatar app ‘Geppetto’ launched by
Naver’s subsidiary company, Naver Jet. Moreover,
the Ice Cream’ dance performance video, which
was created with the same 3D avatars of Geppetto,
exceeded 100 million views as of March 20
and 21 and thus confirmed the possibility of
communication with global fans through virtual
characters.
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Due to the increased leisure time since the outbreak of coronavirus, daily routines are driving the growth of the hobby
market. For the MZ generation, daily routine or self-development refers to the time to focus on oneself, such as exercising
in the morning, reading a book for 30 minutes a day, drawing, and taking piano lessons. They share their routines on social
media and feel a sense of accomplishment. As a result of searching for hobbies on SomeTrend Biz (March 20, 2020, ~ March
20, 2021), ‘coronavirus, ‘one-day class, ‘flower, ‘interior, ‘piano academy, and ‘exercise’ appeared as related keywords. In
the online class platform ‘Class 101, online education’s demand and supply have increased since the pandemic (Chosun
Biz. December). According to Chosun Biz, as of early December 2020, the cumulative number of its members increased
2.5 times since the beginning of the year, and the cumulative number of classes increased three times during the same

period.

Even luxury goods
can be cost-effective!
Growth of ‘Trenbe’
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Since the outbreak of COVID-19, the 20s and 30s
are driving sales in the online luxury goods market.
According to a survey conducted by the luxury
e-commerce platform ‘Must I’ in November 2020,
49% of consumers who have purchased luxury goods
in 2020 have purchased luxury goods through online
channels. In particular, 61.7% of the 17-24-year-
old age group used online media. It is worth noting
that “Trenbe] a latecomer to the luxury e-commerce
platform, has overtaken ‘Must I and ranked first
in the luxury e-commerce platform since last May.
Trenbe, which is on the rise with the monthly active
users (MAU) of 4.5 million and monthly transaction
value of 15 billion KRW, tries to make users purchase
the cheapest products among e-commerce sites
worldwide through its developed search engine
“Trenbot’ It is thought that the platform allowing
the users to search for the cheapest product played a
significant role in attracting the 20s and 30s, who value
not only flexing’ through purchasing luxuries but also
cost-effectiveness.

“The Future of
Convenience Stores”
FOXTROT
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FOXTROT, which presents the direction for future
convenience stores, is becoming popular among local
consumers through differentiated curation of local
products, shopping that goes over both online and offline,
and its warm atmosphere like a local coffee shop. Foxtrot
considers all things from a consumer’s perspective and
targets young local consumers by demonstrating a vision
of “better comfort” The store actively hosts events for
residents; local breweries and bakeries use the store as a
space to hold free tastings and showcase new products.
All products sold in the store can be purchased through
the mobile app and delivered within an hour with a
delivery fee of $5. If you want to differentiate your store
from various convenience stores being launched in
residential areas, the answers lie in local products and
omnichannel strategies.
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High -end fashion brand Erme"rie‘gildb Zegna has been planting i
more. than 500,000 trees since the 1930s thus taking part
in th_e action to extend the life of our planet. Zegnas founder
Ermeneglldo Zegna aims to contmue enrlchlng forests and
ultimately to create a better future by creating diverse plant

~ ecosystems. The reforestation prOJect turned the landscape

surrounding Zegna’s wool mill into a nature reserve today
called ‘Oasi Zegna, which is 30 times larger than New Yorks -
'Central Park ‘Anyone can visit Oasi Zegna, and visitors can

~ experience the dignity and humility of nature. $S21 campalgn'

#WHATMAKESMAN ~was unveiled in the background of

Oasi Zegna and was produced by 1ncreasmg the proportion of

: _#UseTheEx stlng fabric. This waste fabric has been reprocessed
tobe applied to the new collectlon
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About a year has passed since the COVID
pandemic was declared. How will consumer
behavior change, and in what direction will
it flow in the spring and summer of 2022?
As shown in the shift in consumer sentiment
toward a ‘non-face-to-face lifestyle; consumers
respond positively to digital life with flexibility.
The third space, called ‘metaverse, becomes a
space where consumers can enjoy social and
economic activities. Although the non-face-
to-face lifestyle is becoming a new routine,
consumers still have a thirst for the five
senses of experience and communication that
can only be experienced offline. We suggest
#play, #communication, #convenience, #daily
life, #value as keywords that we should pay
attention to in the era of “With-Corona”
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As seen in the popularity of “The Hyundai Seoul’ and ‘Haus
Dosan, it is clear that the success of offline stores will depend
on the ability to provide differentiated qualities to the
consumers who are now accustomed to online shopping.
Since the future-oriented and ever-more-demanding
consumers will choose a shopping space to experience and
share various values, rather than distinguishing between
online and offline, a deeper understanding of the ‘value’ that
a brand can provide to consumers is needed. Daily routines
are driving the growth of the hobby market, local-based
convenience stores are gaining popularity, not only “flexing,
but also the price is essential. The consumers’ tendency to
demand nostalgic sentiment and genuine participation
while communicating online all provide the answer to the
direction that brands must move to. As the vaccination is
being proceeded, returning to our daily lives does not seem
to be very far away anymore. In an era where experience is
more important than consumption, sincerely sharing and
communicating brand values with consumers will be an
essential point in the era of “With-Corona.”
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“Which Korean designer’s brand did you used to like?” When we encountered the question, we
didn’t know where to start. So, we went on with the story of our craving for bébé FRANCOISE, a
brand we liked back in the university years when we were just stepping into the career field. The
brand’s collections designed by designer Jin Tae-Oak were favored among wealthy Korean moms
who wanted to dress their children to look outstanding among other kids. In fact, Jin is a first-gen-
eration fashion designer who went through a dream career path for the countless numbers of new
Korean designers of today. Her brand JINTEOK’ was displayed at the window display on the first
floor of the Bergdorf Goodman department store (New York, U.S.) in 1995 alongside Jean Paul
Gautier, Issey Miyake; Jin also ran a store in Soho in 1986. In 1993, she even participated in the
Paris Collection. Her admirable career leads us to a question. What made the foreigners fall in love
with this Korean designer from a “small country” when the internet was a rare thing and the current
world swept by social media was yet to come?
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The keyword ‘K-Fashion’ can be interpreted in multiple meanings according to the Google website.
It's meaning could simply mean Korean fashion brands or Korean designer’s brands. Still, it could
even encompass meanings for clothes that can be found at Dongdaemun Gate market or Korean
traditional clothes called Hanbok. A noteworthy phenomenon is that Korean content such as K-pop
music and drama’s increase in worldwide popularity led to expanding the concept of K-fashion
to include meaning for ‘fashion worn by Korean celebrities. Likewise, people don't just talk about
clothes when discussing K-fashion. In reality, they show interest in K-pop and K-Drama, K-Movie,
K-beauty, and how famous Korean celebrities dress, and what beauty products they put on. Then,
they become curious about Korean people’s lifestyles. For Koreans, this phenomenon referred to
as culture would seem surprising and pleasant. It indeed is an interesting fact that the meaning of
K-fashion encompasses from mere fashion to a big keyword of culture.
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2021 F/W Seoul Fashion Week
Beyond Closet

Grand Palace in Paris which was once a symbol for the Chanel collections—Chanels
creative director Virginie Viard announced that there will be no more fancy fashion
shows held at the Grand Palace and therefore we expressed Grand Palace is as a for-
mer symbol for the Chanel collection here—is an architecture that was constructed to
celebrate Exposition Universelle de Paris held in 1900. Since then, international exhibi-
tions and art exhibitions have been held at the palace, and thus many people recognize
the place as a symbol of France’s fashion and culture. Therefore, it is deemed excellent
news that the interior of the National Museum of Korea and the National Museum of
Contemporary Art will turn into runways for fashion shows. This reflects that fashion
weeks carried out under the narration of fashion as the main topic should ultimately be
communicated as culture. As mentioned earlier, the so-called multiple K-series can be
no longer limited to merely one genre. Instead, there is a message that we should not only
discuss clothes when talking about fashion but also combine it with the keyword culture.
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ABOVE
2021 F/W Seoul Fashion Week
CARUSO

Then, how could his or her preference be
linked to culture? Culture plays a significant
role in forming his or her taste. This does
not imply that significantly big significant-
tural experiences lead to one’s formation of
taste. Instead, small daily experiences could
lead to the creation in one’s personality and
taste. The experiences include small talks
you had with your friends in the neighbor-
hood where you grew up during childhood,
which books you read, which movies you re-
cently watched. By talking about these daily
experiences together, we share our thoughts
and preferences with others. In sociology,
one’s taste is referred to as one’s personal
cultural and artistic choice. When a person
raises an opinion with one’s artistic standard,
he or she is likely to be depending on his or
her cultural background. Even if one lived in
an age of oppression, there always have been
frontiers who raised their voices on free-
dom and respect for individual’s tastes. How
about now? Today, we can confidently talk
about what we like with people who have
similar interests as us. Also, we could hap-
pily share our tastes with people who have
different interests as well. There are con-
trasting evaluations on Social Media(here-
after referred to as SNS); however, it seems
clear that SNS plays a role of silk-road as it
allows sharing and exchanging one’s taste.
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ABOVE
2021 F/W Seoul Fashion Week
Kwakhyunjoo Collection

There would be many cliché to end discussion on
the topic of K-Fashion. Instead of borrowing such
expressions, I would like to cite words from movie
director Bong Jun Ho's award acceptance speech:’the
most personal thing is the most creative thing’
(A sentence Bong quoted from Martin Scorsese’s
words) Fashion is pointed out as a genre that should
consistently change, adjust, innovate. However, it
should keep its core competitiveness which could
be expressed ‘timeless’ amid fast-paced changing
trends. If you have a taste for White Shirt look worn
by Carolyn Besset Kennedy and Celine led by Phoe-
be Philo and Recto’s unbalanced skirt, you will find
it entertaining to add a new designer label in your
wish list while not giving considerable attention to
the designer’s nationality. I wonder if it is necessary
to have an excellent suggestion for K-fashion. If you
stick to your own content, you will shine brightly in
any genre, whether it's K-fashion or not.
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ACCESS is a cultural platform with a focus on sustainability, introducing Korean culture op online by watching differentiated performances to stimulate consumers.

and art to the world. In this Special Issue we step forward for new attempts, such as to

focus on a single theme, fashion. However, our key value still carries on. While the issue DE S|GN ER Jungmi MOO"
is about fashion, under its five keywords we are introduced to ponder so much more—the

new normal called online and no-face-to-face, the trending sustainable consumption, the AT A 0|7 E &S Wol Al 39| AIFHS S HL e 7] &= uhakshy] = sHATE Hol Hi &€ 4=
infinite possibilities of change and consistency... As our articles suggest, ACCESS would R = AIOIQELICE TELER Qs MZER] = RSt 22 AIZO &2 iAo Ml & 4
keep and strive to discuss the everchanging trends, unchanging values, and most of all, QU ElQ1, e HHEOIA AfEILL THFS AIEE Skl QUi Z1E 9A HRJAFLICE 3
sustainability which encompasses them altogether. We invite you to take this journey with HAER] OFO 20| ek AENO] B2 Z|HiE T RS TAIS 7hg o S

us and find our significant “what”.

It was my first time taking charge of a special issue, and I was excited and at the
beginning of the first issue, but I was able to learn a lot. Due to Corona, I was
able to see changes in the fashion world from an unexpected new perspective,

and I found that many brands are trying new and diverse things. 'm looking
forward to the future direction and growth of the fashion market and I hope
you pay more attention.

HEAD DESIGNER Suah Hwang

DESIGNER Soomin Eom
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I'm a new designer who will be active in this issue, and I was happy to be with the
ACCESS’s Special Issue this year is simply extraordinary. New perspectives of fashion ex- start O.f the sp?cial issue and I thil.lkl trie<.i harder to participate! {Xs Corona contin-
perts, New designs that are quite different from ACCESS’s existing magazines-+ We started ues this year, it was an opportunity to think about how the fashion market should
with ‘zero’ in this issue and took a new step, and we wanted to show the infinite potential
of ACCESS to break the mold. This year’s Pick Color, which penetrates the entire maga-

zine, is #7AB576’ featuring novelty and freshness. Through the special issue issue issue,

change in preparation for disasters, and as MZ generation does not think about the
environment in our lives, the design of the Earth is essential for the fashion industry
to go further?

We would like to convey various views and attempts on new fashion.




REPORTER Chi-Yeong Chang
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I became interested in the sustainability issue of the fashion industry since I wrote
an article about fashion last year. This was a good opportunity to learn about the
discussions about the sustainability and the changes in the fashion industry. I'm
rooting for those who pursue new values and move forward in this tough situation.

REPORTER Hyunsoo Lee
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Although I have heard terms such as ‘new normal, or ‘post-corona’ countless times since
last year, I still did not know what to expect from my life after the pandemic. Through
ACCESS Special Issue 2021, I was able to understand more clearly how our generation
has changed while suffering the pandemic; what we began to look forward to as well as
what choices we started to make in order to pursue our values.

REPORTER Soyeon Park
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I got off my first step on VOL 8-2 by doing translation work of Special Issue. It was a
good chance for me to learn so many things. I was so fascinated by the structure of the
articles tarting with the timely issue such as COVID 19 and finally landing on the idea of
sustainable value and efforts of fashion brands. I also liked the ironic idea of the article
such as we now consume things by not consuming I once thought that pursuing profit
and proper values at the same time cannot bepossible. By taking part in Special Issue,
however, I could newly think that responding to frequently shifting society and finding
sustainable value would eventually in a same path.
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ACCESS AWAITS YOU.

Have you enjoyed this issue of ACCESS? Discover and
discuss more artists, events, and trending news
at our Facebook page & Instagram.

We will post important notices such as the magazine themes,
publication date, and the distribution sites of the copies of our
magazine.
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Authorized Dealer of Mercedes-Benz, Han Sung Motor
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The new S-Class S 350 d H{7|ZF 2925¢cc / Sxt & 2090kg / #27] 9G-Tronic / 2£8¢H| 12km/Q / IHE=2HH| 14.7km / 52353 / CO2 HiZ 161g/km
The new S-Class S 400 d 4MATIC B{7|& 2925cc / Sxt 2 2185kg / H£7| 9G-Tronic / 2 HH| 11.4km/Q / AL E2HH| 14km / S2453 / CO2 BiE 170g/km
The new S-Class S 580 4MATIC H{7|% 3982cc / B4t B2 2295kg / H£I| 9G-Tronic / B3¢H| 7.9km/0Q / DX =2 HH| 9.9km / S3552 / CO2 HiZE 227g/km
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