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ABSTRACT

This study aimed to examine cases of collaboration among fashion brands that reflected characteristics of
the MZ generation from various angles. Recently, the fashion market has been adjusting to the MZ gen-
eration and industries are actively communicating to attract this generation as their customers. The MZ gen-
eration Is characterized by trends including digital native, funsumer and flex, and using such characteristics,
fashion brands are raising social/cultural issues through unique collaboration strategies. Hence, there is the
need to analyze related cases and trends. The study identified that fashion brands' collaboration with the
charactenistics of the MZ generation is changing to a direction of empathetic communication between the
fashion brand and the MZ generation, rather than simply producing a collaborative work. This divides the
collaborations into three types : mutual complement, creative convergence and emotional values. The study
conducted a literature review on collaboration and case analyses on data referring to 'MZ generation' and
‘collaboration’. It is expected that the study can offer significant data for fashion brands and stakeholders who

are pursuing greater understanding and approaching the MZ generation efficiently for brand competitiveness.
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(Table 1> Types of Recent Collaboration

R = . .
eseat Aim of Collaboration Type
cher
Park, . . o . . .
Kirn -Conduct design differentiation through integration with art
& Le;e -Ensure aesthetics, originality, scarcity of a brand product
(2017) -Produce goods with brand sensibility and cultural values
Collaboration
-Improving brand value, by compensating and strenthening brand of Mutual
Chun, image complement
Youn, |-Consumer expansion through collaborating with different types of
& Kim | brand characteristic
(2018) |-New value creation by increasing aesthetic impression and freshness
of brand products
-Imparting soft image to brand with artistic feeling
M. Kim -Supporting brand image by combinating with high reputation brand
( 2'0 18) and produce collaboration products with new originality
-Providing symbolic value to collaboration products by fusion various .
Collaboration
platforms .
of creative
-Brand convergence : Produce convergent goods with art by giving convergence
Min & the brand aesthetics and artistry
Kim -Image integration : Create new identity by image integration
(2018) between areas.
-Emotion-centered : Gives scarcity by integration of brand stories —
reflecting emotional consumption values
-Convergence of areas - Integrate identities of different areas/
enhance brand values
Sin -Convergence of emotional values : Intensify brand symbol through
(2020) emotional storytelling by a brand .
. . L . . Collaboration
-Creation of scarcity : Providing symbolic value and new experience .
. . . . of emotional
with collaborating same field of fashion brand
values
Hyun -Create new values beyond complement between brands
Paryk & -Enhance brand awareness and reestablish identity with increased
) sales
Ki
(201;5) -Give new experience&symbolic values by integrating intrinsic *
extrinsic attributes
. WM H2Ei=E9| AT A 1-109]] =238 AlEl FHoE M¥E
ol } S A A M= d <
Sl 0|M AlEAM Ak 7k Akl ta FAH 2lE BAE 2
AolA s A A ARAE WEF FL ARA
B oA aofe AHES FEE dA 4 o] & 7|AEel ZAsAeH, o AldlES
ZPE Y2E(Lyst) S +2 A4 20199 A MZAIY A&B[AE f9l8h7] s degfez I3
Al AR 20208 AAAAS] AR E A B oA AW o5 Ave SAo] wad Ao
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Holz & 6719 AtdlES oA Fds 2
gt old Jefol et BF Aotk & Aol
A 2hg AHES A BREAAN MZAY &
B2 4 ste] vAE Ade fs o189 A5
Al Fodst A AMS s ste A 2
A Aozt & ¢ 3tk SNS &Fo] &
MZAIH o] 4n] ERES) SAS A Hds
GO o5 Altfe #AF 2H] &55 AFA
A EE LS BolFH TE - o5 HUTh

. 422 Z2t=20[M

AERg Fendo o b o7t H9
| 201739 T FolulE 201899 B}
ATl AE Av)sE T3 2T Table
Colg AZEH $ER 54
auA A4e) Wz 9718 AYY M
BRI ERE EICCERE

& AR Sendolde & 49 Halo] sw
HAtkE Zolth(Ahn, 2019).

ﬁ@i‘zr

1) =33 Foln5(2017)
Fo]u] % (Louis Vuitton)& Mg EHEE o)
x5l g AAo|UAT AZke] NEFE F
2 A EeAE Agd Exys 7 B
A AAE . AR HAEE A E A 3

olE Y FoluEE Z/‘ﬂﬁﬂE ’\HV} THE 7]
ek Az Wals A= rh(Ryu, 2017). 1994
Tof AAg 2EZE A thE HAEQ 2
g (Supreme) < B BAEZEE dstE A
I AF AFS ABo|HA wFHF F3d
Ade PY2H FIHE WS 5]
o 20179 FelulEH el FetEd oA
A g Fo AAL FoluFe] PME BAE
2A 9 BAZAS AFsE ouAE 47 A%

=R, FolHlE o JFAME HA B

_,d
rlr
T
=
[
il
l-'O
i

AdHE 2 A oMY WEE A% g ol
tKFig. 1.

A 2000 FFEZ o] FolHlFeo] Rl
2ACE HEO Fo £& Fujaia FolH]
o] &%% AT wet el AFol &
ZA¥ vk A (Min, 2020). 1 F 17d0] A
20170l AEE F B ZEiryold>
AE ANl J2E ggoz FAHATI=
&2 W] ol E JIAHJL o] AFS H
2ot g ofold S dEolE ‘EFHo
(drop day)'dlvF +94& + AAJEH, =H4ile] st
© AlFS #338] aHlste] SNSo| f1Fste MZ
Aol o8 H8H FHEEUT

Folu| g FEYE ZEtEY oA JE g
A BAHE ZEx o] tigh MZAIY &R AEe] Q14
W37t gME Bl A d wskE o A
Adl, #> Azt gMe BAHE AFES 2HE)
© B, IaA T F U IS0l dske 7S
el gMe B AF Ife] FHS A

E HstA HES A=y H2

& ofl o
AN o

=]
=

0101' o

_,

=Y

{Fig. 1> Louis Vuitton x
Supreme, 2017 F/W
(MORGAN. 2017)
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(Table 2 Effects of Complementary Collaboration

Content Actual Condition Effect Characteristic
Avoided by the MZ Attracted young
Louis generation that wants to consumers through
Vuitton wear luxury clothes with collaboration with a
Case 1 individuality street brand Reflection of consumption

Recognized as the brand
Supreme representative of
non-mainstream culture

Perceived as the
special street brand
with high-end images

characteristics of the MZ
generation to consume
products for maximizing

A luxury brand with old

Ensured young and

their satisfaction and
individuality and flex them

FENDI . .
images/consumers trendy images
Case 2 A brand consumed by those Recognized as the
FILA in 10s-20s with younger luxury brand with

target age groups

expanded consumers

on SNS
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HELE]]-B‘]- o]‘s 201714 ]E z o] _/':o]_O_ 7]§
Aot mAY+= SNSE
2EE w@Edte Ao

(Coco Capitan)dl ©]o] o]1YA] E# & (Ignasi
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{Table 3> Effects of Creative Convergence-based Collaboration
Content Actual Condition Effect Characteristic
AA brand with an Sold out with the emphasis on
FILA image only popular .
. values-scarcity of the brand product
with youngsters
Case 1 - - -
o . Provided young generations with Reflection of the
Limited image of the . L
Melona . the brand experience of newtro characteristics of the
old ice cream brand ) ;
culture MZ generation that is
Limited awareness Emphasized product scarcity fond of visuals for SNS
4XR as the brand of big size through SNS PR by the MZ posts and open to the
c 5 products generation unique and the novel
ase
The company in Had the opportunity to inform the
Gompyo danger of going MZ generation of the brand with
bankrupt newtro concept
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<{Fig. 5> Gucci x Coco Capitan
(Cococapitan, n.d.)

Aspda e AFOR FHE Ao WA F
22 A3ANHIZ(Jo, Hong, Lee, & Seo, 2018),
(Fig. 5, Zd¥S 32 IIE ofg2ER %
AT AAE tAY AFCE FH S} 1A
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tol BalE Hhs 2 =W oth(Kim, 2019).
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{Fig. 6> Guccci x lgnasi Monreal
(GARRIGUES, 2018)
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<Fig. 7> Nike x Kaepernick
(Kaepernick. 2018)
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(Table 4) Effects of Emotional Value-based Collaboration

S
TS EF fAGE 5]/\}1?: Esel 943

o)t} 3053 ‘Dream Crazy' 31 o]%
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>

Content Actual Condition Effect Characteristic
Recognized as the 'young
Gucci . Poor sales due toAthe luxgry' with theA trendy sepsibility Reflection of the
Case 1 fixed luxury brand image 11.1tegrf¢1ted lWlth the umgue characteristics of the MZ
individuality of the artist generation that
Artist A rising artist with free | The birth of the product with the emphasizes social *
expressions aesthetics of the artist cultural changes by
Raised awareness as the brand consumption and gets
NIKE Perceived as one of with the positive influence that psychological satisfaction
famous sports brands cooperates with the social - cultural from purchase and
Case 2 outsiders authentication of goods

their human rights

Celebrities discriminat -ed Communicated core values and
Campaign | by the society/culture for | messages of social + cultural figures

to the society

having a positive
influence on the society

{Table 5> Types and Characteristics of Recent Fashion Brand Collaboration

Ch teristi
Type Company Characteristic Aracieristes
of MZ
. . Strategic collaboration matching the
Louis Vuitton . .
Collaboration X Supreme creativity of luxury and heterogeneity of N )
P the popular brand with an approach to / Digital native
of mutual L . .
complement consumers considering changing perception
P FILA X FENDI of the luxury values by the MZ —
generation and the trend of the times
. FILA Collaboration based on the newtro culture Funsumer
Collaboration . . .
of creative X Melona of the MZ generation, ‘connection” between
convercence brands of fashion and other domains and —
& 4XR X Gompyo also ‘originality’
Guzzi Collaboration influencing artistic values
Collaboration X Artist based on positive influence of the MZ Flex
of emotional generation’s consumption values by
values NIKE AX reflecting the world view/belief of social
Campaign cultural figures
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