Neo-universal Design for 21st Century Fashion

During the 20th century, industrialization was at
an accelerated pace throughout the world, and peo-
ple's quality of life improved because of the fruits of
mass productron. However, such an improvement in
the quality of life could not differentiate between dif-
ferent individual tastes, environments, or products,
but resulted in the development of design for the
"general public." Universal design started with the
concept of "welfare," made around the needs of the
handicapped and the elderly other than for the
“general public" at the end of the 20th century.
However, the Neo-universal design more extensively
defines its consumers in the 21st century. It does not
even especially focus on the handicapped but intends
to cover all kinds of consumers. This study also
aimed to introduce and analyze the concept of uni-
versal design as a new paradigm in the 21st century's
fashion design, overcoming race, body size, or age
rather than regarding it as a design to complement the
"lost" abilities of people like utility clothing for hos-
pital patients or other such special clothes.

First, Neo-universal design is complementary. This
means it is designed for individuals. In fashion, it ap-
pears as an easy treatment of clothes and the dura-
bility of the materials. Also, specially ordered high-
priced hand-made products of prestigious brands, the
reform in the concept of clothing design to create in-
dividual fashion styles.

Second, Neo-universal design is adaptive. This sat-
isfies various consumers whose tastes change with
the times. It is also the basics of the "hybrid"design
concept showing the concepts of TPO in one design.

Third, Neo-universal design has high accessibility.
This refers to the fact that general comfort and con-
venience are provided to all the consumers under the
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same environment. This phenomenon can be seen in
consumers' preferences for mass-value markets with
"extremely low-priced" brands, which appear not on-
ly in fashion but also in cosmetic products, shoes,
and other fashion accessories. Instead of having a
reputation for producing low-quality products as they
used to have in the past, these mass value markets
now show the earnest tendency of consumption for
value of the consumers as they meet the demands of
consumers for high-quality fashion products.

Finally, Neo-universal design is safe. This is the
ultimate and core design concept of universal design
as well as the concept of a healthful (well-be-
ing)culture. This is also the ergonomic design con-
cept based on environment-friendly and organic ma-
terials and other various healthful materials used in
fashion-related products.

In conclusion, Neo-universal design pursues hu-
man-oriented design, instead of its materials- and
technology-oriented design principle in the past, and
it is expected to provide a new perspective and direc-
tion for future designs.
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