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Abstract This study based on the digital innovation of the fashion industry has researched digital—based
face design that already has many users all over the world through social media and has influenced
the fashion industry. The purpose of this study is to present the future vision of the direction of the
fashion industry by classifying representative cases of augmented reality—based digital face design and
deriving the oriented value that penetrates them. It was needed to analyzing 3D designer's works that
provide digital filter—based face design to the public through Instagram and Facebook. As a result of
observing the oriented value of digital face design from the point of view of modern fashion through
case exploration, three trends were drawn: experimental formativeness orientation, playful experience
orientation, and future technology orientation. This study limited the scope to digital—based face
design, but the conclusions presented through these are applicable to all areas of fashion. Therefore,
it is supposed to expect to study new phenomena related to fashion design and fashion communication

based on digital augmented reality beyond the scope of face design in the future.
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Fig. 1. Face Design in Contemporary Fashion Runway
(From Left: Gucci 2018 FW, Iris van Herpen 2018 FW, Iris van
Herpen 2019 SS, Agi & Sam 2015 FW)
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Fig. 2. Aaron Jablonski's Digital Face Design
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Fig. 3. Marc Wakefield's Digital Face Design
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Fig. 6. Mathieu Ernst’s Digital Face Design
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Types of digital face design with Reference to Contemporary Fashion

Transformation of
form and construction

Materialization of
texture and color

Configuration of
decoration and objects

« Aaron Jablonski
+ Marc Wakefield
* Viv Galinari

+ Johanna Jaskowska
+ Mathieu Ernst

* Frederic Duquette

« Allan Berger
« Ines Alpha

Tendencies of digital face design with Reference to Contemporary Fashion

Experimental
Formativeness

}[ Playful Experience }

Future Technology }

+ In terms of form, very
bold deviant molding
stands out.

+ In terms of texture and
color expression, there
are gloss and
transparency,
metallic texture, and
non-material color
expression such as
colorful light.

« The design of the face
is expressed in a way of
wearing as an alterna
tive ornament.

+ Digital face design aims

for a diversity-based
playful experience.

* The orientation of the

new normal based
playful experience is
also noticeable.

« Identity-based playful

experiences seem to be
an important issue in
digital face design.

* The development and

+ 3D technology

« The networking tech is

application of AR

tech is encouraging,
and it is evenly affecting
the entire fashion
design industry.

is also considered as a
future technology that
is as important as the

application of AR tech.

meaningful in the sense
of completing the
advanced technology
and making it more
popular.

Fig. 10. Digital Face Design with Reference to
Contemporary Fashion
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