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Abstract MZ Generation has multipersona and characteristics that create various egos depending on
the situation, and fashion styling is also expressed differently by each persona. Thus, this study
investigates how to provide a multipersona or characteristic user experience to fashion shopping
applications. Traditional fashion shopping apps, which focus on items, colors, and advertisements,
have difficulty solving the problems of MZ generation fashion, so it is necessary to actively utilize their
characteristics. We investigate the definitions and characteristics of multipersona and generation MZ,
and identify the shopping behavior of generation MZ through prior research. We also analyze cases and
improvements that indirectly utilize multipersona in fashion shopping apps. Four UX elements were
derived through user interviews to identify needs and It was possible to derive positive effects, such
as providing a shopping experience by forming one's own fashion characters in a personalized fashion

beyond the existing fashion recommendation frame, which helps to worry about styling and gives a
different experience.
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Table 1. A Precedent Study on Fashion Consumption
and Behavior of Generation MZ

Author | Target Fashion Shopping Features

Online shopping on mobile.

Ju-ha | Gener
Park |ation Z|Acquire fashion knowledge and purchase the same

product through watching Fashion Youtube.

20 to | The enjoyment and personal convenience of mobile
Jin-mie| 30 |commerce have an impact on the intention of

Chae | years purchasing.

old | Get fashion information easily through mobile.

You-na The more interested they are in fashion, the more
Park, 20 1o |interested they are in curation services, and they are
Chil-so 30 willing to purshase fashion products through them.

years — -
on old |Carefully categorizing consumers and providing

Kim customized information can lead to product purchases.
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Table 2. Analysis of Major Fashion Apps in Korea

Name Screen Characster\s‘uc Limit Points | Improvements
Contextual Limited to Need new
ABLY styling celebrity styling
suggestions fashion recommendati
ABLY 5| centered on |recommendat | on criteria to
video content ions required.
e Offers 360 Limited to
i degree ; Item,
- . items and v
e o confirmation color-oriented
MUSINSA p color-focused ;
of fashion : recommendati
styling styling ons should be
MUSINSA| ; recommendat ’
— i reflecting . avoided.
o ions
situations
&1 Provides early| Limited to ‘Recommendat
ion data needs
 style selection| brand and .
to be reliable
for brand age -
. and reflective
recommendati | recommendat
. of user
ons ions.
preferences
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Table 3. Analysis of Major Fashion Apps in Korea

Experience using | Fashion app | Limit Recognizing the
User(Age) ; > ! meaning of ‘Multi
fashion apps in use Points ,
persona
29CM,
User1(30) 0] MUSINSA, 0 0
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User3(25) 0] ZIGZAG 0 )
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Table 5. User Interview Summary by Question -
Question 1 to 2

Answer Summary

User5 Fashion information is needed in unfamiliar environments
1 such as interviews.

Userd |l want to find my own unique fashion style through this app.

User1| | create characters in 'me" and "me working out" at work.

User3 Experience indirect experiences by creating fashion characters
2 that are difficult to try.

Creating fashion characters differently depending on intimac

Userd with friends.
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Table 6. User Interview Summary by Question -
Question 3to 4

Answer Summary

User | Existing fashion apps recommend coordination that doesn't

Table 4. Questions to demonstrate the effectiveness of ! sutt me.
fashion apps that reflect Multipersona 3 Uger You can make realistic characters, not year-end party looks.
Number Question Uzer No need to search for additional items such as T-shirts
1 Do you feel the need to assume that you use your persona
to use a fashion app? User | If you choose a top, recommend bottoms reflecting the
B 2 matching match data.
2 If you could create a fashion character for each persona, what g
kind of fashion character would you create? 4 User |The ability to share multi persona characters you create with
5 others
3 What are the advantages of Multipersona apps alone
- . . v b
compared to traditional fashion shopping experience? Uger Providing sample options for people with difficulty in fashion.
4 What would you like to improve and add to the fashion app

that reflects the Multipersona characteristics?
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Table 7. Fashion application UX elements reflecting
MZ generation's multipersona characteristics

Number UX elements
] It is necessary that specific analysis of prefrence and
character development reflecting that.
2 Provide detailed specific situations for user's multipersona
representation
3 To analyze the preference of fashion, we will present options
focusing on jakets, bottoms, shoes, and accessories.
4 Final character image formation reflecting the user's fashion
preference and recommendation of styling by situation
n e — — |
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