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Abstract

The purpose of this study is to reveal the structure of uniqueness in the design field at a time when
uniqueness is emerging as a key strategy to capture MZ generation consumers, and to develop an
evaluation index for design uniqueness based on this to suggest a direction for providing design products
and services. As a result of a study targeting consumers in their 20s, 50 design uniqueness attribute factor
items were ultimately converged into six factors: attractiveness, novelty, interest, innovation, differentiation,
and originality. These results show that when a specific product's shape, color, choice of materials, or use
of symbolic elements are different from other existing products and approach in an interesting and attractive
way, the design can be evaluated as unique, and this unique approach can play an important role in
highlighting the individuality of the brand and enhancing competitiveness in the market. The results of this

study are expected to suggest directions on how to reflect the increasingly diverse tastes of consumers in
design and build brand assets.
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