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A Qualitative Study on Korean Fashion Designer Brand Individuality Factors
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Abstract: The domestic fashion industry of the middle and late 20th century emphasized the importance of a stan-
dardized design process; however, the values of differentiated brand individuality have become increasingly important
with the qualitative - quantitative growth of designer brands. Therefore, paying attention to designer individuality (or a
differentiated element of a designer brand growing up in the domestic fashion industry) this study reestablished factors
of the designer brand individuality. An in-depth interview was conducted with 13 designers and consumers for empirical
analysis. In order to identify concepts of designer individuality based on the theory of the brand personality by Aaker
along with precedent studies, the study devised a theoretical frame to explain a conceptual structure of designer brand
individuality as well as reestablish its factors as the designer individuality, design and non-design factors through empir-
ical research. Empirical research derived the designer individuality factors as an external designer image, designer taste,
design philosophy and designer personality. Design factors were derived as concept, working process and method, style
and formativeness. Non-design factors were also extracted as wearing experience, wearer image, lookbook image, fash-
ion shows and exhibitions. It is meaningful that little empirical research has been conducted on domestic fashion design-
ers who actually run designer brands and that this study helped understand designer brands through a new approach

called designer individuality.

Key words: brand individuality(B.81 =
3 83)

7043), designer brand(v]z+e]

H#x), designer individuality factor(t]zto]d 7}

1. M e
204171 S5 ) fAAIS FAskE TRl ZE2A| 20}
Faglou HIZoe Tty BAlErt SrtsiA] xEskE
BAE e Ad Bzl 77 48 SesiATh
= HALee] §5 wst 2 g st AP YAk
ol Bz A oM 2 =S IS itk 2000
Ay o] F Agstr] AlERE U HAAL trely] Bis
AES BT F e AR FEUOEN trloly] Hils
sl

9] FH, A4 A FFS FH(Korea Creative Content

oS, |

B oRe wpAbst g FERe] dve
FCorresponding author; Jisoo Ha

Tel. +82-2-880-1453

E-mail: jisooha@snu.ac.kr

© 2020 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

705

Agency [KOCCAJ, 2015). A A Ao 2= K 2
A, AT, Aol AEIALE, jAE, AR
fe 5ol Jlon olgjgt tiket A5 BilE FH g3
=8 9 5 ¥= gr 4 dus gl
7| skaL

tafoly] Hal=r) FEuk= thg gQlozE txjoly
Ao gk &nixte] #4] Tk E 5 ok
wre] 7ix|eF He FoHe fAUYR v
3 Yoy shAe] Eefvks tRtely =
EFLE Eole AME
SNSE 5¢ tixfol] BAle ZHl=9] 2 S
ZH|zEe] Trjel] Bzl tigh Ql2o] ol om AA
|2 ojojAE o] YERAL ATHKOCCA, 2018). ©|AH
HelE S A 372 Tixfol Bs AJ7fe| whte] Fa
om, 53] 2000dH o3 FA73) A% HRtelH
Ba=o] Goks sjikolx] FEuk

ol Bt tizlo|y 7t wlg- A2l
ZHIRELS HRjold BAE /A4S trlelde] /e #ARA

A A A o)

E'E‘H 2271w

Of

o)
AN .

o)
T


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2020.22.6.705&domain=http://ftrj.or.kr/&uri_scheme=http:&cm_version=v1.5

706 8 FRIY SFBIR] A2 A6, 20204

Q1 olul, tlAteld HAE S sters] Slalis
HUE AgThs MR delus] MY slebsks 2
$ Zosith me] B A7 el BaE 544
3 7L Tl S Fashl e,
Aot Ao Uje Fe YL 237 tiKol
Ush 2mE OgoR sle] AFH0R tiRjell Y 29

) drjol] Bt B e)RE AYATE v,
Do ZEe] 14 59 T A ATt TiAe Bl

2k Aol gk AFEe] FE FYFI o, s B
= JAol #E AFEL Kim(2012)7} Jang and Rhee(2008)
o] AT 5% o] BA= sREF HAe S T4
A Ko and Yun(2004)Z} Lee and Ahn(2016)2] A7 52
o] A= sido] &MY HE H PF Foll vX= 3
o BHI= A1) FEES ot Qi) o5 o
S AT E3let BE A BEAEE gioE N
Aaker(1997)¢] BI= /i HEE EdUZ kL et o]
ZE 94 Bzl dulglols AVt ez £3 &
4 FHelaged o2 Aol asitt wEtA 2 dte
7oy BHAE B4 HAE /)4 FAHRRAC A TRolH
NIE 83 ther AFH0=E gasle tizloly Hil=
N3e FAS AP HIATHE g4 227t Sl

2 A+E FYs] Qs dAs AFEAlE ohe 2o
AA|, Crtold BAE 74 74821024 tixtely 7j4de|
FEst] Aaker(1996)¢] HAl= 74 o83 MgAT-E Erf
2 Hlely B JiY A NdF Fx2E AR ¢ 9
£ o|8F £ vl B4, A5 d7E T3l tAlely

A= 7 HEeQEs A EI

oot
ng [N

(<

rr

o> ool e e

2. O|EH Hi&

2.1, 7HMel JHY

APAA ou 2 R3S TR Abdolut ARl P ElE A
9] EAJ o]m (“Gaeseong”, n. d.), YOIZ F=Z ‘personality’ T
£ ‘individuality’2 WHHE T Aok N Es AdFo i
o= AR TR dths 7S RNE AJRET, Y
Q1 7ke] Zpo] Z, A AMAS FE A 54l AES
A sh= dlalo] Drk(Mischel et al., 2006). Yang(2008) 7H
Aolgle g0l A AMEEE fojYdls BTl Tdde
MEA Aele] mu|e} YT Thoje] M2 e MY, A= o}
2 oo 22 W] A= He E5E ¢ AT 3
Ak,

HadElE $EUE A e A4E), A eE Wy

AET} ofe] gojollx] HadelEs A 0R

7357t Bon, wAlE EolMe H2dEEE T
o7 HeJshes A9t Bk 3 sadejEE oges
HA e ARSlAle| el Holoe o] IR el e}

A

2

ol

JR oL FEO, jﬂ,
)
rr

3 ARSI k. 2 oolfi= 1AolERe Welle S8 v
7} F7r=e] Ql7] wiie] 2Ag TEtr] g Zleold, 73]
U AAT} )53k oz 7RESk Jok(“Personality”, n. d.).
O|FE M= Aakerd] ©|8S 7|WHO R ‘B A B
= H2AYE), ‘HAE A0 FAE] ARt Ut

o ol
»

3, o2 ]9 714 (individualityye DRF o= 791, 7)
A7E AL e 5ol SAHolu 44, $AS eJwlah |
SPFoRe oerte] SAAQ 540 AR w2 Al ®
Z5o] Je AT, 283 ool /EH gl 55490 Ao <]
3 FFo] FAHOR = g W, /1A 53 oJa

o] 8= e 795 7HIZITH“Individuality”, n. d.).

oFs FFMER MG gk &o] AR 7} ok A
TAR AT FAd wEt 2polE Bt H2adE e AFE
oAl HIEH &2 /Y, AALE gEH SRS 17k
A B4R ARE o ARSSIAL glom, mistexe] sig
2 Aol AAAZE A 5o EA EAo] EdE =8
= 492 Aosta Atk 3L thE olek THEE 2
ek £40] oJu|E FoIstar rke Aol

by 2 AFeME HRlely /MdE HER FEET U
2oy 7iQle]l Ad Ifsk NEA &30 02 Aot &
g thre] A AFEddA FHIHPEIE Ao FHeE
FAated wESE 2fo|= %t FM ] EES WEkL e He
aEste] QI7ke] AElA EA4S AHshs 4742 personality=
7M/3E individualityZ AM&-3FS3 T}

2.2. 2= Mol Y

Plummer(2000)y= HE olm|R|9] Fost AT HA
= NS AxSIAA, BARE sAde] PR R Foln &
bl gk A= Aaker(1997)0] &l AAZ o R F=5
Atk

B JEL 5F o2& v AEAA dE s
S Z(Ahn & Choo, 2014), ko g HPT o} FHE UH
o] A7 EXo = Aol rk(Aaker, 1997). TF 1 H
W=7 Abgolgld of" /iAde] Algelgtal dk= Zl(Ahn &
Choo, 2014)2.2 AH|z2P7} Bl e e 553 o
< 2Ju]shH(Kim & Son, 2013), 24| AHE HAE=ZE Al
71 B = JRES QAASA A4l MR dX|ske B
AU edss vdi=

AEL FEE 42 2RENA AEHQ 715 Al
she W, BEA= 73S Ao AY 2] 8H2] 715
sh= 7o) SlthKeller, 1993). 2H|AR= Hal=o] ¢l
< FoAFro g HAT o] A Algo] 713l (Aaker, 1997),
Ha=st A AdEAY deHay Bs fHE AR
Jeje] Zolgbd HA=E o g4 14T + Urk(Fournier,
1994, Rook, 1985; Aaker, 1997014 #j<1-&).

HA=E sde AnREe] 715AR 7RIETRE ARl Tt

T R
Az HASE QY 5 S s, HASE uph sl




A9) Aol Aole HAY 4 gl eto] BT, EE B
W= e anlafEe] BAsd) e el AEEE ol
Lol mgol B, HAE S selsks e 44 Bal
=5} ApEslo] f83te dwlel HUEe] $AE HFHoR

olglg 4= A= mizizE ok

tztely HAll=E tztel|qrh FA7F He el Bl
Solug Tizlely BA= /S Tletelr] flsire dubEdl
EJW HA= e del daleld /W3S detkske Zo] i

Qsitt, wEhs B Agtelde Hals siES Ay

UHﬂE] FopollA ZH]Rte}h Hal=o] fAlo)] 2348 ghao]
Aol g Bl How sjets 9l AMgsld delohs
2] Hfoly Hall=rte] Ad Sf-9] 84 FEek= i
o2 AMgslarat gt

2.3. CIxto| == JHY A0l

AZEe] A0l Ttk 1A FQ1e] A, AAA 54, HiE,
A, A7 SARH 54 ]HPOE(Park 1986; Aaker,
1997914 Ag) F2H & J N= TRl Tk Q14
20|27 A=) s Zhe @ BEE ARl S ¢
3 FAET FEFS t'é'lﬁ:]:]-(Plummer 2000).

Aaker(1996)y= A& #3223 vAE A
BaE sige] F4E F olom, AF #Ad 21e AF v
g, 7A, 7H, =EA 54 5ol g a9
ZH|Rbe] A, oW, AE, vHAIY ARFuAlelA, CEO olv]

I

=

k1
rif
QL
o ;R
)
a
=
2.
~
()
o
L‘f
o o
AN
=%
)
fo d
oy gz
ry
o
N,
KNG
> &
=
ot
o

2

o

o
=y
rTr o
O
i
fllo
>
_“iz
e
iy
W
2
el
I
oX,
a
2
23

N o ox

o ¢

ofl
o,
Worle i 2 Y o 2 10 o X

X
o
i

|z

o B

lrI

o =
) °§

=
Kim and Y00(200 = SXEZ
H/Hoﬂ kS i]_L;

i
fo 1
rO
o
2
e
oy 10
i
2

il
=
~ o
o
e 0

<>¥
do
ofh
X
m
rlo
2

ox ™
o (i
Ao

o
=
>
B
ke

AT )

E i
i
ot
rO
_O‘L
38
£ K

lo to

Lee(2013)E o=
7]—73 4 uﬂzl— 3170
g, IFHwol Aol
ole} o] HAE 742 thegsh
8ol wel 29152 o)t YEepdth
HhE o2 191e] th3E tiAte]yrt HEB

-2 FYs AAs, Hi=

o2, r_.E_‘,
o°1'
:l::‘
o 0.1.4
fr2)
i e
= o e
4y o oX o o
oX, _1\10_{5 m?‘: l:o
i) [-'0 9"" FE
3 oy [0
z 2 1
e 2 o
oo

ﬂmln
_|_, u P

£

g o

i <

o |z
2L

ro |

e

o 0

m
O_L4
oz
1
jual
12
ot

o
Au)
2
L

s A TRl Bel= )y 7+y.e9le) Fek FE e 707

Non-design factor

Designer individuality
factor

Consumer experience
Symbol

Marketing communications
Advertising model

Brand name

Brand logo

Shop

Design factor
Product design
Product category
Product quality
Product function
Package

Price

Physical characteristics

Fig. 1. Fashion designer brand individuality factors derive from
theoretical studies.
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Table 1. Characteristics of designer and consumer

Designer Consumer
Brand Name Clothing type Launching Name Sex Occupation
A Park Women’s Wear 2012 Kim Woman Graduate student
Kim Men’s Wear 2012 Lee Man Fashion designer
C Hong Women’s Wear 2006 Shin Woman Lecturer
D Lee Women’s Wear 2014 Chung Woman House-wife
E Cho Women’s Wear 2014 Lee Woman Own business
F Moon Unisex 2012 Song Man Fashion MD
G Lee Women’s Wear 2011 Jang Woman Graphic designer
H Lee Women’s Wear 2013 Kim Woman Graphic designer
I Han Men’s Wear 2013 Jeong Man Own business
J Kim Unisex 2014 Choi Man Own business
K Kim Women’s Wear 2014 Ahn Woman Brand buyer
L Lee Women’s Wear 2009 Park Woman Florist
M Jeon Women’s Wear 2012 Park Woman Brand PR
A% AEFE 20189 69 18YFH 7¥ 31U7HA 67 7F AEe Aol Mulew ARE AlFsith
AR AYHJL, 101 B FHE Agsted oF 1At A Aol A= 42 A (Creswell, 2005)°] WAE Ak=
Aleiinh A% JEF A2 WE AL fl8l TRt & B S 28kt A WA WA E =31E B &
vz 7} 2% e R AR AR AAlste] 4 B iﬂo} 25 WEHo s HFskaL 7|5k WHeE HAE Felo
of 3F AEAS AsIATK(Table 2). YA} A7 < gejstaL, A HlolBE S&sHA AT 7 WAl &l
Ask= HAtely Jid2 BA= JiAdE vetslr] flsiA Sung = A8E F=3) 8l SRk shsi =S A olxt
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Table 2. Interview contents of designer and consumer

Aoluish H|7e]

Y 2918 el 914 ofnlx,

HAeld A, TRl

Session Interview contents of designer

Interview contents of consumer

General questions - Tell me about the concept and characteristics of the brand
about the brand - What do you think your brand is different from other brands?

- Is there a reason why you usually buy designer brands?
- How did you get to know the brand?
- Do you know about the designer of the brand?

- What do you think is your brand individuality?

+ What do you think makes the brand individuality?
Questions about - Do you think brand individuality is related to the designer him/

brand individuality — her self?

+ What do you think is your brand individuality?

- What do you think makes the brand individuality?

- Do you think brand individuality is related to the designer

+How do you think your brand's individuality is related him/her

specifically?

self?

- What do you think your individuality is?

Questions about
designer individuality

- Feel free to tell me your personality

+ What do you think makes your individuality?
- What do you think are the specific factors of your life or the
environmental factors that you have built up?

- When you think of a designer, what is the designer

individuality?
+ What do you think makes the designer individuality as

mentioned above?




Table 3. Interview result of brand individuality and designer individuality
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Brand Brand individuality Designer individuality

A designer Sophisticated, feminine, cute, trendy Cute, unique, not too much
A consumer Natural, daily look, calm, unique Unexpected

B designer Developed classic Developed classic

B consumer Retro Wit, harmony of senses

C designer Modern technology Modermn

C consumer Trendy, general Charisma

D designer Designer herself A sincere artist

D consumer Positive energy, feminine, bright, artistic Feminine

E designer Stubbornness, fastidiousness, quiet Stubbornness, fastidiousness, quiet, obsession
E consumer Avant-garde, unusual Unusual, dark, gloomy, complex

F designer Designer himself Chameleon

F consumer Chameleon Change

G designer Experimental Experimental, otaku, maniac

G consumer Incongruity Daydreamer

H designer New beauty Temperamental person, The spirit of exploring beauty
H consumer Elegant Feminine, strong

I designer To make unfamiliar Pervert of clothing

1 consumer Classic A designer who doesn’t look like a designer
J designer Minority Harmony of sociality and non-sociality

J consumer Minority, trendy Minority

K designer Fantasy Fantasy

K consumer Unique, fantasy Unique, like a fairy tale

L designer Classical, wit Complicated but balanced

L consumer Normal Normal

M designer Designer herself Strong of likes and dislikes

M consumer Unique elegance

Artist
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2|2 YRjol o] six|stte|n, x|tk €5-A tidel o
gk Yol MaAAe] FdHolgtar siqitt. 12| o|%
7R TAR] BE FE & dES 7z st U

2 Xl fxlel Hske

1}01 UEL BAl=d] {8 7EX
Q3P o715l ot HIZRAAR] THX|e|BRE AR|AFEE T
x}om,] el "k Q14sl7]= o AoE et

“Rp7] A G Fujele 5 Py 22y AOF & BS A
ol Ahjelr| B 72 djofsls FE. S 841 2ok
g F1E. 3] & 2=..” (Brand E designer Cho)

“ojH FRolE WY JHEo] glofofslr] o BHEE Ff=
g2lo] SlofoF k= #4&..” (Brand 1 designer Han)

K= Gy ANEE oF S FL. 2 gRIele &
o F)7A SR} SRE ERS LT AR GRS SRIERE FH =
# &}x/22<}.” (Brand K designer Kim)
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7—%% MARE Bge] vl Fagk aQlog tRjoliES
e} WS T, A wsp, @, A 53
e ARrle] A 543 dhAe] 2
tAteldE2 ARale] Az tAkle] dide
HIAEG taelde #8971l ol Fashe &
o] tAlel] wkgHETial s3laL, HAE] HAtold=
ofell oMukEE Apale] Rt AL sl £ 1 IEﬂ
Aol Wl A3 Erfa e BACL el el
FAA Ao E 2sle] Qe AztoE AES u}a}ﬁh:]__,_
313tk Lee(2013)7F 3f¢] oA tlAlolu s tide R tiately
o Feld S v afle® EAshiA BIjIAA T
ZHoR AN S40] a3 4TL Ak v 2t o,
OAeIe] 7t 4AH BHL TR BEY WA Jake 7]
A3 I iek. e} TRleld ] A Ale] Wi SAolm
E AR Qs o AR Helth

“okt REIFE] 127o)27. 3ol WA FE A7)
ofe] 7} FEL HopHEl= YGE. o 7Y 94EL B
o] Fslalli iz HojaiA) o]l sl TiRLle] Ho] o]
U= F Hofs. AL §FF . (Brand G designer Lee)

“29] plE Pk orjERe] Eole. LT FEY O
B0l 95 WG, QBT A E/E/ DN
FopspeiL) 7} HEle] 5% 2 Hi A P Y
zpo] Fola. ol@g W vjE e FEelL "
(Brand I designer Han)

“Hi= G BT Aol iz §E 7 YL
== /glz}o/ _'z;d } x/aﬁo/7 /HE‘l‘E 357_077/740/:%/ —02%-7/3770/_,_
Zo] #o] 942 7 gl HojEo] FEdE= Al A Do,
9] & o FHHOE WA} ] ol He
D7) F ApR) B A SES HEEs" Brand L
designer Lee)

o

N

42.1. FAE
ARl FAEE AFo] Sl L3 7HE B 5
AeE AF oA thd WS AP, 2 ouAE A
3 o] )

= YoltkKim, 2000). HlA}e]y
Ex tAte||rt dxstal -8t
a2} sk Wl Elx}%ﬂ BesA =edt)

trielq el apjrbES BHAlE JhAged lojA vkl 24

ES a5 A8k siitt. tzteldge] ARle] /e
HEL 7 e 52 AT 7 A=F A, X a¥e
e 7l

%01‘4% ‘: E%E’ ‘EV}OM

&
0y

) A ol M= Ay Feecl] #e FF 97

Ash 7o) QRN TAelL} F ke TARle] Wy
2 Qs std

“pE] Helus plHeS BRI J7fe] Lo 28L
zgltl= oo, ” (Brand D designer Lee)

“SFFFQl Qieky 3P eMES wEgald) Hv z ojEY
§F R8F APE-SF TIRICIEC] H]YBIAYEIRIYE H 2% SF
M= G FdExejzjel) Foltf= H#H == " (Brand F
designer Moon)

“CJRIOIE Bl TIRIOJLISF & 9l AfEe] HAE 4/
o= 74E 27 9102 (Brand G designer Lee)

“Z GAJS] AJEE Flo] ofd PHAER GRS wEHoE of
= % Z+%..” (Brand A consumer Kim)

“GYs] FAHAE G Fople X Z/F2. Brand G
consumer Jang)

422, A 3y

Al S olEYS FA3L 5 giElz Heb, A
A0l WSk, ZESH A A 53} ZFo] ARITke] v
Q ARG WS AU YA, DHAEL ZHIERE F
H o, o] A wajellr] ApEsy 53 3] dwst
Oty 2]} s S5 Hilee] 5§

]——]—,— )\)\)w)\‘:]-

HAED Haelde divle A de< st viest o
Al ool A HARlE Arelw g2l sl +¢
SIAL AACE. IR wEAES sl AFoaNE o
e Wot Bjeele]l AT slirt. HAET HAjolu]

ol

N

£ 71Ee) ¥A M9k 9 A4e] #ME WAstke] o
e Ao)E Fal AzkHow WA woll sk WAL H7
313 YT, BAEK tgoluls 2ke] P40 4L 718
o] Aoler & @ ol

WA SRS ST TeeR ) X
% Q

“Qdof oMY plg FEFS FES}, ofESS FI r]x}
O1& 3 glofR. el Bt FHeS TaixxE 475
A Rof] 2& zelth= Y ojoR. ofESE FXet F g
ZEfYE BE 2o HEofe BE HYE ¥§efZ.” (Brand
D designer Lee)

AT RS vres I8 wjojZlolekER], A
ofe}F R CjE]Yoj2fEIR] An]E Tl SFaL Yol8. _(?[}//E_
AJE H}FA]..” (Brand 1 designer Han)

“ZPES] 24 sfuro] F EYo] of D7} mjAIE HEieH
4 2EZlZ 7)) 5= Z.” (Brand K designer Kim)

“gejzjo] B, ofEX”O/ yojole. ZEIEE HHF )
el & Pz o] HR e =Zo][AHERL" (Brand D
consumer Jung)

‘2L HY Y5 rpEx o] 29 Bpalojjx] pESE) K
o/ok= #92.” (Brand I consumer Jung)
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423, Zefd= =374

2o loja 23 i, A, A, 74, tHY 5
o] ARl 847 HlE, 48, &5, 23 59 YRRl Al
o3 vehbe ¢4 Fenga & 4 Sk

ZEe 54 A B e 58 dE L, AltEAl, T
7ol e] d&e)RE FHst & dshe deR =
B = ol&d Azl e dAT oy 2ERIZ T
A fAieldso] e tAle||Ed FEahr] 98 Akl &
2ES AFESl] 3 ITH(Kang, 2013). TiRRo|H Halzo) 9l
o ZEIYS WA o R faRle| Yehbe 233 S4olgt

3% % g

I~

1=
=
=]

il

O

Yoy BR== AFe] Tzl 54 e Bil=g A
F A gi%o], Trlo|y e} AHAEL 1y E2E T
gk AR, TAAA Aejrh, AdzE e kg, BT
Y 53 722 234L BdE ez AFsh
Lee(2006)2] <A-ollA] Amzp7} AlEe] tIxQl, A, 179
ZHE g B, AT, HH EA=E AHE] vk
AFE YARL, &) 5o] BE 7)Ao tist BME dA Fe
7P & 848 9zl viel o], AnxES BiE JIES

AlFe] 2ol 2etda ddste] A4sia iRl
53] tztelusl awakse Aot tEdel

@ A
o] Witk #Ad el qellAl Qlotr Aol tigh A<}

o

JRle TRte|| ] Aol dleefR]ot Aglel vl T8
atm, xpEstE AT HA 2AHE shie] Wgto g Hol
Al 3t} Faerm, 2010; Kim, 2014914 z]¢l-&). Z28]3 t]A}o]
He] dAste] A488 HEYS A&EHoR Esid trtoly
qho] a3t E4Jol=} AJAleke] xpHs) @ 4 Hr

“ofFefE PIEIRIXQN Z FEelE ) By BFEL e FEH
= 27 S HE A 2% Brand K designer Kim)

“FAFC] 7 vl el DjRlojR]vE EQIAE FH O]EYE
AFSA] CIRFOIE 542, 7 (Brand A designer Park)

“FEH e geY. ofFe WsldleE o/5S 000
00002}= £o]7#1} 3l= o & + gl tjgYo] gigfw 4
Zj5y. g oREe] sfs )R], Fo AMg F¥o= Hol e Y
£55} /5] ” (Brand B designer Kim)

“rjE] o] Fojgk @WEQlA HolE= rjE]Y.” (Brand A
consumer Kim)

S RF9 LAE TREA N QF9 TrEolX dh A
Y 7] k& mglo] iz 2 9] mjElo] Qlof. rjx[olx] ZHi
mfi#of .. " (Brand B consumer Lee)

cof el s Tot AFA Helpd SR EHolA
=8 53] Zajzio] 59F 9] =Zo/o]2.” (Brand D consumer
Jung)

“Ro] FEI} BRI gofe. HeloE fHFE Eolvty
28] HEE FEE F¥5] & FH 220 B X P

...” (Brand E consumer Lee)

“popgojels 7 FE.a HEIge] Bo] floli] NI
E YIS woky, 29 AGSRE Y] BrEy YFN
popstety Y. Hago] 9oEAE” (Brand H
consumer Kim)

4.3. Cixtel 2 29
43.1. 28 3¢

SHAEE BRE VIS Hde] o, 5EE
T A, Thee] FoHe w3t o] AMlel AlES F
= Ao} mesitln. ols AvAlEe] AvE
ot ] B ddE o= AF FEL et
Fo] e A ARA AEEE, i9le] Azl ws)
S 28 she 245 TIWHKim, 2016).

off op oo
2 ¥ o

o 2

l
-+
)
K

>
Mo
|

9,

r
Mo T
9,

HiE o) Lol 27
+.” (Brand L consumer Park)

“EHe F] g YRR 9L 7 s 2y Yo Y
57 2o 7 e o] Yt Fxjol e A P8, of
A} $H4..” (Brand E consumer Lee)

“Hefzro] Bz zevjz) 9o sjEo] Folxle= A H
Z/%2.” (Brand D consumer Jung)

Y
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Y
o

“QF FYRE o/ OAYE EE AFFEHS BF
et HEHSP & ofgele Fok. A= 28 FRHE] 2
22 o] 9/ Qliol2.” (Brand J consumer Choi)
“HSof] ofH ofz} HAefolo] Fg-ot 7 HREr] HUF £0] &
of Hrjelre. FEH oA ). SR Z5H 51 7,
of gzl mglo] u-F & ojgA] FelA Eoleria A

(Brand D consumer Jung)

H
Q
o

S5 o= B JIES AT F e 8% 84
2 Yepgth 552 AHx A5 98 AlES Aldske Al
M AR oy Bt BAlE oju)x], Yzl 7141,
gzl A, tigtoly AH 53 722 Tkt Are} s o]
& S50z At} HZ Yol HaAl=So] AF 7
FuAeld oz 7pg HFH02 S8l Y SHS
Bl=o] apHsloA] S8k He 5 slubelt). Shin(2016)
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offt
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zjth Aepr] S5 77 o|a AFH
<7 7S gol HAlE QS RoFE 9dS
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& dosn BAE ol Ayt BAs 71|
%

7H A7AS Bo] 23 YT, HAE] AHx}= E} HAls=e)
9] zlo|HoBA F5 ouX|7} FpA Ao Ar|g| e} FuA)

27} 2 AU ek Sk HASA Aulas SR
S Bl Ve il it

“A)5] FEL HY REF] ofx Hl=H]Q] Alo] EZel of
2} ofgjojajel oz} & HE AfgREo] FERE dl8. ofAeF B
Gyr 27 FEFQ B R3] Gole 7 o]gE= o]
Hazr} £2]9] o]ofr]E F IR} sl=7H] oj5L o]}
o] 2FRfo[ ZIRIS] EIfE fHHe xp7)e] o E HH
& #f At Y2petr] mlio] g 28 2 Sl
= AFEFES 2YZ 442 " (Brand J designer Kim)

‘009 Hell== ohE b3 ohas)] Yviele BYE i &
O U IR, Y i AFgREC] #HRE F1E] #OF Y]
TR Yojufr = A Pop e F TR S5 H
W 28 vy gHXo] e 9l Aoals fudAe AE
o] #EE 2 ¢/Z..” (Brand J consumer Choi)

“0000°4] ek of§=ef£ol A P ~eddE
27, F7F S50 A4 ojn]RE AEREFT o Y =y
o] Z31o/2.” (Brand A consumer Kim)

434, Az}t A A

Aol s 2=y A ou)E Yoy 4T 5=
e A2 AFEA 718=HHEA YrtolHe] S ZdsHl
HAFE AR o] H3 thLee & Kim, 2011). Hi#}o]

Y HIA=ED A S sz AEoAY tzlene]
teget 7180 mE HAR BAsg w3 SRk ok
HAEC, F uAloldES ARle] Skt Ale] oes i
dslarzt st i AAE S8kl e HAEL &
HIZkE g4 sl =71d 2= AdkelME A oA
2 e ek

“oJojE] Wlo]2F o]§3) & 7 L= AEo] RAUNE &
RSP} 5 Fof AL mja)de] 223 Z" Brand C
designer Hong)

olEZEAE HULE 5 AN e 7, F
o HEE 3l & J]FE . HAE et ojf HA=E UE
Zojiff=7..” (Brand F designer Moon)

‘& AYeIE] &S elp AN FE wof 7)) ol
8. Zzuf Y7} giglwmyolr} 2gen). Y e 2
S 2¢ foife & o=2A Hojxl= Z Zol?.” (Brand
L consumer Park)

olgel tixfolist ulztel QIERE ST TxfolL]
HRAE A el QoA tixeld A Lele el 9|

) A TRJ] M= A FYaele) B FF eiF 13

Design factor igner Non-design factor
Individuality factor
« Concept « External designer Image +« Wearing experience

« Working process  « Designer taste
and method

« Wearer image

« Style and « Design philosophy * Lookbook image
formativeness
« Design personality « Fashion show
and exhibition

Fig. 2. Designer brand individuality factors.

HolulA], tzteld H3, bRl A, vl 4A0% ¢
ARl 2915t HAIRL 9] 8Rlell FE 7AW HAlE 2pEskE
AL AUATKFig. 2). AR HH HAE Fgo] YA
I OA]l 9 afle gAse A e HAleld Hils
e HAeld g asle] T2 8]1do] FHAAL, &
HAE Tzeld sl o s PE 559 HAlE S §

£ A taelu] BAllE EXAA Hale s #8%1e
24 gzteld MRS Fo3 e, AFHoR trtey
Mg 891 FAEke] tixtolu] B /S AIslskaL Al
dHsIthe sk olo7t Qi

A Tzely siAge] S Bte]7] 918l Aakere] Hul=
W ol AYATE EYE rtely HA= /j4 49
MEA 725 A9 5 e o249 5L vHdsla, txlo)
Y BAE i #9890E trtely AR, T, ARl €
2 QY A5E A2 Sl taleld /A 8e
tztely €14 olw]x], tyzteld I, TRl Hd, vzte]
AACE =EFHAY, TR 291 FAE, 2] w2,
ZERIH 2P0 EEEHJYTE UAR] & 991 e Y,
21gA}; olw)A|, S5 ojulA|, sjMLe} A AN R =EFH A
Oztely Bal= 7jAde) 8% aglog slE tiztely 7|
ol tigk Avke ohe 2t
A, AU ES A1) /1S 9 olnA R 14EHA]
SHAL ot 2RSS QR ol W, SjA2ERL”
I 2 oA WS tRjold /o FashAl 128t
AU AHAES BAE A Tiatelye] €7 oln]z]
TUABIAY deage] w5 W v 378 w71a 9
Atk Hlztely Bl =e] glojA] tiztolurt w2ad HA=e)
oHE AU T tRtel &4 olnjx]e Bl fgel o
&S e o= B 5 Ak

EA4, tAeIUES 2HIAES tiately /il oA T

G}

we Rdoofn M
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