o] 7749 8131 4]
A9H A58, 2017
<AFTE=E>

PISSN 1229-2060
eISSN 2287-5743
Fashion & Text. Res. J.

Vol. 19, No. 5, pp.547-558(2017)
https:/doi.org/10.5805/SFT1.2017.19.5.547

32|oo[E|E C|AE7} mA|E HHEHES| FX|

21 24

- 22 R0| H[E, TH'E Br=E -
SlRM - Mx|E
Mgrieta ol f ek

Analysis on Magazine Advertisements of Fashion Brands which
Replaced Creative Directors
- Focused on ‘Saint Laurent’, ‘Louis Vuitton’, and ‘Gucci’ -

Yu-Sun Her and Jae-Hoon Chun'
Dept. of Textiles, Merchandising and Fashion Design, Seoul National University;, Seoul, Korea

Abstract : Recently, the replacement of creative directors of fashion brands has gained attention from both researchers
and practitioners. This study selected three representative fashion brands whose creative directors were replaced in the
last 10 years, and analyzed the changed characteristics of their magazine advertisements. Literature studies and case
studies were conducted as research methods. The subjects of the case studies were three fashion brands - ‘Saint Laurent’,
‘Louis Vuitton’, and ‘Gucci’. Magazine advertisements were divided into two aspects: fashion photo elements and layout.
The former can be classified into three components: the presence of a specific situation, the background of photos and
objects, and the atmosphere of models. The latter can be classified into two components: the logo style and pictorial color.
In terms of fashion photo elements, the presence of a specific situation in magazine advertisements appeared differently,
depending on whether creative directors focus on the brand's own identity or on their own concept of each season. Also,
the background of photos and objects, and the atmosphere of models changed depending on the situation. In terms of lay-
out, there is no dramatic change in their logo styles, for they want to preserve their long tradition. And the more a creative
director pursues younger sensibility, the more black and white color effect are added towards magazine advertisements.
This study has its significance in that it confirms the replacement of creative directors has considerable influence on fash-
ion brands' images and their magazine advertisements.

Key words : fashion brand (@41 B# ), creative director (Z2]ol|°|E]X. T]&|¥]), magazine advertisement (4] 33L),
fashion photo (F4AFR), layout (o]ol-)
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Table 1. Number of fashion brand advertisements in
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"VOGUE; published in 2016

Fashion brands Number Fashion brands Number Fashion brands Number
Saint Laurent 9 Coach 8 Miu Miu 6
Louis Vuitton 9 Dolce & Gabbana 8 Ag jeans 5
Gucci 9 Marc Jacobs 8 Lands'end 5
Chloe 9 Bottega Veneta 7 Alexander Mcqueen 4
Dior 9 Michael Kors 7 Balmain 4
Prada 9 Valentino 7 Equipment 4
Ralph Lauren 9 Burberry 6 Giorgio Armani 4
Celine 8 Fendi 6 Givenchy 4
Chanel 8 Max Mara 6 Jil Sander 4

: the fashion brands that researchers analyzed
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Fig. 1. The components for fashion magazine analysis based on previous research.
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3.1.2. Louis Vuitton
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Table 2. Analysis of magazine advertisements of ‘Saint Laurent' according to the change of creative directors

Stefano Pilati
(2004-2012)

Hedi Slimane Anthony Vaccarello
(2012-2016) (2016-)

Presence of a
specific situation

Fig. 2. Yves Saint Laurent. VOGUE Fig. 3. Saint Laurent Paris.
VOGUE (2015), p. 29-30.

(2007), p. 31-32.

No Change

Fig. 4. Saint Laurent.
VOGUE (2017), p. 33-34.

Background of
Fashion photo photos and
elements objects

Fig. 5. Yves Saint Laurent.
VOGUE (2007), p. 21-22.

Fig. 6. Saint Laurent Paris.
VOGUE (2013), p. 51-52.

No Change

Fig. 7. Saint Laurent.
VOGUE (2017), p. 45-46.

Atmosphere of

models L

Fig. 8. Yves Saint Laurent. VOGUE Fig. 9. Saint Laurent Paris.
VOGUE (2015), p. 27-28.

(2008), p. 21-22.

Enchantment — Decadent

Fig. 10. Saint Laurent.
VOGUE (2017), p. 41-42.

Logo style

e

Fig. 11. Yves Saint Laurent. VOGUE Fig. 12. Saint Laurent Paris.
VOGUE (2013), p. 39-40.

(2009), p. 33-34.

Location and Font Changed

Fig. 13. Saint Laurent.
VOGUE (2017), p. 31-32.

Layout

Low Chroma and Brightness — Black and White, Dark — Black and White

Pictorial color

Fig. 14. Yves Saint Laurent.
VOGUE (2010), p. 29-30.

Fig. 15. Saint Laurent Paris.
VOGUE (2014), p. 29-30.

Sant vReNT

Fig. 16. Saint Laurent.
VOGUE (2017), p. 13-14.
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Table 3. Analysis of magazine advertisements of ‘Louis Vuitton’ according to the change of creative directors

Marc Jacobs (1997-2013) Nicolas Ghesquiere (2014-)

Presence — Absence

Presence of
a specific
situation

LouIs VUITTON -
Louts vurTTon

Fig. 17. Louis Vuitton. VOGUE (2012), p. 23-24. Fig. 18. Louis Vuitton. VOGUE (2014), p. 33-34.

Certain Concept — Uncertain Concept

Fashion photo Backeground of

photos and
elements .
objects
Fig. 19. Louis Vuitton. VOGUE (2013), p. 233-234. Fig. 20. Louis Vuitton. VOGUE (2015), p. 1-2.
Certain Concept — Uncertain Concept
Atmosphere of
models
Fig. 21. Louis Vuitton. VOGUE (2009), p. 115-116. Fig. 22. Louis Vuitton. VOGUE (2016), p. 123-124.
Logo Added(SERIES)
Logo style
I : : : S SERIES 4 LOUIS VUITTON
L Fig. 23. Louis Vuitton. VOGUE (2011), p. 11-12.  Fig. 24. Louis Vuitton. VOGUE (2016), p. 1-2.
ayout
Ill-defined colors — Ill-defined colors+Black and White
Pictorial
color
Fig. 25. Louis Vuitton. VOGUE (2008), p. 69-70.  Fig. 26. Louis Vuitton. VOGUE (2015), p. 367-368.
&t} 710 @A, stEe] w2 Aujel At BF ARE AL A,

AAel0l A9 AOIE shtel el oAl ol I sheo) 488 QA AW B9 B4l et i)
Ale) AR we} ke Urelskise, SEe AEe] $go] Al AR Fig 203 o] YA QBAISo] Hol ALg
Wol Fig. 199} o] A} Bdo] jyiolie). Asslol=z A e,
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Table 4. Analysis of magazine advertisements of ‘Gucci' according to the change of creative directors

Frida Giannini (2006-2015) Alessandro Michele (2015-)

Presence of a specific
situation

No Change(only pursuing concept changed)

Gcuccl

Fig. 27. Gucei. VOGUE (2014), p. 25-26.  Fig. 28. Gueci. VOGUE (2016), p. 29-30.

Fashion photo Background of photos

Photo Spot Changed(Indoor>Outdoor — Outdoor>Indoor), Diverse Objects

elements and objects

Fig. 29. Gucci. VOGUE (2015), p. 13-14.  Fig. 30. Gucci. VOGUE (2017), p. 11-12.
Sensual— Retro Girlish
Atmosphere of models

cuccl’

Fig. 31. Gucci. VOGUE (2013), p. 23-24.  Fig. 32. Gueci. VOGUE (2015), p. 21-22.
Logo Size and Color Changed
Logo style
L Fig. 33. Gucci. VOGUE (2009), p. 15-16.  Fig. 34. Gucci. VOGUE (2016), p. 11-12.
ayout

Pictorial color

Low Chroma and Brightness = Warm and Faded color+Black and White

Fig. 35. Gucci. VOGUE (2011), p. 13-14.  Fig. 36. Gucci. VOGUE (2015), p. 25-26.
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