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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.
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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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2xz= BAE A A i B A4S Aol AR A st o AN AEE aidslL v Yo R At
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A AzslEAl, FAHCR ofwgk AAZE A o] A
2 Bl tAteld N3 Hale Aol A3 AL a9l AT JERE B8 BA= A tztely sigell tigk T
=% S Table 33 2t} o]& F3l tiAlo]

i

S =Eslth AR T2 Y ol Az ov] sle e
o] WA %= EIAHZIA olFojHh A Aol F

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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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.
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