o) 2.419] 31:5]%] PISSN 1229-2060

A22H A6Z, 2020 eISSN 2287-5743
<OAFI=R> Fashion & Text. Res. J.

Vol. 22, No. 6, pp.716-726(2020)
https://doi.org/10.5805/SFT1.2020.22.6.716

7RE A2 MBS EM2 St 38|28 Cl289 HHE FFLA oM §4 7

WA -
Agrieha AgwsidTa
Dt ol Fst

A Study on the Characteristics of Christian Dior's Brand Communication through
YouTube Channel Fashion Film Analysis

Jeong Hyun Baek and Soo Jeong Bae"'

Research Institute for Human Ecology, Chonnam National University, Gwangju, Korea
)Dept of Clothing & Textiles, Chonnam National University, Gwangju, Korea

Abstract: This study presents methods and alternative examples for fashion brands to effectively use video-based com-
munication channels to form brand identity that analyzes the definition, status and type of YouTube channel fashion films
as well as enables the ability to derive brand identity characteristics. Literature studies focused on Christian Dior's official
website and related previous studies. The temporal range of the case studies was from October 7, 2010, the date when
the first fashion film was uploaded to current Christian Dior YouTube to July 17, 2020 (the survey date), and there are
a total of 550 subjects for quantitative analysis. The succession of the couture spirit means that Christian Dior’s crafts-
manship was created and passed down by Musée Christian Dior to act as a contemporary key element of brand identity.
The iconic expression of femininity is Dior's core design philosophy that began when the woman image of a new era was
presented through a new look, and Dior's femininity means a woman that reflects the character of the times as is inter-
preted as her own personality from the perspective of modernism through the creative directors of future generations.
The brand’s core identity code ‘Miss Dior’ expresses the brand’s vision and eternity through perfume as well as targets
Z generation male consumers through an emotional approach based on forms that used emotional images such as movie-

type films.
Key words: fashion film(JH AP L), YouTube(-5-E.), Christian Dior(Z&] 2%+ t]2), brand identity(E-A = ofo]HE]E]),
brand communication(2-# = 7 FUA 0]A1)
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Table. 1. Definition of fashion films proposed in precedent Research
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Author

Definition

Kim and Ha(2015)
Huh et al.(2016)
Chang and Suh(2017)
Park(2018)

Short-length video produced by a fashion brand to express the concept and brand identity of the product.
Digital videos posted online by fashion brands for the purpose of brand promotion and understanding.
Video with elements of a film made under the theme of fashion.

10-minute video showing fashion in an independent genre.
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Table. 2. Type of fashion film proposed in the preceding study

Kwon & Yim, 2018y X #ARFYAI| A (Huh et al., 2016;

AgolElE tdEfe] #HEE MPA(Bae & Baek, 2020;
Park, 2018), 2|27 2ol et T3 (Cullen & Burks,

Al
‘\g
s Kim & Kim, 2013)c] 23t AgAF, BA= olo|dEE 2
=
A

Characteristics

Author Type
Animation film
Brand film
Huh et al.(2016) L
Campaign film
Short film

Use moving pictures instead of videos
Present behind the scenes stories about brand symbols
Image representation with signature products

Storytelling about brand and designer history

Editorial film
Kim(2017) Independent fashion film
im
Promotion film

Show film

Fashion trend transfer and aesthetic representation
Creative expression showing various aspects of fashion
Promotion of fashion brands

Emphasize the seasonal concept of fashion show

Animation type

Film type

Chang and Suh(2017) . .typ
Music video type

Video type

Create backgrounds and characters and add cartoon elements
Form of conveying a story through an actor's lines
Convey the brand's own sensibility and atmosphere with music

Short videos in less than 15 minutes of video

Animation film
Brand film

Park(2018) Campaign film
Short film

Show film

Seasonal concept and mood representation using animation
Present behind-the-scenes stories about brand symbols
Brand representation through signature products
Convey the storytelling about brand and designer history

Emphasize the seasonal concept of fashion show
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Fig. 1. Types of fashion films appeared on Christian Dior YouTube.
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infuencer M 5.1%
Story Fim | 0.5%
Image Film J 1.3%
mage Campaign I 8.7%
Product Campaign I 8.7%
Inspiration W 2.5%
Making G 28.9%
Behind Story N 35.8%
Fashion Show [ 8.5%

0.0 200 40.0 60.0 80.0 100.0

Fig. 2. Detailed types of fashion film on Christian Dior YouTube.

Makeup Product || 2.2%
Cruise Coliection W 2.7%
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Fig. 3. Types of business lines in the Christian Dior YouTube fashion
film.
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Makeup Product
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Men's Collection N 19.1%
Women'sCollection NG 42.5%
HauteCouture NG 32%
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Fig. 4. Types of business lines in collection film.

Fig. 5. Christian Dior 2016 S/S collection 360°.
http://www.youtube.com
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Fig. 6. Detailed types of brand films.
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Fig. 7. Types of business lines in brand films.



Fig. 8. Maria Gracia Chiuri's interview.
http://www.youtube.com.

Fig. 9. Production process of denim saddle bag.
http://www.youtube.com.
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Fig. 10. Types of business lines in campaign film.

Dior

Fig. 11. Miss Dior love & roses exhibition Tokyo.
http://www.youtube.com.
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2o Hal=o 2403 ololdl
HAR] o] glof
B3k Fa= 3
o2 YeElY JE (Narrative Flnn)O]E]-ELE BITH(Park, 2018).
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Fig. 12. Types of business lines in movie type fashion films.

THE

SCENT OF MY MAN

Fig. 13. Story film about men’s collection.
http://www.youtube.com.
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