Meanings of Fashion Brand Names in Korea in Terms of Brand

Name Specturm

- Focus on Gender and Generation ~

The main purpose of this dissertation is to
understand characteristics customer of meanings of
fashion brand names in Korea in terms of brand
name spectrum. The brand names studied were
selected under the crite_rjon that they should engage
in business within Korea in 2002 and licensed and
imported brands were excluded. Total 323 brand
names were studied and analyzed. Formality of
language and meaning of brand names were studied
in term of frequency, and the difference between
gender and generation in brand name specturm was
studied also in term of frequency and characteristics
of them.

There are 3 tasks brought up based on the above.

First, grasp the characteristics of type of brand
names specturm and type of brand names specturm.
Second, consider differences uni-sex casual and
woman's wear in terms of brand name spectrum
and then grasp the characteristics of gender. Third,
consider differences X generation, N generation, and
old generation in terms of brand name spectrum and
then grasp the characteristics of targeted customers.

Base on the tasks above, the dissertation resulted

in as below.

Kwon, Hae-Sook - Oh, Yeun-Jung*
Sang Myung University
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First, the meanings of the brand names in Korea
are sorted and studied in terms of name spectrum.
The brand name spectrum types appeared to have to
four different types. And they are descriptive brand
name, suggestive brand name, arbitrary brand name,
coined brand name. the most frequent type being
used in brand names among these four types appear
to be the descriptive brand name, then the arbitrary
brand name, then the suggestive brand name, then
as last, coined brand name. The characteristics of
descriptive brand name is that in most cases, it
usually uses the name of designer. For the suggestive
brand name, it usually implies the features of its
products. For the arbitrary brand name, it usually
contains the ideology of company itself or thought
that the company is built upon.

Second, especially, for womens clothing brand
names, the descriptive brand name is used most.
And they use the name of designer in most cases.

Third, among the brand names targeting the
special customers, such as, X generation, N generation,
old generation, they tend to have a brand name that
delivers the concept of it. Most of the brand names
targeting the special customers use this nameing

strategy to appeal to their customers.
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