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Abstract

The purpose of this study was to develop a logo type for a new fashion brand and to present design cases that
apply the relevant logo type to suggest an advisable direction for logo design. This study analyzed the logo designs
of domestic and foreign fashion brands and used the data to develop a logo type for a brand name that reflects
the concept of the newly launched brand, in addition to presenting the relevant design process and method. Besides
a literature review, this study conducted case analyses of domestic and foreign fashion brand logos. This is an
empirical study in which researchers developed a logo type and presented designs that applied it. The research
results are as follows. The brand name of the new L Fashion brand in Korea is 'LEAY'. This study developed
a logo using the initials L, E, A, and Y, each standing for life, love, and liberty; esteem, eternity; act, art; and
youth. The Caslon type font, which evokes a casual yet modern sentiment, was used for the design. Cleats and
zippers, which are decorative subsidiary materials used in labels, tags, shopping bags, clothing, and props, were
applied in the design of the developed logo type. All design cases was produced into articles. The case of fashion
brand logo design and development presented in this study implies that the development of fashion brand logos
and the logo-applied product design must be tied to the launching and planning process; thus, logo development
must be based on the brand concept in relation to the market entry strategy that satisfies both producers and

customers.

Keywords: logo design(Z 1 t]2}9]), logotype(ZLEFY), brand logo(E #HE Z37), fashion brand(F]{E & E)
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II. Theoretical Background

1. Definitions and elements of brand
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2. The roles and characteristics of brand logo
By 239 4L g2 AZHe aaRT
HE QA EHE ojoF Gk 44 HASske] 2

"Brandis not the
companies' but
the people's”

Contact
point with

Trend needs to
communicate different
meaning according to
the contact point with

people and contact
markst

<Fig. 1> Relationship model of brand logo
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{Table 1> Fashion brand logotype
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Type of logo

Logo design of fashion brands

Name-only logos

ZARA  TIFFANY&CO.

BVLGARI

Name symbol logos

Initial letter logos ES
ERSIENNE

CHANEL

8 H

AIGNER FENDI

Lecar

Pictorial name logos
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Associative logos
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[II. Logo Development of Fashion
Brands

1. Logo and design of fashion brands

1) Classification and image characteristics of
fashion brands logotype
A Hele 23 F HPE Yt z
TEFQ et Fof 23t o]ux] 4& A o
T(Kwon, 1989)o] 4 £F3E 7]2L o] §ako] A
ﬂ 494 B4 Suu (Table 2)9 2t
Tekslel 234 A2 el ol AwE
E wou °JF47} Yt 2IEde et
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{Table 2> Image characteristics by form of the fashion brands logotype

Classification

Logotype of fashion brands

Image characteristics
by form

Gothic

Overseas

LANRYIN Dn85nG JILSANDER

Domestic

NICE CLAUPFrenoma MINE

In case of the hard type using
Gothic font, strong image is
formed conveying masculine
feel. There are many styles that
are visually conspicious due to
the use of thick and relatively
short letter.

Soft

Overseas

&
: Viviol Jea,
ST Duprt oo GAOATER

Domestic

Roen> SNSE marie claire

This soft type expresses feminine
image and can also convey
modern feel by developing new
type using Ming style font.
Moreover, font based on new
lettering is enabled with various
changes.

Hand
writing

Overseas

B Oenaniax

i

type

Domestic

B ) eer

The letter type of the free emo-
tion that is written freely with
the hand is the logo type that
pertains to the unique form that
suits the emotional and free
modern feel, and it reflects the
psychological flow that searches
for freedom after casting away
the existing frame and repression.

{Table 3> Image characteristics of the fashion brands logo based on the Gestalt psychology

Image characteristics

Classification Logotype of fashion brands based on the form

Overseas

o Contrast effect since the part

The law of D lor that can find the meaning be-
figure and comes the form and since the
ground part where meaning cannot be

Domestic \ \ found becomes the background.

morado
AK anne ke MﬂXMﬂra

Overseas
The law of }’(/E_@“N]Z{\URENT E[']C Very conspicious and strong
forward impression made with the vi-
(;o'ection P , . sual effect produced by pro-
POy @oc‘é ninesix ny 96 Au xisaupu jecting out a letter forward.

Domestic

'S SOLEZIA Roem>
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{Table 3> Continued

65

Classification Logotype of fashion brands ]I;iiz c()};arfhc;eg)srtrlrcls
The law of Overseas !EUSQ § § 71( )( )( ) F l F I I‘ Shows the visual effect by em-
similari . - phasizing the same consonant
vy . 1A or vowel in a repetitive manner.
Domestic on&on 011019 Y
<12 =
Overseas |\ | \l Z | /\ I(I-Nzo This is the effect in which the
— 21T effect of perceiving letters with
2*;1; 111 ‘ZO(I)lf —OI | \l I severed lines is used inversely
P . - by completing as if not com-
biu:pepe -lifoyou pleted
Domestic N Gr ’
2) The trend of fashion brands name and logo IR HeHAY oo £of 2R Q99| R
HAHE VA $FE v Ao wet AmE E3 9tk(Choi, 1992). EF HAE v glo] HA
H Rk HHE v, Aed BlE vY, gAA ZavtaRHn 2iEe] AA R o] FofR Fo]
2 vdd, Aoz BlE Hg), 204 HE o FotAls FA oM, =9 B¢ vt RuntA
¢Jo] Qlth(Kim, 1999; NamesKohli & Harich, 1995). ZH R2IEQO N o]FoA gL FEHAE=

U sAERE Udo §9& g8} 4y &5

gl

T&EONA AuE,

e}

ol olA Y do] FrAl A
Oh, 2005). A&& Y9 #$, Yvessaint Laurent’, T

‘Olivia Laulen’ ¥ tjzlo]y wWo|r} 7}5'“9—] A= T3

og I:IEHC LﬂOIOE /\].B_O].
House’, ‘Be-Art’ A & AF&9] XA

Aoz deht

40l ol AE 4 o ol AlAols
-7k Qlth. 28l a NII(New 2 olx 7

Inspiration Icon), SUBI(So Unique By Itself)x{ ¥ U] ot}

o AAel = b ou] g

zolAw, gl oul7t A=

1 HAE ojul A} AHE 4 943 dAsHe 497t HAZ ug
ATH AAIA QL U2 o] ZpA|of A AEY 54 o 21 fgAgew AMZI E#— FEste %“%
ot HAL QATHE Ao, Egoistsh gol ¥ o2t gk

oju| X1} ‘Tomboy’ &} Zo] 7|3t ojuA S M
‘Anthem’ 2] A}A o] 3) Attributes of fashion brands logo

gk A9F 2l Y2 “Soup’,
2 %ol glo, did EREL AlF ofn]A| ot

c

ARl HAFog Uergrh(Kwon, 1989).
Aed Ud, gA4 4, fAEHES 23 HAHE Aoy 75 T
S2 UeythKwon & < ERE AAste 4% 242, BAHE g9 &
HYPC on A& A & e AT
SE7HA7F ot aeBR Axz g B
57 L, ‘Basic  HE U9 oydoly YEmAE =ok 21
ib o 0—1%
=
L]
l

Hlcof 2y dEAE 2o A

|

B4 of P Welol g HA Yol S g e vt ek AL 4

HABHE YA A dof, Bof, olgfelel,  AofHo HAE 2ak Adol} Aush HuA
SO ki Aol TGl O, 198 B 1 e AR FAGAY & o 23AYD
W ools) HAE £ Agsk 21 ol F T WM A UA olu A ekiok Bk ol A AF
sAsel oest WAL BG AAY HAE ol BUss B AEBranded products) O o7
g o)t glgfo] HAE Yoo wgol FFel s Ak ool Ane TRAANE FEF & U



I 9k AR, SAERE
2H|AEO] 7] A xouéo] s 322 Az
=

23 Oael 4 B85 T
webd, nAEL P ol AE 2 x}xﬂm
L BAET} oujsts AR E culste AL o
shl, BAE Yool £AL A3 }bﬂoﬂ g A

o] FaAIL kil Hrh(Ziccardi®] A)(Jang &
Cho A 91&, 2005).

2 Ao BE Y Y Life(d), Love(AHd),
Liberty(AH+)& AAsh= L, Esteem(RHA17}), Eternity
(FYE Aulste E, Act(HH/EAF), Art(d&)E

A Qag 1 ERE A2HoR o]gdte] HAt T A, Youth(32)S U Yol ofUA
o Ul WR AAA, 7HA T& SEdel & & AHSE 2ol Yol LEAYolth LEAY S
vlRke] AA - Abe A A e AR o njef HHE FAEE o] g R3he ool Lei
0|0l a3 9. o 7128 #AY s WS Eo
olo} 2ol BHHALY mik 4ol AU F  dol LyE T ACE JHHE shofolold B
Az 2aerle A9 HAHEe gl wet A tef F4 22 7150 419 YH R Fofl A
Bk ofu] A& AnAofA T detEA A € 32 Roke AR 2ol Ao HelstA Y&
o2 WA E ddte aRE 722 YHE S Qe £E G4 ALl ElEo . A
e 2o EAS 1 ugEe gAgde SR A 7|E9 LEAYS FE& 55 LEAY
2 A# Fofof k. 2 ZAE A
Hile AEeE AuEd, go]of of e A4l
2. Logotype development for fashion brand o] ke oL I E AbgFeta, I okofA A3
A S 7t gl taf sk, o
1) Naming process for fashion brand & Abgeta 7S AHg 294 = A
S Fof RAEHEE AR A HE 7HA =4 Yv deS A ol el ol
qoz ey el 44 T olArolekn itk R4 &0 S A71E sk Ak 4ol ohye o)
Aclult
Adult casual
Cracodlile, Zishen, Anthem
S . )y e
,’/" Adult ..\\‘ Ny Adult character
f‘\ contemporary ,r" Mid price range 5SOLEZI\£‘&&NAC|LANE»\LHN
N r_‘/ Formal Kenneth ady
Mid price range = A Mid price range
Casual Character
VIKLYETTS, SI femichaz ‘F‘Iutwt Nevsiork
Casual ReT e Formal
Young

<Fig. 2> Brand positioning map of woman’wear
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{Table 4> Analysis of competing brands logo and concept

o
=
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=
ae
o
°

22 AFdoltt

ne N

o] 3] 67

B E ofo]dlE]E] = New contemporary life style
Z TP.O.of wpet Aglze e 7479 A F<l City
casualt} A3 =29} g 9] Zhzto] 7hujH Ed &4
Z9] Travel casual2 LA E o] A ZF 9 gfo]zT A
BUe AT New fourty PA%E Ao
oA 27He HdE TYER [

— T— =

2) Analysis of competing brands logo and

concept

s ZAMY vt 44 BAE 2L A
Aol YA et HAEEY UY ¥ 23 tApeldt
FZNEE AwHEY (Table 49} Zrh

B L
Classification rand 080 Brand concept
name (type/mark)
Refreshing modern simple style of the feminine and sportive
Valencia VALENCIA [Esaey along with the contemporary feel with the practical day
wear for the urban women.
The Tmzat Tue lzzAT Business casual of the luxury young.feel and rational price that
ot showcase trendy single item at a stylish manner.
Adult S Solezia 1 S SOLEZIA Modem chic look with fit, making and design differentiated for the
value oriented customers who are not swayed by trend.
character
Modern silhouette that factors in the style that is filled with sense
AK Anne Klein | AR asxwexienn | of confidence as the brand that is geared towards the life style that
is inspired by designer.
Differentiated concept is presented to the adult market with the
Kenneth Lady Kenneth lady | trendy emotion when it comes to the basic design offered at rational
price.
Character casual style that is unfolded to the avant style using
it Michaa it w1 ¢ rwaa | coutere like fabric and detail when it comes to the lovely feminity
of the feminine feel.
Mid price . .
W 's character that t tr
range Ryan New York | RYAN NEWYORK omen§ character is geared towards trend and ever after basic
of the timeless style.
character
Casual that mixed and matched the high end and modern chic feel
JJ Jigott GOTT in a modern manner while leveraging the feminine loveliness and
edgy chic feel.
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{Table 4> Continued
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Classification

Brand
name

Logo
(type/mark)

Brand concept

Adult
career

Olivia Lauren

Olivia Lauren

Brand's image is reinforced while appealing with high end and
relaxing image.

Chatelaine

CHATELAINE

Casual of the chic French emotion and the modem feel with the
female leader of the elegant and trendy image as the motif.

Olivia Hassler

Olivia Hassler

Women's adult Value Casual that is trendy and that targets mid aged
women of the young mind who dream of healthy and comfortable
life style.

Mid price
range
formal

Joinus

JOINUS

Luxurious women's professional wear that expresses the intellectual
life and image of urban women with the trendy, but simply and
comforting feel.

Compagna

compagna

Women's wear of the urban feel that presents trendy and romantic
look while emphasizing high end fabric and detail.

Besti Belli

BESTIE

Refreshingly casual look of the young emotion that unfolds the
classic style with the feminine emotion upgraded, minimal and
contemporary emotion.

Jessi New York

JESSI

NEW YORK

Trendy character casual wear that pursues after the beauty of women
who undertake challenges.

Adult
casual

Crocodile

Emphasis on then life style that suits the products that are worthy
of purchasing and with differentiated latest designs.

Zishen

PBZishen

Life style that enables those in their 30s to be self confident and
those in their 40s to enjoy relaxation.

Anthem

anthem

Casual look of the modemn and high end, minimal emotion, urban
and ethnic emotions mixed and matched together.

Mid price
range
casual
wear

VIKI

V1K

NUMEROUS

Young character casual that purports to present emotional stylish,
targeting the fashion leaders of the chic emotion, free thinking.

YETTS

YETTS

Young character casual of the chic sentiment that is based on the
unit cloth of the trendy nature that is stylish and that is suitable for
diverse tops.

SI

S

Young casual brand that factors in the new generation and that copes
actively with positive mind set. It means YES in Italian.

Young
volume

LeShop

LeShop

Women's SPA brand that recommends core coordination look for
each season with sense of completeness.

Plastic Island

PLASTIC ISLAND

Brand for the women in their 20s and 30s who shop rationally and
who seek avant chic; they enjoy fashion trend, but refuse too bold
looking clothes.

Roem

Roen>

Pursuit of feminine romanticism, lovely, feminine and natural
silhouette.

Soup

fsoup

Performance Feminism Fashion

Combination with the items of diverse looks and differentiated color
& style are presented at rational price.
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Logotype development for brand name
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type) 2 swu} Needn woME 2717 @

=23 o] Axepelo] 43 & low Aezrt ZF
8 4ol ta Z& AT A 279 gy
7 23 e, 23 @ 98 58 de2s0)
2o o]0y AL 733t A|ZHA olAkul A=
= T 19904, o ;B AR A & E Y& (Carol
twombly)7} EAE o]=H] 7] &Z(Adobe caslon)>
7t AgstA Adsid Adiw A&t A&
2o W2 e Y Baje) 2P 4R HAES o

LEAY

<Fig. 3> LEAY logotype
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IV. Design Application of Fashion
Brand Logo

1. Label development

1) Label
Zhil (Label)> &7 % F&
ojLf AE Y KA Fof| FAZE Ao = I E E(Letter)
g% gt AR So 29 27
oF wEolT. 9 EA F4S HEY 4
mlY), & e Lui2A o Aels 2
E)

Ao gt mheh Y - &

4§ AZAYY - A% L B - 4§

¥ Sol 7|4
AZol BAE WIS tehE Bl Labele B
A nzs B AR FAL s A oo
3 o zpel s} M° Agatol Aare] AEL 2o
BHHE o AZEE SFAAA
G5 4402 S92 oy HHer 44
Hal Qlo E%Ec‘ﬂ 2k, AlFe] 2710l whet &
Ao gAY HEHE A EH.
Aol wep 27)7F ERdd A
HOR of¢HE i‘%ﬂ% FEo vt IEF A
2 As ARGk, AFloly HH Fof T Abo]=
b Ly M2 A2 7] AS AR
HpL o] ohet 22 422 ol AR
371k h. dutH o R shojRols Ao Fol
& 4719 A ARgRTh dgpe] ade] #
g 2hll e 22 372 AFE ) At 53]
L7EEEE A7 ARG ofo]gjo] B R whpe]
| $Hg = ojof gt (Table 5)+&= 737
222 AU LEAVS) 2 ool
o 2ol ueh AdE 72e A
B 54l City casualof A= &3 vtgof sho]E =31,
solE wheo] S 23S & HUg AgUth A
E29} 49| 247to] 7huld Ed 28 £l Travel
casualo Al = 2|28 73} gt =20l o]n| X
2 Uehyy] g odA AeE Ags) 29w
of edlA 23, SHo]E vt /A RuE &

N
N
i3
o

ol
ol
)
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<Table 5> LEAY label design developed with computer graphic

Item Label design

Coat LEAY

Blouse/shirts LE AY

Pants LEAY

Denim jacket Denim pants

Jacket/jumper LEAY
S AR did flojolles £ Bige] 2F il

Aot 25 2uE & He AR JAERE AR HY|E SRR ol f@Fo] T ARt
of B 4] e A4 QY MAS AF  ARE AZE LEAY 2 e (Table 63
ozA9 754 ojamu oheh, fE WA 2

<Table 6> LEAY label design produced as actual label

Item City Travel Denim
Cout LEAY - : Ef\\
Blouse E o= tEay E o LEA
i | o Tw~ | e o
Accessory LEay
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2) Tag

&l(Tag) A

A, A4, 744

Al Al e

A}
A FTHChoi, 1999). B0 Bl
N e g uredsto] Bt A8
2 AFo net AESHAA A4

Ao BASA AL Bl Biol wet Al 9

71

1 Qo= 2 Holx, 2HE LEA, WA
©

ot

7} z
oh A weetn auAo) TxRel Azl
l‘:_-:_ [¢)

ol F2ksto] Hle Y4, 44, of &89 HAor A= gt}
T8 H7|5HA HER 2ERE
W 7153 AE ARAGE Folst 3) Shopping bag
ERs Eof whet AE9 £ Wl (Shopping bag)d AB|AE dlolF AME
8t7]1%= shal, o = tAst AYsHA &5 5 e A 7]
7| @k B 53 Fuanzia A9 W(bag) g THE T

)
i
o . wt

Asteict 8o FRe mdE, qHEoz FRE 2 gohdlo] wet aPu> Aol A b
i, o mel vidE, 7HAE So2 FEH = Zote AT FA O avAY v &35
e} Fig. )= ARE 2o AuE LEAY  2A17]7] 93 & o2 Fu 24 A A 52
& fjzjelo|t}. Ho] FQ4o] Atk(Ha & Song, 2010).
A& 27)0] wel eha W do) 2TElgle) v) AW AE A7)0 et A AR el
&o] WS T8k, AF Al &l wet A Atk GubH oz ARgShs AP AH
o A7) ES FRFDE HNFE nesolo Atk AWSAA AST 5 RS Y| HERE
City/travel Denim
ro | o LEAY . LEA%VZ;LO
Back O
<Fig. 4> LEAY tag design developed with computer graphic
Al
General LEAY
LEAY -
S/S
Promotion
Front Side Back

<Fig. 5> LEAY shopping bag design developed with computer graphic
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4) Signboard

I (Signboard)> 344 A

PO FAst: Yo Fefo
7 A4} AL
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<Fig. 6> LEAY over-the-counter sign design developed
with computer graphic

2. Ornament development
1980t ol = FAF Q] fHEAE 229 G
S8 AlF AHe] 215 A7 Ackt WE v Z 3}
=, WEW o AREEo], 217} r:]z}ou 3
A Z+s} ¢l ThMin, 2010). &g

i _l

1o
o3
1>

10
{11
£
|
=

i
1o
U

o
O

ok 2

A5k A e} (Table 7)&

2 AZE LEAY #4] ozt
9 oherst 7| A g SR L

HES didol fAHES ¢
st o] 2aslth (Fig. 8)2 LEAYQ &1
£ 283 AAE Az Augolet Hojrt,

o o o
O 0 hu

)
rg

(Table 7> LEAY decoration design developed with computer graphic and into actual product

Stud plate ornament | Stud plate ornament
for decoration for decoration

Medal type open
work decoration

Open work
decoration

Open work

decoration

Computer
graphic

Actual output
production |

30mm*30mm
plate decoration
(legs shaped ornament)
Transparent epoxy work
plating at the interval
for erosion control

38mm*25mm
plate decoration
Characteistics| (legs shaped ornament)
with only the borders
engraved

open work decoration |open work decoration

38mm*38mm 40mm*40mm
40mm*40mm

(medal type) (legs shaped ornament)| open work decoration

Thickness that enables |epoxy work's LEAY |(legs shaped omament)

logo work pierced with open work
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o] 3] 7

Zipper
ornament
& stud
Nickel Nickel Black nickel Nickel Black nickel Glossy nickel Matte nickel
<Fig. 7> LEAY zipper ornarment & stud
V. Conclusion HE ZAES Sojnz Bie ZAES A5 i
Fstol tRalEolof dth. EA, 23 AL @
2 d9s AEHE 23 gl et o] giele] Aol gte 2 gAdoeR FdE oo}
A a2 Y A EAE EdE stof ) LA 5til, 2315 T3 HHE oujA & HEER 7|
AT BAE 2Iee AESHD, o2 48T T ol AY4E Waet o YrlE oo
Al e A A gadt Zoh Stk AR, 2= AAsH] il AEstEA o
Y L9 HME LEAYE ‘3545° o]4) 7% Al ofok ek UlA, A HHAE 2aef #E
Eefel AL BAOE G oHE Fo| 42 & ofold U H8 WY dFo] A5FHn 0% o
Gt G AFAHACO| . GABACY BHED  Fol £ T Felo] Holo} Tk AR, T
ueh iEE HHE W92 Life(d), Love(Ahd),  Ho® 2ae FAApe 2uzpzt dste A A
Liberty(ZF7)9] L, Esteem(Z} A7), Eternity(% )< ol Ayl AAAA 7= oo Fio.
E, Act(dA/3F), Art(d&)9] A, Youth(35)9] Y 2 A7 Ao zs HHE FAE HA o]
£ o]yAag AHg3 LEAY ol ofFofX el e A7 & oAM= ol
BYE 2ol fAe BAE Yol LEAY & waletdos ot vdE 2% 718 343}
o oujel ojmA S FFIAAA HAL ] ZAE AAE HH=o FAMESH ZaEpqlof wet A
WS HYOR o AT 2 ARS F 7} ted dhath 3 HAE ofn)Xe] QuAS
=& AAsct &, HWE LEAY Y RUEQE X5 Y8 EEY 52 AEY A7)0 iz B
B3 Aol FEHT S NGRS 44 AE ohd 7]zo) v} 94 orob AT 44
o A%d Aot B30 BAS W] $UFS  vge] Bet 294 29 ATE Basi
I3 ik

(Caslon type)& A-§-3te] &3l s}9ich. LEAYS
A ZysFct. City casual, Travel casual, 12|11
denim & & A E 7+7he) epelof wheh =arof Ay
o B9, sholE, QU AuskE ok AuE
RUEYE Aol LEAY Q] #hdl, e, s}
o 9 AEA AW AEHE R4S BT A,

Amgol s PAlste] 4

usw A zesr

-

oot Z& AE A ATE Fstol HHHA
S 238 O4AY i gRo] Folop & H ot
o3 7z} AA, Bl Yoy Hels 2l B
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