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Abstract

As the fashion industry increasingly fierce competition in the market we are elements of
product quality can only be differentiated through a difficult period. Because academia and
strengthen brand image and measures proposed business, a way to strengthen advertising
and promotional marketing. However, this action reminds consumers that have a direct feel
of the experience with the product is very easy to see, but counterproductive when
advertising and contradictions. Korean fashion brand has sufficient capacity in this part of
the judgment, because reason can not spread to the global luxury fashion brand. This study
analyzed who help give identity to the domestic fashion luxury brand global strategy angry,
it is part of the goal of the current development and product strategy features. Export
capabilities, improve product identification components for their product development
strategy has been carried out case studies and the recommendations based on this
identity-based international luxury fashion brand analysis.

The concept of product identification is not strong, the lack of previous studies of this
study also adopted the international luxury fashion brand case studies, based on the
country, The importance of product identification and product identification research
methods derived from the characteristic side also granular component. Then there is the
need to achieve national identity customized product development strategy for domestic
enterprises to further expand the practice target. This will help enhance the competitiveness
of the domestic apparel design.

Key Words: Fashion brand(#]4 B#l=) Luxury goods(8&3}), Luxury brand(% H.#l=), Product
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Ao Al et FY AR HEE ®
WES ek A&HoR AEstas 9o
FEME EoRAY AAH ANES 7

of AAIAS §EoR
= SAATIAL A ek AR HilEs
st 8.9l gAle] g st

ohd, AREpo) Ao r Aol Sist
SEA A4S Bl SHToni A
wztel ol AEe] st Atk 9k A
F AAA ZHR oA A TR R A A
whA] olatol AFo] Fi HaAso] A4 o
D)2 B} e, o) Bl A4
S}a1 A} SFch(Lassar, Mittal, and Sharma 1995). ©]
Y5 B} oS FRSHE Al Q1A
WA Ajo] 4] &/l ofjt Al APHSE} Al
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E] E](Product-Identity) & A3ttt A& ololdl
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A ofoldElE]E TAel Ao chErhs
A& anApe] A A Btol] Rgsiar 7199
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ot Zlolet 2 4 ATk (ER, 5 2007,
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Eal 9= W= Hke-(Millward-Brown) 2] 2014
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2015 HEHWE TOP10S Aoz 3FH)
TOP10¢] @2 gEHUE Lo (3 1)1} 2}

Jeu; s HRiEgk O)FE xFsto] o]t
HAE 7k AES AAels HAEREA Y
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Aoluid 4= gloma (a4l 2010). 2015 Y&
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3ESIS1A] 9F= Rolex, Cartier, Tiffany 37| Bl =
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z 9 Aeje)] 7lofelar glal 22 7o) Bile
ZVHEE =3liolal Q= JdEHEA=A nterbrand)4
ARE FFaskglet, o]EA aizko| A v

o) ojolg} 24, 720e] H o] @ 7HLW

Aelpel ) olel e
BE Aeksiela, Welsnekec] 45E ¥
HI=Y fF5 2L A ofoldele] Fojer
7V, A% ofoldlEEe] THREE HPAT
g FHo® A

(® 1) 2015 HEEME TOP10

BRAND
BRAND BRAND BRAND VA!/_UE
NO VALUE |CONTRIBU ;
NAME 2015 $ M TION GINEE
2015 VS
2014
Loui
1| O 27445 5 6%
Vuitton
2 Hermes 18,938 5 -13%
3 Gucci 13,800 5 -14%
4 Chanel 8,987 5 15%
5 Rolex 8,532 5 -6%
6 | Cartier 7,612 4 -15%
7 Prada 6,540 5 -35%
8 |Burberry| 5,722 5 -4%
Michael _
9 3,815 3 N/A
Kors
10 | Tiffany 3,232 3 N/A

(Z&A]: http://www. millwardbrown, com/brandz)
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']—1:]— A7 ]—E(Marle Claude Slcztrd)L
faE AXstLY Askest
sk UjE‘A ’\ﬂ 74 e A Xq(Classic),
Lt & (Modern), &t #(Contemporary) =]}

Mo oAl o]o]w]é}g AFERo) 7] I B4
w Wl AU gk 2
) WEEAEe AgEel A8 ohth, 1

QLAroae] = it ‘E‘ 17—}"
S0l e Foishedl 3dE she A
Apdolet. AEe] F4o] T8t AL E80lal
AAE FulE=e]of st o] Yo F-5-
of @iz Zolct,

Al7E2 o] o] Higt Al 7HA S a1
(Classic) &> 194171 o3l Aale Al
HEEHEER eBAof ot AuiE W=
FRE U of A7lo WEAESY ok
e HEARS o Al el glo] 1
Helenke] st dsks hAm el alel
s Eeuld 540] Sk o] A7 eAieh
Wi B Sl 1 dds A
7HaA LsE7AE O dAde AAUEE =
&, ARl whE Aot A 7, s,
A, =, P To 99
o 27 g

e HBp.
K

A7F2 0] L& (Modern) HEHAE G35
20417] ZHbol| SOl AR 5342 Ql Aol
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(E 2) A|FIE2(Sicard)2| |&stol st Ue==at2 ME 2015 HEHHE JX|E=¢
=g a2 2% SRS S Az
1 Louis Vuitton (1854)
EES . ;
) 18-1941 7] A= A Al 2 Hermes (1837)
(Classic)
8 Burberry (1856)
3 Gucci (1922)
A . L
204 7] ZRE A2 Aol 7 Prada (1913)
(Mordern)
4 Chanel (1910)
Fofj 2] 204 7] <8F .
~ sl Michael Kors (1981
(Contemporary) (10604l o] SIESEPa 9 ichael Kors (1981)

(FA: http://www. millwardbrown, com/brandz)
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2. ME Oto|HE|E[S] FH2|

olo] |l E] E](Identity) ] AFAZ] Qu|& AbmE
A e EAY 2 e A

), A7) QA (Rl TEE g olom A
ARe) A4 AR 7 2] A Al o, v

o] AR ool Tk Azholeii Hol3)
c}. A& olo]dlE] E](Product-Identity)+= A} %]
on] = AlFo] 7= BAdE SRtk

Al3% ofo]dlE| E= HilE olo|qlE| g2} 3+
1950 FRboll TqiEo] AnAt AlEE A
v ok o areshA| = AR =elA B4, &

7)o ofue} A ES] £jhelz}

2, A, §-8, olvlA 5) 5 shdelw 714 of
ojdle| = 7|1 9] wete} Hsto e Fit
o} olg Al A% 7S] ofeldlE g & Qlsl 7]¢d
O oju| A7} A= o]k oju|A|7} Hei=
apQloLy AlsE tARlof Hhg == Jlo|tt. =,
Aol 7199 A}, w3ks W SAlol ARl
oiet vk Bt 7HAE A sk Al
oju| x| g3t defolet Hofdk 4= lrk.(Kang hwa
sun & Pan young hwan. 2012).
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© AFeINAS FUstate] A48t sh= Aol
o 2, AlEl el Aulak QlAE 4 gl of
MAE Fohyil olF 93] ol 44T Be
atel A% clAQlelq mTboR AL
S She AW AN B A%
2 oot gk oluXE §4 ¥
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Ui sfjF== slojnt, auAbr) ofd 7|9 A
& ARESHEA dyE RS =7 e
W, o= sE 19 alfroldel Alse Sl &
At Al & AEEAL S 2ulske Aot
ol dd> A= au|ARe] AlEul Aol
A 714e] olulAlef tigtk 140l ZJsiAl o] Fo
A L 719 AFAE ASHoR FES
© 8IS A= ek oledt mapr) A E
W71 Beiso] gigk dsert FAE 4= 3
o WE AuAE9] 719 Lof 2pEsetE 79
oju A7} A A FAE = A Sk
Al ofelJIE Bl S HAkQl defo s tEth=
AL Rt GAH St Fgsial 719l e
ol'd it GAgol Aot 55 = AlE 7HAE A
=ok= ot & = ek (=, 6, 2007).
uheba] A& ofoldlle g defe) sy del=
U ERE obu 2l ARl Zofoll A= HE 9l
A wrofof & AR HiF =k

4. MZ OO|HEIE|Sl HLa

Al otoldlElElS] A8 ae thafdt 2ok,
=l A, vlEel A Zopell AA FR skl ww
wof glom FAQl Akl vhE e a4
=0 EAs71oll AARs] dath 53] K
e osf ofe 7HA] 848 o] H=d|
TR S e] 84, AREAE ST A 2
84, VS 847 HisEA ot E

t,'.j 2002).

AU (Sony) ol A= A& of
FHA a4t YHY et
B2 rEskal gledl 24 84 Al g,
debR B 9l WAl 84 Ae A
Ao g JLESIA Qlt) up= AlER(Matsushita) 7|
w EUA paoh HH Qe LRI 9o
U oA Qas AER, T, gl Ao
2 UHA a4 o R ekl QltiEg

TR T ARRL A4, 1989).

Walter(1974) 2] ‘4H]A} 8§-=(Consumer Behavior)’
o= (¥ DI Zol AEFYARI, YAl A
A, 24, B0 o 7 THRAR Bes)
Ark. o714 HAel 23 24 A 5
A, ORI HAE L A SRS
Aw, YRRl 23 7F tAkQl A Al
g, 243 BRE= 7193 548 7RIt

shaey.

N

THAH

HI7pAIX

HE an 7|giat
(a8 1) 2629 NME olo|HIEIE] THA
(Z3]: G. G. Walter, 1974.)

o]24, AslA@o1ne ‘FHENE p1s B
AQPol A= A& ofoldlElE]lE (3 3)¥} o]
WA QA0 oHz Qar HEstgch Yd
A Q4o HAle dsl, Hdlle 4], Has
22 AL, A aAagE= AF A
AR pAste] Aa; mdls A Ak

(® 3) 0|2%, 52| HIE Olo|HIEIE| FHRA
= LS 24 QHY Q4
15} Bag =R
= QAZ A0 pI QAZ A0 pI
Aol u] AL} BdcE
gARRle s HAskE AlEY
= Adst= AR 2

| AR ofare
aliz mRiE o)
Folasld as

QAT Bz
A2 xpst
=44 a4

2= 23} A
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1. M= OlO|HIEIE| 2HLa

AE ololdE e Ao A ai
(EWA A EE WA 0] 2] Wiol
A gleleh el ol 24 e Aui ul 7]

A ofoldlelel, ZAE ofo|lelel, A% ofold
HE] BT 7109 AT I oSS o
% sk

u}2}x] A7} 2 (Marie-Claude Sicard, 2003)2] T
Foal= g@sioh A (Waler, 19749] AE of
olflElElo] JFE A= g8 9 o],
Asldo1) 9] Al ofoldlE ] +4d84xef A
FAFES 7122 5t Al ofoldlE ¥ -4
SaE HS AR Rkl SHS E=E
SEALE Ao R AlRAe AR
(GE 49 Al et mad otoldlE
E4S 7o r ohth mEabde ofg o) AlE

ofoldlele At Aol A Aelstaict.
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=
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2. XS OLO[HE|E| Ataf| 24

o4 wjZdolA arzkgk el o] Ajzk=
(Marie-Claude Sicard)2] HZ 23t G-&3lof 9
3} Louis Vuitton ¥} Hermes, Burberry+= 18~19
A8 AnF GAPNS Ao e
2 HEO R LTI E|H R Classic®] 9FX}Ql Cl=
1 7]3}F9 T} Gucci, Prada, Chanel-2 204 7] Z4tF
o) M T ES FHOR T 2o
2 933lE 22 Mordern®] 9FA}Ql MoZ
S} t}. Michael Kors= 204]|7] 3-HF cfj<=nj
Al AFyAlel Ao E HE vrdo] e At
H3Z o g 853} ¥|HE Contemporary®] 2FA}Q]
Co WISt AlRAS] ARAS Shual
7] 8l AR gk o)5et a3l AR
7} 3lo] Belg ARE Rielel pEAoD
A AR AES Aeskelal Al e ol
Al BEE 548 Eaeleh Aol £
35 7|22 o FEH Al ATl e 241t
qe gt p.
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1) > ofo[HElE| X

(s> |

elzpolgt AT olulz ofH A& S 4 9
L golet Aelat 4 ek, WA 7o) el
= gAjo] el 719, AR, tRtoly
Ao, oAb, SIAF 28 SaE e AlEol
71249 ol e A g & AwS sl Hh
oFoltt, Qe Bl =(nterbrand) ] ARE =3
sto]  HZ7) 3%lo] Helle fAE IRt 24E
& PRE A3 G 52 gol Aol 4 99
O 71207} AR L 7] o BEAe &
Ho gazile] MRS nael Yois
A3k 4 A Aol s paeh glo] 2
2ugh @y 548 /A goks doln
Arhstol wel ol Bho]E eTol et 7]
9=t §A5}a AUk Belglo] L FRs
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5y g ERUse olera ofoldeE 54 waAk
gl | mme | i | s el cixtol] e RIEIED
N - 5l upAA| o F 2, Al AT 2 .
Louis Vuitton | ¢ 8§ 7} 101——’—0‘_0% 2 % EDN 7471 =+ 1854 1]
e | E gEaelel, 2=
1.Q s T o Gﬂ &> = s - - o
Cl Hermes uj 8- P N EBERSSA! 507} = 1837 29]
_ 5 EHE2E wUAE
Bul L BLAL o S07H =+ 18_‘{:1 Q
urberry A o1 Zn] SelaEn Welg] 5071} = 356 82|
H =z 3L Z]——:L'L)\g{ o o
Gucci 7HEA = rol Al TH L A o=t | 1922W | 39
I i
Mo Prada TMEAE | L o) u]-g-zjo} Zajr 807l | 1913 | 7Y
Tt =
o
Chanel | g7 Efﬂ] Fprielel Apd 045 | 1004 | 49]
Tt =
Michael _ A Al
Co Kors G| %y RS ES 7070= | 1981 | 9]

(&4 elg] B E(nterbrand) A}i)

2) 7IxIH ofo|HIE|E] EF

7R AP AL R ARl AT gl &
wa A dgol QIzkte] wAe] ols) AL 5

L Fadole 49 & 4 ok whebd B
P} A WS, 2 2 RS A
Fol 711e) ol de A8 4 Qs o

| 7px 7

olefdt 7|EO R AT WY TR YEM
AEo] A HAE ARE Sl 7ol
WL Gl g B AU} 3elo]
we A3 (E 6 gol FeHoth Few
(E 6 Aviny nHH WELe 1A A
U FHOE Avd NS FAG A FHe
EHES HolFm gk 2vhd WELS 9l
Aalolels A9Est nAA BE 2 FUd
NS HolFal glovt Agelats Z19s
=

(% 6) Y HYEEWE=| JHX|X Ofo|HIE[E]|
ET =EAH
R | Edcs 7Y J1X|
BAFA, 919 1%
Louis R BN
Vuitton Hy7Eo] itk
S BV A A S
g 02 M4, FriUS
Hermes oo 7]4‘;—
Aol A A7tH G A5}
Burberry ZA LAt AEZTHA
Sej4] ofolgo] wrya}
ggzrel Ha
Gucci welg) seE
758141, Aol Al
g2 A
Mol prada Al AT AAT
olaFe Yo
ok, gheeol
Chanel Ao odx Exle
20 0y &0y O &1
Michael _ o
Co Wl %
Kors

(Z4: 2le]H Wl =(Interbrand) A}F&)
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3) AYH Olo|HIE|E| EA 4) &= oto|HIEE| EF

waolg AP A ofn| 2 AHE 2| ] Aol
wgoR Ao AE CielelA A, A
A, e, Ul dele 2o AR

e
lo

epi AES] F1AS ARskn SAH AR Azl 7190e] oS g 4 Ut BAH 8
9ot WS e THALES AF| /1P AR mHELh Adhyel fhREe YE
oA Y9IE BT R4 B 5 ek o] WSSHo] o uut sl ETYS HAH)
of o RAES ATHS Busl] Sls AE 1 AAW vl PAL ofF AETHE @
7 30lo] LES Awp FEHOE (E DA & 7 sk Uglov] AL ol AEN LT

il ] Pes

SEA L, ASHAE 52 B SlarHAE FHO gy AR 7Y He HEE
QT = Ay elelty. ey vpo]Z5o] N7 2o F4S FAskL AT

A= QoA tfEE ggdgAle R Bl H A Q42 (Y 2)e} o] yellow?} dark
Ch= tis8foll 25lo] sryxl A F-Y9E Hol browng Hel= Q] Avjg g ZAF A&
Al ek & A9Abs 7HE R =3, ek o ARg-gF Folu]Fal (T1¥ 3) 7} ZoOrange s
e A9 2asS WHREHES HPA ofol AlE27goll ARESE ol =ml 2, (CLE 4) 9] 2
e ez o] skarat gk A ERIASLE O] 3 A<l Beiges AMERH H

He], (19 5) 9] BeigeE 7] S & Green, Red
GE7) 9 e EiEl] = ZolER ARRSH 4, (1Y 6) 9] BlackS
A wQlez ARgsh= Zefd, (219 7)

234 Ha= == S =1 9] Black & White& A|&32A M 2310 -85}
— B —— Kpdlo] glem m Awig olwe SlabEE
ouis JR-=a, FA ] _

- | - =2 3lasly o] = = SEZ o] =olA
Vuitton Finc Rl e | e Och_ 41;":} 1 Lur EO_ s o & ad
1A% sk A gk 5 L5 Agollol= ohokAdS ¢l7] o
7 Qg w3 = sEl o
cl Hermes o ;‘; Oé’g};—;x] o) i Aels Astel 54 Al 714, i
S, weA Y 5ol v)79 ojoldlEle) S Ageteli oF A
Burberry HAE R SHoR GAFte] AAEE FHH WS
S, F5orelE ALgEIL ASEh. Ao Wl vlo] 2ol
7549, B
Gucdi Z O =7 O1Ho]|s A
©H t‘o‘-"}’ T o v
Mo
S, dAEge
Prada -
AR, AT
Ageo] AmTiARl
Chanel — ) ‘
Axupg, AEelde

Co
Michael 2% Al
Kors o2 Ay

(

i

(&4 elg)H @A = (Interbrand) A}i)

(3% 2)
Louis Vuitton
(£ A1 http://blog.daum, net)

(ag 3)
Hermes
(Z4]: http://terms, naver, com/)
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(2! 4) Burberry (& 5) Gucci
(E4]: hitps://kr.burberry.comy/) (E4]: http://terms, naver, cony)

(1% 6) Prada (4@ 7) Chanel
(A http://www, prada,cony/) (F4]: http://blog. naver, com/
hek0824/220119012083)

(a8 8) Michael Kors
(£4]: http://www. michaelkors,com/)

o1
g 9y} o] %*é sjj & 7k & oot g
7} Hof 2= FolH|E (17 10y 2] A9} of
Ll ARg-o] o 2 A, (19 11) 9] A A2 i
= )b (19 12) 9] GG |t St Aluf
= JEsto] ARESh= A, (LY 13y Q] EH e
A& zfzlo] etk (717 14) 2F 7o) ARdlo)
Ef=e} g E‘ﬂdciﬂ A 7HA AL A
A= ARSI oA A-E AlE Aulo
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