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Abstract

This study selected fashion brands claiming to advocate feminism to analyze their
characteristics and female images. For the study’s data, online foreign feminist fashion
brands were sifted from March 2017 to January 2018 and 28 clothing brands were
selected. The study’s results show that feminist fashion brands aim at the de-
massification and individualization of fashion products to be more inclusive of
individuals’ physical characteristics and diversity. Additionally, feminist brands entice
consumption through communication and participation in online communities and
through the value of social coexistence. The essential female image produced by
feminist fashion brands deconstructs a socially idealized female image and expresses
a sense of self-body positivity. In turn, the concept of self-body positivity is
communicated through natural images of independent women with distinct identities
based on differences in race, culture, and sexual orientation. Moreover, feminist
fashion brands produce social images featuring independent women using active wear
to engage in social activities. Casual wear is also used to reflect active women, while
mannish looks and power suits express women’s social status and professional
abilities. Ultimately, these offer functionally active and rational images, combined
with female images featuring long hair and makeup. Yet another type of female image
seeks to create a new vision of women as diverse due to their various cultures,
countries of origin, races, and individual tastes. These new images express women’s
physical differences, distinct identities, and diversity while simultaneously de-
constructing pre-existing forms of clothing.

Keywords: feminism(B|0JL]S), fashion brand(B& HHE), female image( 97§ o[0] X))

I. Introduction

AL 719 A9, AT, o|u|AE EAFSHAL AR A g S WHgRtt Aol o
st #39] WHsl= GFYUAA E(unisex look), REZ AU A E(androgynous look),

HE 2N A F(metrosexual look), ZE A 7A F(contrasexual look) 52| ¥4
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208 HuyAE ofjHd B2

ojm|A 2 ‘A=|o] gt
T HulyE2 &4 vlt]o](social media)o]l 2JFt
191 w|tjo], 7HQ19] BHES} AJtf7t Ao wtet &
FRAEY] HulyEol et LAt s 4 A B
HEE9 o2 ALy EREs) i ot
APdl(Chanel)2 20154 S/S A AA Huy=E &
d 771 A7l g2 1 7R3 ote e
£ AEgoH, 4&Dionye JAME AZFor o4
AU E Y UHH(Socha, 2016). &2 A 44
tAtelvQl miejol TepA]o ]9-2](Maria Grazia
Chiuriyi= ZH419] A WA H& £ 201749 S/S A
oA “oldg T WAL FRoFL AT We
Should All be Feminists’2h= £27} 23] EH2E
A H QI T(CNN Style, 2017), FHIEC] 1 PHAZE
o] SIS EH Lot HuuyE fH BHAs
ojw|A] P& 9Tt Ao RN AH|[AEC] A5t
7HA7F FRAAECNA AT AulA AF R SA7
L AHE o=k @AP(FashionN, 2017)x} o] A3} T4
o] A3l Fgof gt #iskrt sjo] vrdE Axfet
S 4 ek 59, #HuyE fAS TiRle] A2
5541 Zogof 9fsf A= F4to] o] Fo]F]|
o] od T wistel A9 7] WskE A5

o= Torg 4= it
o] A+ HUUAE sfHd BHE] B4} Hn]
AE v BHPEo] #@H o} oA E &4}
Ag 5Ho02 gt HuUES BHE 74
(concept) 0. &2 T ALE-S TSt Sl HU|UAE
WA BAHES $35taL, 5] AL Y= 44
oln|2& EAst] o4 Ide] Wste wZ uy 7}
A A3 v A $ = 712ARE AlFotaA}
HoUAE 4 BHE0] A3t oy olu| A&
o A AR 71 wskel AuH|AdRRe] WSt
A EAEE FAoH=t] Zgo] Hixt opn, o
Aol BE niAY Mo g &84 4 Qlrt
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II. Background

1. Changes in the concept of gender in the
feminism theory
HojyEe o4e 54g 231 Ueg ovlst

+ o] ‘Hutk(femina)’ 9} O] F(ism)’ 9] Fgoi=

o B4} o)A oA

R T

(Lee, 2017) AHE Ao A= AHEH, FAH, &
A& SHAA 2 H(sex)?] B5H 949 E=E A
g o] E& o]H&=7](ideology)°| At 22 = 4o
812 QIThH(“Feminism”, 2018). Hu|U&L 1792 |
SAHIH I EMary Wollstonecraft, 1759~1797)2]
ol 35 E(A Vindication of the right of women)o]|
A A e (Humm, 1995). #HH|Y&ES o4
o elek ALEIE SAo] wet ARl HelY,
sleaszel fuuE, Faze Holus, AsE
of fu[UE S0 TREM, AT ST RAER
d HuyE, oE #HuyE 5 o4 Y] ddn
A, A 23 Jigel whdstAl AARE L ek

HuUE2 5822 A1) EZ(The first wave:
1848~1920), A29] =Z(The second wave: 1960s ~
1990s) 12|11 A|39] E4(1990Wth FHF o] )&
B = h(“Feminism”, 2018; Kim, 2011; Lee, 2004). A|
19] 222 TR Ao HryS2 Z24 +
ZojA 9] diEE dZE fIsto] 4o 58S
e "H, A20] 22 o|¥E= A9 AolE AA|
2 I} Lyeo(1998)9] Aol MEH A28 £2, &
7] HHYE2 o14d2] Aol gt sfAlof whet 2
9)& Hu|Y Z(essential feminism)’ T} ‘AFS] 54 |
)Y Z(sociocultural feminism)’ .2 UHE=Y|, 23
Zo14 MuUES o] Hel AA 41 S0l
2YoR W4T} GBS AReT, o4 uEz
o] 7HA0] SJolg Sof oy P Rog
Zgolne o4d A4S ZEAT ARRHY o
Y& 524 AgHA AEF9 0|88 IR
sko] Ado] ArelEatA wsto] whet gHA W3}t H]
IFARI Aog o AEA Het =2 AAE
Aok, AHEE3HE BAE SHE T AEA A
(gendern) 0.2 AEA AshASHHKim, 1994).

1990 o] SolAHA ZAERHYS W ZAE
FZF99} ZgtEo] AERY Hu|UZEo] FASH
ot ZAEWY HuyE FEo] & AAE SiA
Ao z2H H59) /fdE Fou|st ARt ZAER
| A, 2ol HAAEA WARAQ] A(Kim, 1994),
A3 g 2]th(Jacques Derrida)2] EIAE 9] 3|4 (Derri
da, 1974)0l4 IS ol {9l o|Z2HA FES
do] ‘z}A(differance)’ © 2 FE ‘z}o|(difference)’ S
TEFro 22X ool HEAAS FAgska, A, A
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4%, A9, Z3H4 ot &R7], AREE 44 &%
o] FARA g9 MEA AL st 7k
A g/d=S AHITH(Cho, 2000). 5, ofgolzt= W
F5 At T 7]l Atelol] EAste <At
(difference)’ & 7}Z3HHCho, 2006). ZAEHRY ¥
HUES AUAA F4420]1L FF2 08 o It
< SAIske] HuYES FAsHs EeoR HEE
W72 SpA|YE, ZAERY HulyEo] 94 nhF
‘37 (Lyeo, 1998) ol tiet 1A EE ol AR3]
Ao g ARLE SPEAIZ o R o] thefslA|
= A7E g HuyEe] SA14 Fiol wt
Uehd fAAEIS AHEY, 539 Huus
Al710l= @43 Bt sl d8ES A8t o
Ao vz Zhg, 72L&, e A, $7
Hoy&S g41e] aols EHSH] {13t o449

| 209

E8E BRAY AEH BAE Edc= UL
R, AERAUA A4, 8odd] WYA] A of
A, Z2ERY HuyE2 U419 71& BdS Al
Al7]13L v 4E HATE theFet sfAdo] AAI= ik
(Foote, 1989; Shin & Yang, 1999). Hu|yZ9] HA]
4 3234 2t Aol Yeid AAE RS Pejshe
(Table 1)} Zt}.

2. Female images express in feminism

Auuze AH A, A8, 2o gEe AUz
ool thFulAe} o, ofe] HofolA HuluZe] A
At oA olmAE @usA =ogm gtk
Lyeo(1998)= L0141 9] Hu|YZF o4 olu|AE 2
e AE}Y(romantic style), /G AE}FY (rational

style), Hfo|Alrd AEFY (bisexual style), THYE A

<Table 1> Fashion styles expressed the concept of sex and gender in feminism

Feminism theories Concept of women

Meaning of female fashion Fashion styles

First-wave

- Dichotomous

differentiation of sexes
To demand that the new
reformist rhetoric about

The use of trousers by

- Liberal . . - Fashion for becoming women
feminism feminism liberty, equality, and male Boyish style, military style
(1848~1920) natural rights be applied ﬂay o style’ ar orze IZok,
to both sexes. pper style, gare
- Claiming the
Homogeneity of sex
Essen.tiglism - Fashion that expresses
feminism the characteristics of Eroticism, fetishism
- The origi f ’
Marxism e origins of women’s women
oppression, the nature
Second-wave Radical of gender, and the role . .
. .. . - Active functional
feminism feminism of the family . .
. fashion suitable for . .
(1960s~1990s) . - Being male or female, . . Hippie style, unisex style,
Socialist T social activities . .
.. as distinguished from . mannish style, power suit
feminism - Fashion that expresses

Existentialism

actual biological sex

1
the social role and style

.. status
feminism
Ecofeminism | _ various individual
.. . Glamour, see-through,
. . entities - Unfixed image of the .
Third-wave Third world . . body-conscious,
- .. - Reinterpretation of body
feminism feminism androgynous style,

(mid-1990s~)

Post feminism

female body
- Reinterpretation of
aesthetic values

Fashion that expresses

e . deconstructive, crossover,
individual subjects

dualism

Adapted from Lee. (2004). pp. 195-220; Shin & Yang. (1999). pp. 220-223.
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210 HuJAE ij4d BI=

A(powerful style)2 FEF3F¥Th Park(2003)2 o]
Ao A9 HuYE olnAE of/d/dol it M=&
S 0 =M O] Harolu]x], of/d 59| AFRA ZEo
ogt A9, 554, €49 oA E A= AR
A YA E(androgynous look), T $E ZE(power
suit look), HIYHE $E(tailored suit)Z A== F
/g olu]A], o]/dofinto] ofd TRt 4% HACZH
9] B4 oJuA R EF5F 1, Park and Ha(2015)=
AN U F oo 8 YO Afz
2 oJulA, 712 o2 ololA|F HANA T, 74
2, A, EhHoz FAS thEF olu]x], FA};
A Bt %A Ho|S FAMoE EAS o
=512 o|u] x|, e H(fetish)d FJF, o449 HHZA
ool g AXsty MEL A FAEL FH5h=
Fol(queer) o|u|X| 2 E=35}99c}. Lee and Kim(2003)
< 7YY A, <tElEiA, A, 4 A o]
WA BFAAT Pak2012)2 434, g, of
2354, S4014 o4 olulAz BRaET. 434
TolA E=EH Rt o ojuAE Aol AFTt
Lyeo(1998)9] AtollA ol tigt sjdoz gt
FRHEE 9449 7HXe] gu|E & ‘BAFYZ ojv]|
29} L H|1AFl Aoz JEo] ApFAof gt

o B4} o)A oA R T

=9 AAE FAst, ARlEsH BAE SHoE
Qb ARSESFA” ofmlx] T2l 90|t o]% &G
SiA| A olm| A& A5t (Table 2)°t 2t &, A%
Aol Al AAIE ZHHE o]m|x|e} FAgof], Apufjof], K
doll= BAA oy onx] fFo=, A, HA
d, & olu|A| & AFSEEHE o4 olmlA] fFo
2, A4, chZshd, ElEA, Aol oln|AlE 71&
o] J@3te o4 olu|AF siAstEE A A o
ojmA] o= HFs}t Al & Stk o]AS st
™ (Table 3)7} Zch

ox

. Method

2 A7 BAATe AARAL AT dEF 2
Us o] At dH o
g olUAE 45H7] ¢ wvySy BEd £
2 AR 11 23 #HeyE o4 ojujAl: £
A2 o olm|A, AEEEA ofi olu]X], sfA|H
o4 olol= WEs A2 & A
HuYAE sfd Bl 32 124802 google.com
ol A] feminism fashion brand, feminist fashion brands,

feminist apparel, fashion brands for women’s rights 5

<Table 2> Feminist female images in the advanced researches

Researcher

Female images of feminism

Lyeo, H.-G. (1998)

Romantic, rational, bisexual, powerful

Park, M.-R. (2003)

Women’s image evaded fixation, image of androgyny, image of mixture

Lee, S.-Y., & Kim, H.-Y. (2003)

Demolished androcentrism, anti-fashion, coexistence of both-sided value,
sexual openness

Park, J. S., & Ha, J. S. (2015)

Female image with sexual freedom, female image with multiple aspects,
multicultural female image, queer female image

<Table 3> Female images and internal meaning of feminism

Feminist female images
in the advanced researches

Internal meaning

Female image categories

Romantic, sexual freedom

Feminine characteristics

Essential female image

Rational, bisexual, powerful,
androgynous

Non-fixation image changing with
social relationship

Sociocultural female image

Image of mixture, multi-faceted,
multicultural, queer

Breaking up of
traditional gender images

Deconstructive female image
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Vol. 26, No. 3 o] w A
I} Zro] HujyE Y 7|HER HAE st A vt o4 olmA] £+

(Harper’s Bazaar), B 1(Vogue)ES H]

77, &4 wYo] FEE &83te] 201749 397 H
2018 19714)9] Hu]UAE fjAd Bl 92745 & 3t AEA|AS 72
Hstgich. 79 BHSEO YA|ES FAlSto] A7 52 3013 28t

Huy&ES 2R Aoz 974

231 279l uj Interview)E 13§

@2 gztoly 2919 WAAE} 5Q00A 5
AES s e} olml RS AAISHAL, &
9l o= HICE MWslo] HAUT Yalo|E] 514 o] A olulzx], AF oA

211

] 242 3} FIGFocus Group

Folch QIElR 2AM= 20189 24
% 23] AN w4 cjarer Aetde] Wgte] of
i

ojga Hof WAbelelE AA%

21 YA A 104 ol4e)
A= 149
A7 ol olu]x], AHslE

olulAz ERE A%

HHE HH, SHATE. ojuA] 2RE Flsh APdFolA2 Hoy

—’Fﬁﬁ}cﬂt}‘ HUYAE ﬁﬂﬁ E%E% %LHEE} o} 52, Huys ¥

B2 o} Ao Asio} Aolzel BT 55
B oo ts) Agstact. o
4 4K 247 BEGOH, AEE TUE
oo, MUlUE  AARE AXS

W ARslE Yoz oot

o mEBE iAol MAAAES WA e & AHB WEL sl BAS stk 2% AEE
9 OAoly WA BAsE Aelslch. £AE 427] o AEL (Table 5)9 2ol AHS] HAH £,
HHE F (Table 4)9} o] 27 AlES Tulista 9l E2 AlAA B, RO Qi B4, Hdo| #
L BASE 44, 287) b 5= 9l H, A9 Wi EE A & 37 ool 24, 4
<Table 4> Feminist fashion brand
No Brand No Brand No Brand
Aurora Lady(USA) Liberated People(USA) Ready to stare(USA)
1 11 . 21
https://www.auroralady.com https://www.weareliberated.com https://www.readytostare.com
) Birdsong(UK) 12 Lonely label(USA) 2 Rebirth Garments(USA)
https://www.birdsong.london https://www.lonelylabel.com http://www.rebirthgarments.com
Bluestockings Boutique(USA) Love, Cronie(USA) Rebellelion(USA)
3 https://www.Bluestockings 13 . 23 .
. http://wwwlovecortnie.com https://www.rebellelion.com
Boutique
Daisy natives(USA) Lenny Store(USA) Thinx underwear(USA)
4 . . 14 24 .
https://www.daisynatives.com https://www.lennyletter.kungfustore.com https://www.shethinx.com
Feminitees(USA) MadeMe(USA) Tropical Rob(USA)
5 S 15 25 .
https://www.femininitees.com https://www.mademenyc.com https://www.tropicalrob.com
Female collective(USA) MADI Apparel(USA) The Reformation(USA)
6 . 16 . 26 .
https://www.femalecollective.org https://www.madiapparel.com https://www.thereformation.com
Feminist Apparel(USA) Modcloth(USA) The Outrage(USA)
7 . 17 27
https://www.feministapparel.com https://www.modcloth.com https://www.the-outrage.com
g Gravel and Gold(USA) Neon Moon(USA) 23 Wildfang(USA)
https:/www.gravelandgold.com https://www.neonmoon.co/collections/all https://www.wildfang.com
9 It’s Me and You(USA) 19 Otherwild(USA)
https://www.itsmeandyou.com https://www.otherwild.com
Lapp the Brand(UK) Phlladelphl.a Prmt\.:vork.s(USA)
10 20| https://www.philadelphia-printworks.my
https://lappthebrand.com .
shopify.com
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2 HulU2E o8 Bese] S oy ojulx BaEsaAT

<Table 5> The composition of interview questionnaire

Questions Detail content of question

* Choose the image word that the interviewee thinks appropriate for the

1. Classification of female image .
suggested images

Explain the overall atmosphere of the pictures

Explain the purpose, gesture, and expressional method of the pictures

Explain the pose and facial expression of the models
2. Analysis of female images

Explain the background of the pictures

Explain the characteristics of the costumes

Explain the intention of expressing the pictures

A AN B B g LAY, Hisk FEj o AR #E) 5o et 784 Ald3 g9 44 o]
ql

HAEE P & on]x] EAS =&t n|27 2 5O A, ALS A A E HEAISH
= 7157} =o] ERI9] Aol T&4E= Aol BAE

IV. Results A71ekar Qlet. vhE Byt 22 e AlA| ofm|A]

7b oY) o] FA o|m|A|7} E|al ofFthEo] tigt

1. The characteristics of feminist fashion brands 71%E FASFet o AAR AEE TEojWa

odS AH|Y dAEche Al B AES 4]
1) Demassification and individualization accepting A2 AZA|Z| AL okl XA s}, oby o] offFH(Madi

physical difference and individual diversity appare), =2| Ho|E{(Lonely label), H Y F AH|o]
HulUAE i BHSL Q719 thefAlw} Xjo] (Ready to stare)5-2] BHEOA= ZEAF HA, 2H
g 230l 22 2RE 9tk Ao 4vlA8e] 0d  H(retouching) o]TIAI7E obd AE olu]AE A5
71l Het Z2AE A1k, o429 thddat Zpo] 3o, B HIET) AIA] Ate]29] IS W
£ 99t A2 v]H 7S ZaL QU oA HE AP]ZE Hlojd BE oj4o] 2 4 e AlFE

LU R S8 WA ARARHY A & ABIL Uk HEUAE B HAEL ofo]d
oMUAI F1H FES T AL SR P A o TREGE OAAd B4 AFHe s ae

1} AAISE] v|5SHdemassification), 7i&SH(indivi- (category)Z AJAISFIL Ut} 7HR1S] A1AZ z}olE

dualization) 402 AHd 4 Aote2 tfFPAS Y3t Alo]2 AgHE 5t
HulYAE o4 EZE=XE Lesbian, Gay, Bisexual, Alo] 2 9] &3S}, E3 A Alo]Z(plus size), & Ato]=

and Transgender People of Color(LGBTQ POC)E ¥ (all size), ALE Ho]= AH]A(custom-made service)

Wolu g JES A, Oqﬁoté 4H|F0Z WFESHA| £ At Utk FH A 7FH Z(rebirth Garments)O]|

A4 g, BE A%, W, 4, A%, A9, 4, AL ANYOR SolspAt FohE 11 AGES

Aol 47 A% 5 WS Sefstel BT 9l AT 4% A% ANAT A ek

O 2, U9 HolE HAZ o B AulAS A

5t Qo] Uut BT HTE Aujay AR =& 2) Seeking the value of social coexistence

L gsol Qou Helspecumy’t Wik ERE Al HUUAE @4 BYsE 4Ee] o] s ol

Aol opge QST AU HolE THNE A W B2 A9AA YT ARY FAR TEAL 3

2 Ay =T (gender free), = EE4F(no-photoshop) BAPE AASHLL STt 71FARA AAA o5 F
QAoz mATY. AN RAROT FY Tt ohd AT B, 2 23 Aol Az

QA olu]A, | TH, AL WP, FE, P ., 2 X LE A FAL 27ek ojn Hm

1o

=
—_
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i

%‘—TJr grgor Qleh 71919 ApolE Z3H AL

£33, g A9 A8 BUS GEFo
BRSO A AjQle] m)aEol AL A B
A2 o) S 3E T, 894 503, Qd
%, A4 7FsA, BT} 2o] AEo] sk
2HIE 7HAE HhgEla Qiek FAF o R AR,
| AE T M(fast fashion)T} Zro] tEFAgAbE]o] diefo.
7 8% anE: AL 2945ty olE]AES ¥ T

L YL B £ APAL ojAJo] AAH E
oA o EHE /A5ty Y3t AR, &8 F A
A5} B EE A 4] 5 ALe] WEE o]

f

' l~>r

A

o
=

HI

O::

9

o EE2 Ik oA e Adiol, ARl TS
FHoE @ Avlde] AuPFl U2 ol4e ATt
AdEsolH 3oz AZAIZILL . ofF U=
(Otherwild)—‘:- fRQl AECLQE Y5 ofg|AE
So) 4EL AAste] Wofsta, Wepdvlo} xS
Z~(Philadelphia Printworksy= AF3] W3S 9]t o=z}

Ql =R I} QF e & W) = PAKclothing
swap)S AYstal 9lom, 2] 2(Rebellelion)2 of
EJAES0] A5t AYste S5AE 7, HX2|
o] 4 (Reformation)2> AJA] HHE AFFES BEXE
S7NSHAL, o1& et A] LARIE FE5h= olilatet
4 Eol= Y 3, 92 At glo](Thinx underwear)

= 97e] B s AT ohelle o
HolA £8e AUsHe AWQl, WY SHEn

(Female collective)(Fig. 3)2] 3%, A& F+uljold &

o179 50%E AlA 4 717l 7153k= “You Do
You (Terus)” 74H|1S Y35t Qct

—
:Q '.-.' ;&wn ’-“.
‘_ # é!

7, 8 f

'

¢

¥

Hiory* 8 :

W/

-... "—ﬂ
a ‘ : i : . "
P l' !

213

3) Creative consumption by communication and

participation
HuYAE i BATL A9 71XE vHEo]
W sk Au|EA A o4 e BT

o HoUAE BASE 45 FEAL AN v
o8 4UAEIN 25E AT A4E U ANLS AT
S5 It of2l olElAES AYSAY ek 4
el e, ARYEE 25to] Holg ol 4
HAEe 4ES TUSHE Yol e ool
Baalo), AES A8ale oA Aele] Qs
of HEsto] AG T AU ST A2e Telx
R, 4v) FA2AE) o4 PEE HulYA
W4 BAEs) DIYAHES) Wl i AEY 3
o4l Foje] Wy o HAHT Yov, ot 4
] 2 o7} AHE)S 918 7130} Aol o
A7 T2 oS FAL S WS 740
Axsto 2/ wAH. a2 (Rebellelion)>
#lo]E(brand label)o] o}d, & i1 Y=
Bz ohE Hleer FEEYE itk

A izt A @A DIY A& ASS
9,111]-. 9lz O] A H(It’s Me and You)(Fig. 1)+,
FES Wifstal AnjREEo] AAre] A7t Hof
| = AR AR B 2HE ARE 2 5 QL
Al 259 FS AFert B o-ZFR|(The outrage)
£ AR &5 AAIsHL glon, E5 AEF
EE]F(Blue stockings boutique)= AE-S AH|SH A}
L2150] QIAEFTH(Instagram)S ZZ-(Follow)s}
L5 AAEo] Qo] MR} of g o] Higt 7lR1e]

L

@

ofl rok

o

gr{ojg

X oox [T rfr & o oX (M ot 2

A o
Jefj 2f
k=

R

DIY
A4l

fr

T

¢

l i!‘ .
U]

o
=

v -
T

<Fig. 1> Consumers purchase and design DIY products and post the reviews of products

From Neufeld. (2015). http://thewildmagazine.com; Its me and you. (n.d.b). https://www.itsmeandyou.com; Manzoni.
(2015). http://redmilkmagazine.com; Its me and you. (n.d.c). https://www.itsmeandyou.com; Mack. (2015). https://milk.xyz
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e

Mg, LS SHol= HEAIE It
d=A0l diet ArelE olwel, o & J4,
FEshe Ao SH 9 ARUEY SR

4% T 4TL s et

R ST
_& -

4) Feminism as a life style
HulyAE fjd BHEE 4 JAA, oS
AF9 f34 ‘gol” E3F= 223l oA Y
EEA tollA A7 ke, AAZE HAIR] 18 5
S FAAoE AFH] kil W2 5 Qe Ao
3 AFstal ok HulyEe] 54 Ayt
O 7 EA 5= Zo] ofye, AR 9] U
golZAERI 2N S St} o]gt EAL o
O} X|(The outrage)”} EATl= ‘where love is love.
All day, every day’ EEOZ TR E =0, oA
F71A 5= FEolut AA £, 43, v 4 o
e, A B5 745k W8 5 sigE g Edsta
Utk 22 B Z=(Gravel and Gold), YL =3
E] H (Female collective)= o] 271} AlA|o] I&
£ dYAEHolHoZ BHT (Fig. )¢} (Fig. 3) &
< A =5 whfstal 9lom, ) B E(Lapp the
brand)= (Fig. 4)°F Zo] ool 424 &9} & #
gt YYAE, HE F(Bird song)2] - (Fig. 5)9F
o] ojd 9] AlA|H EAL H|slot= ALLE FH P
3 Azt olul A2 vlEo] BAST UL

c o
¢]

(o]

1o
o)
=)

>

<Fig. 2> T-shirt showing
the image of women’s

<Fig. 3> T-shirt showing
the image of uterus

breasts From Female Collective.
From Gravle & Gold. (n.d.).
(n.d.). https://femalecollective.org

https://gravelandgold.com

HuYAE s BEe] E43 o4 ojulA]

R T

2. Female images expressed in feminist fashion
brands

HulYAE A HA=7} AASEL Qe o4 o]
U A& #4517 flsf ol24 uiAolA Hgt o4
olulz9] MFE 7|Fog UAF o7 HEIEY 9
Aog &7 T FAA olnAE AHESIT. 2434
ofd olm|Aof Hisf ‘Gt ‘HAI, ‘8F2 °]
2 olujAE B3 A IHA|(girl crush)Ztal sEjEb,
253 YT o 2 TeAetn sk A 2
gh= oJ7o] AAE L, ‘Z2Wg o R Hysy] Bt
L 293 ol Aolthet stof ARPATAA
AAHAE 2 oux], HHOFE AL oln]
AEche @ 34 ofn)A, AeA(girish) o]v] A7}
o Edo| Ak AL Fck B3t & o]y
ol o] A ofu]Ao] thaf YA TARCH A
3 A7, A 2ebers ooz FAo R A
of ojulAlel o shgeta stsick. TetolE wAf of
w47k A4 et

AB1F] olul AL d} 2L ofAjeti WehE @A
FHA E4S 7L e AAE =AR, (A
34 58 FASte A4S =R AYATAL o)
A ¥l FEF Aqpdolztal shA] ehvhehe ool
AA = At

SiAZ olm Ao} FHANM = e AT Fol2
Fio] mEshc, ‘tHEskA ofu] Al epgrrhs o

<Fig. 4> T-shirt showing
the image of women’s
naked bodies
From Pinto, G. (2017).
http://10and5.com

<Fig. 5> T-shirt visually
expressing the thought of
depreciation women’s

breasts
From Birdsong. (n.d.).
https://birdsong.london
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oFst Q1E9] AZolN LA T Tolqrh. AEI}
Zo] BRY oS FEL 383te] MES 24
o A3 (Table 6)7} 2k HUYAE 4 BAe
7k AN Qe olu| A& B4 of4 o]u]x|7} 7}
XOP \g.;-gl‘l:}‘ E‘_ 2 A oﬂ/\-] o]u]x] /\Lﬂ;_(jl 7é ﬂa,q’

Apejol, mAdo] 123 = ojulx] fom A
UL, ALBA olm| A FAA, B, FelH ofn]
A gom Yehda, sjAA olu Ak Qrelu g, T
o}, hel olmlxo] gom Epie

AAe] £91710] Heds 7t Basnie B4
of uet ke ool ANHYE. I FAHelTh,
‘gZEAC] 7N BYIS wrSolurk, wHerst
o, Ay, WA vastd AE wdo]
ohd Nk AlEE0] YAHS M ARlat o] AEiEA]
ore R oAz Rtk oldo] Ugsd], B4
£ AR 442 wgsh] Eos BamE 44
o EAT ALAL ASHolS HolFi A}w o
o] MAIT, TE BE So] ATFo|S LEFE
o Al Eeks AEAY ROtk 2YE A
elo] & &2 e B2E AF SR,
2 £ Haltk, Fhijeke SAIs)
REEUThE AR 9t vy

2 A5 x} e
Folg vi2T YA, JgolE szt oz W
3, Yol7t £ o44o] £2Agor AL AL P
Fota F7Het A ool ojulg Adsly gl 3 2
b1 sFgom, Q1o tiekgL QAst= Ao o
St EACR HRItP L gt oA EAH= ofv]
Aef e HFE =4, 1F, 23t S 2ol

Erh, B Akl = ol mdo] shA ThaFe Afo]2
o JEL AT AL Fol ALH BE Ao] 20
g wrEe SaT 5 e Eokehy Pk 283
3 9l 4o el 2 BaEe] E4o] ves]

_N

<Table 6> Female images in feminist fashion brands
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SR A1) AL ok olol heqAe
WPPRS HolFL Folr, ABE B oy
oIvlAISke ARt EEk, p st w1

£ mdsly Qop, ‘Wi AEdlo|E, 229 &
@4 34, A4 399 okt el ool
Hopxt. ‘ﬂEiTr &S FYsto] HuYAE i

BEo] Uehdt o4 ool A2 el thewt 2,

1) Positive physical images express essential

women

HuYAE sjd BHEE FA|2o]1 283 o
/d oA E EFsL Qltt. 22 o4 oju|A]= 4
U 2 (girlish), 2 =2} Al(girl crush), ZHE], zjufjof,
4o} oju|x] 2 AlEskETt 22 2 (Love, Cronie)

= FAA A48 A=A RECEN Ho| &
(aging) 3} 48g0] 4] A 49F 74, 25
ozme) 44 87, BA, WA 4 BALE A
%87 43502 Bskn Uk A= 1) A A0s
me and you)2] 39, Q1o g A% Tox HolE=
£VH g BE offl AF 2% B U ¥
A5, £99) Wohe Bojrhut: 2z 2 AR oy
A, 2YAIHe] 2ol L7 4 g AeHeED} B2
49] T B2E YT IR} TS B4

£ H¥dl= ojuAE Ro&Et. HE £(Bird song)
o eret 249) o4 BT ABHo R HRA B
oy ArE HnFGoR BEEE AA ROt BE
= Hoj&th A& &9, AE"o] €, %4, |52 9
H2] 59 4AA| 915 =&3thFig. 6). BY FHolE
(Lonely label)ol| 4]+ “loney girls’0]2} g otal, A&
o/d, Uol= oA, dAlgt oA, &olsk= o9 A
Z(Fig. 7y& AAISHAL Ut HEUAE sfd BHE
= 71E9] olgtEo® FoH oo AA oln|A]|

==

Image Essential female image Social female image Deconstructive female image
category

Sister Androgynous Anti
Female . Girl |Roma-| hood | Mater Togynon . - Multi Multi-
. Girlish . .. /contra Rational | Powerful | fashion/
image crush | tic | /homo |nalistic cultural faceted

sexual queer

sexual
Amount | 22 24 4 19 6 30 9 26 16 25 2
Total 75 65 43
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<Fig. 7> Expressing
childbirth and child-rearing
From Vincent. (n.d.).

<Fig. 6> Exposing a
body part, which is
socially not allowed
From Naomi Wood.
(n.d.).
http://www.naomi-wood.
com

al.co.uk

AA ofw] A, /g e] EAtt Hste
S T X2 opr]eh 2ol w9 U=
oA 9] of g 4fe] K-S Aot
3Pl Bk B, JAIG B, TS £E, U
o] &, ACE, UHid, ASgolo &, WA, BE 5
2714 Hi #gHer AARE olnAE ddz
Aedezn 71E iAol 3444 old3 A4
oju]AE A7, FAF oAl EAAR] o4 o]
UAE HofFil Sl HujyEe] 2 Aol =
o ApdelE o] 282 94 Aut Hloldel #H=
Bl o]m A Eo= Al of(Fig. 8)& FEASEAL Sl

<Fig. 10> Expressing women’s
activity

From Lapp the Brand. (n.d.).

https://shop.lappthebrand.com

HuyAE fid B

From It’s me and you. (n.d.a).
https://www.glasshousejourn  http://www.itsmeandyou.com

<Fig. 11> Expressing
women’s social activity
From Birdsong. (2017).
http://www.birdsong.
london

=o] B4t o4 o]ulx R

ATED
ﬂ '-ﬁ?ffuau -l

a

<Fig. 8> Expressing women’s <Fig, 9> Expressing various

intrinsic identities
From Liberated People.
(n.d.).
https://www.weareliberated.
com

sisterhood

HuUYAE i BHHTo| Hepd oy ojn|x|9
M 2 542 AAA EAC gt B S
8ol A7IAA 33 olw|A|7F AujHoelt. e
I olEgk A7) AlA| 378 a2 dol, 1%, =7,
=3k A4 HF Y Aol whet vheket FAYE
744 ZAA oA (Fig. 902 A AYstsn gdste
u)dq 71E3 2715 siAAIZIIL Stk Ayt o E0]
AEAE Y AAE &, % (retouching)stA]
% ARzlolu] X|(Fig. 6), 2] =&, JAIRE AlA],
/900, Ao, mogt 44 FA, Uol & 59 &2

T2 9P IdE HojFi gl

<Fig. 12> Expressing
women’s social position

<Fig. 13> Expressing
selective gender

and authority identity
From Reformation. From Wildfang. (n.d.).
(n.d.). https://www.wildfang.
https://www.thereforma com
tion.com
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2) Rational images expressing sociocultural women

AslEsta HogAel oy ofelt YA, 7
A%, F A ou A4S HAZT P BA=To] A}
517 o}4] olmAE Fe, YT AA iA9] A3
A AP} $2 BEFOEH o4 of4 olnAg
BRSOl 9l Tl Bl3o] B uf HujUAE o
&Zo]al JHZ ot gAoA HF
oAl = BHOA Q] ool obd 4o AEEE &
oA olmAE EASHAL U=H|, WZ(pants),
I FE(jump suit)?} Zo] Z52Q1 AFA9el, F4
A o], Az flojet Zo] JtEo]l BAE
oL AX=2E 7= BF4 A4 ouxE 4
SHIL QUth(Fig. 10). o147 HE LS AASIAL H/dH
A9 o E HEHSE QW A}o]RE(oversized) Y
Al 2B 71 A, o2 olm|x|et AgtE o] g
214 oju|x]z ®ASIAL AthFig. 11). B 2|ZHo]Ad
(The reformation)= H[|\d ABU O] A4S, A H,
SFE, SE fHFig 122 AL Utk A=
(Wildfang)2 oJ/d9] AUu}L]HE (empowerment)E
Hoj31 QUrkFig. 13). A9 Aeo] whE Ab3]H
A=A 9] d(genderyS EASH= A-EZ ol e
Z ojmzz EASIIL Ut

3) Multi-cultural anti-fashion images
HulUAE i BERHEY] ofi oju|R= F/49

== 271 At AARE ojw] A, 049 w& WS
(objectification)dl= o]u] x|, o|AlslE ol gu|E =

. SR A g

‘&

\f

e

' +
| k.

kg
<Fig. 14> Applying new <Fig, 15> T-shirt showing
costume materials, not the image of changing the

existing ones
From Rebirth Garments.
(n.d.).
https://www.etsy.com

costume

http://www.auroralady.com

existing method of wearing

From Aurora Lady. (2015).

<Fig. 16> See-through fashion

https://www.vogue.com
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3} AJ7] AGAA olmf Aot thEA #AEI Utk &
ARIE, 591 Bd, Yo & oA, 4 59 24
o] At BRHETL AAshe AE2 44 N5
Hoi7t thFEES AR} glo] ] (Daise native), H
%(Bird song) AlHE AEFYO] opd, A A
ARE AR 2 = QA S AL AdAY
EZE FHotal Sl ARE AASL St .=
o]t (Aurora lady), &|H A 7}HE (Rebirth garment)
71& o5 2 WAl FAstaL, WEY BefjR]of
Aol A3 4 HD(pve) 2AE AHES HARQ,
HdS o83t HARI, A A9 #iA], A
o o] AFYS 2T 2L ofoldIFEE Al
k1 Qo H(Fig. 14~16), I TF A o](Ready to
stare)= 54|91 A0 A-&(Fig. 17)5taL Ut
HuYAE s BRS04 Kol o]u]R|= 719
o 7A, Soj e, 3H, H7, Bkl 9%k ATt
2L 249 HEH Y F-85to] 7|29 & A4
= ol Ad5Ho|a 7| FZ AT FA GX
St A= AAJlo] @3t A ov|AE F
E= A} &4, thEdtde]a A E oju|A|
£ BAlo] Bk 9k

>R dm ot ff & odo o (0

V. Conclusion

SERECE BEREEREE RS RERE
Azjet A7) gt A2L AZolHe] BAE A1
3 HIH Folg GEFORA A olnt B

<Fig. 17> Body chain

with Weird makeup Meadham fashion
Kirchhoff 2015 collection From Ready To Stare.
From Vogue. (2014). (n.d.).

https://www.readytostare.
com
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WY Ao FEET Yk o] ATE 9] Lekal

HuUAE sl BAE #37 E4, o4 oju|x2
st AuUAE B4 BAEE B 4ES
Ae] AAA B4 S 585H7] 9% Iy

2t /EstE Aghe ofo|dlE AlFoh= Al o
o AT H2 ®919] Afe|2E AlFStaL vk E
g, AR 9] FE7HAE SRl 453 Frofo] 9t
12 o] &7] #Jsf &<l FZtollA ﬂv‘/]ﬂe 3
HES SAAZ]T QUct HH
i]oliolb} A, Y Ao IOl A ‘ﬂoﬁ/}
E QA FHHASEH Sfo| ZAEIARZ ARttt o

HYAE 34 Bisof yehd o4 oju|x|= AA,
HAZA ou|R & A H(girlish), 2 Z&A](girl crush),
ZiE, Aufjof], Ao o|u|XE EHAJTE thA] T
o ARET FAA g oM ATHoR oyt
o4 olm A& A7 L, AZAA 34 oA
®ESHL Yok A7|AA 34 HES A, =35 A
2 FF 591 Aol whet ot YA 7H A
A oo 2A A= ddstd n A Ve &
715 SHAIAIZIAL et o] gt ¥E-E o dEo] Y
golE 43 A9 AHAS TEARS 8dlo] 3
(retouch) SHA] QF& A FHskaL, FARIF, AAIRE
o]/, &-doll, &Aoo @*éii/ﬁ—J HES 1
HolFomx Hekstal Az o|uAE EASH
I Aek =4, AR olm| A= /\}9] &9 FA4A
0:]/((—)]%/,&1 ALZE 57].‘:. 51-57(‘1 O:]/H-Q- _.]io:]a‘]—__
Az Aol B Qow), 4o A8 A9
OS2l FESE A 2, 1y FEL 71 o,
S T oy olv|x\et AFElel FEHOIT Y
2 olu|x] 5 F-dstal Utk AA, Tt =3}, =75
AF, MEH HFZ 7H o4 o=/ Q19 AAA
Zpolet A, T de AT FAlo] 71E9] 9
£90] P42 AN 2N A= o4 ofmx]29]
Agks FskaL Stk

o] AF&= HUUAE s BHES] E/4d3 Hu|
YAE 3l BE7F AAISEAL Q= o4 ofmfA] &
Ao EN A]A 713 Wstet i EREE A5
Sh=dl ARl el &8 4 Stk FolA A+
ool 2 4 Stk EF, HnyEo| YAtAaE
FAZ =37t 7Fest, A4 FREAE
Aot HEYASe ARYEE 345k S4S &

o|
O
HU
E 5
|z
%

A:Lo_uoﬁll%

)
fi

j,g

A=o] S5 o4 olu|x

$oto] BUE A MO BEY & US Aol
i —

References

Aurora Lady. (2015, February 13). The feminasty-
lookbook. Retrieved January 20, 2018, from http:/
www.auroralady.com/feminasty-lookbook

Birdsong. (2017, November 2). Birdsong studios aw
2017. Retrieved January 20, 2018, from https://
birdsong.london/birdsong-studios-aw-2017-lookbook

Birdsong. (n.d.). Organic hand-painted fried egg tee.
Retrieved January 20, 2018, from https:/birdsong.
london/shop/clothing/organic-cotton-hand-painted-
fried-egg-tee

Cho, H.-W. (2006). Woman and difference: Woman,
women, pluralism of women concept. Korean Po-
litical Science Review, 40(3), 103-123.

CNN Style. (2017, April 10). Dior’s new leading
woman on uniting feminism and high fashion.
CNN Style, Retrieved December 10, 2017, from
https://edition.cnn.com/style/article/dior-interview-
maria-grazia-chiuri/index.html

Derrida, J. (1974). The end of the book and the
beginning of writing. In J. Derrida (Ed.), Of gram-
matology (pp.6-26). Baltimore: Johns Hopkins
University Press.

FashionN. (2017, December 29). 2018 tjjgtal=+ =
A BEshe A=Y L 7]9E 10 [Fa-
shion business key words penetrating the Korean
fashion market in 2018]. FashionN, Retrieved
January 10, 2018, from http://www.fashionn.com/
board/read_new.php?table=1004&number=23061

Female Collective. (n.d.). Bustle X Female collective:
YOU DO YOU(TERUS). Retrieved January 26,
2018, from https:/femalecollective.org/products/
bustle-x-female-collective-you-do-youterus

Feminism. (n.d.). In Encyclopaedia Britannica online
dictionary. Retrieved January 10 2018, from https://
www.britannica.com/search?query=feminism

Foote, S. (1989). Challenging gender symbols. In C.

- 42 -



Vol. 26, No. 3 Q]

B. Kidwell & V. Steele (Eds.), Men and women:
Dressing the part (pp. 144-157). Washington, DC:
Smithsonian Institution Press.

Gravle & Gold. (n.d.). Boobs sweatshirt: Black. Retrie-
ved January 26, 2018, from https://gravelandgold.
com/collections/shop/products/boobs-sweatshirt

Humm, M. (1995). The dictionary of feminist theory
(2nd ed.). New Jersey: Prentice Hall.

Its me and you. (n.d.a). About. Retrieved January 26,
2018, from https://www.itsmeandyou.com/about

Its me and you. (n.d.b). Arvida. Retrieved January 26,
2018, from https://www.itsmeandyou.com/series/
arvida

Its me and you. (n.d.c). Feminist Tee. Retrieved
January 26, 2018, from https://www.itsmeandyou.
com/product/feminist-tee

Kim, M. D. (2011). 03 o]4%0] o|25: &34
HuyZ9] o]2% 9] [U.S. feminist theories:
The theoretical implication of third world femi-
nism]. Hyonsang-gwa-Insik, 35(4), 175-201.

Kim, M.-S. (1994). HE & JX}9] H/E [Criticism on
modern design]. Seoul: Ahn graphics.

Lapp The Brand. (n.d.). Lapp track logo one piece
[red]. Retrieved January 24, 2018, from https://
shop.lappthebrand.com/collections/all-collections/
products/lapp-track-logo-one-piece

Lee, J.-H. (2004). From liberal feminism to third
feminism. Literary Criticism, 19, 193-220.

Lee, S. B. (2017, November 13). ‘HE|YAE 9] o]¢],
2}Elo] ‘femina’of| 4] ITHAYSE... [As for the etymo-
logy of feminist, it derived from the Latin word,
‘Femina’]. Korea Times Sporbiz, Retrieved Janu-
ary 3, 2018, from http://www.sporbiz.co.kr/news/
articleView.html?idxno=163751

Lee, S.-Y., & Kim, H.-Y. (2003). The research on
post-modern feminism and the expression of the
post-fixation of body pattern. Journal of the Ko-
rean Society of Costume, 53(1), 49-66.

Liberated people. (n.d.). Official Website. https://
www.weareliberated.com

Lyeo, H.-G. (1998). 4 study on the communication

| 219

strategy of advertisement through feminism mar-
keting: Focusing on creative of visual and copy.
Unpublished master’s thesis, Yonsei University,
Seoul, Korea.

Mack, J. (2015, August 12). Meet Petra Collins’
Badass, curvy model muse. Milk, Retrieved Janu-
ary 24, 2018, from https:/milk.xyz/articles/4271-
meet-petra-collins-badass-curvy-model-muse

Manzoni, C. (2015, May 19). Girls imaginary. RedMilk,
Retrieved January 24, 2018, from http:/redmilk
magazine.com/2015/05/girls-imaginary

Naomi Wood. (n.d.). Birdsong London: Lookbook.
Retrieved January 24, 2018, from http://www.
naomi-wood.com/#/birdsong-london-autumn-16-lo
okbook

Neufeld, J. (2015, June 18). A day In The WILD life:
Julia Baylis and Mayan Toledano of Me And
You [Blog Post]. Retrieved January 26, 2018,
from http://thewildmagazine.com/blog/me-and-you-
a-day-in-the-wild-life

Park, J. S. (2012). 4 study on expressive characte-
ristics of the third wave feminism in fashion
photographs. Unpublished master’s thesis, Seoul
National University, Seoul, Korea.

Park, J. S., & Ha, J. S. (2015). A study on female
image of the third wave feminism in fashion
photographs. Fashion & Textile Research Journal,
17(1), 33-41. doi:10.5805/SFTIL.2015.17.1.33

Park, M.-R. (2003). Postmodern feminism expressed
in the fashion of modern consumer society.
Journal of Fashion Business, 7(2), 26-36.

Pinto, G. (2017, August 2). Feminist fashion! The 8
T-shirts empowering womxn around the globe.
Between 10and5, Retrieved January 26, 2018, from
http://10andS.com/2017/08/02/feminist-fashion-the-8-
t-shirts-empowering-womxn-around-the-globe

Ready To Stare. (n.d.). The nicki caged body chain.
Retrieved January 26, 2018, from https://www.
readytostare.com/products/copy-of-gold-chain-che
stplate-body-chain

Rebirth Garments. (n.d.). Organic Japanese lace collar.

- 483 -



220 HuUYAE

Etsy, Retrieved January 26, 2018, from https://
www.etsy.com/listing/267271502/organic-japanes
e-lace-collar

Reformation. (n.d.). Valero jacket. Retrieved January
26, 2018, from https://www.thereformation.com/
products/valero-jacket?color=Luciano+Stripe

Shin, S.-O., & Yang, S.-H.(1999). The feminism ex-
pressed in the modem fashion: ‘The logic of sex
and gender’ on feminism. Fashion & Textile Re-
search Journal 1(3), 218-230.

Socha, M. (2016, July 8). Dior confirms Maria Grazia
Chiuri as next couturier. WWD, Retrieved De-
cember 10, 2017, from http://wwd.com//fashion-

e 2=

o B4} o)A oA R T

news/designer-luxury/dior-raf-simons-valentino-m
aria-grazia-chiuri-as-next-couturier-10483672

Vincent, L. (n.d.). Lonely lingerie: Maternity. Glass
house Journal, Retrieved January 26, 2018, from
https://www.glasshousejournal.co.uk/post/lonely-1
ingerie-maternity

Vogue. (2014, September 16). Meadham Kirchhoff
spring 2015 RTW - Backstage. Retrieved January
18, 2018, from https://www.vogue.com/slideshow/
meadham-kirchhoff-spring-2015-rtw-backstage

Wildfang. (n.d.). The empower marble tux blazer.
Retrieved January 26, 2018, from https://www.

wildfang.com/the-empower-marble-tux-blazer.html

- 484 -



