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Abstract

The fashion industry has been placing great importance on establishing and
communicating brand identity in response to the rapidly changing landscape of
consumer preference and media development. This study aimed to explore
effective communication methodologies for building a strong brand identity for
domestic designer fashion brands. To achieve this, trends in the domestic
fashion industry were categorized, and key words were derived to develop
three new communication methodologies through an analysis of 10 domestic
brand cases. This study confirmed that a strategy that focuses on forming
emotional relationships with consumers is essential for establishing brand
identity. To this end, the proposed communication methodologies include the
following: First, delivering sustainable messages through emotional storytelling,
which is a key approach for building emotional bonds with consumers. Second,
expanding the brand experience to elicit positive responses from consumers by
immersing them in special situations to experience brand identity. Third, brands
can enhance consumer brand loyalty by fostering continuous relationships with
consumers and cultivating brand culture through omnichannel strategies that
encompass both offline and online channels. Consequently, this study presents
practical strategies for various fashion brands along with theoretical
contributions to domestic fashion brand startups and brand identity
construction. With these strategies, it is anticipated that brands will establish
clear and specific content and build a stronger brand identity by engaging in
diverse communication methods that offer consumers sustainable values and
brand experiences.
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Table 1. Analysis of the Status of Fashion Communication in the Domestic Fashion Industry

Classification of Fashion Communication Status in the Domestic Fashion Industry

Building relationships with
consumers

Environmental, social,
cultural sustainability

Reopening

Bigitalization offline channel

Keywords of Fashion Communication in the Domestic Fashion Industry

Social media, digital Expanding brand

Pursuing sustainability Creating brand culture

contents experience
Table 2. Brand Designated for the Scope of the Stuady
Brand Name CEO A Awards EEEIE
Year Followers*
Kanghyuk Choi Kanghyuk, 2017 SFDF 2021, 2022 59.6k
Son Sangrak
Kimhekim Kim Intae 2014 SFDF 2020 321k
, . CFDK 2022,
Kijun Kim Hyunwoo 2018 2017 Hyeres Festival Finalist 128k
Danha Kim Danha 2018 MCST 2021 47 3k
Vegan Tiger Yang Yoona 2015 K-Fashion Audition 2020 12.1k
Ul:kin Lee Seongdong 2014 CFDK 2022 39.1k
IISE KimTerrence Kim, 2015 sfdf 2018 50.4k
Kevin Kim
. . L Maison/o Green Trail,
Jiyongkim Kim Jiyong 2021 SFDF 2023 42k
Post Archive Lim Dongjoon, 2018 LVMH Semi Finalist 2021 242k
Faction Jeong Sookyo
Hyeinseo Seo Hyein, 2014 SFDF 2016 237k
Lee Jinho
*As of December 2023
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Figure 1. Kijun 2020 S/S
Presentation Site
(www.hypebeast.kr)

Figure 2. Kijun 2018 /W
Presentation Sketch
(www.marieclairekorea.com)

Figure 3. Kjun 2020 F/W
Lookbook
(www.hypebeast.kr)
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Danha « MNetafeseen

WHITE

Figure 4, 2023 Danha’s Night
(www.instagram.com)

Figure 5. Danha Digital Contents
(www.designdb.com)

Figure 6. JivongKim Exhibition 2023
(magazine.beattitude kr)
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Figure 7. Jivongkim Exhibition 2022
(www.eyesmag.com)

Figure 8. JivongKim Exhibition 2023-2
(magazine.beattitude kr)
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Figure 9. Final Cut Artwork
(www.arariogallery.com)

Figure 10. Final Cut Artwork-2
(www.arariogallery.com)

Figure 11. Kanghyuk x H.Lorenzo Installation
(www.hlorenzo.com)
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Figure 12. Kanghyuk Beaker Cheongdam Installation
(www.wkorea.com)
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\VEGAN FESTIVAL

Figure 13. Vegan Tiger Recycled Banner
(www.gettt.com)

Figure 14. 5th Vegan Festival, 2018
(topclass.chosun.com)

Figure 15. /ise Black Screen
(hypebeast.kr)
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Figure 16. /ise Reqycled Table
(hypebeast.kr)

Figure 17. /ise Speaker
(hypebeast kr)
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Figure 18. Kimhekim Work in Progress
(www.instagram.com)

Figure 19. AKimhekim 3D CLO
(www.instagram.com)

Figure 20. AKimhekim Pattern Cutting
(www.instagram.com)

Figure. 21 Ulkin Collaboration Exhibition
(www.hlworld.com)
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Table 3. Keywords from

Brand Communication Analysis

Brand Name Representative Communication Summary Keywords
Kijun Creation of a movie set-like space - Storyteling
- Brand experience
- Sustainability
Danha Workshops and events - Brand experience
- Brand culture
Jiyongkim An exhibition showcasing the work process - Sustainability

- Brand experience

Post Archive Faction

An exhibition focused on objects

- Sustainability
- Brand experience

- Sustainability

Kanghyuk An installation featuring conceptual objects - Brand experience
) . L - Sustainability
Vegan Tiger Festival and workshop activities - Brand culture
- Sustainability
lise Showroom VMD - Brand experience
- Brand culture
. . - Social media
. . Social media platforms o
Kimhekim - Digital contents
(Instagram, YouTube, etc.)
- Brand culture
. Projects for talent and resource circulation, i Susta|nab|l|ty
Ulkin . . - Storytelling
Collaborative exhibitions
- Brand culture
Hyeinseo A photo book, Flagship store - Brand experience
y! p , Flagship - Brand culture
H A+ AaE Fo A FPATT HIE ololdlE B2 7Hte® A& 7Hgek MAIZ] dEE sfof gt
g Zol glo] 71 Aol Folof & zle Aulxtete] B4, Aviae] 247 7AEe Dol HAS HH
2t olsiE Told & g A Aol olF S8l eFlk. ol AnE S¥e B4 o) A s
fd ARUAIA Alajleg TgH AEERS 5T S HEL, B AT BY7|er AEL Hte s A
A% Vs dWAA AL, e BAS FF S, e vl PR AFsk BUH ARUAM ol
U Ade Be BAS Bsb Pelehs b 9w o] WHES FAH HAS ololdEleE AnA Sl

& =Es9lth

A, 7 AEENS S A% P oA AP A, BRESS o malels Lajel ulglE EAl] 29
o pulAsle] AN SIS FEE 5 i POl it gU Ade B 4uASTe) A e 4 9
A SR ol @AY F 4MAel MZASS 1 HAE RSB wSo] Uil ik 44 ARUE B8
gEdgolt A /HAT e AEE dajol] HASE B 3 T FYS BASS} 2ulASe] AES ofTol
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