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2015). 53], HWE9] 39 MES A= o=
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$ WAE B el Aget v ARuAlel A
o2 d#fA I thOkazaki & Taylor, 2013).
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1. OHEHAHIYS SHut FHL4e

=M AR Fars} AlYe] ol AlE, ARl
e 3ilel dist FauE T3eke AYds geith
(Business Dictionary, nba). Jl=HAIYolZk= $ofi=
20003 1€ SiAY 71ol2El7 | ~(Anthony Giallourakis)
of oaf Alzelz A= e, 2001d Lleoloj= 3t
#](Wired Magazine) QUETHl A1 0] ARl 2 9]%]
(Jargon Watch)©ll 4=7H%| I thwikipedia, n.d.). o=
AYE AlFel gt Fu, #4 F5, I IS
QAsl Fare 33”01] Ae] 725 HEs Zlow

ZHAR] AP A &2 A=t FE Y Aleat 7
A w3 7T—J—6]’O:](GW0T1, 2015) “3E& AN

I AEA WAE FAehs VY A 2k ]t Moon
et al,, 2015). S HHAE S Farel 2] 2eRle|
A Fae avAEelA g ARE B =4
FrEstt A= 7] 2 stk SEA R o EH A
H|2=9] Aol o5k A Hojw AldE Fal
AT AEE oA FssiA b 4 Qlck TRk
Sk FofellA AlY @A A8 Aoln|v Aol
(gamification), 7]°57J 71 (serious game), A ™7}

Z~(game mechanics), H¢J|o](fun ware), o] =HEQ]
HE (advertainment), B #1T] = &> (branded contents)
SO % tpesAl B ar Altk(Lee, 2011). oH=H 7
A2 I AY ol F1E FYdste] BoF=
Al Ul 3F 3l (in-game advertising) 2} F1Lel A2
FAE AEohz fEHAY O R ERETHSeo &
Chae, 2016).

NEMAYE A dFoE AU 742
A% AR, Schell(2008) ™|7F<] 2~ (mechanics),
oo}|(story), ™12 74 (aesthetics), 7]<=(technology)
2 TE3FIt) Hunicke et al.(2004) H|7FH A, o}
o] 9] *~(dynamics), 7|7 A E F-E510] MDA =
2] A (framework) = 2 | 8F8 AT} Schell(2008) 2]

[o

AL Al ARA 2] A A4S 5319931, Hunicke
et al.2004)9] TS AYNY FAHLAE AY ¢
Aoy gl EFololE FEsto] ols A Atole

Ao AY A LAE ek 3

H7b A= A A T E2E ]E—E 7%
A A A AR 54 S freshed )
A A, AAE, HTRE S5 ARS-Etk(Moon et
al,, 2015). o= Ao A 4w AlY

HZP A2 Q3| k= ARSAR] L AR
Sk et S Aol 9 e aeS S8l =4,
B, A, 99 B A SRR 8E A
O ’H(Gwon, 2015) TrJ’d quAﬁ Ay 5 2243
clefe 5432 olzio] 1 olchHam, 2007, ¥
A AN AA} =l AP IEe T
a2 Al 9%, 83 T B dohEe va
T} McGonigal2011)2- 7193] 7+ 2425 5:3%(goal),
T2 (rule), 3] =1 A]~El(feedback system), A2
o] (voluntary participation)®] 47142 H.QkT}.

Park(2006)2 A%} T4 245 UE|Ho] X (interface),
QTE @A (interection), ZEI=E HGkTh QI Ho] A
E AZH o= A WA olvlAE Tt A}
BAke] el el Y=
o QAR Bl e, T2la viekE
& 52 ok, AdEHAES AR A4 =

WAz Eelolsh el el Wt 3l
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Table 1. Elements of game.

Researcher Game components
Schell(2008) mechanics, story, aesthetics, technology
Hunicke et al.(2004) mechanics, dynamics, aesthetics,
McGonigal(2011) goal, rule, feedback system, voluntary participation
Park(2006) interface, interaction, contents

Table 2. Advergame components.

Advergame components Details
HAE Q4 A= AEQn A9 T e ® 5
B 23, B ARE B g7)x], 2= sEE
QIE|Flo] AR 24 glojoks, Efo|xaeu], He, wERE
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Mo do
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2. B8l = ojo|dIE[E|
BRl=E Al AL 52 w7} Aol

AHEsHE 553 o]Folvt A= AgAltt
(Business Dictionary, n.d.b). o}o|RIEJE]gE APd A ©
2 QA, 9, =AM, rAMd ] rigitt 1
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Aaker(1996)= HWE ofo]dIE|E]RE mAo] %}
AL Bi=e] Zdshs AAERA 7190l =St
Ak frAsloF sz A% om|A €] Hgtolet 42

Aok T wEE wEE B 2
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Figure 1. Research progress management procedures.
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1) Fo]H]%: Endless runner
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ARk Ade] 27] shd F3tell <Figure
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Table 4. Louis Vuitton endless runner.

Louis Vuitton endless runner

- 8bit AEZ, &g A AY

HA= e Aefel= | g
oAl 92 dloloky |- S ARS EEE A T

- Folulg med, 2uld 23 B

an

HAXE - ZolE 2E7), A4 29E

- 712

Figure 2. Endless runner.
From Louis Vuitton. (2019).
https://kr louisvuitton.com

EHRINE 94

- 9

Table 5. Chanel lovely game.

Chanel lovely game

TR = A

.

Ho 7 OJE]H A
BRI I EE I e
e o dolots. |- AP HAES] Ak Ao w P Lol

- AR obAe) A

- AP O] ofolg)

Figure 3. Chanel lovely game.

From Zack. (2011).

https://www.maxitendance.
com
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dest A RS 7P vk shdell= Al
2], Hhbar), A7) thalel ARDE] A olwAE
RojEnh Aol vrew HAL MAMY S
/NSt el e JRE AlFdrh ARd of

THAY T84 4 A= <Table 5>9F 2tk

3) Zt BFAHE: The Karl Lagerfeld video game
7+ 217 E(The Karl Lagerfeld)] 79 <Figure
4>8} o] Z+ e E ] JEE 7} S8t A
El7} 2231 Q) AZEkaE B]E Aol A
eV} e o Hby] wlEe] Aaeks
T A HJA ot ASws sE A

A3t A F3s) ExgE AE deds] =4
= A=dith Ae BxE sk f3 del
AdEehs s ¥ E7]57](Tokidoki) <1

H

= 22548 218 FTH(Reagan,

2013). ZF HAANE o=WAIY FAL A B4 4
= <Table 6>} 2t}

4) vlZF 7+ EPAZEE: Maison Karl Lagerfeld
game

w1 2 2PARE A9l 2020 1, 2~9)(Smack)
o] A|2gt bit FIER AlQJolct. Z#|o] WA 7]
& Hil(Pac-Man) 7113} FLatet. Hul Alglel &
dehs e il 2 BARES] viEE HE
(Choupette)”} THE 7HE=H-E] Aobd7] S8l 2 51
¢l(Karl Koin)o|2h= BHEE A= thefst o}
o]&l& wolof girh A%l <Figure 5>9}F 2o A
718 712](Rue Saint Guillaume) 21'H =]l z}2] 3t 7+
SHE EARS] RS Tl QIthKarl Lagerfeld,
nd). ZHEh, 7, ASEks, 75, 27, SHES] dA|
Ag] ofolglE wojok it} 7hsgh W-e- 2] Al (pixel)
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Table 6. The Karl Lagerfeld: | want Karl’s glasses.

The Karl Lagerfeld: I want Karl’s glasses

- 8bit 7N Al
2Ac 7 QIE|H|o| A - X obd Hl= 3E 2000(0ptic 2000)
Alstol Maeks 9
] -z A
) <} ©
ARl @2 glojols _ 7 e A
12 - AgEks
qEAE 9Ah A1rE - AgEks "))
Figure 4. Karl Lagerfeld. oA - Ageks 85
From Reagan. (2013). —
http://luxurylaunches.com A2l
JdEJEHIHE Q4 7} gARAE Fg
B - A e B9 98

Table 7. Maison The Karl Lagerfeld.

Maison The Karl Lagerfeld

- 8bit Pac-man 29| olAlo|= Al
ERIE Qlefsol s |- 27 ulgpe] SN 7 epAAE BAL AF ofm)A
MAISON KARL LAGERFELD - UH;(()]- HO]-% TorE
CRAR 7 g AAE Al 9y el ofu|x|
5 " o o - = 2— =2 0 il
a3t L s AR | o ol
| |
PPRE = Naas ax W - Fplle}, 7, ek, 1, 27, shEe] el
o e olo] &l
Figure 5. Maison Karl AAE YrE - | E ), ololEl 427
Lagerfeld game. - - o
From Karl Lagerfeld. (n.d.). ik ik - 250
https://milled.com
e -
AdEEJIHE 24 HHE o E
e - 7 EEE B4 A A wE

& Holok k= AP o 4 gpAdES] A e
A3} weket 4= QItH“Now You Can Play”, 2020). ™|
T 7 HAME =AY LA A A

<Table 7>7} 7t}

5) olZm|2: Hermés H-pitchhh

o 2| A (Hermes) of=H AN A5l o
o Wx7|2 Z#o]ojx= HAHhorseshoe)S ©A 35
7Ne] o2 v HEd s vy 9% 5y
AE AYoIthRetail Asia, 2018). FEFZ QI
Azt |JA27] Ads vAE AYdew 7HA s} vkt

AZAE ol =Zel20] AT Aol ABHE

i3
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H
R e U EC ]

= ) sh
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-2 A9 <Figure

37 = = = o) I~
o] Fel=5 AP

g dsiginh o 2H s of

=
TAL A B4 Av= <Table 8>3 7t}

x2
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Table 8. Hermes H-pitchhh.

Hermeés H-pitchhh
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Table 9. Gucci bee and Gucci ace.

Gucci bee and Gucci ace

Figure 7. Gucci bee and Gucci ace.

From Brain. (2019).
https://www.hypebeast.com
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Table 10. Burberry B bounce.
Burberry B bounce
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Table 11. Dior treasure hunt balloon game.

s
Jloon game

Figure 9. Dior’s balloon game.
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From Zheng. (2018).
https://jingdaily.com
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Table 12. Fendi ways to Rome.

Fendi ways to Rome
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Table 13. Hugo Boss gift-hunting game.

Hugo Boss gift-hunting game
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Table 14. Connectivity between advergame and brand.
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Abstract

This study aims to expand fashion brand identity utilizing an advergame. The study collected advergames provided
by overseas luxury fashion brands and analyzed how they expressed brand identities and connected them to the games.
As for the research method, advergames provided by famous overseas luxury fashion brands were collected to analyze
their constituents, and an in-depth interview was conducted on the brand identities of the advergames. The results
of the analysis are as follows. First, the constituents of advergames include the brand elements, interfaces, interactions,
and contents added to the constituents of games. Second, the advergames provided by luxury brands suggest the
games controlled simply, which can easily be approached by consumers in various age groups, or games that
combined brand characters and images with the universal games in already well-known forms. They attempted a shift
to familiar and casual images, breaking from the brand traditionality. They emphasized brand images or characters
rather than the products of fashion brands. Third, as a result of the analysis of the connectivity between advergames
and brands, the brands that delivered product information were Chanel and Burberry. The brand that provided
experiences about its culture or value system was Hermes, and the brands in which customers formed the relationships
with the brands, and the online and offline connection was achieved by projecting and expressing their personalities
through games were Gucci and Karl Lagerfeld. All brands used visual images to increase associations and favorable
impressions about logos or symbols; however, Louis Vuitton provided games that gave instant fun rather than visual
connection, and Dior utilized online and offline games as connection marketing to induce visitation to the shops. To
broaden the point of contact with Millennial Generation and Generation Z that are accustomed to mobile devices,
they provided practical services that could induce participation and make customers enjoy leisure rather than
exhibitory advertising, breaking from the offline marketing method aiming at the older generation. Contrary to fashion
which only brings static images into relief as a trend embodying character or style, the shift to a dynamic image
for the individual’s tendency and activity aspects through the connection to advergame in the digital age would bring
about fashion brands’ expansion to the online game scope. Luxury fashion brands’ utilization of advergames allows
them to expand their brand identities online as a strategy to increase brand loyalty using games and maintain

customers by providing services for customers with high loyalty at the same time.

Key words : luxury fashion, fashion brands, brand identity, advergames






