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EQUILIBRIUM
Figure 1. Product Information. Figure 2. Gucci Equilibrium(1). Figure 3. Gucci Equilibrium(2).
From Gueci Website. (n.d.c). From Gucci Website. (n.d.d). From Gucci Instagram. (2018a).
https://www.gucci.com https://www.gucci.com http://www.instagram.com

Figure 4. 2019 Cruise Campaign(1). Figure 5. 2019 Cruise Campaign(2). Figure 6. 2019 Cruise Campaign(3).
From Gucci Website. (n.d.e). Captured by the author from Gucci Instagram. From Gucci Instagram. (2018b).
http://www.gucci.com (n.d.). http://www.instagram.com http://www.instagram.com/
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Figure 7. World by Martin Farr. Figure 8. Alessandro Michele(1). Figure 9. Alessandro Michele(2).

From Gucci Website. (n.d.f). From Gucci Website. (n.d.g). From Gucci Instagram. (2017a).
https://www.gucci.com/ https://www.gucci.com/ https://www.instagram.com

Figure 10. Brand Reputation. Figure 11. Etc Fashion Contents. Figure 12. Etc. Contents: The Artist is Present.
Captured by the author from Gucci Instagram. Captured by the author from Gucci Instagram. From Gucci Website. (n.d.h).
(n.d.). https://www.instagram.com (n.d.). https://www.instagram.com httos://www.gucci.com/
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Gucel

Figure 15. Gucci Web Interface.
From Gucci Online Site. (n.d.b).
https://www.gucci.com

Figure 13. Gucci Web Interface: main page. Figure 14. Gucci’s Instagram Interface(1). Figure 16. Gucci’s Instagram Interface(2).

From Gueci Online Site. (n.d.a).
https://www.gucci.com
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Captured by the author from Gucci Instagram.
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Table 2. The Types of New Media Fashion Contents and Characteristics Expressed in Gucci’s Instagram.

New Media Fashion Contents

Web Interface

Characteristics

Types
Ipe Contents Expression
Product . Ite?dslft.aciﬁcation
Information ?m emgn i
information
Brand * Corporate culture, * The division and
value to pursue, and | dynamic configuration
Culture L. Lo
long-term vision of fashion images
Season & f:rsnhl:in Sht(())we:nrcel:ss * The division and
Design paign p modularization of
season and design L
Concept fashion images
concept
* Reinterpretation of the| * Reorganization of
Fashion collection by fashion image by
Presentation collaborating with configuration of profile
magazine and artist image
« Pr - -
* Artists and directors, esethmg . pl.c ture.:
Brand . . . depicting the situation
. directly involved in R
Participant X and the product’s
product design R .
specific explanation
* Information on the * Creation by visual
Brand .. .
. brand related events and| connectivity using
Reputation .
the guests profile image
" Multiple or * Presenting a picture
Ect. uncategorized fashion €ap

contents

depicting the situation

* Expandable navigation

* Menu by visual
typification without
following the conceptual
framework of text

* Image-centric grid
system

* Layout by segmentation
and reconstruction of
images

* Regularized background
color and image form

* Postings in image format
in photo, short clip and
video format

1) Presence of fashion
contents
* Fashion presentation and
brand reputation by
updated in real time

2) Sensory-centric expression
* Image fragmentation and
information complexity
* Providing fashion
experience as aesthetic
experience through
sequence of images

3) The complexity of
information and
weakening the meaning
as fashion products
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An Analysis of New Media Fashion Contents in the Gucci

Instagram

Kim, Se Jin"

Lecturer, Dept. of Fashion Design, Sejong University”

Abstract

In the social media environment, the fashion brand is increasingly utilized as a communication channel for
constructing fashion brand identity. As the point where the fashion brand and the consumer meet, the web interface
becomes important as a space to provide a new fashion experience. The study focuses on Gucci, expanding its
influence on brand account of Instagram, increasingly utilized as a communication channel of fashion brand, and
compares and analyzes Gucci’s website and Instagram, This study aims to investigate the expressional aspect of brand
identity and to define the specificity of new media fashion contents expressed in the Instagram. The concept and
analysis framework were derived through literature review and empirical analysis was conducted. The results are as
follows. First, new media fashion contents from Gucci’s website and Instagram were classified according to types,
and as a result of comparison of distribution by types, the difference of concentration of new media fashion contents
was confirmed. Second, analyzing the web interface of Gucci’s website and Instagram showed a difference in the
way of expressing brand identity. Third, as a result of synthesizing the expressions and contents of new media fashion
contents expressed in Gucci’s Instagram, sensual-centered expression through image sequence, presence of fashion
contents, and the weakness of the product by the complexity of information were derived. The result implies
Instagram is a fashion medium with enhanced exhibitability, forms a brand identity through the provision of
multifaceted aesthetic experience for fashion, and builds a brand image with distance from the history of brand. This
study has the limitation of the scope as a specific brand. Meaningful results can be derived by follow-up studies
expanding the scope to other channels and analyzing the fashion contents from the perspective of mobile services.

Key words : Instagram, fashion media, brand identity, new media fashion contents, Gucci
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