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Kwon and Shin(2006) : 3o Ut HE 99 S TaEo], oAt HAEo]
= e 015 AL, Foleld T4 AE,
Lee(2011) 25 faEeelrt el iee] A I i]m QE]FJ] E]HU]-—%N A%
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S PES AEE A G W 2u )l 2R BE IR VM A3 A
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Abstract

This study is to apply the storytelling, which is widely used as an emotional communication strategy to consumers
in various fields, to the visual merchandising(VM), and was conducted to derive strategic VM types from the marketing
point of view. For the methods of research, we analyzed the advanced research, utilizing storytelling in fields relevant
to VM, synthetically, and deducted the strategy and type of fashion VM, and conducted the practical case study,
on the basis of show window, via professional group. As a result of research, the storytelling types of fashion VM
was classified into three types such as ‘fact-based type storytelling’, ‘corrected-processing type storytelling” and ‘creative
type storytelling.” ‘Fact-based type storytelling’, the first type, is the type to apply the feature of goods or general
situation, as it is, and to connect into purchasing via realistic direction. It consisted of a symbolic direction, emphasizing
the feature of goods, directing realistically, or utilizing brand logo, intrinsic pattern, or slogan, etc. The second type
is the ‘corrected-processing type storytelling’, to add sensitive composition for various situations for goods or formation
of sympathy, to express the atmospheric direction, stimulating the purchasing mentality of consumers in person and
putting value into goods, and to express the intentional expectation for goods, use, effect, and trend, etc. Thus, it
leads to an informational direction to suggest the life style for customers. ‘Creative type storytelling’, the final type,
is expressed as a supernatural direction to induce to purchase the world of desire and imagination for consumers,
by expressing dramatic feeling, not bound by an imaginative direction, focused on fun and interest, and special style.
Via this study, we figured out that fashion VM can be strategized by applying the concept of storytelling, and the
type can be classified into three types from the marketing point of view.

Key words : visual merchandising, storytelling, emotional marketing, fashion store, show window



