S AT 2RQ1E S| %] A18E 4% http://dx.doi.org/10.18652/2018.18.4.8
Journal of Fashion Design
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T BT

@S] B} ool 1 Ade 34
o) Aol F2 AU VMD(visual

merchandising)= B =9] 712 ¢} A4S #2435}
Al ] 12 5 1 e e
QAo glom, E3HAQl vHA"

(Intergrated Marketing Communication: IMC)<] %}l"é
o7 Qo] T FEkar gtk

Z T VR(virtual reality), AR(augmented reality)<]
QFaFel] Fjo] ezl wigS AldshE ekl
el &/ds), 18] QRIS AdAl delA
2Bl Al BYE olojd = LS Alo|HEit
= AABIE staL, delud Aldhe] 7kx] st
o} 24 wtjoie] g 2] ] sdo] Walst
o B2 =M BA=TE 2ERl WS AlEketod
oA FHAY 4 cHEAQ] Zgu|d s
O = WSKKim, 2018)5taL Stk o] ofmjeA
kel vl VMDE B 11 FollA = 53] vp
(Visual Presentation):= "1 &Ju]& o2 & o3}
thal & 4= Qleh H VMDE U 5§ o]wA]
’—77"1‘0—?‘—1?1 HAAE FohEA AnlAEd &
gk AFyAlA s ska ik 53] VMD

% VP vHAIR I ofl2e] ol Huss o
FrowA BT ololdlEElE AZHAoR |
S 24417100 Qlo] mAlg o] EXIE w3}
SoME I FoAe dE FAEY shal 9tk

FO Fr

ot nd 2
ox Mo _>L

A9, 242 AARAEE HAE 16 Y
9 nhlY A2k Folo] ASHoR nAFS
el Lhorhar Qlom, AnlAlgs dulae) &

Foll #-g3H vhIY ARUANA ke A}
S 9 AN AU TR BYe) 43
MME PAE WA g ek eMe s
Aol AL A PAE e 5 Gl el

2n) EES] Wskgh 0SS,
aea HME] B=e] fEAde ol g
2] ARAY] thEst dd T 1 UIeR
o oh;].

uEhA] £ Ags vHAIR AU Al el
QoA BHHlEo] ofo|dlE|E] S g&8A o7 g3
o] a3} ovAlefl Ayt glom S= A
Al A%AQ iEE olTolon Y A
7 AHEAE F ARUES FHOE VMDA
UERd VPO AZHP S BAete] M el wn
A9 VPEYS EESH: S BHOR S9ir,

ofgldt A HMe] BAlEE AFohs
HHEEo] Uolrjok & Wikl vle) ek 919
ARE fgsl 482 5 3 ZolH, gMY
BAE0] VMDPHAY ks 913 7]1z2As7t 2
T & Zlolth

)4

2. A9l LS H U

o] A7 Y& 9 WS vt Atk

AA, gAe] PAEA=e] g 2 F3t g

31 VMDS} VPE] Aol tfste] 1ot

A, GAE SRS BlE AAE 9t
AAAZ 788t TForbes; 7} 2018 X793 2017
Forbes The World’s Most Valuable Brands’ ol 4] B#l=
= 3Gt o] 100t BA=e] A A o=
AT e 2] (uxary) ol S8k FhE e = 9
“d3I3ATt. "Forbes; 1000 Hh=o] &3l EAE]
BA=E F 67 B =(Louis Vuitton, HERMES,
GUCCL, Cartier, Rolex, CHANEL)31 ., ©] 5 o] ¥+
VMD7} UERt A sdEdi=E F a7l 2=
(Louis Vuitton, HERMES, GUCCI, CHANEL)Z %4
ek Mol &at F2 B %H':h xﬂ?ﬂ 7} vpge]
VMD7} 47 - 3EE3E 0] 913, HE nhAlY
e oib] VMD FA1E-9] HlvOl Frh= Zlo]
E7o]lt.
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Table 1 4=l o E 9 o|o|x| #
<=4 Ha= W3 HAH QIEIY el
#15 FolulE 15 10 45 70
#35 o 2uj| 2~ 13 15 2 70
#36 T 16 13 41 70
#87 APl 12 13 45 70
- A 56 51 173 280

AR, 2d73e M2 S dBA=e) v vp ojv]
A5 skl dullE 915t o] vMmDell et
@ VP T L gaEde] FHCE sl
), AR = AYAFE A FHS A 29
Bhz Wz QEleIA ARLS RIS WS B
B3l3it. 2018 79 2190014 108 79714 Mt
m}a} #efe] wgkdst WAH VMDS) VPE A

Fotalar, A4 Fshs ol Zhs 494, Al
TH B S wlAsh] Slste] cHHdTARIER
1Y\ (http://retaildesignblog.net)’ ol AA1E AE| A}
X‘X}Ei FHsl eHduARIEZ I 9

Av|2Z o]k v TR, AR, Y, 49l
& Ak, VMD 5 #AD 2lEde] wig AR Al
%= Ao Eolt) 4712] BalEolA 38749 AR
& SR3t0] A7, IHRAF Bt 1217 VMDAF
A 2919] 54 2Jlell whek Ve @ ] Aol

off A, EAPY % &A% Gesk 247 A
Ao 7 eEpd g2 ZF nacEE 7034 2] AR
= skl T 28070 ARE HE Al
<Table 1> 1+ 17l ARG 2} sipdBRI= 1 o]y
A 55 v glck

P, SR AR BMe Shanas
VMDel| 9%F VPE Auhlg, HaW, A%
ez FRsto] VPe] AW HAlalsich

thiA, eMe SiEAse] vMmpel ekt
VP AFIRY BAE EOjR VP SAE v
B3c.

i

II. o]

¢
ko)
K

1. HME| jHEHE

grg] Q] AR A Qu]E cBIle] IEAYI &
3}Z2’(Naver encyclopedia of knowledge, 2016)°]
o, YA BiRsety sk Ao s 5414
QL AoR nAA FIHAQ) o AL
A& AARe BllEo]d, 1 AlErelA] AL
A3 Hso|n FAAY A&Hn], oA Blo
H¥H= SRAY, AnakEolAl oS
olaL AAAR] TS F= HWAZ(Miche &
Gerald, 2007/2012)2}1. & 4= 9tk

olgfet gl Bt Akel A

mmwo

%%.TL %h y,_H}\ijaI:._E_. x]i]t‘s]—x;]-

Michel and Gerald(2007/2012)¢]] ¢&b4, 1 oj®
BHE FHT wige] ARYAeld gl A
4= glom, mEge AES HAAIsH= o]
welol Al BE) Zhy Qi oy 74 Bd
o] A& 5= e I ks vs A
2 23k F7) wjfo] BAze )3t Hrjke]
ARE A& 4 9la YA 1A AMu|Art o]F

g

oA vk ugee AEsch T,

?T‘

o mlo

3]
A=

- 133 —



St2ojMC|xIQI5tS|X| H18 45 (2018.12)

SR ARUAC QoA wi AT Aol

o B Az, i ARUACIAA )

A % St v e Ul @A

2] AelNE dEle A CAZdels B
]_

star FHlsky] Sl 8 Cdsrke a8stha,
A

A A el e AEes FAl] gAe)
Slal hfet vk Ol el sk A
2 Bl ool AR tlaZdol A1F

daret & 9l EQEEUr EXE 9 ZE o
8 sirty w1z ok =, YAe naso] A
FruAe1 e lejAl VMDE] VPIEo] tHE A
o] BAEWY o SHs] otk S 7
skl Tk

uhebA], AT B HAETE JAkel dFo] 9l
o A 11 ol T g AlgtE s 9J%t
3|23 E g R 3 fHardsEy & 5 9lo
], gAE dHEANEE Y A Aol el
UoJA BF 18] B Hlsle] Q&g tAE

gol7t g dds drhs e & 5 qltk

Table 2. ZEATL MES 7t 74A] A& 2017

o] Ao oJabH, HAT zpilold HAE A4
% (loyalty), B#= Q1% % (awareness), X1ZtE F2
(perceived quality), B = 17 ]| X](associations),
71e} S84l Bl 2PiKbrand asset)S 1 T3
2247 B Quh T3 Goh et al.(2012)°] 2E}H,
HAE 2Rk HAEE M2l el oo
2 B3 I 7HE Frlelek stk dHelA 5
geh gojoln], &AL T AR] HAME Aiks
Zt= Blto] ois ApHEAQl 9g-S frdaktl
I 2PEAR) Gy s Aptegkal ¥hs]aL gl
on o] Ho] F FERRE HWT 93| A
woll 71 FrpAPetar gejsta ik
Jung(2014)ell Jakd, BRl== ofejgh ARiby
7EA] glef] QIAIA SHAME % 4 T U=
HA=E 142 7Hx|= &H|A} Q) =
sk ARUAleld S A= H}ﬂla P&
/ﬂ:'_x-l 3%7& o=z Z] ?1 }_, 7}-;(]2 \:ﬂ- ]_1;]_' :7_31
bg BHEE AR AR 7HAE dolAE oy
A 7125 Atk o] ojuA= Ax HAEE
ok 2Bk AFUAleld e A 247t Fvkar st
=
o]g} & HAE 7HE A A or et
0 F = ¥ H A (Forbes) 2} Q1E] .3 =(Interbrand)
O3:E gt 71 714 Sl 1000 Bl
7@ Blo] Wbzl Qv the <Table 2> 1|59
A "Forbes; 7} 417 3 20174 =='4 100]]

= AR M el ok Halset

(o]

32

[r

Og[ r
|
_Q

o

A

>
A

I
e

22 1000 BEHE

%9 Hy= BAE 714 A
#15 Folu|E $33.6 B gAe]
#35 o 2w~ $153 B Hael
#36 A $149 B B
#59 7h= o $10.6 B gxz]
#71 RS $93 B ek
#87 AR $80B YA

Adapted from The World's Most Valuable Brands. (n.d.).
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BA=9] 7EXE YRz itk 100t BA= olofji=
0192 (apparel), &M ) (wxury), 211 retail) 5 T
3 21 indisty) HF2 BRe Bl BREo] 9k

3. VMD&} VP Qi&ttH

VMDER= §01= 1976 vl A @37 U3
Sk A oA frefsSinh Bl visual) 3} HEA o]
7 (merchandising) ] /o= Fgo|gh= a3t
= THOE AIZA 3 el 7125 A7 g
olF A% TAA S5 BT A 5, vl
o A E L el Sol7h= AR Al
ol Wit wipe] i, o gV, vl Al2le]
A2 AR Fal ] Ale e o2k
HPE ofo|GIEIE|(BL brand Identity), ¥ o} HIE]
E|(SI, store identity)E AH|AFl 7] ZFAA|717] §J8H

TFAHolr FAFQ T A ov|shz Ao E
(Lee

&S U= Fa8 o
2016). T3, oA S
Al, YAR], AE7HA] T AE718E FdPegler,
20113k Itk VMDA MP(Merchandise Presentation)
AEL AEAAE Ko IP(Item Presentation),
HE5TF] Yoz RS PP(Point of Sales
Presentation), ©|7]%] 5412] VPZ W) 53], VP
el gt 2njte] S71AE ASA7)AL, wE o]
HXE ks dge gt} F, vbdS 23Ut
= 2R APAE B, S olFe] Yol AHRk

Table 3. VP o4&ttt

i 54
Ha= 71903 BAl=e YA, o)A T& ¥
Ed= + AR, 2A|, 2E] A
A8 —
A A A= AR 29
FER < W A 54, 7H 59 AH e
oln|#| o e, euA| SE dgslo] A Ym0l Agel F¢
« 2paskE o o)A P&
< B S A
I HE o A AR IS Folet Aty
e e s e e e e e R Bt )
tzZol Y AE | - AU, WY, 899, 49
ARRLE « A31AQl AR a4
¢« i R wEeE 1Y
ke R D
< X7 Ao R Edm gk gl 2 § et 27
e < 1Y, ol S tol §84 e ¥ Aol 71
whes + Ellmpel] whE i o] W7} sl ow golg
£9L P » 5HE o Qe AER A ke
A4 « 2, AF AF UF AT B
Rl = o R R 1o
+ AAge] dtiFow w2 A
opolas g e B3 ek e -
B o AbBellA ATE 4 Qlon® tefet A% Wk At vhs

Adapted from Lee and Han. (2013). p. 142.
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7} g ~OVW e BRI Ak E S
AAEE o QA friesks SEoltk whebA Ak
APdo] Ag g HH% o9l Q1910 2 eE R
afo] el Solrx] Alde] Wi 20 A Fa%
VPE7oZ Allel &S 19t AlZle] 27 ETHLee
& Han, 2013). VP2 A&l 3lolA] Lee and
Han013)& B ofu]x), B, A2, sahig,
AEARE FAEE AUt P AEE 2|
whE T, 78]a vPel FRH e mhE s
HEZ 319 0m, Jang(2018)= A ¥} A&7,
Eiae R Ll =B B R = e B = i s
o, Kim, Y. M(2016)2- 171774, Aejde], 2L
% TOE TREBISIE o] F ofE] ARelA] AAH
2 24 3l Lee and Hn013)°]] 23 AZHH
I vxFee] 3 FEstel, offl <Table 3>7}
o] vpPe] AFWHE AUl 8o vy, 1Ex
SAEYPHE FEate] AT, AF-EAES
T3 22

gAE] daBAE=e] vMDel et VPE A
U, 2, 2E FEE HEste] dixel
H|A & <Table 4>9} o] Alstal, 7} B9
VP AEWHE BT

1. ELY

00

VMDA VPE 3o Bal=e] Aol
71919] olujx| & Hgslr) %HH% F7 BI=
2 B v59] Y 55 F83 7Hol
AEH o7 713 Wol ﬁOIb AZHHo )

FolulEE 19417] 2 oJ8g 7oA E3
o o, =W, A7k, o AT o=

Sgslo] A2e BY HBAR Ao 2
wH =0l LA} VAL @B ¥ A 2 et
25 Z23F olu|A|glste] vl <Figure 1>°]4}
2% AF0T AMeta, AARIE v B
| 7oiE S8y FRa9 sdow Abgst
7% she, s el 28 2a iy eyt
Adsto] &l HHS FAs] % sl BiE
o] 814 ofoldElElE veRfa ik FolulEe)
ANz7F ® oals Az Egn <Figure 5>=

Leflteol A F-zhste] vERd o 24 VpellA B
A=) AAde AskA vl Sl w2 VP
AZA o3 EARS HEEZE kal Qlrk
VPA LERYoF s ER= <Figure 9>9} 39
A8 AldFe] Qi dEE HolFe taEd
o] <Figure 13>°] ZA&}1 ‘ilﬁﬂi, ojHE 4l Y
A EEL BEYE, 71 g
g ek g,

ol=ul it 104)7] 2 wlgE} weka A%
3 gz A Helo] AL o), TR, B, A
AP, W] B rieke AFERIS A5l 9
L 150d0] U= AES sl ZgAs HEH
WSolt}, ma=o] el F34 <Figure 2>

2 tepsbl F83tel mAse] A sl
aa glow], VPRlEe] QlofHiE Faae] AlE
LEAE Wo| &8sta Qo) &3 VP dEA
Fomt Wi TEES oA DA
<Figure 6>2] FEIE &35 tfet A& Bl
o] AP 7Lo];\]7]J—r_ 7323k olo|dIE]E] =
Aoz YL glom, #HAl
10>5 =3y %E‘r.

TA= 1900 H] = o]gE]ofellA] Alsto], 7}
F49e 1A 19949 FA 3k ez Drds)
ebgat MM S ALt
ot Ale 9]%, A=, A, G, Ak

theket AlE-S ARolar glorn g Bl

5 o
& tpaska Qs olgelole] tlEAQ BE v

I~

2

Ed= <Figure

- 136 —
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L glom, zﬂ/aﬂ_/zﬂ,l AEF}O)Z <Figure
LA ZetE BEE diEsith 72 <Figure
7> o] thABHeRe FEE VRO E R
A% VPE AUleto] et SAEl)

ehs AFskar Ak 74 2 54 (Guccio Gucci)
£ YehlE GGEILE AMESH thakst AlEE9]

ey} 23 FEH &fo] o7 HAE9 YA
A& AESEA BEsA wdsta vk g
2 AR ~EF <Figure 11> g3
3 %om Agdxe E%{E LﬂO] ol9lel= tHE
oM BT IFA

N
3
|z
o
1

| Apd)(Gabrielle Chanel)S A2
o7, 0] AT AR Bt 7 epARE
(Karl Lagerfeld)ol] 2J&fl Al&%ar ok oS =
240 2R Azl FEdel BaTg oA
Ao T ARGEA] A ALAE ] Ao
2 ST BAE 5Lt 5 FHolHo|y F
A=A Fide] Bilzolt) Apdle] Abgdel 214
7 AR BAEe] A
ujgolu} AES Woldyz Salgslo|EE o]
ARgER, el WY ASAES BH9&slol
ER sto Bl=o] ddjd A s e =
Ul Q= A7 Bk wEsk v ‘”—‘.WW
2] &9 <Figure 4>5 5510 ARAS 2a7)
SHAl Ho|e= dAEFeu 2us ARES
¥ <Figure 8>3 £35l0] HA=o] NS
fﬂ% ok ARl VP ESIF] AdY B

A F7ohs AE ol EA= <Figure 12>9}
A4 <Figure 1457} TFE BATo] nlsjo] 24
Aog vehtar ik

o9} o], vpPe] M 8-S BA=o] FAA
I ERE, AEA, AR SHAA AT R,
BAE0] Aate}l A AkEE AHoR B

q
24
oFE 2u 9 A% AF 81 LHAE AN

b

(M B of

3 VP 9EE Bal=o HEky Ayl AAZH S
2 o]FoiX 1 Q&= oz ekt Eds=g)
AAZEEe dutB A =o)X Yep b= 50 2 e}

= =
L glor], FERRE A OR SehA o

3 AHA AR AdS gl
oevie At oluA7t EoE dEE

sta glou ojvxle] ¥ 2 HlgS FiL 3l

(Figure 16). Hl~&eo] 5o vl apuvhi=
AE ZAECUAE AF4ET LBEAZ Hgh

ek g FHskL Atk &

E‘r 7 % TOM olgar glow, Al FAlt

P

BN 7}7P HPQ wHUPE‘r sAlE Eeldozith
o] HHERETL ZAF VMDE A AlA] B
= UH%H 2AEE dIHOF TRl vk
oﬂeuﬂ/\h 3HD()1-}‘L 31'—7]»501]71] o].E 1;‘|eﬂE]_0_ =13
ZAX|(Uh, 2014), 3V E= 4P taZdol
AgS dEgorm 1% Fold mHAWAS
Fakar SlthFigure 20).

TRE AA AET oluz|7t &3t d=

<Figure 17>& 3FaL QLo oJv[AHUR= A5l

m
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Table 4. VP 1& ciEO|0|X]|.

T

b Ea B

BEEL sopmig

Figure 1. 24| 2A}2l, Figure 2, E2HE Figure 3. B E Figure 4. Apdel 21,
From Kim, Y. G. (2016). ARl M x| -Z= 2k ALEI ANz /3 = From Chanel window
http://www.yonhapnews. From Gu. (2016). /1%, display 2013, Jakarta.
co.kr https://www.fashionseoul. From Lee. (2018). (n.d.).
com hitp: //www.meconomynews. | - http://retaildesignblog.
com net

Hy=
A4

-

Figure 6. O} 8ES Figure 7. B E Figure 8. E1& A&
o|o|x|stst DAte| SHel | ME Mxl-ciaHelRal HELAES E8.
8. 2c, From Chanel windows 2014
From Hermes windows 2014|From Gucci flagship store 5th| Summer, Paris - France.
Fall, Milan - Italy. (n.d.). | Avenue New York. (n.d.). (n.d.).

http://retaildesignblog.net | http://retaildesignblog.net

http://retaildesignblog.net

Figure 5. 21 &&

Ak olHBEHF,

From Louis Vuitton -
Ostrich Windows, Bond

&
Street New York. (n.d.).
http://retaildesignblog.net

Figure 9. ERIEE ¥ 1. |Figure 10. EHEEH 2.|Figure 11. EHEEH 3.[Figure 12. EHEEH 4.
Photographed by the From Hermes window Photographed by the Photographed by the
displays Milan Italy. author. author.
(September 4, 2018). (September 1, 2018).

author.
(September 8, 2018). (n.d.).
http://retaildesignblog.net

B

Figure 14. A|IEMES 2,
Photographed by the

A8 N -
Figure 13. AIEMES 1.
Photographed by the
author. author.
(September 8, 2018). (July 31, 2018).
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Table 4. VP & cH®o|o|xX],

VP 2= =Rt A A A AR
S FolHlE ofl 2m 2 T Pl
LOUIS VUITTON
ol ||
/ﬁ?‘ﬁ\‘
] T Sl
AT B ‘ ‘
Figure 15. &&= Figure 16. &&= Figure 17. &&= Figure 18. A-EZ2|F
olo|x|7} E&tEl AHE 1.|o|o|x|7t EftE HE 2.[0|o|x[7} EEHE HAE 3. HE.
AJE From Louis Vuitton From Uh. (2014). From Gucci store Milan. Photographed by the
windows 2013, Toronto. [http://luxury.designhouse. (n.d.). author.
(n.d.). co.kr http://retaildesignblog.net| (September 1, 2018).
http://retaildesignblog.net
=
= Ea
Z2o]
A5
Figure 19. =44& Figure 20. &HAlS Figure 21, 2t My Figure 22. 2t &S
cAaZzo] ME. ClAaZzo] ME. c|AEe o] ME 1. clAEe o] ME 2.
From Louis Vuitton Bond |  Photographed by the |From Gucci windows 2013| Photographed by the
Street window displays, author. Autumn, Munich - author.
London. (n.d.). (September 4, 2018). Germany. (n.d.). (September 4, 2018).
http://retaildesignblog.net http://retaildesignblog.net
A1 E - - -
R - - - -
I - S - e -
Figure 23. 9H7Hets Figure 24, 27l4ts
LHPIE 1, LPIE 2,
Photographed by the  |From Gucci Windows 2015
author. Spring, Paris - France.
Aol 3y (September 1, 2018). (n.d.).
° http://retaildesignblog.net
UmN_
43 =
Figure 25. ®|2i& Figure 26. =2i& Figure 27. ®&i& Figure 28. ®[24 &
&PlE 1, LPE 2, LPlE 3 LT 4,
From Leah. (2015).  |From Hermes Windows 2015| From Gucci Christmas |From Chanel windows 2014
http://dfwstyledaily.com | Fall, London -UK. (n.d.). | windows, Paris. (n.d.). |Sunmer, Paris -France. (n.d.).
http://retaildesignblog.net | http: //retaildesignblog.net | http: //retaildesignblog.net
SFIRI=3 - - - -
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VP Characteristics in the VMD of Luxury Fashion Brands
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Abstract

The purpose of this study is to analyze the production method of VP directed to the VMD of the luxury fashion
brand which is succeeding in the image of luxury by efficiently utilizing the identity of the brand and to derive the
VP characteristic of the luxury fashion brand. As a research method, luxury fashion brands were selected from

MForbesy , 2017 Forbes The World’s Most Valuable Brands’, and the VPs directed to VMD were classified into
contents, expression methods, and showings. The results of this study are as follows: First, strategic management of
brand elements that visually show the history and the symbolic story of the brand has systematically appeared in
VP characteristics. It emphasizes directing props or objects that represent the history and tradition of the brand, or
emphasizes the brand’s distinctive identity by utilizing the brand’s unique color and constantly exposes the key
elements that lead to the brand association, thereby building brand associations and loyalty. Second, it introduces
cultural and artistic concepts to its own brand. It is a strategy to utilize the concept of culture and art to VP to
dilute the commercial intention and make the product that the consumer purchases may be recognized as a work
of art beyond one commodity. Third, it has an exclusive and overwhelming image characteristic to the public. It is
an exclusive strategy that is not friendly to the public because ceilings are created with highly closed space using
highly closed showrooms. The results of this study can be utilized as information for future directions of luxury brand
oriented brands, and can be applied to brand management with competitive brand through systematic brand planning.

Key words : VMD, VP, luxury fashion brand
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