A Study on Constructing a Branding Strategy through

Character Development of a Fashion Brand

Currently the industry related with character are
spotted on as a higher-value-added industry. There is
no one who deny that brand in itself is positioned on
the central capacity of the general business due to the
changing market circumstance.

Character as a means of a branding strategy of an
enterprise 1s not simply a design element but also a
kind of brand. It has a potentiality of being widely
usable across the industries as 'One Source Multi
Use'.

Unification of the images of an enterprise through
developing its character is one of the most important
strategies for public relations in 21C. And lots of
fashion brands also develop and use its own images
and they go ahead with a strategy of letting brand and
fashion associated with each other simultaneously.

This study purposes to present a new business
model for making a 'brand personality' with a case of
character development of a young casual brand 'Club
Cocoa' which Leman Co., Ltd proceeded as a part of
Design Renovation Project in 2005.

The course of character development reflected
the basic concept of brand and goods awareness
acquired by a questionary survey on purchasing
customers. It focused on leading 'visual percep-
tion' between a brand and customer based on
customer's experience. And the followings are the
results of the survey.

1. The Keywords associated with Club Cocoa
are like these: 'active', 'lively', ‘feminine’, 'sexy'.

2. The images associated with Club Cocoa are
those which are analogically inferred by brand
name; ‘seashore', tropical regions', 'bikini".

3. The things which can take the place of
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Club Cocoa includes 'coconut|, 'cat, ‘butterfly’,
'star', and character development proceeded by
choosing the word ‘cat, which has the images of
being feminine, vivid, bright.

The tools for Character Development are used
3D graphic and 2D graphic. On developing char-
acter, the emphasis lay on a view of its multi-
lateral usages and of the most likeliness to mer-
chandize it, when it is linked on the web sites.

Like the above, as the market nears saturation,
character development in the fashion brands is
proved to be able to play a strategic role of dif-
ferentiating from the other brands and of re-
inforcing customer's perceptual impetus for
customers. And It can be used for a branding
strategy for constructing a online community.

The significance of brand development is to
form on-line communities; to lead customers to
continuously visit and participate ; to reconsider
brand awareness; to revitalize a merchandising ;
and to stand a good chance of reconsideration of
brand awareness, revitahization of a merchandis-
ing and multilateral tie-up and public relations

for foreign buyers and customers.
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