Journal of the Korean Society
of Clothing and Textiles
Vol. 29, No. 2 (2005) p.267~278

RO

IAESE &L00 LIEKYE AlslEatA oldl
-01d 010IKIE SAe= -

F=3| - sl01
Seiysta o 5o

Socio-cultural Meanings in Advertisement of Fashion Luxury Products
- Focused on Women’s Images -

Sook-Hi Yang - Sooyeon Hahn

Dept. of Clothing & Textiles, Sookmyung Women's University
(2004. 7. 5. )

Abstract

Fashion luxury products, which used to mean high-quality, handcrafted not-so-trendy items, are
nowadays regarded as expensive fashion merchandise produced under the name of imported well-known
brands. People consuming fashion luxury products distinguish themselves from other people according to the
luxury fashion brands they are using, and as a result, advertisements of fashion luxury products are taken as a
kind of international language. The purpose of this study is to point out the socio-cultural meanings of
consuming fashion luxury products, by analyzing images shown in advertisements of fashion luxury products
focusing on women's images. To do so, this study is based on general theoretical background on fashion,
consumer culture and advertising and analyzes advertisements of fashion luxury products shown in fashion
magazines in recent three years. The result of this study is as follows; The images of the advertisements of
fashion luxury products could be categorized as (1) elegance, (2) kitsch and (3) fetish. Elegance is a taste of
high society, aesthetically chic and feminine. Fashion luxury products, which are merchandise of
extravagance, dignity, refinement, femininity and harmony, exhibit high-quality grace through their
advertisements. Kitsch represents the vulgar and popular images of trivial commodities of industrial society.
In the advertisement of fashion luxury product, it is shown as inappropriateness, excessiveness, stereotyped
pleasantness, exaggeration and playful satisfaction. Finally, fetish images represent erotic or perverted sexuality,
based on psychoanalytic fetishism which objects are regarded as substitute of sexual orgasm. The advertisements
of fashion luxury product are characterized as (1) popularization of luxury, (2) objectification of sex and body,
and (3) re-aesthetification of anti-aesthetics. The advertisements of fashion luxury products are actually targeted
to the middle class with successful career women's images. They objectify female bodies through fetishistic
images. Also, the deviant subcultural style, represented a new kind of cultural capital, is now reproduced as a
new commodity aesthetics.
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Table 1. Images used in advertisements of fashion luxury products.
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Fig. 2. Noblian, 2002, 9. Ralph Lauren, pp.127-28.
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Fig. 3. Vogue Korea, 2003, 5. Burberry, pp. 20-21.

Fig. 4. Korean Tattler, 2004, 3. Louis Vitton, p. 9.
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Fig. 5. Vogue Korea, 2003, 5. Louis Vitton, pp. 40-41.
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Fig. 6. Noblesse, 2003, 1. Lanvin, pp. 10-11

Fig. 7. Luxury, 2003, 8. Dior, pp. 4-5.

Fig. 8. Vogue Korea, 2003, 3. Gucci, pp. 64-65.



=

Moz o

0 LIERH ARBIZSHE oIl - 018 OI0IXIE S -

75

1)

agmg%@ﬂﬂﬂw% &
A, k48], 1998). L5 # o ZEXF KE
0101;\1 )\1-/}_]7(—10] 14)\} ] _,4 ])\1 134\011/} =13
ol FAE Aefe] AR ol g 95
L= A e g Bl OMEF vl =Y,
8 738ke) 71 AAHE F94
A48 E AF3h(HY }, 1989).

Mz HEA EQ oot &,

o] xjo] ti(o] e]

=3
Fie
9]

Jee

2 o mo n\o é
do
us
;Ni

@"‘J Aot HAuje] &
B olm|AE FHs A
’L*ﬂE FepBty F&Ee B A
YA Flold, FEHlLE
7hE aAe Z7HA AR T’ﬂ
3 9tk EF <Fig. 8> ¢

]°ﬂ o Ado] Awake Eﬂg-gr
ol X| & HojFETt.

3,85 LH|FCTHE HE 220 0[0[X|

714 %r

AR a4

AbE 4

Tk ol

1A 7+ *H)*%xﬂ%
& A A Fol 7]
o] elgsitial FAs et
2AY, °1]i Fu, =2
A}4le 501]*1 B g7)ud %74 3
Aled oz BELS v Z}XM A3 A AZ
A ete HEE EA% U= 740]4(2002/2003) %
T M= g Boko|x AH] HE FEE uole
80T e] &3 90T o] F HEAZS FAoR
A8 FFA 2 A H 22} $TH(Table 2).

1) Y 2| 244 FHet

(H A7 F
oy e ©Ald AFse #e AEF AR
£ (young urban professionals)2 24 3] o1} UFol+=

ZA & 3 AEH FAAE(young upwardly
mobile professionals)o] 2= v 2 Y5tk I+
AT OZ 1946304 1964 Ato] Efojd F7
wleju] & Altje|ut.

o 1EC] ke doll E4 4oy Ry v A
3 298 98] 23] =ggirh FNlE YRE
2 gl ol &o|i} TR} 722 ANTE EE oM

i o
AR E A% BAEE HEshe Age] Brh B

F

-273 -

3 vhgo) A48 WY A Eol7] Bol BE A
£ Ay e Fotsir YR AR MYz B
ol 27f22 F237% gt

£& 50dTish 909t 2 AN E] AHEHE B

[e]

4SS SHWFED HAE YO, e ol B
7b i, o B deist 9 2ae) oY, HEYo]
Qi olgeloht G F2 AT JuEL
Q48 Yol BAHNOE GHY AR AT T2
§7 A¥ETE HYo =5HE VEOMHEL
&, A%, 2002). O EE BE, LA AE, AE
Sol BaHoZ F7ksHA AVl AnEe bt 2
A 28 BASE ANRT 2 FAR) A
At o5 FEYES 2AY AHE A A

Aoz ghegith Bdsi date 2 7147
H AFE 8 AGA RS Yook sF=A Lolop
gk Aok S 22k o] Al A iale deH
ENE Aron I Aol Fi, A ARE
AE v2AY LA F= FHY JEolg W=
do] Y& AER(EAHZ, 2002), ITHOlAAL T8
AlBHaL Balg 940 BAR AMEFeEN By
9] ER 3 E(trophyism)S 55 M3 AF ) v
§ 2o o

QHREAZ

H B2 Bobos)x HIu|et FE=Fole] FLE 0F
o] g AUE ojEojrte MEL dEE AF
< wait), 60d ) BaEu|gtA el A3a FxA, 28

A g0 BEFolAel &b AHES T ZhE

oL Bahd AANS Fume Fel 4 A
Aol AAE 2% 88 FEdkE A28 715D,
& AR Atie] viste L2 Eo]th(Brooks, 2000/
2001).

F_B,

23 =9, oirhdg i, e
ﬁ}%tﬂ FFE 7122 e, ol
see 2o Be MES

uu 01»17} Lk Aol gy
i‘iﬂ}“‘ BHEAE f3& £7Hte
wr 2M)724g 7z 9l sl
e E]:Hi _,_g;].ﬂo] ;q/xl =X ;g 23} 4w
7t HR S0 Exolth MuAE ool 4F
v B3, oujRelzix ARE B3 @}

AvEo g MAL /Al o

#Jm -&

—1>

A=
=
z
w

AYHM e B3] RRAES fio] Haw|gt



76 8120178190 X Vol, 29 No. 2, 2005
Table 2. Subcultural groups related to the consumption of fashion luxury products
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1. M E&F Z300j LieHt
A&l 23t o|n|

1. AXIS| cf &5

Ao R = BEEEo] Hole ‘H
= 1980‘*‘“41 olF AMA TATY FH =,
A=E PE HA =] HYA712 gl

= PSRt /3% 2 AWE Al
2 2 th(Twitchell, 2003/2003). $-2
vzhe] A9 ﬂ} d oF A A WAL 7
3 FAA w9, a3 YA Y, Bas
g 58 A 71FEeR orle Mg 2EY 3

o A BE AR tiFst A4S o1

_E. rr E{H

E3] H2o 357t S e AHEFomlE
Z] Masstige, Mass+prestige) A3 71 AESES F
2 7Yt FAE v aFAe A

HEg A7) A8 ALY UHE BDA=E dvlske

Aoz, gF Feol F2l 715E WA

(‘

A

¥

vlzbe] M@ P&o] dIE FHE, AYEFSLS 23
ARl I=T Hxo] FtEL 91‘:}(“"‘“5 9]
‘Masstige” A BH] 2 821, 2004). A HE F o)A
ole) 3t kg wryslte] 7Ex| 4] 2|3k xpE s}
B B ol E AW F3LE HARo|X Ut HE
F3E oA AEsE A AREAE g2 A
B2 2410 AFAR] A ARE oA ovAE YA
oM dFe AAH UES A =T hFig. 9-11).
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Fig. 9. Noblesse, 2003, 5. St. John, pp. 12-13.

Fig. 10. Vogue Korea, 2003, 3. Marc Jacobs, p. 71

Fig. 11. Vogue Korea, 2003, 3. DKNY, pp. 12-13.

2. 93 LA AHESt

BEZjFEE “3F L BN 3AE A
e Ae ane e 22AD, ClZH A
Aujake AL el B Fsrols st
(1998). $71 kI ALSoIA 9] SARHE 4H 71&
=, IR e 715 HA Q) ARER 2L F
go} Abgro] Hrk. olH T AL HARH) 2ol
Zoteke WE) AE, THIE, HHALE Sol Foe
5ol SA=AIBolte BASHY 4 HES &
Hle] A goiol HTED Y WPk Rolr,
278 Fo AUASL AFo] mHstE A ol

o

!

L

-275-

Fig. 13. Noblesse, 2003, 12. Valentino, pp. 30-31.

Fig. 14. Vogue Korea, 2003, 3. Chanel, pp. 244-45.
v g SHEeka Bwbatn] WA ghet=d], o] W Far
o] FEE A olnjAE A= 715 FPA
oujE g3 Ut FdA G4 & FEle oy
R o]7] wjitol] FFE e, AR Be 75l #
IE 3k AEY 4FFR Sxde A gz
E75tr AFHoIAY G71-A omAE A4S
A e e A9-Eo] Bt 45 i ofn
A, AAIE oW A= oA AT AR Fo| Y
Har o}, ofe} Zo| Fad iepd B31A AAE
Lol A A B3I B0 olf ¥58 A%
FELBZAT ERTIRNE AYA Bk vE 2 A4E
she ojujA] &M AHELS FA Y HEhg FFA
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A A U ER BAE AL AEEE S B ol & HUEL] Y FIe o2y} ‘A olo] B9 F
a) AFAR] 9, & 2 1y 2EE U8 U sh2 A= sslEste deEel 2ede s
T EAE E g nle) sty 53 2AE o} #slxtEo g E’b‘ﬂﬂ"ﬂ 01‘25} Bl A= 80
H| o] AT Aggere A& &t <ollA A<l

z%%ww}(olow
1996). 53] 31X o= u@_aom AT o4
Hol 2eFoEe] FASAYG, 22U Tgs
& Aol Faole) elge) olul Az} stz

BURAUA $54, 54, 44 584 B

ﬁL

14101] A& AFHOE A= AAE HFH
SR glo] At 38t &, telold 7t
ol F& wold ol Ao BRoM AA L
glvje ool B Al Felg F7EAY ol
53 Aotk 2] oA A&, 1999)(Fig. 12).
53 AH /37 A AMEEE 71X FaelMe,
HeglopRe] By MAE &9 £ FriRg
gel= S of AXAZICH HH HE F2

] g 33 o4
A E 2Astehs Q=S W skath(Fig. 13, 14),

WaEs 2gAEe YA 242 4718k 4
28 AU UEel BrsA e @
8 GYShE Aoz, F 4R 4EE, A
YES FESE A2 $UL WA HAEAE ¥
2ty oA = AF 3 tH(Hebdige, 1993/1998)

Fig. 15. Noblesse, 2003, 5. Etro, pp. 180-181.

Fig. 16. Korea Tattler, 2004, 3. Dior, p. 6.

Fig. 17. Korea Tattler, 2004, 3. Dior, p. 7.

Fig. 19. Vogue Korea, 2003, 3. Moschino, p. 185.
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Aol REFRL FABHT Avse] s 9 olsh e olmlA R Uehhs WA FEFIE A
e vroke WEY ANAM FEHAE Aol okol S| W3, A3t AR AHES), wolee) Afv]stat
59 Bote FAl AMARFY REPAOR & EAHoR HoFth §E FuE Y R4E
FoeuM A2 e 291252 4O BT FREF 2 AUE AU R sel 43
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AFAL Wty Ar|E R BSATHEIEY, AR BEb BApH 44 dEY SHo=
2002). 270} vishe ARt HA FARsS Tk T wuiste] Avisisie SRy 9

gk B23o} w|Sto] Lu|AH2 O] FES AL AX
A O] f2e F-E2Fol FEr|stoz ke
Aoltt. F71&3), 7133}, #+8 B £ 735
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847t ol 7AF 847 3 S-S 98
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19] 719-& =48t ook

A E FroA = olei st wkn]gte] 2] 83}
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