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ABSTRACT

With the advent of 4th industrial revolution, the convergence of ICT and development of digi-
tal environment are entering a new phase. This accelerating phenomenon has made boundaries
among various media ambiguous, and created unprecedented form of media through combining
verbal with non-verbal elements, like ‘Emoji.” While new media has developed, emoji has changed
traditional way of communication in fashion media contents, of which the influence has become
stronger over our society. Also, used as a tool for connection between fashion content provider
and consumer, emoji has broadened its function and power as a new language system.
Accordingly, through theoretical concepts of semiotics by Roland Barthes, this research tried to
comprehend the characteristics of emoji, a new communication method in advertising brand im-
ages in fashion media contents. As a result of this research, firstly, in real space, emoji communi-
cation in fashion contents took a pattern of linearity and contextual expression, though being im-
perfect medium as a language system yet. Secondly, in virtual space, emoji communication in fash-
ion contents performed a role of interactive medium in mutual communication system with
simultaneity. Especially, distinction between content provider and consumer has become undlear, as
the consumer grants a new meaning through real time interaction. Thirdly, as moving form old to
new media, communication culture was found to create a new trend through emoji. It could also
be found that open communication structure, enabling active expression of oneself and his or her
individuality and personality, should be preceded to increase positive effect of using emoji.
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{Fig. 1) Jeremy Scott, (Fig. 2> Vetements x Reebhok, {Fig. 3> Anya Hindmarch,
2012 FALL 2018 S/S 2015 S/S
(vogue.com, 2012.2.15)

(freshnessmag.com, 2017.11.14) (vogue.com, 2014.9.16)

{Fig. 4> Acne Studios, 2017 S/S

<Fig. 5> Tommy Hilfiger, 2018 Capsule
(acnestudios.com, 2017.d.-a)

(facebook.com/TommyHilfigerJo, 2018.7.19)

0 oo L1 A

{Fig. 6> EmotiKarl, 2014
(nssmag.com, 2014.d.-a)

{Fig. 7> Haper's Bazzar Emoji, 2014
(creativepool.com, n.d.-a)
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Myth Signification
Connotation I. s II. Sd
Denotation 1. Sr'(signifier) T. Sd'(signified)
Fig. 8> Semiology of Roland Barthes
(Kim, 1994)
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Aol el & JEE AfufA 7]wke] FrlZo] o] A 7k 48s gt
BAE ANH R &8 A ovAE ZEY S, 71E9] SEmtole frut]ofo] HlE] A
ot (Fig. 9+ YA (Diesel) o] 224 A F T4 Aleke] EAsIo] AR o] EA 4]
19 By g o]RA e FAA 2f ®Fo]l vt L7 AHFA Zstthe Aol A=A &
Atglolt}, & Fie AFHR dE8 94 299 ARE o] A7} 7kt Ao AAEAME V%
E2E grAoE AZAANA XN, o7l = AR HoFs A7 Fig 1D 71E
‘Oh my wishlist’ B]~E9} o|EAE AFAA A # (Kipling) 8] ©|2A BHAQ AFS FTH7] 9
9tz gt WAIAE A HEUAT ole g FEQl stHoltt 71EE WFAHLE <1V
OJRAIE Fi 4AEN} fUHE Pt o Ae FA A o] BAE A st AFel A
v 285 Astety] fla A AR B 5 A 43 gels EAEAEd. 1 SEEZ (Fig. 1D
om, FHHOE FI AFY Afol tiF &+ I o] AYHO R TFA Qo] o|EAE wHjA| 8}
g AFsthe AlstE ddssit of xdepel B 7he] thstE AeAl g ol
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g F9ste 28s71x= @b (Fig. 100 AR T UESE FJYH ol Fd wrivoE HE
(Chanel) 9] #x AR A T2 B o o] 7z HAgolA o BATF 7HA = o AAR
wA, =234 29 e, E7keb Al 2 (gesture) Aol FAA 93 4 ThedS g F A
£ FAsts olBA ] ZEFE A onAE F Atk
fHo® Uetllth 42 wAT 7Y B>
FogeHAE A3k X 29 Qe FER 4B 2. 7tat3ZHnew media) L WM ZHI=S| £
oA AxstAeH, TN o HEoE
A =L Ml THlE 04 B o]mAe A BREE SRR A JAZ8HA kg
HulEEA AZdEdos Baged 8T VA e TREXN YAE AfUAelde adE =
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olty, (Fig. 12)¢] Fu7tEF(Comme des Garg 2 EA st AlstE TEAWUTL

ons) 9 ‘& Ho] o]EA(Holiday Emoji)'E =& o|Ez e &g M HA;AE=IE A4l A
T IfrY AE ouAE &8s AL A HRt < XEFH Tl AEL o]u A H o] F] (image
o Bt ZAlstded, 54 4SS AdAIE making) = 371 g EAHE JHAVE G
SEAES BHS AFAZ 24709 AR +4 (Fig. 13)9] WlZAF (Versace) 2] o|EA= W&
o2 TPOO ZE o]BA e AMEAS T#H3 ERldlolE 7Eez P Eet FAEE HFALY
o} oo} e Tz EHdel AlEolge o 71E olmAets e, st AlgaE e 3
4 48 HollA o|EAE wHE st AHAE I ALAE TP tah AEtHEME st
A7k A4 AEE AFst &S FEsHHA, UA AFZEHAT. ol olBEA7L A 19
BT o] S AALgA dgAEe] dR=E ddojol7] Wizl Aztste F3lE e Edo| 7t

{Table 1> Semiotic analysis of fashion contents in printed space

Fashion contents of Emoji Communication in old media

N Srt Diesel 2016 Spring/Summer Campaign
enotation
Sd! |- Combining model image, text, and emoji for advertising
Contextual similarity between model pose and emoji
= Sr? |- Symmetrical composition of model image, text and Code:
- emoji for emphasis on meaning Contextuality,
Connotation - Organic connection between advertising elements and Simplicity,
,| emoji generating young attitude Figurativeness,
Sd?
- PIESEL Visual representation of the message for conveying Visualization
<Fig. 9> Diesel the meaning of the advertisement
(adszoo]fst]h?SV\;orld' Myth - Visualization of 'Oh my wishlist’ to stimulate a desire onto the advertising
B product
Denotati Srt Chanel 2016 Fall/Winter Campaign
enotation
Sd! |- Collages of diverse elements to deliver a novel fashion image
- New approach of combining contrasting colors and )
9 cartoonish as well as graphic elements with emoji Code: )
Sro | . . . Contextuality,
) Embedding a pattern that symbolizes the typical ) A
‘ Connotation . N Visualization,
! Chanel fabric the emoji Reint ot
i einterpretation,
Fie. 10> Chanel , |- Reconfirmation of brand value and culture that I
(spottedfashion, Sd ) Symbolization
2016.7.21.) reflect new trends for the young generation
Myth - Projection of an image of woman reproduced with Chanel's own way of
v using emoji
) Sr! |- Kipling 2018 Emoji Collection Campaign
~Q Denotation Sd! |- To promot i collecti ith fashion i
@ promote emoji collection with fashion images
o , |- Speech bubble and emoji for conversation :
[ o2 | Speech bubble and emoji f ti Code
& 7. I® - Emojis in dialogue form Contextuality,
- Connotation Simplicity,
<Fig. 11> Kipling Sq? - Symbolizing conversation through emojis Symbolization,
(fashion n, - Conversation to infer its meaning through emojis Visualization
2018.3.13. - I - o ; .
) Myth - Showing emoji's dialogical function and possibility of being a universal language
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(Table 2> Semiotic analysis of fashion contents in virtual space

Fashion contents of emoji communication in new media

Denotati Sr! |- Comme des Gargons 2016 “Holiday Emoj”
enotation
@ v @v v Sd! |- 24 Emojis based on the brand's own PLAY logo for holidays
\"ef..ﬁi.l@ @ % A s | A series of emoji with a variety of facial expressions Code:
ww Qm - Applicable onto iMessage keyboard Amusement,
) Connotation - Symbolic expression of the seasonal themes Interactivity,
<Fig. 12> Comme des Sd? |- Interpretation of deeper meanings by using emojis Expressivity
(i—DG%;(;giine - Easy and fast to use Usability
2016.11.24.) ’ Myth - As consumers express their diverse feelings through emojis, the brand
emotion naturally becomes a part of their life.
Dengtat Sr! |- Versace 2016 Emoji App
enotation
oY Sd! |- Launched emoji app to celebrate Valentine's Day
il - Recreation of “Medusa” as a smiley face with playful Code:
ow i , | expressions ode:
Sr | . . . . .| Amusement,
oo ) To embellish photo images using a wide range of emoji o
: : ﬁ Connotation stickers, filters, special backgrounds and color options Ipteraohmty,
) ; — Reinterpretation,
<Fig. 13> Versace , |~ To raise awareness of young and familiar images E Vit
(a tore & b Sd” | . o . xpressivity
pp store uro To express and share feelings in "Versace way
24/7 2016.2.10.) Myth - Re-imagined the brand identity and iconic imagery by inducing user
Y participation and expression through the use of Versace Emoji app
Denotati Sr!' |- Fartetch x Maria Ines Gul 2017 “Farfetch Emoj”
enotation
Sd! |- Collaborated with Maria Ines Gul to create Emoji
8 e ® - - Composed of 3 themes with shopping stories
—— LAET. | 52 (Overshopped, Health Kick, Me Time) )
T ee e - Consistent color scheme and drawing style Code:
o ) - Convenient user interface(drag-and-drop) Amusemgnt,
i N Connotation - ; - Interactivity,
ks . | - Reflection of consumer’s shopping tendency and . .
g R N teristics ¢ h Simultaneity,
R e a characteristics to express empathy o
i Sd? . Usability
<Fig. 14> Farfetch - Easy and simple configuration for enjoying in
(app store, 2017.d.-a) everyday life
Myth - Making a new shopping culture of Farfetch, using emojis based on
v consumer’s shopping tendency in daily conversation
Denotati Sr! |- Kenzo x H&M 2016 Fall/Winter “Emotikenzo”
enotation
Sd! |- Promotional post in Instagram for announcing “Emotikenzo”
- Emphasis on a lively and emotional emoiji in the
82 center of the contents
- Real-time communication and comments Code:
Informed and shared information with friends Simultaneity,
. : > K Connotation - Increased concentration of contents through visual Interactivity,
I£. E&M enzo X elements of emojis Expressivity,
(H&M Instagram Sd? |- Ongoing relationships through comments Visualization
2016.10.19.) ’ - Use of emojis and hashtags with the intention of

online world-of-mouth effect

Myth

- Brand culture naturally absorbs consumers with fun, by letting them

express and communicate their thoughts and feelings through
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‘EMOTIKENZO'.
Sr! |- Burberry x Line 2015 Fall “Emoji Animation Runway Show”
Denotation sat|” A short animation video and emoiji stickers of the popular emoiji
characters of Line-Brown and Cony for the London show
- Brown and Cony dressed in a cashmere scarf and a
trench coat, iconic items of Burberry
Sr? |- The story of Brown and Cony traveling to London Code:
to attend the Burberry runway show Amusement,
) - Various expressions and gestures of emojis Expressivity,
Connotation - - L
- Creation of a new brand image Symbolization,

] - Open way to stimulate consumer’s imagination and Visualization,
= = 2| jecti i Originalit
CFig. 16 Burberry Sd infuse §ubject1ve mfeamng ) ' N g y
(Burberry youtube, - Expansion of experience through emojis of visualizing

2015.2.18.) various feelings
- Intending influx of young customers through fun elements by using emoji
Myth in a social messaging application
v - Establishing customers’ brand immersion and brand image of innovative
fashion company by utilizing digital technology
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