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ABSTRACT

The purpose of this study was to extract the digital content on luxury fashion brands posted on
SNS platforms and analyze the meaning by image and text, then study the creation and extension of
luxury fashion brand aura based thereon . The research method first discusses the fashion brand
aura in the social media era, the semantic theory, and then tries to derive the semantic analysis ma-
trix and aura influence factors through a literature review. In addition, this positivist study tries to
extract content that is posted on luxury fashion brands and personal SNS and analyze the visual met-
aphor, semantic path, and expressive characteristics of contents using the semantic matrix to under-
stand the creation and expansion of luxury fashion brand auras. The analysis showed that, based on
their history and creativity, luxury fashion brands are strengthening their brand auras by uploading
narrative posts that show their long-established reputation, strong identity and credibility, imitable
originality, fashionable creative sense, the sense of happiness and presentness given by the brand, as
well as the everydayness of the brand. Inaddition, the public, as users of the brand, are diversifying
by fluidly exploiting or creating the styles of luxury fashion brands in various ways, depending on
their everyday, imagination, personalities, and experience. In addition, they actively make SNS posts
that show the experience of being integrated with the brand and their emotional and emotional at-
tachment to the brand, thereby strengthening and expanding fusion of a luxury fashion brand’s aura
with elements such as daily life, presentness, usability, variability, playfulness, artistry and publicity.
This study has important implications for the ability to highlight social media platforms and in-
dividual daily values in the fashion industry and cultural realm, and to understand fashion and cul-
ture in which the public is actively reinterpreted or created, as well as fashion by brand leadership.
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2004).
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(Ferdinand de Saussure)$] <1ejo] g 7]% 7
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Language e FA7E 71% 20189 39 195E 20199 29 28
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<Fig. 1> Roland Barthes, At T HArrelE, TE]7 AXEIH AA

Mythologies(Barthes, 1957)

{Table 1) Signification Analysis Matrix
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Component > > > > > Signification
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AR 17T Bo] ARE-EH ATh Rose), 228l AFE (Kristen Stewart), ¥
AR 2Bl E2E0 diE] ouFes 2 22 d 2 (Pharrell Williams) 5 Tk Az He
A8t ol Tl XHEE BAHE ofg-EkE A B, & o Adsls gdEe]l gl Ak
B A AAY S A At A S S 2fEt o] gdtE BG5S HolFo] Yun &
g A 22ES AYM 9 PAp 5o X TE ATk Bk AR T, 3=, 95§
2EE B3 dEtETh ARG AL M & e vEE AR 7= 5Ao] R7EE
Fske FaQl deE MALE & WA o SHIESHAE FAUE clo|E T3l AnaE
AEY EEe T dd A, ARFL = o] BAEE e =73 RdH AAls YA
149 oA Apd'e] glo]Z AEHYS RO E stete APS AT g Ol 849 &
A BAE NS 43 AL RoF #F e st 44 AHET AHFIE otolHlH
A& stolw g o4 F4s Ak ol o] WAE T3 AFd AERYY] FEAH AHA
© HAAEC] ARS B A stEEd AR EAF, AR FAHY Y-S ZSEA BT
AY 2 F dve S £ o 42 AR thoolE SARIE W ot A A A
doFE aRE Ade AR AzdEd A & F Ade Zae A=, e 5, BGMS F
sbe BAlE A 846 oigh dAake omE o ME ZEE o, HA ofoldle] A A,
T A7l Felxer Apdle] ARIAFAS HAF e 59 54 U F de €49 A=
= A Az 55 B3 AxHJG FAHL o] Zzkzloly AMHA O R FASA, ol FEZ
EE A 247 Ad AAbe} oujE HoFe g FhelEl = wE &5 5 AA dFEs
AEARL efyHold e AA F4 W# ol Axste Fx, wE s M3 Ay g
EXES AAAAA Y A, A 5 AR AREE EF O R AZFdte] FA0NE 9S4l
AlFo] eAshe AAlstar Hie] Aol @1l & st 23 EA% oA E YERl T
2 AHS 9 T2EE HAZ o AHF A ARl BalEe] i JIAEIY ARFUE
o} ARAES HAZT ‘PAstE oderty Al @chanel we_ love(Follower: 444,621), @chanel-
A3 ApERE o] A& HolFE olE|~E9 A lover(Follower: 284,841) ¢l tgt vlo|Ejnfeld A}
By 5 tFol dudte g 150 4 (Fig. 3), 22E°] ©o] &8§% &l "Chanel”,
A AR S olgdte EgS ol uEhsth WA, “Classic”, “Detail”, “Shopping”& 42z A4
ARl o] 1AM ol &b A 2ol A HAAME A Lol ArdE dAske Aot &,
A o] SAFOE B 7EA 9] AQAES] Al olEthe, AtgAele 59 oHAE yele &
2 AAA S Tl Ak BATo g oA oj7b ol Yepstth I3 S|AEIIE #chanel,
CAMBA ZHAE BT 5, 19839 RE A #chanellover, #ripkarllagerfeld 5 Apdo] th3dk
W A7EA AR ] AZldlelElE YHEAE #HA g3} HARE e F4S Uehle siAH
Ao il oo TAEES B3 19 "EglE IE "EAA 9, 2 5 AR A Fel digk 3
AAE S 7 gA TS 2 A 0 AAT stE AElL, #ootd, #fallingstars®} 722 dAFe] A,
g9 Apdlo] ©E HIYL FEE YAXFHPS B BE A A=W FE 5 AYS YEdlE =
ofvzl, A Azlolv Fde 2T B ds A& vged £, doA £ AME ARE A
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Total Posts (@

7 1.47

Avo. Posts
per Day

Thursday, Sep 6, 31.47:02
® Posts: 9

Tussday, Jul 3, 22:46:01 ® Average: 2.12

[ 10.29

Avg. Posts
per Week

Wednesday, Jan 23, 22:06:40

44.58

Avg. Posts
per Month

8 » Posts &

® Posts &

Posts

® Average: 2.12

Mar 18

Iu‘”jllllﬂ .Illlllﬂﬁl Il h

Jul 18

ﬂilllllul | "I\HHI‘INI

May ‘18

ll]ll‘lllallll[ill

Apr 18 Jun 18

Average Engagement (Likes + Comments)
)

ghlight chart to zoom

2,000k

1,500k

1,000k

Likes and Comments

500k

Mar 18 Apris May 18 jun ‘18 Jul"e

Locations Tagged

Loeation Breakdowsn

PMQ etz Hovana, Cubs

Biarritz, France Chengdu, Sichuan
EIREC|Ael @e)y) DDP

West Bund Art & Design  Beijing, China
Park Avenue Armery  Elbenfilharmonien Moscow, Russia
The Metropolitan Museum of Art, New York Venice, Italy

Grand Palais - RMN (Officiel)

D Museum Grand Palnis Ritz Paris Cinecited Teatro §
Seoul, Korea Grand Palais , Champs Elysée . Paris
Baselworld - The Watch and Jewellery Show Havana Paseo Del Prado
Bangkok, Thailand Palais des Festivals, Connes Somerset Houise
Villa Noailles, Hyres

<Fig. 2> Data Mining
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Aug ‘18

Aug '8

e Average 2.12

Tk

Dec 18

"

Feb 'l M

Q557

Avg. Comments
per Post

|

ocrt1e

Il

Nav *18

<ep 18 Jan ‘19

®) 103,499

Avg. Engagement:
per Post

< 102,942

Avg. Likes
per Post

Tuesday, Feb 19, 13:59:06
® Likes 1,684,964
= Comments: 31,891

Wednesday, Oct 3, ¥9:57:25
® Likes 1,504.751
& Comments 15,991

Feb'19 M™ar'19

Dec'l8

sep'ls oct ‘18 Nov 18 jan 19

Caption words most used

10 Captian

chaneL || 2018719 || Paris. || cabrielte H Lagerfeld || “w“..‘
| e 4] e
[ enanet |[ dress |[ wearing H collection, | Grand || backstage |

| Fall-Winter ” black H matte |

‘ Spring-§

|[mernss | )

Hashtags most used

(I Y

; ACHANELHolidays

of @chanelofficial(Instagram)

B, AFY, A o274 Shgd ol s
2HUE WaE 4t AHoE e

9 ESE AN AF B, F2 £ EA
L 2B B ohlE Wy, old ol5E
Agatn 93, A2 EBHZ 5 AFAG ofo
3 zgdeslel gMe AYRs el o
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Caption words most used

In Captior

‘ Chanel || Classic H Espadrilles H Collection H Shoes H Trainers I

{ Vanity Boots

{aauerinas }

[ Brooch ]

‘ Backpack |

Great ‘
Hashtags most used

) e ) ) )
D ) ()
O ) e

Cardholder || Slingback

[Shopping ‘ Wallet H R.I.P. ‘

Thu, 1 Mar 2018 - Thu, 28 Feb 20

Earrings H Gabrielle H Square J

Caption words most used

In Captior

| Details

Classic H Shopping H Black H Color H Perfect H Col]ectionJ

[ Beige ” collection ” Yummy H White }

Chanel ” Beautiful ]

Lovely

[Golden “ Summer H Sneakers ‘

Colors “ Tweed H silver I

Hashtags most used

(0 ) ey

{Fig. 3> @chanellover(left) and @chanel__we__love(rignt)’'s Caption Words & Hashtags
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BAE wAF Aatel] i g ~EUY Aol =53 S FIAA BAE] 954
2 5, 538 AREAA Ao 2 s, 2] 9} =4 (Brandship), 2734, WA
7P e Agtd 23k ded 7S BT FHAANL AEE & F Ak

a2 e e A AdE. AL 2l

x 2etdol wheh g oA R ARd AEY S 2) Guec

GEetA ded, 7hEA, fIA. 434 BA 2R HAT ologolA AHAL A
AES Xy BAE ojmAE &3t QU Az A HgE R Zuses 9
on, FH, 4 24E Axd FHEE B B 9t BT, F=Holy =M PAS T
AEQ] P S ol&dte] Arle] Fop AEA A9 = olgrgole] tE A S0} ol @
g HEME A HdE RS SR U e 3yo2 addogy Y Ws
oS diFE BAEs dASAE AWt & geby wRe) A4S g o v
o ofFell tigk S fotsty AlEE, FEY 249 Hol gl 20159 o]F YPA=T .
oA, Ee AFLE ojmA ek H2ER #l (Alessandro Michele) & &3t & s4& 1+
ANFoEN ApdE "R AAS et g&F o] A2UESe ‘Hola] B M7 Aer, there
HME F71AAH] we 2¥@ety HAs9 ) 4 FTE yas WA a2 (Maximalism)

User Expression
I?nag& of Individuality

Emotional _ ~Fandom - 2 "

Friend
Coupling- ’% Maria =~ @ ! sl
Seffse of ofaWork\\ §
“"[0"9'"9 Collaboration FEEg >~ Daily

Artistic SR\ Fasr\uon E @Pﬂ\lﬁtﬂ NS
'~ ~innovation - Craftsmanshrp \ i Everydayuat|on

///, E b \\ a2 EI‘B\(IC ﬂjﬁ
o I N
L . , Soundtrack ~ Friendly
2T, /" / Independent
tetaer ’ Chanel User—(emered
-
///, [Pras nthe World Uniformization
// 4 7z |
PP Pslivate &7
4 1l \~§ y v
e, Karl Space =
//// i Independent Lagerfeld’

by - 4
,,/////_ s Confident 3 '/ H fﬂ Precious

e e M

4 i 4 4 £u11 t S~

/ i Cele . Wealtb& £g ector

SOVER e W L)) | ealtha 5&

/ User- cenxeretf hl’lerestlng N
! e el sy N Sdc;ai’Statuﬂ
1A, Werydaylzatlun ,Ij

4 . 7 Oftentatious ~Parisian~- =
. A puﬁedaag Costune Jewel -Be T E: Haute", '
g“' I,’E,, s . - \'\y i > ForaSpeuar g =4 // 1 f* Cﬁutre T E @\CHANEI.
T Autorial Jo > A ~ Moment K= T / 7 i
(e—— ul‘, o mm it ) A\ _ . Hallgstars I c'i;‘“’ - Sophisticated 1 = \ \
- B oy RO Luxury Lifestyle ‘LJ /bermanent  Fashion Housa. Parls‘
I ! Tlmeless Dmm\t o ‘ | =/ Outstanding representing Fran¢
Expresswn | Permanence - b || & - ) Femlnme, y ! ‘
oﬁlndwduahty‘ C%u | @Private N i ! cf,?;’;'gnn’ Modern =
- (har\E\SME 3 ' H“ "w L { Reman ' Elegant Brand F|:a erfeld \ =
a '\ Little Black n i istory, = v . erfect . »
ﬁ Emé’l'ﬁ;'rf "8 o ?msg oty arous | R Telteore R ane JRG
Elements _ ArtisticPleasure_ \t (am%mr @ sensaﬂons \ r‘ \Women B gﬁ =
pre”"‘" o "\ Free Release Gabnelle N4 l

ﬂ a Fvee- ?* festyle, ’G Hi
T Paris _ o = . P S o2 e @ = abrlelle’ IStOfy
- épace m @ AConsplcuou_s - - ~—Hiphop Casual l sm

N .of Women's
Mlnds and Bodies

Chanel . H

I?unk Unlsex \ 4

- Colletion - . Story

~ Upperclass : Can vary\ N Free -

~ .= 7 Unboxmg - eiy“s_er R:_Unconstramed .’
> biﬁ%‘ _- -

{Fig. 4> Brand Aura of Chanel on Instagram o
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He oA E Axshe BEE WASGAY FE Ao dHHAE Egntg e 7R AF B

A AT AHOE ASFOEN 1A 4 ¥AE 59 28 Uehdoh o Ak AH o

ol AlE EAF AEAL axdo g e 9l A e FaRoly AA o]l Y= ez} wot

STk s derhe HA4E 22 JE of 4 ARE g, FAE BARNE T At

BRESH] Sgudold W, Ade olxE o ste Zevigd 2Rz, ded A all
@ 8

2, 2Avd Ade §7E wgd fya =7F gue A = 7N
Total Pasts/(2 @ 3.53 ) 24.73 107.17
o st it
o Thursday, May 31, 232513
® Posts: 23 Friday, Jun 1, 21:57:32
® Average. 3.56 ® Posts 19

® Average: 3.56

Posts

10

\n\\ il

jun s

1 th |LL|.L&|.LU’UIIH

Apr 18

il

May '1E

Mar'1 &

Average Engagement (Likes + Comments)

ant

M
Tuesday, May 8, 21:30:57

® Likes: 2,035,400
® Comments: 10,193

2M

Likes and Comments

™

o

il |n|||u|l|“nHﬂMU

Tuesday, Oct 2,
® Poste 13
® Average 3.56

2z22vn

sl il

Dec'18

i {thn ki

Det 18

bl

sep |8

|| Ihmlm

Aug s

Nov 1B Jan'1e

® 132,143

AND. Engagement
per Post

© 131,508

Avg. Likes
et Post

Tuesday, Sep 18, 18:40.41
® Likes 3,260,055
® Comments; 31,329

Mar“18 Apr 18 \!n',l"lk jun 18 Jul'is ;\I|g'ls Sep 18 Oct 18 MNow ‘18 Dec 18 jan"19 Feb

Caption words most used

Locations Tagged Captio

L | through H Discover || collection
Lcampa:gnJLDlreclov,JLDirec(ion: Mdlrec(ov: J[inspned ]L(ashionJ

Palais des Festivals, Cannes [ features ” Photographer: ” including ][ crystal ] jacket [ printed ]
Mildmay Working Men's Club _ YuZ Museum m:-;m
Thétre Le Palace  MoMA PS1
Alyscamps
ot ar Wal Garden of Ninfa Pa4220 PIt GueciBlak
s conen GUECCT H Ll Musei Capitolini Hashtags most used
e Raryal Albert Hall

Gueei Fashion Show

Chatsworth House

Gucci Art Wall (Soho, NY)

GUCCi DOVER STREET MARKET GINZA
WV ter Abl

EREIROrABDRY, o as Los Angeles County Museum of Art
The Metropolitan Hu.«'um IAJI New York

F An i

(D ) 0 () 2 s

e e e G

<{Fig. 5> Data M|n|ng of @Gucci(Instagram)
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Caption words most used

Shopping Would outfit || available || Which ” Black |
| shopping || would || amazing || jacket || Outfit || below || gueei |
: sneakers '_ these |i collection Amazing || Guccl ” backpack |

! | | |

Hashtags most used

e | sovcccowmy | s | or ] vovcomrr | oo

#GUCCISCHOOL m FBALENCIAGA m #CHAMNEL

#LAMBO #GUCCIGHOST #Guccigarden #GUCCY EASAPROCKY

I 22 2

Caption words most used

| | Follow |i selling || raffles || Mde ..

-l‘-JBO_ l-]'_e_ .:unlmu_\n;i; || [-.]'_@ Speclnl. theru.

Amazing || [ 150 |i Special || favourite shopping H instagram

: IR 1 RN Spesial |

Hashtags most used

)
#mensfaghionreview m
e e
#alassandromichala m m
e o]

{Fig. 6> @guccicommunity(left) and @gucci__community(rignt)’s Caption Words & Hashtags
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7% sy otE e Hx HA)'E Yeha Stk E
o, e A2 9 HHCE FxEY UANE
d], #mensfashion, #mensfashionreview 5 24
P Yede A2 2 T2EELS A
< BFAEC] AFded Fo WA HIT st
TR/ A Mg Ax =71l #LAMBOE &
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