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ABSTRACT

The study aims to examine the forms of ‘image expression’ and utilization of model poses in
fashion photos, and to delve into the characteristics and the intents that make certain model
poses effective in expressing an image. The study used the fashion photos in the fashion mag-
azine, Vogue, to analyze the different model poses used to express different images. The results
are as follows. First, image expression forms in fashion photos were categorized into ‘direct prod-
uct suggestion expression form’, ‘sensual image expression form’, ‘sexual image expression form’,
‘story telling expression form’, ‘everyday situation expression form’, and ‘fantastic image ex-
pression form’. The different utilization types of model poses were categorized into ‘type utilizing
intangible elements’, ‘type utilizing complicated elements’, ‘type utilizing living organisms’, ‘type
utilizing props’, ‘type utilizing clothes’, ‘type utilizing location’, ‘type utilizing accessories’, and
‘type utilizing products’. Second, the most common expression form for fashion photos used in
advertisements was the ‘direct product suggestion expression form’, which was followed by the
sensual image expression form. The most popular form used in the editorial fashion photos was
the direct suggestion product expression form, which was followed by the story telling expression
form. Third, the most common model pose type for direct product suggestion form was the ‘type
utilizing product’. Fourth, ‘direct product suggestion expression form’ was mostly used in editorial
fashion photos. The most common utilization types of model poses were ‘type utilizing clothes’,
‘type utilizing props’, and ‘type utilizing place’.

Key words: fashion magazine(Z}4 7} 71 31), fashion photos(¥] A}z,
forms of image expression in photos(AF%l o] B A] & A),
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Author’s name

Lee Lim Kim Kim
Expression form (1986) (1987) (1989) (1998)
Product Suggestion Expression Form [ ] [ ] [} [ ]
Story Telling Expression Form [} [} [ ) [ ]
Fantastic Expression Form [ ]
Sexual Image Expression Form [ ]
Everyday Situation Expression Form ° o (') [}
Sensual Image Expression Form [ ] ( ] [ ]
Amiable Expression Form ° L] [}
Satisfied Image Expression Form ] ° [ ]
Symbolic Image Expression Form [ ] [ ] [ ]
Composite Photo Expression Form [ ]
Dramatic & Shocking Image ° ° ° °

Expression Form

Yu
(2002)

Forms of Image Expression |
in Fashion Photos in

Hong Kim . .
(2003)  (2006) Vogue, a Fashion Magazine }
[ [} Sensual Image
. Expression Form

Sexual Image
Expression Form
Y Story Telling
Expression Form
P ’
! Everyday Situation
Expression Form

Direct Product Suggestion
[} Expression Form

Fantastic Image
° Expression Form

{Fig. 1> Forms of Image Expression in Fashion Photos in Vogue, a Fashion Magazine
(Kim, 2015, p. 78)
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{Fig. 2> Vogue magazine advertising maspoga
(Proquest, 2008, pp. 192-193)

<Fig. 4> Vogue magazne
editorial date with destiny
(Proquest, 2010, p. 96)

advertising metro
(Proquest, 2006, p. 96)
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{Fig. 5> Vogue magazine {Fig. 6> Vogue magazine

(Proquest, 2004, p. 29)

{Fig. 3> Vogue magazine advertising gucci
(Proquest, 2005, pp. 8-9)

CFig. 7> Vogue magazine
advertising dereon
(Proquest, 2010, p. 233)

advertising chanel
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(Table 1> Forms of Image Expression in Fashion Photos in Vogue, a Fashion Magazine

(N=14939)
Forms Of. Imz-ige Number of .
Expression in hotos (%) Definition
Fashion Photos 2
It aims to create gracefulness, sex appeal and sophisticated atmosphere
Sensual Image 3305 to appeal to human sensitivities through abstract image and use special
Expression Form (22.12) photo techniques of inducing mood to indirectly stress brand image
more than products.
This form contains expression based on sexual simulation of a woman
Sexual Image 648 or a man with aims to induce consumers to more carefully observe
Expression Form (4.38) advertising and develop curiosity about products through the use of the
exposed body of models.
. ; It aims to express themes or ideologies with a clear theme through
Story Telling 1213 . . .
. models based on product-related image or stories and naturally induce
Expression Form (8.12) o ) R .
productive intention so that consumers’ desire for purchase can be met.
It aims to link models to products in an appropriate way based on
Everyday Situation 251 everyday life environment, make everyday life environment through the
Expression Form (1.68) use of model pose, create a natural and practical atmosphere and raise
confidence in products by creating a natural and practical atmosphere.
Direct Product It aims to directly suggest products or goods or make models wear
. 9214 them for the purpose of introducing products to consumers. This form
Suggestion ) . .
; (61.68) is often used to promote new design or new products or explain usage,
Expression Form .
materials and etc.
. It aims to express models’ movement itself, which leads to an emphasis
Fantastic Image 308 . L. .
. on product image, and add artistic photographic elements to create a
Expression Form (2.06) ) .
fantastic atmosphere of fashion photos themselves.
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B Z2EHN 22021302 1461% % E},%ED%, I 7ro] sl ojafe] QAES Fasle He TEF
2 & AuE (Fig. DHH AR 2E2& M, 2628702 1663%= e (Fig. 13>AH
o E btz dARdS Fgste] £2E AAT oJARde] dejwolele & ok ¥ &3 F
A& B ¢ vk (Fig. 10094 E wdo] & 7% 25 2483 2243 2o Fx9 FHHA 2
E9 7o Zg LYY X2E JL EEL £ F 258 BEsto] FHI TR 77HOE 1793% 2

ALTLARRA

{Fig. 8> Vogue magazine {Fig. 9> Vogue magazine <Fig. 10> Vogue magazme {Fig. 11> Vogue magazine
editorial the spectrum’s end advertising jean paul gaultier  advertising karl lagerfeld advertising altuzarra
(Proquest, 2009, p. 61) (Proquest, 2008, p. 637) (Proquest, 2004, p. 116) (Proquest, 2013, p. 595)

{Fig. 12> Vogue magazine  <Fig. 13> Vogue magazine  <Fig. 14> Vogue magazine  <Fig. 15> Vogue magazine
editorial celestial bodies advertising saks & company editorial hit girls advertising bebe
(Proquest, 2004, p. 308) (Proquest, 2012, p. 124) (Proquest, 2007, p. 223) (Proquest, 2005, p. 382)
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2990 AATE BEF E2HFS Ao 3 V. TMAFRI Z20f o2 o|0|X|
& AN FAolE &gt A 2= (Fig. 1409 HF55Al 9l DM ZIXO| 225
2ol BATY ozl A 225 g8 A oA
L
FZ2Z Ui, 5194202 341%2 el spx e -
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2 2094 i_i;%lb.} i%.??@l A Has A EEEA W v Ex 9egwd o N
E—E“—E X2 E%Trﬁoit —‘?_Hoi JO—‘——d\—, %—?}z_‘l] —g—i. o = B = o = = e
- o 2ol BA37] A8l spssldOks 2835t wAE
98 ARA, AF G ZAE g6t T A(FFlAZAZ)S ANAL HEE 7H Az
b H 1o = . 1__——1—\__ b R
ket AA Y SIS Ea| ERE HFo M HA
f ;Zﬂf e LL A ;H% TR me wMEe FA9 a5 sAAAR
HAS AF, 7198 AES omA Fo X _ _ _ y
1 uaR A, 798 AR oW S8 KU 0oz agse wa anes, 20 d@ aa
& FUSIL HEEA SRRSE TRAT 4o At (Tabe D 2o 2HT 29 49
3z 1= A3 = 15 bi
o) WxzHe e E]’o?l’ 94“12 FR=ncin= A RSP Hol AL ER WE onx ZEA U R
Ao e 29 g2 e AR e d T -
1= o = V4
YEHQ B L4E FNER (Table 25 . * | =3300.709, p=0.000¢05 e

(Table 2) Utilization Types of Model Pose and Elements in Fashion Photos in Vogue, a Fashion Magazine

(N=15206, Unit=%)

Utilization T f | Numb f .
11;\201;)21 PZS:S ° p;;?ose(r%o) Definition Elements Utilizing Representative Pose
Type Utilizing 442 Model's pose type utilizing Compute eraphics. wind and licht
Intangible Elements (2.91) shapeless or intangible elements bute grapiues. a &
, ... |Forest + + clothes, cloth +
Type Utilizing 2221 Model's pose type utilizing ores persons ¢ es. clothes
. persons, persons + bags, shoreline + clothes
Complicated Elements| (14.61) |complex elements .
+ persons & automobiles + bags +sunglasses
, ... |P . h , bulls, elephants, ti , cats,
Type Utilizing 2025 Model's pose type utilizing ,e rsons orses' Ui, elephants. Lsers C,a S
. . . . birds, camels, giraffe, snakes, deer, dogs, lions
Living Organisms (13.32) |living organisms
and leopards
hai bles, b
Type Utilizing 2650 Model's pose type utilizing Cameras, roses, scoofers, c a%rs, tables, gds,
. . wooden boxes, ladders, bicycles, musical
Props (17.43) |props applied to photographing |. . . .
instruments, mirrors, fitness devices
Type Utilizing 2528 Model's pose type utilizing|Pockets, collars, skirt hem, coat hood, tie,
Clothes (16.63) |clothes shoulder straps and neckline
Type Utilizing 2727 |Model's pose type utilizing| COllOP:  stalrs, - seaside, swimming  pools.
. ; . parks, desert, restaurants, riverside, terrace,
Location (17.93) |spatial elements of space .
factory and kitchen
Type Utilizing 519 Model's pose type utilizing|Necklaces, sunglasses, bracelets, belts, hats,
Accessories (3.41) various elements of accessories |earrings, watches, shawls, gloves and rings
Type Utilizing 2094 Model's pose type utilizing|Bags, shoes, perfume, cosmetics & mobile
Products (13.77) |brand products phones
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{Table 3> Chi-Square Test on Forms of Image Expression and Utilization Types of Model Pose According to Photo Types

(Unit = %)
Pose Type T.Yp.e T.y.p.e T.Yp.e Type Type Type Type Type
Utilizing Utilizing Utilizing . . . o o
. . . Utilizing Utilizing Utilizing Utilizing Utilizing Total
Intangible |Complicated| Living . .
Photo Type . Props Clothes Location |Accessories| Products
Elements | Elements | Organisms
Frequency 118 399 367 452 280 392 68 164 2240
Sensual | Advertising | Expected Frequency 92.5 270 349.5 497 292.5 519 64 102 2189.5
Image Photo Type % 1.18 3.99 3.67 452 2.8 3.92 0.68 1.64 22.4
Expression Frequency 67 147 332 542 305 646 60 40 2139
Form Editorial |Expected Frequency 92.5 270 349.5 497 292.5 519 64 102 2189.5
Photo Type % 0.67 1.47 3.32 5.42 3.05 6.46 0.6 0.4 21.39
Frequency 13 33 128 38 45 139 24 53 523
Sexual Advertising | Expected Frequency 8 26.5 84 70 315 95.5 145 28 358
Image Photo Type % 0.13 0.33 1.28 0.88 0.45 1.39 0.24 0.53 523
Expression Frequency 3 20 40 52 18 52 5 3 193
Form Editorial |Expected Frequency 8 26.5 84 70 31.5 95.5 14.5 28 358
Photo Type % 0.03 0.2 04 0.52 0.18 0.52 0.05 0.03 1.93
Frequency 3 80 82 47 14 24 5 10 265
Story Advertising | Expected Frequency 15 307 386.5 294.5 33 231.5 8.5 10 1286
Telling Photo Type % 0.03 0.8 0.82 0.47 0.14 0.24 0.05 0.1 2.65
Expression Frequency 27 534 691 542 52 439 12 10 2307
Form Editorial |Expected Frequency 15 307 368.5 294.5 33 2315 8.5 10 1286
Photo Type % 0.27 5.34 6.91 5.42 0.52 4.39 0.12 0.1 23.07
Frequency 3 37 43 22 4 27 1 10 147
Everyday |Advertising |Expected Frequency 3 47 62.5 29.5 45 32 0.5 6.5 185.5
Situation Photo Type % 0.03 0.37 0.43 0.22 0.04 0.27 0.01 0.1 1.47
Expression Frequency 3 57 82 37 5 37 0 3 224
Form Editorial |Expected Frequency 3 47 62.5 29.5 45 32 0.5 6.5 185.5
Photo Type % 0.03 0.57 0.82 0.37 0.05 0.37 0 0.03 2.24
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, Frequency 151 1026 544 914 1169 1052 252 1485 6593

Direct | A 4vertising | Expected Frequency 119 687.5 510.5 9425 1407 969 236 9285 5800

SPmd“t‘?t Photo Type % 151 10.26 5.44 9.14 11.69 10,52 252 14.85 65.93
uggestion

Expression Frequency 87 349 477 971 1645 886 220 372 5007

Form Editorial |Expected Frequency 119 6875 510.5 9425 1407 969 236 9285 5800

Photo Type % 0.87 3.49 477 9.71 16.45 8.86 22 3.72 50.07

Frequency 31 26 27 38 29 44 8 29 232

Fantastic | Advertising | Expected Frequency 23 18 22.5 35 27 32 9 145 181

Image Photo Type % 0.31 0.26 027 0.38 0.29 0.44 0.08 0.29 2.32

Expression Frequency 15 10 18 32 25 20 10 0 130

Form Editorial |Expected Frequency 23 18 225 35 27 32 9 145 181

Photo Type % 0.15 0.1 0.18 0.32 0.25 0.2 0.1 0% 1.3

Frequency 319 1601 1191 1561 1541 1678 358 1751 10000

Advertising | Expected Frequency 260.5 1359 1415.5 1868.5 1795.5 1879 332.5 1089.5 10000

Photo Type % 3.19 16.01 11.91 15.61 1541 16.78 358 1751 100

Frequency 202 1117 1640 2176 2050 2080 307 428 10000

Total Editorial |Expected Frequency 260.5 1359 14155 1868.5 17955 1879 3325 1089.5 10000

Photo Type % 2.02 11.17 16.4 21.76 205 20.8 3.07 4.28 100

Fashion Frequency 521 2718 2831 3737 3591 3758 665 2179 20000

Photo | EXPected Frequency 521 2718 2831 3737 3591 3758 665 2179 20000

Photo Type % 521 27.18 28.31 37.37 35.91 3758 6.65 21.79 100

22 =3300.709, p=0.000(<.05)
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{Table 4> Chi-Square Test on Forms of Image Expression According to Photo Type
(Unit : %)
Direct .
Forms of Image Sensual Sexual Story Everyday Fantastic
. . . . Product
Expression Image Image Telling Situation . Image 9
. . . . Suggestion . Total T p
Expression Expression Expression Expression Expression Expression
Photo Type Form Form Form Form L Form
Form
Frequency 2240 523 265 147 6593 232 10000
Advertising | Expected Frequency 2189.5 358.0 1286.0 185.5 5800.0 181.0 10000
Photo Type % 22.4 523 2.65 1.47 65.93 2.32 100
2037.205 0.000
Frequency 2139 193 2307 224 5007 130 10000
Editorial | Expected Frequency 2189.5 358.0 1286.0 185.5 5800.0 181.0 10000
Photo Type % 21.39 1.93 23.07 2.24 50.07 1.3 100
p=0.000(<.05)
{Table 5> Chi-Square Test on Utilization Types of Model Pose in Direct Product Suggestion Expression Form
(Unit : %)
Utilization Types of T.S.Ip.e T.V.p.e T.Ype Type Type Type Type Type
Model Pose| Utilizing Utilizing Utilizing . . e e e 9
. . .. Utilizing | Utilizing | Utilizing Utilizing Utilizing | Total T o}
Intangible | Complicated Living Props Clothes | Location | Accessories | Products
Photo Type Elements Elements | Organisms L
Frequency 229 1557 825 1386 1773 1595 382 2253 | 10000
Advertising | Expected Frequency 201.5 11275 888.5 1662.5 2529.0 1682.5 4105 1498.0 | 10000
Photo Type % 2.29 15.57 8.25 13.86 17.73 15.95 3.82 22.53 100
1661.868 | 0.000
Frequency 174 698 952 1939 3285 1770 439 743 | 10000
Editorial | Expected Frequency 201.5 11275 888.5 1662.5 2529.0 1682.5 410.5 1498.0 | 10000
Photo Type % 1.74 6.98 9.52 19.39 32.85 17.7 4.39 743 100

p=0.000(<.05)
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