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= Abstract :

The visual identity is one of the most important elements of the general identity of the global
fashion brands, and it is the key to the first impression of its business activity, through which
access to the consumer and the definition of the products and services provided by
highlighting their characteristics and advantages and marketing them using specific methods
and techniques Which aims to reverse their vision and objectives, and exiting brand image
and positive impression affects the ideas and decisions of the consumer and help him to
satisfy his needs and desires, which leads to strengthen the status of these brands and build a
strong mental image of the consumer accompanied by loyalty to them .

= Keyv_vords: (' Identity - Visual Identity - Brand — Brand Image — Consumer ) .

= Introduction :

The mental image is a concept and an important component because of the effective value it
plays in forming opinions, creating impressions, creating behavior and consumer decision
making. Therefore, the formation of a positive mental image is an essential goal that fashion
brands seek to achieve.

The fashion brands that made famous names and brands are not only brands that have a
strong and consistent mental image. Consumers buy their products from "fashion, handbags,
shoes, perfumes and ... others™ without hesitation because they retain the brand in a positive
and specific way that enriches them from comparison and comparison With its competitors.
As the goal of any fashion brand success and continuity was to seek to win new consumers and
maintain the current consumers and gain confidence and guide their behavior towards them continue
to deal with them and talk positively and recommend others to deal with them, and achieve this goal
only if fashion brands can contact and attract consumers and the formation of impressions As well as
their intellectual knowledge and continuous improvement, using the strategies and means of
communication of their distinctive visual identity elements such as brand name, brand, color,
packaging, catalogs, fashion shows, etc. "Which reflects their personality and expresses their goals and
confirm and support their identity and distinguish them from their competitors from other fashion
brands.

= Research Problem:

The research problem lies in we live in a world full of global fashion brands, and to define
and distinguish its various products from "fashion, bags, shoes, .....etc" about its competitors .
This requires that these brands use a clear visual image that reveals their identity and
confirmation. Clearly in the mind of the consumer ,,,,,,,.,,,11,, SO the search seeks to answer the
following question :

- How can the visual identity of the global fashion brands affect the building of the mental image of
the customer ?
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= Research Objectives:

shedding light on the visual identity of the global fashion brands in terms of "name,
trademark, colors, packaging, catalogs, fashion shows, ...... etc , and its impact on building the
mental image of the consumer .

= Research Importance:

Is an attempt to raise interest in the visual identity of global fashion brands, and link them to
the mental image by providing information that may contribute to increase the awareness of
fashion producers to the impact of the visual identity of fashion brands in building the image
of the consumer to maintain him and attract new consumers .

= Research hypothesis :
The visual identity of fashion brands is an essential foundation in building the consumer
image.

= Research limits:
The visual identity of some of the world's leading fashion brands " Louis Vuitton, Hermes,
Gucci, Chanel ",

= Research Methodology:
The research follows the analytical descriptive method to suit the objectives of the research .

= Research themes:
"The identity of global fashion brands, the visual identity of global fashion brands, the mental image
of global fashion brands" .

1. The identity of global fashion brands :
The goal of everyone who works in fashion is the ability to convince and encourage the
consumer to buy his products, but to reach such a result is what makes fashion enterprises
seeking to identify themselves and use the means and incentives that encourage and attract the
consumer to accept them only [8/°60-611

"Brand" is the identification card that refers to the moral elements of the fashion-producing
establishments and their output that the consumer feels. Marketing men believe that the global
fashion brand is a traveling salesman that transcends geographical boundaries to create a
sense of intangible characteristics and the complementary affiliation and affiliation of the
brand name and brand to help To differentiate them from their competitors in the minds of
consumers.
The global fashion brand goes far beyond mere awareness creation, but it reveals its identity

and personality to consumers, and thus is the door to opening and gaining consumer loyalty
[4/pal]

Through previous definitions, we find that the brand works to build communication between
consumers and the institutions that produce their fashion, and it occupies an important
position as an effective tool for its meanings, images and values that create an identity of the
products it offers and create a distinctive image of its competitors. Which enables consumers
to choose among the world's fashion brands to meet their needs and desires, and helps them to
break the habit of self-fulfillment and boast of distinctive and distinctive brands, which leads
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the world fashion brands to continuously improve the quality of their products, The reputation
of the brand and create a picture of a positive mindset among consumers both cases and
attract new consumers [2/P15-161

1.1 The importance of the brand in fashion :

The use of the term "Brand" in the field of fashion is not a new phenomenon, but it
increased and developed significantly, especially in the beginning of the nineties until the
brand is a phenomenon because of its important role in the development of intellectual value
for both consumers and institutions owning fashion brands ¥ | This is as important as
shown in the following P45
* The brand is the primary tool for product differentiation from "fashion, bags, shoes,
perfumes and other ..." which is envied and protected from imitation by its competitors,
especially in light of the great development of modern technology.
= Facilitate the process of knowing the consumer on the source of products and help in
obtaining them easily, especially in the large shops, which show a large humber of fashion
brands.
= Effective fashion brands impose themselves and have a real competitive advantage over
time as it is a weapon to attract the attention of consumers and raises interest, which allows
communication with current consumers and permanent presence in their minds and attract
new consumers, which succeeded the brand Nike and others.

1. 2 The components of the identity of global fashion brands:

According to Sicco van gelder " the brand identity is "what the brands represent, their
background, their heritage, their principles, their goals and their aspirations, and how they
visualize the" visual and verbal identity "that help the consumer know about the brand; it is a
very unique representation of the brand and self-image As it is defined as "what the brand
owner moves to the market about the product, which is subject to the control of his views, but
provided that he is aware of the essence of the product and his image together" /81 |

In this sense, with the acceleration of the growth of global fashion brands and the
increasing competition between them and with the increasing complexity of the consumer and
the prospect of higher quality and less time in marketing, the consumer does not always buy
fashion and other products according to their characteristics and concrete and if the contrary,
but sometimes buy a product affected by the image reflected by Brand, personality and social
form and the compatibility of this with his own vision, or particularly how he likes to see the
community which image desired to have!”?™), as a result of this interest, most of the owners of
global fashion brands have developed their own identity through their brands such as Hermes,
Gucci, Dior, Chanel, and others.

The identity of a fashion brand should express a specific vision for its uniqueness and what
it stands for. It must be of a permanent or long-lasting nature. It clearly expresses the
brand®??% and helps the consumer to distinguish it from the poetic and impressionist aspects
of it , the brand identity consists of six main pillars “/?"8:

(Physique, Personality, Culture, Relashionship, Reflection, Self image) 228!
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And that these dimensions mentioned and built in the designated works in a consistent
manner that the researcher can not any fashion brand would like to appear well and achieve
the value to dispense with any of these elements, and this is what succeeded the world fashion
brands in luxury, as shown in Figure (1) .

Figure (1): luxury fashion brands ranked highest in the world® .

Global fashion brands distinguish the visual image they show by showing a large part of their
activity that contributes to their recognition and distinguishes them from their competitors.

2._The visual identity of global fashion brand :

The first visual identity in the world of fashion appeared in the 19th century by British
fashion designer Charles Frederick Worth, who found it necessary to use a label bearing his
name and address either stamped or woven into his own fashion as shown in Figure 2.

S “. ol ' i 7
Figure 2: A gold-plated |dent|f|cat|on card for fashlon deS|gner Charles Frederlck WorthB!

2.1 Concept of visual identity of the fashion brand:

The visual identity has several definitions, including:
= is one of the planning elements of the brand, which creates a clear and distinctive visual image that
reveals its identity. It is thus a means of conveying its essential meaning, which adopts communication
and relations between it and consumers #9731
= The overall visual aesthetic of the brand, and how the brand appears internally and externally P&
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The researcher sees through the previous definitions that the visual identity of global
fashion brands is an optical way to identify and distinguish brands from each other through
several elements, "These elements are visual elements and designed to reflect the identity and
personality of the fashion brand, and thus play an important role in helping the consumer to
form A mental image of fashion brand activity, values and philosophy at work.

2.2 The importance of the visual identity of global fashion brands:

= An important marketing tool that contributes to building the identity of the global fashion brand and
enhancing its reputation among consumers.

= Creates a conscious awareness of the global fashion brand that reveals its identity, helps the
consumer to identify and identify it easily, and has the ability to remember its name, nature and goals.
= Designed to attract consumers and achieve a competitive advantage for the global fashion brand.

= Revitalizes the mental image stored in the consumer mind and consciousness of the global fashion
brand, which is related to its recognition of the brand and its characteristics and vary according to
culture and needs M4 .

2.3 Elements of visual identity of global fashion brands:

The visual identity provides a system for all design components that define and represent the
global fashion brand /P81 The researcher believes that these elements are represented in
the following : (Brand Name,Trademark , Slogan , The Color , Fashion Shows , Fashion
Brands Catalogues , Visual Merchandising for Fashion Branding, Packaging & Packing ,
Website)

: ;i : GUCCI e
CHANEL HERMES JM5s

Figure (3): "Brand Name" and " Trademark" for global fashion brands
Louis Vuitton, Hermes, Gucci, Chanel
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“Quality is remembered
long after the price is forgotlen™

Figure 5 : The color for global fashion brands

" Louis Vuitton Hermés Gucci, ""Chanel,

The show was held in a park that is like the old
museum gardens, and is a unique choice to
express the concept of a show combining

elegance, comfort and clothing. .
i RIS v 3

Chanel Spring-Summer 20185"
The view was based on the revitalization of
beautiful landscapes such as hills and waterfalls
in southern France. The landscape looked very
natural and the breeze seemed to be on the banks
of the valley.
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Louis Vuitton, Spring-Summer 20185
The show was held at the Louvre Museum, which
is characterized by stone walls and a statue of the
Sphinx at the first platform.

Gucci, Fall-winter 2018/20195¢
The show was based on a procession of exhibitors
walking in a flower, each exhibitor carrying her
"head" as a non-real character, and the show was
distinguished by the classic Italian style of the
eighties.

Figure 6: Fashion Shows for global fashion brands
""Louis Vuitton, Hermés Gucci, Chanel"
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Figure7 : Fashion Brands Catalogues for global fashion brands
"'"Louis Vuitton, Hermes Gucci, Chanel™
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Figure 9 : Packaging & Packing for global fashion brands
""Louis Vuitton, Hermés Gucci, Chanel"



e Gl asd) sl g 5 jland) dlaa

LOUIS VUITTON

. :

2015-16 FW COELEETION

1

T

I neet wrir

Figure 10 : Website for global fashion brands
""Louis Vuitton, Hermes Gucci, Chanel"

The researcher sees that all design components are "elements™ of visual identity combined
to build a distinctive system that affects the awareness of the global fashion brand and its
mental connections.

Brand awareness Brand association Brand image
—_— 2

Figure 11: The relationship between awareness, connections and mental image of the global
fashion brand "'researcher’s preparation™

3. The mental image of global fashion brands :

The mental image is the collection of knowledge, perceptions and impressions
accumulated by consumers in the past, present and future of the world fashion brands and
retain the most important characteristics and features, which vary from person to person, and
is invoked as a result of exposure to a range of influences, and affect their behavior and
attitudes (16784

The image of the global fashion brand is acquired through its influence on the public
opinion towards aspects related to the brand. The image, through its psychological and social
functions, plays a key role in shaping public opinion and directing it as a source of consumer
opinions, attitudes and behavior (678

3.1 Factors influencing the formation of the mental image of global fashion
brands :

If consumers receive information about fashion brands in the world, they have certain
images about them, and these mental images that are composed vary in strength or weakness
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depending on the strength of communication between them and consumers P4 as there
are several factors that affect their composition:
» The spoken word is in the opinion of the consumer.
= Personal needs and preferences of the consumer from fashion shows, shops and other
forms .
= Previous consumer experiences with international fashion brands.
= Vision and message of the global fashion brand that reflects the values it aims at.
= The brand continues to interact with consumers through all its activities in order to convey
information about its products, marketing objective or the purpose of building the mental
image.
= The visual identity of the global fashion brand ", the visual expression of the desired
image of the brand (brand name, trademark, colors, fashion shows, catalogs, etc.), as well as
material objects (decoration, "

The mental image is heavily influenced by the visual identity of the global fashion brand,
which shows certain aspects of the brand to build brand reputation?/P*4! .

3.2 The importance of the mental image of the global fashion brand :

The formation of a positive mental image of the global fashion brand has multiple
benefitsP4

= Attract the best designers and elements to work with.

= Strengthening the global fashion brand relationship with the consumer locally and
internationally.

= To convince the consumer of the importance of their role in serving the community.

= Creates positive tendencies towards the global fashion brand, helping them to position
themselves.

= Assist in supporting the marketing efforts of the international fashion brand.

= Has a significant impact on the ability of the global fashion brand to survive in the face of
intense competition.

Brand awareness
Brand equity
Brand image
Figure 12 : The impact of awareness and mental image of the brand on the value of the
global fashion brand "'preparation researcher"

The more the image of the consumer of the global fashion brand is positive the more
connected it?”P?  meaning that the good image has a significant impact on the success and
survival of the fashion brand.

= Results :

1. Each brand of global fashion brands seeks to build communication between them and the
consumer by summarizing their core values and objectives in a simplified and memorable
form related to the consumer through excellence in the design of their visual identity of the
brand, brand, colors, packaging, catalogs, fashion shows and ...etc ".
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2. The success of the communication process of the global fashion brand and its visual
identity helps to raise awareness of the brand and its distinguishing points, thus maintaining
consumer loyalty and the success of the brand and ensuring its continuity.

3. The visual identity of global fashion brands affects the formation and shaping of the
mental image of consumers as one of the most powerful communication methods that plays
an important role in demonstrating the identity and personality of these brands, and creates
conscious and functional ties between the consumer and the consumer.

4. The mental image of global fashion brands is intentional and carefully planned, and thus
different from the stereotype that consumers have on the basis of false information whatever
their source and based on a deliberate visual identity.

5. The mental image is one of the most important intangible elements that support the
competitive advantage. The fashion brand enables the maintenance of existing consumers and
earns their confidence and satisfaction, and thus motivates them to make a purchase decision
and speak positively about them, enabling them to win new customers.

= Recommendations:

1. It is necessary to plan for the construction of distinctive fashion brands to ensure
competition locally and internationally by establishing a clear vision and goals that reflect this
vision on the image of the brand through its visual identity.

2. The visual identity of global fashion brands should be used to build the visual identity of
local fashion brands so that they can compete globally.

3. As a result of the impact of visual identity on the formation of consumer opinions and
perceptions, it is imperative to study the elements of visual identity of the fashion brand in
order to prepare strategies to create a positive mental image that supports its relationship with
consumers and helps its success.
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