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ABSTRACT

The aim of this study is to investigate the characteristics of the online distribution operations
of the rising fashion designers that are starting their own fashion brand. For this purpose, this
study surveyed 66 fashion designer brands that started less than 5 years before July 2017. The
results were as follows. First, 80.3% of rising designer brands possessed their own website (or
own online shopping mall). The amount of online distribution of each brand cooperates at 3 to 5
was the largest and constituted 37.9%. The earlier the start-up year, the greater the number of
online distribution channels. Second, difficulties involved in managing on online distribution chan-
nels were ordered, from highest to lowest, as follows: promotion>mobile mall linking and man-
agement>connection and relationship with merchandise director>customer service and main-
tenance>marketing (pricing, inventory management)>goods registration>lookbook making, meth-
ods of entering the online distribution channel, goods photo shoots, goods description page mak-
ing> merchandise competence. And the difficulties in management of online distribution channels
were differentiated by the founders' gender, age and work experience. Third, the most frequently
utilized online promotion channels among rising fashion designer brands were Instagram,
Facebook, and the Naver blog. Fourth, rising fashion designer brands’ most preferred domestic
online select shops were 29cm, Wconcept, Beaker, Musinsa, Wizwid. The most preferred domestic
online general merchandise shopping malls were SSG.com, Hmall, Lotte.com. The most preferred
overseas online distributions were Net-A-Porter, Matches Fashion, Ssencse, Dover Street Market,
Farfetch, 1.T, Opening Ceremony. This study provides necessary data which can be used by ris-
ing designers formulating online distribution strategy and governments making policy to aid ris-
ing designers.

Key words: designer brand(t]#te]1] B E), online distribution(==&3 §%),
rising fashion designer(21%1 A t] 7o)
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{Table 1) Demographic Characteristics and Work Experience of Rising Fashion Designers
Classification n(%) Total
Male 24(36.4)
Gender 66(100.0)
Female 42(53.6)
23~25 7(10.6)
26~30 14(21.2)
Age 31~35 24(36.4) 66(100.0)
36~40 12(18.2)
41~49 9(13.6)
' Less than 3years 21(33.9)
Work experience before 4~7 years 21(33.9) 62(100.0)
start-up
Over 8 years 20(32.2)
{Table 2> Operation Characteristics of Rising Fashion Designer Brands
(n=66)
Classification n %
Women's wear 39 59.1
Clothi Men's wear 5 7.6
i othin
Eashlon g Both women’s and men’s wear 14 21.2
items
Children’s wear 1 1.5
Miscellaneous Bag, accessory, cap, Shoes 7 10.6
Internet web page or internet Yes 53 80.3
mall ownership No 13 19.7
The number of online No 12 182
distribution channels 1~2 14 21.2
(homepage or online mall 3~5 25 37.9
excluded) over 6 15 22.7
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{Fig. 1> The Number of Online Distribution Channels according to Start-up Year
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(Table 3> Differences of Difficulties in Online Distribution Channel Management according to Founder's Gender, Age
and Work Experience
Gender Age Work experience before
L start-up
Classification L h 5 Total
Male |Female 20s | 30~40s ©ss Hhan 4~7 years over
3years years
Methods of entering the online 3.167 3.452 3.333 3.356 3.476 3.200 3.350 5948
distribution channel -1.351Y -.100" 5542 '
3202 | 3381 | 3000 | 3511 | 3143 | 3300 | 3650
Goods photo shoot 3.348
-.358 -2.045% 1.439
‘ 3583 | 3238 | 2857 | 3600 | 3191 | 3300 | 3600
Lookbook making 3.364
1.355 -2.969%* 942
Goods description page 3167 | 3452 | 3048 | 3480 | 3191 | 3400 | 3.400 L
making -1.102 -1.667 288 o
o 2875 | 3667 | 2905 | 3600 | 3381 | 3300 | 3400
Goods registration 3.379
-3.502%%** -2.902%* 061
4714 4.250 4.500
) 4.333 4.500 4.286 4511
Promotion a b ab 4.439
-.896 -1.178 2.560*
‘ , 3333 | 3786 | 3571 | 3644 | 3667 | 3600 | 3700
Customer service and maintenance 3.621
-1.992 -.302 063
Connection and relationship with | 3500 | 3833 | 3714 | 3711 | 4000 [ 3500 | 3600 10
merchandise director -1.539 014 1.912 ’
A o 3542 | 4000 | 3809 | 3844 | 4095 | 3550 | 3800
Mobile mall linking and management - 3.833
-2.161% -.154 2.017
, 2542 | 2571 | 2238 | 2711 | 2571 | 2750 | 2.400
Merchandise competence 2.561
-.108 -1.699 558
3 :
Marketing 3.542 3.524 3.714 3.444 4.000 250 3.100
(pricing. i ; 0 a ab b 3.530
ricing, mventory managemen
P & v g 072 1.060 4.937%*
o 3.792 3.881 3.906 3.822 3.952 3.750 3.800
Overall difficulty awareness level 3.848
-.507 453 A76
U t-value, ? F-value
w001, ** X0, *p<.05
Duncan’s test results ayb
F THE, AE sHEY AqEES © w2 e 3. MEIC|AtO|H EaiEel 22i0l S Hiy
Aoz Yehgt 3 A 3o 2ol FEUA
HI ARG Ately BT Ay A 7o
st A 7 frEsiAl E8ET 289 TR
ANDE AR Y] BT o] o9 8l
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ZNEHHFFE, AEH2E HE v, $3 EY

B ) o 2&fe dolAaE, J2EIH U

oMEET, JE £02 3%9E yowBal,
slol s, AL s, Ve £22 Uehd bzl
AEe AXSEL

SNSE 2835t U5olE (Table 3ellrsh o]
FTEE 7P 2 olERoE L7 QloA ol
olEgel " Y RE EAAA, FEWHe
oleg EAAA FF ATelH I 99 walo] B
238 Ji & Kim(2017) 9] Aol A Alxvhatel ]
BAES] 89.0%7F 391 olste] AAoR $9HL
e AR B W Ay 2o T UAY F 91O
BE ARYAYES AdHAedE A9y
g AR e Y TIPS FEHE Y
T ves) 2 Fert gtk B3 AddRelUE
ol Wol &&she 919 2l TH AL &§
S %9 Qo] B4 FRES YA FTH AL

¥ 29 Azl W ATE Besny 2o
teoE AduAeldEe] AEE FUehs
el fE5E S 2El ARG, AW 2k
THE A9 Lal fEOR TR URY
1 & Kim, 2017) AAvizte]y

A%, NAAEA/MH €07 Y} B A7
AHE AAURIYES 0% HY LT fE
AQe Y Lol AHE ) Lo 2RE
slel eerel fEOR TR EASYD. 1
A3 AT A|IEL (Table 5)olA g o] 2
g eokel RAFOE 20cm, WAL, WlolA, ¥

AL Wizwid 55 7P AdEste] o] 57 9Al
7 AAsE BlFEE 696%R oM, olfdl st
look, dlelAE, ot =d 3, 7|8 T4 &
Ado]l MEHAT & 3% FHES SSGHHA,
Hmall, 25 £02 o] 37f GA7F AR st
HF2 79.0%%2m 11 9 A#lohs, Clmall,
GS SHOP, AKE <22 ANzddet A& g%
A9 el fES Fol vlal ws e
Ut & 487) dAlF ANENT T SR
Net-A-Porter, MATCHES FASHION, SSENSE,
DOVER STREET MARKET, FARFETCH, LT,
Opening Ceremony®] 77 |A7} 45.1%E 1A 8}
of @2 HaelyEol ol f5oE MES Y
S des € F AAUTh I Yo% Taobao,
YOOX, Amazon, Asos, Luisavia Roma, Shopbob,
HYPEBEAST, ETSY, Other Shop & ©3}Hl
veh AZsdT Aol BAEES 9 M=
el frEel W tgeta apEst

=
[e) L
Ho) 9% I & Uk

(Table 4> The Most Popular Online Promotional Channel in Rising Fashion Designer Brands

The first The second The third
Classification n % Classification n % Classification n %
Instagram 53 82.8 Facebook 33 57.9 Naver Blog 21 55.3
Facebook 6 9.4 Instagram 9 15.8 Facebook 8 21.1
Naver Blog 3 4.7 Naver blog 9 15.8 Kakao Talk 3 79
Etc* 2 3.1 Etc 5 8.8 Etc 6 15,8
Total 64 100.0 Total 57 100.0 Total 38 100.0

* YouTube, Pinterest, Band, Viemo, WeChat, Twitter, etc.
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{Table 5> Preferred Online Distribution Channels by Rising Fashion Designer Brands

(n, multiple responses)

Domestic online
select shop

Domestic online

general merchandise shopping

Overseas online
distribution

mall
Company n % Company n % Company n %
29cm 31 | 233 SSG.COM 27 | 38.0 Net-A-Porter 12 1115
W CONCEPT 29 | 218 Hmall 17 | 24.0 MATCHES FASHION 7 | 6.7
Beaker 16 | 12.0 LOTTE.COM 12 | 17.0 SSENSE 6.7
MUSINSA 10 | 75 GAI\I/III;S?A 5170 DOVER STREET MARKET 6 | 5.8
WIZWID 8 | 6.0 CJ mall 5170 FARFETCH 5 | 438
1st look 7 | 53 GS SHOP 4 | 56 LT 5 | 438
ALAND 3 2.3 AK MALL 1 14 Opening Ceremony 5 48
Around the corner 2 15 Taobao 4 3.8
YOOX 4 | 38
Amazon 3 2.9
Asos 3 2.9
Luisavia Roma 3 2.9
Shopbob 3 29
101GLOBAL
B HYPEBEAST 2 119
oy+
LATELY ETSY 2 |19
LOUIS CLUB Other Shop 2 119
MY Bs)on Lane Crawford
Ninedeight LE NEW BLACK
OHKOOS
Rakuten
SLOW STEADY CLUB STYLEBOP
LLUD A'GEM Tokyo
Raremarket -
0.8 Antonioli
LAKICKZ One | for ArtFire
Seoulstore for | each BABYSHOP
Sculp cach CA4LA
IAMSHOP eBay
ARTIMPACT FAKE TOKYO one| 19
Worksout FWRD fne for
Chapterl H. LORENZO Orh each
Tom Greyhound KITH eac
Trunkshow
La Garconne
HAPPLY LEVVV
HIPHOPER LN-CC
Nordstrom
OHH!
PacSun
Qo010
SOCIETY A

Swimwear Galore
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TANG
TMALL
TOPSHOP
Totokaelo
Vimz
ZALORA
ZOZOTOWN
Handuyishe

Total 133 {100.0 71 1100.0 104 {100.0

V. =9 % &= S 2(38%) YEMRI F FEOENY E A
5 FepMDee] HEF % #ADIA AMuH]~ H
2 d7e A2 2E 458 IweE 4% HIAF DR ESTE IRDSE A 943
AE Held SlE Altately] HAEES] Ay W A 2, AE AR elA A st
of ddo] APl =AsHE AXYA|HEY 2 AEAAY B £2E oEes WA U
2l % d3 289 fEoA /e oy To FAtel A, A, AFAH we oEE
=, TEAEEA &&= SNS, & Y 28 S L7 Hmd o]zt A, 94 FGAt @
o fEAES Al 5HE T & A AJAERTG FESE WY, EhkY E A 2
8 A 59 olle] Axgately HHE A 9] oAH S, 30~400 FAAF 200 AAA
AEANA AExRALE stAeH F8 Ardde Ho A #Y, S5 AL AESS TS A
oS 2o T 738 39 olst ARV I o) A Y
AA), AR A HAEE] A} AEY & AR FE TH, AFE A oEgs o A
HolA(F2 AAL dEY &¥E) B HAxE A A Qe Ao Z2 Yeyt
803%% e dAlEe] 2l AdS AL AR, AR A HAEEA 7HE wel] &
AATE ol E0] ERAF 29l fr5S AP U= Sxe 20 TE Ade 1597 d2ead,
FE 3~5/7F 379%E 7P B, 670 o)A o2& oy BRI, Je(FFEHE, A~
227%, 1~2N 212%, °1&3A % A¢e E, e, HHe, 913 ESE 5) £o=, 259
182%% . Fd AxEZE FY /1€ ol 4 © dolas, A2EIH, UHERD, Ve &
A7F 2l F5 1-270 B1%. $le 45 33.3%. O 7, 349E UelnERl, HolAE FIeE,
el §E 3~570 238%. 670 oA 48%AoH, 718t =22 dehy aAgaelUyES QI2ED
Y 1293 dAE 229 f5 6 ol #,osolag, deoW E2IE FHAER 7
42.9%, 3~57N 286%, 170 21.4%, Q= A% 71% Bol 43S & & ATk
2 Yegy 9 3~59F gAE 2839 #% A, AZgztely BAEEo &S 3wst
3~570 51.6%. 670 ©1% 258%. 1~270 9.7%. SIE = =W F2 2 HFEFS 29cm, WA, 1]
73 129%% vehg Zd dapt AeE st olA, F2lAL, WIZWID S22 o5 5/ A7}
= 2 75 TS ¢ 5 AL AA T HFS 696%9°H 1E I 28
A4, AZRYAte]ly] HA=Eo 29 FES FHEL SSGHA, Hmall, FH G £o2 o1&
AN o Azete AHee AR = A o] HFE 79.0%AtE T3 FAES IYsle sl &
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