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ABSTRACT

The current new distribution environment provides the consumers to shop at anytime and any
places by using mobile appliances. So, the companies which run the offline-store increase the con-
tact point with the consumer by launching not only online-store but also the mobile application
(app). Moreover, they are trying to operate the Omni-channel shopping environment. In order
for this research to draw the direction of ‘the Omni-Channel Strategy’, which is about the
changed distribution environment of the domestic fashion enterprise, the following steps were
performed. First of all, the term related to ‘Omni-Channel’ is defined. And then, Example of the
‘Omni-Channel’ strategy and ‘O20’ business in the domestic distributior were researched. Lastly,
present condition of the ‘Omni-Channel’ strategy case of the domestic fashion industry was
researched. At the result, the online-stores usually have several brands which can not represent
their identities. It is suggested that each online-store according to each brand has their own char-
acteristic identity. And The Omni-Channel strategy of the domestic fashion enterprise that is
needed the connection point connecting the on-line and off-line. It is able to allure the customer
to the off-line-store.

Key words: mobile shopping(E ¥4 3), multi-channel(2 €] 3 '2),
online to offline(&21 % 2 2 2}Ql), omni-channel (Y Ad), showrooming(s:F )
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1990 1995 2000 2005 2010 2015 2020 2025

- store OMNI
« catalog ON-LINE (PQ) SHOPPING
SHOPPING
ON-LINE(MOBILE)
» 1995 GS Home shopping, CJ O shopping
« 1996 INTERPARK , LOTTE mall
¢ 1997 H mall, sinsegae mall
» 1998 Aution
« 2000 Gmarket
+ 2001 HyunDae Home shopping, LOTTEHome shopping
« 2008 11st + 2010 TIMON, COUPANG
{Fig. 2> The distribution channel strategy
{Table 1> The term of the distribution channel
Definition Drawback

Single-channel

Run one distribution channel

Multi-channel

The brand manages the several sale distribution channels
The store which is independent and separated according to
the distribution channel

The competition by distribution
channel of the same company

Cross-channel

The brand manages the several sale distribution channels
The distribution channel of the part has ties and the
distribution channel of the part is not combined.

It overlaps and the contact point
of the multiple happens.

Omni-channel

Provide the shopping circumstance which is identical in all
distribution channels.

It can be rearranged by the researcher refer from Kim(2014)
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show-rooming the offline mall.

The phenomenon that it purchase by the personer-computer after doing the shopping in

reverse-show-rooming
computer.

The phenomenon that it purchase in the offline mall after shopping by the personer-

morooming the offline mall,

The phenomenon that itpurchase by the mobile-apparatus after doing the shopping in

reverse-morooming
apparatus.

The phenomenon that it Purchase in the offline mall after shopping by the mobile-

It can be rearranged by the researcher refer from Kim (2015) & Kim(2014)
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(Table 3> Comparing term of 020 and omni-channel

definition

differences

Omni-channel

The shopping circumstance providing the product and|Integration and connection of each
service which is identical in all kind of channel

distribution channel

020 The business in which it connects the on-line and offline

The connection point of the on-line
and offline
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It can be rearranged by the researcher refer from Kim (2015)

exeelnhge] BES LeteldA ity 2
AR PG S Qe e velne AR
=9 MY bsd dAe SAAS Hu, o
¥ 5 ATHE LAY 49 WYY 0,
S8, 98, B8 olE 5 Fuel TEALN
g AFNFE WSl Ak B 2 Al
S AWRYE © 00MAYXE ZHd o
Aol del 28 A9l Aty T 5 Yok
D) $UALAY A 24

S0 REQAS SUALAYE AHE e
(Table5)sh 7] Auwl Frjusge gz

At CFERE B aned Ausg 43
a7 e, LN AEL 127 2

Aste ezl gel s B 2% MED 787}

A bt Avzeln T FEAA SUAEA
Mg AFHE BE ARFAR FHT Aok
Aouage ey 4ES AgoR Wi

22E W AYRH'S LTshe] Lakelol
A FESIT Qmeelugel oz

2B Mu|AE AlFs

rir

W= VR(Vertual Reality: 73 d) 2B S
A& JE MUI2E A Fsted A 2
Tl A IDEGACE B ¢ JEE I
Atk ol vl AAET FiFol7] dtol wWshH
Aol AL 5 AAZ HgEE dEAE
& gtk AMAE Wkd, ontE, Egolh
2 59 28 AEE B3l SSGAICIES
T-Z3FH L SSGHHA Fujd dES =g



ARl SUAE Aol B P

Rk

A

b

(Table 4> 020 Business Case

Corporation Bussiness model Contents
Yellowid For business Kakaotalk id
Kakao Taxi The cacao taxi passenger the taxi call through cacao taxi passenger the
KAKAO app
(7}712) Kakao driver |Designated driver service
Hair-shop The reservation service for the Hair shop
Kakao-gift The coupon of is given present as the mobile
Goodak The medical institution detail information service and Hospital Pharmacy
search
Yellowmobile Yelloeitem  |Shopping mall
(yellow 020) Pinspot The reservation service about the off-line space
Hanintel Reserve the Korean lodgings of the whole world and guesthouse.
Tourbaksa The service providing the travel package
Sk Syrup The digital wallet service
Tmap Taxi The taxi connection in the near real-time the taxi is called
NAVER | shopwindow |t P e which can be purchae fhion. g . food)
Coupang The Electronic commerce utilized SNS(the social network service)

Forward Ventures

Rocket delivery

The Kupang's own home-delivery service

Baedalminjok

Woowahan (Wge] ml=) The food payment and delivery service
Zigbang Zighang The intermediation application including the studio apartment, studio,
apartment, and etc.

withinnovation ?Zig;&a)e The lodging information offering and reservation
by the researcher
Aol M BT 5 e WAHG Au2s AF F St FEEAE AskEYE Y fElTt
St Slth B2 3t FFe olWARE £25 TPFAE]
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{Table 5> The omni channel strategy case of the domestic distribution company

Omni-channel

Store type corporate Contents
case
smart-shoper The service in which it is delivered in the date and desired time if
PP it selects and pays for the product (only bundang branch)
mobile store The service which it can compare price the QR code adheres to
Lotte the product of the offline mall and
smart desk |order in onlinemaill and receive in the offline mall.
samrt-pick smart ocker The manless pickup locker at MVG parkinglot
Department at sevenll convinence store
£ .
store smart-oder |The food order with the smart phone and payment
. magic-pickup |order in onlinemaill and receive in the offline mall.
Sinsegae
The shopping mall integrated into the Shinsegae Mall, Emart mall,
SSG
and tradersmall
: VRstore  |'Vertual Reality store’
Hyundai - - - - — -
store-pick |Order in onlinemaill and receive in the offline mall.
E-mart emartmall |Shop by the mobile.
smart-scan |The payment with the mobile it does the shopping in the offline mall
smart-pick |Order in onlinemaill and receive in the offline mall.
) Lotte mart
Discount . . The service which the receives the goods inside of a car after the
drive-pick .
store online order
KIOSK The payment with the KIOSK in the offline mall
Homeplus Install VR store that the show case image and be the order with
VR-store
the smart phone.
7-eleven smart-pick |Order in onlinemaill and receive in the offline mall.
) smilebox  |Order in onlinemaill and receive in the offline mall.
Convenience GS25 - - —— -
store my-icebox |Order by the mobile and receive in the offline mall.
1 -
CU mar} €88 Order in onlinemaill and receive in the offline mall.
delivery
CJO Shopping | StyleOnAir The offline mall which can see and purchase the sold product in
CJ O mall
GS The payment with the mobile it does the shopping in the offline
. GSshop
™V Home shopping mall
Qme Hyundai The offline mall which can see and purchase the sold product in
shopping . plusshop
Home shopping Hmall
Lott baroTV The shopping with the live broadcasting with the mobile
otte
. . The offline mall which can see and purchase the sold product in
homeshopping |  studioshop
Lottemall
kyobo barodrim Receive in the offline mall after purchasing by the mobile & PC
Bookstore (RFRE=H)
bandinlunis bookshelf |Receive in the offline mall after purchasing by the mobile & PC
franchose- starbucks sirenoder Receive in the offline mall after purchasing by the mobile & PC
Restaurant | baskinrobbins happyoder |Receive in the offline mall after purchasing by the mobile & PC

by the researcher
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{Table 6> The omni channel strategy case in the fashion industry

On-line mall
(launch date)

Mobile app

Company (launch date)

Brand Condition

LF www .Ifmall.co.kr LF

(2000) LFmall
(2014.8)

HAZZY, DAKS, Lafuma,
JILLSTUART, NEWYORK,
VANESSABRUNO,
MAESTRO, TNGT,
TOWNGENT, A.T.CORNER,
BENSIMON, COLE HAAN,
DOT DROPS, ILCORSO,
ALLEGRI GREY,
Catherine Malandrino,
HANDS IN THE POCKET

The on-line store display is only
the part of products.

Between the distribution channel,
product delivery and return is in
trouble.

Being operated by each other store.

COLD CAMP
Kol www .kolonsport.
. oon com KOLONSPORT The brand single mobile store
industry (2011.2) ALEAZR

(2014.2)
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www .kolonmall.

KOLONSPORT,
CUSTOMELLOW,
LUCKYCHOUETTE,
SUECOMMA B,
COURONNE, SERIES
EPIGRAM, HEAD,
JACK NICKLAUS,

The on-line store display is only
the part of products.

com GGIO2, SPASSO, In the offline mall, it can be
(2016.6) igEs BRENTWOOD, delivered the product.
’ (2016.6) HENRY COTTON'’S, The return or interchangeable the
ELORD, WAAC, on-off store is intersected.
CLUB CAMBRIDGE,
CAMBRIDGE MEMBERS
K+,
STONE FEATHER,
AMANDA GHOST
OBZEE, 02nd, 2md floor, |The on-line store display is only
rounge & lounge, the part of products.
www skfashionmall SK steve j & yoni p, Some of items are providing model
SK : : FASHION SIYP, Y & Kei, fitting images.
network ( 20§%m1 b SKuj &2 TOMMY HILFGER,  |Between the distribution channel,
’ (2014. 7) CLUB MONACO, product delivery and return is in
AMERICAN EAGLE, trouble.
OUTFITTERS Being operated by each other store.
8Seconds, BEANPOLE,
BEANPOLE Ladies,
BEANPOLE Men, The on-line store display is only
BEANPOLEKIds, the part of products.
BEANPOLE, Accessory, [|Some of items are providing model
3 BEANPOLE Outdoor, fitting images.
SSF SHOP BEANPOLE Golf, In the offline mall, it can be deli-
(2015. 9) KUHO, BEAKER, vered the product.
Rogatis,, RogatisCollection, |[The return or interchangeable the
Galaxy, Galaxy Lifestle, on-off store is intersected.
ILMO, MVIO,
Samsung o
www.ssfshop.com Palzileri, Ravenovam
C&T
. (2015. 9)
Corporation

BEANPOLE The brand single mobile store.
Beanpale
B 8Seconds The brand single mobile store.
8Seconds
BEANPOLE Outdoor The brand single mobile store.
Beanpole
Outdoor...
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www.thehandsome.

HAND
SOME

TIME, MINE, SYSTEM,
SJSJ. DECKE,
TIME HOMME,
SYSTEM HOMME,
the CASHMERE,
LATT BY T,

The Chinese& Engilsh
providing in the online store.
Most of items are providing model
fitting image.s

service

Handsome com FOURM STUDIO. In the offline mall, it can be deli-
(2015.10) Heasy JUICY COUTURE, '
(2016.2) CHLOE. SEE BY CHLOE vered the product.
EA CHxOTHER " |The return or interchangeable the
Tom GreyHoun d on-off store is intersected.
THE KOOPLES,
ELEVENTY, MM6
ALEXANDER WANG,
ALTEA,
ANYA HINDMARCH,
ARMANI JEANS,
BAG MULTI,
BRUNELLO CUCINELLI,
DLESEL, DSQUAREDZ, The composition of products is
EA7, EMPORIO ARMANI
’ " |not identical in each store.
HER[IfII(\;D];:i;AI\[T%ggER G The information offering including
Shinsegae | www.sivillage.com LARDINI, ]s?fytle. trentcL ar:f te tz t b |
International (2016.9) SLVillage LES BENJAMINS, criveery e CISHIbUHON Channel
(2016.9) MARNI product delivery and return is in
' MAISON MARGIELA, |Touble A
PETIT BATEAU reserve funds can be used in
' each channel store
SHOE MULTI, ST. JOHN, :
STARTER, UGG,
STUDIO TOMBOY,
MAN ON THE BOON,
VOV, G-CUT,
DESIGN UNITED,
COMODO, TOMKID
Being operated by each other
DECO,
- w
DECO WWW.Ccajr}rll wores - ANACAPRI dinuovo, ?Etzi:pt for their own brand, the
LWLtd. ASH, ANACAPRI, . .
Co.Ltd (2014.9) CASh ¢ S96NY E"iC other brand is also sold in on-
(2014.4) : line shopping mall.
Except for their own brand, the
INDIAN. BRUNOBAFFI other brand is also sold in on-
' . " |line shopping mall.
v TREMOLO, Oliva Lauren
Hhook . ’ L .
www.thehook.co.kr - DAILIST, CENTER POLE, |Ccrveen the distribution channel,
SEJUNG (2016.9) 5HE 020 HERITORY GO. NII product delivery and return is in
48 CHRIS. CHRISTY, trouble.
(2016.9) DUANIKOREA. ETC Being operated by each other store.

reserve funds can be used in
each channel store.
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interview .sisun.com

INTERYIEW

COMING STEP, LEWITT,
S SOLEZIA, MICHAA,

Except for their own brand, the
other brand is also sold in on-
line shopping mall.

The composition of products is
not identical in each store.

Sisun (2014.12) SRRy It Michaa, ETC Between the distribution channel,
International (2015.01) product delivery and return is in
trouble.
Being operated by each other store.
michaa.sisun.com . . o
(2016.10) MICHAA The mobile store is not vitalized.
The on-line store display is only
PEARLY GATES. the part of products. N
) Items that are not model fitting
Creas-fashio www.creasmall co. creas PING, FANTOM, images are providin
n kr = LYNX GOLF, GOKER, Betfveen th(I: distribition channel
2
(2015.2) qEAE JAK&JILL, et del 4 return s i
(2015.11) PEARLY GATES TD. product delivery and return is in
trouble.
Being operated by each other store.
The on-line store display is only
the part of products.
W sw-eshob.co SIEG, Most of items are providing Ma-
. ’ p-co. u SIEGFAHRENHEIT nnequin fitting images.
Sinwon kr .
(2015.4) s VIKI, SI, Between the distribution channel,
’ (2015.5) BESTI BELLI product delivery and return is in
' trouble.
Being operated by each other store.
Suneioo kr.mcmworldwide. o
une) com MCM The mobile store is not vitalized.
group
by the researcher
A ezZadl & F 2l FHE EgH LYER NS wot7)= @del vyl Slth
Eoaggelt ‘BEY 59 agyFol okl o] B ATE I AAs1Ge WekE FE
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