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ABSTRACT

The purpose of this research was to assess the trends in research and curriculum of college
education program in fashion marketing, and to suggest the implications for the research and ed-
ucation of fashion marketing business. The data extracted from the articles published in
JKSC/IJCF and the college education curricula from 2006 to 2015 were examined to compare
the result with the trend for the last 30 years of JKSC/IJCF research trend and education curric-
ular based on the previous research. The results indicated that more than 70% of research was
focused on consumer- oriented subject, such as consumer decision making process and consumer
behavior, while more than 70% of education program was directed on firm-oriented subject, such
as merchandising and marketing management. These results implied a slight shift for the academ-
ic research from consumer to firm oriented when comparing the result with the last 30 years of
data, although the education was reclined conversely. The academic research and education pro-
gram should be related in order to provide fashion industries with well educated human
resources.
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(International Journal of Costume and Fashion)
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12.8%, B2 8428t 11.2%, 42 99%, 18 49A et HEdiste] wadgds FAS A+
I 71e 19%E RS dek 90ddiel HE oA F 71 Aol AA FAT 4GA B>
2000 th o] o738t AT ARl S nA g €] O|EHE(EAAE A ], AR, B4 F)3}
AT HFol A FopHL HAAL A HFo] HEHGRES, AEUe AFHAEFAES O
HASA wA dYebdal Stk 200090 FEH Wo] AT (Kim, 1999) 434 tigre o
A 5A F shve e WAel HAaklew QA(274%), AFRAH246%), "HAB137%) &
A o] FAFESe] sjAnAE R WA o7 wHE FAY dE AR vERTHKu
oH(Lee, 2002; Choi, 2013). et al, 1999). o]% 10o'do] At 2010 ZAlel

olFete] 237158 20009t 74A o] F5 A M 49A tighe tA1(315%), 2l57-8(204%),

7o FA A AR, 0dU A= I = "HIR(16.2%) o2, AR 5744(36.7%).
St 0= HAAL 20009H = A H RIS UAke1(333%), AR (10.0%) &2 e, 4
2 oets s ol d A9 Wsket tEo] det A et A9 g 2 A Eoks 10d
o) WAl W= owsA=A ol A A3t mlael] @ Apolzt @il A Eoke]
TE Tl ARt Aadd oo wAAAy Hlgol o7k F7HE A2 2 YEtH(Kim et al.,
| thate]d w&71ddE (4dA ek 2~3dA g 2011). o3 Aol WakE A4 A ¥
AEs) Aoluh FUlE Hla B4 o o stel vl & ), dA= HArHAE d9el &
TFEol MNP AT 1990t F¥H(1996~1998'F) s Fe R yolstAT A Wl o v

(Table 1) Classification of Clothing and Textiles Research Areas

Researchers Publications Research areas
T -
r JKSCy, historical | apparel clothing textile social apparel
Jung et JKSCT, costume design |construction| science psychology merchandising ete.
al.(1991) 'FERy of clothing (1.1%)
27.9% 3.5% 12.7% 35.0% 5.5%
1959-1990 ( 5) | ( 5) ( %) ( o) (14.2%) (5.5%)
FJKSCy, historical | apparel clothing textile . Scog(lj(l) apparel
Kim(1999) TJKSCT; costume | design |construction| science i ¢ yclo thirg1y merchandising
1990-1998 (204%) | (175%) (11.0%) (19.5%) o (15.0%)
(16.0%)
historical social
r costume | apparel clothing textile apparel
Rha et al. JKSCT, 0 . . . psychology L. etc.
(2000) 1991-1999 (12.5%) design |construction| science of clothing merchandisingc (5.0%)
culture | (17.5%) (14.4%) (16.4%) 0 (17.3%) ’
(9.4%) (7.5%)
L apparel . . social .
FIKSC, historical aethetics/ cloth1ng tgxtﬂe psychology fashlop etc.
Lee(2002) 1977-2001 costume design construction | science of clothing marketing (12%)
N 9 9 0 9 L7
(40.1%) (98.3%) (7.1%) (2.9%) (5.3%) (15.1%)
_ PJRSCy. | historical | 2P | othing | textite | @ fashion
Choi r design/ ; . psychology . etc.
(2013) JKSCT} costume aethetics construction| science of clothing marketing (19%)
- 17 0, 0, 0, N o
2001-2010 (9.9%) (97.9%) (12.8%) (14.5%) (11.2%) (21.8%)
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Ag B o 224 Aol AR 719, v,
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PAHRYA Boprl 2258 Aoty o253
AtH(Han & Lee, 2016: Jung et al, 2011: Kim,
2015). o]& g Alth WHalol] 2 FEH AAH
AFE ZhE A AEHE FAsloF sk
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2. WHEOIAE Zofe| HA7Egy Wity

HArHAY Foke o7 HA G99 FolA
dUEo s °j/‘} b AR 2 S EofE FHAnt
AR AFgAol et Fe7t Sy EHA gkt
(Yu & Lee, 2004). ol A HEE
Fashion Marketing Managementoll A 3} A n}A &
= 9T H frEdelA d et miAY 3 3
g Ao #H3 FFoz AHosedl. oy
+He o7 o HAAE 2 o #HEE
MU AE e mHR e 55 g9 sidrAY
o7 A% 4 9l Aolth(Park & Kim, 2004)
<9 Sy AdeAE Eoke] ATy
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w=(416%) 3 olFs #d e (HErrgesA
539, B4 229, 7o F3]A] 1339) o wxd
ATE=TS Folel F 6241 HAwAY #H
=

g

o ML

of
18

1

~J

o0
1



e Y sepel A7

5 1
% o

Wsh @y

o 2l £ gYoR ERIYOU AMANE  wEHS IAvAY T /g 5o FAE £
(AABARY, FBASE, TR, KD b S A0 Fsg o)F 2uAAT S
AR AEAEsY, sHAEYY, &2 A 2 = HantA GG g A7 60.7%=E M @
A BeGe AG BAASML(AAZ o AMuAY Belsk 263%, AMHIY 5
AFFA, M A2, AgEs B Jde -, T A8 9 5 FA 9.0%E AA A= ol
AEA/ARNA BAE B E FHCE < gig v et AFAES sG] &H|
T A% Asng AAGA Aol HEOE G AT £
°]% Yu & Lee(2004)= =R/ 3)A|, gk Yu & Lee(2004)= 19909 71702 sjAniA
PRHIA, BAAE FHOR AR ARAL Y AT} /HFLHOR AFIYSL BIHY
A7 ol FHE 20008 % 7HA] HAvAY Foko =d ol wiFeR e FEAINES F
AT AL PASGT olES F 52 =R B3 dnh AZFHAN fEZHORY A
S WSl AAAEY A7 A HA AYe) TEA WEIL Rt A7 APelAE
B @, AR, AARAE 558 dArIgel td A7 Add Ao sy
€& % EFFAE diEFey avAE s Fopst At
a8 el Bobe AR A0l LA BANS AL HAEAY Bobg B 3
ARt EANY, FAMY, AN FAYE &2 2ERE 090 F o1me =R AR
H A T FAZ Aoedinh sjdviA g #e Lee & Lee(2007)> ol Axa=e #4%
= AFE, 7H, fF5, S0 B A3 FAR A =9 AR FokE AHAE FAC T &
Jste, AAIAY B4 A& 2L G FAL 0 6R gaagIgel GFS mAL WS
(Table 2> Classification of Fashion Marketing Research Areas
Research Fashion Marketing Research Areas
social psychology of clothing consumer behavior and marketing
social
personal culture ho- apparel
Lee & | percep- | Indivi- |or group DSYC © instru- | decision lifestyle industry,
. logical or . product | overall marketer | .
Lee tion & dual and ment making . or interna-
. mental prefe- buying trend perspec- .
(1996) | impre- | psycho- | apparel . develop- | proce- | segmen- - tional
. disso- rence | behavior . tive
ssion logy con- ment dure ting trade, or
. . nance
formation sumption etc.
behavior
special application
fashion marketing environment (60.7%) fashion marketing management(26.3%) of fashion
Yu & marketing(9.0%)
Lee consumers’ | economy Itural
(2004) . . decision of . promo- | S| Breen
segmenting| targeting | positioning . product price place . com- marke-
making consump- tion . .
. parison ting
process tion
consumers (76.4%) firms (23.6%)
Lee & | perception individual ) . consumers’ )
R social culture decision . . . industry
Lee and traits . . buying evaluation of | merchan | globali- K
. . or collective making . . . . . oriented
(2007) | impression (psychome- situation marketing dising zation
. . nature procedure . research
formation trics, etc.) mix
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AT okl AT 0 sk wAHY 54 2
5 oel A7 Q0T Uvel Hd s 97 geaE A2 aun
2 93 An. 2 ATAAE AEIAY Bl
A7 Aus dote] ARuAY wopel mARY 1. ATLA
£ s 2o] 1 ¥ Lee & Lee(2007)
o @7E FTa AWMLY, WAL, At DAY 2ok dFEE 24
A f% mEma 2uRaEe) 99 £ AECHIY Bok 9 43l del Lee & Lee
QunE BFEALH Y 0FAE AEsel

{Table 3> Analysed Universities and the Districted Areas

. Number of | Number of . »
District . " Name of universities
universities |departments
Konkuk Univ.*, Kyung Hee Univ.*, Kookmin Univ., Duksung Women'’s
Univ., Dongduk Women’'s Univ., Digital Seoul Culture Arts Univ.,
Seoul 19 91 Sangmyung Univ.*, Seokyeong Univ., Seoul National Univ., Seoul Digital
Univ., Seoul Women's Univ., Sungshin Univ., Sejong Univ., Sookmyung
Women'’s Univ., Yonsei Univ., Ewha Womans Univ.*, Hansung Univ.*,
Hanyang Univ.*, Hongik Univ.
Incheon 2 2 Incheon National Univ., Inha Univ.
Gachon Univ., Catholic Univ. of Korea, Kyung hee Univ.*(Global
. Campus), Dankook Univ., Myongji Univ., Shinhan Univ., Chung-Ang
Gyeonggi 9 11 . . . .
Univ., Pyeongtaek Univ., Hankyong National Univ., Hanyang
Univ.*(ERICA campus), Univ. of Suwon
Daejeon 4 4 Daejeon Univ., Mokwon Univ., Chungnam National Univ., Hannam Univ.
Gwangju 4 4 Gwangju Univ., Chonnam National Univ., Chosun Univ., Honam Univ.
Daegu 2 4 Kyungpook National Univ.*, Keimyung Univ.*
Ulsan 1 1 Univ. of Ulsan
Busan 8 8 Kyungsung Univ., Tongmyong Univ., Dongseo Univ., Dong-A Univ.,
Dong-FEui Univ., Pusan National Univ., Silla Univ., Youngsan Univ.
Gangwon 1 1 Gangneung-Wonju National Univ.
Chunebuk 3 4 Konkuk Univ.*(Glocal Campus), Seowon Univ., Cheongju Univ.,
£ Chungbuk National Univ.
Chungnam 5 6 Kongju National Univ., Sangmyung Univ.*(Cheonan campus), Joongbu
& Univ., Chungwoon Univ., Hanseo Univ., Hoseo Univ.
Kunsan National Univ.,, Wonkwang Univ., Chonbuk National Univ., Jeonju
Jeonbuk 5 5 . .
Univ., Howon Univ.
Jeonnam 2 2 Mokpo National Univ., Sunchon National Univ.
Catholic Univ. of Daegu, Daegu Univ., Daegu Arts Univ., Andong
Gyeongbuk 5 5 ) . .
National Univ., Yeungnam Univ.
Gyeongnam 3 3 Kyungnam Univ., Gyeongsang National Univ.,, Changwon National Univ.
Jeju 1 1 Jeju National Univ.
Total 74 82

* Universities that have two or more clothing/fashion related departments
Based on administrative territory

- District :
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HArAT Foke] A7 & et wHIHF 549 &4

Aok ZA7E o)F 200619 4e7kA 307 wEE 2) HAvtAY RoF A7 AT FAE
=i F HARHAE B ogAE Al el Foke] = 24
T HETE 27201 d A sk 20061 5% HArAY Fof A =& 236WE Lee &
FEO201597HA HE 10972 TE2A 163, Lee(2007) 7} /& 7 AFHFol wat £438
MJCFy 73S 2 F 236HWo] R T 104 03‘:} Lee & Lee(2007)& (Fig. 1)¥ Ze] A+
ZF R =ie] AA S eS ¥ T Sth o] Mg E& AASL T2 0l dxd A+

FEA 2 AA A5 Eoksh A AnAE fofe] 351-550 AFFA wep 7 fFFoE ERFEI
A= =7 HF 9 8FE (Table 9o A A8} o} (Fig. 291 Lee & Lee(2007)7F #2413 2
Aok A= HHuAY FoF =i HlEs 2 F(FERE 2006 56W 437HA]9) 307
B, A7 o] 1980dt7iA & AA =% AT A5) e B Aol FAg H2 109 (20069 65
7F BA & kel HAAY ok =Rk T A 5dFH 201597kA)) ¢ A#E @ Iz E
vt ot Q0 Fuk o] FFEH HAA =% T EAIBEe] 40d7Ee] HAEAIE FEoF A7
7V Z7 e & S ArAE BEof =EE 20% ©| W3l FolE AASAL, Lee & Lee(2007) 8 &
e v AAs Skt 20000 SRy AT =i HFE 47 AFFAEE (Table 5
e oF7F Aadte AR BHAoY 20104 ol F o A AT,
Ol &% Agele WstE Holth T8 19 "AMA BANE &AM AEF, 9

{Table 4> Descriptive Statistics of Fashion Marketing Research published in "JKSC.

Total Articles Total Articles
Year Year
frequency Frequency % frequency Frequency %

1977 9 1 11.1% 1997 88 23 26.1%
1978 9 1 11.1% 1998 95 15 15.8%
1980 6 0 - 1999 110 27 24.5%
1981 17 0 - 2000 104 27 26.0%
1982 11 0 - 2001 116 34 29.3%
1983 8 0 - 2002 109 25 22.9%
1984 5 0 - 2003 104 18 17.3%
1985 6 0 - 2004 123 22 17.9%
1986 6 2 33.3% 2005 112 17 15.2%
1987 4 1 25.0% 2006 133 17 12.8%
1988 5 1 20.0% 2007 146 28 19.2%
1989 10 4 40.0% 2008 140 27 19.3%
1990 23 3 13.0% 2009 132 23 17.4%
1991 36 3 8.3% 2010 118 23 19.5%
1992 39 3 77% 2011 117 19 16.2%
1993 32 4 12.5% 2012 113 28 24.8%
1994 36 7 19.4% 2013 109 22 20.2%
1995 51 10 19.6% 2014 108 29 26.9%
1996 66 14 21.2% 2015 95 16 16.8%
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{Fig. 1> Theoretical Perspectives in Fashion Marketing Research

(Lee & Lee, 2007, p. 134)

-84 -



AT sokel ATAY % S WA B4 24

250

z50

200

150 1

200

150

[ 1977-2008(4)
I z006(5)-2015

oo+

50

27

27

=

100

50
- - - 0

consumer  consumer
characteristics psychology

consumaer marketing situation decision industries
bahaviour stratagy and making and
buying Process firms

4 (12.

o 8% 29 2H AN} %

w2+ F(51.5%), A4 2 719 (14.7%),
1%), "9 AZ(114%), 28 A2
(5.1%), ©1AA4 374 (4.8%),
o &
Ao A =

{Fig. 2> Number of Articles per Theoretical Theme
(Note: The data of 1977-2006(4)* from Lee & Lee, 2007)

ol

=L
X]ua— OE] s &

rir \-J

5 7(0.4%)

2 fFE HEo] e HT 10379
SHAEF(28.0%), A B 71

- 85 -

HAEEY) F 206HSZE 41.6%9] ¥FE A (186%), "HAIE A= (14.4%), 2VASA (11.4%),
Aste] 7P B AF7E olFolxh 1 tel 2uAE Ael(114%), 453 791 (110%). SAHE
Heo

e 8979 A9 0 G AT E sBer  ARA(G1%)9 £l

165%, % 491 "I AE | F 602 128%, A 40N PR e ES AAT 2HA
I ovheol £8 19 2HARC £ 0WCE  AE ATE 05 PANE 50% ol4oR AP
8% AAT, 97 9F] 10% G0 57 7 ool BFARSN A2 108 EeHlE 2%

RO 81%, 2 @ol dasignh @9 AvAye 1% 4
R e A e I A
AR 25A 49% £OE vEdT.  oWs B A4S B
WED A Lee & LeeMT)S AFAHE & 5 wRBE A 204953 02 B A9
2UAE @ A7E ATE MBS MES A5 9

= gel Z7ksel At
ST 0799 AF AP

SRR g 9T

2 HlSe AHASAL Sith



fRAl 5B674 19%

{Table 5> Classification of Theoretical Themes in Fashion Marketing Research

Theoretical themes 1977-2006(4)* 2006(5)-2015 1977-2015

Consumer characteristics 33(12.1%) 27(11.4%) 60(11.8%)

Consumer psychology 14(5.1%) 27(11.4%) 41(8.1%)

Consumer behaviour 140(51.5%) 66(28.0% ) 206(41.6%)

Marketing strategy 31(11.4%) 34(14.4%) 65(12.8%)

Situation and buying 1(0.4%) 26(11.0%) 27(5.3%)

Decision making process 13(4.8%) 12(5.1%) 25(4.9%)

Industries and firms 40(14.7%) 44(18.6%) 84(16.5%)

Number of fashion marketing articles(%) 272(19.4%) 236(20.6%) 508(19.9%)

Total number of articles published in TJKSC; & IJCF. 1,404(100.0%) | 1,147(100.0%) | 2.551(100.0%)

(*Lee & Lee, 2007)

(Table 6> Changing Number of Fashion related Department

Number of fashion departments(%)
College Increase(decrease)
2016 2l compared to 2006
Human Ecology 19(23.7%) 22(40.0%) -16.3%
Science and Engineering 13(16.3%) 8(14.5%) 1.8%
Arts/Formative Arts/Design 37(46.3%) 19(34.5%) 11.8%
Culture related 6(7.4%)
6(11.0%) 2.7%
Others 5(6.3%)
Total 80(100.0%) 55(100.0%)

(*Lee & Lee, 2007)

B @3}siey st
23.7%, A Hst/olF et 16.3%, +stdd st

il
7.4%, 7]‘3} 63%0311} 01—3— 2006”‘(Lee & Lee,
e

Z8/OAQAUHAL) 25 20068 345%514
118% Z7ht A0 dehg ol A2 @e
etgel B A e 449 sFol Wi %
o Q¥ AN /AT, HEGY, 2]
A/ B) adold GRS BHS HFHO
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(Table 7> Characteristics of Fashion Education Program by the Name of Department

Classification Frequency Name of department
(%)
Clothing and 33(40.2%) Clothing and Textiles(22), Apparel Design(8), Clothing(2), Clothing and
Textiles/Clothing related| °7" =" Textiles Environment(1)
. Fashion Design(25), Fashion Design Information(1), Fashion and
[7)
Fashion related 30(36.6%) Clothing(2). Fashion(2)
Fashion Industry(2), Apparel Fashion & Business(1), Fashion Design &
) ] Merchandising (1)
Clothing/Fashion & c oo - - - -
13(15.8%) Fashion Industry(2), Fashion Design Industry(2), Fashion
Industry related ) ) g 3 ) )
Design - Business(2), Fashion Industry & Design(1), Fashion Design &
Branding (1), Fashion Marketing(1)
Textiles related 3(3.7%) Fiber - Fashion Design(2), Textile Art - Fashion Design(1)
Others 3(3.7%) Jewelry & Fashion Design(1), nghlon & Beauty Design(1), Stage
Fashion(1)
Total 82(100.0%)
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{Table 8> Descriptive Statistics of Fashion Marketing Classes

; Number of fashion departments(%)
Number of subject
2016 2006*
0~2 5(6.1%) 8(14.6%)
3~5 21(25.7%) 35(63.6%)
6~8 32(39.0%) 9(16.4%)
9~11 16(19.5%) 2(3.6%)
12~15 5(6.1%)
16~23 2(2.4%) 1(1.8%)
over 24 1(1.2%)
Total 82(100.0%) 55(100.0%)

- Note:
(*Lee & Lee, 2007)
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(Table 9> Fashion Marketing Education Program Subjects

. . . Number of Increase(decrease) compared
Subject field Subjects Subjects(percent) Sub total to 2006
Marketing 97(15.8%) -5.4%
Global/Trade 29(4.7%) 1.9%
Marketing Fashion start-ups 26(4.2%) 182(29.7%) 3.4%
Market analysis 18(2.9%) 1.3%
Internet business 12(2.1%) 0.1%
Merch Merchandising 70(11.4%) -1.3%
erchan-
i i 125(20.4%
dising Information analAysls/ 55(9.0%) ( %) 34%
Product planning
Fachi Fashion industry 24(3.9%) -2.5%
ashion
i 108(17.7%
Industry Internship/ 84(13.8%) (7.a%) 134%
Field training
‘ Advertisement/ 30(4.9%) 0.1%
Promotion Promotion 73(11.9%)
Visual merchandising 43(7.0%) -1.4%
Consumer behaviors 32(5.2%) -2.3%
Consumer - 68(11.1%)
Consumer social psychology 36(5.9%) -6.5%
o Fashion distribution 23(3.8%) -4.6%
Distribution ——— 56(9.2%)
Retail distribution 33(5.4%) 0.3%
Total 612(100.0%) 612(100.0%)

- The data of the year 2006 :

Reclassify the study of Lee & Lee(2007)(in the case of ‘consumer’)

- Note: Count each subject which has the same title with I, II in one university.

25 (EEYE) S o T8 R e
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S PR ESEENEEY

. s3550] Qi
FLTY Fashion Merchandising Management

(A.A.S) 9 PARSONS®] Fashion Marketing(A.A.S)
9] 20099 A3 (Jung et al., 2011)
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