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ABSTRACT

This study analyzed the 4Ps strategy by selecting 10 cases of small-capacity online fashion stores
currently operating successfully to determine how small-capacity online fashion stores can be suc-
cessfully operated in the rapidly growing, but highly competitive, online shopping market. The re-
search results are as follows. First, the selected small-cap online fashion stores were small shopping
malls, but each had their own strategies for product development, product composition, and prod-
uct procurement. Second, due to the competitive nature of the online market, the cases involved
stores that used low-cost or reasonable pricing strategies. The standard for commodity pricing was
also distributed evenly among cost, customers, and competitors, and all cases had differentiation
strategies, such as no-sale, reasonable price to quality, lowest price, and differentiation according to
sales channels. Third, all cases used various distribution channels, including blogs, Instagram, select
shops (both online and offline), portal shopping malls, open markets, offline pop-up stores, airport
rental shops, and designer shared spaces in addition to sales distribution through their online
stores. These distribution channels were also used as a platform to do sales promotions of brands
and their fashion store. Fourth, due to the nature of the online fashion market, all cases were
heavily focused on SNS promotion, such as through Instagram, blogs, Twitter, exposure and pro-
motion through online select shops, open markets, portal shopping malls, and influence strategies.
In addition, publicity was used through online lookbooks, select shops, pop-up stores, and
exhibitions. These results can be practically used in the start-up of small capital online fashion
stores that have emerged as an alternative to employment and unemployment. In addition, the
findings of this study can be used as data to generate successful operation strategies to ensure
business continuity after the establishment of an online shopping site.
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AR P AMEDE £ Al AT

HAY 279 B4 o] shsd Al AT IS & o] AEFFTE FASY Y5t 2EIaFE),
23599 tHLee, Hong, & Park, 2015; Shin & Kim, a2 9 wEl 2AE(AFGAA A
2014: Son, 2019) FE 2 VEQA 7IRkE ST AFT Aul s
ol fal AAE 2l &FES gy ¥ g HTovAA ) - exERIYYE
3 4P mix 5 BAXAE Fd A¥Ry AY (A A A el Tt A ET ofyE} 7]
Ho g 29 F9 AAE 27 HALIE 107 9 AAHLAE Waste HFhHACA #
AHEE At A F5 AN 717 WEY O m) 2 FEET JTH(Statistics Korea, 2020). 3
YA 4P mix AF 5& AFUHS 53 ARE S FGIdAE JHULEIES InE
FR st FA5 8 (20 58 AEANE & 5 e 7MY A
Hyl &gsoA AES At SHE(LEA

9
. 22fel 2Z =9 JHE | 28 EY d AM2)E FESL Arh(Park, 2017). Jung
& Kim(2019) =W 2288 &% 3 Ad+E 5
D Esel £4 24 o QEblA, 28N BY HASE w9 B
Hoffman & Novak(1996)& 2l &£BES B QPHuE 492, Bsty &2, 3437
AAAAE 1 AEel 22 2 AL 7 ZYPEAN 2 Eo7 TEIIPT T A E
£qPES B olFoIAL FES EAolU 714 3 BEy egol 4B A wagE =g
5 AR Aol AgHel Yol BIF = 4rgE gosnE nAr £7E oZn
AE AR ATHE 293 oS AEES A A AAAWA 02 Hrp AN A TR E
Wohe SEl Adelsa Aesidth Jung & &tH(Lee, 2017: Shin & Yoon, 2017)
Kim(2019) & ©2kel zxqolet QEye swos
719 7+ e 7193 AnjAE 2 Avjzked v 9) 2ol £ Eo Lo
o] AR ARE AR AEH Q¥ 2E A SEAAN Sael amEY OAY A
At A cAnlel SR aBBOlE 7T g zaquy yaol guEE EdE teg
elled oSk AARE P whe AN o eaeingel ZuHRA 27 AR o
ALAFE PIAL BIAT AU Statitics  mmme o woel SN U4 EeAE
Korea(2020)= HFH. Augal dvl 55 1% a3t th(Naver advertisement, 2018). o] 2 gt
el sk %S9 ARG T LSRR guge o 290 NN 347
B FUAE AU LDECHAL AN PC g ge) 2 wam, we AuAEel Ae 42
B EMQE clgetel ARE TGS AN ga ve aqamoz 2o 598 3990 4
LAES A LYEe oo A BAE 5 A s Kwon, 2018). §3 &
22 £¥EY /3 E2RE oS, EAH gol AN LA AADe] AARYS A
AHE AFHES Holo) me L2 SUES g o ow am MY ol91S AgE] 9
THE(HE HELS AALAG AW TR g 2 wge) Hol AR IPe A2 o=
dhel e1el ST AEE THE T AU LA o) pegad 4900 SolsHKim &
£92)% ALE(sh} e 78 54 A1y
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= 2l £FE AR FE3 WHES dE PR AFGAIE Y ete AE BET(TadE
T YUoHLim & Yang, 2017) Ho g Aol A% e, A2z 2 "2y

U dagE A A ve EAFA Ho g Aol #F ME APH, A=A
SRFES +PF5he A B, Jung & Kim ol¢} FAMSH /PR AS(SOHO). A7
(2019)9] 224y I JPARAA AL 190 71947, "2t 2 AX71E 5ol Ath(Lee, 2009).
Al A ol ool &g FRFAME & S el 20179 AR 71E AA ARIA
LB ES st A= AA Y 52%(1.674 o] 85.3%(318% 7N), FAHAHe] 36.8%(637% W)

o & ARFH 7L A A dge wPEy
Row. vl YR KU 4T 5 FR Arjet
e sk WA ARFL AR S JFH956%). 5

Shin & Kim(2004) & 22t &3+ dHls 2 (80.4%) ¥k ¥om d&(62.7%), v1=(60.9%)

Zupl, AAANE YFRE £ EZ EF{IIY Bo}h =t (Minstry of SMEs and Startups, 2019).
A AFolA B deiolA AFe] 434 o HAGFAAE ARIFA ] F 2FE 7
FAd, A7E AFFAEI L ol &M whEel] g HdE°] B, ARddAe 27k dEtARIg
S MAL QoER 2l &P ES G5 AFY 4 9 AR Y] FIUANNE TE AE
FATG ohF, AAAD AREAE| AT DFH o] e FA& RS YUARIIHE AL A &
2 Eqith 53] AAAWAE FETEe 5 Al e olFa g, -] S HARIA
4 el o7h adle], yntE &P E2 AA g FAlEH, AeTAel A WEde FE
7h LEWAE FR, AA, M4, A Fol v 3] S7hstaL Qlot A7 F Awbe] HwjEY
of 984 dFE mHY AUk Naver ad- o] Z4adte AL YElgth(Chang & Lee,
vertisement (2018) & & &P E] AFH 2017) Kim(2017) = = 243dS WiE 1<
+F 5 2R ES =017 aAE HujAe 9o ® 54 dFol dAFEHH thIthHEES
gAdg fHHA, ARRAE, 229l AL 2& 5E) 9 W AEES Holw, 53] Ay F 597t
Aol o3t st A AEgo| 213%E OECD Hd AE=E 43.9%

Hoh gty sk 22l e A olHth

dobate], Kong(2017)& 2akel Algel 7
& Folatyt AFolv FAZE 4A oA, =

1 A7t 78 weol ZFPd ofoldl > &
ZHel g =(AA FYE F 201%) ol AA FA
FAEE 80%= v Az ZAoE Yyt
s 2 3t th. Naver advertisement(2018)¢l 2]t &
ol &AM ezt 9 2009Hd o]/de]
A BT F Jow IS AT FEo|

A EoRdtta k3l

AFY mEE ASLR o] Fo] A&t

™ (Son & Lee, 2015), & 22 &

42 AAL dtH(Kang & Lee, 2010
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AR 29 A%

2E £ Al A7

80 ROl 20224 190%0] 28 Ao An
314 tH(Kim, 2020). QA2 Statistics Korea(2020)
of ostH, 20199 2lay AHYS 134x
58309197 Addin] 183% Z7H¥oH, AE
o+ 2Elay A FARE #Ael 317%
(422 687991 ) oIt} B} A3 Awrd 9
£(105%), A% (1.7%), 7V8(23%), 4 &F 4
MM (2.0%), 2EZHALER29%), 3%
(84%), oFsFol4E(35%) 1Atk 28kl &%
B F3E HAAFY AR TS AN EHA,
TTES 31E 861399U(37.3%), AEES 10

8727919

sHdES 249

ol H M

(29.1%), >L=ZHYEol
ol TH2019¢ 12¢ # A%

st A3t 419 AALv e tFd 27
2 A4E 7HA2 JtH(Han et al.,

CABAFES BN AQAEGES

2006) s o2
AR FAARA AAAGAL DA FEE
@ F EABNGNTE hn el BRI
SNSE F3l AA, W, wE CSHUMA 2R
she Alzdolth Fdlold wRE A, wF,
A%, 2949 2 BY 52 AANYA ®
% Q8 @thLee, 2017). £ HH&T A
(Wlolw] 2rtE2Eo] 71%)9 54 wH, B4
76l He) S HAF 4ES B A

wEEol %

%k 17%0d wls] sjdelFe] wEE
57%% 7FE =9

*TH(Naver advertisement, 2018).

3. 220l WML B YT 4Ps
4Pst 4P Mixeh® #u, ol /199l 2%
NhE MO FHe vHIY A FL ) @

g 99 & AE 7, T, 5 E TAHE v
g #GE 7Yk A& v FtH(Choi, 2018). =
71999 A" M £ mAY 4PsEtal BT
Y sl oJsiA FAISHETH AR, Hwang,
& Jung, 2018).

FHo UA" AdIAME 22l 7I9Eel A
o AN xd, A F 2

7] sl E e Y Mol FR3kth Choi(2018)

< HAE A, v 40 Adeds wHAY 4P
Mix AWl Ax Zste vpAE] g2 9404

=
A, A8 wAlY Ao FAs ad
A=, 7HAA, e, TR
I 9)th Marshall & Johnston(2019) = TIAE A
HolME FES mHAIEY Aeln, 7t 74X
o] A8 aioln, F52 7FX 9 M EAH, F

A T3 71 A AXe HAEFH 2480

»
o
_(_Ql

tol vHIY & daad, RES, HEl AvE
3 2L A 7les o183 7HA Ak vt
Aol Aol sk

Lim & Yang(2017)%= 22l £38 FAA7T
A 54 Adsks) Uz e a3
AETES Fol U &S 2 F duy
A, 59 el £gEge] MY AqFE %

glafoF & A H3sAN L, Chung, Jung, & Han

(2001) & T&27199] JHdLFEo] JFs Hdl

dole] W A, otojdle] HAA P

& 2 T A, v

Ak Lee(2017)2 &A)
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Ao 9FHE o] &3 BAse AEdy np
AY SEAFS AASHATE Shin & Yoon(2017)
& 29l HAxE] SGAt WA A=
AAZHZE Wstsle QlEY 843 ARSI A ol &
S BAE AF7Gel wrgslor s, 53
2A ¥ 2HAE ghSo] A &EHA| HHg-E) oF

Atk 2 9o Choi(2013), Kim, Song & Yi
(2018) §% 2l &£ME FHo)A9 Ul(user

interface) & W] &3te] Alo|ES] TAF tajel,

Baek & Seo(2013), Kang & Lee(2010), Son

{Table 1> Semi-Structured Question Items

(2019) AF % rAYFY BE Y AL B
WE, O AT 4o BEe Y ¥ 4T
Hom 29 39 A4 L2 AM£D B )
FOR A/IBRE o), ABvE (2009
2 o), 222 (102 olshE e 27
2 ogeel HLDE AAATE N8 APER
o 2% Bt gol stk i) AYCE 23
2L Skt YA 2 &9 $YAL §) B
Aol A3 F AR TS BRI F e E
EL B ARG 29shE 3UA 2 294, i)
FAMIY AT NF 2d o4 £¥BL £9B
A4 % SIAHG 2B o TS FYF)
Wake 49 27 39 49F @ FdF /FoE
HR), iv) FABRAAA Gue] AFER] "o
FONVA/AS/RE S S 394 2 297,
v @A 4R wEo] 2008 o gelEA, A
A 571091 ol3k AR717ko] 24 ogel
G W LG o ATl B E 10 2l
&R E PR APEEOE AYHAT

Major Category

Medium Category

Previous studies

1 |Basic information

Handling product, Types of store, Business period, Number
of employees, Annual sales, Profit margin

Kang & Lee(2010),
Kim & Chung(2007),

Start-up

information Essential operating elements

Motivation of start-up, Market research, Success factors,

Son(2019).

3 |Product strategy Product differentiation, etc.

Product development, Product mix, Product procurement,

4 Price strategy

Commodity price, Price structure, Pricing, Price
differentiation, Price change, etc.

Place strategy

wl

Sales distribution channel, Distribution channel
differentiation, Strategic sales distribution, etc.

Promotio

strategy

Online promotion, offline promotion, sales promotion, public

relations, etc.

An, Hwang, & Jung
(2018). Choi(2018),
Marshall & Johnston,
(2019), Son & Lee (2015),
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) QER Al 2~5d A whrxstd AR £ R, HFHOR B A7 WFe s 3 A

(Table D& wAA Z& WY F3f deate] 4 TAES} s dth HAFHoR A3 A

TAER W& FUES Ak i) 2E FE TAENT FoF HAFEES] 242 7F F7F HEE

S Hgo g BAE oF 308N AAE 1M akslch

A JEFE dPstslon JdEF W& =59

stk i) 2 A 55E WEs TS < V. AXE 2210 IjMAT =

EH Foxd REsity Azste 2R oA A A7 A

et JAEFE Ay iv) AEHF AE]

AP E Rty ¥ FEE BEet, Ui 1. AXE 2zo] YMAZIE Al EX

g AdEel F £ ode WiEs oy Fol wE ¢

AA A5 R3] 8 AHE FAAZ A a7 2l WAL S A3 2 Ak

o2 HE Bre Agsyrt 2 A48 dAe 54 A9Rw(Table 2), 2
Bl AL E N olF TH/L 2~104,

3 X2 BA L w1 200~1.00099, HY FE 1~74
7HA vreketdivh e At ®E BE7F A

S JHFES FE sRE AR B4 o Eo| A (AAFE) Qo] BRI, AEOT AnlE

&3 Zol WAk At Aol EAsE A~Eo], Y 2ol WA T o mgel WE

Axz} Hee FAHAH QRE HAsE] Y& A Y BH2E, e 289 APE, &9

e Age] Mg 2 oA 18 dErHE g ozl WA 2T 58 243y A=

wokel BpAbehe] 2A7h e & AFAZE A2 W ), o)t Jung & Kim(2019) 14 A5 whet 2

& AR WEF FEF. 2EFE WFste o] Lol4d §¥W YFAWPA ) By =Y

(Table 2> Status of Online Fashion Store: Case Study Subjects

Monthly Sales| Business | Number of

Subject Sale Item Types of Store (10,000 won) |Period(yr)| Employees Position
1 Women's wear Online shopping websites. Blogs. 1,000 About 10 Family Representative
Storefarm management
9 Desligner Online shopping Websﬁes, Online 900~ 300 About 3 3 Chief
women’'s wear | select shop, Offline select shop
De31gn9:r Online shopping websites, Online Irregular .
3 women's . 200~300 About 2 Representative
. select shop, Offline select shop employees
knitwear
; ; ; b ) -
4 Desgner Online shopping We sites, Online 800~ 1000 About 5 7 Co A
women’'s wear | select shop, Offline select shop representative

li hoppi bsi ffli
5 Wrap dress | OPime shopping websites, Offline 1,000 About 3 3 Representative
select shop, Popup store

Online shopping websites,
Designer Domestic/oversea online select
jewelry shop, Domestic/oversea offline
select shop, Popup store

400~600 About 8 6 Representative
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Subject Sale Item Types of Store 1\(/[10 On (t)ggy ijrlle)s PBe;zZlfif) E;H;E(;rezsf Position
7 Cfiifsn’s Storefarm, Open market 200 About 3 1 Representative
8  |Living product Onhnselzz‘t)pizi ‘zfi’iitgesf‘agn“ne 300~400 | About 3 4 Chief
o [ [ i e vt 0| oo [ v 3| et
10 Desitgner Online shopping websites, Offline 200 About 3 9 Co-
women's wear select shop, Popup store representative
oA LERlAY =S *Fske GATE Hkel E A
At A2 3et FAsH o
FEHEE AYEHE, E20 P st 2. A2 2etel MAZEe AEME
of Zd A7t 2AH, 71E A EQA AN FA
St 398 497t 5. FERUCE B D 2% A%
S NFE Ae ZAYI FAZ AFE AL A ARE AR 2l HdeBEe FEAY
ong FS AFE AL = gorsgoh 1 £ (Table 3)ollA HE npe} o], E4 FE9
U BE Agrt ZEH0Z Ao AR Hof SPEolARE 247 uge] AENE A AE
ololglom APd AoT Yyt AR g T AEERY AFE TEE Al AL A
9 NHaNBe HTA LRl By ex  ETA FUIM HU FPaYBY 57 2
gy dgadd oS Hu Y B 39 o)A E 43Ed g8 272 A Lgeolol ©E
o £A 7|7+ AAS 9 AW 2AF L | 7 R ATE dF FFRoRw AN AdE
Raet ARAZAL AT 9A. aYEui] AA M AHEe A R EAE, ofd AE wEY
3 owE, ojmA A F}2F mE ojnx So|t} T AR ¥ AETE R U F A A
olElg Age Son(2019)8] ATAe mEde  AMLE JYHE ABEE AYAT AP Ak
e AAA FENE Ee A A8Y fAE
{Table 3> Product Strategy of Selected Case Subjects
Market Research & Product

Case | Product Composition

Product Development

Products Procurement

Differentiation

Women's clothing

Maintaining brand style.

Self-made (10%),

Keeping the style

1 buyi 90%),
(main), treatment etc.| Vacation and leisure: impulsive buying uying 0). and color of brand
Dongdaemun buying
Liberty fabric shirts Research on Trend, collection, market. Domestic/Chinese High quality, small
2 y, . Monthly sales/product composition by | production based on |quantity production,
(main), shirts . . . .
season fabric production site & packaging,
B i les. Desi . .
kintwear(main), ased 02 fgreﬁzlrlj izfnsozsii?ois csign Domestic production
3 circular knitting, P ) suspension of Chinese | Brand's own image

woven

Difficulties in organizing summer
collection

production
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Market Research & Product
C Product C iti Products P t . .
ase HOEIHIEE Lo e e Product Development roducts Frocuremen Differentiation
Competitor/trend research, previous
Dress, top, bottom, season reflection. Optimal product .
. " . . . . Keeping the style
4 select shop exclusive | composition ratio, bottom composition | Domestic production
. - . and color of brand
composition after top composition, design after
product composition
Attendi i ti includi . . .
Wrap dress, product ending various meetmgs ncluding Domestic fabric, No discount
5 o market research, startup company . .
composition concerns . . . Domestic production strategy
meetings, single item
Market research, positioning mapping,
. . . Self sample
. . price line, process of reflecting old .
6 Designer jewelry . production,
customer tendencies, Domestic production
Brand: Trend =50:50 P
Shoes: ducti
. s Market research by various routes. oes' production
Children’s shoes K /buying, Socks,
) . Baby's comfort. . .
7 | (main), socks, insoles ; insoles: buying,
Self production plan for leather shoes L .
summer/fall/accessory Production: 3 sizes,
samples L .
Buying: Other sizes
Home furnishing Self-production,
8 itmes Preparing for Home and living fair, etc. production with two
pajamas, clothes plants in operation
Collection of many images, Short
9 Women's clothing seasons, small number of varieties, Domestic production Efforts to make
(main), bags A suit of clothing and coordinated P productions better
product composition,
Cashmere coat Department stores, overseas surveys. Fabric: Korea, Italy, . .
. . . High quality, brand
10 (main), dress, pants, SNS research including Instagram, Japan etc. ID specialt
top, jacket, etc. Focus on several items Production: domestic P v
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] th= Shin & Kim(2004) ¢k dAgch 579
Z
P or A A AFE FARE ANE LAY
ARE 2 2l xR Ee] ThAAE A7t W Auxe ajHel AL SxsT
& (Table 4)°lA Hi= wpeh 3Fo], o] UepgT ATt AEA AR N2 Arh} 1A, AA
A, AEHE E R SHAA giFE Al A} o] 12 BExdy Joh

{Table 4 Price Strategy of Selected Case Subjects

Case Product Price/Structure Price Setting Price Change Price Differentiation
Di h h
Approximately 1.5X minimum Based on 1s§ounts when others do,
1 arantee customers discounts on self-made
& products when not sold
. . . Based t No di t, but . .
Keeping high quality, cost and ased on ?OS 9 iscount, bu No discount classic
2 . . and operating | 20% dis when select shop | . ) .
inventory using of Excel sheet image, high quality
cost goes on sale
Differentiation with select Sele}ifi‘;?reléz dtiie N
3 Lowest price, under 300,000 won Lowest price shop, Brand’s online store P g

inflow strategy

the lowest price
purchase

Diversification of prices: Brand
(Fashion show price), Second brand

Based on brand

Differentiation in sales

Differentiation
according to sales

4 L. . type, sales area, | period and discount rate channels, High-Cost
(existing customers), Difference R .
. sales channel between sales channels |Investment: Shopping
between domestic and overseas. .
mall design, photo
Maintain competitors’ prices, High cost Hieh qualit
(domestic fabric and sewing), high Based on com ire(? to yrice
5 |logistics/distribution channel fees (high competitors’ No discount strategy . P P .
. . . ) (high cost, low profit
offline distribution channel potion), prices
. rate)
low profit rate
Reasonable price compared to competitors’ . Maintaining brand
6 . . No discount strategy .
competitors prices image
Shoes under 60,000 won, shoe insoles New product on sale about| Discounts on early
7 (1,000 won), Using store farm to Based on cost |a week ahead of time, and season, and no
reduce operating costs no discount afterwards. discount afterwards
Based Price diff tiati
Competitive price compared to ase .on‘ Inflow strategy from select rice diterentiation
8 . competitors X . between brand and
competitors . shop to brand’s online store X
prices select shop’s
9 less or higher than a multiple Based on
customers
Based on cost, | 30% discount during off Reasonable prices
10 Reasonable price for high-end Some consumers | season, Coupon ($20 to |compared to high-end

materials/quality

feel burdened
(coats)

$30) for more than two
purchases

materials/high-quality
brands

126 —



A &£9E AT 7pAL oln 7140
= Fua
)

o vE 7
oF gt} ARHI2

&t SAs UM JANER A
7baEs A A ARl Fol JhAS AT AL

gRERY dEdos AAS ol

#3) 2kl

CEER

o of 15M ARE Ao 1
e e /98 £2d
g A

@ uzk ok 19W AR Dd0] AAEBE
98 F otk TAES AYBA B3 DASES

Aol AH 7S

Fropth, Ael6) BB M=

vis) bAE FEHoR AT BA2 A A

orL
W

3 5} X

ColfE ML ouA 7EE 9
otk AbEl9) AHARMA Wil o) EolwW &
87k ol A W uge BA AAE5e
% Jelth w K Wk A RS A

o rob

& YE J3 24 doid £d wx Stk

7bAWMA L 749, FE AR A AAE O
o] fFEARAAN FEIHA Y N7k T8
5 A5stEy d9ded, 9F FEAR 53
SR AAEANA AAER 14E FYA77]
& NAAAESE F7ET St § 9F HAE
ojuf QEWI, XTEAYE ToIM =EF F AL
U 22 INEE APER FUdste AFE P4
L Atk 7HAAE s AT JEAEE A
He gE xAY, F2 o0y gEd 74, A
7F #e) Afdel wE abs st 5o thekd A
ZEASL ARE, ol 2l Al Xge vt
AR B wE9 ZAoZ AgHTh

Abelld) 22 AFEEA pHo) od £ glo] &g}
e 12 TAEL g8 AABA=E A %s

{Table 5> Place Strategy of Selected Case Subjects
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g fFEd2E 28ty Utk Jung & Kim
(2019) & 2ol Aen|go] A3 A7t

Case| Sales Channel

Differentiation Between
Distribution Channels

Strategic Sales of
Distribution

Distribution Strategy

Brand’s online
1 store, blogs,
Store farm

Blogs: (Joint purchase) low-cost
products, Brand's online store:
Difficulty in inventory
management, Store Farm: used
for Naver search exposure

Connect to blog sponsorship
sales, Linking blog sales and
shopping mall sales.
Link sales through blogging
and Instagram promotion

Diversification and
differentiation,
Blogs, Instagram and
Naver post-exposure
sales strategies

Brand’s online
store, online and
offline select
shop

Select Shop: high revenue, low
profit, Brand’s mall: expansion
strategies, Showroom: storage
Designer shared space: return
processing, new product response
survey

Inflow strategies to brand’s
online store after brand
exposure Utilize offline

pop-up, response survey on

the new product in designer
Shared Space

Diversification and
differentiation, Brand's
online store growth
strategy, Planning for
overseas sales
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Differentiation Between Strategic Sales of e .
1 h 1 Distrib
Case| Sales Channe Distribution Channels Distribution istribution Strategy
. . Shi : d, . o
Brand’s online . owroom .pause Increased sales through select Diversification,
. Offline select shop: good revenue . . R .
store, online and X . shops that fit well with our | Brand’s mall activation
. Brand’s store and online select .
3 offline select s . brands. strategy, Shopping mall
Shop: fifty-fifty. . o .
shop, pop-up . Pop-up store promotion of distribution that fits
Plans to enter NAVER Designer . .
store . social influencers well with brand concept
Windows
Brand’ li . . Select sh f . e
rands og ne Brand's mall: Increasing Sales eee AS ops as ? means o Diversification,
4 store, online/ . o promotion, exclusive contract
. Online select Shop: high revenue Efforts to go abroad
offline selectshop of select shop
Brand’ li L . e
srtz?e Soffi;;e Pop-up store: Activation Pop-up at department stores Diversification and
5 sele(;t sho Trying export distribution and Incheon Airport rental differentiation of
P /overseas sales. sales to promote the brand distribution channels
pop-up
Brand’s online W Concept: highest revenue Pop-up stores for Diversification, Brand’s
store, domestic/ Brand’'s Store: Activation advertisement, store growth effort
6 international Department Store Pop-up: Implementing a strategy to Overseas sales ~
on/offline select | optional progress, Singapore and |inflow select shop customers. domestic sales
shop, pop-up Japan online select shop Showroom was discontinued expansion
. Portal shoppi lls due t . .
Open market in the form of a orta Sse(;p;g? & orrr;zlss ue to Limited distribution
Store farm, open |general mall, and distribution to a P ) path: due to the
7 ) Open market due to no .
market searchable portal shopping mall. . characteristics of
A handled by regular online . s
Store Farm: Highest Sales. children’s.
select shop
s . s R Using famous shopping malls .
Brand’s online Brand’s mall: Highest Sales or fashion malls for Focusing on current
store, online Fashion Mall: 29cm, W Concept . distribution channels,
3 . . R advertisement, .
select shop, Living Mall: Today’'s House, . . inflow strategy to
. . . . Participating in Home and . .
living fair Tenbyten, Jikgu review .. . brand’s shopping mall
Living Fair
Brand’s online . ) . . R .
store. online Brand’s shopping mall: blog Purchase in brand’s online
9 Selec‘t sho customers, Online select shops, | store after visiting the blog. Diversification of
p- smart store, offline pop-up: Using| Using the workspace area in| distribution channels
smart store, . ..
. the studio Euljiro.
offline popup
B ! li ffli 1 h
rand’s OnA e Offline pop-up: sales limited O_ ne S_e ect S op dug to Offline distribution
store, offline . ) high-price /high-quality .
. Overseas offline select shops: strategies, Plans to
10 | pop-up, interna- . . . products, . . .
. . forming existing customers, high diversify distribution
tional offline pop-up store, Instagram DM .
revenue . channels in the future
select shop for promotion
o]Fo] £o]3l7] wFo| 2zt FAjrEe] ThA| AHE2) AARE Ol AAR SE AF AAES 7S
- _ NS © Aol AYd F2 A2 HAEAUY. A A
g Add Aol o sdded, & A2 dape] QAA XL 2 @R o]de] U
A9} YxsL};, oS SEAZESL T ATA Feth 2 BAES dele Zd: 7P 34
B ] g R 2T Al A AR wE AP
o FE5AS 8 BADY AAagEY TR o] EHE Wol BLEHAY. EAE Aldoe] nE
9 guEe TYPZoar FLET Yt AMEI T2 g mdeE dojFi a3
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(Table 6> Promotion Strategy of Selected Case Subjects
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%, qlzEad, 227, EE E SNS 4 ¥
29 AYH, 2T, 9 29T 52 £
w29 B, QETAX AY Fol RE A
A 2 HFS AXaT At exeel Fe
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Case Online Promotion Offline Promotion Sales Promotion Strategy and | Promotion Strategy in
Method the Future
Instagram: concept and Sales after exposure on blog,
1 styling recommendation Instagram, Naver, Promotion concept is
Blog/Naver: sales after Providing monetary reward important, but difficult.
exposure rather than Gifts(not effective).
Online select shop mall: Designer shared Plans for overseas
brand promotion, SNS space: response Promoting select shop, exhibitions,
2 (Instagram) : main survey of new Instagram, etc. Promoting Inflow strategies from
account, designer products fashion exhibition, lookbook select shop to brand’s
account, Showroom: warehouse store, gift plans
SNS (Instagram, TWltter, e SNS Ad effectiveness is high. L . .
blog, etc.) promotion, |Utilizing pop-up store, . . Considering paid ads:
. . No collection/show participation. .

3 Influencer promotion, showroom operation . . |planning for new content
. . . Inflow strategies for the brand’s .
promotion through select discontinued. . or new images

shop shopping mall.
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Case Online Promotion Offline Promotion Sales Promotion Strategy and | Promotion Strategy in
Method the Future
. . L I t ti
Select shop promotion, Trying to be the main picture develom;izr?e;f c;l;si -
4 | SNS(Instagram, Twitter, of select shop mall, lookbook, P . gt
. . . categories and
blog, etc.) promotion. celebrity sponsorship, SNS
appearance of homepage.
Active online marketing,
Promote pop-up stores . . .
. SNS promotion, offline pop-up domestic Influence
Managing blogs and at department stores, . .
5 . stores, promotion through marketing, and abroad
Instagram Incheon airport rental . . . .
. airport rental services. promotion after making
service .
global website.
Showroom is . .
. . . Collaboration with global
SNS promotion such as discontinued, R L .
. brands, brand’s mall growth Considering in many
6 Instagram, Select shop | Selective progress of . .
. strategy, managing shopping aspects
promotion pop-up store at
mall and lookbook
department store
Instagram promotion, Focus on online advertising, Open market paid
7 Facebook paid ads, Efforts to convey detailed advertising, focusing
Naver search ad information more on Instagram Ad
Promotion of fashion Responsive web site, Promotion
shopping mall, Influencer| Exhibitions such as through shopping mall, Inflow efforts to brand’s
8 sponsorship, Instagram |home and living Fair,| Communication management shopping mall, speciali-
promotion, Responsive etc. through Instagram, Influencer zation of SNS staff.
web sites promotion product sponsorship, Exhibition
Defiant website strat
Promotion through Promote the pop-up ehant we Sl? stra 'egy Blog, pop-up stores will
. . through graphic design, . .
9 personal daily blog, store in front of the . be continued. Concerning
. . Promotion through blog, .
online lookbooks studio how to proceed on offline.
lookbook, pop-up store.
Advertising through influencer
lebrity, P ti
Fashion and celebrity, Promotion More investments on
. . through the pop-up store. .
SNS promotion show (collection) SNS, sponsorship of
10 . Lookbook, Ad- photos, .
(Instagram DM) promotion, pop-up famous influencers/
Instagram DMs, product .
store . . celebrities.
sponsorships, fashion show
photos, discount events, coupons.
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