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ABSTRACT

The purpose of this study was to find out criteria for classifying fashion brand from the viewpoint
of fashion business practice in order to develop strategy of fashion brands and to manage brand
effectively and systematically, and to suggest theoretical frame for application of these criteria. Survey
was implemented for this research. 388 Data from the people who works for merchandising, sales or
design in fashion business company was analyzed. Questionnaires were developed based on 37 fashion
brand classification criteria. SPSS package and LISREL program were used to analyze data. Factor
analysis, one-way ANOVA, multiple response analysis, correlation analysis, and structure equation
model analysis were applied.

The results of this study were as follows : First, factor analysis considering 37 classification criteria
identified 7 factors as classification criteria which can be used effectively by fashion business company.
Second, in two cases, based on the job description and the responsible items, analysis showed that
importance of the 7 classification criteria factors was different. And all of 7 criteria were correlated to
each other. Third, the effective method to classify fashion brands was proposed by establishing the
model of the relationship among the values of 7 criteria and by proving it by the structure equation
model analysis. And the two types of the courses to classify fashion brand were shown. Forth,
according to the evaluation of these criteria in the importance of appropriateness and difficulty of
implementing, classification criteria factor of "the level of product concept” was found to be very

effective and "the level of brand value” was ineffective to apply.
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1. )& (clothing) : E, LB IE § FE, £2¥ = FE GF HiA.
2. A& BAZ(men’s fumishings) : A X, Ble] U9, 4T, F%, 28,
GAE | AE BF| 3 T F(heavy outerwear) : Y= Ho]F], XieFfE, AF|E FO| A¥xE
4. ZYE(work clothes) : 2 A=} A= oHER A,
5. 23 o] H(miscellaneous wearing apparel) : AU IE, FUE, 22
1. o}$E dolouterwear) : ZE, $E, #Ado], AA.
2. S@l=(dresses) : 99, Fyla ZEY AL 22E GAAE.
3. 2¥x dole} dF(sportswear) : QE|EY o], W= & AR, 2HE.
4. ohZE3tolBol o]B Y o E(after-five and evening clothes) : E&l=F
AL 25 5. Algel A £l o E(bridal and bridesmaid attire)
6. FUZEH o o] & (uniforms and aprons) : -2 ZF A FHPE
7. YF-E(maternity)
8. #9E3} v)A g oj(swimwear and beachwear)
9. Eg1¢2(blouse)
g 10. lﬁﬂ%(inrjmate apparel)
1. U A(misses) : 8-148] & Alo] =,
2. FUo](junior) : 5-159] £4 Alo]x,
APl 2 | 3. ZE| E(petites) : Hl&u FUo oA AAE Ti Alo]=,
4, 513 Aol Z(half-sizes) : 14 1/2914 16 1/2 7}A.
5. 99 Alo]Z(women's size) : 38-527tA 9] lx] Ato]lz
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1. #olinfants) : <& ZFL2 A5 W EFE 24709 7R,
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4. 2V(girls) : 7-14A4] 7},
5. 10t Z¥Hpreteen) : 6-14 Alo]= 7}7],
6. 2 (boys) : 8-20 A}ol= 7}A],
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3. A doj(lounge wear) : 28, UlZelA] £ Ego18 AFY &
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* 8 Y Datta, Y. (2002). Market Segmentation: an
Integrated Framework. Infernational Journal of
Strategic and Long Range Flanning, Vol 29, p. 800.

AF &1 Mt
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—-?r%—ﬂ Mulz

74

3 ¥
AE/E A HEeH

I

4 (premium)”

~% & (mid price)”

~&if (economy)”

EEER

OEMH4 4 : v gy
(OB s replacement)
AF: rAF
(New v used}
~of %

First =run” vs “second ~run”)
+3 dlitd

1Repulated vs pom -regubated)

<a¥ 5> SEE AMMES 2¥ : H§E &4
* 85 Y Datta, Y. (2002). Market Segmentation: an
Integrated Framework. International Journal of
Strategic and Long Range Planning. Vol. 29, p. 801.

AgAA TFe WEEel AFAMREE A
ZARA AFEEo] goH, de AT 2 B4
A" ARAFANA od WFEL AEse &
AzA T2 WFERT f439 MiseE R
AE AL AFA Kok F, AT AERS 71E
I HEL U #5¢ 5oz ddste
o f88 Ao NFTES T8 e, oA

LA
Aol AFHoR dXy] AT AN HA= &

gzta.



2003% 8H 163

B QA9 287) BA=O)N HA 718, TRk,
o, BE Hopol FASE A 14 olel Ald

07 oz A= olF d27le) 4E
A7 SAGNT BALE SHE A9 3370
A7} BAG ASHAAT. AR BAY Yo

(51

B ApoAe s BAs 452 BAHAA F
p A=} k=) )= 0.
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