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Analysis of Fashion Phenomenon in Casual Wear Market
Applying Brand Switching Matrix
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Abstract

This study intended to construct the brand switching matrix in the Korean casual wear market and to anatyze
it in various aspects. 1,014 sample data were collected in Seoul area, a center of fashion rctailing. Since the
respondents cited over 200 brand names as their last 2 purchased casual wear brands, 15 most frequently-purchased
brands were selected for constructing the brand switching matrix. As a result of the examination, it was founded
that the brand loyalty was dominant rather than brand swilching in ihe casual wear market. Polo was identified
as the Icading brand in the market. ls brand equity, which was comprised of brand recognition, brand preference
(loyalty), perceived quality, and brand association, was cvaluated very high. Especially, the strength of Pole was
the consumer's sirong preference and the brand image of simplicity, naturalness, and neatness. Afler combining 15
brands into 6 groups based on the style and price, additional interpretation was performed on this “trend switching
matrix.” A transition of fashion trend i casual wear was observed. Applying the brand switching matrix on fashion
products gave us much insight to the market.
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