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Abstract

The purpose of this study was to propose an efficient and feasible global market entry strategy for the
Korean apparel industry by analyzing the Italian fashion industry. In particular, the study investigated the role
of foreign exhibitions and showrooms supported and organized by Italian fashion organizations. The
methodology for this study was to analyze industrial reports, review previous studies and conduct in-depth
interviews with 23 industry experts in Italy, Korea and LA. The results indicated that the most prominent
factor in the Italian fashion industry was the fashion cluster, which is a strong and organic network of diverse
fashion related areas No matter the size of the enterprise, firms can get practical, prompt and efficient support
from diverse associations. The network operated by the associations provides strong support to each firm by
organizing collections and exhibitions, and providing promotional activities. Showrooms and agents are
another supportive “gate keeper”, directly related to an enterprise's sales. However, Korean fashion firms did
not have enough information or knowledge for foreign exhibitions, nor did they make aggressive promotional
efforts in the global market. Despite the many fashion-related associations exist in Korea, their programs are
too focused on visible accomplishments and are too oriented on “big company” and “big voice”, rather than
many “small firms”. In conclusion, the Korean fashion industry-particularly the fashion industry in Seoul-has
strong potential to become the center of the global fashion market in the future. However, the fashion support
system that can act as the channel to promote firms and to meet global buyers needs to be supplemented. To
feasibly create this system, government or industry associations should develop a strong and generous support
system and network, and they must recognize the need for small firms to exist.
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I. Introduction

The fashion industry experienced globalization more
rapidly than any other sector. This is because each
production stage is separable, so that any country can
patticipate in any production stage, no matter what
their level of economic development. In recent years,
there have been several global trends in the fashion
industry. First, firms tend to develop a differential
strategy by forming and communicating their culture
with customers; it is very difficult to convey a product
as superior to its competitors through just its physical
features or just brand names. Customers tend to buy
an entire concept of a product, not just the tangible
features. Companies want to create images that can
fit customers' needs. Tangible fashion products are
easily copied, but the intangible meaning attached to
it is not copied by competitors well. For instance,
designers may expand their business fields to hotels,
furniture, or restaurants that express their businesses'
images. Another trend is the development of scien-
tific and creative processes for the entire merchandis-
ing system-fashion information collection, planning,
distribution, and selling, etc. For instance, fast fash-
ion global companies such as ZARA, MANGO, or
H&M can exploit their markets by satisfying custom-
ers' needs with a wide variety of fresh merchandise
and a low-cost mass production system(“Crescere
con I' Italian style”, 2008).

The fashion industry in Korea has played a critical
role in economic development since the 1960s. How-
ever, global competitive advantages of Korean fash-
ion industry have weakened continuously because
competitiveness has been oriented too much on price.
China, Vietnam, and other countries with low labor
costs have been more competitive. Furthermore, do-
mestic markets have experienced intense competition
because a large number of competitive global fashion
firms have entered the Korean markets.

The present study aims to propose a practical and
feasible program to successfully launch the Korean
fashion industry in global markets by comparing the
Italian and Korean fashion industries. Korean and
Italian fashion industries have many commonalities.
The fashion industries in both countries are com-

posed of a large number of small or mid-size firms,
and the fashion industry has been important to each
country's national economy. However, the Italian fash-
ion industry has been more competitive in the global
market, especially since 2000. Textile exports from Italy
have increased continuously, with 34% growth dur-
ing 2000-2004(WTO, 2007); it also comprised 25%
of the EU market(“International trade”, 2007). On
the other hand, textile exports from Korea have
decreased continuously since 2000, with a 19% with-
drawal during same period (WTQO, 2007).

There have been many previous research studies
on global competitiveness of the fashion industry in
academia or by governmental research institutes. How-
ever, most of the studies focused on abstract and
macro-level factors, which had limitations in that
individual firms cannot adopt or apply them to their
firms promptly. The purpose of this study is to pro-
pose practical and directly adoptable programs to
fashion firms by collecting field interview data from
Korean and Italian fashion experts.

II. Background Information
1. Competitive Advantages of Fashion Industry

There have been several previous research studies
on global competitiveness in the fashion industry by
academia and industrial reports. In academia, many
researchers adopted Porter's diamond model. Accord-
ing to Porter(1990), the competiveness of a nation or
aregion in a specific industry are determined by inter-
nal and external factors. Internal factors are derived
from factor conditions, demand conditions, related
and supporting industries, firm strategy/structure, and
industry competition and rivalry. On the other hand,
external factors are opportunity and the role of gov-
ernment. ,

Porter(1998) also emphasized local competitiveness
within the context of a global economy, and identi-
fied clusters as having a prominent role. Clusters are
geographic concentrations of interconnected compa-
nies, specialized suppliers, service providers, firms in
related industries, and associated institutions in a par-
ticular field. The presence of clusters suggests that
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most competitive advantages lie outside a given com-
pany or even outside its industry. Clusters often
include firms in downstream industries(that is, chan-
nels or customers); producers of complementary prod-
ucts; specialized infrastructure providers; government
and other institutions providing specialized training,
education, information, research, and technical sup-
port; and standards-setting agencies. Porter main-
tained that clusters can influence competition in three
ways: (1) They can increase the productivity of the
companies in the cluster; (2) They can drive innova-
tion in the field; and (3) They can stimulate new
businesses in the field.

He pointed out that the Italian footwear industry
and fashion cluster have extraordinary strength because
they have multiple cross-firm linkages and synergies.
In general, the Korean apparel industry, especially
the competitiveness of the Dongdaemoon market, is
the result of fashion clusters because the supply of
fabric, design, assembly, and selling can be done in
one location. Therefore, it is meaningful to compare
the Italian and Koran fashion industries. Park(1994)
also applied Porter's Diamond model to analyze the
competitiveness of the [talian fashion industry.

Other factors determining competitiveness in the
fashion industry are cost-related factors(especially labor
costs), value-added factors(quality, design power, brand
assets, wide variety/small lot production), location
proximity from production to market, a strong net-
work, and technological innovation.

Godley(1997) maintained that location proximity
between production and market, and the development
of production systems are especially important for
mass production items. Noton and Condotta(1997)

emphasized that a strategic network system can exploit
the advantages of traditional vertical integration. In
particular, reliability among the members of the sup-
ply network makes it possible to decrease informa-
tion costs in a geographically dispersed fashion in-
dustry. Technological innovation such as CAD/CAM,
Telematics and the EDI system in Italy, RFID, etc.
can increase the competiveness of fashion firms(Son,
20053). Kim(1999) emphasized the importance of trans-
action costs and determined that flexibility was the
most significant factor at the firm level in an extremely
uncertain fashion environment.

2. Fashion Support Systems

1) The Role of Showrooms

A showroom is where manufacturers' sales repre-
sentatives show samples of an apparel lines to pro-
spective buyers. In France it is called a Salon des
presentation(presentation room). In high fashion salons,
fashions are shown on models; in medium- to lower-
priced apparel showrooms, clothes are displayed on
hangers(Frings, 2005). Showrooms can be permanent
or temporary. Permanent showrooms may be located
in buildings in fashion centers, in apparel marts, in
buildings adjacent to marts, or as part of a company's
headquarters or production facilities. During market
weeks, temporary show rooms or booths are used by
companies that do not have a permanent show-
room(Burns & Bryant, 2002). There are two types of
showrooms, depending on the type of sales being
performed-the corporate showroom and the multiline
sales representative(Table 1). Each type of showroom
has advantages and disadvantages. A corporate show-

Table 1. Comparisons of show rooms by type

Advantages for the manufacturer

Disadvantag¢$ifor the 1

Corporate
showroom

- Control over image of showroom possible
- Staff can devote 100 percent of time to line

- Capital investment necessary

- Lease agreements may vary from mart to mart

- In addition to meet commission, there may be other
promotion expenses

- No initial capital investments needed
Multiline sales | - Established reps know local accounts
represent-ative

lines in the same showroom

- Buyers are exposed to related but noncompeting

- Determining right fit between sales rep and line may
be difficult

- Rep may not devote adequate time to the line

- Lack of control over image of the showroom

From Burmns, L. D. & Bryant, N. O. (2002). The business of fashion. NY: Fairchild Pub.
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room has control over the showroom and the sales
representatives, but it requires capital investment and
other fixed costs. On the other hand, multi-line sales
representatives allow flexibility because they do not
require an initial capital investment. However, it can
induce problems because of a lack of control over
sales representatives or the image of showroom.

In recent years, as showrooms are recognized as
important channels for contacting buyers, many coun-
tries aggressively utilize showrooms. For instance,
the Chinese textile association has organized ‘Textile
clubs' with European firms and has proposed open-
ing showrooms(Hong, 2002).

The Swedish textile industries also operate 1500
optimum-sized showrooms, at the Textile & Mode
Center(TMC), which is connected to the fashion
exhibit held in Zurich. The purpose of the showroom
is to satisfy buyers' particular needs. Firms rent the
space as showrooms and meeting rooms; it is trans-
formed to 40,000m” spaces during exhibitions. The
first barrier that Korean firms experience in export-
ing is obtaining the buyers' lists, because the are
working with numerous firms of various sizes, rang-
ing from big to very small fashion firms. Therefore,
it is suggested that TMC's information can be used to
get a buyers' list(Lee, 2006). Other industries, such as
electronics, furniture or interiors, recognize showroom
as ‘space marketing’ and actively utilize it in order to
communicate a company's image, brand concept,

and, ultimately, to add value(Hong, 2007).

2) The Role of Sales Representatives or Agents

The job functions of sales representatives in show-
rooms are diverse-selling, support/expansion of sell-
ing, and non-selling(Table 2). Although the selling
function that includes showing lines to buyers, nego-
tiating terms of sales and writing orders is directly
related to increased sales volume, supportive and
non-selling roles are also critically important in terms
of communicating brand concepts and culture to cus-
tomers and satisfying customers needs. Thus, provid-
ing market trends and/or product information to retail
buyers can be a useful support function. Making
travel arrangements, keeping account books, writing
reports, etc. are also very useful support functions for
retail buyers. The flexibility and reliability shown by
a sales rep is extremely important to completing con-
tracts with buyers and to building long-term relation-
ships. In Italy, there are 22,000 sales agents who
connect designers and buyers, and 80% of them are
males(Jung, 2007). The agents are can play the role
of gatekeeper too.

3) Fashion Collections, Exhibitions and Trade
Fairs

The fashion collection is the most persuasive and

influential marketing tool for promoting fashion mer-

chandise. It communicates the brand image to mass

Table 2. Job functions of sales representatives

+ Showing lines to retail buyers and demonstrating product features

Selling - Negotiating terms of sale

* Writing orders for merchandise

Support and expand selling function

- Advising retail buyers regarding trends related to the target customer

- Providing retailers with product and merchandising information

- Training buyers and/or salespeople to promote and advertise the merchandise

* Ordering and re-ordering merchandise for retailers to guarantee sufficient inventory
- Dealing with complaints from retail customers regarding merchandise orders

- Promoting customer relations

Non-selling

- Making travel arrangements

* Writing reports for the company

- Keeping account books

- Attending sales meetings

- Participating in market week activities, such as fashion shows

- Attending to showroom or trade booth management and maintenance

From Burns, L. D. & Bryant, N. O. (2002). The business of fashion. NY: Fairchild Pub.
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customers and it is where real buying is done(Guerin,
1987). The world's three largest collections-Milan,
Paris, and New York-and others, such as the Tokyo
and Hong Kong collections, play this role. Fashion
exhibitions and trade fairs are also practical and effi-
cient channels for connecting sellers and buyers in a
global context, especially for small or mid-size man-
ufacturers. There are more than 5,000 fashion shows
and fashion fairs held=all over the world(http:/www.
fibre2fashion.com). As the world economy globalizes
and with global sourcing a more feasible strategic
tool, the number of international fashion exhibitions
and trade fairs has rapidly increased.

3. The Italian Fashion Cluster as a Support
System

Porter's(1998) cluster concept and diamond model
can be applied to explain fashion clusters and the
competitiveness of the Italian fashion industry. Ital-
ian fashions are characterized as ‘diverse’, coming
from diverse and specialized fashion in specialized
location within one country. Each location exhibits a
unique character and concept. Very different histori-
cal backgrounds and supporting structures make it
possible. The ‘related and supporting industries’, as
one of the components of the diamond model, play a
critical role. Italian associations or federations include
fashion, a wide variety of design organizations, and
other industries play a very importing supporting role.
Other systems such as showrooms, PR services, con-
sultants, education, etc. work together in a very coop-
erative and efficient way.

1) Italian Fashion Associations and Fashion
Events

According to Scarso(1996), Confindustria(the Ital-
ian manufacturers' association) represents almost all
Italian industrial enterprises. The association is rep-
resented by territorial organizations throughout the
country(e.g. Assolombarda in Milan) and industry as-
sociations(Federchimica, Federmeccanica etc.). There
are many associations that support fashion firms in
very practical ways. Three major associations are SMI
(Sistema Moda Italia-The Italian Textile), CONFIN-

DUSTRIA and CONFARTIGIANATO. SMl is the in-
dustry association representing all of the final fash-
ion products, covering 80% of the entire Italian Tex-
tile-Clothing industrial system, which consists of
about 2,000 members. CONFARTIGIANATO con-
sists of relatively big and diverse area firms(employ-
ees of 150) and a fashion-related committee is part of
it. CONFINDUSTRIA is composed of 9,250 small,
often family-owned(less than 40 employees) firms;
most fashion firms are members of this association. In
2003, SMI will represent 100% of the sector, by means
of a merger with Associazione Tessile Italiana and
with Tessili Vari, which currently encompass the re-
maining 20%(Bucci, 2002). These associations are
especially supportive to their fashion enterprise mem-
bers, assisting them with participating in fashion collec-
tions and trade fairs all over the world. The associ-
ations provide financial support and=all manmner of
information and education regarding fashion fairs.
For instance, airline, transportation, insurance and
packing are all related sectors that are members of
the association. These companies provide all types of
benefits to each other. Therefore, Italian fashion firms
experience few or no barriers when going to interna-
tional fashion fairs, so they=can be very active and
positive while participating in the event.

2) Showrooms in Italian Fashion Industry

Milan has a wide and varied range of multi-brand
showrooms that are very professional and are also
able to advise and steer projects toward interesting
areas of the market. Showrooms in Milan can pro-
vide the right contacts to potential buyers, who go
there specifically to discover promising talents, emerg-
ing brands and designers, and, perhaps, to ask for
exclusive rights over their closest competitors(Bucci,
2002).

The showrooms of Milan are among the largest
forces of the Milan fashion industry. There are now
758 showrooms in Milan<Table 3>, which remains
the largest in the world. They are open permanently,
all year round. They see customers, and take their
orders, several times a month. The efforts of the
Camera Nazionale della Moda Italian were rewarded
by the industry's operators for coordinating sale
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Table 3. The composition of fashion organizations in Milan

Type of Activity No. of place alue |
Showroom 758 50.6% Service 73 4.9%
Firm 159 10.6% Consultancy 72 4.8%
PR Agencies 140 9.3% PR Offices 35 3.7%
Boutique 109 7.3% Federations 29 1.9%
Modeling Agencies 78 5.2% Location 26 1.7%

From Bucci, A. (2002). Moda a Milano: Stile a impresa nella citta che cambia. Milano: Collana AIM.

campaigns and standardizing the business calendar.
This proved they believed in the project of pushing
collections preview, increasingly adhering to the event.
In this period of July 1-20, there are 200 showrooms
for about 400 brands(“Italy show rooms”, 2008).

4. The Korean Fashion Industry

1) Korean Fashion Associations and Fashion
Events

There are currently 30 Korean fashion-related asso-
ciations listed in the KOFOTI and on major fashion
sites; 8 are directly related to fashion, 18 are fiber and
textile associations, and 4 are research institutes. The
major activities are different for each association, but
there are also common activities provided, such as
information sharing and proposing policy. In recent
years, organizing fashion and textile collection exhi-
bitions has become one of the activities common to
these associations. However, among the 30 associa-
tions, only 12 have an English-version internet site,
which implies a lack of globalization.

Seven fashion collections or exhibitions are orga-
nized by Korean fashion associations; five of them
are held in Korea. There are some variations in terms
of the number of buyers that visit or the amount of
orders placed. However, according to the empirical
study on the Seoul Collection, which is the largest,
there were serious problems in terms of timing, space
allocation, merchandise selection, and a shared con-
cept by its members(“Half integration of Seoul col-
lection”, 2004; Han & Lee, 2008; “Seoul collection,
3 problems: Who the show is for”, 2007; Suh, 2002).
Therefore, the original purpose of collections and
exhibits cannot be established because too few buy-
ers visit collections and showrooms/booths, so these
cannot be where the real buying is done. Further-

more, the promotion is focused on domestic media
rather than on a global market. The major reason is
Korea, or even Seoul, is not yet an attractive place to
buyers because of its reputation, a lack of merchan-
dise and a lack of promotion.

According to KOTRA, there are 279 overseas
exhibitions; only 21 Korean group booths were cre-
ated for these exhibitions. Individual fashion firms
participated in only 123 exhibits(Table 4). Although
orders are not always received through a first partici-
pation, fashion firms should have a long-term per-
spective and invest so as to communicate a brand
image to global buyers.

One successful case of utilizing overseas exhibits
is Young-Poong Filltex Co. Through participation in
many exhibitions, the firm can create a strong impres-
sion and gain the trust of worldwide customers; those
things will make customers want to place orders. The
whole process(decision, investment, manufacture, re-
lease) takes only one month, three times faster than
large enterprises(Suh, 2002).

The Korean government or the city of Seoul has a
large budget for the fashion and textile industries(Han
& Lee, 2008). The Korean Ministry. of Commerce,
Industry and Energy has 75,400mil for the textile and
fashion industries. However, in order to spend the
budget efficiently, the real analysis needs to be done
to find who the customers are, both in the present and
in the near future, and to consider the channel to con-
tact buyers.

2) Showrooms in Korea

One type of showroom in Korea is the temporary
showroom or booth, open during Seoul collections or
other trade fairs. But these were analyzed as ineffec-
tive in terms of meeting foreign buyers. There are
two other types operated by ODM/OEM exporters
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Table 4. World fashion exhibits and Korean firms' participation

cts Apparel:&;Accessoﬁesl - o ;:,'Textile Fabrics. Footwear
ountries | total | A | B | total | A total |. A | B
United States 41 5 16 11 5 8 9 6
Ai‘;ﬁa Canada 4 : 2 2 2
total 45 5 18 11 5 8 9 6 10 7
Mexico 3 1 1 1 2
Ai(l):rtil;a Others 3 1 2 1 1
total 6 : 1 3 2 2 1
England 5 2 1
Ttaly 3 2 1 1 1
Europe France 7 1 5 6 4
others 25 1 3 24 1 14 1 2 19 13
total 40 2 8 34 5 15 16 1 2 20 14
Japan 5 5 1
China 4 11 1 9 4 2 9 6
Asia Hong Kong 5 1 3 2 1 1 2 1 2 1
others 2 19 10 5 4 4 4
total 21 1 14 33 2 20 11 7 15 11
Oceania | New Zealand 2
Grand total 114 8 31 81 12 45 38 1 15 46 0 32

A: Number of Separate Korean booths built
B: Number of Korean individual firm's that built booths

Number of exhibitions held overseas for fashion and related textiles are collapsed by regions
From Exhibition. (2007). Korea Trade-Investment Promotion Agency. Retrieved July 15, 2008, from http://www.gep.or.kr

and by domestic promotion firms. The former shows
the firm's capability by showing previous products
and the latter gets orders from local brand manufac-
turers. Neither of them would play a role in show-
rooms in global markets. They show only physical
products rather than firm's images and look-a-like
inventory. Therefore showrooms in Korea cannot be
places to meet global buyers or promote brand
images. In order to reach foreign buyers, fashion
manufacturers should go to global fashion centers
during buying seasons and develop channels to intro-
duce merchandise to global buyers.

111. Methods

1. Research Questions

Research questions for this research are as follows:

1) To identify the role of fashion collections and
showrooms as a meeting channel between buy-
ers and manufacturers in Italy and Korea,

2) To analyze the buyers' use of market informa-
tion sources;

3) To compare the supportive program of fashion
associations in Italy and Korea.

2. Data Collections and Analysis

For data collection, in-depth interviews with 23
industry experts(buyers, exporters, showroom man-
agers, and associations) were conducted in Italy, Korea
and the US(Table 5). Interviews were recorded or writ-
ten by researchers. 11 buyers, showroom managers
and brand owners were interviewed in Italy because
they were considered to be major experts in each
area; the association presidents of LA in the US were
interviewed as known experts for the Korean fashion
industry or the US-Korean apparel market Interview
protocols have three versions: buyers/showroom man-
agers, manufacturers/exporters, the LA associations.
Interview protocols were first written in Korean and
translated into Italian to conduct in Italy and trans-
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Table 5. Demographic variables of interviewees

buyer for high-end mérc andise (Italy,‘ ) 12 kids clothing exporter (Korea, 20)
2 buyer for department store of US (USA, 38) 13 fur garment exporter (Korea, 11)
3 buyer of Japanese buying office (Japan, 25) 14 underwear exporter (Korea, 30)
4 buyer of Switzerland (Germany, 25) 15 women's apparel exporter (Korea, 14)
5 buyer of Florence (Italy, 15) Korea 16 casual apparel exporter (Korea, 15)
Ité.ly 6 buyer for multi-shop in Korea (Korea, 10) 17 women's apparel exporter (Korea, 8)
7 showroom manager (Italy, 8) 18 buyer of Netherlands (Germany, 12)
8 showroom manager (Italy, 10) 19 showroom manager (Korea, 2)
9 Italian brand owner 20 former fur garment exporter (Korea, 20)
10 Italian women's apparel manufacturer 21 KOTRA LA director
1 Talian fur garment manufacturer Us 22 Cali.fornia F.ashjon Foundation (USA, LA)
23 fashion Business Inc. (USA, LA)

Note: Some information is missing in case she/he was reluctant to be identified

lated into English for others. Interview questions for
buyers included the background information of buy-
ers(years in career as buyer, company or brand name
they work for, items they buy, type of retailer they
work for) and buying practices(annual budget for
buying, type of contract, buying channels, reasons for
buying in a specific country, problems in buying, fash-
ion information source). For Korean exporters, ques-
tions covered basic information(sales volume, years
in business, weight of exports, type of exports, prod-
uct types), selling practices(export channels, type of
buyer contract, export strategy, number of participa-
tions for foreign exhibits, ownership of showroom)
and their perception toward fashion associations. For
the LA associations in the US, questions were asked
about the role of associations and supportive pro-
grams.

Interviews for each version were categorized by
content analysis.

IV. Results and Discussion

1. Role of Fashion Collections and Showrooms °
as a Buying Channel

All of the buyers mentioned that major buying
channels for placing orders in Italy were showrooms,
showroom agents, and exhibition showrooms. The
next most frequently used channel is direct contact
with companies. They use the same channels in other

European countries, too. Buyers feel time pressure
because on-time delivery to the market is critical in the
fashion business. Therefore concentrated buying loca-
tions and schedules make it possible for them to fin-
ish their job in a limited time each season. Interviews
with showroom managers in Italy mentioned that
they are willing to accept Korean merchandise if it
has value, but they do not have any information for it.

However, the Korean exporters do not recognize
fashion exhibits as feasible solutions for meeting buy-
ers or expanding markets. They only go to exhibits to
get fashion trend information. They were very pessi-
mistic about exhibition showrooms or booths. Show-
rooms in Korea have not been a channel to meet
buyers, in any real sense. Fur garment exporter(No.12)
and Monte Milano(No.14) have actively participated
in the show. Monte Milano in particular is very aggres-
sive in participating in exhibitions and has accom-
plished actual sales thru the show. Monte Milano
now employs a sales rep in the US market and has a
showroom in LA, which has, itself, been evaluated as
very successful.

“In Italy, I come and see several exhibitions and then visit
multi-brand and mono brand showrooms each season. I use
same channels in other countries. I come to Italy because of
the product quality, creativity and for all the commercial
aspects, and for the assistance from all the companies I work
for”’(No.1)

“I usually order products in showrooms. It seems it is
effective to finish my job in a time limit. I come to Italy to buy
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designer collections not available in the USA. And I don't
experience any problems in buying in Italy."(No.2)

“In Italy, I employ agents and visit showrooms. I used to
go and see fashion collection and place an order after I see
it. In France and in Belgium, I use same channels.”(No. 4)

“In Iraly and in France, I employ Showroom agents, visit
brand showroom and exhibition showroom. In London I use
Brand showroom. In Seoul, I used to buy from distributor,
wholesaler.”(No.6)

“We opened a showroom in Seoul one and a half years
ago. The purpose was to provide foreign buyers with domes-
tic designer brand products and also to get orders from local
buyers. Many foreign buyers had made calls. But it has not
been successful vet,”(No.19)

“I'make kid's apparel. Factory is in China. I go 1o fashion
exhibits on regular basis. But ! just see fashion trend there. |
meet buyers thru local export agent or other industry people
introduce foreign buyers to me. I don't think I can get orders
there. It is because I do business by OEM or ODM.”(No.12)

“Now we are making ODM for domestic market and
Europe. I am considering opening a booth in MAGIC show
in the future if I can have enough budgets to make my own
brand. But I don't have capability yet. I don't think it is easy.
I feel Korean brand products should have limitations
because most of national brand copied foreign designs.”(No.
16).

“We go to fur exhibits in Hong Kong and Beijing. We have
booth and get orders there. So far, we are satisfied with the
result. For domestic market, we make ODM, but at the
exhibit, we do orders for ODM and our brand.”(No.13)

“Last year we first participated in MAGIC show in Las
Vegas. We were lucky to get orders from Nordstrom. After
that, the buyer visited Korea twice. We gained confidence.
So this March, we opened office/showroom and distribution
center in LA and employ three sales reps in Atlanta, Chicago
and LA. Finding the right sales rep is the most crucial for
success. This year we plan to join 8 exhibits in US. We actu-
ally received orders, find sales rep and open account. Qur
company's president is very aggressive in that aspect.”(No,
15)

“I think Korean apparel manufacturers must sell images
and concepts not just products. In order to do this they
should see and understand markets, life styles, and consum-
ers. Also, they should be exposed to buyers and actively go
to the market center. They should not wait buyers in their
office. We, KOTRA LA, have a plan to prepare multi-line
showroom in California Market Center and the government
may support financially. Most of fashion firms are small, so
they may not be able to have individual showroom. We also
have a plan to link LA JAVA market to SEQUL. We tried
twice doing it with Dongdaemoon market since last year,
but Korean manufacturers were not cooperative. So 1 feel it

is more feasible 10 have a plan with manufacturers in Seoul,
not just Dongdaemoon. California market is not just for US
but for Latin American market too. 1 am sure it should be
good opportunity to expand market and it will be much bet-
ter with FTA.”(No.21)

2. Buyers' use of Market Information Sources

Buyers collect information about global products
and suppliers through diverse sources. They mention
international and web magazines, journals(ex. WWD),
fashion information providers(ex. WGSN), exhibitions,
market research, and other industry people. This
implies that fashion firms must actively provide infor-
mation through these channels.

“I used to get market information from the Web and inter-
national magazines and newspapers.”(No.1)

“WWD(Women's Wear Daily - a fashion-industry trade
Journal) type journal is very useful to get the information.
Also other Italian designer is useful source.”(No.2)

“I regularly go to exhibits and do market research.”
(No.3)

“I usually gather market information mostly from other
people in the fashion business. For instance other buyers,
agents, etc are good sources.”(No.4)

“Many buyers will [respond] that they are getting the
information from the internet, fashion media, and trend
reports, etc. However in our case, we are thinking much of
customers'(trendsetter, fashionista, and fashion press) needs
and demand, " (No.5)

“I used to go shopping, fairs, fashion shows to get infor-
mation. Also I read magazines and fashion journals. Other
professional providers, such as market research agency
(Dutch GFK), WWW.WGSN,COM(company subscription) are
my source.”(No.17)

3. Supportive Program by Associations

Italian fashion firms perceive associations very
differently from Korea. All of the Italian fashion
firms belong to at least one association and they are
very satisfied with the diverse support programs pro-
vided, whereas most Korean firms expressed a very
negative attitude. The difference comes from whether
or not the member can get real, direct, prompt, and
practical benefits from the association. This implies
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that the first step for operating a fashion-related orga-
nization in Korea that is valuable and cost effective is
to change the members' negative stereotype. The
next step is to provide very practical and useful, sup-
portive programs to a large number of ‘small’ firms,
not just ‘big’ ones.

“The association, CONFINDUSTRIA provides all the
information I need, such as global market trends, labor issue
regulations, tax rules, environmental regulations, tariff
information for import and export in each country, IT,
machinery info, etc. Also the association proposes many
projects, such as domestic and foreign exhibits, market visits,
etc. They provide some financial benefits or get refund after
exhibits, and all the detailed information too. All members can
even get discount from a transportation company(DHL),
phone bills and tax deductions. Besides they give consulting
for taxes, new tech, import, eic., and provide regular meet-
ings with other industry people, workshops, and confer-
ences. Basically, they come and solve all the problems,
which can be called ‘customized service’.”(No.9)

“The associations provide guarantee my loan when I buy
machines. They have some kind of category in terms of cre-
dibility and give financial assistance. In November, I will go
to Hong Kong, Taiwan, Korea, which is sponsored by the
project ‘Centro Estero Camera di Commercio Veneto’. They
prepare all the buyers’ list and schedules for it. The cost for
this project is not much. Also when I have problems in labor
issue, they come and solve it. I feel I get help just by one
phone call. Membership fee is 1,200 Euro. But it wor-
ths. ”{No.10)

“We are member of API and AIF, which is relevant to fur
products. We pay 1,000 euro per year and 155 euro per
month. We must participated in many ehibits and the asso-
ciation provide all the information and support program
such as education, paper work, transportation, market info
etc.”(No. 11)

“I don't know what associations exist in Korea. I have no
concern at all. I heard that most of associations exist for few
number of big companies. The president should have politi-
cal interests. I don't think the membership fee is not
worth.”(No.12)

“I am a member of two associations because I was forced
to join. I do not get any financial or non-financial benefits, I
don't think most of them provide any.”(No. 14)

“Sometimes I get some brochure from several associa-
tions. I guess it was about exhibits or collections. But 1 did
not pay attention to it. Being o member is just spending
money.”(No. 20)

“We actively participating foreign exhibits. We could get
information about exhibits from Fur Association. We are
pretty satisfied with it.”(No.13)

“We do not support fashion firms. Each firm should be
creative to develop their own business model. We don't get
any money from government. 350 members' fee and dona-
tion are our budget. We just make ‘VOICE’ for the fashion
industry in California. If we get money from government, we
might be controlled and cannot be against the government if
we have to.”(No.22)

“FBI provides all information and training program
whatever the industry need. They are very practical and use-
ful. For instance, we got grant from Microsoft and we retrai-
ned layoff employees with computer pattern making. They
do have hardware but they lost job because of recent sof-
tware. We have 3 lectures with different topic per week.”
{No.23)

V. Conclusions

Buyers' major channels for placing orders in Italy
are showrooms, showroom agents, and exhibition
showrooms. They have similar practices in other coun-
tries. Buyers should buy in a concentrated buying
location and schedule because they must finish their
job in a limited time each season. However, Korean
exporters are not active in participating in fashion
exhibits or perceive them as feasible solutions to
meet buyers or to expand markets.

Buyers collect information about global products
and suppliers through diverse sources such as web
and international magazines, fashion information pro-
viders, exhibitions, market research, and other indus-
try people. Italian fashion firms are very active in
using these channels whereas the Korean firms are not.

Italian fashion associations are perceived as very
supportive, whereas Korean associations are rejected
by Korean firms. Atmost all Italian fashion firms are
members of at least one association and they are very
satisfied with the diverse support programs provided,
whereas most Korean firms expressed very negative
attitudes. This difference affects diverse aspects of
helping fashion firms to enter the global market or of
forming a cooperative industry culture.

Based on the research findings, several sugges-
tions are made. First of all, Korean fashion firms
should be more aggressive and cooperative in exploit-
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ing new markets in a global context. A very practical
and efficient way might be through fashion exhibits
and showroom. However, Korean fashion firms must
go into global market centers and increase their op-
portunities to meet global buyers. Korea, or Seoul, is
not yet attractive enough to make a global buyer take
a trip to Korea. Therefore, Korean firms must go into
global market centers or overseas fashion exhibits.
Numerous opportunities, in terms of fashion exhibits
or showrooms, already exist.

Second, Korean fashion-related associations should
make an effort to change Korean firms' negative per-
ceptions toward ‘the association’ into a positive one.
Practical and useful programs should be provided to
firms and they must be promoted by aggressive com-
munication to make this change. In addition, their
activities should be toward a large number of ‘small’
firms rather than only ‘big’ ones. As Italian fashion
associations do, their activities should be focused on
the economic improvement of all of their members.
The government must be cooperative with associa-
tions without imposing control powers.

There are several limitations to this research. First
of all, this research is based on interviews with only
23 experts in three locations and they were selected
by personal contact. Therefore the findings cannot be
generalized. Second, this research is to propose prac-
tical strategic suggestions and is more fieldwork-ori-
ented, rather than being based on a solid theoretical
framework. Furthermore, this research is based on
qualitative data that may provide rich interpretations
but is not an organized research framework.
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