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A Content Analysis of Success Factors for Fashion Brand Franchise
Stores as Published in Fashion Magazine Articles
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Abstract : The present study aimed to propose the competitive strategy to fashion brand franchise stores by analyzing
articles regarding success stores as published in fashion magazines. A total of 91 articles were selected from three fashion
magazines and content analysis was applied to extract major factors. Four types of trading areas and eight product types
were compared by the major factors. As results, six major factors composing competitive strategy were analyzed such
as personal selling, management of sales forces, promotion, customer relationship management, management of store
space, and relationship with headquarter. Comparing competitive factors by the types of trading area, management of sales
forces and personal selling were crucial for central district and for outlets/interchange district. On the other hand, personal
selling and customer relationship management were important for local district while management of store space and per-
sonal selling were critical for tenants of the large discount store/shopping mall area. Comparing by product types, personal
selling was the most important factor for all product types except young casualwear whereas the second important one
was management of sales forces for adult casualwear, womenbbbs wear, and others. For menbbbs wear, sales promotion
was the second important one whereas management of store space was the second crucial one for underwear and chil-
drenbbbs clothing. Based on the present study result, it is proposed that competitive strategy of individual fashion brand
franchise store should be differently developed because the characteristics of trading area and product type are different
and in turn, customers benefit and competition might be different.

Key words: fashion brand franchise store(Z] A B.& = tj] 2] &), success factors(*J
types of trading area(’d¥ %), product type(5-E %)

1A

& 9 2?1), content analysis(1] -8 47),

.M =B ool F ) HEARNE B sl vEA, e
of 7o) AsEaL, Aol Qe 9B FA
S} elf AulE 20089 R e )

FEY712 @R AHRey
OfF Al Tl A oyl
Z7)slo] oF 372 945000 YL 71=s Z L) Fojol

/\O

Bolw gt} f5 FHHE
H 2 u1RS RS oA, FETR]

m oy Y

& JF AF ) 7 S
| WH3l= o FAA

9] 13.8%% AASkaL Ith(The Korea Chamber of Commerce oA A 9S X3 JUtHAhn, 2008).
and Industry, 2011). ©]¢} Zro] dwk F0l A2 EEo|a AF U OF freTEe AEHoE Wy, o] F& ol

SRR Fod P2 S GRE OE AF o), o ey, AN, F48, Ay 29 S o
TR §5 Boke] Fe40] Bkl TR Fob U AR olFold Atk A2 eyl 29 B AR A
2 itk 53] 19964 819 $5719 L ARe] AW Apge] et ks Wl Bget ovk, wekds tege 217} o

A 30%= 2Ae 7P

fCorresponding author; Yongju Kim
. +82-2-760-4094, Fax. +82-2-760-4484
E-mail: yjkim@hansung.ac.kr

o
=

st slelu b A vEAl +9EL

Seldet of #5e) Solge nelzth

928

8% FEAEE FAEHL
A TH“Domestic fall/winter season”, 2009). ZHd], =fujje] Y

=, 7 wergel



aAES] A9 R Uik Tl SRR W YUY
o hdow, Bolshs AE] Prlsh ALE AN 2whe]
of se] sl 2 Aolzt itk 37} sk, vERe
AR ES AR Tlete] QYT Beeras A
Al B sl slgil AAE 9Ew ),
ool & e sl BRola, AT e e

GAC] AT W e fEFeelth. ey 2 A
R ZIAbllA SlRTiE| o] 7t Aol Wl ERHe
A8l ST o R =T A97F WobA drkHl By
g gejo] shaiej el gA o] 71 (road shop)’
olghs FEEHE ERE7IE g

o) e EAl] M tEd WersEE A
Elojgte Wl AEshs Sranth B, LJVE
ZAAM HH R L FES Y F UL ¥ o
A o] M8 02 KEHE FTATIAL olE FEA
&S SV F A= 2 2%
Aors diEld N g Fasg AnjEs FEdhs il
o AFol gk A2lelut o] glole gFge] wom <F
4 oS LS 5 Jrke Axo] :
A oF tiBdE Hu sdfEe] 71 AR EAlE
A, FHoRE oy 71X EAAES 7RI itk FEG
oI AF ol gk F@ol} Mol FEgk 1ol wmf
£ o aN Lnf FRe] Mulz g&o] St =A] ko
o, Aol gl dElds Falx A7) wiel 7 &
vz} 877F AzGA A HD=7] oJth(Sternquist & Jin,
1998). EALZA = dig]del tigt FAldl SAI7F ejr] B
=o} 7199 olnx] A Fol tiet Fert AHIL, HA wiE
718 918t g€9E ool Be 3o Fas)
o} S ARHA L A= AL R 7SR wkdEo, A
E 7H40] =A A7 Ehk(Sternquist & Jin, 1998).

o9} & FAHe= B elar oF dlgjde] H¥siEof
Weo B, AFHFAE B2l tgd 2949 YoM =E of
LAY Ee X dEdE MEIAE FosAYeY, 714
H Fole FolRl A} AFS 7KL oJ9A thElFol 2%

= U=AE w9 F88A ok B

M) Ay TelE s

Hwang and Ku(2005a; 2005bye AmidA|e] Asfol] thall =
e LAk 23r} S AR g gl P v
£ 298 B3 dAPaMe AF HRHAGeAS sk

NS HELGE FF LA o] YFE2 HA 929

il

e ZeehA] sttt 7HEA dEaE v S
g Apelde Wi Aee A AR a4
YA 27& A ST Hwang, et al,, 2007).
Ao e S AF R Fad 4=l
]l, & A PxE 55t dHes
o] Z¥z} mlaL EAstaAt sk, 1 olf= Al s 43
= AR vAg 7 Edsith sheRiE ARl
A 2f avjAkel gt 73 2ol vk g2t A
AR ks g Hee) suzie 2 AjolE sk o
wolth. aejE A4 sidEA=e] ZPRNEA 7P WA
A== o] el i Bl ol HEHE e 8
g 71E02 ProlAaL gl o]d 518 fjdle] & A
oM - vl AAE theld Ak WS 2

P

T =

o
2_1’
32 7
&
N
N
)
i
it
>
b
ol
ﬂ?
e
-
rr
N
)
ol
il
i
X
P
)
P,L
X

waio] Aael A7 Lok WrE BAlske @Al 9
or), A7 E4 FFL WS % Urke o] S e,
FR9IF ARE AT F odrke ol ok o) Aol

5

off AAE E3A wid 2l, 71AF AEF 55 A8k A
3L

P B kel X 5 stk Al A viEd
of i A4 7= sEHoze A [l ek olsl
R Aol 7127 2 F S Ao, tigld
3o Sl fRPAIAE ArREE AleE 9L

off ok
=

o]

k

.

to 2 HI oX I8
N
o i H

ol

_[F

P

~
=
it
o

2. o7 HiAH

2.1. ti2lHel Y30l

<guete] GBI 2 B Rt do] A
S AR &3 wiEe] 4 FRUS FFEE ABshe
e FelE FHala At olfs WA FuEES
9lae] Zale] thE Zaixlo)|= JAI9k= thh o)} gon}
O PR ZAAfo)= AIjle] ¢ JHIE B 4 qltk Zalte]
= AYArolde A7H et

[e]

o] B4, dg)d 54 2 34 HFE 2 sl AFHA W
o] sl AR THKim & Jeon, 2008; Kim & Min,
2006). 1 W2 At digd Ao kel Y ®
of tigh AFEU= 2A1] A g 2Ajeke] BAL $Hge]
JgHol FH& F3L YrKChoi & Park, 2007; Kim, 2007).

FHR S TRt =] 3 PR B of 2 7S EAL
g2 9 ARk 37 =g VK ER ol FA|IZH] BAE
etdr Fart Sledl, Zalxjol=e] AFalls thE Agd
= W dEA 2ARke] SAFE, A, v 9 3
B0l 24& FaL o] dEds anjReke] #AlE & o



930 /T BIR] A4 A6Z, 2012

o e =3 XMZ Are] dRe)7]
2N o:]g]_i /\-]:L;_q\:d EH
A st A4l JM i B AHRke] A
3l 1 1@‘% 292 3TH(Kang et al, 2010). ©]
A}Q} el #A ¥ oluzt the]
23 thFolRoRE Zlolt}. o]z
tal(zolo)A Oﬂ%oﬂﬁh ZPzjo]=
7} EH 7}%@% i 1749 37} FEE AAR 7 Al
AEasls A, 7R & oﬂ*ib CEOS}
Ae] AL 7P FoEH Qs e rd &
M= F YAE TN 7HEEF] T 9 H=
ShH &M} S = BAE 2Pt
AF, ABize] Y 58 F8sh A28t 53] <7l
L ket AHRE EIo R s i o] A F A
37} Tkl wiEo] 2 AEedld tiEk B BAlele] #
Al B o} Amxteke] BAVE F 83 v Ak st
Zu el gk B2 MadoA] Anjxke] HExMamdS

o

wpos e ApEelE YA GPE FE 9l
EL L:FL ]’)\}\\_H], O]U’H T=2 }\H] ]”“ FAHS] Slal 4n
Zre] WA AufdE sttt e Awfde] Aol
A0 2o B3 DA AU B AT

7] $1axE A AniRke] Ak
i AAE AT FHI2 8 E#f& a7k JATHYL &
Choi, 2005). Zaixje]=ut ARkl Zwldol|x] a7 she] A
7F wlg- F8ap 53] A TS YA X
o] 73t wAIAe] gryt Ao 7Y & TS FE
AFQ FAZ QA=A et ulgbA A TR AEs
B8] SflsiMe 2 diglde BAERIE sk oigd
Hzele] AAPAH S JeH s 2T
7o} diglgde] AAl gk A2 UHZ Park et al (2006
Al thall d7-sisict. Zallxtol= LR e] AH|Ap7E AH]
22 AFAINA =71E Fe BAEY fld a7t e A
o2 YehdthPark et al, 2006). n-g-2le] Am)zpe} AHj~
Azl FAA Z71HQ HEAE D A= AT uﬁaq
3 AT T E, SIEQS o8 FREe Hol =&
g AAEY IS Fol AL =Tt ZolHlT). BEgt Xé
2 W AAEY] Al 2EEIt o] Ho] Jom vt
o] Yot IAEYe] ol ZoE Yeht gigdT
e 99 AR AEAATE Aol Fad JgS v
s ihoﬂD}(Par & Kim, 2010). 53] <Fdjg|dolre
Ay Eddol a1z Adsakgo] viskar JfEAo)7] wiE
o By 4474]6“401 7hsstE® AH|Rke} tiEide] AAI7L
Aol M= FIES tlorel 2w A=How B I
27} Yok
g o Favia el AP
g o8 HIo|

Al
o e A
Foego] B, AlFdeEod A %%l‘?—%"ﬂ ‘ﬂﬁH &

_|_4
o
[
>4

B o r

ez Fask gFaciqlel v

° =1
2009). H]E o] A7} JBAHTE YAOE dlo] B OJ]
3Ke)

o
o)
E
T
<
-
&
g
2

JJHT
Ffrﬁrz

H
T4 A olFuEA d9eel Tk A7t Sl
SR H2 dEold e S92 Ay vAIRS st
3L e FAR B w AR S 7RIt S AR oFA
i 7dGrte] zFdol| gk Hwang et al.(2007)2] Ao+
7305‘1]'9] oEﬂ;g’ /\]X]—O] sg 7 ElT _q,o]—._E:l ZO%O,] Al
AR B AEAA, AR AN B AadEsY Sl A%
ARl AES Fl8l Fagk aclelet st 53] A4
A o/g7d Al Hlsl Q1HAAS] B8 S8 AP
AdAES F8 Al *@Z%Ghi'?}. FTHHe T84 dEix=
Hwang and Ku(20052)2] A7l = AF=HJ= L= 94

FamdAe] A Aol 1o FHY, AR el
sh, 449, AF, 71, BEE, 243 59 —cﬂl% =
T Q) w3 Agaly)e] IEuelo Z REA S} P FQ
skl om AR RFE AFA] IHRFE T3 &
A, A, EAR #HER, a9 FeAS JFEiT
(Hwang & Ku, 2005b). 722 Fgzle}l AAsldM = 2
A, 287} 7] 59t wﬁgiﬂﬂ A&t ot b, AY, &
|A, A, A, 94 Fol Tasithal sivlen 1A
o] A A "Jﬂ?ﬂrﬁlﬂ znmPll 4e 7P o A8
Qo= BTt E3 YIS o] W HAAY L A
A, VMDS} Al7lel) B A Bz deke] o
Qe olel ofe) Aol Slgdelde) 4Fe AT

Qg bR B A2 ARARI AHlRtel &
77} urt 6 ARsE ov] g 2u)a o) Holzt
A Feds 2HE o A JFEdizde] dEasl w4
2 MR §E 9 el mE AR A W A
X

6}
A AAD 5 Slojof & Hlojth

W

22 MAYE ANE2H M

2 PR S HE APk T8 Q1= I H o
E‘r 2FAAY 7150 gt At oo R ZISBHOP*E} EH
2o 2 Huff(1964)2] 2dollMe Ade] w29 AdE
Adleo] =9 AA Q9107 WY, Nevin and Houton(1980)t
T Ao, A1 B T AddolnXE BAEI T =l
o] ATE Lee(2004)2] 04%01]/\% e W vlEe Aols

FM

BA517] 918 Q1T A 29), AR, A, BAlgol
o) Y PAsiglon], 7 A glel Wlrh ekel w
2 gA S PiXE A, AT, T8 EEY 59 &

¥

F v2a FAFES] Pl wet YA wE ﬁxﬁisﬂrﬂ
%}EHJ% U THLee, 2004). ol¢} ko] FAR7} 7152 Al
FR wEt 2, & B AR YA AA
TR olEN, AVE, SEAY, 2§ Z
v)HTk SITHKwon & Kang, 2002). 3 gelge)
AR a0 R A W JIFEEE &l g TS
H, 2552 dRFE/HE B 9T FIL 1 olF =

r oo
&=
L

(e}

g'r

2 of T
O,
it

o
?



5o G 7o, 1AL AAA ws 5 aFg AL
ole] EAlell Ug wf AAHE 7RIt 3IITHLee, 2004).
H A2 Anjde fyd ue} &
A=, FE- 7193 AR ol s o)A gl A&
Hzp7E Hele 48 F e ZPH o] 22 (Son et
al., 2002) 49| AL gk Au|xpe] Aol 4%
M= EAgllof & Aoltt. olzfgt FaXdel wet AHrle]
Ao e B2 A7t ol R, FaAdE 7S A
F540 wet tgEA YeRT. olE E9] Son et al.(2002)4]
ATolA ol ) A AnlRte] Y 7S Aol
FYolutol| wet tEA VR, g H3pAH] il mEba
T A9 Zige] tred], gRAEe] 4 gl #gk A
T2 Jung et al. 2006y FAtA ABR}e] o)FARE Tl A]
AAAE 71FS BAEE, 5 B T AFdd
Tl Ale] A Her)ee wEe] A, A, vy,
HAEARA, e =, EA, FAL AN, A
oJuA| 7} HR o™, 7} Aol met g deo)fel HHEAIZ
o] tt2A Yehith A< ohdd a3
Yoon and Park(2002)= JdS 240 &% 5 Qo thF
o A - HorA, HA] - 2 ZAN, B35 - A A
H|Zol &80} AS|A Y5 ks IR WA ARt
A 78S AFst A3, AR wEl el m A7t
gE 2 FleAad JE 9 & F7E )
o] gk th(Yoon & Park, 2002).
ol gz} 7o) A AR e dBHow Wiy JEH )
2342 B0 wet AERY, AEEA 9 FxAR] &
o] tiEH ol mel A HrpIEE gEote o &
o} AR} JEEE T2 HrpEe AR wet ol
Sl wef B3R AHRe] 548 S vy k]
3 A, aAER PEslE v egdEe Aok
& Aoty 1y A 291 9 Au|xte] AgAge] &
gk A7t ol o]Foizld] wkal, 4 54
Ao tigh A77F A o] RARA] ggo} ole] gk At
a3t}

X
18

L
oH

j

¥ ox i

o

2.3. LHE0HX| LHE=MY
Al ARlolA DAl (mass mediay= #i-¢- 2 FFHES 7H
A 5L SlefA] Al 39] Aolehas Bt tiFiAlE HEAd
A, FA, A 2Rola H2dl §43] A 24 <

B AlolEs} QIEIS ol 88 4% B2, 2nlEES of

AP 22O wSrR T ogtra g Fo| Uehtet 1
FAXME 7722 7A e B2 Aol Al AA AE] &4
ERllE 2JA} 37 (pseudo-environmentyS TAZHE HollM &
3] AdE]Ee EEola UE oy skt oA A7 i
o] FAtHAtkinson & Coffey, 1997).

tiE A A 2 U838 ot AXEE B4, A

NI HELGE F LA 5o §FE2] #4031

4 E ORI 2 AIZHER] BRI E AEEdS As)
Ay SAEAA FEFES PRl AoE LA JTk(Watson,
1997). 23y Z2Fol M W-(contenty thE wiA] = <]
7o) He ALE OFEE 4 Udk dyolxt ReHE ¥
A AEE 29l Alele] AABAE HolFH, T3k o5 5
3lo] o)Zo] 7H5slA dtH(McCombs & Estrada, 1997).

714 W8-S BAske WS FA &8 (humanistic)
227} 55214 (behavioristic) HZH2A o2 s 5 ot
(Shoemaker & Reese, 1996). Q1i-8H2] Hwkale 7]A1e] U
82 Tl B3E FEoE Hr Yge 7|2 ouE b
obshet] $HE T ub|, 5Ty HIel e 7]
ARl W8] mxE 9, e 7|Ae] Ulge] S vxl &
? AL Qv webA QIS gt

| 93k Hix o]9lol] FHEE Uge #4
g A (qualitative) 14 WS ARSSkET] vls)
oA H WAl gHE 7] Ui RlEe] 2
Agt 43 (quantitative) FAIWHE AME-SHAl E THShoemaker
& Reese, 1996).

AELIS SR FGellx A7 AF BAS B3 At zlegE
o v, Az AhEe) AT AP EE =
A o2 ot} yismiAlzE BAE 5= Fart gl BS-
7h gow ol A9 Fi g2 EE o5
FA zdo] 2pA|, M T3 e gRlE0] #AF
Millard and Grant(2006y AR ARlel] = mdle] =pA),
oJH|AE A3t Wil 521 oJAJo] ZE|H Q. EfYS AR
Hom, Jang and Lee(2009)y= 3=z} w|=+ oJAx|o] A=A 3}
AE FE v B48199.9M, Kim and Lennon(2006)= &=+
I v5 AdZR 9 tholo|EAE #ALE H|aakitt.

Lee and Han(1997y2 19914%E 1996d71A] A& 7IAMS
AR SEvEte] FA1A e diEl] =0t ol
o Ao AR ZIAF W82 AT B UFROE o8y
Fom, 71xF ZA o i AAHR] S M s =
23K AT Park(2010)> 191095E] 2010197141 100
Az 7R AAE S ool dFS F+ o7 7K
AR W8-S AR, A4 3H(1910-19599), B4 2 (1960-
1979'3), $742121(1980-1989\3), 2187 (1990-19991d), 2117k
(2000-2010%1) o F HANZ L ZF Ao §AE As
ST o]# 3k A<l 9] HlEle], Hodges and Karpova
(2008) 1998dF-H 2003372 W= North Carolina -]
F8 7R AAE 7AE AR AEE 7Ae] Ue-S
FA5le] oF2EAele] Wels wasla o A 29S8
8|22} Stk o] AolME Ulgack, aoke] MEs 9oF
I go] WA A Bl Ay diA, FAo] WEsle] st
AL A7 EAAEE AXA, AE714H] 82 North
Carolina®] ©]F2 &AM ol gt 419 WsK(Industry change), &
2% g2 (Strategic initiatives), 21E2] ¥3F(Impact of loss)®]
2= e FAR e Jon, 7k FA QM) o W

rr

3

o
o
L5
_[O
ol
£1
By
o)
o

£ o 1> ¢
,
oA
)
ot
)
o
2

o

T E



932 FIFYFEAY IR AI4H A6E, 20124

S12 Slalgin). o5 i Wt W elRAEAR o)
3 S0 WS W 5 Agithe Hol 2ol Frtect. of
St 7o) AR AR P T hFHAE AAH S
= Peke e HIE ATFAE dTsked Egol ¥
Aoz Almdr,

B A 0] w45 AskEa g ARREBEN
34 A3E Bolw g AAuA=TRe) Al
2ago 24 5] 7HF
23e] 8 A=k ANSEA st of
e ATEAS slate] WAKEO B Pk A%
RV, 53] A3esiesh Sdg Al Agow
A Qe Grska seek. Al QeI 2
= uge] AR Bl Tk
F5, 293 veae) A 5

AE ARE HEE 5 7] o)tk

lo

RESE
&

dr

S
ko

¢

v

24

=
£,
% o
of

oX
lo,
?_u:
P

o
}‘ﬂgg

=
r o)
ol
i3
o>,

3.1. BMAtE MH

Az wiAles A7E ARy AAA, a3 s v
i=]
RL

T 9l AE PASE BAsgon B A fE I 3)
Ramhgel B3 /L 53 A S gegel 49 e =
Sl 9l it AAARUA Q7R SjAE e} 3b

ARl = AR, 22]a ARdAaEE HES oY

N

Ak ek e A E 5
2, el AR V) oA 7 wale) gAe
St shafgolt hidmgel /Mg ol AAleka glo]
o|& AEFF viAZ A3 53] ol wiAle FEHL
= Auacojede] 248 Ak e gusl A4
Wsiel SR AAshs LS ST g9 7t )

iies
QL
X

=)
[R7
:uNé
Eul
9
i
i)
r

A e AFHYL e AR RIS ) uA)
2 o] BYFoRA ABINY 5 dirkn FRHU. 2 vl

2

AEEe 4 sjdAde] 97 FAZA {8l g vRlR
AU 7N 8 W80 R Bkl IRIAL 2006 FE] TR
A5k (2010 o] Folls 7FFA Success-know’ZE H73 %)
ge 7S GEE AL AT ol Eirae R
02 oFAZAA} FEAA BT 7IAE FHUA OE
ASL Fruderolzle 71871IAEE 20064 7E AlA

)

A

st YT, FFYRAEE ia, ARAZY, TR
fhaw N

1;1_;

3919 Y AREAE Ye) HFAFOR 35 vy
2 gl ek e AAISE Gdik ol 54 /e o
AF

d

o X

o2 o] ZIAke] AR 7102 freAlge] AR AR 10

FQ1 20069%E 2010972 st £ AsE &

105702 saade] 2471AR1 TR gk 71AL &
444, ofplidirA|e) e 71871A) 4274, el
AR s ok e AR 719=
AAZIAL 19700] =T BE ZIAkE 712 AR g
WSkl QIEIRSE 71X APE =2 7o) Ardel AXE
ot o] F 7IARe] Wigo] WEEAE sh7lel SEd 7IH=E
A Z 1A Alglste] F 919 ZIAE B Al
Ae2 A E A

ot

A Aoz ¢4 39 ArApt IAAHeR 91719
M, 2813 aokd S5 JIEE
A BE 7] st Ego] 4 AFE

N
~
P
2
I
[
NI

o
S~

ox

i

Mo

k)

£

o >

F, RS, A UA, iE e
2R )R EFRHEJL 552 SN(@NFE, o
, FEPREEOYAE 2R, WAE, J4E, A9
FEATH 2 F ] ERVIEeR
£ FHoE PAH o

1 olgAME

Zmjglo] 0

=2
OQN‘
:

o\ 9 n@‘, ro mj do x
N
e

¥
~
Kl
Tl
W A

0

T

>,

>,

o)

rlo
gk
ke

rir

v
oS
% o
e}
I
i)

*
)
o
=)
)
g
°
32
rir
>F

(o3
mE[

o}

KT
:
lo
ko

zp o
N
o -
! e
o i
2000k owe ®
= o
O O i
ninimlohow
oot oo fE
zéé"émﬁﬁgﬁ

[oX
o M jo
Nl o [z B XN o

rnd 10 10 o> o
; U &
X
[z
o d L)
[J1N o >
i % Mo o
ot v fa
e >
=" T i e
o ot T o o
s Lo rh, V‘E o
~ o!
THIr
&) e e
L o D>
1 i) b )
FE o=
F{F Hu 2 i)
2 Mo rlo
> X o
2oy o £ i
L > Lo
E T > 0o
ok
e e
N fr %
i el
1o ox oX

£

T o=
E7F 6071(65.9%), 27 FEHEA=TE o) Hal=(@lutel X,
Fetol=el, A Ao}, A LEA L, SXF, oft]rks, okEEnt
A, Al Y, A F 1871(9.8%), 34 TEHEMA=I}
I BA=EF o), m2wjo) 2, CKADE ¥ 971(9.9%), L8]
4 FEEH=E U] BAEPADE F 40(@4%)e1uh 2
HER FEE0] F 34.1%H0 £ A7e] FFHo] Hillee
sdaitt sfieke A oieldel el ukeh A e
ZolE 28l olF 7Nkew ¥ allE FA sk ol
ou®g IR ARSI AT 55 ERVIESE st
228 o7 391 A7 AE A Al S wiAle] 67| TN
AE7INER dobdE B S (uni2 skl R A
T2 W&EHS Fot] 35 TS FEdk] WFst
(categorization)s}3At}. & 7)) (L2 Al Avjdae],
R, aAde, e, BAkeke] dA)7E £

4

l



MINAI] PEHAE Fo D=

gjFe] H3ree]l #4933

Table 1. Frequency of data by the types of trading area and by product types

Tenants of the large

Trading area Central district ~ Outlet/ Interchange  Local district discount store/Shopping mall Total
Product type

n (%) n (%) n (%) n (%) n (%)
Young casual wear 9 9.9) 6 (6.6) 6 (6.6) 3 (33) 24 (26.4)
Adult casual wear 4 44 4 44) 6 (6.6) 2 22) 16 (17.6)
Golfwear/Outdoor/Sportswear 6 (6.6) 5 (5.5) 5 (5.5) 0 (0.0) 16 (17.6)
Men's wear 8 (8.8) 4 44 0 (0.0) 1 (1. 13 (14.3)
Women's wear 1 (1.1 3 (33) 2 (2.2) 0 (0.0) 6 (6.6)
Underwear 6 (6.6) 0 (0.0) 1 (1.1) 0 (0.0 7 71.7)
Children's wear 1 (1.1) 1 (1.1 0 (0.0) 3 33) 5 (5.5)
Others* 3 (33) 1 (1.1) 0 (0.0) 0 (0.0) 4 4.4)
Total 38 (41.8) 24 (26.4) 20 (22.0) 9 9.9) 91 (100)

*Others includes shoes/handbags or multi-brand of same company.
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Table 2. List of major factors and detailed items in six categories

Personal selling n (%) Management of sales forces n (%) Sales promotion n (%)
-Easy and friendliness 37 (31.6) - Family like relationship 26 (23.0) . )
. o - Customized gift 25 (36.2)
- Respect to customer privacy 9 (7.7) - Good communication 17 (15.0)
- Proactive response 8 (6.8) - Long-term employment 9 (8.0) - Milage system 16 (23.2)
% - Remembering customer 3 (26) = - Inspiration & motivation 8 (7.1) = . L .
4 . . Ex i g - Free alteration/shipping service 3 (4.3)
g - Close relationship 3 26) e - Positive feedback 7 (62) &
[ = =
) ) 3 S < Free parking 2 (29
- Customized reception 4 (34) . = -Empowment of sales force 5 44 = o
% _5’ % - Special discount 2 (29
subtotal 64 (54.7) G - Welfare 4 (3.5) = Interest-free installment 1 (14
- Propose trendy styles & ) . ) . . .
full coordination 22 (18.8) Clear evaluation 3 27 Free gift wrapping service 1 (14)
- High quality service 14 (12.0) subtotal 79 (69.9) subtotal 50 (72.5)
@ - Generous refund or exchange 8 (6.8) - Sales education 14 (12.4) - Event 10 (14.5)
] - I =
= Free drinks 6 1) §§ o =z ]
i E8 -Employing skilled sales forces 6 (5.3) z & - Store advertisement 8 (11.6)
- Internet lounge 2 (1) & - s E
=
- Differentiated business hours 1 (1.0) subtotal 20 (17.7) ~ 5 - Local networking 1 (14)
subtotal 53 (45.3) Monetary compensation (incentives) 14 (12.4) subtotal 19 (27.5)
Total® 117 (24.5) Total” 113 (23.7) Total” 69 (14.5)
Customer relationship management n (%) Management of store space n (%) Relationship with headquarter n (%)
- Full coordination display 15 (24.6)
g - Database management 39 (59.0) - Frequent change of VMD 10 (16.4)
o . Communication 2 (54.9)
< - Sophisticated display 6 (9.8)
w
] . . .
- Handwritten card, SMS i Hi-tech display equipment 4 (6.6)
(short message sentence), 19 (088 Z - Easy-to-find display 4 (6.6) - Support of sales force 8 (15.7)
&  email, direct mail(DM), (288) & - Funky display 2 (33)
§ phone calls . . Z - Sufficient inventory 5 (9.8
s - Tidy display 2 (33) §
s subtotal 43 (705
5 . . - subtotal 13 (25.5)
g - Personalized gift 8 (12.1) % - - Spacious stores 11 (18.0)
- g ‘g - Renewal of stores 7 (11.5)
g g Trust 10 (19.6)
subtotal 27 (41.0) g < subtotal 18 (29.5)
Total® 66 (13.8) Total” 61 (12.8) Total” 51 (10.7)

*Percentage rate of total in each six categories was calculated from a grand total of 477 items.
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Table 3. Analysis of competitive factors by the types of trading area n(%)
Trading area(n) Central Outlet/ Local district  Tenants of the large discount Total

Factor district (38) Interchange (24) (20) store/Shopping mall(9)

Personal selling 52 (24.9) 30 (20.0) 27 (27.6) 8 (40.0) 117 (24.5)
Attitude 28 (13.4) 16 (10.7) 17 (17.3) 3 (15.0) 64 (13.4)
Service 24 (11.5) 14 (93) 10 (10.2) 5 (25.0) 53 (11.1)

Management of sales forces 59 (28.2) 33 (22.0) 17 (17.3) 4  (20.0) 113 (23.7)
Relationship with sales forces 42 (20.0) 20 (13.3) 14 (14.3) 3 (15.0) 79 (16.6)
Hiring & training 11 (53) 7 4.7 2 (2.0) 20 (4.2)
Monetary compensation 6 (2.9) 6 (4.0 1 (1.0) 1 (5.0 14 (29)

Sales promotion 25 (12.0) 28 (18.7) 15 (15.3) 1 (5.0 69 (14.5)
Monetary benefit 19 (9.1) 21 (14.0) 10 (10.2) 50 (10.5)
Entertainment benefit 6 (29 7 (4.7) 5 (5.1 1 (5.0 19 (4.0)

Customer relationship management 18 (8.6) 23 (15.3) 23 (23.5) 2 (10.0) 66 (13.8)
Database 12 (5.7) 11 (7.3) 15 (15.3) 1 (5.0 39 (8.2)
Personal contact 6 (2.9) 12 (8.0) 8 (8.2) 1 (5.0) 27 (5.7)

Management of store space 40 (19.1) 10 (6.7) 6 (6.1) 5 (25.0) 61 (12.8)
Visual display 32 (15.3) 7 4.7) 2 (2.0 2 (10.0) 33 (6.9)
Physical environment 8 (3.8) 3 (2.0 4 (4.1) 3 (15.0) 28 (8.0)

Relationship with headquarter 15 (7.1) 26 (17.3) 10 (10.2) 53 (11.1)
Communication 7 (3.3) 16 (10.7) 5 (5.1 28 (5.9)
Support 4 (1.9 7 4.7 2 (2.0 15 (3.1)
Trust 4 (1.9 3 (2.0 3 (3.0 10 (2.1)

Total 209 (100) 150 (100) 98 (100) 20 (100) 477 (100)

Each article case provide multiple items.
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Table 4. Analysis of competitive factors by product type n(%)
oo e M SR N e e O
24 (16)  Sportswear(16)  (13) 6)

Personal selling 25 (20.7) 22 (239) 18 (22.8) 15(20.8) 13 (37.1) 12(30.0) 5(33.3) 7(304) 117 (245
Attitude 16 (13.2) 12 (13.0) 9 (11.4) 707 5 (142) 7(175) 4267 5Q2L7) 65 (13.6)
Service 9 (74 10 (10.9) 9 (11.4) 8 (11.1) 8 (22.9) 5(25 107 2 ®7 52109

Management of sales forces 42 (347) 19 (20.7) 18 (22.8) 13 (18.1) 8 (229 7175 167 5217 113 (23.7)
Relationship with sales forces 31 (25.6) 14 (15.2) 11 (13.9) 9 (12.5) 7 (20.0) 4 (10.) 167 2 @®7) 79 (16.6)
Hiring & training 5 4D 3(33) 4 (5.1 342 1 (9 3(7.5) .. 1 (43) 20 (42)
Monetary compensation 6 (5.0) 2 (1.1) 3 (3.83) 1(14) .. .. .. 2 (8.7) 14 (2.9

Sales promotion 14 (11.6) 16 (174) 9 (11.4) 15 (20.8) 2 (5.7) 82000 1.7 4174 69 (145)
Monetary benefit 10 (8.3) 9 (9.8 7 (8.9) 12 (16.7) 2 (5.7) 7175 167 3(13.00 51 (10.7)
Entertainment benefit 4 (33) 7 (7.6) 2 (25 3 (4.2 .. 1(25) .. 1 (43) 18 (3.8)

Customer relationship management 14 (11.6) 17 (18.5) 11 (13.9) 11 (153) 6 (17.1) 2 (5.0) 2 (133) 3 (13.0) 66 (13.8)
Database 11 (9.1) 9 (9.8) 6 (7.6) 59 267 2 (5.0 2(133) 2 87 39 (82
Personal contact 3 (2.5 8 (8.7) 5 (6.3) 683 4 (114 .. .. 1 (43) 26 (55)

Management of store space 14 (11.6) 10 (10.9) 11 (13.9) 9 (12.5) 2 (5.7) 9225 5@333) 1 43) 61 (12.8)
Visual display 10 (8.3) 6 (6.5) 9 (11.4) 8 (11.1) 2 (5.7 7 (17.5) .. 1 (43) 33 (69
Physical environment 4 (33) 4 (43) 2 (25 114 .. 2 (5.0) 5333 . . 28 (5.9)

Relationship with headquarter 12 9.9) 8 (8.7) 12 (15.2) 9(125) 4 (114 2 (5.0 1(6.7) 3(13.0 51 (10.7)
Communication 7 (5.8) 504 6 (7.6) 342 3 (8.6 1(25) .. 3(13.0) 28 (5.9
Support 1 (0.8) 222 4 (5.1 4(55.6) 129 .. 1(6.7) . 13 2.7
Trust 4 (33) 1 (1.1) 2 (2.5 2(2.8) - 1(2.5) .. .o 10 (2.1)

Total 121 (100) 92 (100) 79 (100) 72 (100) 35 (100) 40 (100) 15 (100) 23 (100) 477 (100)

Each article case provide multiple items.
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