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Abstract

This study analyzed fashion businesses based on the 6P’s, products, prices, place, promotion, people, and patron
for business owners in the Myeongdong commercial fashion district. Furthermore, this study proposed plans that
would activate the Myeongdong fashion district and continuously develop it as a global fashion city. A survey was
conducted from August to September, 2012 for 249 fashion business owners in Myeongdong. Eventually, only 208
questionnaires were used for the analysis. The research results were as follows. First, domestic brands have the
largest share in the market and sales of fashion accessories were higher than the sales of clothes. Second, the prices
for those fashion items ranged from low to mid-price. Third, the opening of new shops keeps increasing, and the
size of the shops falls between ten and twenty pyeong generally. ‘Self-production’ was the highest form of production
compared to any other form, and regarding importation sites, importation from overseas was the highest. Fourth,
regarding promotion types, the sales in shops was the most commonly used promotion method compared to
television and magazine advertising, and personal selling. Fifth, the proportion of male proprietors was larger than
that of female proprietors. Most employees had less than five years of sales experience. Sixth, the main customers
were females in their 20s and the proportions of Korean and foreign customers was similar.

Keywords: Myeongdong(F&), fashion trading area(Z4 47, fashion business owner(Z]& AF¢F), 6P
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(Park, 2012).
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Il. Background

1. Fashion business status of Seoul, Korea
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I1l. Methods

1. Operational definition
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2. Data collection and data analysis
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3. Research subject and research question

1) Research subject
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Fig. 1. Map of Myeongdong

_90_



Vol. 22, No. 1 SA3 -

2) Research question
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= AA F 930 GAZRGEW BHEet Afje] B
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(Table 1). (Table 1)2] Aat= 5 A Addel =
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Dok ABTL SR 138%E Uehon, 4]
H(13.1%), 3 FH2(12.7%), 4 7H5=2(10.9%)
o] o2 Uehgth FEAETS 18.1%E o4
MFdol 7 A yepwtew, W=elsolA 7t
171 Sle= AlFE IA o ANFLEE 145%= 1
Bt on, thg o 2= AK(14.3%), 7HEH(11.9%) <=
o7 Yepylth =lEolA 71 7] e s
& Aldho] 16.0%= 7 =7 Yebulth A+ At
oJetd, oA AFPT} A ZF wjte] =9
FolHA = - 9] aBREA 7] e Al
o]7]%= stleh. A AFdoll dal AdFES
T8 AF(134%)0)2 Aztetn, W=elo] Sl
I 10.2%, 9=9lo] FullEE 9.6%= EA UEkith
22 ZAFE A= E(Lee, 2013; Oh, 2013 September)
o &JstH 20130 S04 HA FAEES Fujst
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2. Price

BE ddolA e Sl AEY 7HY, A
A0 o - 9)ele] B2 A%, A B uE
Hof| ofsf AW Aits o Ak

FE A dAY AdFES ddeR a5 Al

Domestic brand Foreign brand Dor.nestlc & No brand Total
Brand foreign brand
Frequency| %  |Frequency| %  |Frequency| %  |Frequency| %  |Frequency| %
Fashion stores 92 442 56 27.0 37 17.8 23 11.0 208 100
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{Table 2> Selling product
Category Purchasing Flagship Domestic Foreign
product product hot product hot product
Item [Frequency] %  [Frequency] %  |[Frequency] %  [Frequency| %
W Suits 39 4.8 12 3.6 11 38 10 34
oman
Casual 89 10.9 61 18.1 45 15.4 43 14.7
Man Suits 27 33 12 3.6 10 34 8 2.7
Fashion Casual 59 72 45 134 30 10.2 28 9.6
clothes Sports - outdoor 31 3.8 17 5.0 1 38 11 3.8
%
Others | Inner wear 26 32 11 33 13 44 12 4.1
Children's wear 20 24 6 1.8 6 2.0 6 20
Sub total 290 35.6 164 48.8 126 43 118 40.3
Shoes 107 13.1 56 16.6 42 143 47 16.0
Bag 113 13.8 34 10.1 35 11.9 40 13.7
Fashion Fashion jewelry 104 12.7 33 9.8 30 10.2 kY) 10.9
accessories (sun) Glasses 48 59 16 4.7 18 6.1 18 6.1
Hat 75 9.2 13 39 22 75 18 6.1
Sub total 447 54.7 152 45.1 147 50 155 52.8
. Etc. 72 8.8 20 59 19 6.5 20 6.8
Fashion etc.
Alternate 7 0.9 1 0.3 1 0.3 0 0.0
Total 817 100.0 337 100.0 293 100.0 293 100.0
2] 7HAt)E 2] 2 A AYFELS A AE ATl e Yl oIS e] H
° 2 AJst= Zeto|A E(price zone)S FAsIAL AehS AmE Ay} J=20(52.1%) 3 21=+21(47.9%)
AT AFIFES e AlFY 7Hd MelE 1 2E A7 oS 7P gol WEshs AR UE
7k 37k 78 AL AvkE URlen, AE won, Y=l o=l BE A7} i, F ol
AT BE A AYRES 159 Tojoja 2
o] HOlE Zx7le} AAsH= v|Lo] 36.1%=E 7} {Table 4> Price range of Korean and foreigner
dE won, $7K30.8%), 5317H20.2%)2
# 7 derent, 32100 8@; B7K2020)°) e [ v BT R
= 0
o= Uehd v, 17hear g7hele HEE 2.9% Nationali (%) price(%) | price(%) (%)
2 5 vebgeh B WA A2 SATETE Korean |49 52.1) | 43( 642) | 28( 59.6) [120( 57.5)
e B4E ol Beol a7k AEES AR porigner | 45( 47.9) | 24( 35.8) | 19( 40.4) | 88( 42.3)
= It 5
FEER =0 Althe Kang(2012)9] A3 Total | 94(100.0) | 67(100.0) | 47(100.0) [208(100.0)
T Ars S Folek(Table 3). Chi-square=2.416, p-vale=299
{Table 3> Price range
Pri Low price  |Middle-low price] Middle price [Middle-high price; High price Total
ce range
€ Frequency| % |Frequency| % |Frequency| % |Frequency| % |Frequency| % |Frequency| %
Fashion stores 21 10.1 75 36.1 64 30.8 42 20.2 6 29 208 100
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, 27t i eom R Aol =4 Uehs
Ae& & 4 Adrk W=l =2 2FIHY] Aol
E goli 7] 98| chi-squareE AA|s| & Ax}l, &

ol2=zo] 2998 058 27 UERY, & 18 7t
o= Folgt Aol7h §les & 4= AthTable 4).

BE H A 5] A W oo (Table
Syoll et 7o, 75% oA} T So] 1:4~22] 9 1]
ol o W wiEHSE el e, 2 F 1S
Ak o vjgbo] of 30%= 7MY & Uehgon,
s7-19] Bl 3 1-29] wgbol 2tz 2%9] B
£ Ho]x gtk H&M, UNIQLO, SPAO 5 =49
SPA HHE=ES ¢ g mj&olo] <109 ¥ oAy
ol Aoz YERT Lim(2013)9] Aute 55 o]
4 ujE 209 9,000%F Y& =L o9l A=
7 4 159 99 &S Stk 7Aks olegt
8- Sz s} E9F Statistics Korea(2012)9f]
olete, A4 Aol ARIA o EA i
Zopstt] W, oS el ek 51
<, ol= AZF AlF $5=2 o7} o] Foiz|aL 9L
7] il Ao sfAHch

3. Place
B AL f+E(place) A 2AF FE2
o e Wk, Wi A7), AlFE i 8T ARIA,
AE +d A=, 99 B ALESE A
7P edfE sl AAl= 1956 @.Zsko] AAY
7HA STAZE &9 &9 ol FEA SR ey
k. 20079 o] el wid 57 wigke] sl S
ol At & 3%6}2'19.1%, 20075 E = wjd
1074 o2l At wigsol LEs8h7] A&kl e

O o2

JZ oot

|

sl
oXx,
o

93

2012

2011

<Fig. 2> Store open year

4 9ltK(Fig. 2). & AT A2} Kim(2006)9] AT
AnHg oA 1A 3717 2d vlgre R A ¢

AS) ATk o] Mg o) 19909TH Fut
oF NE BF B gFor B JTAE
o T A 2008 W1y 99 oIF )
A e B ol 35 dEug 28
4= S04 45 SOz FHel BHoMIo 19
2ol FEshuiAl 5 4To] A ¥ 2,

Bt O o(Fig. 3), I5E9] SPA HAS mjgse
2 Afo]| =9 miAd A JYE st 9o,
HAjeh g2 Hledo] gle e WE
7} Ao ofAkS H Tk Oh(2013, August)2] 5o
A Uehd A SPA B wiAEe SEuky)

G, 20090 o] TSI 20 ol 20118 Sl FANE  7lo] qlef 4 B Lh 9l A
il 307 ool mjAEo] ] LES= A oA 7 & w4 AL ‘FOREVER2I’ .2
£ Holal glo], T 121 Ato] HEo A & 8505 o] om, 7}t 2he mjahe A AT o]}
Zshe W4 QASe] F48 FUsHE S & = wWAugoR 15Wel Ao vehyit
{Table 5> Monthly sales
Less than 10~50 50~100 1~2 2~3 3~5 5~10
Monthly 1} ilion | million | million | hundred | hundred | hundred | hundred | VO 40 ro
sales e o o e one billion
won won won million million million million
Frequency 14 54 41 42 12 10 9 3 185
(%) (7.6) (292) (222) 22.7) (6.5) (5.4) (4.9) (1.6) (100)
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{Fig. 3> Store size

<Table 6> Product supply chain

Product supply chain Frequency %
Self-manufacture 69 333
Buying 60 28.8
Manufacturetbuying 44 212
Consignment 34 163
Others 1 04

Total 208 100.0
AE S WAL A APl 3% TP &

SoB, ALRI8.8%), A AFY S B21.2%), 9
£ l(163%)9] 202 Lieheh(Table 6). A}
She ARl oz re Aol 2% M

A vhebgidl, she) AAZE vl 7V Bsk
T, ogreloht ARe|HE Be AFES Aot

ACR Yergt sl A= Sl Aol 29%E
A vEbd vh, EiZel A o] AR 9.4% 2 W
A YElth(Table 7).

AF 79 d2e AEe A sk 9
AH 7 47.9%2 7P Woron, the oz <ok A}
A(37.1%) o2 Yvebgt) gid A= AH )

(Table 7> Buying place

Buying place Frequency %
Abroad 58 4.0
Dongdaemoon 40 29.0
Other places in Seoul 22 15.9
Namdaemoon 13 94
Rural areas 5 3.6

Total 138 100.0

£

A

AR AT W ASAR A EAEsR
{Table 8> Influx channel
Influx channel Frequency %
Direct buying 67 479
Center buying 52 371
Etc. 15 10.7
Buying agency 6 43
Total 140 100.0
{Table 9> Management system
Management system Frequency %
POS system 123 59.1
Self-management system 66 31.7
No system 18 8.7
RFID system 1 0.5
Total 208 100.0
Fop Aol e uleS UeAE, AH 7
o, T AR ol S SO tefet RUARE
Bolm gl AL % ul, uhe) MDO| o Zuiw
HEe AA A BRE dagem EAd 7h
S0l B & 4 ltK(Table 8).

e dAe] oY wel AsEe POS AlxH
(59.1%)& 714 wol AHgstaL 91, T2z At
A E A2RELT%) 0] A HEReH, dY
el AAS S S YRR 87% Lt
W THTable 9).

4. Promotion
B AU A QRS0 22 MAlshe @
&2 ok oo B A= (Table 10y} 2+
E}. g #E(7]1F AlY, POP QMY 34|, -+ ol
E)E 41%2 Vg Asele, thgo v %
STV ulelol, SIElsl B, of AL Fe 30%

Ql

ulg FRE S, TR Ao FHE, 9%
of QHRE)E 15%: Lebatth. Park(2012)9] &
T ABAY GREY HH hFEE olselm
molzl Aol POP Qh A E ¥ sto] o]
S gEASA BE ARE Folt Ao
ehgtet.

Wy
4
1.

= A
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{Table 10> Promotion H]-E 30.7%XC} = o]AF =7 vehdeh 299
, o A G482 i elo] 89.6%= A ek,
Promotion Frequency| % B
- 0]+= Seoul Museum of History(2011)o] 5% A4
Membership
POP 2 1960~1980 ] o5& “A|= =4 AHEo|d H
Promotion [ E o] T FA fF dHCRY HIE F
. Give away 371 47.0 )
in shop p— 3ff diZolu; FriiEe] AAr 91529 e A
R 312 0|2/ ek AAS SIAET. BE A
e o] S5l 4 Skl SH0%, o
TV media advertising
Ttemet advertisi o] 7t o) HlEo] w& Arks A=
1 crmet aav SNy
Media £ 243 | 300 2] o=t} 7Hg ol B2 27.3%E W L}
advertising| Travel book o . 1o
Naeazine advertis Bhutth o= A vl A &=o] 7k AE A
pearine acverisne < A5 Qlrks A3 ATHKI, 2009; Lee, 2013)
Fan siening Sh= X5 ghout, & The A% AT(Oh, 2013,
Publicity Publicity of Korean wave 119 | 150 September)o|l A AFeH AAH Ql=o] 7Hs Tl
Flyer sheet o g &S 7] ol A e WA, At o
Sign of forcign language E2 oy ei3to] ks WS 1A e 7
Personal | de cooperation 71 Bed, BEE AR Aol 459 o
selling | LYent people B | 80 ) mroleks Ao AT 4 Stk 2l
Worker(foreign language) LASo] FPFE ujAm ol g}, s mjgoE A
Fe. L 0L 5 e 2 5A B5L g 4950 &
Toal PT_[I00 e}, o] o) else] w§g A8 et
= WA & o, =< WFAEE A% A
5. People g G0l ke r =] 7k i) BlES
B WA AA *VP#A A-E wolstr] ¢ ALHor 59 Holgks A& A5 4= Utk
o A5 4, A9, A9, Y=ol 59 5ol st BE A AGFEY B AYS 12~1311Y)
% B4 AAs W"’P(Table ). AFYFE A i, AeEe] et A2 5 wnte s yeh,
Hel, g AT HEE 69.3%F o AFYE AR0] ot Aol W YE Bt AeE 11 A
{Table 11> Configuration of member and career year
Tob Sales person
s Owner | Sales person| (foreign Designer MD Others" Total
Category
language)
e 89.6
Composition
- 4.8 43 13 100
of worker(%) 7.7 273
Gender M w M W M W M W M W M w M W
Frequency 122 | 54 | 565 | 623 | 246 | 275 | 22 70 31 50 17 9 881 | 1,057
Percentage 69.3 | 30.7 | 47.6 | 534 | 47.2 | 53.8 | 239 | 76.1 | 38.8 | 61.2 | 653 | 347 | 46.2 | 53.8
Average career(years), 12.7 4.8 4.1 6.2 45 5 -
Oldest career(years) 40 18 10 10 9 -

D Others: warchouse staff and etc.
? M(man), W(woman)
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6. Patron

W A Aol WEste e JE, i,
&0 tfste] ARG Aul, 8 A Z-2 o]
78.4%, FA0] 21.6%= oio] F M=o 2 e

YtHTable 12). 3 1 200(52.3%) <}
30t1(34.4%) 7} HHEES AR eHGeE E3] 2007k
ARt o] ApA|8Hg o.m, 10t(1.3%) <} 50t o]
2.3%) 1A 9] vl WA UERTHTable 13).
of2]gh A¥}= Kim(2006)9] AFZ7te} i o
AokE & 4= Qlek =9l 9] HHE Hlg-o] 55.5%
2 o=l WE 9] v gl 4.5%HT 2F =
A Wb th(Table 14). @]=1¢1 1749 -, Y&l
(15.1%) T Z321(14.7%) 9] H|Eo] =4 Uehde
o, TS0 2, F3(10.6%), 1]<H10.2%), TTH9.3%)
Zo 7 Ueh), 234 Ao BPAEo] el o

|
S etk B 50 2 A BEALE U
Ehgith o| A Y FoHd WEAEY A3l WA
Eo] soldel wet e s S-S S50t
Qo] b B UES DAL, 53 wujel
SollAl F=ol w2 A3HA7|AL Sl Aol
(Lee, 203; Oh, 2013, September).
{Table 12> Gender of patron
Gender Frequency %
‘Woman 174 78.4
Man 48 21.6
Total 222 100.0
{Table 13> Age of patron
Age Frequency %
10s 4 1.3
20s 158 523
30s 104 344
40s 29 9.6
50s~ 7 23
Total 302 100.0

Fd d=

HEL

ASHA wRe  BARstaT

{Table 14> Korean & foreigner patron

Nationality %
Korean 555
Foreigner 4.5

Total 100.0

{Table 15> Nationality of patron

Country Frequency %
Japan 206 15.1
China 201 14.7
Hongkong 144 10.6
America 139 10.2
Taiwan 127 9.3
Europe 99 7.3
Thai 92 6.7
Philippine 86 6.3
Singapore 80 59
Russia 72 53
Vietnam 60 44
South America 37 2.7
Others 21 1.5

Total 1,364 100.0

V. Conclusion and Suggestion
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