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ABSTRACT

The aim of this study is to investigate the operating characteristics of fashion start-up companies
and the characteristics of their founders. For this purpose, this study surveyed fashion start-up
companies via online survey in May 2015, and analyzed the data from one hundred companies.
The results are as follows. First, for the characteristics of the founders, female founders constituted
65.0% and male founders 35.0%. At the time of establishment, founders aged 26-35 constituted
77.0%. Founders with less than five years of work experience made up about 80%. 82.1% of the
founders participated in domestic and foreign exhibitions/fairs. 41.0% of the founders were award-
ed fashion contest and competition awards, and 33.3% of the founders were supported by rising
designer support projects. Second, for the operating characteristics of the start-up companies,
clothing at 78.0% was the most popular entrepreneurial item, and the majority targeted the age
20-30 group. 78.0% of the companies had less than 40 production styles per season, and all the
enterprises had less than 5 employees. 59.0% of the companies had export experience. Exports to
China, Hong Kong, and Japan accounted for 67.4% of all exports. Major distribution channels
were mainly select shops(offline select shops 79.8%, online select shops 62.8%). The main methods
of promotion were fashion media articles/interviews, product sponsorship, and SNS. The most pre-
ferred distribution channel was becoming a part of online/offline select shops(92.6%). Viral market-
ing(84.4%), star marketing and costume sponsorship(66.7%) were the most preferred method of
promotion. The most preferred way to enter foreign markets was to participate in domestic and
foreign exhibitions/fairs/trade shows. This study provides basic data necessary for future founders
preparing to launch fashion start-up companies. It also aids fashion start-up companies in develop-
ing more advanced business operation strategies.
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& Aol 20159 5€ 719 A 1139 & B H)Fo] Aol 65.0%, Fd 35.0%E A F
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NE AQAS 10071 AEE Al A3 7} 43.0%, 31-35A 34.0%, 36-40A 13.0% T°o =2
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Table 1> Demographic characteristics of fashion start-up founders
(n=100)
Classification n
Gender Male 35
Female 65
The age of 25 and under 8
26~30 years old 43
Age at start-up 31~35 years old 34
36~40 years old 13
The age of 41 and over 2
Below a college graduate 2
Domestic fashion school graduate 6
Foreign fashion school(college) graduate
Level of (USA 11, UK 11, Italy 6, France 5, Japan 2, etc. 2) 37
education -
Domestic college graduate 46
Graduate school(In school/Graduate) 7
Non-response 2
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(Table 2> Characteristics of work experience of fashion start-up founders

(n=90)
Classification n(%) Detail(n)
Less than 2years 40(44.5)
Work experience 3~5 years 31(34.4)
before start-up 6~8 yesrs 15(16.7)
9~12 years 4(4.4)
Fashion designer (66)
Designer Graphic designer (3)
(Including Internship) 73(81.1) Accessory deélgner (2)
Task in charge Product designer (1)
before start-up Textile designer(1)
(Includin;\/[ Elternship) 9(10.0)
Etc. 8(8.9) VMD, modelist, stylist, colorist, salesperson etc.

(Table 3> Characteristics of fashion related professional career of fashion start-up founders

(n=78, multiple responses)

Classification

n(%)

Detail

Pro-
fessional
Career

Fashion contest
participation and
winning a prize

32
(41.0)

Fashion Survival TV shows (Project Runway Korea, TOP Designer,
Wannabe Fashion Designer, Sold Out etc.), Gangnam Rookie Fashion
Designer Contest, Korea Fashion Design Contest, DOOTA! Venture
Designer Conference, Seoul International Fashion Contest, JOONG-ANG
Design Contest, NEXTGEN Designer Online Awards etc.

Supported by
various
Institutes/Organizati
ons as a rising
fashion designer

26
(33.3)

Challenge 1000 Project, Seoul Fashion Creative Studio(Seoul Design
Foundation), doota! Women's Fashionista(Small Business Distribution
Center), Rising Female Designer Start-up Assistance Business (Small
Business Distribution Center), Global Market Entry Business (Small &
medium Business Corporation), Start-up Customized Commercialization

Assistance Business (Small & medium Business Corporation) etc.

64
(82.1)

Korea Style Week, HERA Seoul Fashion Week, Generation Seoul,
Preview in SEOUL, Seoul Design Festival, Fashion KODE, Seoul
Fashion Cube, Indie Brand Fair, Busan Fashion Week, Daegu Fashion
Fair, Seoul Glrls Collection, DOOTA! Fashion Show etc.

Domestic
Exhibition,
Expo,
Fair
Partici-
pation | Foreign

37
(47.4)

London Fashion Week, Paris Fashion Week, Hong Kong Fashion Week,
Vancouver Fashion Week, India Couture Week, Tokyo Designers Week,
Qingdao International Fashion Week, Pitti Uomo, Who's Next Paris,
Tranoi Femme, China International Clothing & Accessories Fair (CHIC),
Roomslink Tokyo, Tokyo Men's Fashion Expo, JEW International
Fashion Fair (JFEW-IFF), Las Vegas Liberty Fahion & Lifestyle Fairs,
Bread & Butter Berlin, International Fashion & Jewelry Fair, Korean
Preview In China, PR0O1. Trade Show Tokyo, White Milano, Capsule
Show Paris, NYC's Menswear Tradeshow, LA Apparel Show, London
Art Fair, Design Festa Tokyo, Blueprint Singapre, Coterie New York,
MODE Shanghai Fashion Trade Show etc.
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{Table 4> Characteristics of manufacture, organization, export in fashion start-up companies

(n, %)
Classification n %
Clotii Women's wear 54 54.0
(78 CSm;r;iies) Men's wear ! 7.0
Both women's and men’s wear 17 17.0
Fashion Bag 11 11.0
items Fashion accessories Accessory 6 6.0
(22 companies) Shoes 4 4.0
Glasses 1 1.0
Total 100 100.0
10~20s 3.0
10~30s 6 6.0
Target 10~40s 1 10
age
20~30s 66 66.0
20~40s 16 16.0
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20~50s 2.0
30~40s 4.0
30~50s 2 2.0
Total 100 100.0
5~20 pieces 14 154
Clothing 21~40 pieces 43 472
(73 companies) 41~70 pieces 13 14.3
The number of 70~100 pieces 33
styles produced -
per season Fashion accessaries(bags, shoes, 5~20 pieces 9.9
etc.) 21~40 pieces 55
(18 companies) 41~70 pieces 4.4
Total 91 100.0
0 15 15.0
1 32 32.0
The number of 2 29 29.0
e ;
representative) 4 6 6.0
5 5 5.0
Total 100 100.0
Yes 59 59.0
Export experience No 41 41.0
Total 100 100.0
The 1st Year 7 11.9
After 1st Year 19 32.2
_ ] After 2nd Year 20 33.9
Period ftr;:lﬁif ;‘zz;liatlon to After 3rd Year 15.2
After 4th Year 3 5.1
After 5th Year 1 1.7
Total 59 100.0
Export China 35 271
Hong Kong 34 26.4
Japan 18 139
Export area® X
(55 companies United States 18 13.9
/except export before 2013) France 8 6.2
Australia 3 2.3
(Etc. @ Germany, Switzerland, Taiwan 2 16
Saudi Arabia, Bahrgin: Kuwait, singapore 2 16
Lebanon, Philippine)
United Kingdom 2 1.6
Etc. (One Each Country) 7 5.4
Total 129 100.0

*multiple responses
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(Table 5> Methods of distribution and promotion of fashion start-up companies

(n, %, multiple responses)

Classification n % Detail Total
A-Land, CULTURE STAR, F.OUND Store, GILI,
HABSTORE, MIK 24/7, MIXOP, Lab5, LAMB,
PARK-STORE, plusbeau, specimen, DALSSI
Off-line select Shop 75 | 79.8 | MARKET, D.NUE, MAGNMAG, Bonispax, BONTAM
Designer’'s Edit, BRIDGE11, BLANK425, BEAKER,
ATRIA, WONDER PLACE, INTERSECTION, KOON,
10X10, FLY TO YOU, HIGHHAND Korea etc.
1200M, 1300K, 1st look, 29CM, GVG, P.B.A.B,
W Concept, Garments Store, Gabangpop, KNOCKING
On-line select Shop 59 | 62.8 ON, Multisky, MUSINSA, BUND, ARCLOSET,
Distri- WIZWID, UNIQMOMENT, INDASTYLE, CRACK-ER,

. 10X10, PRAVS, HIPHOPER etc. _
bution A ‘ : n=9
channel | By tering fashion specialty MaJor. department‘ store(Galleria, Shinsegae, Lotte,

. Hyundai, D-Cube City, Happy Department Store etc.)
store/select shop in 27 | 28.7 .
department store Select Shop, Fashion Mall(Lotte FITIN, Noon Square,
P D.dcomma, DOOTA! Women’s Fashionista etc.)
Pop-up stores in Major department store(Galleria, Shinsegae, Lotte,
22 | 234 .
department store Hyundai)
Companies ‘own internet 5 16.0
shopping mall
Companies’'s own offline
8 8.5
store/showroom
Others 6 6.4 | Art gallery shop, Duty free shop, Buyer exhibition, etc.
Artu;les and'mter\news n Online daily newspaper articles, Fashion Magazine and
fashion media(newspaper, | 66 | 83.5 ) ) ; )
. . infosheet articles/interviews
magazine, broadcasting)
Prtqmof Sponsorship 50 | 63.3 | Magazine pictorial, music video, drama, celebrity dresses| n=79
ion
Using SNS 12 15.2 Facebook, blog, Pinterest etc.
Others 6 76 Advertisement, participation in charity bazaar/party/
’ project, collaboration with other brands
= 211%, ST 264%, 4¥EI wFo| 7z} (&%), v&d A-E, WA, vpojo] A
139%93, WAL 2P, 55 0w PHE 5 BYE HF AL ogdT UL o
=, 292, ARgtotgia|ol, HiEQl, FHE 2~37M9 AEdE FAll ol&3AT olF 7t
dubs, "W SOE FF, EFT AR AU ol o8 AL ST Lzl WAL 198%
oFAl o} 3ol £E9] 674%7F FFHA 2zl HASL 628%°19eH ggozE
HPHALBEY 7199 AF Fvl= (Table 50l HAMFE/ N H AYE 287%, WA
A el b oxeel WA, Lol WP, 234% A AHULDEF 160%, A Lz
NEARE P N WO AWE NS G NH(LE) 85%A
2Eo, AL ALY E, A LxeRel i HALEEY 7199 THE /22 A
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{Table 6> The plan of distribution, promotion, and entering the global market of fashion start-up companies

(n, %, multiple responses)

Classification n % Total
Entering on/off-line select shop(Including department store select shop/

foreign select shop) 87 92.6

Companies’ own internet shopping mall 32 34.0

Participating in pop-up stores in department stores and large shopping 08 998

Plan of malls .
distribution Entering on/off-line department stores and large shopping malls 24 25.6 n=94

Companies’ own off-line shop/showroom 23 245

Contacting buyers by participating in domestic/foreign trade show and fair 8 8.5

Collaboration with other fashion brands and creators 4 4.3

Flea market 2 2.1

Viral marketing (By using various SNS and power bloggers) 81 84.4

Star marketing and 'sponsorship('TV drama, movies, broadcasting, music 64 66.7

video, magazine photo shoot, etc.)
Publication in fashion media/interview (magazine, newspaper,

broadcasting, etc.) 33 344

Plan of Collaboration with other fashion brands, artists, and celebrities 29 30.2
promotion Opening promotion events(party, campaign. etc.) 21 21.9 n=36

Participating in exhibition, cultural event, performance, festival 18 18.8

Making lookbook for promotion 13 135

Participating in pop-up events(Department store, fashion hot-place, etc.) 9 94

Using promotion agencies 4 42

Using brand-supporters 3 3.1

Participating in domestic/foreign exhibition, fair, and trade show 75 78.9

Entering the foreign off-line select shop, showroom, department store 39 41.1

Plan of Using trade(Exporting) Agencies 19 20.0
entering the Entering foreign on-line shopping mall 15 15.8 n=95

global market Using the existing network with buyers 12 12.6

Using trade institutions(KOTRA, etc.) 4 4.2

Collaboration with foreign fashion brands 2 2.1

- Note: This statistics excluded the results where only one case occurred.
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