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The Changes in Korean Children’s Clothing Brands
- From 1990 to 2019 -

Kyungok Kim and Jongsuk Chun'
Dept. of Clothing & Textile, Yonsei University;, Seoul, Korea

Abstract: The children’s clothing market continues to grow in Korea, despite the declining total fertility rate. This study
aims to investigate the changes in Korean children’s clothing market according to the launching time of brands. To this end,
it analyzed 90 children’s clothing brands in 2019. The results of this study are as follows. These children’s clothing brands
had been actively launched since 2000. Although the total fertility rate in Korea has dropped to approximately one percent,
the number of children’s clothing brands has increased significantly each year since 2005. Sixteen children’s clothing
brands were launched between 2005 and 2009, twenty-three were launched between 2010 and 2014, and thirty-five were
launched between 2015 and 2019. Various brands are competing in Korean children’s clothing market. Overseas brands
have continued to expand their market share while the market share of domestic brands has decreased continuously. Cloth-
ing brands, including adult clothing brands other than children’s clothing brands, are actively entering Korean children’s
clothing market. Many overseas, luxury, and sportswear brands have entered Korean children’s clothing market. Many
sportswear brands have launched children’s clothing brands, with a significant increase since 2013. The results of this
study show that Korean children’s clothing market has changed from a local market to a global fashion market.

Key words: children’s clothing (°F5%-), brand launching (E81= £3)), fertility rate (E2H)
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Table 1. Distribution channels

(n=38)

Distribution channels(branch)

Shinsegae(Gangnam, Centum city, Daegu, Myeongdong main store, Gwangju, Gyeonggi)

Lotte(Main store, Jamsil, Busan main store, Incheon terminal, Yeongdeungpo)

Department store (n=20)

Hyundai(Pangyo, Trade center, Apgujeong main store, Mokdong, Daegu, Jungdong)

The galleria(Luxury hall, Time world)
AK Plaza(AK town)

Direct purchase type department store (n=4)

NC(Bundang, Gangnam, Gangseo , Yatap)

Complex shopping mall (n=15)

Starfield(Hanam, Goyang, Coex mall)
IFC mall(Seoul)

Times square(Yeongdeungpo)

Road shop (n=7)

Garosu-gil, Gangnam station, Myongdong, Apgujeong, Yengdeungpo, Cheongdam, Hapjeong

Samsung C&T fashion group( https://www.ssfshop.com/main)

Brand’on-line mall (n=2)

Suhyang networks co.Ltd( http:/www.thesymall.com/symall)

Table 2. Children’s clothing brands by type

(n=90)

Bean pole kids, Bebedepino, Been, Benebene, Black yak kids, Blue dog, Blue tail, Bobo tree, Bplay,

National brand
Domestic brand (n=40, 44.3%)

(n= 54, 60.0%)

Celden, Cheek, Cindy kids, Curlysue, Ecolier, Elecone, Fila kids, French cat, Hazzys kids, Hunt kids,
Indigo bank kids, Ilodilo, I love j, JCB, Laughing child, Little stella, Moda Carina, Nepa kids, Nix kids,
Ohoo, Perimitz, Polham kids, Roanjane, Roem girls, R:robot, Staff kids, Stylenoriter, Susuncra, The day

girls, Topten kids, Usall.

License brand
(n=14, 15.6%)

Airwalk junior, Converse kids, Daks little, Felix kids, Guess kids, Jeep kids, Kangol kids, MLB kids,
National geographic kids, NBA kids, New balance kids, New era kids, The north face kids, Renoma kids.

Imported brand

Foreign brand (n=14, 15.6%)

Armani junior, Bonton, Bon point, Fendi kids, Gap kids, Givenchy kids, Kenzo kids, Levi’s kids, Mango
kids, Miki house, Petit bateau, Stella m.cartney kids, Tommy hilfiger kids, Zutano.

(n=28, 31.1%) Direct investment

Adidas kids, Benetton kids, Burberry children, Cos kids, Decathlon kids, Descente young athlete, Hangten

brand (n= 14, 15.6%) teens, H&M kids, Moncler enfant, Nike kids, Ralph lauren children, Skechers kids, Uniqlo kids, Zara kids.

Select-shop brand (n=28, 8.9%)

Aout, Boon junior, Han style, Kinder’s corner, Little ground, Magic edition, Milibam, Playkiz pro.
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Fig. 1. Number of children’s clothing brands launched per period.
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FOLH(62.5~100%), 2005F5E 2014 ololl= 45% ¢ =2 Algol 200597E S2Hs HIUSS HAFe £ Ao 4
oA, 2015 o] Felle 28.6%= AA HAadi). o)A Job AR HoiEtt

2B =9 H]FL 20%H2)E SR8 TH(Table 3). Zpdslje]olsE R =e} HREF|ejolsE Mz

2005 ©)FHEE sjYHA=Ee] 23o] Sasix|HA, U AN A S duER 245 Ay, ool S Eise]
MdEd=o] B4 HlFo] Fiid o= ofsle]r] Alzksisitt. 3l £3o] 3 AxE 20074, 20174, 20183°]tH(Table 4).
QEA=EC] FHL HrYaHii=e) AR HA =] 200730 SMLSPARHM =0 ‘GAP oA EF3F ‘GAP
H|Zo] fALEFACH(Table 3). ol =] oFs-EA1go] 2005d0] kids’el 1|z 7tEd =l ‘EMPORIO ARMANP7} 34§
FHE FRISEASS AART ‘EMPORIO ARMANI junior’} H494EU, 39 SPAEA=

XA (Apparel News, 2015; Kim, 2012)0] w=H =1 ¢] “UNIQLO’%E ‘UNIQLO kids'E & og 233)%

ARG = WA EEAET}F 2000858 Aoz i THTable 5). 2007 7}e] sejolsBEM =0 FA]7}e]

Table 3. Number of children's clothing brands launched

Type Domestic brand Foreign brand
- - - - Select-shop brand
Year(n) National brand License brand Imported brand Direct investment brand
1990~1994 (n=4, 100%) 3(75.0%) 0 1(25.0%) 0 0
1995~1999 (n=4, 100%) 4(100%) 0 0 0 0
2000~2004 (n=238, 100%) 5(62.5%) 0 0 2(25.0%) 1(12.5%)
2005~2009 (n=16, 100%) 7(43.6%) 3(18.8%) 3(18.8%) 3(18.8%) 0
2010~2014 (n=23, 100%) 11(47.9%) 4(17.4%) 3(13.0%) 3(13.0%) 2(8.7%)
2015~2019 (n=35, 100%) 10(28.6%) 7(20.0%) 7(20.0%) 6(17.1%) 5(14.3%)
Total (n=90) 40 14 14 14 8
Table 4. Launched brands from 2000 to 2019 (n=282)
Type Year 00 01 02 03 04 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 Total
Foreign brand 1 0 0 0 1 1 0 3 2 0 2 2 1 0 1 1 2 5 4 1 27

,_.
(=)
[\S)
[«
[\S)
—_
[«
w
~
%)
(=)
~
~
w
~
[\

Domestic brand 2 47
Select-shop brand 0 0 0 0 1 0 0 0 0 0 0 0 1 1 0 2 1 1 1 0 8

Table 5. Launched foreign children's clothing brands and select-shop-brand

Brand type Foreign brand - - Select-shop brand

Year Imported brand Direct investment brand

2007 Emporio Armani junior, Gap kids Uniglo kids -

2008 Bon point Zara kids -

2009 - - -

2010 Petit bateau H&M kids -

2011 Fendi kids Ralph lauren children -

2012 Mango kids - Little ground

2013 - - Boon junior

2014 - Adidas kids -

2015 Zutano - Kinder’s corner, Playkiz pro

2016 Bonton Descente young athlete Han style

2017 Kenzo kids, Levi’s kids, Tommy hilfiger kids Benetton kids, Moncler enfant Aout

2018 Stella mccartney kids Cos kids, Decathlon kids, Skechers kids Milibam

2019 Givenchy kids - -
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Table 6. Distribution of brand type of children's clothing (n=90)
Brand type . Domestic br.and Foreign. bran'd Select-shop brand Total
Type National brand License brand Imported brand  Direct investment brand
Children’s wear brand 29 4 0 6 46(51.1%)
Family type brand 11 10 14 2 44(48.9%)
Table 7. Launched year of sportswear brands
Brand type Consumer target type Business type
Family type Children’s National License Imported Direct Select-shop
Year Brand name brand wear brand brand brand brand investment brand brand
(n=13) n=1) (n=3) (n=4) (n=0) (n=6) (n=1)
2000 Nike kids O X X X X O X
Fila kids* O X O O X X x
2013 Black yak kids O X O X X X X
New balance kids O X X O X X x
2014 Adidas kids @) X X X X O x
Nepa kids O X O X X X x
2015 The north face kids O X X O X x X
Playkiz pro X O X X X X O
2016 Converse kids, O X X O X X X
Descente young athlete @) X X X X O x
2017 Moncler enfant O X x X X O x
2018 Decathlon kids O X X X X 0 x
Skechers kids O X X X X O X
2019 National geographic kids O X X O X X X

Note: Fila kids*- license brand (from 2000 to 2007) / national brand (after 2007)
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Fig. 2. Family type brands launching: foreign brand vs domestic brand.
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