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A Study on Fashion Marketing Strategic in Avatar

Chun Buk Provincial College of Science & Technology, Lecturer Su-Mi Yoo
The Graduate of Techno Design, KookMin Univ., Professor Jea-Jung Lee

This thesis is about the marketing strategy using the avatar in the Cyber Character fashion market.
The avatar is a cyber character substituted the user in the cyber space. In the beginning, business
enterprises had an intention to increase the regular customer and advertising revenue of their site as
using the avatar. But differently their intention, the Avatar, as the speciality of visual image, produce
results that promote selling, accessories.

It comes to be predicted with the fact that the portion of Cyber Social life will increase more. It
establishes a system marketing strategy in Avatar Fashion Market.

It is steady with application of that strategy and successful Avatar it proposes the construction of
market.

From market segmentation strategy it shares with the economic benefit style, convenience style,
passively style, the internet depending style and the internet transactions refusal style.

Conclusion, 1. It invades a target market. 2, Differentiation business model positioning constructs. 3,

It is consider a matter in product, price, circulation and the promotion development strategics.

Key word ; Avatar, Fashion, Marketing Strategic



