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.4 &

“FHFo] I AEE oIH EUE dle
A9 AR whA Wl AAERR) (Parker et al., 2016)
& W BA WA 228 TP

A EREL Fo9S AFHAT. BBl UE
o & AAE 71E 719 U £ Az
ohlet 44l A4 FEE wHPe] ket Ar) o)

HAR) S ZYES] o vhye W] 2

HapAl EQl=tl I 7R AR HE Ao
25 B dek wste] 345 Fal SYE @

el AR A= FAUS BTtk
2Rt A Fel) ——gﬁ% AT EHE e
(Yoo, 2015), A% AH|2~(Chun et al,, 2019), ZJE
78 A (Lee, 2015), 3734 9 37714 (Arigo, 2021;
Cha & Lee, 2020) 5 ©12] Fofell AAHA A4
o7 JPHQUARE, FAF] v HAS 7k
O g TYF VN AR A=) B Hal=
v]5E Aot mebd 2 AT

el
SAe B, A2 f30 UE 598
gk Zlolck, A, B4 7)uk A H A=)
EEE HAsAe G solselS A
sk AF sl el ANsH: ol ZAE
7k B REe) nAEt] B Qe 8
pAow WsER e BAEY 9 Aun
Ao A Wkl e AANoR U
glom, 4RAoz: Z9E /gl tgd &
= AETEY sS4 dHEAEl] HiEd
22 A9 5 9l 8ol B o s

1. SHE M M

AElTrel ofshy, EEL wpeke A &
= MHIAE Alsl] 9 3EAola wEA o
2 AR A wtEs EdPolw(EHE,
nd), SHF AR OAE ZHE] S 3
s AAA, AbelA gEe wEt) o d &
o s ow %E} AN = THE A
Aol 22 SA4o] Sl=dl, tiEAQ] E9F 7

YO E= oplE(Amazon), F-H(Uber), oflofH]lH]
(Airbnb) 501 Ut 4G EopHE ZHEo] A&
H gell QlojA tagt Aolzh QUAUAITHAD et
al., 2019; An & Kim, 2020, Vin & Chun, 2019), Z
FiFo] AEE= defe WA 54 a8, 7
A& NS TEE BA o= Ay THParker et
al,, 2016). ZF Akglel gk A= = AEA
ztel vl ¥ (Lee, 2019), TIAFQ! ¥ (Tura et
al,, 2018), T A= T (Lee, 2016 2% EHE
E/do] A7E ek ofelgh AellA ekt &9
o] AL AR wE B9 AR 71
E(Cui, 2009), 32 E B AEiAl 7=
AgF H]Z=U A 28 AQKChae, 2012; Lee & Jang,
2016), HIESIZ &dfell 25t 8 EFd(Sed &
Choi, 2018)7} Z2 z2pHZ ygo= A=
53] tiAd 7INke] EHFE AR arEe Wi
Al AR 25 AGA AR g vkt
AAEzrel AnjAk AbolE A4 Ale|al, g8A 0%
Ads & Asolelo] H gy HAE w0
U Aoz AFH St Cung & Jung, 2019). Al

28 WA AL 7k e g 997 94l
(Lee, 2019), VIE T &35 T3 A1 =g &
e} 2FAZF §3H(Park et al., 2009), AH]AF e =
& T A7 AN 5A2A] G o R

STHON, 2018). =35 Akgle] s W

o)

- 110 —



EYE 7 spdEiEe] £ Blede ol A

A G2 7k A=) thiaskE Bl AR
F71714] 2] A|9k(Kim, 2018; Park & Cho, 2014), ¥}
SHAQl A A Al ZeARe] W
3} 7 (Kim & Kim, 2020; Song, 2021), 48] #]
A0l S HA 9] T-E(Gwak & Lee, 2022; Lee et
al,, 2015), Hlo]g 7Iuke] #38HAQl oxpAg o] =
QA (Back et al., 2019; Kim & Lee, 2020), 54 15
o] HAWET} A3t 5= 9l 20139 Eall(Lee,
20198} 2 FEAR] WglE RojFqirh Edh
A EHE AR 92 A ] Hel
47 2] Yze] A4, AQlsg) uhE AnjAe]
S e o o e B o o e I LI | Bt Ea
FEY 22 ApEA g ow YER

ZYPEe] o gHBA=E= 1}719}% ot
& va=deks FARK Hdeh 444, 70
3} @F Au s, ARUE 7t ﬂl—;ﬂ% A2

< FYE IR AdAska ol A nd
=7F uiAle-E 2bdske ek Ul g-olthChun et
al, 2019). o]8¥t kA Wsh= An|zte] gho]x
AE}O‘—"* Olszfzk T BHE AAst A2 Y=
1o Ad FA 12 74X
AP—~ D}Eﬂl ARsteEA AR ATTL A g
© 4 AEA Aeshs 7R 29 lgol
StHJung & Kim, 2019; Kim, 2021; Song, 2020).
ojx¥ ZHFS] 54 /I HABRA=S] ¢
& AR eJsta ol Sl AEE 7S Algeka
Znlzke} ApHA AdEEgo] 7hsd daHisE
T3 EHE ﬁH/EE%lEi golg ¢ Qlck

N
ok
>
E
J
)
N
A

(Park & Cho, 2014; Sung, 2020). Z% 7]4t oA
HHEE 2nzkel BT Afo)o] s 15

A4
) (Bvrard & Aurier, 1996)°] wie} A% 7jAE, A
314 7EAAR, ARJASES, AFuAelAF L
E FEEA oy e 3 S ARt

_1_,
-

z

W= Afo] o] AT Aol veRd F o 7k A4
W 74| AEe] Ygow dsder Asea o
ERd zto]dolglel. 3 kA ApolyomE
AENAE A9 A A U A5 A #4)
F ¥ Agtolglom, AksA ZER A
2 79k A A o] Aol itk
Sl <\ 7Rk JiQlskE wA U =9
Folglor, AFyAlAREL i S 7]
tow A5G A9 ARHE F5elsith Z
Zhe] 732 7] Ale el g3 s AAce
ZPE3HKIm et al, 2021), 7Hx] AE) 94 WS
AR T-E3HChun et al,, 2019), 713 FE W)
£S5 74 1A= HE3Hlee, 2019)9] HA=
A e A Al R 5SS
ZH|te] Ao k) ofof thgh s AdS et

iﬂl 2} 347 (Chang & Choo, 2011), ¥ HgkS
A AE 718E A%shs BdE I3(Kim

Ma, 2019) 18]31, 9] &S f1gh Hise]
A2kg A7gsh= H]Z=H 2 ¥ (Chun et al, 2019)

Z}2} 2pEste U-8o] ZE ItkFigure 1).

AR, AENABS AE2Q) A 44l &%
WAl REEo1R] Al M| ~8] EAe 8l
Asp] Sl HEE Agato] A sAS HolF
F3ol2thKang & Sung, 2010; Oh, 2022). 3%
F@e] Ank e FEAte fE 4l A
A AN F oA WhEol B AR U=
0] 0 M (Kim et al., 2014), H:A= vH-E
A idE Q1% EHEF S Aol H
2y e feEsHAl AET AniaE o]
T TS AAEE HHAA YWhe YEelgit
(Kwak, 2018; Lee & Joo, 2020).

A, A A ZEAT RS ARSA 7R 9} dild
o] e At F AEH AHIAE Addes
g TRl Anak B A
A7t 3 Sl ARIA SR Ol gtk o]

y

=
T ellom, nAE e 54 IR

ol
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BYc A% {3 A== Aol

EER R ]
AF ALE A Ade 9%
o3 A
\
I [
AHE A 714 AEE TH A S
2¢3 A 24 A
T
) I
= LR
AL A& AUSE HE U
3=
\
[ | I b s pel s A l h
Agsh &7 cteldd A LA BE T 71 &G AFTEE US
A0l W) L. FHoh 24 ¢ dzden AF 44 Sgc 27 ATH AGsY AEEY 9% AT
S il 2 4RI ST defdy 28 g=u2x pA: ARUE 7Y AS Au s A

=S [e]
0] U2 22407 4 Qi nals §98 de
(Choi & Kim, 2018). 32 £:389] 22 P& A%
A S An)adeld ek 2R AZSaL 4
Lol S A0 HAS AT Rolglon,
HAE e BYFS PolEE T1eHow o

1= U€o]9thKim, 2018; Lee & Kim, 2021).
A, AFUAelAEL A 74 716k 4%
2 A9 AUE F3) AF AR AE A
7 W= £35S @3ckShin, 2019). AHAF B4
olqrE Al A
= 7= Agkshs Zloglen
= e il e R ddT

A} 2wz QdE 718 eas
H(Kim, 2021), H]Z=H 2~ #5239 7HA] 7]
o ARVEZE A 149 5 Qe A2
A sk W8] th(Paintsil & Kim, 2022).

ZYE A9le) YRS we Aunase) A
& op 372 Aelsglom, olels Heka
e WAZN APOl9) BAE G
T ek,

o

Y
Mo

p

=

r

>,

o3

o

=

Mo v

al
3 27 oAbad, s 87
3 2guA=) 7)ggt o)els HIE 4119
daro et sE A Weke 1A
A

- 12 -



Y 7N B §3E BAledek Tlole s
9% 999 9% ki
71A%E gag

Fad 2o ol Aux AA

FoFolm AEd R34
i |

2840 Ads} TE G4
23

YA 3 ~gw A
715
v
HPBAc FA=ke] @l
TAZIA Y AGA% ZAQ L9
gaqe ¢ ASETE - 26 dolTAga) olg 719 T3
Rags - YA oldAEY 49899 205 A6s A
sl jmn g TAMY - AERA AU Tag olulA 7
¢ ARIAIA - 53 949 Adst ABY £
¢ AL - AVLF AUl 1E 2090 8
A e T . udsua:Aad 299 98 2oy w9
s ge | DAY AUKRF Nulre dug
¢ ARUACA - g B0l TR 4R
© ANFEA - TAA 25 QW AFrR a=IL B
FHzAA 2R - A ulA: Fizk 99 £9E ¥
SEUAEE - EAAY  $A71AS Aado] ZU olalA A2
© ARUAND 1 FAL uiilst B3 gE olulA
v
EAF 71¢ J4na=q EAFE $49 9z
A a4 TA7A A A3 AT
R mame o AP e
Figure 2. Z2HE MY J&a sfMEHUE M=
3. BRiEMEf) HElEMEf @4 AFRQD BAE #ele] FAeAS Axsks Aoltk
(Davis, 2000, Neumeier, 2005; Uggla & Filipsson,
Hamete] Abda] Aol s dan Ad 2000). HAEAE @42 A 3 WA
ol de] deiowA A e AlEI A7 ol Hekal SAREAe A} BH o7 AAHS 7k
AEIke] Aol dS FAAA B BAlNA el =7] 98 Az e AT} 37| WZsaAt 5}
FAE Afhs IS Aol Naver dictionary, 3= Zgage) Az 87360 ot AgEAL
nd). BHEHES A 2o gk Bl 2Pk =2 w3lKDavis & Dunn, 2002). A% Q42 3

(Han & Hong, 2003; Kang, 2000, Kang, 2012), @
= 7% (Kapferer, 2012; Lee, 2010; Lee & Yeo, 2009),
BI;E AHUA ) (Choi, 2014; Park, 2010; Woo
& Jang, 2021) 5O ATEH oM, o]z st A9
+5E BEL A A AR 99 Frs) A

X3} A FFAKKim et al, 2007; Park, 2005),
AR} HEAPE 447 (Yoon & Chang, 2016),
ZARYEA 3 AJAREA] © 82 LPEo] X THNam & Huh,
2015). 7 WA DAQ] Bl w2 wFef] digh
A7 oA ZA Aoy H3E AAS fle W

- 13 -
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Z1o]THBass, 1990; Berson et al., 2001; Kim & Jeong,
2014). Al WA ©AQl TAMNYL B LH|A; 1
woluh B3 anAe] vhde] aRd e
o 2H o] ough AlFolut Au|ke] o
3t} SRl=1 =

= AEHE AL

HiE ok kA o 7 Azkek 4= Q)
&tH(Jang, 2005; Keller, 2003;
Kim et al, 2010). A% 240+ HEAAE F28 4
Ak 24, AR AP o 3 5 Stk
vl A GARD ARFUA )L HRE ANE F
st Zglslr] fle de=kow Wb ThKeller,
2003; Kim, 2009). Al @42 HAE9] ofu|x]
= AT g Qe T S8 LRl A 2t
Ao Hed 4 9l HE olm|x] g 3t
o= viAle &

1998; Ye & Yim, 2015).

1. BRHEMa BA Z2Q Ao} B4 UpY

Bl=AeE A 2 s A4 AT Kotler
& Keller, 2012; Lee & Bae, 2019; Yoo, 2004)2] H
e V)Ex JRE E BET J)osl A=
SARA, w3 B, T, ARl
a8, ARjAR e BEHER QAT
of A Akl i BRl=e] Bl=AdRkS Ak
THTable 1).

BAE AR = AT 54 7R 54
7k T F AH Vo R A vER A
738} tHChun et al., 2019). 27 715& 7]
S T e FUZ 7
HAEH Y7} vipd itshks gAael 7
s S é‘@ 7o E AT Bl

2
£
ox
lo
o2

N

R =T

A=
PL A=A ZHE | o AFF | W% e B
BI= s -
Jol=] F Ewo]x] o]u|x] AECIH]2) oln)A]
S EENERY Ae e
NAZAL
Qe
S AR} FQ v‘i‘“ﬁr
o
AAEA T} 2 5
BEERE FEEE
23 A4
Z0 AR A4
wasae | ey F9 A A4
M3
2paxy
l;ﬂ./g
FUo)A =
P wjAle] 2pEsg
AeAe
REES FECE!]
T 3%
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Bee Tlol= st

Abglol sk v
o] BT AekA 1
A %‘4&7 ﬁ’%?fj JEH(Yun, 2017).

PNzl 24 ke 2 AL B 201

=2 =

(Warby Parker), 22 (Allbirds), 1<1°](Away), A}
HFA] X #E](Savage X Fenty), FAIAF AEiTi=
(Musinsa Standard) 5 57HAth A& 75l i
sk HAEAFAUS] FHAAQl 7192 20185
Bl 2020714 31 7IREO = dgsto] g At

9 A3} Aol A AA o Bt E ol Q] (Everlane), ETEIF1 o] (Rent the Runway),
A, A 71 S 719 109 A =2] B (ThirdLove), 2~E]X|Z] 2x(StichFix), -4
=2 o]e] VRIS Ad 79, 2021 7 A 2~®lt}=(Universal Standard) 5 57 B =7}
4 A4 HA71AL 9T A7 = S THTable 2).
o] 7l&-dl ZFE 7 AR N=E oA
Table 2. Al 2A i Halicol 2R
S == olu]x] & FolA
o]} = https://www.warbyparker.com/
Figure 3. Warby Parker.
From Warby Parker. (n.d).
https://www.warbyparker.com
W= https://www.allbirds.com/
Figure 4. Allbird.
From CNN underscored. (2022).
https://edition.cnn.com
b Az ol¢flo] https://www.awaytravel.com/
Figure 5 AWAY.
From The New York Times. (2020).
https://www.nytimes.com
AER HE] L., : . .
kA X ] . = https://www.savagex.com/
Figure 6. Savage X Fenty.
From Sangster. (n.d.).
https://www.harpershazaar.com
AL el https://www.musinsa.com/brands/musi
nsastandard
Figure 7. Musinsa Standard.
From Jang & Lee. (2021).
https://www.dbr.donga.com
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oz

7
Figure 8. Everlane.

From Roshitsh. (2021).
https: //www.wwd.com

https://www.everlane.com/

dE 1 #9o]

i o
Figure 9. Rent the runway.
From Gagne. (2022).
https://www.fastcompany.com

https://www.renttherunway.com/

. b f ,[‘ .
S MEH B L b 4 j}};& https://www.thirdlove.com/
Figure 10. Thirdlove.
From Thompson. (2021).
https://www.edition.cnn.com
AE|X YA https://www.stitchfix.com/
Figure 11. Stich Fix.
From Thomas. (2022).
https://www.cnbc.com
fFUHA AEith= https://www.universalstandard.com/
Figure 12. Universal Standard.
From Tovar. (2022).
https://www.forbes.com/
2. BYUE J|ul MEM=0| BHE=HEY Y Jjol= wekS 913 WIhES 2gaksich 3
2E 710|212 "It 7tEE 3 5709k ZF A el digk o A
gow Bh AmE A 2 87
I L & = = 3E
% Od:FLB] "5]7]"1? }\‘_ §°ﬂ?e H}‘%—o—i Eﬁ:\:ﬁ‘ ‘F‘ﬂ:_ 1%_05]’ é‘]:/ké ‘ﬂ'oé, _t'l_7]_7]_~] ‘]_i’ cﬁ“‘?‘
vl g B dEe] BdlcAeky) ¥ QA= _ B
VM SRRASS BASAIEE BN SES - gey et Aoz w5 91 FAR B
i 3P 3 2k -
A AT, AT AL BASAHEZ R g a0 2g0) v 4w gt 4
=) H A )
g wob daatoldA e A 20d ol nA o P2 AZeh= ygoz 7
] =] o =] S
HHAEHPE A7} 31 AAste] A2t A4 ATt B7p e BlEs v)FEow (A7t
st ;ﬂéll: 7]’°]E°ﬂ EH'{Fl' %7% }E!%‘ Eﬂ@—o—i ! 30 ~ 2A )g% 15;]{;‘19_ 20221 6% 82l
12109
5 e 69 119 Aol 2 stsict
o] AlFA] AZ=L o3 =] 7223
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Table 3. BUF Jlut HMEUES] SHE Y S4.
#3 Hl= o7 28 Wg 94 54
AECA0), | 4} | AEA AFET Au) a0 A ARk Ad 7k A A ok
ﬁié T;T%:L;é vA= | $ohae) vy A% 22 PR Tl EEAA A
sEEs | EUA | gduae) ool ELEECORT RS
] 2l | FH7RIS A e A #7102} sjdo] AR Az X 75
B R R T e e R e L 94 S e e Avied AT
sz | A9k 79 dE e - 25T ARAE A £ Qs AeAe
o, | A AIRIsE U= F SIS WEE meAs A
SR ammman [ A [ew euie) A - dlolE &4 7k A an) 98 44
o S g equae) wEn A A Py A e ke 7o) 37
AWAXE, | 28| FR 289 ARYE % | 52 aasse) Ba g R
AR ‘;i;i‘,j]} BAE | FH7R I EAHA AF |- 8E o 2] B 38, A9 7B A
e R P e R e 53 2ul3e) % SAH AE
Freka Hl=yae AEAdS fAs WiEe RE Aol dehd sidBRA=e] S HA
8ol it ZaHlAt @Al = EAI9F Y=o X g, A, ARV, A e sl A W B
% e, A RS Aot gtk 1 dse] ARe Audelw, Moz sl
A Aol AUEAE Q) Ant o BEe T
Wl FA7F AT w=U 2 DAl 52 2AE A FE) A9 7)1E3 oItk A
Al TG e TEshs Aolgltk 2 AY 7] AT 993 29U
A goz Bller) el fEl B
Agohz Zlolth A MAE 7 AARA=S
V. ZYPE 7)ul AR A= ABA APl e AwlAe] Bz A
BIeAe sjol= 28 UZE ol 7 o)F HE 4 i et
2 AAE 5 Qlolof gtk AHEIA AXART L
1. IMEAE H2f JH0[S 1% AlQH A FRAAE WA 7Pt AT} Al
9 AEALT 5 Gt EIE AL AT
Hep rlelee A edAR, A 744 o4 70|t} AQl 712 AeE e AplshE AuEA)
off S A3 8= AAskrh 6] 4 A ZBAES] A U=E ilske wE Au A
= 1Al A= A9 g, sl &t 2 Alekd 2= 9lojo} s} ARUA|HFE T
3 AT, oAl Aekastel] ne A= 79 4 7S Ageta avRke)l 234 2dE o
o s Tlelnd AasE w2 T ga F )2 R AT Aulse OE ek
=5 AAIsterdth AA = AL wait
7= HAE A9 step 53} 7)ol B 3 fEE Ak 29 WOtk fEY
A= A el ¥AMY Vo R diA Al A orr A a745A, v)d3} v)A, T4
A1) 1Ak 2nlAel A of| ojux|z Mg A A, ARYAIA, A~ 5 sz TR &
AUAE #Qlsh= Aotk BAlE #3 sjofe & 1 pacAeke] 135 4 9= Ugoz A4



BYE 7 A= 8 DAL Sol= St

ek Sojsie 4 Qs 5 899 Aol
AFANGe] Aekx BRI TR ARl A2k BRI s
o gogvlo] & ABA M Aol b H oA aw] A} 204 AR VxS 7
Ehd A 18E mASE Zolth s mA @ o) B T AR AN B 5 Qe
o aulA wEel A Sdv egAe A okitkE sk goltk nlxz M dnlx
igol Zgslolol Atk AMYE ABA HH 7 Foleka ABAEY 5 G ohITkE A
ARlEeA U Uzel el e §2 5 9 dhgol BAACk Btk ANl
S oole AEAS Fohle Zolth ARUACE & 71E WlelA vkt BARS ek AE
& aulxele] AAl AL, dold kAR Al AuISHe W) oln)g ohel AbEsehs
S PTG, BEY Ak 5O WA 4T Zloltk ARUAIEL WHE TFF A2 o
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Abstract

Under the influence of the platform industry, there have been changes in the fashion industry and fashion brand
strategies. Although the influence of platforms in the fashion industry continues to increase, research on the development
of brand strategies for platform-based fashion brands that overcame the high market barriers of traditional fashion
brands is insufficient. The purpose of this study is to formalize and propose guidelines for brand strategies by type
after examining strategic differences between platform-based fashion brands according to strategic factors. The research
was conducted through literature research, case study, and in-depth interviews with experts. In order to secure the
reliability of the guide, content verification was conducted through in-depth interviews with three experts and peer
group evaluations. As a result of the study, the operation strategies of platform-based fashion brands were analyzed
into four types: tradition- improvement, social value combination, personalization, and communication. According to
the content of the six-step strategy guide derived from the categorized brand strategies, step 1 to 4 were the design
and content of the strategy, step 5 was the effectiveness verification, and step 6 was the type modification according
to the strategic effect. The significance of the study was to find the meaning from the strategic difference between
traditional and platform-based fashion brands. Its significance also lied in proposing a theoretical framework unique
to fashion brands. Based on these above, it was possible to propose a strategic guide for platform-based fashion brands
necessary for the platform industrial environment. Strategic guide proposals reflecting platform attributes reflect the
needs of the fashion industry and can be practical guidelines. These brand strategy analyses and guidelines suggestions
can organize the strategy of fashion brands affected by the platform industry from an academic perspective. In addition,
the strategic development of platform-based fashion brands currently studied is meaningful in presenting standards

and contents to discuss life cycle issues and developmental considerations in the fashion industry.
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