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1. o170 Wz S

A2 1093 719 97 s HFE A
HA O ofi= IT A4E Yol LE Arf 414] ¥
A 9] vhisl, ASEE olZlt Az
FEQ AFH AL o e A4
Ak oA] sk A B Seld A%E 4%
o] sAlell Arisiels, vAY o
ol AL ] Slg o] US| Y
ofe}. 53] Aol UAY EYE(igital platform)
& olge Al e Mz~ welz F73) Age
A Alre] Wa ekl A% A 719
S& UAE 714E Fal meAs Sl A

lé Z i UE“% XJE@_ H]ZL]/\ UH] 63/\]_0_

S 3l 71 A}

5
A gk 5 7|95 A

Adigt Wkl S5 2us)] 7

72 3] (Schumpeter, 1994)E5 A ©7]31 Q= =
o] A= A A28 EE vy s B
DT BAsk v AN e THAke 2E
= THOE "*%}BH & = S 719l HAE
e el v w2 A3k, v
g o] =S 218l X]% d AAE ZEE Ve
Hslsh )= 44 QrHChun et al, 2019).

UAE BE N Y Al Bt AT
ol A2 @Ae] SIEk. Lee and Lee(2016)% F1A9)
020(online to offline) =HF A1g &S fetstal
FYE HlzY 2o 28 TFs vy A wEls
A3, Lee(2017):= WA A ] 221l H|=
2~ DAY HIRkS Asl] flal el A A=
v‘i‘&} 0]._]—_7 Eaﬂi H]ZL]/R A= :rL._%_g A1E
225} TE B3, Park et al.(2018)2] 7= E3H9
32k HAE 71 7k i S UERA ofo]
ol AL 71 7= w1 el s =5
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ZYPES A3l o5 A 21S s =)
7S 915 ek 9 Woks vl e gsl
ofutar itkKwon, 2018; Yoon & Kim, 2017). ©]4]
& ZE 7k 9 A1) A e slel T Tkt
AT7F HEYE] 3 AL oiEe] As WA
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WE

FAE] Ass Ve £ 9o Zedela
(framework)ell T} =28k < ATKHChoi & Jo, 2012;
Chun & Jung, 2018; Lee & Yang, 2019). ZZEo]]
Fofsh= Heah A9 Auiz Hele] met oA "
ZYE 290 52 A tAY Afnjx ERFE
(digital service platform)¥} TIX& H| =YX Zh32
(digital business platform) .2 FE-¥ Tk TA|E A
HIA EPES EHF VISlo] Al e AMlA
7S A5 Aakete] Algeitt 5, AlE v 2
T 7o R ke AEd 7IAAKE F419 A
dell A" AHIAE F7kek Fe=E, 9 E9
FE(one-side platform)©. = J-EETh Whd CXdg
H|ZU A ZPES o] o At gl 9
3 Al E A 77 Al el whet
ZBAE AAERRS] 3RS Bho] Anl TR A
Fah= o Z3E (multi sided platform)S 741 3
ok gAd vz=yAs ERES 7199 A E
(MC: marginal cost)®] 00l 7Pt} =3k A57 7}
AAEe] HlEYARTE B4 C] 915 2] )
ol W 2|52 Ad % (exponential growth)°] 7}
3H(Lee & Yang, 2019; Urbanbase, 2019).
EAFY Asst 7= 48 2 i ZHdY
Aol weh TR vAE EHE 2E] {3

A AMu]~ ZF(vertical service platform)}

—

T
37 tRd Z2E (horizontal digital platform) .
S R ke IR L Eal= o S e
&5 Aol 53k EHE o EAE Aua 5
3t 7les BAE 7190l maled, Wdeld,
% 7Nk duEF o # Ve S

7&8-3lstol 574 Aljlel 53t vA" A B
© 574 Foko] ARE AR Hj=U2 2Hlo]
THChoi & Jo, 2012). & A Mu|A ZRES] )F
Al dZ $HUbe)E & T Utk $HE 2]
ZPF 2ES 7o $u Ed(Uber Black),
-1 Z(Uber Pool), $H ©]Z(Uber Eats) 5 A=

& A g0z Anag Bl S A8

o] A MEQT G35 ghust ERE5S B3
A1713L Y thFigare 1). =U] =z FUE 71982
5% F%(Coupang) = FAA FHUF Y T
FA21 doltt. 84 tAd ZHE2 42t A
o] A% 71520 AF A S (artificial intelligence),
TV A4, EFARL, SR Ve T ok
A 7lsE BAE 71]e] 71sle] A dgEE
= 550 vt Ve s Algshe 0% 2Y
th A gA" FREL AR H2ol wet
54 A" Ves Sdlel A4 SHUE RER
g}go] 7153 KChun & Jung, 2018; Lee & Yang,
2019). #H|o]~E (Facebook), ©}"}<E(Amazon), T-=
(Google)3} 32 ¥d EiFo] 34 tiAd &

P& thaxA Q] dlojuk

fz

Ride-hailing

rotrey

Public transit-tickets

Zal

Banking services

Food delivery Traveler recommendations

Alternative travel

Figure 1. Ubere| +=& Md|A EHE WE M=
From Marous. (2019).
https://thefinancialbrand.com
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Chun et al.2019) U,”iﬂﬁﬁ o Tl 1= A A (o sided marken 0.2 3EHE S dolt] F4e)
soee e UIERZLY] o4 d3-S W A1 pas9
2018 W FF EAFS B 2T I A | “Akde] AfAkel edts AT, A 3 B
Kwon(2018) % ok 7 859 71515 FojdiFe A7 pa5T
Park et al.2018) 3k OAE 71Eg ke o fXd [ UESA 7E5E 7Wo R rolo|tjo|gl 7|&e] dhia,
' W ERE LT T 7L ASA @AE S8k SRE” p.100
W Fde] eeR=ys @t Ut | AUE dete s Awixiel AdsiEs wpEr
Lee(2017) o
A p:526
THAAE % WA FRENF B | Lo mage] s = o o
“faa BYo| TRlxE Folap Arw Fh FsE Z
Yoon and Kim(2017) | ¥k 1 - w4l oo} Aula ARE F | L0 FrRe] S Aolrl Ang ot Thsd
)‘E}E =] p.204
s 2w A, fE, o 29 thiast 19ES Aestd uAd 29F wie 485t
B syt FEER weea JrkChn et al, o] AESE 7RIS BElold] ATt Al R AL
2019). =] HH EAF] gk A7 gt o gdoo7 IS WES Aoy g
A NEE TR AgE A EH4E 3 tHKim, 2014). 71952 53] dHolg] 419
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1. ofle| I HI=L A SHE2| XS S

D AR A g2
T ATl EEFE A" ERF 7N A F
7199 HeE Bz 20199 82 7= 22 #
U 71902 SFEAY PO = di7Igdel <1
A fUE 719 F el 7eke] ox " &
S F HFEYA 2U7 Zhs A 7Y
FElE AAska 54 E4selth A 4
& S8 1T 719E 9 Ake] 9 YAE sl e A
T o AT 9w Fof

oM FAks= HAE A Ak A7) 291

= Q)
A A U2 7198 T8 JRE Algse
Y APo|EL] 71¢] dlolele] HEA] Ats 9 v
7IAF 9 RIE T U 5 A ARE SHELklaL
HEFH o7 4= (Poshmark), 2] 31 (Warby
Parker), <HZ(Allbirds), 2=ZA]{(Glossier Inc.), AE
] Hgo](Rent the Runway Inc.), 2~ (StockX),
EH A EF] 914 155 (TechStyle Fashion Group), 3+
| ] (Farfetch), %t} 23 T](Moda Operandi Inc.),
2~E]A] I (Stitch Fix)2] 1071 AHlE A7kt

SRR AR BHE o 13 9w Y

A AMB|A ok, T1lal 3) S AHIRe

531 yA" Ve Aus S8 MFE AR

2) 39 i ZFE 719 S Alsst 9
A e S ZUE B Ak A3t
e dAE FA8k A (Figure 4), A 1) A
3}8 71X A= (brick-and-mortar retail & e-commerce
retail) 7]9FS] UIESIA ABIAE AIZFOR 2) ARG
A} dlolE] 7|Wte] AR FEE 9 FH Au|AE

F7lehe FEE veblink olo1A 3) EA S

e 7ike] S3te daEE Vss S8l As
shel RISt Aulaz ddEE S Bl

3le] 7199 EAF 9o =y s /7, 7]

< e, Folzk T4 2 AuA §3S BAE 2
IHTable 2), 5¢] I ZHE 7]51e] B =)

D 7R RB] ZAG 8 7H8A, 2) ol
o vESAe B e 84, 3
SIS Al Ag
2 ALgA} ZYE
F90 54 wen
AR, AR make] SA4 9 A8 e

ZlEs olgsto] FUE el B4% o

dow, gAY Mulx EREE 2 dlle] 7
R | O i B o e R R R AR R
3l Aol ek Al B ARAL TS
ol o FstaL Ut} Stockxe] -9, 2719 i
Q1 A7 S o 9 Al AlE] 2Rl Aje
resale)ell FgE|o] W H]Z=L A mas
AlA A MA AE= BE 9 A =E3ko]
T JEULS Tl AEZE o] (streetwear) 2 A
Y7 (sneaker) A5 Age] 23t AlE S5 qf
R4 7S gliekar Stk

A, ol A o] v MEYH R &
e E0%9] 7 sk Eel Fofsh= ARt
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9] Heho] AA o Ao atgato] A ugt &
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7] 8403t F19] Series A UHS YA HE
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Development

Al (their own Alexa skills)-based seller
information filtering (2017)

Virtual and at-home try-on services based
on consumer preferences and
choices(2017)

Recent progress

Connecting sellers to reflect data-driven
style preference s(2018)

Virtual Try-On Program based on Al and
AR technologies (2019, April)

Strategic planning for deciding where to launch next and what resonate with new customers
using data analytics / Personalization in steps based on data analytics (2018)

Personalized products based on Al and
machine learning using the largest beauty
database (2018)

A personalized shopping experience based
on consumer data analytics and logistics
platform (suggest rentals, and push add-

on) (2017)

A customization service for sneaker
portfolio on user preferences and
automatic transaction (2017)

Monitoring all customer data to drive the
custom experience using Al-powered
social analytics (2019)

Al-analytics on unreported consumer
behavior (short-term) & new product
offerings and RTR’s future core projects
(2019)

A personalization roadmap in progress
(2019)

Stage Launching
Company
Poshimark Fashion re}tail/ Buyerdesigner seller
community network service (2012)
Eyewear production/ Brand- and
WarbyParker customer-centric online retail service for
eyewear(2010)
B Online direc-to-consumer brand platform
Allbirds localized in global markets and mixed
media strategy (2016)
a Online e-commerce platform of drect-to-
Glossier
! consumer beauty brand (2014)
Rent the ?nline (iesigner—to-:eer Platrorm base: fcm
RUnea web service fr. or
unway clothing rental (2014)
Online bid/ask stock market platform for
StockX high demand sneaker and collectible
resale (2015)
TechStyle

Fashion Group

Farfetch

Moda
Operandi Inc.

Stitch Fix

Personalization strategy and tool implementation (Voice virtual
assistants & Chatbots) for consumer service using cloud-based Al
automation and Machine learning (2018)

Online subscription (‘Personal stylist’ service)-based fashion retailer
platform (under the name of JustFab, 2010~)

Personalized experience using customer
behavior and product recommendation
service using Qubit personalization
technology(2013~2018)

Online e-commere platform for luxury
fashion retail (transition from shoe design
business to e-commerce platform in 2013)

A personalization in the form of a Magic
Quadrant (2018~)

Online trunkshow-based consumer-to-
brand business platform for luxury fashion
retail (2011)

Data-driven consumer experience and support strategies using machine learning and
consumer data analytics based on consumer tastes and preferences (2015~)

A ‘Hybrid Design’, online personalized
styling subscription service using
consumer input data and collaboration
between Al and human stylists (2017~)

Online personal styling service and
‘picked’ item shipment to choose based on
consumer style preference (2011)

Personalized shopping experience based
on one machine learning algorithm (2012)

AEE 7HH AL 70k A& HlolE 7]k AR 53 235 7k
HEHYI A= EE B 3 Au= 2538 QD Aul =
Figure 4. 32| =i EHE 2o XS5t el 24,

Z(user-generated content) 218 53l A7 Ui ggsto] A B 9 nj=u s 2de] ohskE
g A2 A E detshal ol & 71919 1A gt AR e Sl EE V1) § B
T 9 e" e YAl def 75 A53eE & 7t ERFE BAE V|E Au|AS] B EE R
o}, wegh, ARgRee] Gt e A8 olE BFARGEHA] kAl BANE ZHE H|EUAE T
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Table 2. 32| ClX|2 EAE 2o &4 F4.

No. Case Platform type & Technology Business model Service User
E-commerce platform & a social Online P2P market for |Independent fashion |Multisided
marketplace for fashion fashion retailers & brand retail global user

Poshmark  |[Technology related products and services: |resale Online P2P shopping |group
1 (2011) Google Analytics, Google Tag Manager, & resale (US, UK,
IPO: Private |G Suite Personalized commerce |Curating service by |Canada,
Technologies for Web: Viewport Meta, |market for fashion sellers Germany)
IPhone/Mobile Compatible, and SSL retail
Vertical digital service platform Online |Brand-and Eyewear purchase Simple sided
retail e-commerce customer-centric online |Personalized user group
Warby Parker [Product procurement chain technology |retailer for eyewear recommendation
2 (2010) Recommendation using face recognition |Brick-and-mortar shops [Product procurement [Focused on US
IPO: Private |technology (mobile) Cross-finance donations |chain service based customers
via revenue model Eyesight prescription
check service
Technology related products and services: | Direct-to-consumer Online and in-store  |Simple sided
Allbirds Google Analytics, Google Tag Manager, |online retailer purchase of global consumer
3 (2015) G Suite brick-and-mortar shops |eco-friendly wool group
IPO: Private |Technologies for Web: Viewport Meta, shoes
IPhone/Mobile Compatible, and SSL
“Into the Gloss” blog platform & Brand direct to Online and in-store  |Simple sided
. Management system of cross social Customer service (B2C)|purchase of cosmetics |consumer group:
Glossier Inc. . . . . .
4 2014) media . Online C'OSfﬂetlcs retail [and skm.care products |young
. Own point-of-sale (POS) system Co-creating products  [Personalized beauty-savvy
IPO: Private .
AWS sales recommendation customers
service
B2B e-commerce platform Subscription based Product rental Multisided user
Rent the SaaS (Software-as-a-Service) clothing rental business |service(The RTR, The |group: Focused
5 Runway Inc. |In-house control system and fulfillment [(B2B, B2C) RTR Unlimited, on millennials
(2009) logistics and pipelines system Premium)
IPO: Private Personalized shopping
service
Online e-commerce platform for resale |Subscription-based A live bid /ask Multisided user
Technology related products and services: |online product resale |marketplace for stock |group: global
StockX Google Analytics, Wordpress, Google with company market(focused on millennial
6 (2015) Tag Manager transaction limited edition consumers
IPO: Private |Technologies for Web: Viewport Meta, [Oversea market rolling |products: sneakers,
Mobile compatible, SSL) out streetwear, watches,
and designer handbags
Vertical platform to data-driven online |Subscription-based ROI-based global Multisided user
shopping e-commerce membership service |group: customer
Technology related products and services:|Global e-commerce Recommendation of  |worldwide
TechStyle [Google Analytics, WorldPress, platform of fashion and |personal styling and |including 5
7 Fashion Group |WordPRess, nginX lifestyle products retail |merchandising service |million VIP
(2010) Technologies for We: Viewport Meta, |(B2B, B2C support) Worldwide shopping |members
IPO: Private |iPhone and Mobile Compatible, SSL
Fashion OS such as Bento, Bond, Albert,
InHome, OmniSuite, and Evolve for
Global e-commerce and logistics
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Online e-commerce platform of fashion |Online B2C Unique and curated |Multisided user
retail including a modular end-to-end matchmaking business |fashion product group: Global
technology model uniting and purchase independent
A single operating system connecting the|supporting independent [Lux brands’ high-end |fashion
luxury fashion ecosystem worldwide brick-and-mortar luxury product boutiques
Farfetch . . . .
3 (2008) API-enabled proprietary technology stack |fashion retailers experiences and customer
IPO: Public (application, services and data) Lab brands’ emerging |group
' Technology related products and services: and experimental label
Google Analytics, Google Tag Manager, experiences
and G suite
Technologies for Web: Viewport Meta,
IPhone/Mobile Compatible, and SSL
Online e-commerce of fashion retail Direct-to-consumer Global network of Multisided user
platform online retail of fashion |physical showrooms |group:
Moda Operandi|Technology related products and services: |designers’ Personal stylist Worldwide user
9 Inc. Google Analytics, G Suite, and Bootstrap |less-commercial and service group of 125
(2010) Technologies for Web: SPF, nginx, and |one-of-a-kind piece More youthful appeal |countries
IPO: Private |Google Apps for Business High-end market for an|and niche brands (ex.
online luxury fashion |Off White, Raf
retail model Simons, and Yeezy)
E-commerce and personal styling service |Online B2C business |Recommendation of |Multisided user
platform for personalized and  |personal styling and |group: US
Stitch Fix |Technologies for Web: Viewport Meta, |curated apparel and merchandising service |centered users
10 (2010) IPhone/Mobile Compatible, and SSL accessory products Worldwide shopping
IPO: Public |The intellectual property in the E-commerce of global
computing and calculating category for |fashion and lifestyle
personalization at scale retailer
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Stage Launchin
Company g

Online fashion community for shoes/ Web

pusiass magazine(1999-2003)

Social network service-based fashion &

Development

Online/Mobile e-commerce platform
(Musinsa Store & Wusinsa) / Own fashion
brand launching (2009)

Mobile e-commerce service platform

wear /Curated product info & shopping

Online globalized shopping services (US,

China, Japan, 2012~) / Mobile e-commerce

Meta-service for female fashion shopping
focusing on curated content
recommendation using Big data (2017)

Lucy, data analytics for personalized
recommendation development (2016 -

Mobile platform (Android/iOS) launching/
Global expansion into the Singapore and
Hong Kong markets (2018)

leSh
s beauty community (2011) development (2015-2016)
Brandi Online/Mobile e-commerce platform for woman
service (2016)
Online e-commerce platform for fashion
W concept designer’s brands (Under the project of
Wizwid, 2008) retail platform (2015~)
Online e-commerce platform for
ZigZag Dongdaemoon market’s clothing brand
(2015)
13 inch Online integrated fashion commerce & logistics platform / Curated product
recommandation based on data analytics (Under the 13 inch complex, 2018)
Online e-commerce platform for selected
29cm fashion brand shopping based on Media-
Commerce strategy (2011) 2018
closetshare Online fashion sharing and e-commerce
platform (2016)
ably Online/Mobile e-commerce fashion retail
platform (2018)
Brich Omni channel e-commerce platform for fashion 020 services with ‘b-flow’, integrated sales

solution / Data collection based on the partnership with fashion distributors (2014~)

AEA 7HAALE 7]

Soa A=as Aua b Av 2z F9F 2
Figure 5. =l =M EAE mello| X|53 el 24M,
2EZE M QA AF g 2ERleR
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ol A el HolEwA vlszd vy s

92 e

37 *ﬁi"] %—%‘351

E_a

499 148 ¥ 5

Agkyl #Eo] Qluk E}‘Efﬂ_‘a A
AE2 =2 AR s 9%
(Omni channel) WEY T 2k 7 %=

Recent progress

Al-based customized shopping service
(focused on searching images)/ Opening
Musinsa Offline studio (2018)

Mobile chatbot (Monyang) launching for
personalized shopping experience (2018)

Mobile chatbot system(2019)

Development of Al-based product
recommandation & Integrated system for
image serching for web (2019)

Sustainable data analytics including
Amazon EMR and AWS data processing for

per ized product r
(2019)

ion

Mobile curing market platform based on
Al data analytics (13 inch MyQ, 2018)

Ai-based recommendation service for new
user experiences (in progress, 2019)

Automatic recommendation based on
consumer data analytics (2020™)

1:1 personalized recommendation service launching based on the AWS’s Al solution (2019~)

AWS-based personalized shopping
service development in progress, 2019)
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Table 3. = C|X|E EAHE ndlo| 54 EM,

No. Case Platform type & Technology Business model Service User
020 e-commerce platform B2B e-commerce Online purchase of Simple sided
Web/CRM/e-commerce/Mobile Online B2C fashion products user group:

1 MUSINSA  |compatible technologies matchmaking business |Personalized consumer |Young street
(2001) model contents culture-savvy
Advertising supporting customers
models
Mobile e-commerce platform based on |Consumer Consumer content Independent
social network service contents-based generation brands
Algorithm system for user data mix e-commerce Personalized service of|Domestic
2 StyleShare  |matching based on Al technology Online B2C shopping experience  |Individual
(2011) Mobile compatible technologies matchmaking business |Co-creation product |consumers in
model sale millennials
Advertising supporting
models
Mobile e-commerce platform based on |[B2B e-commerce Online purchase of Independent
social network technology (brokerage model) fashion products for |brands
Brandi Online B2C women Domestic
3 (2014) matchmaking business Individual
model consumers in
Advertising supporting millennials
models
020 e-commerce fashion platform Global e-commerce Unique and curated |Customer
‘Web/CRM/e-commerce/ Mobile platform of independent |fashion clothing and |/Independent
compatible technologies fashion and lifestyle accessories service retailers
‘WConcept . . . .
(1SE bra.nd retailer (Korea, |Worldwide shopping |worldwide
4 | COMMERCE, China, Japan)
2012) Il’l—hOL}Se online
shopping store for
independent brands
B2B, B2C support
Mobile e-commerce platform based on |[Online B2C Online purchase of Domestic
social network technology matchmaking business |favorite fashion items |independent
Specialized solution for user-behavior — |model Style research and boutiques in
ZIGZAG |data Online B2B mobile bookmark clothing and
5 | (Wanted Lab, |Web/CRM/e-commerce/ Mobile marketplace offering for|service accessories
2013) compatible technologies supporting independent |Personalized brand Domestic
fashion retail brands recommendation consumers in
Advertising supporting |service millennials (20’s
models age focused)
Online e-commerce and personalized B2C/B2B Integrated Online purchase of Domestic
shopping curating platform streaming commerce fashion items independent
Algorithm system for data mix matching|model Personalized brand boutiques in
13inch based on Al technology Advertising supporting |curating service clothing and
6 | (Kaangrim, |Streaming commerce system models Personal style accessories
2015) Integrated SCM suggesting service Domestic
(production/marketing/distribution) consumers in
millennials (20’s
age focused)
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Online e-commerce platform for Online media commerce|Online purchase in Siple sided user
independent fashion brands model (PT-based) for |independent brands group
Algorithm system for consumer data mix |fashion retail Worldwide shopping |20 ~30’s aged
matching based on Al technology Online B2C domestic
29cm . . . . .
7 (aplusb, 2012) Specialized solution for user-behavior  |matchmaking business consumers
DS, data model uniting fashion
retailers
Online sales of
co-creation products
Online on-demand fashion e-commerce |Subscription based Personal product Multi sided user
Closetshare |platform based on AWS fashion product rental |[sharing service group:
(THE Al technologies for curating service business Personalized curating |Domestic
8 CLOZET |model and information controls (B2B, B2C support) service independent
COMPANY,20 |Integrated SCM retailers/consum
16) (production/marketing/distribution) ers
Mobile based fashion e-commerce Online B2C Online purchase of Domestic
platform matchmaking business |celebrity market independent
Specialized solution for user-behavior  |model products boutiques in
ABLY data Online B2B Recommendation of |clothing and
9 | (ABLY Co., |Web/CRM/e-commerce/Mobile marketplace offering for|personal styling and |accessories
2015) compatible technologies supporting independent |merchandising service |Focused on 20’s
fashion retail brands Personal compilation |aged domestic
Advertising supporting |service consumers
models
E-commerce 020 platform Online 020 Online 020 Independent
SaaS (Software-as-a-Service) matchmaking business |e-commerce support —|boutiques in
In-house fulfillment system for model uniting Korean |Fulfillment service for |clothing and
Brich independent brands independent road shop |independent brands accessories
10 2014) brands Purchase of curated |Customer who
Off-line pop-up fashion products shop distinctive
marketplace for fashionable
brick-and-mortar fashion clothes and
retailers accessories
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Abstract

This study aims to analyze the characteristics of domestic and overseas fashion business platform models that are
evolving based on digital innovation. In addition, based on the analysis results, we suggest future directions for the
domestic fashion platform business. As a research method, first, we theoretically considered the concept of the digital
platform model and the stage of intelligent industrial change based on the digital platform model. Second, we
analyzed the intelligent characteristics of the domestic and overseas fashion platform models with 10 overseas cases
and 10 domestic cases of the intelligent digital fashion platform model. Third, based on the analysis results, the future
directions for Korean fashion business platform companies were suggested as follows: First, the domestic fashion
platforms have built up the traditional value chain-based distribution and sales models as the main revenue model.
However, in order to differentiate the competition from the overseas competitors and to sustain the user’s reaction,
it is necessary to plan the innovative business model that is based on the cross-sectional network effect among
participants by maximizing their interaction and to operate it with a professional infrastructure. Second, for
maximizing the cross-network effect with global multi-users, it is necessary to take into account differentiated
cross-subsidization activities on how to expand the size of global users and how they can form value exchange
activities consistently. Third, the domestic fashion platform is still in a situation where the utilization level of the
user data, infrastructure and institution are not comparable to those of overseas companies. In order for Korea’s
fashion platforms to become a competitive global fashion platform, they will need to develop a strategic use of big
data analytics that can differentiate themselves from competition with overseas platforms based on scalable

information materials, and introduce specialized intelligence systems into niche services.

Key words : multi sided platform, digital platform, business platform, fashion platform, intellectualization



