ST 2RQ1EH s %] A178 3% http://dx.doi.org/10.18652/2017.17.3.7
Journal of Fashion Design
Vol. 17 No.3 (2017) pp.105-119

QAL Tjstel AT AR} Aty
sl g AIsk s

a o
2 ATE S5 QAo FoE T Q= 9l HEJHHE AEo] dPdo R AvAlE Fo] e
VMD EAS =&

3 Rk sion, ez S22 wd HE| AT AR (GRMS)2 UM g w4 HE]
HAE AESINFMS)S] VMD 574 ztel& qhaaigich Abelzalks Sl &= Zdsto] st el &apm,

A, Akt AT Ay, AFEeHARS 243 37
N F= A HE|B = AEo] Z 717) 747 QIARAIR ] vlgo] Ao R w3 A FE AMEE
vHAY Fgko g Welth 71 F GRMSE 11719199 NFMS= 267181tk GRMSE 1Ed & 7F 17t 3)19]

HUE TS txold FFES thEel, 17 WelS wejs) Wk bAs AETAS Ay E

2
o

Aot Ao i dxsioltt Bl JRGSM A, R ofojx)= e F-8ste] v
TS AES, BAEY A B RS ARIES el Algeta SISith GRMSE 3]delAl S
g 7HA &9 S Alweka, QR (RS Fal A A 7he] 2l ARUAolA a3k AlEisivk
TR T FEwe] & iz Mskd 9l g AlEel] daistar glor el v ZA Ee ghs FUE
Q5L om|A| g} Q1A AH|AE Fal AblAtelA] Bl Te] isf] S 491 141& 4lo]F=a1 SIlth NFMS+
g4 7HA3 28-S 7R BRls Aol AdEEs FTEEH, e ZAVEe] s A4 w3kl
2 Z9717F AR el sl sEE e Y AR ARk e dES oldeiM e
e Aaskelar Atk AT AH QIEEO)E Fall ofol R EE duEs BAoR AL,
ARz 7HAE Algskar itk dlede 221 AUl a3e skl v 914 Aul s
= Fall 2nAkele] ol FAska QSlth & e Al S5 A WEHAE Ak S ofsl|stl,
AdrHAg & 283 T A vplel tig ofsf) S 8 F5 JE Al VMD B vAIE dERe] =Rl

FAO] - F2Y A HE|BAE 2B MY dAd HEBAE AEo] v AEuAY, VMD

B QATE AALshY] o) i),
+AI A A} 0] A, ez2@yonsei.ac.kr
A5l 20179 42 19, FAEEHESFY: 20179 8¢ 289, AAHY: 20179 9¥ 11



SIEIHMCIXIQISHS|X| H177 35 (2017.9)

[.4 &

HZ AAS S=dst 9 vAd V] s
S5 AP AEAR1 S o]F8om, o]}
S A okE THE e ek AR o] viskE
o|akar glck Zukd AAPIA 2l (M-commerce) 2]
BAE 9 23 d (Omni-channel) AH-3-2] 4312
18] S AR o)A A Al dehs R
= SA ﬂl%%—% T o], ok S Fslkod
AR AE A A izt sl
(Shi, 2014). CNNIC(China Internet Network Information
Center, 2016)A50] W2H 2016 69714 T &
21l 233 AREAR= 49 48007 Hollow, &kl
LA TFEE 47,0000 Q¥R Ad R 239%
~7}o}°ﬂﬂ} 3 T *HV}% S AR Al

TXA] gar wigell ®Bar, EaL, =7]a1, w54 8
e 2L 4TS Y
el Tkt 845 S5 E
MWLee 2013). ©o]efgt S5l mt F= 7]
Ao vherde flsl &2

FPS, Waks} A AR Hol 31
=
=

ﬁ,
5
=

nlﬂ

o, Mo

¢

o of{ g
o A
A

(‘.?L’ ol

ol
o

_\O,LrﬂJnrﬁerEr&iQﬁé
oft
ﬂllO FlO k=1

o) 475 WEA)7)3, Wl S Slet At
vhlg ek Ao s Hgich ALt
At 1 @Al F5 A 22 v

Apaske NS PFES BPSH P02 ol

o ARa 2 A glz e 7S Fxak WE)

2o A 20007H7} ol & ﬂi wem, 71t
5o} Fe/do] A3 AX 3L EHTUDOO 2016+ 1%
JF) 54z, [China multi-brand store report], 2017).
Jev @A T s HE|HRHE AE
oj9} BHE AT F2 AE U S bAoly
BA=o] &40 oo e ALy, 2010,
Li, 2013; Wang, 2015), H}o]o]e] gk ul QAo
3+ A5(Chen, 2008; Hu, 2006; Rui, 2015) 50 %

ol

et =, A7 AL A 7

oAl VMD ek F4lo® g Aol A

oJAA] kgton, A

1= ARHAY #elA el vMD
S0 st A= Ol—eﬁﬂx]x] oo},

= WA 75 T

AE 012 Aoz 238

ﬂl:@‘ro}ﬂ 9% VMD 24

45

e o
-
rlr
o
—

ml

BYE AEolo] xpHstE VMD HE S4S =
7] Sls 22 s dEBIE AR
(global fashion multi-brand store [GFMS])2} <& i+
stell 715kt S iAE s HE B AE Ao
(national fashion multi-brand store [NEMS])S H|1l
wAste]l 1 AoldE EEstaal sl 2 <
T A= 5 T vl AEs] S8 @
= A FERAE AEole] VMD dEke ¥

shotl 7|2 ARRAM B8] 2 5 3le SOtk

. o]24 w7
1. Ao g o Eaa

AFL ol et Aol el wkgsH= Ae1Ael Ak

2ol ele) FHH 0% 127 4 9, e

EEERE xaxn@z 5 Sk & Yon

SREE

125 o] §3Ie] Bzt Aok AT

& ZA)te, 3e] AF] ) 2,
9

Agde] Bz gt W=t F4

gl

&
N
=~
1o
oM,
o

o\ rlo
ot
£l
o
2,
=) _>L

=
o
o
o
o
;y;
=t
ox
-
_EL

ARE B3 2015
a9, 44, A4, A e
O] tKPark, 2010; Schmitt, 1999/2002). A3
= 3 Age M fP0E

, BE, AR Y= 4 A TKSchmitt,

&
=]
=

=2
)

N

_1}'1: of

2
ok
ol
FIF
POURPS

ul
o
d
¢

o
X
o,
1o
it
o
-
o,
%

X
N
&
o
X

- 106 —



AFAR FEel| we VMD 574

I
N
Y
f

:1'
N
<

N
4
(o
N

>

JLJ

:01=t

P>

Hlﬂwﬂ]ﬂl 1
2 274, ol thr 5 24 S Al
715 0] (Chang, 2010; Schmitt, 1999/2002), 7/dvA
B2 vt AdrdES Fall AR 2Hsolut
oz, A9 5 71golv Bal=e il $o]4o]aL
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Table 2. BMALE SE.

3 W HE|BAE AEo] 45 ik HE|HAE AEo] 451

1 Maria Luisa 7 LT

2 10 Corso Como 8 it

3 Modalink 9 Catalog
GFMS

4 CHLOECHEN 10 CP.U

5 Lane Crawford 11 Cocktail

6 Joyce 12 Via bus stop

1 WOLEE 17 Autumn Sonata

2 Triple-Major 18 ASA

3 The Back Room 19 o’blu

4 Essence Casa 20 Map by Belle

5 BLANK 21 Coterie

6 DOE 22 LOLOLOVEVINTAGE

7 5th Space 23 JBE S IR ICA

8 P-PLUS 24 MR AR
NEMS

9 SPIGE 25 D2C

10 Heaven {4t 26 GXG

11 NIt A7 27 Zuma

12 ALTER 28 BY.

13 F{EH 29 At

14 DongLiang/+%: 30 XINLELU.COM

15 ethOs 31 Glossy
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Table 4. olAE2f Ao w2 GFMS ¥ NFMSS| REE=E ciH|,
el product price promotion physical evidence people
=1 total

A6 GFMS | NFMS | GFMS | NFMS | GFMS | NFMS | GFMS | NFMS | GFMS | NFMS

1A 11 21 4 2 7 10 8 19 3 3 88
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Abstract

This study set out to investigate the VMD characteristics according to the type of experiential marketing in fashion
multi-brand stores. The differences in VMD characteristics between Global fashion multi-brand stores(GFMSs) and
national fashion multi-brand stores(NFMSs) were identified by type. Data for 43 fashion multi-brand stores belonging
to five Shanghai commercial areas were collected and analyzed in a case study. Among the 37 Chinese fashion multi-brand
stores using experiential marketing, a distribution ratio of application from most to least-i.e. ‘sense’, ‘feel’, ‘think’,
‘act’, and ‘relate’-was established. Among them, 11 stores were GFMSs, and 26 were NFMSs. The GFMSs focused
on high-quality and high-price brand/designer products. They were divided into high-price and price-cut product areas
for customer convenience, and they emphasized product color and material variety. In the stores, various products
were presented using a display method that led to judging and purchasing based on the acquisition of brand-specific
information, and the information was given by signs. They were located in department stores and shopping centers.
The salesmen showed a good appearance by dressing in a way that matched the store’s concept, and provided a human
service to consumers to promote positive perceptions. The NFMSs focused on quality and differential brand/designer
products with reasonable prices. They were located in streets that presented a traditional cultural and artistic atmosphere.
Emphasizing customized and limited products, they created a different space structure using traditional building features.
They displayed multiple products according to the products/concepts using different display tools and an individual
decor. The salesmen introduced the online communication space and formed a bond with consumers by providing
various human services. The results of this study will be helpful for understanding Chinese fashion multi-brand stores
and provide some inspiration for the establishment of marketing strategies related to VMD in China.

Key words : global fashion multi-brand store, national fashion multi-brand store, marketing mix, experiential marketing,
VMD

- 119 —






