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Abstract

This paper aims to analyze the characteristics of the contemporary Chinese fashion
market and the competitiveness of Korean fashion brands in China. Fashion profe-
ssionals experienced in both the Korean and Chinese fashion markets participated to
investigate the Shanghai market and consumers. The results of in-depth interviews
show that Shanghai is the most favorable city among Tier 1 cities for Korean fashion
brands planning on entering into the Chinese market. Shanghai consumers are open
to international brands and highly prefer newness in fashion. Contemporary menswear
was selected as a potentially big market due to the increase of unique, young, upper-
middle-class male consumers. The Korean fashion brands’ strength is that they are
capable of satisfying Shanghai consumers with excellent product planning and sensory
design capabilities. Their disadvantage is that their brand recognition is weaker than
that of global and international brands, and their ability to localize to the Chinese
market is weak. The opportunity comes is from the Korean Wave, which is a positive
for Korea's products and has good geographical access. The threat is that the Shanghai
market is fiercely competitive; having access to many worldwide brands, and the
competitiveness of Chinese brands is on the rise. To enter the Shanghai market,
creative design ability, trendy product development, skill, and appropriate PR methods
such as using Korean culture contents would be required to satisfy the young,
powerful consumers in Shanghai.

Keywords: Shanghai(-4F3)), fashion market(ZJ& AJZ), fashion consumers(Z& 28]
P, Korean fashion brand(el=+ B4 HT)

l. Introduction
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II. Background

1. China fashion market
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2. Fashion consumer characteristics of major
cities
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A . . . . .
Case £e Korean fashion market experience Chinese fashion market experience
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Kolon, Christian Lacroix, Caizi(F¥) Tries,
Design general manager-3 years experience Design director-2 years experience
A 47(M) . . . .
Tomboy, Comodo, A. Jesdani, Design director-2 years experience
Design director-12 years experience V.S Holiday, Adviser(Since 2012)
. Bougies La Francaise,
Superior, Vice president—4 years experience
B 49(M) | Director of business division-13 years expe- . p . Y P .
rience Dikeni, Vice president-2 years experience
G.Y, Product development adviser(Since 2015)
Kolon(Christian Lacroix/Series/HenryCottons),
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LG(Maestro), Manager(Since 2012)
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I]SSs’i TlNci;re,ctor 5 years experience Bowen, Dikeni,
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Handsome, Time homme, . . .
. . Jungman, Design director(Since 2013)
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Solid Homme. Woovounemi ZSAINT Chairman-Shanghai(Since 2011)
E 37(M) . ’ s .g China domestic men’s brand-Shanghai, Consul-
Designer-5 years experience .
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B Dikeni
Handsome, Time homme, owen, Likent, .
F 37(M) Desioner-5 vears exberience Senior designer-3 years experience
g Y P Jungman, Design director(Since 2014)
Handsome, Time homme,
Brand -2 i . .
Kiizn (:Zzzz‘fer years experience China domestic men’s brand-Beijing, Consultant
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£ Y P Personal brand launching(Since 2015)
Sungdo, Tomboy,
Designer-3 years experience
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