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gt 73T AFAA 4F F4E A 2DEUd M A7y A A3 B
942 §3 AF Y JQAE EE0l1 FAAME Folr7] JE Aot 2gER
o] AT 4F T4 AFE Agd UM 7 Lulge] He B W AF 74
A 34 2d$ 2Hsie 3]-?-’& 24& 71, 21 2% #49 9FE vAe 8UE
S dolr7] A AYHAUG. FE A 2F dA s 4P HaMe 2 A3 ¢
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1. Retail Buying Process

A% FEL 93 AE 718 #AAL o7 2= (Clodfelter, 1994; Bohandaowicz, 1994,
Frings, 1994; Rabolt & Miller, 1997)0} oJ8] AT =Tk o8 AFES AU 27 4F
718 BRol BRY LFEL B8 2ol TA A FFoz Aok (b Bl
249 Ytk (h ANAY dae APk (h AnE BBk Gh 4F FAL
AL O 34 TR o AR Al GE 12S £
Bolel 222 4] el BAAE AT AR W AuAe A 543

o,
z3

#2% et 9, 24 WEY Bl 4L et I A FE Bl F4
2e WA e TS 2, A4 Dol glold Bl £ TS BAshe R, A
WAl 3 A% dele A, AAH 4L BUSE 2, 191 ARY £2 WS
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Hi’- FEF AZE 7ol AREEE, NS 230 I EF AYE FHFOEN
Fe)gk Ai(overstock) R AL F-Z(shortage)s WA FIL FE AF TS

T EE TS AT AF A AYod BulF A7) 23] FES E
72 EEE AFS 983 o333 A1 A %o AdE 4EY E
e AYS S 92T AF 74 AR ZE /189 FAF o] MY
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2. 78 HI0I0{9] HE

% Holole oF AR} 2uRES dZAYE FAT 98 1 A%t #F
nlojol7l zpale] Ao Foto & AniaEe &7 YAE FFAI] A8 e dE
de ¥ 44n X 879 ¥HE ZAR}E YAMFH A ARYse o, A
A A M 4L FUstd AE ol wixde o, 283 gEAL s ¢
HA AFE 718 BA &ite B FE] TIEY 1 F M 430 g% 2
Ao oldu A AZAE HAY AES FAG Al el Do FHS A
9 FAE 23 AF 74 A YFold. Fioritos} Faithurst(1989) 9% #% u}

olo]o] JIRE T /1R oldE dFE & 28td F AT Alojze FAL AL
2 4E 3 ATE #Ydhe dolga WA §F viojole dF9 oL 9F 7%
Hlolojol Al R 7&he FHE FHAMR C?—Mc} angs(1994)‘- AE 718E el SlolA

g ol volololA 27HE T SASE 4Fe 437 suAe) 278 A% B
st 24AQ 599 4E9 27 —’1%“‘4 g0 ‘-E.*éé BUY 5 9k FAEY Y
olere U9 HEAY FYSIh 4F 719 FAN o T B2HY 595 7}
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3. 45 7M ZY

% HAEY A 23 A FolA AF M43 3¥E A 2% JHe PA 2
&AL E(Ettenson & Wagner, 1986; Francis & Brown, 1985, Hirshiman, 1981; Hirshman &
Mazursky, 1982; Kline & Wagner, 1994; Mazursky & Hirshman, 1987)¢} )3} dA1go]l
. 28 F 2 325( Fttenson & Wagner, 1986; Francis & Brown, 1985-86; Kline &
Wagner, 194)2 £BIAE Foiske AF #5 dA Al 24 AH e QS 7oi3
= AGA FoiAe dAQ oA AH Ed(industrial buying decision model)g A -§-A)7)
7) AHYT FEAY AF £F dAY 94 2 e 2HAQ oAl AH wAY
FY 9% B 2HAZA ufolo] AU YR AL FH wWAUZS (consumer decision
making mode)9] FFE UL gol WA e Ao I £ FHol. E3] 98 &
AR BE A AFAME 2via i} 2R mdo) Hgo] oS AYsgn A
AT (Kline & Wagner, 1994; Kang, 1995). o]813 Q7 Z2ASS ulgoz o|2xQ A4
T4 24 A39 7 g g2 2o) g’ U (2 1 F2)

<38l 1> Assortment Planning Process
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24 7192 B9 We BAE A4 Wk A% B ke BAZ YN 4E
o] AlmA 7}x|(Aesthetic criteria: style, color, fabric, detail, balance), 4% &8¢ 713
(Situational usage: versatility, coordination effect, fashion sensibility), 12|31 7]53 7}A|
(Performance criteria: size, easy care, comfort, durability)Eo] A& 4F %7ty G 7|E
Solaky ¥ 4 Ak A4 Wkl AR AYAezE 4B HdaE Nlzes 3
$33 padozE 1 4Be 434 BilRe d2aE FHA A4F Wolel ¥ 2
99 # Stk ¥ BE Wk ¢ A4FY £249 g WdE 5oz F2Y
Age) Te T £F 452 A8 37 Bl 4 B4 1 Fa BFolIn ¥ 4
itk oledeze $d A eyl HalA Bol 22 B4, ABCEA, 4F 2ol
= Aol w4, 9F B 29 B4, 07 $4, B89 BY, 24 467 d2aE
2e WhiEo] o]&5o] B & $IthGoodman, 1954; Keay, 1972; Hurwood, Grossman, &
Bailey, 1978). 4% Mg dAMe 28 A4, 24 2819 & A4 A, 283 7 &
B A4 Afo]z WY A o] o]Fof o

2

L Q7 ¥4 2 4+ 2%

of A7 Al 7HA ol 3 HIHAD AA AE A5EL EA3 AT o
A 2A B4, 4 AA AF 75 Y4 FAI e #F vlololES UHRF
dojd g ¥4, 2en spAgeg A WA A7 WEH F A dF WEs A
9 9Hs H}E“’i st Astach o] d7 FAF 1099 HEHY 9

vl &S MAsY] Hstd mlE R AT A wjE 109 @ o4
AHEH A4 fF FEHEY HEE N=1500Z Hiolo] FHRT MAE 53 13
HER, F 1009 Ho A4 F vlojolgg A HAXE Fotd F7F wAA o
AT #A oF /%5 wolojEL & IA7PIN=5)F JePEN=2)E rolZ 10
e JAeEE oy nz2A BEHJT UHFE WEEL S2HUL, 55 e
g AUEAZ 20z $AACH, BA WL 4F 74 239 uaA H9, 22
A7, e B 2 AR AR WEES) A8 AT G4 BF B4 Wy
"Integrated Definition (IDEF) functional modeling method’®] ¥23WHo] A3} Input,
Mechanism, Function name, Constraint, Connection® OutputS & #7 AIHJAY 2 F 4
F 7Y 9wl o2 $7 ConstaitETHE B4, F-53A EA(YH, AR, 4

=
=2

—_—

r-\n_o,L'_
o X & i

=
T
E.

oft

Jd

rlr m

221



A9 QA g B4 He e 2EATA I fold REAAL 9ia 2A
A7 ¥4 £ZESIY QSR NUDISTE Agaiich 8% e EA%As Ags
S fEAL U9 ARAET 1099 FAAS2EY AUL Witk

IvV. 97 23

1S dF % HelolEd Yeto AFE 4F 74 ZAAFNA At IARE
2 3A ¥ 7HAE EFEANY 0D F33F 5489 A, b AT 2o %
A, (oh AR FE5AY BANN dojvde oS, () FE U4, F EJE
20229 7159 8 HEd dojue oFFolAt ol ¥ o eH IAYEL ¥
F 74 23 339 4 944 u g2 Yebda 2o FAFeE dFHAY =9
3 FAMEL A el AL SRl w2t g2 A vehyith

-

o

ok

1. 2H8 24 E= 29 WIEAl == of2Zn &

>

F% vlololEe A3 7] oL ¥F 4P AHHA £8 A3 vy 2es
Ad A7) et 9E 29 BEd BAY 4F FA FHE U2 B2 4F
74 AR A837) 7] MR BAY A4 T Y TAYS A% o)
£ @7 Qo syt wolelge] dFE FARY BAYEE e 2o 9%
WFY 2499 549 9 U4 vedYRE 42 3% wadE 49 712
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T 7tEg A EA ARE AA AF T AU A E FHdshe H of%
7% shedl 2 ARE ds AF A dEAe de F97F REitda o
Hole o AT B S B8] JEI &5 AFFEY 2T AR}olng giF 7
£ #of ske dAdAE I &7 AlEe AA FulE A7) Pl Evx HRh
FAg FF Hololg T S0HAEY ulolojEo] A dHolE ARE FH3I] B3t
dl 71e4Q o¥ES o AH3H

2. 3 BYA| LIl o2Za 8

AE A AYe) U983 ARE AEiY BUP FR, A AP FH, Alo]2d
ZEg FEE vYE F Utk 2922 FE A A e oEes SHER ogd
A 7 F38Y FR EA) gt tE2A Yeigth 289 AR B A Zre de
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“7e 8, (D) 28 FEE BAsie d §A49 34, (th 442 F&sr) g
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€ Tof, AgAe 1 A BE £, 283 AAFHY A4 HE £49 o} E
ojiTh AtelZ X EAI BAHM ofF fF Hlo]o]EL XY e} AHAEY A
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A% Hrle] F2 2ROIIE SN 7 ol goldn AZadT. 743 3 Qe
HE 718 Aiconcep)T BolLolAE A ARS BN BALL ALE DA
298 "ok stk Bo199) 49 2 D= Hlead im) o2 A AAEE T2

AR 26z e #EF Feete 2 2AE g5 A5 7AH 92 d2ATe A

223



o) olgthn stk £ A4 %S A% AR Wk A2dol 7] HEe) ABH
AES 45 oW AGh FA4 49 AR FAAES] A% 25 Boks
BRI FBHA 44 4371 B7k] 9% WA ok BE AL 19
T A4 2 Bl 33 Hols Ha FEFl oln] A% ol 1 FEFS 2
374 2% A% A4 248 5 9t 497 Ankn Ao s 2998z 4
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Fad 288 A% WY 5 on AFsa

4. AN I 0= o233 S
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At ZE #F Hpo]o]EL Point Of Sales (POS) A9 A7 TA A wete 4A £
Q1 AL BR Y ALE 23} AZE goj9 Aol 23 POS Hlojg] EXo]
AustA] Rtk AFaAt ZE Y 75 viololEo]l AHE wpe] w=W POS
A%t Jox T 1 ARE vE A4 dEAA7e de d4FeE o¥€de F
o] 4F 7 Age HZ uv) AFL ueEA ¥e olfdxn Wi =g 4% &
3 Wi 4 BP9 713 5o oA B 4Fus 1 AF FAE sF 4
Aol A7t ZA BT AF3Ah EF BE upojolEo] IF AFY AW F
7€ #e57] e 89 T3} A Ue FEY AL FoES So7)7 AF F
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