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Abstract

Generally appare]l products were recognized as an incongruent product type which direct search was
needed for. But nowadays apparel products were ranked as a second product type next to electronics in
sale amount of internet shopping mall. Therefore more detailed study on which attributes of fashion
products are more successful and suitable in internet shopping mall is necessary. This study was executed
to analyze common attributes of successful apparel in internet shopping mall on the basis of real sale data,
and then to help internet apparel marketer plan marketing strategies more efficiently. Common attributes of
successful apparel products in internet shopping-mall in terms of product, price and promotion attributes
were identified. 240 products which were loaded in bestseller section of internet shopping-mall for §
weeks from November to December, 2004 were analyzed. The results are as follows. First, products ratio
for women (76.7%) were higher than for men(18.3%). And the amount of each apparel product types
purchased by consumers were ranked in the order of leather/fur coat, woven coat, inner wear, jacket, T-
shirts, pants, training wear, suit, knit wear etc. and basic style dominated in 74.2%. General brands
(69.2%) that had price competitiveness were preferred to famous designer brand, national brand and PB
brand. Preferred level of price was ten thousand to fifty thousand won. For promotion skill, in order of just
one product, product adding promotion product and package set were preferred. Regular price, less than
50% off and more than 50% off price showed no difference in preference. Product planning strategy for
internet apparel marketer was followed on the basis of these results.

Key words: Apparel product, Successful attributes, Internet shopping-mall, Price, Promotion; 21+ 3%,
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