s oblE Haw wet

#Fot
MPI Consulting Co. Ltd.

Market Report : Luxury Market in Korea

Youngah Kwon
MPI Consulting Co. Ltd.

1.M4 E AR HE 7199 7 Al U B4e Bl B9

F A1 ARAE Thstled olg3t AAsks Sl Bl

= A AN BE APRS] FEE 19979 A =8 RF 79SS A ) 712 AR E ATee ¢

I A1) oF 23%F AR SR 3,600 A R H, AA AReA Bt BAE o9l g BAsly gle A

2 Fa7E A AR WA 239 19978 & RE BAEES 95 A FHS A A Y &
T IMF 218817] o} % HA A1 F2e] el 878 ol Hizt ek

T 459 kFslsh sjort Ful 34 BAEY] AA o
3EE Q3 A&AR S AR
2003\dell= A APE 29 oF 52%F ARk 1
240)e) FEZ SR 58 4, 94 JFel H
= 371d CAGR(constant annual growth rate)o] z}z}
17.7%, 19.1% 2 ¥]2FH) AZAE HolX vk 45
A7) 79 BE AR FRE 20034 712 ©F3,6009)
Yo' o) | ANE AR ¥ 10%E AHAShe R
oI,
S HEAR) FEZ )R0] 97 A o]0 glob-
al O B 5 Slck o BE AL ) A A
e v W ol U BUEe] £
A= FEe F= 8% AAE A =H3Aok 13
S HE FhE 712 dolelrt A7 g defo] B2 MPI
= S HE AP FEY A, FEE 4 A, 11
2 F8 F5 8 AT AR 8% 5 A s 2e %
71Z HPlHE A #4987t s3ich
S A R BARAA FEEE BE A A3
el ALY HE BAC 9 3Jake} o] A&

(82 mummetsle Vol.2, 2005

2. A} gi

1) AlEEN

A TR 242 MPIZY B8k Sl =W 1,56070
sid 2= DBE 7|20 72 ARR-EISth MPI 54 B2
E DBE 1996'd o|F HsAdolM frEEi sle WiE
TE(EHA7HE 715) 5099 o) HAlEe] Axw ujZ,
5 T8 R 7EY T FeT E AE, 2 A4, 7t
A 54 BERE HAsk glvk

HE BACY] 7 712 @9 BAEA SufjelA
ARFEIR] BT Apisie] Anfste AlFLZ 7H 7]
S FFUAE BAE B} 20% o} UK HAE
£ 71EC 2 sk

2) 7| B4

719 ¥4 MPI7F B46317 1 1867 A 71 =b

5 ARSIt Y AR 7 7IHEC] S805ddd
A& AT AFARE HM 9 71HE0] 283 AR



BT E9) 2442 Aol o] ARE
o 58 WIS 9l oI, o1 & o}, 3
(2R DS DA

=5}

7
g e

3) 2H|AF B4
202} 24220034 99 1095 9Y 30 71A] &
B2} ZAVE AAISIATE ZAF U HE A 80%©|

Target Market

(billion )
e retail value © wholesale value @
1,000
732
708
&0 O 638
432 -
O 519
w B S o
e % 0ag
O 272
2000 285 -
97 ‘98 '99 1/t )] ‘02 ‘03
(not including duty free sales)

el %

Ao) Mgl BFH S AS Telstel g B3
AZHz 254 ol SOAN ol3he) oAl w1z} 2005334 25
A oV 334 olsh g 2214 S0 O e
2 g Bl €@ Aplolg ANske o
Z A 154, 9A 1082 7 5SS FE o= Sl FGI
&GNk 4 EPL e 23 PA At

ZA} Bh

Size & Growth(CAGR) of Luxury Market

(%)
52%

‘97 '98 99 00 01 0z '03

{Source; MP! Fashion Brand DB, Korea Chamber of Commerce)

Fig. 1. Size & market share of luxury market

Luxury market

Size & Growth of Luxury Market by ttem
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Size & growth of major depariment store: womens’wear only
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Fig. 3. Size & growth of major department store: women's wear

84| mM™ESe} 7l& Vol 2, 2005



= WEAZY EY
Luxury market Distribution
Whelosalie weluoe By relEd (pe fremmen’s) Teke Mertssk Velvme oF Chumedkm A
300
2461 (billion wan, 2002) 300
250 . . (billion won, 2002)
200
180 119
100
50 ) 43.4
0 8]
department S roadside S Chungdarm roadside
Chungda
m
roadside 12%
S o~ — .
158%
/ Others
3%
departme
ntS
85%

(Source; MPI Fashion Brand DB)
Fig. 4. Wholesale Value by retail type and Total Market Volume of Chungdam Area

Lunury market

atio

= Tetel lury fmeret

Distribution

o

300

600 r

300 ¢

790

(biltion won, 2002)

B84 2 12 37

Seoul

Busan Taegu Kyunggi Others

Busan__ 3% \I% 7 4%

i

1
TaegKyunggi  Others !
i

9% T~ - 7 ] I i
]

Seoul
83%

(Saurce; MPI Fashion Brand DB)

BATNE g BE
_g_;go] = 4_7,]. PADS
ol

Fig. 5. Regional Area-Total Luxury Market

AN 714 g HolT Yok F

A3 AR A wiEo] 2003 71F 4774
12 90) 474 Mk £ 71 A oA

RS e AT FHEG. Tefs

20043 o] % %rﬂ sl HE A1 Avenue L2
NS F4t A el WE 2B ES AYele 5 HE X
2 frxjel] S 27 Sl AAelrh

2) 72 X9 Y IIF FE
W3l gl JKERe] e AAe ANE & 5 ¢

O HE A 9FY 5 A B o wshEy A
F80] 85% % A= Ao E Yehty Qo] BE fE
< Wspgo] At S-S & & Qi ol &% Wiz}
A 7 A A AEHOZ olojd Ao BN
Wby xpEste] dgEol He sAl HE HATY &
S TR 8 ToE AU {5 HE wele] oA of
& 7S Ao AE

7FF A T 7PE Aol AXEhE vige] A= 7t

T3 R 12%E ARt JoH miE FEE
= 111990 0|21 ). 0|2 WE A ME 7

Fashion Information and Technology 85



Target Market

(bifliony won) 1.4830 [

—a— size
& Growth rate

-10.0%
]

CAGR for 3 years ; -5.64%

1,300 + . }
2001 2002

(not including local produce, retail value)

M
‘
:
i
‘
i
H

Duty free Store sales

as5 {Billion won)
r
| i
‘ 567(P)
Domestic Duty Free
(2003P, retail value, not including small goods like
sunglass, necktie)

{Source; MPi Fashion Brand DB)

Fig. 6. Duty free store sales
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Table 1. Womenswear brands playing in Korean market

NETE

r.BL

%

(Million won, retail basis)

Sales Performance Number of shop
Brand name CAGR . Holding company
02 ‘03(P) Department | Roadside | Duty free
for 3yrs
Burberry 29,400 28,000 8% 31 1 5 Burberry Korea
St. John 18,020 26,500 33% 19 1 3 SI
Oillily 17,020 20,500 21% 23 1 Shinhwa Korea
Maxmara 22,400 20,000 4% 17 1 3 Koremax
Chanel 16,510 16,320 6% 5 7 Chanel Korea
Etro 16,100 16,100 10% 10 1 13 Duo
G.Armani 12,240 15,300 22% 13 1 2 SI
Gucci 13,884 15,090 16% 10 1 5 Gucci Korea
Missoni 16,350 15,000 1% 21 5 4 Jedong trading
Versace 16,470 13,500 1% 5 3 Jihyun trading
Jilsander 10,680 12,000 17% 1 Jihyun trading
Ferragamo 12,240 12,000 7% 14 1 6 Ferragamo Korea
Leonard 10,310 11,330 16% 8 Sanmyung trading
Hermes 10,152 11,280 17% 4 5 Hermes Korea
Prada 12,210 11,100 -4% 9 1 3 Prada Korea
Escada 9,000 10,000 16% 15 6 S1
Mani 12,400 9,540 -2% 7 1 SI
E.Armani 5,760 9,000 50% 2 4 1 SI
Table 2. Boutique brand playing in Korean market (retail basis, 100Millim won)
Brand Launching year 00 01 ‘02
Kim Yeon Joo 1976 150 165 165
Son Jung Wan 1986 150 160 165
Choi Yeon Ok 1984 110 120 120
Son Seuk Wha 1982 95 95 100
Lee Jung seuk 1987 145 145 100
Rubina 1980 85 90 90
Seol Yoon Hyong 1976 75 80 80
Love Og 1975 65 70 75
Lee Sang Bong 1985 60 70 75
Lee Moon Hee 1997 60 70 70
Kim Young Joo 1997 60 70 65
Oh Eun Whan 1979 60 65 65
Park Yoon Soo 1985 55 60 55
Kang Hee Sook 1972 35 55 50
Kim Hye Kyung 1985 55 60 50
Ho Yoon Jung 1987 45 50 50
Miss Gee Collection 1971 35 40 45
Park Soon Young 1987 50 50 45
Sin Jang Kyung 1978 45 45 45
Lee Kwang Hee 1978 35 35 35
Lee Young Hee 1984 [ 30 35 35
T 2003 32 71 R Y BF OF R A4 B o BFe] AR ) B5E A3 ul$ £23 A
21 0] SF 150 TS R Sl 0% £E 02 S, (Fig. 6ol Heh SR st el
of WA A7} 5670949 siES S22 e AE AAEY WA FE) F o)) A 2 35%2 A
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Fig. 8. Brand Analysis of Chanel
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Fig. 9. Brand analysis of Louis Vuittonl
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Fig. 10. Brand analysis of Ferragamo
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