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Analysis of Marketing Strategy in
Domestic Online Luxury Fashion Platform
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Abstract In this study, three luxury fashion start-up platforms, Balaan, Trenbe, and Must-it, were selected as
research subjects. The purpose of this study is to compare and analyze the marketing mix strategies of each of
the three online sites. The results of our study are as follows. First of all, the product strategies of the three
luxury platform companies are characterized by the composition of products from high-end brands to SPA
brands, and product composition such as kids, home living, Used goods and art in addition to women's and
men's wear. In addition, the pricing strategies of luxury platforms show price differences depending on the
luxury platform even for the same product. It is shown as a structure that directly determines margin. Therefore,
in order to secure an edge in price competitiveness, each platform provided discount coupons and savings that
are not available in offline stores such as department stores, providing opportunities to purchase luxury goods at
a lower price than offline stores.Lastly, the sales promotion strategies of the three luxury platform companies
was used include price discount promotions such as price discounts, discount coupons, and regular sales, and
value-added sales such as membership registration/review points, events, product information, delivery services,
social contribution activities, and SNS utilization.
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Table 2. Status of Korea’s top 3 online luxury platforms

2w BALAAN tren:be MUST'IT

whAE ek e e = = e

L
|
S
L
Lo

A= 20155.14 2016.11.25 2012.9.9. A49/201839Y(AFE R 74)
AAatol E www.balaan.co.kr www.trenbe.com www.mustit.cokr
719 EF 2EIEY 2ELEY 2EEY]
AEA e 3150 3200 3527
FTHES 5229 2189 1999
Bl () -185%] -330¢] -1009
Fad 7] 191 29 134
Sl L] 169 259 61339+
AREAL 4= 33%H7,849 30813856 30%E3,8561
MAU 57RH742 73118678 31%79%61
AA717] ¢ g1vkd 837F7,0004 521H5,00071
PEAEp AElE 4219 EE 829 ZAEE 1929
=TO | e 1009 FrRiE 589 VB 70125009
o Afo]= 3 AmelZ
JLIEAIRIYCIAAES) | A B B o A7 8hel AR FAUD
o gk o n e (g ul) (SR S, S AD |+ 4838 A8AF DN
e cl2E A% i
EEEEMINE &m R e
O SR 28 TA ;;3:;{1&;{33 HlAE 2)5
T8 SXPRESS - o -

. vl it
EPEEE % 290999 CEe= % 35009 Deke = CJ ENM 2000}
Al SF7) 3 1=
wﬁ?ﬁf\;mg BRI =EM & 7o) o] Al
A¥ YA o] FET 2 IMN[?J HAEHE IMMRIHAEHE
2 719) Aol QM ER E FEASEL] e asds
ool AETE ooJEl W AEWE Ao FQHAEHE]E] A
B P FREASA wt) X el 2 E R E
A=Al
ozl
w2

AR FEAEY A2 2021d AR LA

(Y 2022.125)/E oA N2 (AL 20221217 /https://theve kr)

- 364 -




The Journal of the Convergence on Culture Technology (JCCT)
Vol. 9, No. 1, pp.361-372, January 31, 2023. plSSN 2384—0358, elSSN 2384—0366

ShE Z7PAE Bolt olfi F2EES Yu muE

Ackstas kel FUEe] QA FASH JH

L ~10289744 A
o

wW
>
lo,
=
_>,i
4
A
:!J
2l
m1m
fE
i3
-
rlo
DN
S
12
A
_>‘\1_‘ [
=2 4

o Alg|=C T2 FA= *JA}AlZiQE'% ol
AN, AsA ol TEY 2, Theelu 2
delsted 20 el §AE vhiel A2

35099 €1¢] Dk T4 F38tglon o
x}oﬂf IMMRIH ~ERE, ooJE I AERE, 1
AIMAERE, FelrsErzsl Felatga A F
e SLOMZERE, SHEaEde] Folss
ok E3 waEQle (] ENMOREH 2009 9 F

] -
m =
o m
M E N b

3
oo

m

2 12
o,
o
N
A
=0}
8
v
o,
L
i
>
o
ﬂ
ftl
A2
[
[m
>0,
Mo
—r

[m
&3
)
[\

o =
[\
DN
)

o e
ofy
=
od
o
o

to o Ao g &

—~ o
o X
]
oo
o LT
0,
r
>
>
2
fo

38
o
-
L
r U
In o
K
)
l-«O
FUIO OH r
ot oH rld

o

HH
M|
L}
i
|
S
m
>
nu

re
-
lo,
o
i
Mo
ui
dlo
K
iy
ui
3
X,
Do
S
&3
rV
[a—
o
]

M o
A
rO
N
>
B
i)
_ﬂ
fo
)
rO

r U
o
o
>
)
5
]
=
o
=
lt
oo 1

s

£ e

& AR AREALE, MAU, AA7)7|S 58 24
wAERAh WA, 202210 9¢ 18U NE] 12
HEEYE 34 wMOlE UHPOWO]

A7AE EEH_E._ & M, e, s
u}ﬂl%“%’i QAR ZALS ‘:'/“X}Li g

_o|L
o
>@ N i
1w =
$’~ El
LY

ol ot [m e
2
U

\)
rlo
£
e

=
rlo
"
i = o
VeI
i
)
2 o
=)
)
o,
rN
&

iz
24
rlo
o
— o

=z Tujap st
1ol A9} 2Ee] o Exfuo] WEag
LEQ021, of ofstd Szl Ad vl
olo] Fujxl7} 453% % 71 =& exe}
HEW‘EqL.mg thgo uek436
%), E®IN](39.2%) ol 7t WiE ]
g AR Auud vaEQy) we Edb| WA
TufjRp7}E o} del nlsiA = ),
Hojol A s Edb)el WA= 30t H]&o]
37.6%, 409%= =2 Hl&S Holal glglon o
ol 20t H]&o] 3B3%E E> Hl%% LFeR a2
ok HZ Idold) A Eol e HE v e
HAES T Edne] S 7}—?—%:@}7} 242 75.0%,
TA%Z 714 =& v&S Hoja glown, wete] 4
G 7pg/ee] vgo] & FhHarg]E vepsTi2l.
oj9} e AFE E wf WFE %aﬂ% Aol 3%
271l & Foixl Z2hof JFEk zjo|7t S-S
T v AnE 2ol

r
e

o oo i
e
>
g‘i ot
At

it
a
(M
_%'1_1
[

o z2 M
FIO lm
-
[
lm o
—

re
N,
=

foxo [ &

e

tren:be MUST IT BALAAN

5 0
2m2[ol 3HE FHE(%) 39.1 45.3 436
o 549 (656 4645
o8 451 344 355
20t 301 383 264
e aoch a6 a4 409
40t 323 273 327

t=ust 7.4 750 68.2

<KI2e> QEAMH|0] WE 4% f EANE Z|ZEQ021.
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Table 3. Luxury platform product category
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