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Abstract

The purpose of this study was to provide a suggestion for the globalization-focused in fashion marketing
area through an analysis of curricula related to fashion marketing of Korean and USA graduate schools.
This study analyzed the curricula of 34 Korean graduate schools and 18 USA graduate schools. As a
result, it was revealed that the curricula of Korean schools were different from those of USA graduate
schools. The average number of the fashion marketing classes of the Korean schools was 10.7, while the
average of the USA was 10.4. However, when examined the percentages of fashion marketing classes
among total number of classes, the average of Koreans was much lower(16.1%) than Americans(50.3%). It
means that the schools of USA has higher percentage of curricula related to fashion marketing than those
of Korea. The percentage of USA research method courses was higher than those of Korean. Based on the
results, this study suggests that more diverse curricula related to fashion marketing and research methods
in Korea need to be developed in order to produce global human resource development in fashion
marketing area.
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Workshop

Advanced Topics

Special Topics
Seminar

Consumer Behavior and Apparel

24

12
(50.0)

Kansas
State
University

Dept. of Apparel,
Textile, & Interior
Design

| Apparel and Textile Store Planning

Theory and Practice of Apparel/Textile Marketing and Distribution
Strategic Economic Analysis of Apparel and Textile Industries
Consumers in the Apparel and Textile Market

Contemporary Topics in Apparel and Textiles

Readings in Apparel and Textiles Problems in Apparel and Textiles

Practicum in Apparel and Textiles Fashion Theory

24

(37.6)

Michigan
State
University

Dept. of
Human
Evviornment &
Design

Research in Merchandising Management
Merchandising Management : Consumer Behavior
International Retailing Behavior International Consumer Behavior
Topics in Merchandising Management  Japanese Retail Distribution Systems
Supervised Independent Study in Merchandising Mgt

Decision Process in Design and Management

Management & Organizational Behavior

Merchandising Management : Human Resources

Theory Development and Research Design in Marketing

12

1
©1.7)

Oklahoma
State
University

Dept. of
Design Housing &
Merchandising

Theoretical Perspectives for Design, Housing and Merchandising
Product Design, Production and Promotional Strategies

Social, Psychological, and Economical Aspects of Consumer Behavior
Constructed Environment and Human Behavior

Advanced studies in Design, Housing and Merchandising

Design and Merchandising Management

‘ Merchandising Research Methods

Professional Advancement in Merchandising

Promotion Strategies in Merchandising

Merchandising Trends, Practices and Theories in Apparel and Interior Industries
International Merchandise Management

Strategic Planning for the Merchandising Executive

Problems in Design, Housing and Merchandising

Design, Housing and Merchandising Seminar

Merchandising Theory Application and Strategy Implementation

Independent Study in Design, Housing and Merchandising

Advanced Problems in Design, Housing and Merchandising

29

17
(58.6)

Oregon
State
University

Dept. of Design &
Human
Environment

Theoretical Frameworks in Fashion, Aesthetics and Housing
Assortment Analysis & Management  Trends and Issues in Merchandising
Retailing Merchandising Merchandise Planning & Control
Consumer Behavior Retail Management
Global Marketing

Fashion Theory

Marketing Research

Services Marketing

25

1
(44.0)
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Aesthetics : Appearance Management and Self Presentation "
Semiotics of Apparel and Related Consumer Products

Theories & Models in Consumer Sciences

The Ohio \pyot. of € 11
State Pr. of Lonsumer | ¢ cumer Behavior Social Psychological of Clothing 27 407
University & Textile Sciences K (40.7)
The Global Consumer Fashion Theory
Group Studies Indenpendent Studies
Textile and Clothiing Industries Current Topic in Merchandising
E-tailing in Apparel Textiles Seminar
University Dept. of Tgxtile, Clothing and Human Behavior Retailing of Apparel and Textiles 7
of Georaia Merchandising & . . i . 13 (53.8)
gl Interiors Apparel and Textile Economics Apparel Theories and Methodologies :
Apparel Trade and International Retailing
Merchandising Strategy Analysis
Specification and Evaluation of Textiles and Apparel
Social and Psychological Aspects of Apparel
University Special Topic in Merchandising, Apparel and Textiles
of Independent Study in Merchandising, Apparel and Textiles
Kentucky | Dept. of Human . o 17
Economics of Environment Retail and Distribution Management 22 (77.3)
Merchandise Consumer Issues Electronic Retailing
Sourcing Textiles for Consumer Introduction to Merchandising
International Merchandising Problem Solving in Merchandising
Aesthetic Experience in Retail Merchandise Planning and Control
Marketing Management Business Management
Clothing Design, Merchandising, and the Consumer
International Developments in Textiles and Apparel
Dept. of Design, | Retail Promotion and Consumer Decision Making
University Housing & . . 10
. 24
of Minnesota |  Apparel-retail Advanced Buying and Sourcing (41.7)
Merchandising | Innovation Theory Retail Buying
Multichannel Retailing Principles of Marketing
Visual Merchandising Foundation and Clothing Studies
Introduction to the Textile and Apparel Industry
Textiles and Apparel in the Global Economy
University of De%z. X]i::r):liles Softgoods Consumer Behavior Retail Financial & Merchandising Control ” 10
Missouri Management Fundamentals of Management Retail Marketing and Merchandising (90.9)
Principles of Marketing Survey of Business Finance
Softgoods Retailing Fundamental of E-Commerce
Supervisory Control and Data Acquisition Systems for Textile Manufacturing
Strategic Technology Management in the Textile Complex
X Global Textile and Apparel Business Dynamics
Dept. of Textile, ) .
University Apparel, Special Studies in Textile Technology Management 4 9
of N.C. Technology & Supply Chain Management and Information Technology in the Textile Complex (19.6)
Mana; t
gemen Competitive Strategy and Planning for the Textile Firm
Textile Enterprise Integration Total Quality Management in Textiles
Seminar
Clothing & Human Behavior Appare] Marketing & Production
University of Dept.of Textile, | proplems Social Psychology of Clothing 2
Nebraska Clothing Topi Merchandisi 34 (23.5)
& Design opICs erchandising

Independent Study Advanced Problems
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Dept. of Textiles,
Retailing &
Consumer Science

University of
Tennessee

Strategic Managerial Retailing

Professional Project

Advanced Topics in Retail and Consumer Sciences

Consumer Product and Services Management
International Trade and Retail Analysis

Research Methods, Models and Measurement in Retail and Consumer Sciences

Retail Strategy and Decision Making

Special Topics in Retail and Consumer Sciences

11

Retail and Consumer Sciences Literature and Thought 17 (64.7)

Theory in Retail Environment

Retail Consumer Behavior

Economics of the Textile & Apparel Industry

Advanced Topics in Apparel Marketing Advanced Topics in Consumer Behavior

P:{;ilcrll::ic Dept. of Apparel, | Marketing Channels &Logistics International Marketing Strategy
Institute and Housing & Marketing Policy & Strategy Marketing and the Internet 24 13
State Resource (48.1)
University Management | Apparel Manufacturing Merchandising Strategies
Consumer Behavior International Production and Trade
Retail Management Buyer Behavior
Washington | Dept. of Apparel, | Apparel Merchandising Analysis Topics in Apparel and Textiles
it 3
State Merchandising & 11 ©7.4)

University

Interior Design | Special Projects or Independent Study

UAesthetics A2 08738 A8|x}F @ An)AlE] #d o] £dEo] 91S

v= o8& Research & HFH}E-2 Research
Method, Statistical Methods, Market Research 5]/
YiE & &3 2t} Oregon State University
74 9 AEo] =] 21, Oklahoma State
University®} University of Minnesota 63+20]gjt}.
Research T w350 57121 th8k2 The Ohio State
UniversityS12Z 470%) o8& University of Tennessee,
Virginia Tech®] 21T} Michigan State University, University
of Georgia, University of Kentucky< 33H2-0] 7] %]
o U2 ™ Research ZHE-47} 27021 tl8H& Kansas
State University, University of N.C, University of Ne-
braska, Washington State University?l2Z Florida State
University, University of Missouri~= 17} 23}-&-0] 74
Hol Pt =] thekdol| )48 Research Method
#H wIE-L gug W 2.705eH v sk e
A T Wi 3.0 ST AA wae
th &t Research Method T W}-E9] H]S& A HH
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ol AL FEo] A FH o 3lE #olATh
AR, w5 tishd e A 35 S s dnA" S B
2% 3= 9o Principles of Marketing, Marketing
Channels & Logistics, Retail Management, Marketing
Policy & Strategy, Marketing and the Internet, Marketing

73
ki3

Management, Business Management 53 722 #%t
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