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Abstract

This study explores the level of designer brands' market oriented attitude through a conceptual framework
of market orientation. Designer brands have rapidly increased in the Korean fashion market with a compe-
titive environment that pushes designers to improve market oriented attitudes and strategy. Designers work-
ing for 20 brands that the government designated as ‘promising creative designer brands’ were invited for
in-depth interviews, 19 designers from 18 brands participated in this study. The generation of market intelli-
gence that composes market orientation meant that the designers were confirmed to collecting different types
of information according to information sources. They showed interest in collecting information on the ex-
ploration of design trends from overseas designers as well as operational and managerial information from
domestic designers. Fashion-related stakeholders mainly collected feedback on design concepts from the
press and public institutions. They collected customer feedback from buyers; however, appropriate feedback
was inadequate. Designers generally appeared to place less value on the collection of customer responses
and opinions; however, two groups of designers showed customer-oriented attitudes according to accumu-
lated experience. The market-oriented attitude of top designers had an important role in designer brands;
consequently, top designers should be properly trained to improve market-oriented attitudes to increase mar-
ket performance.
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Table 1. Designer and Brand characteristics
Designer Brand
Age Carf:er . Opening Revenue (2013) Flagship | Seoul Fashion Week
(S (Yearsy | Dperience | Position Year | (Unit: million KRW) |  Store (2015 F/W)
(Years)
A 45 16 Owner 2004 910 X O
B 28 3 Employed 2007 1,000 O X
C 31 7 Owner 2008 490 X @)
D 34 6 Owner 2008 1,100 O @)
E 40 9 Owner 2008 540 X X
F 31 7 Owner 2009 1,360 O O
G 30 7 Owner 2009 250 O @)
H 26 3 Employed 2009 250 O O
I 35 8 Owner 2009 150 O X
J 37 12 Owner 2009 100 O O
K 40 14 Owner 2010 150 X X
L 41 3 Owner 2010 350 X O
M 32 4 Owner 2011 230 X O
N 35 11 Owner 2011 1,000 X O
) 28 3 Owner 2011 350 X @)
P 29 5 Owner 2011 400 O O
Q 36 8 Owner 2011 280 X X
R 32 10 Owner 2012 75 O X
S 35 5 Owner 2012 36 X O
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Fig. 2. Designer brands' customer orientation.
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Table 2. Summary of designer brands' market orientation

Category |

Results of Designer Brand

Market Orientation

= Intelligence Generation

Showing different attitude and collecting different types of information according to
information sources

- Customer Generally unconcerned or weak at collecting customer information
Showing interest in collecting information on the exploration of design trends from
- Competitor overseas designers, as well as operational and managerial information from domestic

designers.

- Stakeholder

They mainly collected feedback on design concepts from the press and public institu-
tions. They collected customer feedback from buyers, but appropriate feedback was
not being realized enough.

= Intelligence Dissemination

Market intelligence is easily shared due to the small size of company organization,
but usually rely on a top-down approach.

= Responsiveness

Market intelligence is applied to planning and marketing.

Top Management

= Emphasis

Designer's market orientated attitude influences staff, but designers generally display a
passive or negative perception to a push market oriented company culture.

m Risk Aversion

The level of risk aversion of chief designer is relatively low.

Organizational System

= Formalization

Designer brands generally show a low level of formalization due to the small size of
a company organization.

m Centralization

Designer brands generally show a high level of centralization for a chief designer ori-
ented company culture.

= Reward System tem looks weak

Reward system is not established and the recognition of the importance of reward sys-

= Training

The training system to build market oriented company culture is insufficient.
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