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[JSDS Abstract]
Brand Diversity and Platform Retail Equity

Dong Il Lee (Sejong University)
Sae Rom Kim (Sejong University)

The role of commerce platforms in the retail industry has been growing steadily. A core
function of commerce platforms is to serve as intermediaries between consumers and brands
in online environments. As the influence of commerce platforms has increased, however, a
growing number of firms have entered this market, intensifying competitive pressure among
platforms. In response, commerce platform operators have expanded their functions beyond
simple intermediation and have increasingly taken on a broader range of roles.

Among these expanded functions, one of the most fundamental is the assortment function,
which involves selecting, managing, and supporting brands offered on the platform. This
function, however, gives rise to a number of important managerial issues. For example,
should a platform support new brands that are launching their products through the platform,
or should it prioritize established brands that have already entered the market? Should the
platform focus on independent brands operating as standalone brands in the domestic
market, or should it onboard brands operated by firms that manage multiple brands in the
domestic market? Alternatively, should the platform expand its assortment by introducing
international brands?

Brand equity refers to the strategic asset embodied in a brand, which is evaluated based on
consumers’ awareness of the brand and the distinctive associations they develop toward it
(Aaker, 1991; Keller, 1993). From the perspective of retail firms, this concept can be
extended by considering the synergy between brand equity and the strategic assets generated
through the retailer’s contribution to brand growth. This concept can be defined as retail
equity (Arnett, Laverie, & Meiers, 2003; Pappu & Quester, 2006).

Furthermore, commerce platforms can develop platform retail equity by communicating a
distinctive image to consumers through their product assortment and overall retail service
functions, while also enhancing sellers’ selling efforts. This study extends the concept of mall
equity, whereby a commercial space hosting multiple brands possesses equity of its own (El
Hedhli & Chebat, 2009), to the online platform context and conceptualizes platform retail
equity as the platform’s asset arising from the interaction between the platform and the
brands it selects. Accordingly, this study aims to investigate the characteristics of brands that
generate synergies through platform retail equity and, in doing so, provide insights into
managerial decision-making regarding brand assortment composition on commerce
platforms.

To preliminarily investigate the research questions, this study analyzes data from 10,873
brands that joined MUSINSA, one of Korea’s leading fashion commerce platforms, between
2020 and 2025. The dataset includes annual sales data for each brand for up to six years
following its entry onto the platform, through 2025, as well as information on the date of
platform entry (the date of first product registration). In addition, brand launch year, country
of origin, and product category variables were identified and classified using artificial
intelligence (Al) tools by the researcher’s instruction.
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The independent variables were operationalized as follows.

First, based on the time elapsed between a brand’s market launch and its entry onto the
platform, brands were classified into three types: new brands, for which the brand launch
year is same as the platform entry year; developing brands, for which the interval between
the platform entry date and the brand launch date is one to five years; and established
brands, for which the interval between the platform entry date and the brand launch date
exceeds five years. Second, small brands, with first-year sales of less than KRW 100
million; medium-sized brands, with first-year sales of KRW 100 million or more but less
than KRW 1 billion; and large brands, with first-year sales of KRW 1 billion or more. Third,
brands were classified according to their organizational and geographic origin as
independent brands, referring to brands operated as standalone brands in the Korean
market; affiliated brands, referring to brands operated by companies that manage multiple
brands in the Korean market; and international brands, referring to brands whose origin is
outside Korea.

As control variables, the analysis includes the number of product listings on the platform,
the number of selling days in each year, and the product category classified on the
platform’s sales page.

The results of the fixed-effects panel regression analysis indicate that new brands exhibited
faster sales growth than developing brands, while the difference between new and
established brands was not statistically significant, suggesting that platform retail
equity may contribute to the growth of new brands. However, affiliated brands exhibited
faster sales growth than both independent and international brands. This finding is consistent
with a potential role of brand equity in brand growth on the platform. In particular,
brands offering multiple product categories exhibited faster sales growth than those
offering a single product category, providing evidence of the effect of product-line breadth.
In contrast, medium-sized and large brands showed faster sales growth than small brands,
suggesting a scale-related growth advantage within the platform.

This study provides implications for commerce platforms in developing more effective
approaches to brand selection and support by identifying the types of brands that can better
leverage the platform’s retail capabilities. The findings may also contribute to managerial
decision-making aimed at strengthening the platform’s role in nurturing new brands
and supporting their successful market entry through the platform.

Future research will further examine the robustness of these findings by using weekly sales
data instead of annual sales data. In addition, given the experimental use of Al-generated
variables in this study, future research will assess the classification accuracy and validity of
Al-generated variables and explore the potential for generating additional research variables
using Al-based methods.

The findings may also be extended by incorporating additional brand attributes, such as
target-customer fit and brand reputation. To this end, future research could expand the use
of content analysis by incorporating Al-generated variables and examining the agreement
between Al coding and human coding. Such an approach would provide a basis for
establishing the validity of the research variables and further enhancing the methodological
rigor of the study.
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From Digital Adoption to Dining Out: The Impact of On-Demand Food Delivery
Platforms on Food Consumption

Sungho Park (spark104@snu.ac.kr)
Korbit Chaired Professor of Business, Professor of Marketing

SNU Business School, Seoul National University

Abstract

On-demand food delivery (OFD) platforms have become a major channel for obtaining
restaurant food, yet their effects on consumers’ broader food purchases remain unclear. This
study examines how OFD adoption changes consumption across food sources (restaurant food
and groceries) and channels (delivery and dine-in), and whether its effects depend on prior
dining experience. We analyze individual-level transaction data from a South Korean digital
wallet application using propensity score matching and a difference-in-differences model with
individual and week fixed effects. Adoption increases restaurant-food spending by 34.2% and
purchase frequency by 0.40 transactions per week, while grocery consumption shows no
statistically significant change. Dine-in spending also increases by 8.7% and restaurant visits
by 0.13 per week, indicating a positive spillover from delivery to the existing dine-in channel.
We propose that restaurant information available on OFD platforms and firsthand experiences
gained through delivery orders reduce uncertainty surrounding dine-in decisions. Consistent
with this explanation, the dine-in increase is weaker among consumers who rely more heavily
on chain restaurants or repeatedly visit familiar restaurants. The relationship between channels
changes with prior dining experience: dine-in spending rises by 20.4%-23.4% among
consumers with limited experience but falls by 4.3%—8.2% among those with more experience,
although the smaller decline is significant only at the 10% level. These findings suggest that
the informational value of OFD platforms diminishes as consumers gain restaurant knowledge.
This study shows how a new digital channel can expand restaurant demand while either
complementing or displacing consumption through an existing offline channel.

Keywords: Food delivery platforms; dine-in consumption; multichannel consumption;
uncertainty reduction; prior dining experience
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[JSDS Abstract]

The Global Success of K-Beauty: Competitive Advantage
through an Integrated Value Chain

Seong Ho Lee(Hanbat National University)
Chun Han Cho(Gyeonggi University of Science and Technology)

1 Research Background and Purpose

K-beauty has grown rapidly in the global cosmetics market through strong product quality, reasonable prices,
fast product innovation, and the worldwide popularity of Korean culture. Its exports have expanded beyond
China to North America, Europe, Japan, Southeast Asia, and the Middle East. SMEs accounted for 72.8% of
Korea's cosmetics exports in 2025, and the number of cosmetics-exporting SMEs exceeded 10,000. These
results show that the global growth of K-beauty is supported by a broad industrial ecosystem, not only by a few
large companies.

Previous discussions have mainly explained this success through the Korean Wave, social media, digital
marketing, and successful brands. However, these factors do not fully explain how SMEs and indie brands can
develop many products and enter overseas markets without owning factories, large research centers, or global
distribution networks. This study examines the shift from a vertically integrated industry led by large companies
to an integrated value chain connecting raw materials, OEM/ODM manufacturing, packaging, brands, and
distribution platforms. It also explains the roles of SMEs and how cooperation among specialized companies
creates global competitive advantage.

2 Development of an Integrated Value Chain

In the past, large Korean cosmetics companies carried out research, manufacturing, branding, and distribution
within their own organizations. This structure changed with the growth of specialized OEM and ODM companies,
the separation of manufacturing and responsible cosmetics sales, and the expansion of packaging specialists,
health and beauty stores, online platforms, and global e-commerce.

The integrated value chain in this study does not mean that one company owns every stage. It refers to an open
system in which specialized companies maintain their own capabilities while working together around a
product or market opportunity. Companies can combine external technology, production, packaging, and
distribution resources instead of building every function internally. This reduces fixed costs and market-entry
barriers and enables faster responses to changing consumer demand.

3 The Roles of SMEs

SMEs perform important but different roles across the value chain. Raw material SMEs develop functional
ingredients and provide evidence of safety and effectiveness. Small and medium-sized manufacturers support
formula development and flexible production for new brands and specialized markets. Packaging SMEs
improve product functions, design, ease of use, and environmental performance while reducing development
costs through ready-made molds, rapid prototypes, and small-volume production.

SMEs and indie brands play a particularly important role at the brand stage. They identify unmet consumer
needs and emerging trends and turn them into differentiated products and brand concepts. By using external
manufacturing and packaging resources, they can focus on consumer research, product planning, digital
content, marketing, and brand development. At the distribution stage, small brands use online platforms and
specialized distributors for logistics, customs services, marketing, and access to overseas sales channels.

005


sumiya yoshinori
取り消し線


SMEs are therefore key drivers of technological innovation, product diversity, new brand creation, and export
growth.

4 Competitive Advantage through Value Chain Integration

K-beauty's competitive advantage is created through the rapid connection of specialized capabilities. Brand
companies identify consumer needs, raw material companies provide functional ingredients, OEM and ODM
companies turn ideas into products, packaging companies improve product functions and design, and
distribution companies connect products with global consumers. This structure allows SMEs and indie brands
to launch high-quality products without building their own factories or large research centers.

Online platforms and global e-commerce further strengthen this system. Small brands can test consumer
responses online before expanding to local distributors, B2B channels, and major offline retailers. Sales data,
search trends, reviews, and repeat-purchase information can then flow back to brand and manufacturing
companies. The value chain therefore develops into a circular system in which market feedback supports the
next stage of product planning and innovation. This ability to learn and respond quickly is a major source of K-
beauty's global competitiveness.

5 Challenges and Policy Implications

Although the specialized value chain has lowered entry barriers, market entry does not always lead to
continued exports and long-term growth. SMEs often face greater difficulties after their first product launch,
when they need follow-up products, repeat customers, larger production, overseas regulatory compliance,
and stable distribution channels. They also face stronger global competition, higher material and logistics
costs, environmental regulations, counterfeit products, and intellectual property risks.

Policy should therefore move beyond increasing the number of new brands. At the entry stage, support should
focus on product and market testing. At the scale-up stage, it should connect production expansion, overseas
certification, local marketing, logistics, and distribution. Cooperation among raw material, manufacturing,
packaging, brand, and distribution companies should also be encouraged through projects aimed at actual
product launches and overseas sales.

6 Conclusion

The global success of K-beauty results from the Korean Wave, strong value for money, fast product innovation,
flexible SMEs and indie brands, and global online distribution. The system that turns these factors into products
and export performance is an integrated value chain based on specialization and cooperation. SMEs are not
secondary participants in this system. They are central to technology development, flexible production,
packaging innovation, brand creation, and market expansion.

Sustainable growth does not require every company to own every function. It requires strong expertise, close
cooperation, and a faster flow of market information. Connecting promising small brands with specialized
distributors and global platforms can turn early market success into continued exports, business scale-up, and
long-term growth.
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