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Chinese Clothing Brand Innovation Strategy in the Age of Big Data

SHEN Lei, ZHANG Jingyu
(School of Textile and Clothing, Jiangnan University, Wuxi 214122, China)

Abstract : In the coming era of big data, the brand marketing era which takes the brand competitiveness as the core brings
opportunities and challenges to the clothing enterprises. In the current study, Chinas clothing brand development status and
existing problems have been analyzed through the research of domestic and foreign brand value rankings. The future deve-
lopment trend of Chinas clothing brand has been analyzed from several aspects of extending the industrial chain, mode of

operation, the use of science and technology, cultural connotation and brand image building, mobile marketing type of

enterprise management. And this paper proposes several ways for clothing brand innovation.
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Tab.1 Clothing brand ranking of Interbrand best global

brand top 100
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Tab.2 Clothing brand ranking of“ China$s 500 most valua-
ble brands in 2015”
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Fig.1 Textile and apparel brands proportion analysis of
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China$s 500 most valuable brands
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Tab.4 ‘HLA’ income data
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