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Research on the Female Clothing Brand Selling in Large Shopping
Malls Based on the Wuhan City$

HU Yuqgin, ZHONG Anhua
(School of Fashion, Wuhan Textile University, Wuhan 430073, China)

Abstract ; Developing high — end clothing brand in the world is an important way to upgrade Chinas garment industry and
strategic transformation. In this paper the 340 brands of ladys wear in 11 large shopping malls of Wuhan were researched,
then a database of those womens brands were established. The development distribution and survival status of china created

high-end womens clothing brands were analyzed by SPSS data analysis software. And through the survey , the current de-

velopment and the implementation effectiveness of Chinas apparel brands development strategy has been studied.
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Tab.1 Proportion of domestic and foreign fashion brands

in Wuhan large department stores
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Fig.1 Brand market share of brands coming from dif-

Il

ferent sources
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Fig.2 Ratio for brands selling in more than three stores

of all brands selling in the store
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