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Analysis and Optimization of Garment Brand Development Process

HUANG Yan, SHEN Lei”
(School of Textile and Clothing, Jiangnan University , Wuxi 214122, China)

Abstract : Through the overview of the status of China$ clothing brand development,the current paper emphasizes the need
to enhance the added value of the product. The clothing brand development process could be summarized as three levels,
namely, research plan, design and development, and marketing. This work describs the general pattern of clothing brand
development, puts forward suggestions for the optimization of clothing development ,in order to enhance the core competitive-
ness of Chinas clothing brand, realize our good wish of " stepping out into the international market" .
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