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Research of Knitting Brand Extension Strategy Based on the
Influence of the Brand Strategy
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Abstract: With the rapid development of Chinas economy and the increasingly fierce competition in the market,as well as
the current market segments continue to deepen, Brand strategy has become increasingly brought to the attention of the
enterprise. Analysis of the deep connection between the brand and the product from a strategic perspective, The brand exten-
sion strategy of knitting brand is analyzed and the brand extension is viewed dialectically. Through the collection and
analysis of domestic knitting brand cases, this paper points out the choice of the strategy of knitting brand extension. It also
analyzes the influence of brand extension strategy on knitting brand, and provides a theoretical reference for brand extension
activities of knitting brand.
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Fig.1 Model of brand extension
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Fig.2 Brand extension strategy of overall importance
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Tab.1 Sub-brand cases of various domestic knitted brand
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