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Effect of ILP Design of Apparel Retail Receipt in Brand Marketing
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Abstract : Through investigating retail receipts of different apparel store, this paper analyzes its information design, layout

design and personalized elements design, explores the application law of ILP design of apparel retail receipt,and summarizes

its role in the apparel brand marketing value system.

Key words :retail receipt,ILP design,brand marketing,apparel store,personalized information

W ke 2245 1 K B, T 58 4 BB A,
T B 00 A 7 ORI 1 i A AR e 52
Tt i) B 2 A, AT 75 4 VA 49 9 A R
BeRes, B A 25 A E HEAE

I B B SR e B R A 45 U B A A — b
HA AR 1 ) S UE , R B 10 5% 1 2 1Y
T 9% >0 B0 TH 2K A 2 oKk 5, EA B TRIR
XE B E ) T Mo REE 5 B BOR B P & g, B
TE B S35 K3 T T 2 N, SO T 10 S5 R i
i S LML, HOOE I 3 B L 2R T B AR
AIRCR . A TR ML) & B, 45 S0 B A
AR AR R BB E LS. BRIk
R RIAZE UM 552 T 2 I 7 K [ P e 8 R L o
2 ity LA ol J 2 ) R A b A B R T
EBEATE, A B AR BAR B 4 P HE P e
Fesz, HETRE B E W 2 AT e AR R IR A%
B SR B T A R B R N A S O AR I R
W4, SR B R G T B A ik T AR

WS EHA:2017 02 - 10; f&iTHH3:2017 -03 - 24,
1EE R Ir bl (1992—) & AR5 E

ZESEAAH R 58 4 T B BB, I, 23 Mk
FERHE T S B BT ML RS B A T
{EYSeYEs
HENEFEAAR L, WO H S5 ks E RN
FEL R R e, T S LI 2 R BT E R
it BB PR b AN BT B LR, B A BRAE Y
CEREE YT AR 2 T BRI WS, AR
NEHERR PRI T HAT, BN
HRTHIEN T AT Hod X4 b
TN W /N B R AE s LR DR
AT AR A 2 B3R 1 BB TR A1 Jey X JE A2 i 110 B 22
P s Ml o ) A S R e T N S
BB AT PR 2 2R T T /NS
TET 5 A N R R R e A &M
R S D PR I £ BE 3T T A TS 4 7
JSE 4 IRV L S A 4B R T S Al T
EHRIEAE REORBR AT R0, b3k SRk
(10 25 IR A 3 5l 1) 2 S 00 , B X i e

* BAREE REI(1981—) 55, YFIm, k. FEWF5T7 [ IR %5 B o Email :2em1229@ 126. com



- 274 - B R F IR 2%
A TG, BV A HAE B Th i A e ol 5 A EIn

B A5 LA I T HEAT RGETIE, RAIE AT R, N
BIMAEIHRERA

FIT, o B 2 28 Kk ok fe B li 3 0 0 Y [
HAELTE AR SRR IR, F 1l A 2 b A 2l R
PRI AP 20 T B g, 3 T R A o S S Y
= 8 W A1 4 4k o & (Information Layout and
Personalized element , ILP) 15 114 B & 55 5 I 19 52 i
e IR e B ik Bl A B g b R A S E AR
SO R R IR T AR A, DL UE S O H
R R R B SR A B RO RS 6
B AL TC R R4S B IEATIRIZ ST, IR S A K
S8 53 BT Il e A S A 1) TLP 15230k il L8 8 1)
BAEHT, DL PR 4 v 3R IR 2 R A S

1 FEZRMILP gt

FEFROBOT FEAH 3 RER, IFER
(Information) 53t MU ( Layout) B it M 1EAL T
2 (Personalized element) %11,

1.1 E|EFERE

SHEREFEEIE P REMMPNITR, ME
PRSI A5 D 3 , anof 31 2% 5 45 52 L L F0
THALIXEEAE B, SETHF B A TR 15t 454 4
HIE,

L1.1 fAe By S50 98 I e TE 15 B 26
TR S B e RO B A 2, LA I LR 1,

®1 BREZEZHRZAEESN

Tab.1 Information analysis of apparel retail receipt
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Fig. 4 Member discount information on the back of

Sanfu retail receipt
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