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Composition and Analysis of the Research Factors of the Market of
Womens Wear of High Brand Value

LI Hongkun, LIU Qiong
(Tnstitute of Garment Design, Jiangxi Institute of Fashion Technology, Nanchang 330201, China)

Abstract : In order to find out and meet the demands of the consumers, when the garment enterprises are planning for the
new products development plan, they should make full market research to ensure that new products will receive good re-
sponse on the market,so as to strive for greater market share for the enterprise. This thesis takes a woman dress brand in
Jiangsu as an example , divides the market research into emotional factors and rational factors. The emotional factors in-
clude international trend research, competitive products research, street fashion research and fabric material market Re-
search ; the rational factors include clothing sales data research and target customers research. Two complementary factors
are interdependent, their research contents can in a large part ensure the successful carrying out of the next seasons product
development .

Key words : women$s wear brand, emotional factors, rational factors, market research
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Fig. 3  Age distribution of the target customer of a

brand in Jiangsu

5 He/%

W PRI R
U4 OFFICE Mgyl ZIEA BEBR B Xl H %

Hae  mi #E RS

4 MEREETF
Fig.4 Customer dress style preferences
TERTIUE AT I FXUKS 2 (7 A — E /9 T i), ib
ity Bt — 20 0 A LBk IR A9 3 4, kst 13"1‘%
TR 236 O B AR R AR VTR B
W S R B 5 B2 3R LN S Bz o Herp, AR
P A B ARG 1, YGRS, A IR

FEGIEEHL R 3, 5 HEHEA 2 4 B TR [ AR 2
Wi 5 Al e o A PG o
251

& /%

AT ECOE A A

W i TR R

uJJ_)L

BS BEMIRROZMERILER

Fig. 5 Factors accounting for customers purchasing

decision
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Fig.7 Price range of a women$ wear brand in spring
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