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Investigation and Analysis of Brand Value of Hangzhou-Style Womens Wear

FENG Jiajing, ZHANG Yiling"
(Applied Technical School, Jiaxing University , Jiaxing 314200, China)

Abstract : Using the method of questionnaire investigation, this paper selects Hangzhou-style womens wear brands as the
research object, analyzing the perceived value ('mainly from the perspectives of the practical value,social value, and brand-
self consistency) of the brands. According to the results, this research puts forward several feasible suggestions on how to

enhance brand value of Hangzhou-style women$ wear brands.
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Fig.1 Practical value of Hangzhou-style womens wear

brands
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Social value of Hangzhou-style women$ wear brands
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Fig.3 Brand and self consistency of Hangzhou-style

women$ wear brands
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