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Analysis of Etams Competitive Environment in the Chinese Market
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(College of Textiles and Clothing, Qingdao University , Qingdao 266071, China)

Abstract: With the continuous deepening of the clothing market segmentation and the increasingly fierce competitive envi-
ronment, the domestic apparel industry has undergone tremendous changes. Etam has experienced various stages of market
changes since entering the Chinese market and now faced with continuous decline in performance, Etam will adjust its
development strategy to adapt to the current competitive environment of the apparel market. Through the analysis of Etam$
development status in the domestic market and its development difficulties, using the five-force analysis model, the author

analyzes Etam’s current competitive environment in the Chinese apparel market and makes recommendations on Etam’s

development strategy at this stage.
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Tab.1 Achievement of Etam in 2011—2016
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Fig.1 Potters five force model
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clothing industry from 2011 to 2015
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Tab.3 Market segmentation and brand camp in the gar-

ment industry
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