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Application of Fashion Brand Image Building
From the Perspective of Cultural Marketing

XUE Fan, SHEN Lei”
(Key Laboratory of Eco-Textiles, Ministry of Education, Jiangnan University, Wuxi 214122, China)

Abstract ; Cultural marketing is a marketing tool which plays an important role in enhancing the added value of brand.
Therefore, more and more attention has been paid to garment enterprises. This article through to the cultural marketing
connotation carries on the analysis research, uses the cultural marketing strategy to mold to the clothing brand image,
studies the cultural marketing to the clothing brand image formation influence. Based on the cultural marketing strategy, the

cultural value is attached to the clothing brand, and the added value of products and brands is promoted, so as to achieve

the win-win goal of consumers and enterprises.
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Fig.1 “JNBY” clothing design
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Fig.2 “EXCEPTION” store image design
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Fig.4 “Monkey Boy Club” advertising cross boundary
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Fig.5 “Photo Studio” exhibition campaign
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