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Construction and Application of an Recognition Model
for the Original Online Clothing Brand Image
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(1. Department of Textile and Fashion,Hunan Institute of Engineering, Xiangtan 411104 ,China; 2. Department of Mathe-

matics and Physics, Hunan Institute of Engineering, Xiangtan 411104, China)

Abstract: To improve the recognition degree of the original online clothing brand and enhance the comprehensive competi-
tiveness of the brand, a new clothing brand image recognition model is constructed by using the Defill method and the AHP
(the analytic hierarchy process ) method to build an index system. Four well-known clothing brands are chosen to testify
this clothing brand image recognition model, and the outstanding differences and similarities are discovered by the variance
analysis method. Then this new recognition model is applied to upgrading the enterprise brand " NAZICUI". Throug the
analysis on the data of the number of visitors, the attention rates the volume of businesses, the results show that this model
is feasible and effective, this provides an effective method for the identification and transformation of the original online
clothing brand image.
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Fig.2 Weight distributions of the second level indexes
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Fig.5 Mean value diagrammes for each index
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