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Analysis of Clothing Brand Joint Marketing
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Abstract ; In recent years, many clothing brands have chosen the joint marketing method. This paper summarizes the current
joint marketing method of clothing brands through some cases, analyses the problems in the joint marketing, and explores
the motivation of brand in choosing joint marketing by means of literature review and data collection. Then the paper
discusses the psychological situation of consumers when they face joint-name garment through questionnaire survey.
Suggestions are put forward for better joint marketing of clothing brands. It is believed that when carrying out joint
marketing, clothing brands should reasonably choose cooperative brands, pay attention to the exposure of joint events, and

pay more attention to the quality and design of joint clothing products, which will be conducive to the effect of joint

marketing and brand building.
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