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Promotion Strategies of Designers” Research and Development Ability
for Womens Wear Brand Based on Terminal Sales Data
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Abstract ; In the fierce market competition of womens wear, the competitive force of womens wear brand relies on its
research and development mode. As the core of product research and development, designers directly affect product sales.
In order to better encourage the enthusiasm of designers, enterprises should adopt a scientific way of performance mode, so
that designers can design products more in line with market demand, so as to improve sales. By listing the design cases of
women$ wear brand products, and combining with the analysis of pictures and charts, this paper expounds the relationship
between women$ wear terminal sales data and brand research and development capabilities, and also summarizes the strategies

for improving women$ wear brand product research and designers”development capabilities based on terminal sales data.

B T 2% 3w $H & BUHE 203k mm VT M A &2 BE 1R TR

Key words : women$§ wear brand, product research and development, design mode, terminal sales, date,designers”

oot LA 2R DA G A S e Ak D S e ey, K]
PAZT R R —H i 3 B Bee st mAE Sy
AR R RIAZ G, B RAE  RR  E .
L £ 5 HH B IR , 7 5 S BUR AT B, IR
WAL 2R ST I AR T I AT, B
SO B 0 EERZ i T AR i Bk
Z AP BUBILR , Bt IR LA AR fid B Fr) 00 25
ke T Xof 2w B B AT L SO R T 3 BN ek
PR o BT B 2 B AR O,
FELR 0, Rt SRR 22 9 S0 32X, TR A B
TR TARRS, IR HL45 7 H 0 2 1E s & 0

YRS EHA:2019 04 —04; {&iT HHJ:2019 -09 -20,
EEWA : AP ZAFHFIH (18C6192)

PO, (AR 58 R S AR A A AT RE B T IR
B BT AR B

SCrP A X [ P S BT U Ak B 5 2 R A
JEBAR I 73 A7, L2 il R 1), ¢ 30 42 e 2 26 i
FRBETH AT A BE 7 ) 1A% , DT B2 g A R i 2

1 E RS mhizitimRy 2
YU 20 4725 il i 2 J [ 4 e 5

FEl A1 Ak [ XA B, 38k A7 — S 22 1, T3 [
LR AR IR AR S5, A B ol S A

EBEE T WBUR (1985—) , 2, YFI Ao RO 168 i WA e it IR it IR S A8 8T

Email :396562769@ qq. com



- 558 - AR

3

=i 8 4%

1.1 EASP R HIR R B Z 5Tt

TEFF R 2 3 il R0 R e A e, BT UG
i LSRR R B TR, T OX — B
JEH 2Ok B TP T OF &l 517 H 1 1 T
PR R s QI Ta i o IAVR 22 ] s e I 25
TR SEA b ) e 3 s o ] R B 8 i 3
Uili AT BA 2 it R G2 A SR B S BT K . 1980—2015
AR B R 2 s MR SR Bl 1 B

[ A R

R BTSSR
R ) 11 B

1
oh LT BT A R

12 3 4 5 6 7 8 9 10
TR/ 4

Ao BRI B AR

Fig.1 Flow rate of women$ fashion designers at home
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Fig.2 Terminal sales data of the first 7 weeks
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Fig.4 Experiment of fitting
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Fig.5 Sales statistics of style number TS 42445 of women$
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Fig. 8 Sales statistics of style number TS 53018 and
TS 53097 of women$ wear
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