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Status and Trend of Clothing Brand Transformation and
Upgrade under the New Retail Mode

NIU Sijia, SHEN Lei”
(School of Design, Jiangnan University, Wuxi 214122, China)

Abstract ; By interpreting the new retail model, the data of foreign brand value lists and domestic online sales rankings were
summarized, and the status of domestic and foreign clothing brand development was analyzed from the ranking situation.
During the transformation of apparel brands, there are three problems, that is, cost pressure, low supply chain and shift in
consumer psychology. It is considered by this research study that clothing brands can transform and upgrade in three ways,
viz. digital intelligence, global marketing and experience consumptionbased on the characteristics of new retail " people,
goods, and market" , and provide value to the transformation and upgrade direction of clothing brands in the new retail
model Reference has profound practical significance.
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Tab.1 Ranking of interbrandat top 100 among global apparel brands from 2015 to 2019
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Tab.2 2014—2019 the top 10 list of ""Double Eleven' women$ clothing salesreleased by Tmall

J¥ 5 2014 ARG EHES 2015 ARG RHES 2016 AR S EHES 2017 AREAEHES 2018 4RSS 2019 4F S HEA
1 A A R A R AR PA A
2 A B A Ar ONLY VERO MODA ONLY U F
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5 WA Wi g FrE DR A eS| ONLY
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1 KR 2018 AL EEF A~ miBE R«
Fig.1 Bosideng 2018 New York fashion week show
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Fig. 2 Global marketing analysis diagram based on
""people, goods and field"
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