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Investigation and Analysis of Independent
Designer Brands in Shenzhen

ZHENG Yashu, WANG Yongjin ",
(School of Fashion,Beijing Institute of Fashion Technology, Beijing 100029 , China)

XU Ruiguang

Abstract: From the perspective of independent designers in Shenzhen, this paper investigated the basic information,

products, sales channels, finance, supply chain, organizational structure, development " pain points" and future
positioning of independent designers in Shenzhen by means of questionnaire and in-depth interview. It was concluded that
Shenzhen independent designer brands were generally established in a short time and small scale. The sales channels were
mainly wholesale. The products catered to the market, and the demand for talents and funds was not met. Besides the

supply chain problems were still unsolved. According to the "

pain point" of brand development and the future positioning,
this paper puts forward suggestions for the brand itself, the government relevant departments, media and consumers.

Key words : Shenzhen, independent designer brands, brand status, brand investigation
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