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Abstract : In order to understand the two-dimensional cultural cycle of clothing brand marketing and help enterprises to
better carry out brand marketing promotion, the two-dimensional marketing activities of clothing brands were analyzed based
on the cultural cycle theory proposed by Hall, the father of British culture research. The marketing process ranging from
publicity to aftersales service of products and quadratic cultural symbols are characterized, identified, produced,
consumed, and ruled by different subjects were investigated. It is concluded that the two-dimensional culture marketing of
clothing brands needs to pay attention to the following points: enterprises should choose the two-dimensional culture that

matches them according to their own corporate culture and brand positioning for marketing; the use range of two-

Research on the Two-Dimensional Cultural Cycle in Clothing Brand Marketing

dimensional marketing needs to match the current situation and conform to the context of consumers.
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Tab.1 Virtual image endorsement in clothing brand marketing
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Fig.1 Influence process of quadratic representation based on cultural cycle on other clothing brands
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