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Segmentation of ''80s'' Intellectual Women Based on
Clothing Brand Value Perception

ZHANG Yiling, CAO Chaochan
(School of International Education,Zhejiang Sci-Tech University , Hangzhou 310018, China)

Abstract : Based on the theory of perceived value, this paper took the "80s" intellectual women group as the research object,
and used factor analysis to measure and test the perceived value dimension of this group when buying clothing brands.
Besides, cluster analysis was used to subdivide the group. The results showed that the dimensions of consumers” perceived
value of clothing brand included functional value, aesthetic value, symbolic value, emotional value, cognitive value,
perceived payment cost and perceived use cost. Based on the different demand motives for clothing brand value, the investi-
gated groups were divided into four categories: social type, self-expression type, emotional type and practical type. The study
could provide theoretical basis for the precision marketing of clothing brand, and help to develop the marketing strategies.

Key words : consumer perception, perceived value, brand value, group subdivision
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Tab.1 Revised perceived value measurement scale
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Tab.5 Cluster analysis results
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