ETRESH MoK F R Vol.7 No.5
2022 4 10 A Journal of Clothing Research Oct. 2022

HEEMERMERE T " —KR T F" ki FH R B

BRI, ERE
(LITBA%¥ BT B, T K4 214122,2. LB A% T4 4 4 4R 038 291 % %, T
B 2141223, B4 I UL LA SR T A B4 214063)

B OEASBN— RS FIRELTHEL N R P B PR, AN A B e A7, 183 IR
KRR R R A AT R e HNAL RS, AR AT A R A, B AT R E ML RS 3 A4
B LA RHEEN —R S FIREG RO RIE X A, 4 TAR I B F ed i B 4,
XL E S EEZHFRTAG T AR R YA Z, ANAR TR SRR T @ EE)
B — RS F IR T KR 6 B R Rek AR B g e T B

KEHR: —RKEFMER R HFRFR ARG, THEHE S

HESES FT713.55 XEERER: A XE4HE:2096 - 1928(2022)05 — 0446 - 06

Application Strategies of ''One for All'" Clothing from
the Perspective of Consumer Value Perception

LIANG Huie'?*?, WU Chengmian'~
(1. School of Design, Jiangnan University, Wuxi 214122, China; 2. Intangible Cultural Heritage Research Base in Jiangsu
Province, Jiangnan University , Wuxi 214122, China; 3. School of Media and Arts, Wuxi University, Wuxi 214063, China)

Abstract :In view of the problems existing in the promotion of sustainable consumption of "one for all" clothing, this paper
analyzed them from the dimension of value perception to enhance consumers”value perception and promote the occurrence of
consumption behavior by innovating clothing application strategies. It analyzed three dimensions of consumers ~ value
perception, and believed that only by paying attention to the functionality, emotional value and design concept of " one for
all" clothing, can consumers”value perception be improved. On this basis,it analyzed the production path and influencing
factors of consumers”consumption behavior, and summarized the application strategies that can be adopted by " one for all"

clothing from two aspects of content strategy and publicity strategy,in order to help them solve the market difficulties.
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Fig.2 Transformation path between consumer value

perception and consumer behavior
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Fig.4 A case of "one for all'" clothing
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