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Design Management Strategy and Innovation of Heilan Home Clothing

LI Ying
(College of Information Technology and Communication, Hexi University, Zhangye 734000, China)

Abstract : On the basis of elaborating the design management strategy of clothing brand, this paper analyzed the successful
case of design management of national clothing brand Heilan Home, and clarified its characteristics of design management
in different production stages, from the perspective of innovative lifestyle. The results show that through design
management , profit-oriented business information can be transformed into elements such as style, color and texture in
clothing brand design, as well as humanized marketing. Reasonable design management strategy and innovation conscious-

ness are powerful driving force for the development of clothing brands. The exploration of design management can encourage

designers and consumers to participate in the design, help promote the construction of design management theory system

and industrial transformation and upgrading.

Key words: Heilan Home, clothing, design management , innovation, life style
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