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Evaluation of brand value of fast-moving clothing at home and
abroad from the perspective of consumers

WANG Zhendi GU Wen LIU Xiaogang
( Fashion * Art Design Institute Donghua University Shanghai 200051 China)

Abstract: In view of the demand for brand value promotion and strategic upgrading of China’s fast—
moving clothing enterprises 11 indicators are selected in this paper as the indicators for measuring the
brand value of fast-moving clothing based on the theory of brand value. This paper constructs the
evaluation index system of the brand value of fast-moving clothing under the consumption perspective by
using the analytic hierarchy process. On the basis of this this paper selects four domestic and foreign
fast-moving clothing brands representative in the market ( as below) and collects data about the
evaluation indexes of these four brands among 351 consumers across five provinces and then conducts an
analysis and comparison of the brand value of domestic and foreign fast-moving brands by way of SPSS
software. The result shows that the brand value of the fast-moving clothing brands can be divided
according to four dimensions among which brand loyalty and brand awareness have significant influence
on the brand value evaluation. According to the variance analysis the brand value of these researched
brands can be sorted as follows from high to low respectively UNIQLO H&M Metersbonwe and
Semir.
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