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FROM CONCEPT TO CONSUMPTION
——BRAND UNITS DESIGN OF YOUNG
WOMEN’S WEAR IN CHINA

ABSTRUCT

In November of 2002 when the Sixteenth National Congress of
China Communist Party was held, the strategy of establishing a number
of internationally competitive and recognized enterprises and brands was
formally initiated. In August of 2005, the Famous Brand Strategy was
clearly defined, and in December of the same year, it was listed as one of
the seven targets in the eleventh five-year plan for China’s social
economic development. Under this background, the brand building
endeavors for Chinese young women’s wear have been taken for years of
time. A large number of brands have been established. A few of them are
influential but uncompetitive, while many others take degrading tendency
after rounds of frequent advertising campaigns. In examination of China’s
young women’s wear market, the foreign brands take the influential and
dominant positions, which means a poor fate for Chinese clothes brands
and enterprises.

The worsened situation of China’s young women’s wear
manufacturing largely resorts to the shortcomings in the brand building

practices. Three disadvantages with brand building are most salient, poor



brand plan, uncharacteristic designs, and lack of cultural meanings. The
brand building professionals spent time in learning from the experiences
of some foreign successful brands, but they mostly made simple
imitations which only meant the repetition of outer forms or patterns, not
the real essence of the products, thus this type of efforts wouldn’t lead to
a lasting competitive brand. It is even worse that many Chinese
manufacturers of young women’s wear failed to realize these problems,
Even though proper attention has been paid to the brand building process,
they don’t have a scientific and effective set of application tactics for
brand strategy. Consequently, it is difficult for Chinese brands to reach
the international level.

The thesis studies the brand units design of Chinese young women’s
wear. The units design is the core and foundation of the visual identity of
the clothes brand. Based on the careful review of the theories and
published researches of consumer behaviors and consumer life patterns,
this paper examines the results of random survey on the attitudes and
opinions of Beijing young consumers toward the visual identity of young
women’s wear brands. Further, the paper discusses how the separate
consumer groups are formed up according to their consumption ideas
under the backgrounds of varying cultural beliefs, value system, and
appreciation levels, and how the consumer behaviors vary according to

these different backgrounds. In contrast, some cases of internationally



famous foreign brands of young women’s wear are also observed in order
to uncover their practical methods that make the brands broadly accepted
and liked by consumers. The thesis makes contributions in indicating the
functions and significance of the units design for the brand strategy
application. It is discovered that the consistent visual appearance of the
brand results in uniform brand behavior, and thus leads to the
establishment of the brand’s visual identity features which ensures the
uniqueness of the brand. And finally, the relevant methods and measures
of the units design, extended design, and application of young lady

clothes brands is elaborated in detail.

KEY WORDS: concept, consumption, young women’s wear in China,

brand units, visual identity design
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