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Amnalysis of the factors of the design management model for apparel brand

SUN lJing
( Gollege of Fashion Technology , Shanghai University of Engineeting Science , Shanghai 200065 , China)

Abstract  Beginning from the objective and principle of the fashion design management, this article
investigates the key factors constructing the model of fashion design manage ment which can be divided into two
modules : design tasks and design systems . The core of fashion design manage ment is to grasp the opportunity ,
have good planning and efficiency , and acquire accurate information about the fashion market , in so doing , the
planned maximum market value is ensured. The design task module mainly consists of style design, design
workflow management and product design models, and the module of design systems chiefly consists of
organization structure , objective management and factors of design rules. To ensure the integrity and
availability of the design manage ment model , each involved factor has to be relevant to others , and has to be
kept consistent in the overall strategy .

Key words apparel ; brand ; design manage ment ; constitutional factor

:2004 - 08 - 15 :2005 - 07 - 18
(1970-), ,



5 [109])
‘ ‘ /\\3& 5 6 i
o i 1 e
1] J S\t
/’f -\.\ G B 4 e
EE 2
1] LRy
4
8
2.1 %fﬁﬂizlo 8 104 #%
gl
Itk O {0 Bt
5 10
B g
2.1.1
) > 4
4
FATH
I | % B
> B R W i HHEE
—| &
4 BHEW g-q3i0]
KN E :
2.1.1.1 547350
HE
[1]
’ 4
1) )
, 4)
2) b
’ 6 B 5
3 O s 10 , ;“ ”»
6 3
v 2.1.1.2 1) TOP
3) . 2)



[110]

2.1.1.3

2.1.2

2.1.3

2.1.3.1

2.1.3.2

15 %, 45 %,
) 30%.,
2.1.3.3

2.1.3.4

2.2
2.2.1
, CHANEL
;BENETTON
MIDEC,
2.2.2
, 2.2.2.1
2.2.2.2
2.2.2.3
,2003 2.2.3
10 %,
( )



[111]

(1]

[2]

[3]

[4]

[51]

[ M].
,2000 .
. [ M]
,1998 .
[J].
) ,2001 ,27(5) :75 - 77.

,2001 ,(3) :47 - 49.

,2005 ,19(1) :89 - 92.

FZXB

(11

[71].





