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Fashion brand symbol evaluation system based on analytic network process

sRgEmN', BRZEL?
(1. B TREARKSE 55RE

2B, B 2016205 2. RAERAE B EBRAS MARME oG, B 200051)

WE: TIPSR S RAT S

SEERIG By, R IR AT S AT R B A SO 23 AR R AT R

FAIWF T BRI IR il AT (19 2B 52 1), 55 SCRRAE 5 105 M) A R 2 ot AR5 A R R R P TR 4 U2 Ok o A
HIATE RO, RSP AEAR IO S HE T o MR A R 5 P R R L 4 A — G bn 18 A 8 hn, —
Fastr iR EE R RO SAERT S YU S ARATS UE BT 8 b h A HE 4 B TR R 2
RS AR PUINAT S FEBURIRAT S JEREMATS O EB &S, DTSR AT I i W 3 AT

FEBEBIS ARG ISR T

KR RN AT s I ZE R RO IR s TR AR TP IR R £ 5 28

HESHS . TS941. 1
5HT . 011109

SCHRPRAERS . A

BT 2 1 Bl X0 7 i B 5 SR AN 1006 2 T Rl
RS | B 22 30 T BT 2 TR A S R S A B L
LT it 22 S A 1) T 22 5, ot o o BTN 4 X
s AL AN B, R SRR RS AR T 4 T B
BRSBTS 1 0 (8 R B A R Rtk
B AR BFIPIER , AR B 22 S AL B DR, 35 B i 2 3 0
ORI bl R ST, T 9% A B IR i AT S A Y
R SOR I A 3, IR [ AR B A L AR (DU
HETE DTS B AL A o AR AT R A
o AL ARIREZT A O TR AT S s
o TR A A B A SE BT RAERE T O 4
B RO e ISR AR | AT 2 BT IR AT ()
VPO RS S R A P8 51 A6 T 30 B 4 v A W A S 4 Rl o R A
A R T AT S TR A TR A A
X AT S R G LR B PO IR S R Qe g 2 it
RET TRCHE b AT T A7 A TR R P 7 O 4 i)
A BT IR SRR IE B DGR FE A © A S AT S, S IR g

WAS B8, 2022 04 —15; #5= B #2022 - 11 -29

AERB . PRSGBEARARF LS H A4 F 8RB (2232022E-
12) ;%A PIET AT CRAFE T IKFALRMEEAR
(22YH53B) ; L 45 AL AH 2R — A2 R4 A A (2022BCK002)

WA KRBT (1998—) %, AL AL TR T A AREEH S
A, BRI AL 81 43% Ihckxyy@ 163. com,,

70

SCEHS: 1001 —7003 (2023)01 —0070 —08
DOI: 10.3969/j. issn. 1001-7003.2023.01. 009

JA Ry S SR, I A B T J i A5 S B
ARSCES A SCRRIIFTE 1, X [ 1A A IR 256 it LAY g ot Y 5
PREEBUHEATHITE , B th I AT 5 AT A 2R | OF R 46 )2
YO HTEX AN R AR AT ST, BE— 20 52 A P 16 A
AU, U2 R Aill RS i AT B 0 — e i e 4 7

1 RS A AT 5 RS E

P I S50 T8 SRR ™ ) ] R 3 1 b 5 T
VABESRAEAT S, % 22 VR TE R 45 /R 1 B4R TR
LR SR L 42 0 P Z A AR AR R AR, Bk fiE
BRI BT AR — R — AT O i R, LA R R — B
FES 1 JE AT LURIAME R T < REE ™ . T B4 AR
AR R TIE A, TEe R R SR SO 2R i, i AR
BEMAAER R WS SR BN REE ", R 5 PR 45 &
JRPARAT T

st R 1 A7) T S A ) G (B 2 A, 3 28R SC A
PR B AF-5- A, LA (R TR IR e T A5 R R 22 571
Aaker S5 R LRI AT SRR T B XA SR E Y
W B B B RO R B B R TR R, LA FOP
RINFIE, EXTTE O SE A — RS b
AT SRR A IR DU DO A S bR
A FR AL IR T R A5 BT, R0
AT 2 FH A R AR RS ot R ) Rl SO R I — >3k
KRG, MGG 5 EAES RS R A5 LSSy



SEARL i RS Al SRR ARG TRA B, R T DL
IreFE DO SR RRAT S 9 REAR 7 R A R A IR LR, < B
&N AT TR LR SR SE B A
P RESR” 5 IR Z B AR R U E T AR AT AR5 il b
AR BITER A AT HHEA ATRERSCN M RAT S
BUCTH P REE T R A PR T 18X Ak R G009 el

SIFARESE AR AT S BRI AR, AR I SE B 1
RIS BT R AR A GRS AT AT
TSR IR T A i i i 3, S AR T 2 & IR
AN AR Bl JONT h t  BE g |  BRE TAR A B At A
SRS U S SRS A < I FR ™ PR 0 B A5 14 P9 R
T, FPBROT O REIER AT S0« e R h A R
B, T3 BT U pi R AR 3 | ELARAS I 2 F AR A9, fhoi
P TS AR AT SIS R B A EAHE R
I, H AR U I SR AT S BB 5 TR HE /Y
AR, CEIRT R R R R G AL R
e SRR AN R G REER 0 M BT A LA
Fo IO IS5 FUE RS 2 i AT 5 1 A IR 52 SOR L
AR I 7

AR AFT AL i b SO N e BRI I g g2 %
=2 EVRRLAAT 5 O TELR B G 1k i, At ok o ke 9 i A 2 et
SRR IER IR B R P GO SE R BB R 5245
PSR T IR BB GE AT 5 R G, JFAL 1K il it iy ST Ak
PRIRR R S R SR B 32 4 it A XU R S A P 6 9
WA A A RN 2 15 B R L Dt B AR
B IRE R AT 5 O A i Al A < RE AR A BT 4R 2 1]
BT AR AP AR AMIE < ESR T I A

L LI ARSI IRE il A 52 I 2R i i AL 58 11 B
TR AN SCAL P TR TR S 1), A% 40 it i 2 S A £ S5 R S T8
A, el AR S 7 A R AR BT R R
SRS RAE T AFRAVETTER o AR A RA 5J  h
TIRGESPERNCAZ A, 7R B Bt B A% 845 h Rl A gl
JER A IR, L1 Bl R I R T B

1~
iy

Jdn B =B

608 H1W
T M2 R AT M B IRHe S AT S PP 1A &R

2 IR AR FRAT S PR R PR S

PRS2 G BRI A5 S 4R AU G 56 2 A BE AR
T BT S8R5 RTS8 AU R B A 1 75
SR, S RAT S NI B ZREE TR S IR AR £
FEVE, B IR T B AT WL B 2 J0HE 58 2 i Rl WA 5 UM AL,
A NAEDTTE bl AL R R R P 1 B 2 A JEE 1) AT 5
PRCE R TRRIEE ™ AR, R RS R A
5 T B (A5 3 ) K B 1 55 R 85 B IR F e 2
W1, Sl ) i rh S BAY  RRAT S AR AT S M RREAT S
RPERF SR S 7 S A PRI BT G 45 fh iR
AR 229045 2 IO CRAR ) B 2 4 i b A2 7 D
SSAAT T IR AT AT S RS AT
AT S AR AT S . e ARG, 2 DR IR AT 5
I3 N BT T SRR S BT S R AR T T IR A
T, IR R S5 R R T B B
PEFT S 20 e P AR A IR B, A BB AEAT S SR AF
5 B RFSES,

455 LRI AR AT 5 BN IR SE , AR SO N BRRE i RLAT
RS T R A BT A AR RE A AT SR L A
HE— AP S RAT S A B BB AURIZE Y PR I i
FARF SRR R ARS8 1 R BIDFTE I D5 0k S O 4
bR o AREET HABBTTE T 0k , S OIAT T AT LA R A 25 e B
YR IRRE S T A B SE O0 , S M 1 AR IR it R ot
S EROFT R S, RN A B TS BRI IR R, A
SCHEE H YRR YSRGS T 28 MR A, I
Xt 23 ANBRERE Al S AT i RS AR I SR IS, TR
JERLE RS RAETE 2, T0URE 5 > IRk ity R AR 35 1 0 A
5, DAGRIIE b 148 2R () — MR R AT MER M Tk R
R SRR TR AT S BT A LA EAT S
B TCAZYER S 5, 7R MRS Al BEAT 5 (9 S B BTN A — 2 A
AR EAENE, XS0 P 9 AT S A AT 028 73
B, B RA R RS 2RBIRHE P8 R R 1 R

*1 RO

Tab.1 Case study results
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Tab.2 Fashion brand symbol evaluation system and connotations
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Tab.4 Weight results of fashion brand symbol evaluation indicators

— G dahR 7 E iy 7 oA ESL Hep — BRI & AT
FHIERSIFF S R1 0.266 8 0.0723 6
KSRGS R2 0.407 6 0.119 0 2
HHIFFS R TS R3 0.049 3 0.014 3 16 BiECH 0.282 4 2
AR FIFFS R4 0.079 2 0.020 9 15
PR IR BIFF S RS 0.197 1 0.055 8 10
s B4R I 0.062 0 0.007 9 17
NP5 12 0.048 0 0.006 8 18
HRERAFE T =S 1B 0.314 4 0.032 6 13 Eiibus 0.111 3 4
IS 1 0.324 8 0.035 7 12
ST IS 0.250 8 0.028 4 14
YR 5 El 0.218 3 0.060 1 9
TR AT S B2 0.3355 0.089 9 3 o
IS B T AEEATS E3 0.2229 0.061 7 8 B 0.278 0 3
JIR 55 1A 5455 B4 0.223 3 0.066 3 7
MHEFEZFFS S 0.2372 0.075 5 5
- AN RS S2 0.388 9 0.123 0 1 .
St BT S3 0.1230 0.042 7 11 it 0.328 3 !
WL ENFS S4 0.251 0 0.087 1 4

3.4 500

SIBT LR IR RRAE 51T A A 2R 04 4% PEAN 48 AR A 45
T R AT 5 — BT AN 8 B 1 T B O RAEAF 5
(0.328 3) > iHAIF55 (0. 282 4) > (RIS (0.278 0) > %l
PUEEAFS (0. 111 3) , “iPHr s b m B HE 4 7T AR K
N R PERFS (0. 123 0) > KA PIATF (0. 119 0) > 1 &
REAF5(0.089 9) > TEZEN TS (0.087 1) > M {HHLEFT
3(0.075 5) . ZAESFS MACE &3k 32.83% , I HHEA i 1
1 AT bR T =N RAR I B AR, X R AR AT
R R R AL AT B, T P S A,
ORI 28 3 Bk T A 7 o 9 R AE R S, RAEAF 5 I R IR
it BT it 2 S B A R SR SRS

sl BRI A 5 R 36 A 5 B R R X 5 T, 43 R
28.24% F127.80% ,iX F AT TN AT FUA I 155 1 14 2 X6F AR
BRI AR, DO YU S RS BT 2R A
R T L T B e 4 R 6 SRR A7 B A T 9 9 A X R A
1, BiRP AT S AL WAE T LS| 50 2 S Rk B S, 7
PUAFS o UK L4555 AR X 45 0, TR XU 2 T
B RITC R B 3 25 5 00 AR ke XURS R 2% 3 T
AL AR TSR . AR SRS 5 IR AR 56 2
SAE AR R, R AP RIS FT LA R T B S
4 | A5 B T AR T A o RS 0 i B A1 11

HIE B S RCE 7 11, 13% , 18I IR 25 5 vl LA 3
AR AT A B b T 2 35 13 MR = 5
R AR SRR A RE IR AS A, X LA B )87 it 5 4 (R R 34
i, R T ESRANME BT SA B T S TR B

74

BUAAE 25 B ITUA , 1A B S ) ot JoR R RURI B M AR 2
KAIGLIZ B2 0T RE B A R A A5 S CAZ 3R AL 0, X il
PRARLE BATS XL I B 5 e Al i) 22

4 2t

S i ST IR 5 0 52 2 91, 45 4 SRR BT S h 2
R BT VT A R R S 4 G 18 A
Bt RIS HT X VT4 HS B EAT 2 BT 9, JE— 2
5 25 VT PR P TS B R BT A K R T A, A
S B TR T T A R OB B T IR
SRS P HEE T IR R S RO R
JEE T RS R SE T, o MR 2 450 FF G i L5 o 5 4
BERE A S TR, M B 545 P IR b O R L A
T R 5 T A AL A A W B2 T e 5
TS R SR I R 2 G 5 AT R T 3 £
WSS T AT, T T e 00 XA SO th 0 R
P2 A R R R AT SR E , VR IS LA 5 1 B B 5
IRV 3E— A4 A SCHOFSE 250 5 RS 5 o S R AR 45
SRS B B LS B L

AN , T S il 7 AT 2 e L v
WRGAER S IR 5 B S A 3 SUAE B o A
BRAL KSR B YA LA O (R4 Ak 3k
e R TR M BRI R R BTG S G R S, LU, IR il
TR ORI SRR S ORI 7RI H L
il 7 T 2 2R 9 IR R 22 1) 1 e S 40006 (%
P 2 A S X 8 U e — , LM 38 B R R0, 76



BT b ] ) A ) S0 2 4 S SR, AT 2% 35
HOLR BA SR BIRCR B R R AT, TR AT 5
PR A b, ol R B A i R 3 0 v 2 3 R 1 SR A
(6, 38 3 Bl R 5 0 2 I IR T B R AT R AP
TR

CLL50) BN 3 o A 0

2530k

(LR, BT 4F. AORMIS . FF5 R e AR R[] bR

[, 2015, 37(3) : 79-90.
JIANG Shiping, RAO Guangxiang. How meanings of brands are
generated and developed: A semiotics analysis of brands [ J].
Chinese Journal of Journalism & Communication, 2015, 37(3): 79-
90.

[2 ] MATZLER K, STROBL A, STOKBURGER-SAUER N, et al.
Brand personality and culture; The role of cultural differences on the
impact of brand personality perceptions on tourists’ visit intentions
[J]. Tourism Management, 2016, 52 . 507-520.

[3] FRITZ K, SCHOENMUELLER V, BRUHN M. Authenticity in
branding: Exploring antecedents and consequences of brand
authenticity [ J|. European Journal of Marketing, 2017, 51(2) ; 324-
348.

[4]KONIG J C L, WIEDMANN K P, HENNIGS N, et al. The legends
of tomorrow:; A semiotic approach towards a brand myth of luxury
heritage[ J]. Journal of Global Scholars of Marketing Science, 2016,
26(2): 198-215.

[ 5] OURAHMOUNE N, OZCAGLAR-TOULOUSE N. Exogamous
weddings and fashion in a rising consumer culture: Kabyle minority
dynamics of structure and agency[J]. Marketing Theory, 2012, 12
(1):81-89.

[6 ] RPSSOLATOS G. Brand image re-revisited; A semiotic note on
brand iconicity and brand symbols[ J]. Social Semiotics, 2018, 28
(3):412-428.

[7]BANISTER E N, HOGG M K. Negative symbolic consumption and
consumers’ drive for self-esteem [ J ]. FEuropean Journal of
Marketing, 2004, 38(7) : 850-868.

[8 BB, THE TS 55 T]. EFREES, 2013, 35(6)
6-14.

ZHAO Yiheng. Redefinition of sign and semiotics [ J]. Chinese

Journal of Journalism & Communication, 2013, 35(6) : 6-14.

[91RZLL. W MEFERY i . BT B 22« TR R AR SCAL T

608 H1W
T M2 R AT M B IRHe S AT S PP 1A &R

WLI]. AR KR (R RIERD) | 2020, 65(1) ; 44-54.
ZHANG Aihong. Freedom of fashion rhetoric: A new discussion on
Roland Barthes’ s mass culture from the perspective of rhetoric[ J].
Journal of Shandong Normal University ( Social Sciences) , 2020, 65
(1):44-54.
(10D, AT S ek S A B BRI N TEC R [J]. B A
iR, 2013(11) ; 22-23.
WEN Hanhua. The internal relationship between brand symbol
communication and integrated marketing communication[ J|. News

Research, 2013(11) ; 22-23.

—
—_

] AAKER J L, BENET-MARTINEZ V, GAROLERA .
Consumption symbols as carriers of culture: A study of Japanese and
Spanish brand personality constructs[ J]. Journal of Personality and
Social Psychology, 2001, 81(3) : 492-508.

[12] EXTE, EER, A, LTS F R MR RE1E 7
Bi[T]. SERATFEHL, 2010, 24(2) : 99-102.
WANG Xingyuan, WANG Liansen, SHI Yan. The brand
innovation analysis based on the whole brand model of semasiology
[J]. East China Economic Management, 2010, 24(2) ; 99-102.

[1B]EEE. WS N EOMEFRBIB DI [T]. G EEEST,
2020(2) : 56-59.

BAI Yuling. Research on brand symbolization connotation and
external expression form[J]. Journal of Brand Research, 2020(2) :
56-59.

(14185 %, M2 WEBOH SRS WHH RIS T]. ARTR,
2011, 32(16) : 15-18.

HU Yirong, HUANG Jun. Theory of brand design and sign resource
energy[ J]. Packaging Engineering, 2011, 32(16) ; 15-18.

(15]9K3E3, H O SHEE. A R Rl o) e A o L 20 1 5 4% 5
[J]. #94, 2021, 58(4): 105-112.

ZHANG Jinggiong, BAI Majie. The application of the style and
symbol of Zhongshan suit in modern Chinese professional uniforms
[J]. Journal of Silk, 2021, 58(4) . 105-112.

[16 1 EFBKF-, BLBEHE. FPIEAS 1 S P AL B AF S22 b I [ 0], B
K, 2018(2) : 131-137.

SHU Yongping, ZHU Xiaotong. Semiology criticism on the
westernization of Chinese domestic brands [ J ]. Journalism
Research, 2018(2) : 131-137.

CI7TRUK), ik44r, JAEEE. FF 50 T RARIFAIRRT I . VY3

MBI 24T 1], ASCHUIE, 2011, 26(4) : 115-120.
ZHOU Yongguang, ZHANG lJinjin, ZHOU Tingting. A study on
semiotics tourist experience: The case study of Xixi Wetland [ J].
Human Geography, 2011, 26(4) : 115-120.

[18]WATTANASUWAN K, ELLIOTT R. The buddhist self and

symbolic consumption: The consumption experience of the Teenage

75



Vol.60 No. 1

Fashion brand symbol evaluation system based on analytic network process

Dhammakaya Buddhists in Thailand [ J ]. Advances in Consumer
Research, 1999, 26 150-155.

[19]ZHANG X M, SHENG J L. A Peircean semiotic interpretation of a
social sign[ J]. Annals of Tourism Research, 2017, 64 163-173.

[20] &F0KF. AR 32 W07 AT 5 2 29 “ T ANEL” & AT -5 A A

[I]. BUAAEHE (T EEBERE24R) |, 2011(2) ; 106-111.
SHU Yongping. Brand: The symbol covenant of transmitting and
receiving parties: Analysis of brand symbol of “Goubuli” [J].
Modern Communication ( Journal of Communication University of
China) , 2011(2); 106-111.

(20 ] B, BORM: 475 [ M. BCER: TONIJR2A T ikt 2014,
56.

PEIRCE. C S Peirce: On Signs[ M]. Chengdu; Sichuan University
Press, 2014 56.

[22]5KMBE. B IRIE T ST S [ T]. BURLHRE, 2005(3) .
78-80.

ZHANG Shuting. On brand as a symbol of consumption
communication[ J ]. Modern Communication, 2005(3) ; 78-80.
(23] GBLE. RO &5 RTS8 . DLAR Ik (BRI B0 fol

W ERSIAGILT]. FAHILH, 2015(32) : 86.

FANG Xianyu. Brand symbol construction of micro-film
advertisement; Taking Yida’ s Sweet, Sour and Bitter micro-film
advertisement series as an example [ J]. Youth Journalist, 2015
(32): 86.

(2417595, BRakf9, WWESR. BT HE SN A AR e 25 A0 M

g DACRARE) 9l (1], BEWIT A& S, 2021, 37(4):
478-483.
LI Sha, CHEN Zhigang, FAN Yugiang. Research on the brand
symbol of tourism performance based on the construction of social
media; A case of The Song of Everlasting Sorrow[J]. Resource
Development & Market, 2021, 37(4) . 478-483.

(2512 8L fLgeqt S onRAEMCR 2R BT i f i WO
SRV [I]. EPYE, 2020, 46(1) : 67-68.

LI Mingyu. Application of traditional symbolic elements in fashion
art decoration design; Comment on Fashion Art Design[J]. China
Dyeing & Finishing, 2020, 46(1) : 67-68.

[26 ] o0, B, Lo T AERE I VKRR I B A5 L A 332 5 15T 8
[T]. BYiRHL, 2021, 49(10) ; 28-33.

YIN Xinyi, WU Zhiming. Semotic interpretation and innovative
design of women’ s figure skating costumes [ J]. Wool Textile
Journal, 2021, 49(10) ; 28-33.

[27] By, REI0E5E: B 38 BBSHEN[T]. Bl SR
AR, 2012, 33(6) : 29-35.

LU Li. Case study research; Purpose, process, presentation and

evaluation[ J]. Science of Science and Management of S. & T. ,

76

2012, 33(6) : 29-35.

(28] E 2%, BBz, skaatli, % T IS B9 ) IX A e i
ML T]. 2298, 2016, 53(6) : 32-37.
WANG Yizhou, CAI Qianyun, ZHANG lJianan, et al. Recognizing
costume features of She ethnic group in different areas based on
eyemoving experiment[ J]. Journal of Silk, 2016, 53(6) : 32-37.

(2015 8h, 250, Zars. SoEeRU ALk sk ot R DRI A 8y g
WEFE[T]. 499, 2020, 57(9) : 63-70.
ZHENG lJing, LI Hao, LI Jianliang. Research on construction of
clothing brand gene model from the perspective of brand
identification[ J]. Journal of Silk, 2020, 57(9) : 63-70.

[30]AZSR. BRSBTS FESE O s [ 1], AT
T, 2017, 38(4) . 84-88.
ZHOU Jiale. Context of product image and packaging graphic
symbol design[ J]. Packaging Engineering, 2017, 38(4) . 84-88.

[31]SHIN H K. A study on the symbol mark design in fashion accessory
brands-focused on Jewelry brand[ J]. Journal of Fashion Business,
2011, 15(6) : 163-175.

[32]3&0h. BB IR Sty . G dinG()]. &
AEICE, 2018(30) ; 94-95.
DANG Jie. Construction of city image from the perspective of event
marketing; Taking Xi’ an as an example [ J]. Youth Journalist,
2018(30) ; 94-95.

(33] E@&ER, M= KA. W25 % 1028 10 4 7 5 485 At
[1]. TEFEDIT, 2022(3) : 95-104.
WANG Luyao, TIAN Feng. Curating and shaping: Space
production and symbol construction of antique shop [ J]. China
Youth Study, 2022(3) : 95-104.

[34] EZ. f5HBUMAMIERHRIE[T]. YIRS, 2007(9)
20-21.
WANG Yan. Brand marketing strategy from the perspective of
symbolic consumption[ J]. Jiangsu Commercial Forum, 2007 (9) .
20-21.

(351 iaE. “ IR + " BRI AT S R oT [ 1],
2017(4): 178-181.

LR IZ,

BIE Haiyan. Research on consumption symbols under the mode of
“Internet plus” [J]. Jiang-huai Tribune, 2017(4); 178-181.

(36 AT, B, SRR (BT 52 00 1 3% 355 i A SO R
P ] WA T ] U4, 2013(6) : 66-76.
ZHU Liye, YUAN Denghua. How brand symbolic value affects
consumers ’~  willingness of payment at a premium: On the
moderating roles of gender and product visibility[ J]. Contemporary
Finance & Economics, 2013(6) ;: 66-76.

[37]SAATY T L. Axiomatic foundation of the analytic hierarchy process
[J]. Management Science, 1986, 32(7) : 841-855.



608 H1W
T M2 R AT M B IRHe S AT S PP 1A &R

Fashion brand symbol evaluation system based on analytic network process

ZHANG Yuanli', CHEN Lihong?

(1. School of Textiles and Fashion, Shanghai University of Engineering Science, Shanghai 201620, China;
2. Shanghai International Fashion Innovation Center, Donghua University, Shanghai 200051, China)

Abstract: In the consumer society, the use value of commodities is gradually weakened, and the symbolic value
becomes increasingly prominent. In the process of consumption, consumers consider not only the value of use and the
actual function of the goods, but also the intrinsic meaning of the brand. In order to meet consumers’ pursuit of symbolic
meaning of goods, fashion brands continue to strengthen the symbolic meaning of their brands and construct brand symbols
through long-term communication and interaction in order to gain a foothold in the fierce market competition. Due to the
lack of an in-depth understanding of brand symbols, fashion companies have invested a lot of energy in the construction of
fashion brand symbols, but with little success. Therefore, through reviewing semiotics and brand symbols related research,
the research defines the connotation of fashion brand symbols, constructs a fashion brand symbol evaluation system, and
further expands the research scope of brand symbols. The results of the study can provide theoretical reference for the brand
symbol research in the field of fashion, and also provide reference suggestions for fashion companies to construct brand
symbols.

Based on the theoretical analysis on semiotics and reviewing on brand symbols related literature, this research defines
fashion brand symbols as the carriers constructed by fashion brands around their own image and cultural connotation to
spread brand differentiation information and specific meanings, which contain both explicit elements such as brand logos,
products and packaging, and implicit elements such as emotions, experiences and symbolic meanings. In order to help
fashion companies better understand the connotation of fashion brand symbols, correctly understand and evaluate their own
practical activities on fashion brand symbols, and timely adjust their brand symbol construction strategies, this research uses
case studies to analyze the actual cases of fashion brand symbols from 23 fashion brands, explores forms of symbolic
representation for fashion brands, and constructs a fashion brand symbol evaluation system by combining literature research
method. The fashion brand symbol evaluation system consists of four primary indicators and 18 secondary indicators. The
primary indicators are identification symbols, knowledge information symbols, experience symbols and symbolic symbols.
Identification symbols are visual symbols that differentiate and point to the brand design activities; knowledge information
symbols are symbols that convey brand-related information and enhance consumers’ understanding of the brand or product;
experience symbols are subjective feelings formed after consumers interact or emotionally communicate with the brand;
symbolic symbols point to the deep cultural connotation of the brand and are symbols that forcefully give meaning to the
brand.

To further determine the weights and ranking of each evaluation indicator in the overall fashion brand symbol
evaluation system, this research combines the Delphi method and analytic network process to conduct a quantitative study.
The results show that the primary indicators in order of importance are symbolic symbols, identification symbols,
experience symbols and knowledge information symbols, and the top five secondary indicators in that order are brand
personality symbols, style identification symbols, emotional experience symbols, image positioning symbols, and value
concept symbols. Therefore, when constructing fashion brand symbols, fashion companies should first pay attention to
symbolic symbols. Brands can integrate and strengthen brand symbolism in design and marketing, focusing on the
formation of brand personality, brand image and value concepts; in recognition symbols, fashion brands can strengthen
brand style recognition through the continuity between the overall style of clothing; in experience symbols, brands can use
various marketing activities to enhance the emotional value of the brand and improve the emotional connection with
consumers.

In the future, we can verify the fashion brand symbol evaluation system proposed in this research from the perspective
of consumers, and deepen the theoretical research of fashion brand symbols. At the same time, the research conclusions can
be further combined with the practical activities of fashion brands to make the research results have more practical
significance.

Key words: fashion brand; brand symbols; analytic network process; Delphi method; evaluation system; symbol

types
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