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Study on the Design Strategy of Contemporary Wardrobes

CHEN Yu—shu

(Nanjing Forestry University, Nanjing 210037, China)

Abstract: Through the methods of market investigation, observational study and theoretical analysis, combined with
actual cases, based on investigation of horizontal competition brand for contemporary wardrobe, SWOT analysis of
self-brand, positioning of consumer, it drew up the design strategy of contemporary wardrobe suitable for domestic

market, proposed different multi—position and design strategy, which has positive meaning for enhangcing core

competence and development of new products.
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Tab.1 Analysis of horizontal competition brand
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Fig.1 The present state of distribution about wardrobes
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Tab.2 SWOT analysis of self-brand
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Tab.3 Consumption analysis and design strategies about target women market
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Tab.4 Design strategies of additional products
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