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Empirical Research on Cross-border of

Fashion Brand Based on Customer Perceived Value
PU Li-li , ZHU Wei-ming
(School of Fashion Design and Engineering, Zhejiang Sci-Tech University, Hangzhou 310018, China)

Abstract: This article, based on customer perception value model, takes cross-border cooperation be-

tween fast fashion brand H&M and Italy luxury brand Versace for example, collects data through meas-

urement scale and questionnaire survey and carries out SPSS analysis of data. Besides, this paper studies

changes in customer perceived value before and after cross-border of H&M and Versace, further proposes

customer perceived value model under brand cross-border cooperation strategy. This study can guide cloth-

ing enterprises to conduct cross-border marketing strategy.

Key words: clothing brand; customer perceived value; cross-border; marketing strategy
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