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Abstract

Savor is a dynamic showpiece in people's life, and today, cities are extension
stages for people to show their tastes. So in recent years, consumer’s consumer
competence increases, and there are a few boutique brand that began to take notice of
this part of the market and discovered that while consumers affirms the brands,
different aspects about life economy can make dandy industry make use of the brands
efficiently and at the same time retain their values.

Brand is an important index for consumers during an act of purchase, and mass
media are “ spokesmen of brand packaging”. Relatively, brand marketing is aready on
its way with the observation of the pulse of fashion of brands each season.

Therefore, the main purpose of this research is to analyze how fashionable
high-quality goods industry utilize multiple brands in marketing. Combining records,
documents, and surveys through questionnaires, the author further makes inductions
through the examples, thus being the basis for this paper. The author also hopes to
provide virtual reference for Taiwan's fashion industry, in ways such as design,

marketing, and managing.

Keywords. Multifunction Goods Group ~ Multi-Brand Marketing Strategy -
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¥ Arnoid, D., (1992), “The Handbook of Brand Management.” New York : Perseus Books.
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