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Abstract: Increasingly fierce competition in casual wear market, how to improve the competitiveness of cas-
ual apparel become the important subject for the enterprises. The paper has profound analysis and studies in
casual apparel retail marketing development strategy, obtained the crux of the problem by objective analysis
large causal garments’ marketing research data, solved the problem by using the retail marketing strategy and
mathematical statistics theory method, extended the market fully from the targeted marketing channels, en-
hanced the competitiveness of enterprises in order to have a more intuitive view for the implementation of the
strategy. It also can contribute to dynamically grasp casual apparel market, make full use of china’s resources
to create causal wear brand power, make Chinese causal wear go to the world and flare brilliant!
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Figure 1. The last time to buy casual clothes
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Table 1. Analysis resulting data of purchased causal wear
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Figure 2. Comprehensive analysis of brand awareness
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Figure3. The first choice of select brand casual clothes
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