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ABSTRACT

From the perspective of the author, clothing brand IP refers to a popular elem
ent that can represent the respective brands produced by the clothing industry unde
r the constant development of the Internet. Through this way, consumers can have
a clearer understanding of the design concept and culture of this brand.

In the Internet era of continuous development and renewal, based on the new
business form and new ecological transformation trend of Internet thinking reconstr
uction, and the background of super IP continuous penetration, through the analysis

of the relevant cases of handu clothing house, clarify the IP content operation cha
racteristics and content operation mode, analyze the core value of clothing brand a
nd the results of brand IP collision and integration in the new media environment,
aiming to explore This paper studies the marketing strategy and content operation
strategy of clothing brand IP and puts forward new ideas to help clothing brand f

ind a new way of business survival.
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