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Promotion Strategy of Lifestyle Brand Based on Service Design

LI Zhe, LIU Tian-yu
(Beijing Institute of Fashion Technology, Beijing 100029, China)

ABSTRACT: Based on the research background of sustainable lifestyles, the article seeks solutions for the enhancement
of lifestyle brand value with service design. Use the research framework of cognitive psychology and spiritual interactive
thinking to analyze the causes of service design application, and solve the pain points and blind spots in service design of
lifestyle brands through the research on the status quo of service design applications in lifestyle brands, so as to achieve
improvement the research path of brand value. The model framework for enhancing the brand value of lifestyles based on
service design proposes personalized customization of products to meet consumer needs; contextualized scenarios to en-
hance service experience; and strategy suggestions to meet potential needs and tap potential users. It is concluded that the
promotion of lifestyle brand value depends on service design, and the rational use of related strategies of service design is

the ideal way to enhance the value of lifestyle brand.
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Fig.1 Theformation process of consumer brand awareness
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Fig.2 The relationship between the cognitive link and the service process
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Fig.3 Therelationship between consumer cognitive psychology and purchasing behavior
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Fig.4 Classification of brand-consumer interaction behavior
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Fig.6 Service process design
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Fig.7 User experience map of lifestyle brand retail stores
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Fig.10 Personalized customization service process
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