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Abstract: In recent years, the economy has continued to develop, people's living standards 

have gradually increased, and the demand for garment has been rising. In order to meet the 

needs of consumers, respond timely to the rapid changes in the trend of the market, with the 

urgent needs of industrial upgrading, the fashion buyer mode has aroused the attention of 

garment enterprises. This paper mainly analyzes the impact of the fashion buyer mode on the 

development of garment enterprises, and discusses the procurement methods, marketing 

channels, information feedback speed and supply chain reaction mechanism of garment 

enterprises, as well as garment enterprises retail management model through the process of 

design and development to finished product sales. It also analyzes the errors occurred in the 

operating management in some of the current garment enterprises, focusing on the operating 

process under the fashion buyer mode. Through the case study of HSTYLE and ZARA, it 

explores the differences in the specific operation of fashion buyers operating modes in different 

business environment, in order to analyze how to properly and rational use the buyer mode, and 

find the way in which the fashion buyer mode operates garment businesses. At last, the paper 

sums up and analyzes the thinking and inspiration of the development of the buyer mode on the 

development of garment enterprises, that is, a clear strong supply chain system is the 

fundamental development of garment enterprises, the improved information network is the 

basis for the development of garment enterprises, the rapid response mechanism is the key to 

the development of garment enterprises, and the teamwork is the strong support for the garment 

enterprises to achieve efficient operation. In this paper, I not only access to a large number of 

literature and also visited many fashion buyer shops and brands, hoping that through the study 



of this subject, I can achieve a certain degree of improvement. 
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CHAPTER 1 INTRODUCTION 

Garment has always been an indispensable part of people's lives, which reflects the 

people's physiological needs, and also carries a lot of cultural spiritual content. High-end, 

fashion, personality and comfortable garment attitude is the direct response of modern people's 

psychological pursuit and spiritual demands. In the context of rapid economic development and 

the process of accelerating globalization, the speed of fashion has been increasing rapidly, and 

there is also a larger demand for garment, leading to a reduction of garment renewal period. 

There is a large gap between domestic and foreign garment enterprises. In domestic, the main 

consumer groups are those born after 1980s and 1990s, who are accustomed to fast-paced 

lifestyle, and their demand for garment tends to be fast fashion. On this basis, ZARA, H & M, 

Uniqlo and other brands have been stationed in the golden areas of major cities in China, with 

rapid market reaction mechanism and specialized system operation, they have quickly occupied 

a place in the country, then "fashion buyers "And" buyer model "came into being. 

"Fashion buyers" is also called "BUYER" in English. This career originated in the 1960s 

in Europe. In China, similar to the fashion buyers, the job is called procurement, which is only 

doing a small part of the buyer's work. In addition, the domestic garment enterprises there are 

some products which are unmarketable which leads to inventory backlog, lack of sensitivity to 

changes in the market, have business management system disorders and other issues, the 

upgrading of garment enterprises is imminent. In the face of the intensified competition in the 

apparel market, many domestic enterprises choose to follow foreign brands to introduce buyer 

mode. Then the pros and cons of developing fashion buyer mode, and how it impacts garment 

enterprises, are the main research contents. 

Most of the domestic research on the buyers are done on the basis of the definition, 

classification, job responsibilities and history of foreign buyer. Overall, the domestic research 

on buyers and the buyer mode is still in its infancy. Ihe main research content includes the 

functional operation of garment brand enterprises, the brand mode of domestic garment 

enterprises and the future of the domestic business mode. There are a large number of scholars 

to carry out in-depth study of buyers and the buyer mode in abroad, with more meticulous and 
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diversified research contents and directions. In 2007, in the article Fashion Buyer, Ashley 

Carros mentioned the main job of the buyer is to select the brand for the next season or the 

product, and the work includes fashion trends prediction, making inventory plans, participating 

in the order fair and analyzing sales data. Richard Clodfelter exploded the purchase of retail 

buyers in the article Retail Buying from Basics to Fashion, including social responsibility, 

sustainability, fast fashion, the use of new media and social networking and retail skills, with 

more detailed analysis of buyers. In 2001 Tim Jackson and David Shaw has already mentioned 

in the article the buyer's intelligent operation and merchandise management. 

In the domestic core journals and papers, the study on garment enterprises is focused on 

the garment business inventory management, the new industrial chain and the associated B2C 

network marketing, and the overall garment enterprise supply chain management. For example, 

Liang Yuying's Analysis of the Issue of Garment Business Inventory Management and Zeng 

Xiaoping's Countermeasures of Inventory Management Optimization for Garment Enterprises 

mainly discuss inventory management optimization to improve the operational efficiency, and 

Zhao Chen's Research on Garment Business Mode Innovation Path mainly discusses the rapid 

development of the Internet platform, and how garment enterprises develop in this new business 

mode to stand out from the fierce competition. And Zhu Lihua's Supply Chain Management of 

Garment Enterprises discusses the development and application of supply chain management in 

China and puts forward the principles and steps in the implementation of supply chain 

management. 

Compared with the research of domestic garment enterprises focusing on its theoretical 

aspects, foreign literature is more inclined to the actual case study, such as Matsui Toshihide's 

Decryption MUJI, introducing the improvement of operating conditions by improving the 

management structure of MUJI in the face of fiscal deficits, and the steadily improved 

performance. In Bob Jerrard and Joy Husband’s Design and Ethnicity: The Failure of West 

Midlands Garment Enterprises to Enter the Design Market, it explores why a large number of 

garment merchants in West Magnolia cannot upgrade or expand business through new product 

innovation and design technology, providing a reference to the development of garment 

enterprises to avoid failures. Sili Wang, Dahai Dong's A Comparative Study of Customer Value 



 
 

	
	
3	

Drivers on Traditional Channels and Network Channel analyzes the impacts of differences in 

driving force of the customer value between network channels and traditional channels on the 

development of garment enterprises through case study. 

The purpose of this paper is study the changes of the garment enterprises' purchasing 

mode,with marketing channel, supply chain reaction mechanism, information feedback speed 

and enterprise overall management mode, through the following research methods: 

1. Document research: Reading books and literatures related to this subject, understanding 

the history and current situation related to this subject, and providing theoretical basis and 

research methods for the completion of the subject. 

2. Case study method: Studying with the example of the buyer's mode on the impact of 

garment enterprises to explore and summarize key elements of various links, as the reference of 

development of the buyer's mode for garment business. 

3. Comparative analysis: By comparing different buyer system operating modes of 

domestic and foreign garment enterprises, it compares the advantages and disadvantages of 

various operating modes to lay a theoretical basis for the research of the subject. 

Through analysis of the development of domestic and foreign garment enterprises and 

buyer modes, differences in the development of Chinese and foreign fashion buyers, it explores 

the buyer's business mode, the overall industrial chain and enterprise management mechanism 

to enhance the competitiveness of garment enterprises and their overall value, and maximize 

market profits. And on this basis, it has a detailed analysis of differences between a domestic 

garment enterprise called HSTYLE which implements buyer mode relying on the network and 

the development of mature international well-known buyer brand ZARA, to bring the thinking 

and inspiration for the fashion enterprises to use fashion business mode and to provide a 

theoretical basis for reference to the development of the buyer mode.
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Table 1-1 Research framework that analyzing the impact of fashion buyer mode on the development of 

garment enterprises  

Research on 
Literature 

Theoretical 
research 

Case study 

To determine the research background, purpose, meaning and 
content, and research status at home and abroad 

Introducing the theoretical knowledge of buyer modes and the 
development of garment enterprises 

Analyzing the function of the 
construction of buyer mode in garment 

purchasing 
method 

Marketing 
channels 

informatio
n feedback 

supply 
chain 

Manage
ment 

HSTYLE ZARA 

Differentiation Analysis of HSTYLE and ZARA 

Thinking and 
enlightenment 

conclusion 

A strong supply chain system is the fundamental development of 
garment enterprises 

Perfect information network is the basis of the development of garment 
enterprises 

Rapid response mechanism under fashion buyer mode is the key to the 
development of garment enterprises 

Team collaboration is the strong support for the garment enterprises to 
achieve efficient operation 
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CHAPTER 2 OVERVIEW OF FASHION BUYER MODEL 

2.1 CONNOTATION AND MODEL OF FASHION BUYER 

The buyer described in this paper is also called garment buyer or fashion buyers, it means 

that he or she buys the right product for the enterprise or brand or makes the design or 

transformation on the basis of purchase, and then leaves the garment to the factory for 

production, which then enters the market for sale, to earn the profits. A successful fashion 

buyer's professional quality requirements are extremely high, to be able to successfully predict 

the trend and have keen fashion sense, he or she should have excellent ability to judge, at the 

same time, have a clear and complete understanding of the consumer market, be very familiar 

with financial management, commodity procurement, cost, budget, etc. I believe that fashion 

buyer can fully understand is from the development of a product to the sales so as to have 

timely measures, and have a keen insight into fashion, strong control of the market has, to meet 

customer needs, so as to obtain the most profits. 

Buyers first rose in the European and American department store retail industry, with the 

other buyers of the original model used in the US auto industry1. Inspired by the success of the 

automotive industry, the buyer mode was developed in many garment enterprises, which could 

reduce production costs, improve efficiency and achieve the comprehensive development of 

enterprises, leading to the rapid promotion in the European market. Buyer mode refers a 

business mode that when the buyer career has been matured in the occupation, the domestic and 

foreign large-scale retail shopping malls or garment companies choose a buyer in business. In 

this paper, the buyer mode is the buyer operating mode, which is a new enterprise operating 

mechanism, including the structure of the enterprise framework, business management, 

marketing and procurement and other theoretical basis, combined with the traditional enterprise 

management mode, and on the basis of the buyer, it makes the breakdown of the duties of the 

garment enterprises to effectively combine the various departments to achieve the overall 

efficient operation of the enterprise. 

                                                        
1		Chen	Jing,	Garment	Buyers	in	the	Domestic	Brand	of	Functional	Operation	Research,	Beijing	Institute	of	Garment,	2008	
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According to the specific properties of garment enterprises, the buyer mode can be divided 

into the entity buyer mode, virtual buyer mode, and purchase and re-development buyer mode. 

The entity buyer mode is that the enterprise has its own production agencies and researches and 

developing platforms, buyers have product marketing on the basis of production. The virtual 

buyer mode refers to that the enterprise manages through the buyers, outsources the product 

development and production to other areas, and then buyers have the procurement. The 

procurement and re-developing buyer mode is that after the procurement, the buyer re-designs 

goods, and outsources their own sales channels to other professional companies for promotion 

and marketing2. 

 

 

 

        

 

 

 

Classification of buyer mode (2-1) 

2.2 ANALYSIS OF DIFFERENCES BETWEEN CHINESE AND 

FOREIGN BUYER MODES 

Foreign buyer mode appeared in the 1960s in Europe with the rise of the emergence of 

buyers. Due to the development of time, political and economic environment, there has been a 

large gap between the development of domestic and foreign buyer modes. In this paper, it 

analyzes the differences between Chinese and foreign buyer modes from the aspects of the 

operation mechanism of the enterprises, the degree of cognition to the buyers, the development 

stages of the buyer mode and the quality of the professional staff. 

First, the operation mechanism of enterprises 

                                                        
2	Yu	Xin,	Research	on	Buyer	Mode	based	on	Non-fast	Bashion	Brand,	Jilin	University,	2014	

Classification of 
buyer modes 

Entity buyer mode 

Virtual buyer mode 

Purchasing and re-
developing buyer mode 

Product production and sales all 
responsible by one company 

Managed by the buyer to achieve 
production outsourcing 

Sales channel outsourcing 
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There is a large gap between Chinese and foreign retail industry, the European department 

store retail industry is mainly self-oriented, and its core is the buyer mode, it purchases products 

according to customer demand to meet market demand. Most of the domestic department stores 

are using joint ventures, while the traditional way of self-management is only based on the 

general needs of the market, according to the manufacturers to provide the procurement of 

goods, which cannot be keen to capture the needs of customers. Most of the foreign garment 

enterprises only control such cores as the brand image and product development, and put 

product promotion, promotion and others to the dealer, so that each part can have a professional 

staff to operate, paying attention to the long-term development of corporate brand. The 

domestic garment enterprises complete the business from the initial design of the product to the 

sale all by themselves. The gap between China and other countries in the retail industry leads to 

the gap in the development of the buyer mode. 

Second, the degree of awareness of the buyer 

Domestic buyers evolve from the buyers, and merchandisers, so when it mentions to 

buyers, people will think of procurement, and some even think that the buyer is a simple and 

rude garment copy, and misunderstand its function as copying and reproducing the other 

garment brand which sells well, leading to the low attention for buyers. They do not understand 

the excellent buyers in true sense does the fine scientific management in various chains in the 

enterprise. Unlike domestic buyers, foreign buyers have a long time development, and a rich in 

history. There are a variety of foreign buyers, including cars, home, garment, etc., each 

category has different functions of the buyers. Foreign buyers have very detailed divisions of 

labor, and different enterprises have different management mode for buyers, and the buyer's 

training, functional classification, information management and other aspects of concern are 

also higher than that in the domestic. There are large numbers of foreign staff engaged in this 

career. In general, understanding, awareness and development of buyers in abroad are higher 

than that in the domestic. 

Third, the development of the buyer mode 

Foreign buyers originated in the 1960s, and at the same time the buyer mode appeared. 

After the rapid development of Europe and the United States for many years, the buyer mode 
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has matured. The familiar brand H & M and I.T are buyer brands and buyer shops matured 

under the buyer mode, with their own team of buyers and a clear division of labor, leading to 

the rapid development of production and operation. 

The domestic economy has been developed after the reform and opening up, and the buyer 

has been introduced in recent years from abroad, so China's overall buyer mode is in the rise 

stage, whose product marketing, logistics and distribution mode, production network, as well as 

the designer team are far from that of garment enterprises in Europe and the United States3. 

Fourth, the quality of professionals 

There are many decades of professional buyers in other countries under the mature buyer 

mode, which is also perfect at the education system. There are special schools offering 

professional courses, such as fashion trends forecasting, purchasing management, buyer 

strategy and other courses. The College has ISTITUTO MARANGONI (Malan O'Neill 

College), CENTRAL SAINT MARTIN (Central St. Martin Art and Design Institute) and many 

so on. (see Figure 2-5 and Figure 2-6) 

 

 

 

 

 

 

 
Figure 2-5 Buyer Academy: ISTITUTO MARANGONI    Figure 2-6 Buyer Academy: CENTRAL SAINT 
MARTIN 
 

Foreign buyers not only have a professional knowledge system, based on the 

characteristics of them, garment enterprises establish a system of organizational structure, and 

put the work into reasonable divisions for buyers to complete. In addition to the show time, 

foreign buyers put most of the time into data analysis, and communication with suppliers, 

                                                        
3	Gao	Ming,	Analysis	and	Improvement	of	Chinese	Fashion	Buyers	under	Differentiated	Competition,	Guangxi	Art	Institute,	
2015	
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distributors and shops to meet their purpose of grasping the consumer demand4. In recent years, 

there are many active buyers in the market in China, except the ones returning from the abroad, 

most buyers switch from the designers, so that they have insufficient professional knowledge 

and low quality. Most of the domestic colleges and universities have not set up courses related 

to buyers, which led to the lack of professional staff in China5. 

 

 

Chapter 3 Analysis of the Function of the Construction of the 

Buyer Mode 

3.1 OPTIMIZATION OF THE PROCUREMENT OF GARMENT 

ENTERPRISES 

The purpose of garment business is to get profits through the sale of garment products, so 

garment enterprises need to purchase raw materials to meet their own production and 

management needs. In the fashion era with rapid growth, the goal of corporate garment 

procurement is to screen out the garment products that meet market demand, and can be 

produced and sold in the right time. The development of special buyer system must be 

combined with their own situation, although the buyer system has been developed to mature in 

other countries, it has not formed a complete rules and regulations, mostly in a way that large 

garment enterprises solve the inventory backlog. On this basis, we analyze the procurement of 

garment enterprises from four aspects, including the procurement process of the garment 

business, that is, pre-procurement planning and procurement decision-making, the planned 

organization and product design in the middle of the procurement, the late implementation and 

the organization and cooperation of the overall procurement, combined with the HSTYLE 

                                                        
4	Chen	Jing,	Functional	Operation	of	Garment	Buyers	in	the	Domestic	Brand,	Beijing	Institute	of	Clothing,	2008	
5	Wang	Wei,	Research	on	Product	Selection	Strategy	of	Leisure	Garment	Brand	Buyers,	Donghua	University,	2010	
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buyer mode6. (see Table 3-1) 

 

 

 

 

 

 

     

 

Table 3-1 Procurement flowchart 

First, the planning and decisions in the pre-procurement  

Time planning and purchasing decision in fashion purchasing. As the garment procurement 

time is too long for traditional garment enterprises, the normal year will be divided into two 

purchases of spring / summer and autumn / winter, then it introduces the buyer mode. To meet 

the market, it must follow the trend, and should choose the time plan based on quarter purchase 

or monthly purchase. Here it can take the purchase plan as 3 months for example, make a 

variety of procurement arrangements in advance. Normally, it takes about six months for the 

work to be carried out before the product is ready for sale. The specific time is as follows (for a 

total of 180 days in half a year): (see Table 3-2) 

 

Project Schedule 

Pre-forecast of market demand  18-27 days (10% -15%) 

Product development 54-72 days（30%-40%） 

Production stage Production preparation 36-54 days（20%-30%） 

Goods production 27-36 days（15%-20%） 

Distribution of goods 18-27 days（10%-15%） 

                            Table 3-2 Procurement Schedule 

The garment procurement decision-making mainly includes product price, development, 

                                                        
6	Wang	Yunyi,	Garment	Buyers	and	Procurement	Management,	China	Textile	Press,	August	2010	

Pre-procurement planning and procurement 
decision-making 

Planned organization and product design in 
the middle of the procurement 

Implementation of the latter part of the 
procurement 

Purchasing 
process 
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purchase and sales plan and the overall profit forecast and risk forecast. Buyers' decisions on 

these decisions need to take into account the overall environment of the garment market, have 

the analysis of fashion trends, and the established target consumer groups. As a successful 

buyer, he needs to have a comprehensive understanding of the consumer market and consumers, 

have the correct grasp of the properties of garment products, find fashion trends in time to 

enable enterprises to provide the necessary garment products on the market at the right time. 

Garment buyers need to consider the price of the products to meet the purchasing power of 

consumers, including the cost of garment, to improve work efficiency. Product development 

should be considered from the garment brand image, design style to product attributes. The 

purchase and sales of garment mainly consists of the price of raw materials, the quantity and 

time of the purchased products and the sales time of the products. Finally, the buyer also has to 

forecast the overall profit and estimates the risks, and consider the price increase or decrease 

and procurement and garment business management costs caused by the trend changes. 

Second, the planning organization and product design in the middle of the procurement  

Planning organization and product design in the middle of the procurement. Garment 

enterprise product development should be based on the popular information obtained by buyers 

through participating in fashion fairs and garment exhibitions and other means, including 

seasonal popular colors, fabrics, style, to provide inspiration and design-orientation for the 

designers. Then it goes the development of garment style, appearance, function and design of 

enterprise products, taking into account the brand positioning and market demand. After the 

product development, designers will show the designed products through the garment style 

design drawings, and then the buyers need to put the samples into production, and they need to 

rely on the technical level and production capacity of suppliers and manufacturers and the 

understanding of retailers toward the sales characteristics of the products to see whether the 

products designed can meet the production needs. Garment design focus on style design 

methods, and different elements in appearance and shapes, and it also needs to pay attention to 

the number of style design pieces. As consumers are now personalized, the production of 

garment products cannot follow the traditional garment enterprises to choose "less styles, large 

numbers" production standard, instead, it should choose "less bulk, more varieties" production 
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principle. (see Table 3-3) 

 

No. Name Production 

quantity 

Unit Price 

(yuan) 

Amount 

(yuan) 

Owner 's request 

1 Male short 

shirt 

395 155 61225 Item: SV6600 Color: white 

Fabric composition: cotton 60%, polyester 40% 

2 Male long 

shirt 

373 170 63410 Item: V6600 Color: white 

Fabric composition: cotton 60%, 40% polyester 

3 Female 

short shirt 

64 155 9920 Item: FSV658-6 Color: white purple bar 

Fabric composition: cotton 60%, 40% polyester 

4 Female long 

shirt 

64 170 10880 Item: FV658-6 Color: white purple bar 

Fabric composition: cotton 60%, 40% polyester 

5 Men's 

trousers 

203 240 48720 Item: HX31107-21C Color: Navy 

Fabric composition: 79 Polyester fiber 21 

viscose fiber 

6 Women's 

skirt 

32 190 6080 Item: HXx31107-21C Color: Navy 

Fabric composition: 79 Polyester fiber 21 

viscose fiber 

Total 1131  Currency: 200,235 yuan 
Table 3-3 A company procurement plan 

Third, the specific implementation of the late procurement   

The implementation of the late implementation of the procurement, including the purchase 

orders, logistics of production, and products distribution. After the completion of the pre-

product procurement plan, the buyer's work process has been completed more than half, and it 

begins to enter the implementation of the procurement plan. First of all, buyers need to assess 

suppliers through the production, management, social and moral responsibility and other 

aspects to select qualified suppliers. Then the buyer and the supplier have the discussion on the 

price, taking into account the purchase of goods, transport and time and other factors, obtaining 

both the satisfaction of the price through bargaining with changing the transaction method and 
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the number of purchases, etc. Then it goes to the signing and execution of the purchase order 

contract. It should pay attention to the contract to specify the responsibilities and obligations of 

both parties, and establish the same product quality standards between the buyer and the 

supplier. In the course of the implementation, the buyer should track the order of production 

conditions and product testing, if there are problems with the implementation, the buyer should 

make reasonable and effective judgments and changes timely. Finally, it goes to the logistics 

distribution of the product. As the life cycle of garment, especially fashion products, is very 

short, the buyer should arrange a reasonable transport time for transporting the goods in the 

process. Therefor the buyer should ensure that the shop has a certain time to organize the 

product and will not cause inventory pressure. With the rapid development of technology, 

buyers can use barcode technology, Internet code technology, Internet communication 

technology, and Electronic data interchange and other high technology, to understand the sales 

and volume of products anytime and anywhere. 

Fourth, the organizational collaboration of the overall team  

The organization and collaboration of the overall team. From the above procurement 

process, it is clear that the completion of a purchase must be done with the designers, suppliers, 

retailers, logistics staff and other staff together, who tie the process through the buyer, including 

collaboration with outsiders and internal staff. Buyers need to coordinate the relationship 

between the internal staff, to avoid conflicts. Those who have a good relationship with outsiders 

can get technical support, timely delivery speed and correct product quality.
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3.2 INNOVATION GARMENT BUSINESS MARKETING 

CHANNELS 

A marketing channel is a way a producer uses a transfer of goods or services to a 

consumer. Traditional garment business marketing channels are mainly through three ways7 

including agents, self-employed and franchise wholesale, constituting a department store, 

stores, wholesale markets and other sales terminals. However, due to lack of terminal market 

power, dealers cannot unite between the cooperation, the channel pump and dump the goods 

seriously, resulting in the disorder of the overall garment market, short brand management, and 

serious homogenization of the garment market products, greatly reducing the profitability of 

garment enterprises. On this basis, through the buyer mode, combined with the emerging 

marketing channels, it establishes and controls garment marketing channels. (see Table 3-4) 

 

 

 

 

 

 
            

Table 3-4 Classification of Marketing Channels 
First, the choice of marketing channels and distribution methods 

Fashion buyers need to choose the marketing channels and distribution methods that meets 

the product positioning of the garment enterprises. With different financial strength, brand style, 

product positioning, etc., garment enterprises choose different marketing channels and 

distribution methods. As a good buyer, he should grasp the garment product design process, 

color knowledge and other knowledge and skills to determine the necessary garment materials, 

and then according to the price factor to consider the choice of channels. Buyers can choose 

                                                        
7	Xie	Huimin,	Analysis	of	Marketing	Channels	for	Garment	Enterprises,	"Journal	of	Business	Culture",	2012	(5)	

Marketing channels 

Self-Proxy Franchise 
wholesale 

Department 
store 

Store 
Wholesale 
market 



 
 

	
	
1
5	

appropriate distribution channels according to the positioning of garment brands. At present, the 

overall wholesale market is large-scale, with strong consumer demand, and the wholesale 

market is characterized with low-grade products, low prices, various styles and quick updating 

speed, and a large number of low-end garment to meet to the needs of low-end people. At the 

same time, department stores are the important places for high-end garment and brand garment 

distribution, and self-distribution of brand stores bring excellent quality and unique design of 

garment sales to the masses of consumers and be recognized by them. Finally, the emerging 

online shopping is gradually changing consumer spending habits. Network sales is also a way 

which cannot be ignored, so buyers cannot ignore this emerging marketing channels, which can 

bring huge profits to the enterprise. And the popularity of the supermarket and the impact of 

trade fairs can help garment brand promotion, to enhance the brand and price advantages, and 

increase sales. 

Second, cooperating with the dealer  

Work with dealers to select the right brokers to introduce products and services to the 

market. Combined with the purchase of buyer mode, the garment business put the work of 

garment distribution to the buyer, who chooses the right dealer to be able to against risk. And 

through the buyer the garment enterprises can grasp the initiative of the product, reduce capital 

occupation, which has strong flexibility. In determining the distribution of products, the buyer 

needs to carefully select the dealer and the way of cooperation based on product sales, carefully 

assign the specific rights and obligations of both sides. In this process of cooperation, the buyer 

should be able to properly handle the relationship between the two sides, enhance 

communication, bring it values and mission, and believe the development prospects of garment 

enterprises, strive for the common development of both sides. 

Third, the management of the terminal retail 

Through the strengthening of the product sales terminal control, it improves the terminal 

retail business mode. The retail terminal is the place where consumers have the most direct 

contact with the brand, which can reflect the shop's attitude and marketing, as the focus of 

business sales success. The terminal shop under buyer system is that through the training on 

shop sales staff, display designers and buyers, let them understand different modes of operation 
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of the production methods and processes with the same brand mode to achieve product sales 

growth, maximizing benefits for garment business. 

Fourth, the construction of garment brand images 

Paying attention to the construction of garment brand image, and carrying out 

differentiated modes of operation. The success of garment enterprises in the competition is 

determined by the sales and profit of garment products, so buyers need to use all reasonable and 

effective means to maximize the profits of enterprises. The current development of the garment 

market is more and more mature, consumer awareness and dependence on the garment brand is 

increasingly growing, therefor companies need to establish a good image of the garment brand, 

then the buyer mode is particularly important. Good brand image is composed of excellent 

product quality coupled with excellent enterprise operation and management system, which 

includes high service quality, powerful and secure information network system and fast and 

perfect logistics system. The buyer mode carries out reasonable and effective regulation of 

these aspects. Taking into account that today's consumers are paying more and more attention 

to the pursuit of fashion, due to the growing pursuit of personalized and uniform homogeneity 

of garment products, garment enterprises need to establish a different brand to start 

differentiated business, in order to avoid the loss of status in the market. 

3.3 PROMOTING THE IMPLEMENTATION OF INFORMATION 

FEEDBACK FROM GARMENT ENTERPRISES 

The product design, production, distribution, sales and other aspects of garment enterprise 

are inseparable from the information. In the buyer mode the buyer should make timely 

classification of information in the market. Here information feedback refers to that the garment 

business as the large control system sends out the information or signal, the buyer analyzes the 

impact of the information or signal, to obtain favorable and timely information, so the 

enterprise can seize the initiative, and then increase the likelihood of success. To do the 

information feedback of the garment business, it should start from five areas including the 

sorting, classification, delivery, implementation, information re-feedback. (see Table 3-5) 
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 Table 3-5 Information feedback steps 

First, the organization of information 

The feedback of the information should be done from the beginning of screening, then it 

should be integrated. Buyers need to get information from the market through interviews, 

questionnaires, fashion shows and other forms, while the information is not all useful, so buyers 

need to filter it. (see Figure 3-1 and Figure 3-2)

Sorting 
out 

classification Information 
re-feedback 

transferring Execution 
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The Screened- out information should meet the needs of garment enterprises, and 

eliminate false and useless news, if the buyer cannot correctly determine the authenticity of the 

information, it will bring losses to the enterprise. The next step is to sort out the information, 

which may reflect a phenomenon at a certain time, while there will be a different phenomenon 

in other time, so the screened- out information can effectively prevent information omissions, 

highlight the value of information, and improve the efficiency of processing information.       

Second, the classification of information 

After sorting the feedback information, it is going to the classification of information. As for 

the classification of information, buyers should sort them from the nature, status, role, 

application departments, time, carrier and other different aspects. The garment enterprise 

information is classified based on the time limit, marketing direction and department of the 

information. The changes in fashion industry are so fast that buyers should make timely 

feedback on the information to avoid the production design errors. buyers need to follow the 

time limit of the information will be classified. The marketing direction is classified based on 

product design, promotion, price, sales channels, etc. Buyers should classify information 

according to the different departments, put design to department of design, sales to department 

of sale, which can improve the accuracy of feedback information to avoid the blind spots of 

information transmission. 

Figure 3-2 Paris Fashion Week interview in 

autumn and winter in 2016  

Figure 3-1 Chanel Fashion Week in 

spring and summer in 2015 
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Third, the transmission of information 

The transmission of feedback information is an important link in the implementation of 

information after finishing and sorting. As the information finishing and classification are 

completed, the theme highlighted in the information is gradually clear, and there also is the 

transmission direction or the object. In the process of information transmission, buyers we 

should pay attention to the confidentiality of information, if there is leakage, the value of the 

product in the garment enterprises will greatly be reduced. As in the process of information 

transmission, the object may be wrong, buyers should pay attention to the cooperation among 

departments, information flow and so on. 

Fourth, the implementation of information 

The implementation of information is divided into four steps including implementation, 

supervision, information evaluation and reserve. The implementation of feedback information 

refers to that after the correct delivery, the buyer delivers funds and equipment after taking 

tasks to various departments to complete. Buyers need to supervise from design of the product 

to sales, and the processing of feedback information is no exception, the buyer should pay 

attention to the implementation of the information in the process to see whether there is a 

deviation from the original established route, and to make timely correction, if there is a new 

problem, buyers should also make timely adjustments. After the implementation of feedback 

information, the entire implementation of the process of information should be evaluated and 

reserved. The correct information evaluation can reflect the experience of feedback, which has 

considerable reference value, which is beneficial to the future information management of 

garment enterprises. 

Fifth, re-feedback of the information  

Finally, the re-feedback of information. Information feedback is that after the sorting, 

classification and delivery of the feedback information, the buyer asks customers, employees 

and others about the advantages and disadvantages in the implementation of information 

feedback, as well as the recommendations on the development of enterprises, to improve the 

enterprise information system and form sound information cycle. The buyer should win the 

initiative for the enterprise in the unpredictable shopping malls. 
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3.4 IMPROVING THE GARMENT INDUSTRY SUPPLY CHAIN 

REACTION MECHANISM 

Supply chain refers to the functional structure of the network in which through the 

production, information, logistics and transportation and a variety of capital control, the core 

mechanism of the enterprise sends the products from the initial procurement of raw materials, 

product generation and sales system through various distributors to distributors and retailers, etc. 

until to consumers. In the current garment market, due to the untimely feedback of market 

demand, backlog of garment warehouse inventory, slow information updates, low logistics 

efficiency and the poor cooperation ability between various cooperative enterprises or 

businesses in the supply chain and other issues, the development of garment enterprises is 

seriously restricted. In view of these problems, this paper analyzes and improves the supply 

chain reaction mechanism of garment enterprises from the aspects of the supply chain operation 

mode, the cooperative relationship among the enterprises, the logistics and the information 

transmission in the fashion system. (see Figure 3-3) 
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First, the garment enterprises supply chain operation 

The implementation of supply chain operating mode with the combination of the main 

push mode and order-based mode8. The so-called main push mode of operation is that 

according to the needs of the vast consumer market, the buyer carries out the design, production 

and sales of products, which takes into account the common needs of the vast majority of 

consumers, while ignores the personality. And because the garment design and production 

process is so long, the buyer cannot make a timely response to changes in the market, which 

will likely cause inventory backlog, so the buyer should change and improve the garment 

production structure for this point in the production of garment enterprises. The order mode of 

operation is based on the needs of orders to carry out the production to avoid inventory backlog, 

taking into account the customer's individual needs, but its overall size is not so large as that of 

the former one, whose consumer market is more extensive. The buyer can combine the two 

modes to enhance the response capacity of garment enterprises, to meet the consumer market 

common and individual needs, reduce business risks, and expand the business scale. 

Second, the cooperation between enterprises 

Buyers should correctly determine the core competitiveness of supply chain cooperative 

enterprises, and establish cooperative relations with them. Garment enterprises has long supply 

chains, which involves the surface materials suppliers, distributors, garment factories and other 

different personnel, so buyers need to communicate with them to grasp the overall operation of 

the garment industry. The core competitiveness of these enterprises is at the quality of their 

products, prices and product innovation, with the guarantee of product quality, they can enhance 

product efficiency and reduce the cost of production through high-tech and management 

methods. And for the distributors and garment factories, the main core competitiveness lies in 

the promotion of garment brands, so they should enhance brand awareness to increase the 

market share among garment enterprises. Buyers need to choose the appropriate surface 

accessories suppliers, distributors and garment factories according to these aspects, and then 

                                                        
8	Liu	Boyu,	M	Garment	Company	Supply	Chain	Rapid	Response	Mechanism,	Donghua	University,	2014	

Figure 3-3 Supply chain flow chart 
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integrate the entire supply chain to increase their own real value. 

Third, logistics and information transmission 

Improving the enterprise's information system construction, to achieve the professional 

cooperation with logistics enterprises. To improve supply chain reaction mechanism of the 

garment industry, buyers must maintain good relations of cooperation with the designers, 

suppliers, distributors and logistics companies, to ensure good information transmission and 

sharing, and enhance the speed of response. To establish enterprise information system, buyers 

should make full use of a variety of information technology, designers, suppliers, distributors, 

logistics companies, etc. to upload each process of the product to the computer network. After 

classifying various types of information, buyers can upload it to the computer system of the 

garment enterprises. Therefor it can form an information network, once there is emergency 

orders or changes in the market demand, the buyers can arrange the process timely to speed up 

the supply chain response. The logistics enterprise is the one that the product transported to, and 

keeps close contact with it. In this way, it can reduce the logistics costs of enterprises, and 

buyers focus the human and material resources to the core part to maximize the improvement of 

the status of business inventories, to increase the financial strength of themselves to achieve 

enterprise resource optimization, achieve the optimization of the buyer mode, and strengthen 

the comprehensive strength. 

3.5 CHANGING THE MANAGEMENT MODE OF THE GARMENT 

ENTERPRISES 

Garment business management mode refers to the basic framework used by garment 

enterprises to achieve the production and operation of garment. Common business management 

mode includes family management mode, friendship management mode, warming management 

mode, randomized management mode, institutionalized management mode and systematic 

management mode. I believe that in order to be successful, the management of the garment 

enterprises should be systematic and scientific. The buyer system business mode is to drive 

enterprises to the institutionalized and systematic direction, while it should not lack friendship 
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and warmth. According to the organizational structure of the enterprise, the main departments 

of the enterprise can be divided into the corporate headquarter, the sales terminals, the business 

processing department and the logistics center. According to the different management objects, 

the enterprise personnel can be divided into market, finance, human resources, technology and 

information. By analyzing the operation process of enterprises, combined with the analysis of 

the function of the buyer, it can bring the systematic and institutionalized scientific 

management mode to the enterprise. 

First, the scientific production management 

Using advanced technology to achieve scientific production management. As the rapid 

economic development in recent years, the overall standard of living continues to increase, the 

enterprise labor costs are also increasing, in order to reduce labor costs, more and more 

enterprises will focus on the new production technology. Buyer mode is a systematic and 

scientific management mode, which pay attention to a variety of garment enterprises, in favor 

of the development of information and technology. A large number of use of new production 

technology is a necessary condition for the transformation of garment manufacturers to upgrade 

the mechanization, resulting in a substantial reduction of labor rate and operating costs of 

enterprises, which is also conducive to the integration and large-scale development of 

enterprises. And then the buyer should pay attention to the use of the Internet. In the enterprise 

it can establish an internet to monitor the enterprise's capital flow and product logistics in real 

time, strictly divide personnel to avoid the ticket evading, and achieve information sharing and 

synchronization. The use of modern technology can greatly improve the efficiency of the 

operation of enterprises, establish a corporate image, leading to the clear corporate finance. 

Second, remote management 

Setting up off-site office to achieve remote management. Due to the fierce market 

competition, for the development of enterprise radiation range, it should increase sales targets, 

choose to increase the sales area of the enterprises. The buyer should analyze that under buyer 

mode it should take into account the differences in each region, the centralized business in the 

head master will cause chaos, so buyers can choose to establish branch offices, franchises, 

stores and other modern business operation modes. The establishment of branch offices, 
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franchise stores, stores and can bring distance from the head quarter, cut off the links between 

the two sides in space, so they cannot have timely information feedback and communications, 

or implement instructions. To maximize the interests of garment enterprises under the buyer 

mode, the buyer can construct network management system to timely transmit the data to 

ensure the safety of information transmission, reduce the waste of human resources and 

operating costs, bridge the space gap, and improve operational efficiency. 

Third, financial management 

Implementing computer management to achieve a transparent financial management. The 

overall computer management requires that all the income and account must be entered into the 

computer; each region or department needs to send the financial statements to the headquarters 

every day, the buyer also need to integrate the information analysis. All the statements inside 

should clearly record the daily sales of product modes, colors, sizes, and dealers, suppliers, 

agents, and other goods also have to be reported. Buyers deal with the data to respond timely to 

the number of regional inventory to avoid the situation of the stock backlog, out of stock or 

sales losses; put an end to personnel problems and financial uncertainty; form a clear and 

complete business data network, which is easy for enterprise management. 

Fourth, in-transit inventory management 

For the inventory of precision, the purpose is to achieve in-transit inventory management. 

In-transit inventory management refers to a different goods inventory management compared 

with the goods in the normal storage, according to the different sale objects, it can be divided 

into the transfer, sales in the way and production in transit. The in-transit sales refer to that in 

the expansion of the sales network in the agents, stores and counters, the document starts with 

the goods but there is not an acknowledgement of order or it appears late, resulting in delays in 

accounting or failure of recording, leading to the delay of production and the reduction of 

operational efficiency. The object of in-transit sales is the dealer or direct sales, refers to that 

the same kind of goods is taken away by other customers, which cannot be replenished in time, 

resulting in that customers pick up no goods; customers take goods in the area where the system 

shows in stock, only to find that the actual situation and the book do not match, resulting in loss 

of corporate profits, as well as credibility reduction. The in-transit production refers to that the 
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manufacturer sells what it produces and cannot supply the market timely. These situations are 

due to the untimely transmission of information, and then buyers cannot make timely feedback, 

cannot correctly reflect the status of various business projects, leading to the enterprise 

inventory management difficulties. 

 

Chapter 4 Case Study of the Development of Garment Enterprises 

with the Buyer  

4.1 HSTYLE WITH THE GROUP BUYER SYSTEM 

HSTYLE, a business group established in 2006, with the business scope of garment, shoes, 

cosmetics, sports, is China's largest Internet brand. From 2012 to 2015, HSTYLE ranked 

comprehensively in the domestic major e-commerce platform for four consecutive years. Since 

the last two years, the number of employees and sales of HSTYLE has been rising. 

 

 

 

 

 

 

 

 

  

 

 

 

 

1.5 billion yuan 

1.05 billion yuan 

0.56 billion yuan 

0.24 billion yuan 

67 million yuan 

3 million yuan 

12 million yuan 

2650 people 

2100 people 

1200 people 

1100 people 400 people 

200 people 
40 people 

2006    2009    2010    2011    2012     2013    2014 (year) 

Sales 

Number of employees 

Table 4-1 changes in staff and sales in HSTYLE in recent years 
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Adhering to the product concept as "variety, a small amount of low prices, updating fast", 

the Group set up for the different consumer groups, including the trend of women HSTYLE, 

fashion men AMH, children's garment Minnie Haru and other brands. With its unique group 

system buyer model it has become one of the most successful Internet brands. Combined with 

the previous chapter, from the management mode, procurement methods, supply chain system, 

marketing of HSTYLE, here we analyze the impact of this group buyer system model on the 

development of HSTYLE. (Figure 4-1, Figure 4-2)
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First, the small group management mode 

Composition and Procurement of HSTYLE. The group is generally composed of the 

selectionist, page production, inventory maintenance, clerks, Korean assistant, totally 3 to 10 

people or so, with flexibility. The selectionist is responsible for the entire buyer group, who is 

actually equivalent to the buyer. He must have a sensitive sense of fashion, to determine 

whether the choice of products to meet the needs of consumers, and bring profits to the 

company. The success of the buyer determines the success of the entire group. (Figure 4-3) 

 

 

 

 

 

 

 

 

 

 

 

Figure 4-1 Women’s garment brand 
HSTYLE 

Figure 4-2 children's garment 
Minnie Haru 
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In the beginning of the founding of each buyer group, HSTYLE will give 2 to 5 million 

yuan as start-up funds of the group, which has a high degree of autonomy, can be responsible 

for product production, procurement, design and price, but need to shoulder the self- profit and 

loss of the group. The group used the amount of 100% in the newly established 3 months of 

funds, after 4 to 6 months and thereafter it reduced the amount of funds to70% compared to the 

sales last month. The team can calculate the rate of commission based on the group's gross 

margin and inventory turnover, which will be decided by the group leader, namely, the buyer, 

then report to the department manager and the general manager to approve. In order to enhance 

the group's activity, the team will rank the top three in the first half of the year, and the last 

three will be disbanded and the team members will be scattered to other groups. Such a system 

of rewards and punishments can promote the enthusiasm of the team members, strengthen 

cooperation among the members of the group, avoid vicious competition and enhance the 

operational efficiency of the enterprises. Taking HSTYLE for example, the group's 

procurement is that the buyer chooses the appropriate garment and procurement samples in 

South Korea, and then returns to the domestic to have production. At present, HSTYLE has a 

group of nearly 300 buyer groups, with rich styles, fast updates, low prices and high cost-effects 

of products9. 

Second, efficient supply chain system 

Different from the less varieties, large quantities of production need of traditional garment 

enterprises, in order to meet the needs of consumers, HSTYLE uses multi-species, less 

production mode, which requires an extremely high production efficiency. When a group has 

just been established, due to the development time is not long, its sales are not high, the surface 

materials demand is not large, and production is not high, the upper and lower cooperation with 

the industry chain is not very good. In the past two years, HSTLE has chosen to cultivate a 

group of factories specializing in multi-variety and small-scale production in the vicinity of the 

                                                        
9	Zhang	Hui	and	Guo	Yun,	HSTYLE	Taking	Buyer	Mode	of	as	the	Core	of	the	Business	Strategy,	shopping	malls	modern	
editorial	office	mailbox,	2015	Z1	period	

Figure 4-3 Group system of HSTYLE 
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company, and strengthened the management of the whole team. HSTLE's garment supply chain 

can be flexible to mobilize marketing planning, product planning and product production, 

leading to the high delivery rate of production, high precision products and the rapid response 

to the order. 

Third, excellent management model 

Meticulous organization and benign competition management mode. With the Korean 

garment enterprises continuing to expand, brand influence grows, the number of its buyer 

groups are also increasing. As to HSTLE garment business management, with group system as 

the core, its management is also starting from the group. Considering the establishment of 

personnel institutions, it first chooses the buyer in the group of 3-10 people as leader, and then 

sets up a group of 3 to 5 managers, and then sets up a manager for each three executives. It 

considers the performance of managers, taking performance indicators for the assessment, in 

which half is sales, and half is assessment of the progress of the newly formed buyer groups. 

Finally, the company encourages the development of staff, in the creation of a new group of 

buyers, the buyer group develops to mature, employees can apply to the Audit Committee for 

promotion. HSTLE has a lot of buyer groups, because the company is to do e-commerce brand 

with no physical stores underline, the product's advertising resources are in the home page of 

the online garment shop, but there are only 3 advertising posts. HSTLE has these buyer groups 

bid for the advertising, the quickest one is be able to get advertising ads. It should be noted that 

if they get the advertising post, the products of the buyer groups cannot be hot, the post will be 

replaced to other more powerful team. (see Figure 4-4) 

 

 

 

 

 

 

Figure 4-4 Home page of HSTYLE TMall Shop  
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Fourth, the new media and star marketing 

Combining new media marketing and star marketing. As a garment business brand, 

HSTLE sells products online, so that the marketing propaganda are on the Internet. At present, 

China's network popularity is extremely high, the use of mobile devices is also very broad, on 

the basis, it uses microblogging, WeChat, QQ and other public platforms to promote a wide 

range of publicity, and uses Taobaozhitongche, CPS and other promotion channels, regularly 

shoots some promotional movies or posters on the official shop website. In fact, at the 

beginning, although there is a certain degree of visibility, the brand power is weak, in April 

2014 through the cooperation with Quan Zhixian hot in You from the Stars, the brand 

awareness was greatly improved, blasting fans benefits. Afterwards, HSTLE signed 

appointment with Anzai Xian in October,2014 and in 2015 signed Piao Xinhui. In addition, 

HSTLE has also let Ren Quan, Li Bingbing, Huang Xiaoming be the business spokespersons 

and investors, to a great extent to achieve the brand high efficiency and low-cost promotion. 

(see Figure 4-5) 

 

 

 

 

 

                                                             

 

 

 

Figure 4-5 HSTLE's star family 

4.2 ZARA IMPLEMENTING THE BUYER OPERATION MODE  

ZARA was established in 1975, belonging to the Spanish INDITEX Group, now has more 

than 2,000 chain stores in the world. ZARA adheres to fashion without borders, and transmits 
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the "affordable fashion" concept to the vast number of consumer groups, with the professional 

team including more than 400 buyers with a small amount of variety and rapid updates, 

followed by public aesthetic, walking in the trend front line, to create a great success for ZARA, 

leading top in the fast fashion tide. As a typical buyer shop, its success is mainly by virtue of its 

professional team of buyers, perfect logistics system, rapid response to the supply chain, 

flexible enterprise organizational structure, and excellent retail. (see Figure 4-6) 

 

 

 

 

 

 

 

 

 

Figure 4-6 Zara's organizational structure 
First, professional training of designers changing to buyers 

The buyers of ZARA are typical air trapezes, they need to shuttle in a variety of fashion 

shows and exhibitions, select the product that they think are appropriate styles and good for re-

design and processing, which requires professional design capabilities for buyers. Although 

every year due to plagiarism ZARA needs to pay a great indemnity, it still does that for greater 

profits, now the plagiarism situation of ZARA still exists. Changed from designer to buyer, they 

are required to be retrained for design knowledge, especially for the process design of dress, the 

perception of fashion trends and color master training. And they also need to be trained for 

market operations knowledge, procurement capabilities, store operations, sales analysis, color 

display, operating costs and the coordination of relationship between buyers and buyers, buyers 

and business. ZARA thinks that this system and a complete training is the key to the changes 

from designer to buyer. 

Second, rapid response of supply chain system 
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  ZARA's rise is accompanied by IT systems to support its strong supply chain. Normally 

the design to garment sales of products in domestic enterprises need six months, the 

international first-line brand needs 4 months, while ZARA only need a week at most, normally 

12 days, this speed of supply chain reaction speed is beyond the reach of all enterprises. To 

achieve this, through the rapid design, production, sale, and only a few pieces of each style in 

each store, it results in artificially out of stock, and achieves all the updates in every 15 days, 

reflecting its "fast, various styles, and a small amount "brand concept. (see Figure 4-7) 

 

 

 

 

 

                            

 

 

 

 

Figure 4-7 Zara's supply chain process 

 

Third, efficient logistics and distribution system 

Almost half of the production of ZARA is produced by its own factory in Spain, to grasp 

the highly technical high degree of automatic dyeing and cutting technology, some labor-

intensive work is outsourced to small factories. ZARA brings large amounts of funds into the 

production base of the product and distribution center. All the product distribution of ZARA is 

from the distribution center for the same package redistribution to all over the world. In order to 

achieve rapid transport, ZARA uses air, and a special distribution truck also has a fixed driving 

time, and ZARA uses optical reading tools to check the product, greatly reducing the error rate, 

which makes ZARA logistics and distribution fast and correct. 
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Fourth, flexible enterprise organizational structure and special operating system 

INDITEX Group also has an original organizational structure, and the sectors of market, 

design and production are separated, after the establishment of the buyer operating system, the 

INDITEX Group made a comprehensive transformation of the organizational structure of the 

enterprise. Clear work of the department functions, strengthened links between various 

departments, improved operational efficiency of enterprises, all make ZARA develop to the 

present look. The operating system of ZARA has differentiated market pricing system, global 

operation and operation strategy, innovative marketing strategy, close to the needs of 

consumers, with rational use of resources and reduced operating costs, which are in line with 

fashion trends. 

Five, excellent retail terminal 

After the implementation of buyer business mode, ZARA trained shop sales, seller and 

buyers in the terminal shops, so that the same brand can achieve different operating methods, 

therefor the store's sales had a qualitative leap, and the products in the shop and the sales mode 

can get the best play. (see Figure 4-8) 

 

 

 

 

 

 

 

 

Figure 4-8 A terminal store of Zara 

4.3. DIFFERENTIATION ANALYSIS OF THE DEVELOPMENT OF 

HSTYLE AND ZARA  
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In recent years, the rapid development of HSTYLE has been known as the "HSTYLE 

version of ZARA", and the number of new products in HSTYLE each year has gone beyond 

that of ZARA. Both HSTYLE and ZARA have quick product update speed and fashionable 

styles, and take buyer system as the core. But there are also many different points between the 

two brands: (see Table 4-2) 

 

 HSTYLE ZARA 

Adva

ntage 

1. In recent years， the brand has been devel

oped rapidly, with high visibility, and has 

ranked the first in sales on Taobao; 

2. Taobao has many users, visitors in the offi

cial flagship stores, and many fans; 

3. Novel product design, keeping up with th

e trend; 

4. Mature e-commerce development mode; 

5. Excellent service attitude and fast service 

speed; 

6. Excellent group buyer system 

1. Large enterprise scale and coordinated work te

am bring sound effect to the enterprise operati

on; 

2. ZARA has high production level, and high tec

hnical content of product; 

3. High quality of service, good user experience; 

4. Scientific management system; 

5. A large number of excellent professionals; 

6. Offline experience shop and online shop are o

perated at the same time, so customers can hav

e the same shopping experience. 

Disa

dvan

tage 

1. Only having online shops, without offline 

ones; 

2. HSTYLE has a not long development tim

e, with uneven qualification of buyers; 

3. Requiring an efficient supply chain syste

m; 

4. Except Taobao, the visibility on other net

work sales platform is not high. 

1. Due to the rapid expansion and a huge product

ion base, ZARA has high levels of assets and l

iabilities; 

2. Insufficient talents in individual departments; 

3. Serious garment plagiarism; 

4. No special marketing strategy. 

oppo

rtunit

y 

1. In recent years, with the rapid developme

nt of e-commerce, it can have a better dev

elopment; 

1. With the economic globalization, consumers c

ontinue to improve the living standards, and sp

ending power is also rising; 
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2. HSTYLE mainly deals with Korean style,

 which has caused the interests of consum

ers in recent years; 

3. HSTYLE mainly deals with women's gar

ment, due to the large potential of women'

s market consumption. 

2. Policy support by the government; 

3. Upstream and downstream industries drive the

 consumption; 

Thre

aten 

1. There are some limitations in sales channe

ls. 

2. Brand style is not prominent, and there ar

e so many Korean styles. 

3. No European, American, Japanese or othe

r styles, which cannot meet the different n

eeds of consumers. 

1. Raw material prices continue to rise, leading t

o the increasing of costs; 

2. The garment market is becoming increasingly 

competitive; 

3. The overall economic development is unstable 

                        Table 4-2 Comparative SWOT analysis of HSTYLE and ZARA  

 

CHAPTER 5 THINKING AND ENLIGHTENMENT OF BUYER 

MODE FOR THE DEVELOPMENT OF GARMENT 

ENTERPRISES 

5.1 A STRONG SUPPLY CHAIN SYSTEM IS THE BASIS FOR THE 

DEVELOPMENT OF GARMENT ENTERPRISES 

A complete supply chain is made up of suppliers, manufacturers, distributors and retailers, 

which also includes the mastering of enterprise capital flow, product logistics and information 

flow. In this consumer demand as a prerequisite, market-oriented garment market environment, 

the original traditional garment enterprise development mode has been unable to meet market 
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demand, and the production of garment enterprise is no longer shouldered by only one company 

from design to sales, instead, the production, sales and logistics of products are dedicated to 

professional teams to operate, to achieve the professional operation of various departments. 

At present, ZARA, ranked the first in Spain, and the third in the world, the success of its 

buyer business mode is also inseparable from its rapid response to the supply chain system. 

ZARA's products are produced by its own core technology and cooperated with labor-intensive 

small workshops, of which 80% of the products in ZARA are produced in Europe, then ZARA 

has professional logistics and distribution, to ensure rapid and timely delivery of products to 

various stores, and the terminal retail stores also have special shop buyers and shop sellers, 

leading to the success of ZARA in today's highly competitive garment industry. A strong 

supply chain production system can effectively improve the efficiency of garment enterprises, 

reduce operating costs and achieve the efficient development of the enterprises. 

5.2 PERFECT INFORMATION NETWORK IS THE BASIS FOR 

THE DEVELOPMENT OF GARMENT ENTERPRISES 

In the rapid development of information now, the rapid development of garment 

enterprises cannot be separated from the perfect information network. With the continuous 

development of the economy, as a result of intense competition, the consumption, spending 

power and consumer awareness of the garment industry have changed. In addition to meet the 

physiological needs, consumer demands for garment are more in personality, so the perfect 

information network is an important condition for the victory in business competition. 

Still taking ZARA as an example, ZARA's success is also inseparable from its professional 

IT system. Each link from the garment design and development, production, logistics and 

transportation to the store sales is inseparable from network technology. First, the buyer will put 

the designed and produced garment styles, sizes, quantity, colors and other information into the 

computer system, and then the factory produces according to the number of production in the 

computer, terminal retail stores can view the number of products in the unified computer 

system and transfer goods and place orders according to demand, to meet the consumer's 
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shopping needs timely, and to reduce the loss of enterprises. Moreover, a comprehensive and 

systematic computing network can timely control various departments as the market demand 

changes, to achieve the sharing and exchanges of information among platforms. Through the 

computer system, buyers can pay real-time attention to product design, production, logistics, 

order information and effective information communication, to reduce the distance between the 

factory and the market, have more efficient production process, to enable enterprises to have 

better performance. 

5.3 RAPID RESPONSE MECHANISM UNDER THE BUYER 

SYSTEM IS THE KEY TO THE DEVELOPMENT OF GARMENT 

ENTERPRISES 

The rapid response mechanism refers to that in the production, transportation, sales and 

other risks in the process, the garment enterprises can take action quickly through various 

departments to prevent or reduce the degree of risk generated. Successful rapid response 

mechanism is the key to the development of garment enterprises, which needs to take the 

perfect information network as the basis, to achieve rapid sharing and transmission of 

information. And then it has to go through a long period of development and work among 

various teams in order to enable enterprises to have a rapid response mechanism. After the 

realization of information transmission, various departments also have to judge the authenticity 

of the information in order to avoid timely message error leading to business losses. Each 

department within the garment enterprise should set up a supervisor to be responsible for the 

arrangement and completion of the tasks within the department, which can do a good job in the 

management of the system and each employee, to achieve a rapid response mechanism. 

5.4 TEAMWORK IS A STRONG SUPPORT FOR THE EFFICIENT 

OPERATION OF GARMENT ENTERPRISES 
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In the process from design and production to sales, garment enterprises need to go through 

these processes including product development, production, logistics and distribution, garment 

sales, information feedback, which involves the surface accessories suppliers, designers, 

logistics companies, distributors, as well as salesperson. In the operation of enterprises, these 

people have a variety of different information. Buyers have to communicate with accessories 

suppliers, designers, logistics companies, distributors, agents and sales staff. Due to the 

different departments involved, enterprises need to establish an effective information 

communication and coordination mechanism to avoid self-interest behaviors caused by 

improper information communication and different interests, resulting in the breakout of the 

overall enterprise supply chain and affecting the overall work of the normal business. The unity 

and cooperation among various departments of the enterprises can enhance the cohesion and 

comprehensive strength of the enterprises. All in all, the high-speed operation of enterprises 

cannot be separated from the coordination between the team cooperation10. 

Buyer mode is a fast and high-quality management mode based on the buyer, according to 

its garment industry's industry norms, product identification capabilities, fashion sensitivity and 

the overall garment enterprises to form a unified node. This paper mainly analyzes the influence 

of buyer mode on the development of garment enterprises, discusses the procurement methods, 

marketing channels, information feedback execution, supply chain reaction mechanism and 

management mode of garment enterprises. The author analyzes the procurement methods of 

garment enterprises from these aspects including the pre-schedule, planning decisions, and 

specific procurement implementation of the normal garment procurement, and makes a 

comparison between the traditional garment business procurement methods and garment 

business procurement behavior with buyer mode. The choice of marketing channels of garment 

enterprises is related to the retail terminals of garment. After the introduction of buyer mode, 

garment enterprises combine traditional marketing channels with emerging marketing channels, 

and pay attention to the relationship with partners, which to a certain extent strengthen the 

profitability of the enterprise. Garment business information feedback implementation, in short, 

is the correct grasp of information processing in the garment design, production, sales and other 

                                                        
10	Chen	Jing,	Functional	Operation	of	Buyers	in	the	Domestic	Brand,	Beijing	Institute	of	Clothing,	2008	
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aspects. ZARA has a very good information feedback execution, it has a large number of 

buyers and sellers in a variety of shows and garment exhibitions, and can be the first to get the 

latest fashion information and timely delivery back to the company, making ZARA garment 

walk in the trend front. This is based on the powerful information feedback implementation, 

which can bring huge profits to the company. 

The first few points are analyzed about the gap buyers and traditional garment business 

mode, then in overall, it has analysis of the garment business supply chain and management 

mode. The supply chain reaction mechanism of garment enterprises refers to the cooperation 

among suppliers, distributors and retailers involved in the supply chain from the aspects of 

garment design, production and sales. ZARA's success also benefits from its excellent supply 

chain system, ability timely to respond to a variety of directives and emergencies in the 

integration of information transmission and distribution, product design, production and other 

processes, so that enterprises can get profit maximization. Garment management mode refers to 

develop the enterprise toward the direction of scientific and systematic management, focusing 

on its financial, inventory management, to achieve precision financial transparency and 

inventory management. Finally, for from garment design and production to the sale, there 

involves a wide range of personnel in the process, so the unity and cooperation among the team 

is particularly important. 

After theoretical analysis of impacts of buyer mode on the development of garment 

enterprises in all aspects, we analyze the case of HSTYLE combined with ZARA, and discuss 

differences between the two groups in the supply chain, marketing, brand development, the 

target consumer groups and other aspects, with the combination of theory and practice. 

 

CHAPTER 6 CONCLUSION 

Mastering impacts of buyer mode on the development of garment enterprises, we can 

better grasp the needs of consumers, understand the trend of the consumer market, as well as 

the overall organizational structure optimization, and product supply chain development. For 

the garment enterprises, the introduction of buyer mode can enhance the overall brand value of 
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the enterprise, visibility and the influence to a certain extent, and improve the internal business 

structure and management mode. 

Through the study of buyers and the buyer mode, we can find that this mode, an advanced 

enterprise management, is upgrading of the advantages and disadvantages in the operation of 

the traditional garment enterprises, changing the production mode of "small varieties, large 

quantities " into "large variety, small quantities" of traditional garment enterprises, changing the 

operating mode of production and sales integration into a mode cooperated with professional 

teams. The introduction of new technology into machine integrated garment production and use 

of computer networks to strengthen the management of the overall business change it from 

decentralized, rigid and non-professional management to the system, flexible and professional 

direction. Although the Chinese buyers have just emerged, the study of the buyer is not 

comprehensive enough, and the development of the buyer mode is not complete, yet there are 

already many brands such as HSTYLE, Hot Air, Yishangmen, etc. which have implemented the 

buyer mode, drawing on the experience of foreign successful buyer mode operation such as 

ZARA, H & M and UNIQLO, to promote the upgrading of garment enterprises. 

In addition, we should also pay attention to the value of the buyer itself, take advantage of 

a variety of capabilities of buyers in the purchase, sales, data analysis and trend grasping, to 

closely link the supply chain of garment enterprises in all aspects to ensure the coordination of 

cooperation between each link, to make the garment enterprises in the process of the correct 

development of the trend, resulting in the perfect structure of garment enterprises. Garment 

enterprises cannot be satisfied with the achievements at the present stage, it should continuously 

enhance the corporate brand image and its own business strength, break through the bottleneck 

of production, pay attention to the quality of products and professional training of staff, change 

the traditional business model, to achieve long-term development. 

As the current increasingly competitive garment industry, garment enterprises need to 

introduce the buyer mode to achieve the upgrading of enterprises to keep up with the tide of the 

times. Based on the above research on the development of garment enterprises, this paper puts 

forward the following suggestions on the development of garment enterprises: 
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1、Strengthening the comprehensive construction of information networks. At present it is 

the stage of rapid development of the network, with a complete information network, which can 

speed up the internal and external information sharing and delivery, make the right feedback 

timely for any uncertainty, to reduce the loss of enterprises, and increase the overall business 

competitiveness. 

2、Paying attention to the unity and cooperation between the team. Garment business is 

composed by design, production, marketing, sales and other different departments, each 

department has its specific division of labor. To achieve the efficient operation of enterprises, it 

cannot be separated from the unity and cooperation between the team, or even if the other parts 

of the enterprise have an outstanding completion, if there are communication issues among the 

teams, the companies cannot quickly and accurately complete the task. 

3、Achieving a balanced development of all aspects of the supply chain in enterprises. 

The enterprise's supply chain is composed of product production, logistics, terminal sales plus 

funds. In the case of slow development of logistics, the untimely logistics can lead to the delay 

of sale in the terminal and the overall inventory, which will increase the cost of the enterprise 

inventory, and cannot catch up with the sales time, resulting in reducing the sales profit. 

Therefore, each link needs a balanced development, the uneven development will lead to the 

slow development of the supply chain. 

 

The development of fashion buyer mode has a wide impact on the development of garment 

enterprises, I hope that follow-up research on this basis can be combined with a large number of 

data analysis to have a further in-depth study, so that there will be a richer and more perfect 

research on the buyer mode of garment enterprises. The study of the buyer mode has a very 

important value and practical significance to the development of garment enterprises, so as to 

improve the operation and management system of garment enterprises to have a long-term 

development. 
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