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Construction and empirical research on the cooperation brand
evaluation system of showroom platforms:
a case study of enterprise D
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Abstract: To scientifically guide Showroom platforms and buyer’s collection stores in selecting designer brands, this paper
summarizes existing domestic and international brand evaluation models. Combined with the actual situation of enterprises
and the characteristics of designer brands, an objective evaluation system for platforms to select cooperative brands is
constructed, and the weight of each evaluation index is determined using the expert scoring method and analytic hierarchy
process (AHP). The evaluation system includes 7 first-level indicators,including brand image, brand products, brand market
performance, brand basic capabilities, brand development capabilities, brand cooperation performance, and consumer/
customer feedback, as well as 31 related second-level indicators. Based on the evaluation system, an empirical study is
conducted on 37 In-house brands cooperating with enterprise D for the 23AW ordering season to verify the accuracy of the
model and put forward suggestions for the enterprise’s brand layout. The research aims to provide a theoretical basis for
Showroom platforms and buyer’s stores in selecting cooperative brands, and offer methodological guidance for constructing
brand evaluation systems in other categories.
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