
 
 
 
 
 

Trend of Select 

 

 

 

 

 

 

 
 
 
 
 



 

 

 

 

 

資
訊
管
理
系 

 

畢

業

專

題 
 

潮
流
小
品 

 

一
Ｏ
五
學
年
度 



 

 

 

      

 

     (10310102)  

(10310103) (10310123)       

(10310148) (10310150)                                    

 

            Trend of Select        

  

 

  

  

  

  

 

  

  

 

 



 

 

 

       

                               

 

 

 



 

i 

 

 

 

                                  59 

                  

105 2   

                             

 

 

 

      

 

 

 

 

 



 

ii 

 

ABSTRACT 

 

Thesis Title Trend of Select                                      Pages 59 

University Chihlee University of Technology 

Graduate School Departmant of Information Management 

Date July, 2017                        Degree Master  

Researcher Lin,Pin-Hsin Wang,Ting-Yuan Chang,Chun-Chia Wang ,Wei-Zhong

Jaing,Cheng-Gang 

Advisor Chu,Li-Li 

 

Keywords Internet Marketing E-commerce Popular Goods 

  

Nowadays, the sales channels are diverse, which makes the consumers have 

more ways and choices to purchase products. This topic is based on selling popular 

goods and promoting products. We offer consumers an online sales platform 

combined with social networking platform to progress online marketing. Sales can 

be more diverse through the suppliers’ channels and let consumers can choose 

foreign products online directly. We also offer more opportunities for those who 

want to purchase popular goods to choose. 
 

Internet technology develops rapidly to the globalization. Online marketing 

sells through an invisible platform to make the products easier to show up in front of 

the public. This research is based on online marketing, analyzing different ways of 

online marketing and bringing more merits for our products. We will find the most 

effective ways through analyzing questionnaires of the marketing ways that people 

are used to and according to an analysis of the market survey and the present 

situation of the clothing industry. 
 

In the view of the research findings and the considerations of consumer habits 

and market share, now our purpose is to promote the brand and enhance the 

reputation and to improve the willingness of consumers to buy. Thus, we make 

adjustments to the goods and pricing, and take the young people as the main sales 

target. Through cooperation with the manufacturers, we also make the product 

innovative so that customers can have a variety of choices. Gradually, we establish 

the brand positioning in the Internet market, attracting more people who are 

interested in fashionable clothing. 
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