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Abstract

With the rise of the female consumer market, “her power” has become the core driving force behind
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brand transformation, and emotional marketing has emerged as a key link connecting female con-
sumers with brands. This paper takes domestic light luxury bag brands as the research object, and
explores the mechanism and practical paths of “her power” emotional marketing in shaping brand
image against the background of competitive trends in the clothing and bag industry, the importance
of brand image building, and consumption changes under the influence of “her power”. The study
finds that domestic light luxury bag brands have successfully shaped a brand image that integrates
Oriental aesthetics and female values through such means as incorporating female elements into
product design, focusing on female narratives in communication, and aligning marketing activities
with female needs. Based on the research conclusions, this paper puts forward optimization strate-
gies from the aspects of deepening the connotation of brand culture, optimizing marketing activities,
and upgrading product design, so as to provide reference for domestic bag brands in the field of
female emotional marketing and help them achieve differentiated competition and sustainable de-
velopment.
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