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Abstract. With the prevalence of social media platforms, digital marketing has emerged as an important 

segment of competition in all industries. For the apparel industry, which is centered on trends, the rise of 
social media has transformed the traditional marketing approach and become an essential tool for 

establishing interaction between brands and consumers. This report analyzes a series of marketing initiatives 

in the fashion industry, using the social media marketing case studies of Li-Ning and Shein as concrete 

examples to illustrate how this has provided a wide range of opportunities for brands to showcase their 
brands, effectively enhance brand status, drive sales, and increase customer loyalty. Today's fashion and 

apparel industry no longer applies the traditional marketing techniques from past, and the relationship 

between the consumer and the brand is no longer a single buyer and seller relationship, but one of those 

allowed to participate in the construction of the brand. The more multiple identities possessed by consumers 
have also become a powerful force for brand advocacy, and these changes have boosted the economy while 

also driving innovative marketing strategies for apparel brands, especially relying on new trends led by User 

Generated Content (UGC) and Influencer Marketing. Therefore, through the above analysis, this study 

designs a complete framework for explaining how apparel brands can effectively utilize social media 

marketing to stand out in the competitive marketplace, proposes strategies and recommendations with value 

for the future sustainable development trend of the fashion industry.  

1 Introduction 

1.1 An overview of the rise of social media as a 
key marketing tool 

Everyday social media plays a vital role as a powerful 

online communication tool in marketing and building 

customer relationships. An increasing number of related 

industries have started to use it as one of the marketing 

approaches to help brand development and business 

operations [1]. This suggests that digital media qualifies 

as a "link between brands and consumers". The 

traditional monolithic model of communication with 

users has shifted, companies and retailers must take 

some kind of action to adapt to social media [37]. As 

Rani [1] points out, companies that adapt social media 

as an effective marketing strategy have more 

opportunities to proliferate a diversified marketing 

strategy while maintaining consistency with the 

company's philosophy, which is a powerful tool to 

implement a good relationship with customers, increase 

customer circulation, loyalty, and achieve a competitive 

advantage. 
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1.2 Relevance of social media to the apparel 
industry 

The target audiences of the media have changed from 

the traditional single type of information receivers to 

transmitters and even creators, which has resulted in a 

shift in the way individuals, businesses, and society 

operate [20]. Chu and Seock [10] stated that social 

media platforms have been recognized for providing the 

apparel industry with a visual and interactive channel for 

mass communication. The close connection between 

new media and the apparel industry makes the influence 

of short video platforms, fashion bloggers, online 

shopping platforms, live streaming, and other mediums 

extremely essential in spreading fashion information 

and increasing apparel sales. It is reasonable to believe 

that the intersection of the apparel field and customers 

under the fashion industry and the advancement of the 

online media environment is a result of benefiting from 

the mainstream marketing tool of social media. 

1.3 The aims of the literature review 

The primary objective of the literature review is to 

provide a comprehensive background of the way social 

media has contributed to the promotion of the clothing 

and fashion sectors in the current online media 

landscape. Including how social media has emerged, 
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evolved, and progressed to play an important role for the 

fashion industry in terms of marketing strategies and 

brand identity building. The focus of this overview is on 

globally recognized social media platforms, especially 

local platforms that are heavily used by the Chinese. 

Through specific brand profiles, it demonstrates the 

ways in which social media can be a strong marketing 

tool for brands in the fashion industry, while proactively 

developing a marketing strategy to respond to the 

rapidly changing and diverse marketplace. As such, this 

review is presented in a written format to clarify the 

background information on how social media has helped 

to advance apparel brands, the customisation and 

diversification of promotional strategies across different 

platforms, and to identify where current research has 

progressed from the past and where there is future 

development. 

2 The Evolving Landscape of Digital 
Marketing in the Apparel Industry 

2.1 Historical Context 

Digital media is not an emerging concept, publics have 

been sending and transmitting information over long 

distances using the telegraph since 1792, which seems 

to be the predecessor of the internet of nowadays, and 

arguably for most of human history human have created 

the technology they need to communicate with each 

other easier [15]. It was not until focusing on the post-

2000 Internet era that there has been a shift from fewer 

communication mediums to increasing mass 

communication and interaction [14]. 

It was not until the advent of email in the 1960s, and 

the establishment of ARPANET in 1969 by the US 

government's Advanced Research Projects Agency 

(ARPA) that the earliest time- sharing computer 

network were created, which laid the foundation for the 

construction, formation, and operation of the Internet. 

With the progress of society, the information exchange 

model has gradually improved, and Internet chat models 

have emerged one after another. Many early social 

networking sites that appeared in the 1990s were niche 

chat sites that once allowed people to interact which can 

be seen as the foundation for the great improvement of 

modern social media after 2000 [15]. Today, the 

presence of successful social media platforms has driven 

and changed the process of co- evolving multiple 

dimensions of society. This is a sign of the 

transformation of mass communication methods to the 

Internet era in the past 20 years [14]. 

2.2 Shift from Traditional to Digital Marketing 

According to previous data, 75% of Internet users used 

social media platforms to publish, create and share in the 

second quarter of 2008, which is a huge increase from 

56% in 2007, This indicates a positive outcome of the 

increase in the number of Internet users because of the 

wide dissemination of social media. As Internet 

applications based on Web 2.0 conceptual forms and 

technologies, social media provides sufficient space for 

users to create and exchange content, which is the basis 

for companies and brands to develop online marketing 

channels and strategies in the new media era [24]. 

Additionally, the concept of content communities 

proposed by Kaplan and Haenlein needs to be clarified, 

the main purpose of this concept is to share media 

content among users [24]. Benefiting from some of the 

large social media sites that have been around for more 

than a decade, including Facebook, YouTube, social 

media has genuinely changed the world [36]. Harvard 

sophomore Mark Zuckerberg launched Facebook on 

February 4, 2004, and to this day, it has rapidly growing 

become among the most important social media 

companies in history [46]. YouTube is an American 

online video sharing platform that has operated since 

November 2006 as one of Google's subsidiaries Some 

social media sites are more popular than others among 

specific demographics, such as TikTok, which was 

launched in September 2016, and whose user base 

reached a whopping 500 million by mid-2018. TikTok 

has averaged about 20 million new users per month 

during this period. It introduced short video content 

creation as a powerful tool for viral distribution. 

Therefore, the magic of social media in the fashion 

industry is that two-way fashion interactions create a 

busy bidirectional channel that promotes real-time 

conversations among both brands and consumers [3]. 

3 Key Social Media Strategies for 
Apparel Brands 

3.1 Content Marketing 

Unique marketing strategies contribute to helping 

brands address consumer needs and penetrate target 

markets [50]. The emotions and memory triggers 

evoked by images and videos make visual content easier 

to remember than pure text. Second, visual information 

is better suited for long-term sharing on social media. 

Last, the multi-dimensional expression of visual content 

makes it a versatile tool to attract audiences on various 

platforms [22]. 

High-value marketing also depends on the 

distribution of multiple platform destinations along with 

the creation of effective content. Instagram, for example, 

serves as one of the most popular social media networks 

for fashion brands, presenting brand style and aesthetics 

in a visually engaging way. Temporary story content in 

Instagram can be used for behind-the-scenes insights, 

promotions, real-time interactions and directed to a 

customer's branded website or other social media 

channels, and hashtags are key to expanding targeted 

flows of content [47]. Targeted content strategies such 

as localised content, using Wechat, Douyin to provide 

more in-depth content or short-form video distribution 

provide creative opportunities for brands [34]. 

3.2 Influencer Marketing 

The power of influencers on the fashion industry is an 

imperative for brands to consider, and the fashion 

industry, being an industry that has always pioneered the 
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use of social media celebrity influencers. Nike, Zara, 

and Shein are statistically the top three most mentioned 

labels on Instagram in 2022, benefiting from the fact that 

collaborating with online celebrities with lots of loyal 

followers promotes brand authenticity, shapes consumer 

perceptions and boosts purchasing power in a persuasive 

way [6]. 

Influencer type is also relevant for marketing 

characterisation, with micro-influencer specialising in 

building niche market trust with higher engagement 

rates, providing rich content and maintaining visibility. 

These types of influencers establish a deep connection 

with their audience through social media and build a 

dynamic and interactive digital ecosystem with the 

public through different media platforms [35]. 

Chinese internet users are highly engaged with 

applications and platforms, benefiting the development 

of influencer marketing strategies for local platforms. 

Weibo, seen as Chinese version of Twitter, has a vast 

and consistent user community, making Key Opinion 

Leaders (KOLs) on Weibo an excellent choice for 

marketing business, especially Chinese consumers 

continue to prefer KOLs' recommendations over typical 

advertisements [41]. Xiaohongshu, a dynamic 

combination of content creation, e-commerce, and 

influence networks, with its users' high purchasing 

power is a prime option for developing KOLs to 

promote fan engagement and trust [45]. Clearly, 

influencer marketing strategies on local Chinese 

platforms continue to be highly effective [42]. 

3.3 User-Generated Content (UGC) 

User-generated content (UGC) is a strong tool for 

brands to drive marketing in China's digital space. 

Compared to traditional advertising, UGC accounts for 

the greater dominance, it carries real experiences and 

opinions of customers. Owing to authentic and 

meaningful interactions, UGC is by its nature a powerful 

tool for brands to build trust and engage sincerely with 

audiences, irreplaceability is at the core of UGC [33]. 

Research shows UGC has helped shape Chinese 

consumer behaviour, with younger generations in 

particular valuing authenticity and peer 

recommendations. Thus, as with Xiaohongshu and 

Weibo, the combination of interactive social and e-

merchants is making new ways of consuming especially 

popular among young consumers, relying on user- 

generated content to flourish, encouraging users to share 

experiences, hashtags, and themed campaigns to 

stimulate engagement thereby driving personalisation 

and global reach [11]. 

3.4 Interactive Campaigns 

Live streaming is an excellent way to connect with 

audiences, demonstrate expertise, and grow a brand in 

several key social media strategies. This is about making 

a community-based connection with the audience 

through interactive engagements. Live chat Q&As are a 

way to help brands get feedback and validation and 

respond to viewers, addressing potential questions or 

concerns they have firsthand. This interactive approach 

of inviting audience participation helps brands to build 

prestige, credibility, and togetherness with their 

audience [28]. 

Douyin, for example, has powerful editing features 

including diverse video effects, smart functions and a 

library of templates that enable individuals to transform 

into video creators. Its operational approach and 

integrated e-commerce function and extremely high 

engagement rates make it a branding and content 

generation platform [23]. The Like-Mindedness Douyin 

marketing strategy helps brands maximize their reach by 

using interactive challenges and live streaming to 

engage viewers and develop marketing strategies [29]. 

4 Case Study 1 – Li-Ning 

4.1 Introduction and Overview of the Campaign 

LiNing Company Limited is one of the leading 

sportswear and athletic brands in China. Its mission is to 

inspire and equip athletes worldwide to realise their full 

potential. Until now LiNing remains at the forefront of 

design and technology in the 21st century, the infinite 

potential of the human body has always driven the brand 

indefinitely [27]. 

LiNing at New York Fashion Week surprised the 

world, and truly transformed the brand into a very 

modern, trendy street brand. The New York show was a 

transition moment for Li Ning's brand profile, said a 

brand representative. Previously, nearly everybody in 

China knew about Li Ning, but never associated it with 

style. The new design appeals strongly to youth who 

grew up at the top of the Chinese economy. As a 

generation of patriots, this provides numerous 

opportunities for Li Ning's future [26]. 

4.2 Strategy 

4.2.1 Collaboration with Designers 

Collaborating with designers is about as familiar a 

marketing strategy as brands can have, and Li-Ning's 

work with international designers is an important step 

towards standing on the world stage. For example, 

lemilemagazine documented Copenhagen-based brand 

Soulland joining forces with China's Li Ning for the 

Spring/Summer 2023 runway show. The design 

ingenuity and aesthetic direction of Soulland's founder 

and creative director, Silas Oda Adler, is a perfect match 

for Li Ning's inspirations in the world of sports and high-

performance technology, working together to build a 

global network of personalities who share the same love 

of sports, running, pre-race, race and post-race [19]. 

4.2.2 High-Profile Event Participation 

With one of the most prestigious events in the fashion 

industry, using creation marketing strategy is a powerful 

way to appeal a mobile-centred audience, along with an 

opportunity for brands to consider how to utilise this 
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type of high-quality event [7]. LiNing's presence at New 

York Fashion Week is a huge shift for the brand, filled 

with street-inspired sportswear, Li Ning's fashion show 

loudly announced the brand's ambition and pride, 

highlighting the important process of the brand's 

transition to premium fashion brand. 

4.2.3 Digital and Social Media Campaign 

On the eve of New York Fashion Week, Li-Ning 

released collection teasers and early previews through 

major platforms such as Instagram and Weibo, which 

greatly publicized the heat of the brand's event and 

created an early batch buzz. The trend of expanding 

fashion week shows to include official websites on 

major platforms in the form of live streaming shows that 

brands are taking advantage of foster a sense of 

community by streaming live and sharing experiences 

with customers [31]. Meanwhile, Li Ning generously 

shared behind-the-scenes content from the New York 

fashion show, was a clever way to show an internal 

perspective on the production of the collection, drawing 

the public into a deeper relationship with the brand. 

Besides, the collaborating with upstart designer Peng 

Chen on a collection and pushing the popular brand to a 

higher and edgier position through its NYFW debut [49]. 

4.2.4 Influencer and Celebrity Engagement 

Fashion influencers were invited to New York Fashion 

Week with exclusive hashtags featuring the LiNing 

brand to drive additional traffic to the brand, and 

influencers such as Chiara Ferragni and Chriselle Lim 

posted on social media about how to accessorize LiNing 

pieces in their daily lives. These posts, including 

hashtags such as #LiNingNYFW and #ChinaLiNing, 

have been trending on all platforms. LiNing's landmark 

collaboration with NBA star Dwyane Wade is well-

known, and Wade now has an exclusive collection under 

the LiNing brand, reinforcing the brand's ethos of 

athletic excellence [32]. 

4.2.5 Media Coverage 

Ultimately, in addition to online media campaigns, 

brand marketing needs to take a more flexible and 

diversified approach to meet consumer needs [9]. A 

well-developed marketing model will allow brand 

promotion moving towards comprehensiveness. For 

example, fashion publication Vogue published an in-

depth article about the brand's transition from 

sportswear to haute couture, including interviews with 

designers and highlights from fashion shows. Overall, 

these media marketing strategies enhanced the brand's 

marketing capabilities and influence at different levels 

and were excellent strategies for developing public 

connection and prestige [9]. 

4.3 Execution 

LiNing has carried out a comprehensive marketing 

strategy in executing all aspects of the strategy, from the 

appearance at New York Fashion Week and the launch 

of new products to emphasize the brand's new concepts, 

which appealed to a global audience while maintaining 

the culture. It has remained focused on collaborating 

with fashion brands and celebrities and media coverage, 

with extensive press coverage in top fashion 

publications, such as Vogue, Harper's Bazaar and GQ, 

which has been crucial in establishing Li Ning's position 

in the global fashion market and reinforcing the brand's 

new image. 

4.4 Results 

In an increasingly competitive market, brand perception 

plays a vital role in determining the success of a brand, 

such as Li Ning's performance at New York Fashion 

Week, which reshaped and repositioned its brand image. 

It is concluded sustainable social media advertising 

is an attractive way to enhance brand loyalty and sales, 

with diversified marketing strategies based on brand 

positioning and philosophy, especially in the Internet 

media environment, social media marketing is an 

excellent starting point to promote brand development. 

By creating and sharing content that generates audience 

connections, it builds a strong brand image and 

promotes brand development [40]. 

5 Case Study 2 – SHEIN 

5.1 Influencer Marketing 

As China's largest transborder fast fashion e-commerce 

company now, Shein has partnered with influencers on 

numerous social media platforms, to gain access to a 

wide range of consumers. Some statistics show that 

Shein's application downloads grow to more than 200 

million by the end of 2023 [43]. By partnering 

influencers, a unique marketing partnership has been 

established and the effectiveness of this referral strategy 

has helped spread brand awareness [2]. 

5.2 User-Generated Content (UGC) 

Brands favour user-generated content (UGC) for 

promotional purposes, Shein encourages clients to 

contribute their own Shein product content and posts it 

on their official digital channels, creating a sense of 

community and authenticity. At the same time Shein 

relies heavily on user-generated content (UGC), 

utilising the power of an active community to show real 

people wearing their fashionable pieces through videos 

and pictures, also reflecting a vibrant youthful aesthetic 

in terms of the visual style of their social media accounts 

[30]. Many users support the brand by posting videos of 

their purchases with the hashtag "#shein", and a steady 

stream of coupons and discount codes drive purchases. 

5.3 Social Media Ads and Promotions 

Shein also invests heavily in targeted social media 

advertising, leveraging platforms such as TikTok, 
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Youtube to attract potential customers. Its target 

audience as young, price-conscious shoppers from all 

over the world who love online shopping, and through 

the e-retailing platforms it creates a gamified 

environment in which shoppers can always find the 

perfect fashionable outfit. 

5.4 Engaging Content and Trends 

Moreover, Shein specialises in creating engaging 

content that resonates with its target audience by 

aligning itself with popular trends. Shein's strategic 

adoption of embracing the fast fashion paradigm has 

captured the hearts of young consumers who are 

positioned in the current zeitgeist of content creation and 

trendsetting. It utilises popular formats like short-form 

video to create fast, engaging, and shareable content 

accurately targeted. The contents include fashion tips 

and DIY tutorials, those educational and entertaining 

content subtly reinforces Shein's brand image [18]. 

5.5 Localization Strategy 

Shein customises social media to the cultural context of 

different international markets to ensure relevance and 

resonance [44]. Concurrently, localised content includes 

collaborations with local netizens who understand and 

effectively communicate with their audiences. During 

Ramadan 2023, Shein launched a dedicated collection 

featuring plain fashion, including kaftans, robes, and 

hijabs. It also strengthening its collaboration with 

partners in different regions to support local economies 

and create jobs, while creating value for customers and 

statistically contributing to localized economic growth. 

5.6 Conclusion 

Shortly, Shein's social media strategy featuring 

influencer marketing, user-generated content, targeted 

advertising, engaging trending posts, and localisation 

has proven to be very productive at the international 

promotional level in several ways, these ongoing 

strategies have significantly contributed to a significant 

increase in sales, putting Shein ahead of the curve in 

maintaining its position and reputation as a fast fashion 

brand. 

6 Challenges and Considerations in 
Social Media Marketing for Apparel 
Brands 

6.1 Staying Relevant in a Saturated Market 

6.1.1 Differentiation and Unique Selling 
Propositions (USPs) 

The concepts of differentiation and Unique Selling 

Proposition (USP) for the past few decades in the circles 

of marketing and selling, but nowadays, brands that 

want to stand out must move away from USP and must 

think about differentiation [12]. From a variety of 

perspectives including quality design, sustainability, 

cultural relevance, or innovation can help brands 

enhance uniqueness. 

Li-Ning's unique insights come from a high degree 

of integration of traditional Chinese references with 

contemporary styling based on the needs of the younger 

consumers in the present day, with a distinctive design 

that appeals to the audience. Cultural resonance is a 

prerequisite for the unique cultural inspiration of brand 

products, Li Ning's design inspiration uses elements that 

combine Chinese history and traditional features 

integrated with popular designs and trends to create 

designs that feel evocative of national cultural identity 

[21]. 

6.1.2 Keeping Up with Social Media Trends 

Participating in trends is a good way to stand out, and 

using eye-catching content and interactions and posting 

around trends can effectively connect users. According 

to DeLane, Trend Monitoring is the most direct and 

efficient way to monitor the brand's content on social 

media in real time to keep the brand newest. Agility is 

essential for social media marketers to remain relevant 

and responsive; marketers can adapt to changing media 

trends more quickly, reduce ineffective resource waste 

and seize market trends faster to get ahead of other 

brands, thus innovation is an important part of brands 

that want to gain a foothold in the market [13]. 

6.2 Managing Negative Feedback 

6.2.1 Addressing Criticism and Negative 
Comments 

Criticism and negative comments are common for a 

brand, the matter is how to handle negative feedback and 

criticism, which reflects the brand’s commitment to 

customer satisfaction and transparency. Sincere 

apologies are the first empathy that brands need to 

consider, being polite and proactive in solving problems 

always reflects a customer-centric philosophy. It’s 

important to note that when it comes to resolving 

conflict over difficult issues, smart brands are choosing 

to stay away from the spotlight, moving conversations 

off social media and into other places like email and 

phone calls without having to discuss it publicly is an 

important step in maintaining the brand image [5]. 

6.2.2 Crisis Management Strategies 

Evaluating a brand's problem-solving capabilities is also 

a sign of whether the crisis management strategy is 

mature. Having a professional crisis team or expert, 

accurately identifying the problem, and assigning roles 

to different coordination departments, and actively 

maintaining the response. The brand's reputation could 

be very fragile after dealing with a crisis, so timely 

internal meetings to ensure that the internal team is 

always consistent with the brand's values is crucial to 

regain the trust of the outside and keep sincerely engage 
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with customers and provide support. As one of the ways 

for a brand to gain a long-term foothold in the market, 

besides maintaining customer trust, preventing, and 

managing brand crises also requires tremendous efforts 

[38]. 

6.3 Balancing Authenticity and Promotion 

6.3.1 Authentic Brand Voice 

Balancing authenticity and promotion is a point that is 

always followed in the marketing strategy, and while 

finding the balance between authenticity and 

professionalism in social media, the brand develops a 

personality that will deepen the values and even greater 

benefits. This can be extended to consistency in brand 

philosophy, humanising the brand through consistent 

visibility, ensuring brand transparency and identity 

resonate [16]. In the long run, honesty and authenticity 

are the cornerstones of a brand's ability to create a 

successful and influential social media presence [16]. 

6.3.2 Avoiding Over-Promotion 

Over-promotion can alienate audiences and reduce 

engagement, with data suggesting that over-posting 

branded tweets can lead to users unfollowing, so it is 

critical for brands to focus on the long term and consider 

marketing strategies carefully [4]. Means to avoid over-

promotion include a balanced content strategy such as a 

mix of promotional posts, educational content, and 

entertainment, often with pedagogical relevance and life 

skills as with user-generated content that complements 

promotional posts. Narrowing the scope of brand 

commercialization can be effective in ensuring that 

posts are not only authentic and informative, but also 

effective in reaching the target audience [17]. 

7 Future Trends in Social Media 
Marketing for Fashion Brands 

7.1 Emerging Technologies 

Augmented reality (AR) is expected to change the way 

consumers interact with fashion brands online. As the 

apparel industry gradually digitises, immersive 

shopping experiences provide more immersive and 

personalised services and feelings and can even be used 

in design showrooms or catwalks. For example, Gucci 

and Adidas have tried to implement AR try-on in the 

application, which has greatly improved engagement 

and conversion rates. This is the unique advantage of 

AR in the fashion industry. It is easier for consumers to 

buy high-quality and better-fitting clothing, and the 

improvement of satisfaction will also reduce the 

transportation costs of returns and exchanges 

accordingly [8]. For customers, a tailored shopping 

experience is also good for maintain brand loyalty. 

7.2 Platform Innovations 

When referring innovation in social media, the 

functional transformation provides unique opportunities 

for fashion brands to connect with audiences. TikTok's 

short video format encourages creativity and 

spontaneity, this unique feature has democratized the 

platform, and anyone can post fashion content. 

Including Shein, which effectively used the viral nature 

of TikTok to attract millions of users. However, the 

importance of social media to the fashion industry is not 

limited to marketing, such as Instagram provides ranges 

of ways to display fashion content and enables more 

personalised participation and enhances exposure and 

brand loyalty [48]. 

7.3 Sustainability and Ethical Marketing 

Brand transparency is one of the most Powerful areas in 

which sustainable practices can be communicated, truly 

presenting the raw materials, production processes, and 

brand certifications are easier to be appreciated and 

trusted by customers [25]. Patagonia has used social 

media to advocate for environmental causes and 

promotes its sustainable products, gaining a loyal group 

of environmentally conscious stakeholders. Also, 

educational content allows for the creation of ideas that 

are unique to the brand, and this is the highlight that 

helps the brand stand on its own, those content can 

further include exploration of the environment, and 

information on sustainability programs. 

Ethics and sustainability mean a great deal to 

conscious consumers. Transparency for the fashion 

industry, apart from assisting consumers to make better 

decisions, also serves as a basis for companies to 

maintain clarity and accountability, where the rights of 

production workers, for example, can be safeguarded at 

all stages [39]. It is also possible to generate branded 

content into stories, work with eco-influencers that align 

with the brands' vision and create long-lasting 

connections with followers with deeper resonating 

content, in this way, thus the whole industry is pushed 

towards doing better. 

8 Conclusion 

This article focuses on the growing attention to the 

significance of social media in the fashion industry and 

the ways in which brands can develop an effective social 

media marketing strategy to increase awareness. 

Covering multiple social media platforms including the 

globalised platforms like Instagram and Tiktok, and 

local Chinese social media platforms such as Weibo, 

Xiaohongshu, and Douyin. 

The article repeatedly emphasises the importance of 

brand uniqueness, as tailoring strategies to the 

differences standardised across platforms is a key tool 

for companies to expand visibility, content marketing, 

influencer partnerships and user-generated content. 

Another critical point covered is to actively remain agile 

in strategies, brands that adapt to the changing 

environment will be able to quickly respond to the ever-
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changing media landscape. For instance, brands require 

to evaluate the incorporation of technologies like AI and 

AR to enhance customer experiences and brand 

competitiveness. For customer segments that value 

environmental concepts, a brand's focus on 

sustainability concepts and transparency can further 

enhance the environmental and ethical awareness of 

consumers, building long-term customer loyalty and 

brand identity. 

Social media marketing trends in the Internet age are 

both opportunities and challenges in fashion industry. 

Social media is a double-edged sword, from the 

traditional means of communication has been 

transformed into a comprehensive medium in nowadays, 

for the future of evaluation still requires brands and 

companies continuing to experiment and innovate, and 

to maintain the long-term stability of authenticity is the 

cornerstone of the brand. The above article paints a 

comprehensive framework for how brands can 

effectively utilise social media marketing strategies for 

long-term success. Intervening and improving through a 

multifaceted strategy gives value to the brand and 

navigates the challenging social media landscape with a 

positive, confident and stable mindset. 
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