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[bookmark: _Toc27667]1 Introduction 

This paper will discuss how to make trade show effective and practical in marketing mix. This paper focuses on the different reactions of Chinese consumers to H & M brand personality and the influence of brand personality on consumers' purchase intention. Through the summary and carding of various influencing factors of fast fashion business model, a relatively complete fast fashion mode system is obtained. Based on this, a reasonable and feasible scheme is proposed for the actual operation and transformation of domestic clothing enterprises, and some enlightenment and suggestions are provided for other domestic clothing enterprises.

[bookmark: _Toc19905]2 Background Literature

The so-called "fast fashion" mainly includes three meanings: fast delivery time, low price and keeping up with fashion trend. The fast fashion, characterized by "fast, ruthless and accurate", is rising rapidly in the fashion industry, driving the global fashion trend. Fast fashion clothing always follows the trend of the season, new products arrive at the store at a very fast speed, and the window display changes twice a week. The core of fast fashion is the integration of supply chain. How to realize the "fast" of fast fashion industry is a problem that all fast fashion brands must consider. One step ahead of others means one step ahead of others in the fierce market competition. Fast means to be able to keep up with the trend and provide the most cutting-edge fashion products for consumers. Fast fashion clothing, from the collection of styles to design, to the final product hanging on the hanger of the exclusive store, the process is often less than two weeks. Conceptually, H & M has always been based on the principle of sustainable development to ensure a more sustainable design, manufacturing and product processing production chain, while providing a good working atmosphere for its employees. In terms of the composition of the production chain, H & M does not produce a single garment by itself, and mainly relies on outsourcing from 800 independent suppliers in Asia and Europe. In the context of the world economic downturn, H & M's turnover reached SEK 15 billion in 2013, and its annual growth of 10% - 15% depends entirely on self financing. The main body of this paper is the marketing strategy of the company to China. The reason for this topic is that. Many leading brands in today's fast fashion clothing industry have entered the Chinese market and seized the market share in China. Therefore, this paper analyzes the marketing strategy in order to understand the operation context of the whole company more clearly and explore the success secret of the enterprise.
3. [bookmark: _Toc13781]Theoretical basis

The concept of "fast fashion" came into China in 2006. In that year, many leading brands in today's fast fashion clothing industry entered the Chinese market, seized the market share of China and launched a fierce tug of war. So in the world, this concept is also a matter of these ten years. It is also a matter of a few years for China to know this term. Compared with this aspect of research at home and abroad is also relatively small. I see that the relevant papers and documents are basically analyzed from the perspective of management. I want to find another way to analyze the marketing strategy, so as to understand the operation of the whole company more clearly and explore the success secret of the enterprise. The second is from the practical significance, the main body of the article is the discussion of the marketing strategy of H & M clothing company, but the purpose of the research is not limited to this company, for the whole fast fashion industry, even the whole clothing industry has a certain reference. With the gradual increase of China's human cost, the advantage of human cost is becoming less and less. It is imperative for China's clothing industry to open up a new way. The fast fashion marketing mode is undoubtedly a valuable spiritual wealth and a powerful guiding force for the Chinese clothing industry which is in a depression and an urgent breakthrough. I want to analyze the marketing strategy of H & M, and at the same time, it can be used for reference for Chinese garment enterprises in the transition period.
This paper adopts the method of case analysis, through the micro way to study, in the middle of the analysis. This field of clothing industry is the meso analysis. Then I choose H & M company, a representative enterprise of fast fashion industry, to analyze the marketing strategy. Through the partial analysis of the whole, through the micro analysis of the enterprise, we can achieve the examination of the whole fast fashion industry. Finally achieve the effect of inspiration for China's clothing industry. This paper also adopts a comparative analysis method, by comparing with other brands in the fast fashion industry, to make the data more convincing. I want to get the first-hand information of the store, visited H & M stores in Shenyang, and hope to know more about the process of H & M terminal sales.
3.1 [bookmark: _Toc26733]4P strategy
4P marketing theory is summed up as the combination of four basic strategies, namely, product, price, place and promotion 4Ps marketing theory is actually to study marketing problems from the perspective of management decision-making. From the perspective of management decision-making, various factors (variables) that affect marketing activities of enterprises can be divided into two categories: one is uncontrollable factors of enterprises, that is, uncontrollable market of marketers themselves; marketing environment, including micro environment and macro environment; the other is controllable factors, that is, products, trademarks, brands, prices, advertisements, channels, etc. that marketers can control, 4Ps is the induction of various controllable factors:

Product strategy mainly refers to the way that enterprises provide various tangible and intangible products to the target market to meet the needs of consumers to achieve their marketing goals. It includes the combination and application of controllable factors such as varieties, specifications, styles, quality, packaging, characteristics, trademarks, brands and various service measures related to products.

Pricing strategy mainly refers to the way that an enterprise achieves its marketing objectives by setting prices and changing prices according to market rules, including the combination and application of controllable factors such as basic prices, discount prices, allowances, payment terms, commercial credit, various pricing methods and pricing techniques related to pricing.

The distribution strategy mainly refers to the way that an enterprise reasonably selects distribution channels and organizes the circulation of commodity entities to achieve its marketing objectives, including the combination and application of controllable factors such as channel coverage, commodity circulation links, middlemen, network settings and storage and transportation related to distribution.

The promotion strategy mainly refers to the combination and application of controllable factors such as advertisement, personnel promotion, business promotion, public relations, etc. related to promotion, which are used by enterprises to achieve their marketing objectives by stimulating consumers' purchase desire and promoting product sales through various means of information dissemination.

3.2 [bookmark: _Toc6555] 4C strategy
Customer mainly refers to the needs of customers. Enterprises must first understand and study customers, and provide products according to customers' needs. At the same time, enterprises provide not only products and services, but also customer value.

Cost is not only the production cost of an enterprise, or the price in 4Ps, but also the purchase cost of customers. It also means that the ideal situation of product pricing should be not only lower than the psychological price of customers, but also make the enterprise profitable. In addition, the purchase cost of customers in the middle includes not only their monetary expenditure, but also their time, physical and energy consumption, as well as the purchase risk.

Convenience, that is, to provide customers with the greatest convenience for shopping and use. 4Cs marketing theory emphasizes that when making distribution strategy, enterprises should consider the convenience of customers more than the convenience of enterprises themselves. Through good pre-sale, sale and after-sale service, customers can enjoy convenience while shopping. Convenience is an integral part of customer value.

Communication is used to replace the corresponding promotion in 4Ps. According to 4Cs marketing theory, enterprises should establish a new type of enterprise / customer relationship based on common interests through active and effective two-way communication with customers. This is no longer a one-way promotion and persuasion of customers, but a way to achieve their goals at the same time.

[bookmark: _Toc20192][bookmark: _Toc14306]4 research objectives 

The main purpose of this study is to study H & M's marketing mix strategy in China, and draw conclusions through the following research objectives. Due to the fierce market competition, this study has certain reference significance for H & M company.

[bookmark: _Toc23087][bookmark: _Toc10641]4.1 target customers of the enterprise
My first research goal is to evaluate the target customers of the project. I will draw conclusions from my first-hand data and second-hand data, analyze the loyal customers of H & M company in the Chinese market, and get feedback from customers and their opinions. This helps to analyze how the brand effect of H & M company in China is designed based on customer needs.

[bookmark: _Toc21881][bookmark: _Toc27443]4.2 external environment of the enterprise
I will analyze the macro environment of the company, including the analysis of social and cultural environment, economic environment, political environment and technical factors, so as to ensure that the macro environment of the company is free of defects and more conducive to attracting consumers

[bookmark: _Toc32053][bookmark: _Toc11680]4.3Fast fashion market development.
In this way, I will determine the style and fashion factors of today's fast fashion market through my own research results and analysis in the first-hand data, so as to provide necessary help for H & M company

[bookmark: _Toc6928]5.Research methods

This paper adopts the method of case analysis, through the micro way to study, in the middle of the analysis. Then, H & M company, a representative enterprise of fast fashion industry, is selected to analyze the marketing strategy. Through the partial analysis of the whole, through the micro analysis of the enterprise, we can achieve the examination of the whole fast fashion industry. Finally achieve the effect of inspiration for China's clothing industry.
[bookmark: _Toc5257]6 Research methods and justification


[bookmark: _Toc3073][bookmark: _Toc751]6.1 Second-hand information
First of all, I choose articles that are helpful to me. Secondly, I search for knowledge points about 4P theory and relearn some marketing theories. These surveys help me to better choose the midpoint of the topic
[bookmark: _Toc9676][bookmark: _Toc1721]6.2 Questionnaire survey
I'm going to issue a questionnaire about H & M company. This questionnaire is distributed on the Internet through the questionnaire star. People aged 20-60 are selected for the questionnaire. It's estimated that 200 questionnaires will be issued, and the estimated time is about 10 days. After recovery, the questionnaire was screened to select the effective questionnaire. In order to reduce the error, I first carry out the pre survey and a small amount of distribution. After recovery, we plan to make statistical analysis and charts for the questionnaire.
[bookmark: _Toc2696][bookmark: _Toc12310]6.3 Interview survey
I'm going to talk with wechat over the phone to understand the audience's impression of China's good voice. This interview will be conducted with wechat, Skype and other tools. Five people will be selected for this interview, and the expected time is five days. The subjects are mainly from 20 to 60 different age groups.
[bookmark: _Toc28864]7 Gantt Chart
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