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[bookmark: _Toc204174817]Executive Summary
The report is a strategic analysis of the SHEIN marketing strategy in the fast-growing fashion industry with a focus on the concept of sustainability. Critically, it discusses the manner in which SHEIN uses its digital-first model, social media marketing, and the support of influencers to witness considerable market penetration among Gen Z and Millennials. The marketing mix framework and Segmentation, Targeting, and Positioning (STP) were used to evaluate the marketing strategy used by SHEIN, showing its flexibility in meeting the trend-based demand and its capabilities of selling affordable fashion on a mass scale. Nevertheless, the analysis also reveals some fundamental flaws, in particular, the inconsistency between the ultra-fast fashion model of the brand and the increasingly heightened expectations of sustainability among the consumers and regulators.
The macro- and micro-environmental environment analysis involving a thorough PESTLE and SWOT analysis highlights some important challenges such as regulatory compliance, environmental impact, to the unpredictability of influencer-based promotional channels. SHEIN is over-relying on the digital media, with a lack of long-term metrics of brand health, which leaves the brand at risk of the reputational and competitive threats, particularly as sustainable fashion becomes more mainstream.
The evidence-based recommendations found in the report include: creating a genuine sustainability transformation narrative, diversifying the channels of marketing, the creation of advanced brand health metrics, and the improvement of systems of regulatory compliance. The combination of these enhancements, and a unified long-term brand vision will be crucial to ensuring relevance and sustainable growth of SHEIN. Such a strategic improvement will make SHEIN resilient and competitive as the fashion industry turns into ethical and environmentally conscious business practices.
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[bookmark: _Toc204174818]Introduction 
SHEIN is one of the digital-first, global, fast-fashion giants that has dominated the market by marketing its products through social media and collaborating with influencers to sell out to Gen Z and millennials. The marketing strategy of SHEIN is critically reviewed in this report in a bid to establish how effective it is in the shifting environment of consumer needs and pressure on sustainability. It shows what strengths and weaknesses there are in strategic planning through analysis of macro and micro factors in the environment, target market forces, success of the media channels employed and indicator of success. The report ends by providing a series of recommendations that will meet the determined weaknesses. SHEIN will also meet the evolving market demands and stay competitive in the fashion industry that continues to turn more sustainable.
[bookmark: _Toc204174819]Task 1: Critical Evaluation of SHEIN's Marketing Activity
[bookmark: _Toc204174820]The Concept and Importance of Marketing: Resource Investment
SHEIN's marketing policy is founded on its identity as a fast-fashion, digital-first retailer that leverages technology to expedite global expansion. The trailblazing execution of marketing at Shein is a strategic process where a combination of values is generated, communicated, and provided to Gen Z and Millennial customers based on dynamic fashion trends at an affordable cost. The company heavily invests in digital spaces, particularly in social media platforms like TikTok and Instagram, and collaborates with influencers, which is the primary focus of its marketing strategy (Qu, 2024). It does not spend as much money as traditional retailers to build a physical store and traditional advertising. Instead, the company spends about 70%  of its marketing budget on digital ecosystems (data analytics and social media interactions), which allows it to cost-effectively reach a broad audience in 150 countries (McKinsey & Company, 2023).
The place of marketing in SHEIN is central to the image of the brand, customer acquisition, and competitive agility. It is the most significant way of connecting with digitally native consumers: 87% of social media marketers observe that searches for the brands grew on social media (McKinsey & Company, 2023). The significance of marketing lies in its ability to determine long-term success by aligning SHEIN's value proposition with current and future consumer demands, particularly regarding sustainability. Nevertheless, excessive presence within digital channels may run the risk of being susceptible to changing consumer priorities, i.e., ESG matters. Alternatively, such campaigns on influencers launched by SHEIN are very active but are questioned in case of a problem with sustainability, and it hurts brand confidence (Holman and Maheshwari, 2023). To ensure long-term growth, the most effective marketing should meet the demands of both short- and long-term sales and brand credibility.
[bookmark: _Toc204174821]Macro and Micro Marketing Environment Influences
[bookmark: _Toc204174822]Macro Environment Analysis 
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[bookmark: _Toc204127453]Figure 1: PESTLE Analysis of SHEIN
[bookmark: _Hlk204116375]Source: (Abbas, 2025)
Political:
Trade policies and tariffs have a considerable impact on SHEIN's cost structure, especially when there is constant U.S.-China trade tension, which raises the import tariff and makes the cross-border transportation logistics challenging. The market accessibility depends on political stability in areas of operation; however, the escalated scrutiny by the regulators and society makes it more challenging to continue with expansion and freedom of operations. Besides, the active lobbying of the brand and involvement in governmental relations are instrumental in the process of establishing compliance requirements regarding the current stream of intellectual property conflicts in international markets (Holman and Maheshwari, 2023). These are politics that demand strategic manoeuvring to ensure continuity of operation and brand image.


Economic:
[image: Shein Networth, Revenue & Usage Statistics 2025 | Priori Data]
[bookmark: _Toc204127454]Figure 2: SHEIN Annual Revenue
Source: (Gill, 2023)
The economic strength of factors like inflation and changing customer confidence directly affects the price-based demand of SHEIN, which strongly influences its pricing practice due to an increased level of sensitivity to macroeconomic fluctuations. The brand has operations in more than 150 countries, and its management in exchange rates is not that simple because it impacts profit margins and requires localised price models (Abbas, 2025). The economies of labour and supply chain further support the low-cost business model but place it at risk of fluctuations in emerging markets. Although the digital opportunities have growth potential, an economic fluctuation in major sourcing areas may affect their cost advantages and scalability.
Social:
This ability to relate to Gen Z and Millennials is because SHEIN is available and matches up with the fast fashion trends, an aspect which 65% of consumers also consider when making purchases (McKinsey & Company, 2023). Nevertheless, increased ethical sensitivity is transforming the demands of consumers because 65 per cent of them care about sustainability, which is becoming a challenge for the brand to take care of environmental, social, and governance (ESG) issues (Studio, Q.I.D., 2022). Moreover, being a global enterprise, it needs to be culturally sensitive and inclusive in terms of representation, which means that it should focus on more customised marketing that could appeal to various audiences without making any mistakes regarding cultural insensitivities.
Technological:
SHEIN has a competitive advantage based on technological innovations, and AI and data-powered fashion design help the company to quickly adjust to the latest fashion directions and individual consumer experiences. It is backed by a mobile-first e-commerce approach, in which 87 per cent of customers find brands online (McKinsey & Company, 2023). Tips attempt to automate the supply chain, have virtual fitting via augmented reality (AR), and other tech-related projects make the process more efficient, yet generate cybersecurity threats and additional infrastructure requirements. The only way this technology will avoid hitting the recovery stage is by investing in sound digital systems and innovation pipelines.
Legal:
There is also a constant threat of legal issues against SHEIN, mainly its intellectual property, because of numerous accusations of copyright infringement of design. Its international operation is further complicated by labour regulations and investigations regarding the rights of its workers, particularly in areas where its standards of compliance are high. There are data protection and privacy laws, advertising or product regulations that create extra complications in its online marketing initiatives (Abbas, 2025). The emergence of new laws, including the EU Digital Product Passport program, which is scheduled to be carried out in 2026, will force SHEIN to adjust its business to legal compliance at the international level.
Environmental:
The environmental impact of the SHEIN activity comes under pressure as the fashion industry generates about 10 per cent of the carbon emissions of the whole world (Studio, Q.I.D., 2022). The mass production behaviour of SHEIN is one of the highest volumes and quick turnover, which worsens the problem of textile waste and excess production, which also leads to a backlash in consumers who want SHEIN to have a sustainable approach towards production. The area of packaging, material sourcing, and sustainability in the supply chain is also emerging as the subject of change, particularly due to the allegations of greenwashing representing a potential damage to reputation. Solving these environmental issues is a prerequisite for future sustainability and conformity to the changing values of consumers.
[bookmark: _Toc204174823]Microenvironment Analysis
[bookmark: _Toc204174824]SWOT Analysis
[bookmark: _Toc204127520]Table 1: SWOT Analysis of SHEIN
	Strengths
	Weakness

	SHEIN’s digital agility and rapid production (3-7 days) cater to trend-driven demand, supported by a strong social media presence across 150 countries.
	The brand faces a paradox where two-thirds prioritise affordability over sustainability despite eco-concerns, risking trust due to greenwashing allegations (McKinsey & Company, 2023).

	Opportunities
	Threats

	Authentic sustainability integration could appeal to 83% of Gen Z researching eco-practices, boosting competitiveness (Castro-Lopez et al., 2021).
	Regulatory pressures (e.g., EU Digital Passports by 2026) and competition from sustainable brands like Everlane threaten long-term viability.


[bookmark: _Toc204174825]STP and Marketing Mix Analysis 
[bookmark: _Toc204174826]STP Analysis 
· Segmentation: The market that SHEIN targets is segmented into several groups; its primary audiences are Gen Z and Millennials aged between 16 and 35. This category is marked by digital-born shoppers who have a desire to spend less, stay trendy and experience a quick fashion turnover. It has been reported that 73% of Gen Z would be willing to pay extra for eco-friendly products, and 36% would use social search, representing a tech-savvy, trend-seeking population (McKinsey & Company, 2023). This classification indicates how this target audience is young and cost-conscious, operating on such platforms as TikTok or Instagram.
· Targeting: SHEIN applies its marketing activities to this respective segment with targeted campaigns on social media, using a collaboration with influencers to appeal to Gen Z and Millennials. The tactic is based on the fact that they prefer to receive quick fashion news and engage in digital communications; the customised information will attract their interest. Nevertheless, the strategy should respond to the contradiction in that two-thirds of consumers prioritise price-friendliness as sustainability concerns, and the strategy should be developed to strike a balance between consumer preferences (McKinsey & Company, 2023).
· Positioning: SHEIN makes a claim that it is the most available and quickest fashion brand with ultra-short production batches (3-7 days) and reacting products. It makes it a market niche, which, however, contradicts the increasing pressure on sustainability as 83% of Gen Z research environmental practices of brands prior to purchasing (Castro-Lopez et al., 2021). A better way to reinforce positioning is by embedding plausible sustainability communication into its cost-effectiveness strategy.
[bookmark: _Toc204174827]Marketing Mix Analysis 
· Product: SHEIN sells super-fast products, and the design to market cycle is between 3-7 days, appealing to trend-focused Gen Z and Millennials. It has a product policy of low prices and diversity, without checking sustainability credentials, making it criticised and accused of being greenwashed (Changing Markets Foundation, 2021). To be competitive, product innovation has to involve ESG values.
· Price: SHEIN has an aggressive low-cost pricing strategy with the help of economies of scale and digital efficiency to beat the competitors. Although it is an attraction to price-conscious customers, it contradicts the increasing moral demands because two-thirds of customers currently care about sustainability (Studio, Q.I.D., 2022). There is a need to balance between affordability and responsible sourcing.
· Place: SHEIN has a digital-first distribution model, and it sells only online in 150 countries. It can be delivered fast and scale up because of its mobile-first strategy and universal logistics network. Nevertheless, the use of centralised production casts a shadow of supply chain transparency and environmental implications (Fashion Revolution, 2023).
· Promotion: The marketing approach that SHEIN pursues looks to the use of influencers and has a social media focus, particularly TikTok and Instagram. This brand saturation can attract attention, but at the same time, it is also dangerous to the brand, considering that influencers are more interested in working with brands that take sustainability into account (Holman and Maheshwari, 2023). Having multiple channels of promotion is important to long-term survival.
[bookmark: _Toc204174828]Selection of Media and Channel Effectiveness
The media selection strategy used by SHEIN indicates advanced knowledge of digital marketing channels, prioritising social media platforms, co-operations with influencers, and search engine optimisation. By utilising platforms such as TikTok, Instagram, and YouTube, the company targets its demographic through organic content creation and viral marketing campaigns (Kumar et al., 2024). Such a strategy aligns with the trends in consumer behaviour, as social media is becoming the dominant means of discovering fashion brands.
Influencer partnership strategies have helped achieve brand awareness and engagement implicitly. SHEIN collaborates with micro- and macro-influencers to create authentic content that resonates with its target demographics and is more affordable compared to other advertising schemes. This strategy, however, is becoming increasingly restricted: 77 per cent of influencers currently pay attention to brand sustainability when choosing collaborations, which restricts SHEIN's access to primary marketing channels (Holman and Maheshwari, 2023).
The search engine optimisation and social search used by the company are effective in capturing the consumer intent at the key moments of decision. Nevertheless, the negativity surrounding sustainability and the prevalence of greenwashing allegations are hindering the effectiveness of these channels, as well as their organic reach and engagement rates (Nguyen, 2023).
[bookmark: _Toc204174829]Measuring Success and Effectiveness Assessment
As measures of marketing campaign effectiveness, SHEIN uses various metrics, encompassing conventional performance measurement tools, conversion rates, customer acquisition costs, and return on advertising spend. Additionally, the company monitors key social media performance indicators, influencer campaigns, and brand analytics on digital platforms (Statista, 2024). Such methods of measurement allow for optimising campaigns in real-time and reacting to market changes very quickly.
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[bookmark: _Toc204127455]Figure 3: SHEIN Annual Users 2017-2022
Source: (Gill, 2023)
Nonetheless, the measurement model of SHEIN demonstrates considerable weaknesses in addressing long-term brand health and sustainability perception measures. Although the company has a clear understanding of its short-term sales performance, it lacks extensive indicators related to brand perception and stakeholder trust regarding sustainability (Fashion Revolution, 2023). This gap in measurement introduces blind spots regarding the long-term sustainability of current marketing practices within a market environment that is increasingly focused on sustainability.
The company's success metrics are also unable to properly reflect the increased significance of ESG performance indicators, which are gradually becoming more important in consumer purchasing decisions as well as investor analysis. One of the studies states that most companies prioritise climate and sustainability, which means that marketing metrics traditionally used may not adequately describe the competitive positioning in new market realities (Eccles, 2024).
[bookmark: _Toc204174830]Overall Marketing Activity Effectiveness
The marketing operations of SHEIN are highly effective in achieving short-term business goals, particularly in boosting fast growth, Sales, and market penetration in key demographics. The company's digital-first strategy is effective in leveraging technology to acquire and engage customers at a reasonable cost. The sustainability of these marketing strategies, however, is highly threatened by the pressure of sustainability and the changing demands.
[image: ]
[bookmark: _Toc204127456]Figure 4: SHEIN Sales Revenue Over the Year
Source: (Buck, 2023)
Marketing efficiency is becoming increasingly limited by issues of authenticity and allegations of greenwashing, which damage the brand's credibility (Changing Markets Foundation, 2021). Although the marketing operations of SHEIN are effective in the short term, promoting sales achievements, they do not resolve the underlying contradictions in brand positioning between ultra-fast fashion and environmental sustainability that jeopardise long-term competitiveness in the market.
[bookmark: _Toc204174831]Task 2: Conclusion - Shortcomings of SHEIN's Marketing Strategy
[bookmark: _Toc204174832]Fundamental Brand Positioning Contradictions
The greatest weakness of SHEIN's marketing strategy is the inherent conflict between its ultra-fast fashion business model and the increasing sustainability demands of its target market. As the analysis shows, the central value proposition of SHEIN lies in fast fashion production and exceptionally low prices, which directly conflict with the principles of environmental responsibility that consumers are increasingly seeking (PwC, 2021). According to Burnes (2017), this introduces a so-called "change paradox" in which the company is forced to retain its competitive advantage while simultaneously altering its core value offering.
As a brand positioning paradox, it appears that SHEIN cannot convincingly discuss sustainability pledges without compromising its core value propositions of fast and affordable shipping. It becomes increasingly apparent that the company's marketing messages are misleading when it attempts to advertise its environmental responsibility, yet maintains production practices that contribute to high levels of pollution in the fashion industry. This credibility void has led to extensive allegations of greenwashing that harm brand reputation and restrict the scope of marketing performance (Changing Markets Foundation, 2021).
[bookmark: _Toc204174833]Inadequate Response to Consumer Behaviour Transformation
The marketing approach employed by SHEIN appears to lack alignment with the observed shift in consumer behaviour, particularly among the key Gen Z and Millennial consumer groups. The analysis revealed a significant behavioural paradox: consumers claim to care about sustainability, but in reality, they still prioritise affordability (McKinsey & Company, 2023). Nevertheless, the marketing strategy of SHEIN does not reflect such complexity and, thus, retains the basic messaging around the affordability of the prices and trends only.
The company's inability to create advanced sustainability stories exposes it to the threat of competition from purpose-built sustainable fashion companies that can command a premium price due to their environmental positioning. The marketing strategy of SHEIN lacks the necessary delicacy to navigate the contradictions in consumer behaviour and capitalise on the opportunity to develop genuine sustainability credentials without compromising market access (Castro-Lopez et al., 2021).
[bookmark: _Toc204174834]Overreliance on Vulnerable Marketing Channels
McCann (2021) revealed that SHEIN relies heavily on influencer relations and social media advertising, posing significant strategic risks. As influencers become more focused on the brand sustainability of their partnership choices, SHEIN is becoming limited in its access to primary marketing channels. This excessive dependence on channels which are increasingly unavailable due to sustainability issues is a fatal strategic failure.
Although the digital-first strategy has been effective in driving the business initially, it has exposed the company to channel concentration risks, which in the long term will jeopardise marketing effectiveness. The lack of diversification in marketing channels has resulted in a disproportionately high impact of sustainability-related constraints on overall marketing performance, particularly through social media and influencer collaboration. This weakness is further exacerbated by the fact that the company had not invested sufficiently in establishing alternative marketing channels that would provide strategic resilience (Kumar et al., 2024).
[bookmark: _Toc204174835]Insufficient Measurement of Long-term Brand Health
The marketing measurement model of SHEIN reveals a significant weakness in measuring long-term brand health metrics, particularly in terms of stakeholder perception of sustainability and trust. It was found that the company is effective in following short-term performance indicators, conversion rates, and customer acquisition costs; however, it does not extensively measure sustainability-related brand perception, which is increasingly influencing consumer decision-making (Fashion Revolution, 2023).
This gap in measurements creates strategic blind spots, which prevent SHEIN from seeing the long-term consequences of its existing marketing strategies. The company's short-term sales metrics do not accurately reflect the growing importance of ESG performance measures, which are increasingly considered by consumers when purchasing goods and by investors during the due diligence process. The inability to measure these changing success factors will lead to SHEIN's inability to adjust its marketing strategy to the evolving market conditions (Jessen, 2025).
[bookmark: _Toc204174836]Regulatory Compliance and Communication Fragmentation
The assessment revealed that SHEIN is affected by the issue of regulatory compliance fragmentation in the context of multi-jurisdictional marketing, which significantly impacts the consistency and effectiveness of marketing messages. The EU Digital Product Passports and the California sustainability claim verification are complex regulations that the company must comply with, which in turn directly affect marketing communications (Legardeur and Ospital, 2024).
The marketing approach adopted by SHEIN does not include a complex compliance system that would enable it to operate across various regulatory regimes without compromising brand consistency globally. Such regulatory fragmentation implies that the company must be on the defensive in terms of compliance, rather than being proactive in developing a marketing strategy, and thus restricts the company's capacity to develop coherent and successful global marketing campaigns (Pouikli, 2020).
[bookmark: _Toc204174837]Failure to Address Competitive Landscape Transformation
	Aspect
	Findings

	Competitive Landscape Transformation
	Traditional fast fashion advantages are becoming competitive disadvantages.

	Competitor Strategies
	H&M is heavily investing in sustainability initiatives.

	
	Zara is heavily investing in sustainability initiatives.

	
	Purpose-built sustainable brands are gaining market share through environmental positioning.

	SHEIN's Marketing Approach
	Fails to acknowledge or address the competitive transformation.

	
	Maintains outdated strategies that were effective in previous market conditions but are now obsolete.

	Sustainability Credentials
	SHEIN lacks authentic sustainability credentials in its marketing communications.

	Competitive Vulnerability
	Faces threats from traditional retailers embracing sustainability.

	
	Faces threats from new entrants built on environmental principles.


[bookmark: _Toc204127521]Table 2: SHEIN Marketing Strategy Evaluation
[bookmark: _Toc204174838]Strategic Incoherence and Short-term Focus
The overall analysis reveals that SHEIN's marketing strategy presents a case of strategic incoherence, where the separate elements of marketing efforts are not integrated into a coherent long-term strategy. The company's short-term sales performance optimisation contradicts its long-term brand-building efforts to address sustainability issues and remain relevant in the market (Meskini et al., 2024).
Such strategic incoherence is evident in marketing communications that aim to reassure on sustainability issues but fail to discourage consumption behaviours that undermine environmental responsibility. The marketing strategy of SHEIN is not systematic and thus fails to engage in the complex lifestyle change that transitioning from fast fashion to sustainable fashion leadership entails, thereby sending out disjointed and, in many cases, conflicting messages, which ultimately hurt the brand's effectiveness.
A combination of the identified drawbacks suggests that the current marketing strategy employed by SHEIN, although effective in the short term when considering commercial goals, is ultimately insufficient to address the sustainability-driven changes that the fashion industry and consumer behaviour are undergoing.
[bookmark: _Toc204174839]Task 3: Recommendations for Improving SHEIN's Marketing Strategy
[bookmark: _Toc204174840]Develop an Authentic Sustainability Transformation Narrative
According to the brand positioning contradictions observed, SHEIN needs to create a comprehensive marketing narrative that accurately reflects its sustainability transformation story. Instead of trying to pass itself off as already sustainable, the company would benefit more by becoming open about its current issues, meanwhile showing real effort in trying to change (Cameron and Green, 2019). Such a shift would require marketing communications that acknowledge the existing contradictions between fast fashion and environmental sustainability, while also providing a clear vision of sustainable change.
The suggestion is to use the framework of change management proposed by Kotter (2012) to organise marketing communications that focus on the transformation milestones instead of the present accomplishments. SHEIN needs to create marketing campaigns that demonstrate specific sustainability efforts, provide quantitative progress trackers, and outline attainable schedules to meet environmental targets. Such a strategy, premised on transparency, can restore brand credibility and ensure that it does not face allegations of greenwashing, which today diminishes the efficacy of marketing (Nguyen, 2023).
Marketing departments are advised to work closely with sustainability professionals to help portray the actual picture in all communications and substantiate their claims. The given collaborative strategy can help SHEIN create genuine sustainability claims and ensure the consistency of marketing messages across all global markets, taking into account distinct environmental concerns (SHEIN Group, 2023).
[bookmark: _Toc204174841]Implement Multi-Channel Marketing Diversification Strategy
To manage the defined overdependence on fragile marketing channels, SHEIN should adopt an elaborate diversification approach that limits reliance on influencer partnerships and social media marketing. The suggested course of action is to establish a traditional marketing channel, develop content marketing capabilities, and maintain direct contact with customers' platforms, which ensures strategic flexibility in the face of sustainability-imposed channel limitations (Kumar et al., 2024).
The company should invest in building branded content platforms, email marketing, and search engine marketing that enable direct communication with customers, eliminating the need for intermediaries. Such a diversification strategy should also entail collaborations with learning institutions, sustainability-related organisations, and industry-related organisations that would add legitimacy and credibility to SHEIN's transformation initiatives (Uchańska-Bieniusiewicz and Obloj, 2023).
Additionally, SHEIN should consider joint marketing with other fashion brands that are undergoing sustainability transitions and establish industry-level programmes that showcase solidarity in their desire to see a positive change in the environment. Such cooperative strategies have the potential to spread the marketing expense and create genuine sustainability credentials through peer-to-peer validation and mutual responsibility.
[bookmark: _Toc204174842]Establish a Comprehensive Brand Health Measurement Framework
To overcome the defined measurement shortcomings, it is imperative to introduce an advanced brand health measurement system that can track not only traditional performance measures but also new sustainability-related indicators. The corresponding recommendation is to build measurement capacity that will help monitor shifts in consumer perception, stakeholder trust signals, and competitive positioning about sustainability performance (Fashion Revolution, 2023).
The improved measurement system would comprise consistent consumer sentiment research on perceptions towards sustainability, in particular, competitive benchmarking versus both legacy fast fashion brands and sustainable fashion start-ups, as well as the quality of stakeholder engagement measures. SHEIN should adopt brand health tracking, conducted quarterly, which would measure development against sustainability targets as well as conventional commercial performance measures (Eccles, 2024).
This measurement improvement would necessitate an investment in market research capabilities, data analytics systems, and third-party validation mechanisms, which offer an objective evaluation of brand transformation health. To facilitate more effective changes in strategies due to a comprehensive evaluation of performance, the company is recommended to develop a partnership with independent research organisations to provide objectivity and credibility to the measurements used.
[bookmark: _Toc204174843]Create an Adaptive Regulatory Compliance Communications System
To address the regulatory compliance fragmentation observed during the evaluation, SHEIN would need to implement a centralised communications mechanism that can localise marketing messages to various regulatory standards without compromising the brand's consistency on a global scale. The recommendation to achieve this is to create regulatory monitoring and capability, compliance verification, and localised marketing adaptation frameworks (Legardeur & Ospital, 2024).
This adaptive system must comprise a legal review workflow for all marketing communications, automated compliance checking systems, and regional customisation capability that enables local regulatory compliance without compromising brand consistency. The company SHEIN needs to invest in regulatory technology that would give real-time information about the shifting requirements in all markets where it operates (Pouikli, 2020).
It should be implemented through training programs to help marketing teams understand the requirements related to regulatory compliance, the creation of compliance documentation systems, and legal partnership networks in major markets. Such a systematic process may assist SHEIN to shift regulatory compliance from a reactive, limiting force to a proactive, competitive asset by showing a track record of dedication to legal and moral norms.
[bookmark: _Toc204174844]Implement Long-term Brand Vision Integration
To resolve the diagnosed strategic incoherence, it is necessary to apply extensive brand vision integration, ensuring all marketing actions are consistent with a coherent, long-term, sustainability-driven transformational theme. The suggestion includes built-in marketing planning procedures and cross-functional planning tools, as well as strategic consistency approval systems (Cameron and Green, 2019).
The integrated approach must forge strong links between short-term marketing campaigns and long-term sustainability goals, and all marketing communications must work towards consistent brand storytelling. To address the oldest issue, SHEIN should adopt a regular strategy review process that assesses the alignment of marketing activities with transformation objectives and makes adjustments to the tactical courses of action to maintain strategic coherence.
It will require investment in strategic planning capabilities, cross-functional team capabilities, and performance management systems that reinforce both long-term brand building and short-term commercial performance. It is recommended that the company implement governance structures that consider both the short-term needs of the brand in terms of performance and its long-term brand sustainability goals, enabling better navigation of the challenges posed by the fashion industry's transformation.
[bookmark: _Toc204174845]Conclusion 
The marketing strategy of SHEIN is entirely successful in promoting short-term sales by being digitally innovative, but unsuccessful in dealing with long-term sustainability and changes in buyer behaviour. There are strategic weaknesses, including fundamental contradictions in brand positioning, excessive dependence on fragile channels, and poor brand health measurement. Coherence is also challenged by regulatory fragmentation and shifts in the competitive landscape. SHEIN can adapt to shifting market realities by consistently leveraging an authentic sustainability story, diversifying marketing channels, strengthening measurement systems, and ensuring compliance with regulations. Developing an integrated long-term strategy will enhance the brand's resilience, which would help to achieve sustainable growth in an ever-changing fashion environment.
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