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Executive Summary
This report is to analyze the advantages and disadvantages of its marketing strategy in the context of the current post-epidemic era, aiming at the current marketing situation of China's cross-border fast fashion e-commerce company SHEIN, and find the marketing pain points of SHEIN, so as to provide reasonable suggestions to help SHEIN Go a step further at the marketing level.
Through the investigation of SEHIN's marketing strategy, it is found that in terms of products, SHEIN has a super-fast and diverse product launch frequency, SHEIN launched more than 150,000 new products within a week, and SHEIN has created "super-fast fashion" in its industry. this concept. In terms of price, SHEIN has wholesale market-level product pricing for its apparel products. Compared with ZARA, SHEIN's product pricing is only a fraction of ZARA's. In terms of place, SHEIN has its own APP and an independent website, which can be used by customers to choose and shop, and can get the first-hand shopping data of customers, which can provide customers with a "thousands of people and thousands of faces" shopping experience, forming a closed data loop . In terms of promotion, SHEIN obtains traffic by placing a large number of paid advertisements on websites such as Google, and makes good use of social media to promote its products. In terms of People, SHEIN pays great attention to the customer's consumption experience, has loose return conditions, and has established warehouses in many overseas locations to deliver products as quickly as possible, so as to serve customers as much as possible. (Han, 2022) On the side of physical evidence, SHEIN has swept the western market through the popular Chinese live-streaming model, and used fashion Internet celebrities to bring goods to it, perfectly showing the products to potential consumers. In terms of process, SHEIN embodies the concept of "super fast fashion" all the time in the whole process. From designing products to delivering products to customers, they are all completed with extremely high efficiency. But at the same time, there are also some problems, firstly, facing the accusation of plagiarism design, secondly, the supply chain system is not independent enough, resulting in the instability of the supply chain system, and finally, the entry barrier of the marketing strategy is too low, resulting in a higher competition risk. High ( Ye Dan & Chen Yuqing, 2022).
The suggestions put forward in response to the above problems are: 1. SHEIN needs to establish innovation awareness from top to bottom, integrate innovation into corporate culture, regularly conduct employee innovation awareness training, and formulate a strict design plagiarism penalty system to fundamentally overcome the problem of design plagiarism. 2. While maintaining a good relationship with upstream suppliers, actively build SHEIN's own suppliers and self-built factories to minimize the risk of supply chain instability. 3. Establish a more user-friendly customer service system, and strive to make consumers' consumption experience in the whole process to a higher level, so as to maintain existing customers and expand new customers.
In general, the success of SHEIN is inseparable from its unique and novel marketing strategy, but while this marketing strategy helps SHEIN reach the top, it also brings corresponding challenges to SHEIN. In this report, we need to maintain its Advantage and continue to do it well, and solve its problems to make it perfect.
1. Introduction
Affected by the new crown epidemic, the global economy is in a recession. However, in the midst of sadness, with the rapid development of the Internet industry and the characteristics of zero risk of the epidemic, cross-border e-commerce has suddenly emerged, becoming the green grass and trees that have broken the ground to promote economic recovery, and SHEIN is the most robust one.  This report plans to analyze the marketing strategy of SHEIN, a cross-border e-commerce fast fashion clothing company. First, it analyzes and evaluates the marketing strategies currently adopted by SHEIN, and then finds out the shortcomings of the current marketing strategies adopted by SHEIN. and challenges, and finally give corresponding solutions for these deficiencies and adjustments, so that SHEIN can do better in future marketing activities and contribute to the economic recovery in the post-epidemic era.
SHEIN is a cross-border B2C Internet company established in 2008. It is a DTC brand from China. It is mainly engaged in the field of women's fast fashion, providing global consumers with cost-effective fashion products, and is committed to creating ZARA and Forever21-like cross-border fast fashion. fashion brand. The company is headquartered in Nanjing, China, and has established branches in Guangzhou, China, Shenzhen, China, Foshan, China, the United States, Belgium, Dubai and other places, and has now entered North America, Europe, Russia, the Middle East, India and other markets. According to "LatePost", SHEIN completed the E round of financing in 2020, with a valuation of more than 15 billion US dollars. In 2019, 30 billion yuan worth of clothing was sold overseas - about 1/7 ZARA or 2.5 H&M. After the outbreak, SHEIN announced at an internal meeting in June 2020 that its sales had exceeded 40 billion yuan, and it is now hitting 100 billion yuan. It is the first to try a real-time retail model, and the time from product design to finished product has been shortened from the past 3 weeks to the shortest 3 days (Xue Yunchun & Xiang Yongsheng, 2022).
But at the same time as SHEIN's rocket-like development, there are also many problems. The first is that it did not have its own independent design in the early stage of the brand. Many original designers accused SHEIN of infringing their intellectual property rights and plagiarizing their works. Secondly, SHEIN does not have its own exclusive suppliers and self-built factories, and most of its suppliers are still its foundries, so there is a certain risk of instability in its supply chain. Finally, due to the rapid development of SHEIN in recent years, many competitors of the same type have begun to covet the cake in the hands of SHEIN, and the marketing model of SHEIN does not have very high barriers, so SHEIN is still facing competitors. enormous pressure (Lv Dong, 2022).
2. Main Findings
2.1 The Marketing Concept 
The concept of marketing can be divided into two parts to illustrate, the first part is an organizational function, the second part is to create, disseminate and deliver value to customers for the benefit of the organization itself and its stakeholders, and to manage customer relationships. a series of processes. In this process, a variety of resources are needed to support the smooth implementation of the marketing process, including but not limited to human, financial, material, and technical resources. Only when these aspects work together can we ensure that marketing can achieve the desired effect. For SHEIN, the organization studied in this paper, it has the guarantee of these resources and can carry out marketing related activities smoothly and effectively, thereby enhancing SHEIN's own corporate value wealth.
2.2 The Macro & Micro Environments
2.2.1 The Marco Environments
In the report, for the macro-environmental analysis of SHEIN, the Pestal analysis method is prepared to be analyzed, and the analysis is planned from four aspects: legal factor, political factor, economic factor and social cultural factor.
Analyzed from legal factors. Although SHEIN is a cross-border fast fashion e-commerce platform in China, almost 90% of its order volume and business proportion are from overseas. Therefore, the China Fashion Intellectual Property Protection Center stated that China's intellectual property law does not have a good effect on SHEIN's supervision. The reason is that most of SHEIN's business is overseas, which also leads to the plagiarism design faced by SHEIN that will be mentioned later. Creative indictment. For the relatively abstract concept of plagiarism, it is difficult to define, and even if it is determined to be plagiarism, the punishment of copyright law in the West is only It's a drop in the ocean of profits it makes by copying ideas. Therefore, from the perspective of legal factors, there are currently few relevant legal provisions on plagiarism of design ideas, and there are also legal loopholes in the judgment of plagiarized design ideas, allowing plagiarists to take advantage and obtain inappropriate benefits (Deng Yilong,2022).
From the analysis of political factors, due to the current trade problems between China and Western countries led by the United States, the trade war between China and the United States some time ago also caused both sides to lose. Moreover, China also has some neighboring countries (such as India, Japan, etc.) issues such as border disputes. These political issues will affect cross-border enterprises similar to SHEIN to a certain extent. Therefore, from the perspective of political factors, the political contradictions between China and other countries will be objectively reflected in SHEIN's operating conditions, increasing the operational instability of SHEIN and other cross-border enterprises (Le Tian, 2022).
From the analysis of economic factors, from the perspective of tax policies of various countries, the current tax policies for high-tech companies with reliable development prospects are relatively loose, which is conducive to the rapid growth of these high-tech companies. For traditional industries such as retail, the tax policies are relatively Harsh, relatively high-margin tech companies are low. Although SHEIN is a cross-border B2C Internet company, many countries in which SHEIN operates have already treated SHEIN as a retail enterprise, using high taxes to squeeze SHEIN's profits. Therefore, from the perspective of economic factors, the tax policies of various countries are not very friendly to SHEIN, and the strict tax policy will further reduce the relative profit rate of SHEIN (Jiao Ying Wu, 2022).
From the perspective of social and cultural factors, because people in Western countries have a stereotype of Chinese products, "Made in China" is a symbol of cheapness and low quality. This prejudice has seriously affected the competitiveness of Chinese manufacturers' export commodities and hindered the motivation of Chinese manufacturers to export profits. Therefore, from the perspective of social and cultural factors, Western people's stereotype of "Made in China" will reduce SHEIN's competitiveness in overseas markets, which will be detrimental to SHEIN's long-term development.
[image: ]
2.2.2 The Micro Environments
From the perspective of suppliers, due to SHEIN's unique supply chain system, the speed of the supply chain is maximized, and the fastest can be shortened to 7 days. In addition, SHEIN's downstream manufacturers are very willing to cooperate with SHEIN, because SHEIN has the ability to continuously design popular models, can continue to supply downstream suppliers with a steady stream of orders, and can settle with the shortest settlement cycle, allowing suppliers to quickly get payment. However, under this complex supply chain system, due to too many downstream suppliers, there are often questions that SHEIN's supply chain is not transparent enough. At the same time, because SHEIN focuses too much on efficiency, the quality of the goods provided by suppliers may also be worrying (Lu Caijing, 2022).
From the perspective of competitors, due to the suppression of "foreign" brands and the support of local brands in the United States, Brazil and other countries, and because their marketing strategies do not have high barriers to entry, many competitors are trying their best to catch up. Super SHEIN.
From the perspective of consumer factors, SHEIN was established in October 2008, just in time for the global financial crisis triggered by the subprime mortgage crisis in the United States, which meant the collapse of the western middle class. After the financial crisis, the richest and poorest people in the United States did not suffer much, but the middle class in the middle suffered the worst. SHEIN believes that providing them with cheap clothes is a new business space, because although the western middle class suffers, they still have a need for clothes. SHEIN has captured such a trend dividend, the consumption downgrade dividend of the western middle class (Liang Wenjie, (2018).
2.3 The Target Market
2.3.1 Segmentation
In 2009, at the beginning of SHEIN's establishment, the company established the wedding dress brand SHINESIDE, and began to transform into a cross-border e-commerce of wedding dresses. Subsequently, SHINESIDE conducted online celebrity marketing through a large number of Key Opinion Leaders, and advertised on Instagram, TikTok, Facebook and other platforms, and successfully entered the market. overseas market. The success of SHINESIDE quickly attracted the attention of its counterparts in the wedding dress industry. They scrambled for market space with lower prices, and the business scope of SHINESIDE shifted from wedding dresses to womenswear. In 2015, SHINESIDE officially changed its name to SHINE. SHEIN accurately locates the target customer group through big data, mainly targeting beautiful women who pursue fashion. Through "content marketing + cultural penetration", SHEIN tells the brand story to the target customer group, spreads the brand concept, and creates greater influence.
2.3.2 Targeting
SHEIN's product positioning is "focusing on fast fashion and creating fashionable products for young people". Taking fast fashion women's clothing as the starting point, SHEIN has carried out category expansion around "creating fashionable products for young people", including accessories, shoes and bags, home furnishing, Beauty and other fields. The main target customers of SHEIN are urban fashion women who like to dress up (Qin Yi, 2022).
2.3.3 Positioning
At present, SHEIN is positioned as "a cross-border fast fashion Internet company focusing on women's clothing". Its business mainly faces overseas markets such as Europe, America, the Middle East, and India, covering 224 countries and regions around the world. It has become the first in the Middle East such as Saudi Arabia. shopping options. The maximum daily sales volume exceeds 3 million pieces, the sales volume exceeds 40 billion yuan, and the annual growth rate of business volume has been stable for a long time at more than 100% ( Gui Xiaoqian, 2021).
2.4 The Marketing Mix
Product: SHEIN has a super-fast and diverse update frequency. SHEIN has almost accomplished the difficult task of updating every day. SHEIN's clothes are not only cheap and fast, but also allow you to find everything you are looking for here. shape. For example, if you want a blue dress, you can search for more than 4,000 styles. The same blue dress can be divided into dark blue, light blue, gray blue and other colors of blue. On this basis, there are differences in sleeve styles such as puff sleeves, butterfly sleeves, and sleeveless sleeves. Further search will also subdivide the length, fabric, pattern and body shape of the skirt again.
Price: SHEIN is famous for pricing products at the wholesale market level. The price of products on SHEIN’s official website ranges from $2 to more than $70. The main price band is in the range of less than $20, and new registered users of SHEIN can enjoy up to $70 % deduction. A women's T-shirt is just $6, and a dress is under $12. No consumer can refuse such a low price, let alone fashionable clothing with a sense of design.
[bookmark: _GoBack]Place: SHEIN conducts marketing by designing and developing its own APP and establishing SHEIN's independent website. These two sales platforms belong to SHEIN, which are helpful for branding and unified tonality, and can obtain first-hand data of customers. Complete the data closed loop of knowing the changes of customers' favorite trends, and then designing and developing the clothing that the audience likes. In addition, having your own independent platform can avoid being affected by the "Amazon ban" incident.
Promotion: SHEIN has placed a large number of paid search and display advertisements on Google, including but not limited to search advertisements, display advertisements and video advertisements. The users who entered the official website through paid advertisements accounted for 48.07%, and the results were very good. In addition, SHEIN also conducts promotions by operating active social media, such as using Instagram to frequently share photos of Internet celebrities or celebrities wearing SHEIN's clothing in various places (Rui Zhang, 2022).
People: SHEIN attaches great importance to the buying experience of consumers. It uses its own website to directly connect with consumers. The display design of the PC page is very in line with the aesthetics of Westerners. It is fashionable, beautiful and concise. The website provides clear navigation and The detailed product introduction The user's website visit experience is excellent. On the mobile side, based on SHEIN's big data analysis of user purchases, accurate user insights are achieved, and personalized promotion algorithms are adopted to make the purchase interface achieve the effect of "thousands of people and thousands of faces". In addition, SHEIN also has a large-scale after-sales customer service team, and SHEIN's return conditions are loose, and the speed of physical and other consumption provides a good consumption experience (Du Zhiqin, 2020).
Physical evidence: SHEIN adopts the popular live streaming mode in China and applies it to overseas markets, and the effect is very good. By publishing live events of various themes on Instagram, YouTube or the official website, SHEIN attracts traffic to the App side, actively shortens the distance between brands and consumers, attracts users' attention, taps the potential of private domain traffic, and achieves low Cost to acquire customers.
Process: During the whole process, SHEIN used its own unique supply chain model to shorten the time from clothing design to mass production. Later, due to its self-built website and APP and other online sales, it avoided the risk of the current epidemic. Go to SHEIN to build warehouses in many overseas places, improve the delivery experience of consumers, and finally have a complete after-sales team and loose return conditions.
2.5 Marketing Media
Through active and friendly social media marketing, SHEIN has long identified Internet celebrities and brought goods for them. Continue to deliver Facebook ad streams, personalize the brand, and operate the brand's social account. The product photos taken by SHEIN are also very social, in sharp contrast to ZARA's "high cold wind". SHEIN pushes itself to the public through the influencers of Instagram, YouTube, Twitter and other platforms. In terms of style and content expression, its models and photo styles are more easy-going, enthusiastic and even sexy.
SHEIN adopts the live broadcast mode that is popular in China overseas. Because the major brands in the United States have almost zero investment in live broadcast, live broadcast delivery is a very novel marketing method for Americans. Especially during the outbreak of the epidemic, the online live broadcast business in the United States has gradually grown, bringing huge traffic. In 2020, SHEIN held a number of live events online. During this period, well-known musicians such as Lil Nas X and Kate Perry were invited to hold a global live event - "SHEIN together" in May, which was exclusively broadcast on SHEIN's App. This event successfully attracted more than 1.8 million viewers around the world, helping the brand's App terminal to reach a peak in traffic.
2.6 Measuring Success
The above-mentioned marketing activities adopted by SHEIN have all achieved good results. For example, they put advertisements on Google to attract traffic, and obtained a click-through rate of 48.07%. Through live broadcast and other activities, more than 1.8 million viewers around the world watched and let them know and understand SHEIN. Although consumers are questioned about quality issues when adopting a low price strategy, and they are questioned about wasting resources in pursuit of efficiency, but in general, the marketing activities adopted by SHEIN are successful, and successful marketing activities have brought SHEIN to today. Such a pivotal position in the field of fast fashion e-commerce.
3. Conclusion
The success of SHEIN lies in the transformation of its business model to the traditional fashion industry. In fact, SHEIN is taking a road of digital operation relying on the empowerment of mature industrial chain. According to the high frequency and large amount of supply of goods, it can realize back-transmission analysis through user purchase data, and then SHEIN can achieve more and more accurate user insights, similar to Flexible supply chain under the C2M model. All product design and development can be more precise and orderly, and ultimately achieve a closed-loop business. In terms of marketing strategy, the four dimensions of product strategy, channel strategy, price strategy and promotion strategy should be integrated together. In terms of brand strategy, it is necessary to consider the personality and social needs of consumer groups, let consumers have a sense of identity with the brand, input brand concepts and brand tonality, and strengthen the influence of brand culture. In addition, SHEIN is very proficient in using new media marketing, such as live broadcast, online celebrity endorsement and social media sharing. To sum up, SHEIN currently has a place in the field of fast fashion e-commerce relying on its unique supply chain system, selling prices that can be compared with wholesale prices, and excellent use of new media as channel marketing.
However, while SHEIN adopts this marketing model, there are also some corresponding problems. First, because design creativity was not valued in the early days, there were many accusations about plagiarizing design creativity; secondly, in the unique supply chain system of SHEIN, there were no exclusive suppliers or self-built factories, which would bring SHEIN The risk of supply chain instability; finally, because the "thousands of people, thousands of faces" marketing system adopted by SHEIN does not have high barriers to entry, there is a strong competition risk for SHEIN.
4. Recommendations
According to the above survey results and conclusions of SHEIN's marketing strategy, this chapter puts forward corresponding suggestions, hoping to improve the current predicament of SHEIN.
Situational Analysis: At present, SHEIN is facing accusations of plagiarizing design ideas. It does not have its own exclusive suppliers and self-built factories, and because SHEIN's marketing strategy does not have high barriers to entry, SHEIN is now on the plate for this big cake. Many competitors want to get a piece of it.
Objectives: 1. Realize self-designed products and avoid the phenomenon of plagiarizing other people's ideas. 2. Set up its exclusive supplier and start to build its own factory gradually. 3. Continue to improve customer consumption experience, and ensure high-quality services in the whole process from focusing on products to after-sales.
Strategy: First of all, we need to clarify the significance of independent innovation design to SHEIN, and strive to improve the innovation awareness of enterprises. Secondly, it is necessary to formulate a strategic direction for the independence and autonomy of the supply chain to provide a relatively stable supply chain system. Finally, by improving the customer consumption experience, while stabilizing the existing customer group, it continuously expands new customers to resist the threats brought by other competitors.
Tactics: 1. SHEIN needs to establish a sense of innovation among all employees of the company from top to bottom. 2. It is necessary to continue to exert social media to promote new products designed by ourselves. 3. A new department is needed to be responsible for building a stable supply chain system. 4. The CMR department needs to continue to make efforts to ensure a good relationship between the brand and its customers.
Action: 1. SHEIN needs to carry out employee innovation awareness training regularly, formulate a strict punishment system for design plagiarism within the company, and fundamentally solve the problem of design plagiarism. 2. Relevant departments of SHEIN need to focus on developing and even acquiring corresponding high-quality suppliers, so that these suppliers only belong to SHEIN, and start to build manufacturing plants belonging to SHEIN, from point to point, there are more or less. 3. The customer service department of SHEIN needs to improve the awareness of after-sales service, etc., and understanding and maintaining customer relations is conducive to expanding the market and sustainable development of SHEIN.
Control: 1. Set up corresponding departments to follow up the above-mentioned problems and corresponding solutions, and evaluate the progress. 2. It is possible to go deep into consumers and understand the relevant situation face-to-face, which can more effectively improve the problem. 3. Use SHEIN's own active social media to continue to push relevant content, and can also push relevant questionnaires to better evaluate its own improvement and continue to improve customer consumption experience.
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