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Abstract

This paper aims to conduct a thorough research on the marketing strategies of clothing enterpris-
es in the new media environment. With the rapid development of new media technology, the tra-
ditional marketing methods in the clothing industry have gradually become unable to meet mar-
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ket demands. Therefore, how to develop and implement an effective new media marketing strate-
gy has become an important issue for clothing enterprises. This paper first analyzes the characte-
ristics and advantages of the new media environment and explores their impacts on the marketing
of clothing enterprises. Then, it utilizes SWOT analysis to help enterprises identify their core
competitiveness and potential obstacles to development. At the same time, by assessing market
trends, competitors, and consumer needs in the external environment, enterprises can seize mar-
ket opportunities and anticipate potential threats. Furthermore, this paper applies the 41 theory
to analyze the challenges faced by clothing enterprises in new media marketing. Finally, based on
the preceding analysis of new media marketing strategies for clothing enterprises, this paper
proposes optimization suggestions for the various issues exposed in this aspect. This research not
only provides theoretical and practical guidance for clothing enterprises in developing marketing
strategies in the new media environment, but also offers valuable references for other industries
in new media marketing.
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