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Application of Scene Marketing in Apparel Sales

HUANG Ziwei, FENG Shuanglian

(School of Art, Hubei Polytechnic University, Huangshi 435003, China)
Abstract : Mobile intelligent terminal, fragmentation time, big data analysis, these changes are affecting marketing and
service mode of the apparel industry, in order to open up a new channel of the scene marketing mode. In this paper, the
literature analysis method and case analysis were used. Firstly, the theories of scene marketing from its concept, core
elements, technical support and characteristics were combed. The application status of scene marketing of physical and
virtual store were classified, and the deficiencies of scene marketing were summarized. Finally, taking the women$ clothing
brand of La Chapelle as an example, the marketing strategy of La Chapelles physical and virtual store in 2017 was planned.
With the combination of theoretical review and practical case study, this paper aimed to promote the application of scene
marketing strategy in the clothing industry.
Key words : mobile internet, fragmentation time,big data era,scene marketing
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