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Study on PSCM Marketing of WeChat Public
Account of Fast Fashion Clothing Brand
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Abstract : Through the investigation and data statistics of the fast fashion clothing brand WeChat Public Accounts, this
paper dissects marketing approaches of WeChat Public Accounts of fast fashion clothing brand, analyzes the promotion
methods, customer grouping, material and marketing methods of public accounts of fast fashion clothing brand. Finally, the
paper summarizes the PSCM marketing mode of WeChat Public Accounts of fast fashion clothing brand, and combined the
current mode of e-commerce marketing, so as to have an innovative thinking of its future development. It is hopeful that our
work can be helpful for the development of the WeChat Public Accounts of fast fashion clothing brands.
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Tab.2 Marketing in WeChat Public Account of fast-fashion brands
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Fig.4 Upcoming events in WeChat Public Account
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