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Abstract ; The lack of flexibility in operation strategies has become one of the important reasons for the stagnation or decline
of many traditional silk garment enterprises. The study conducts a longitudinal case analysis of D Company through
"review-actual time" research to determine the implementation conditions and effects of the new media IMC operation plan.
Suggestions are made for the companys silk brand operation strategy : (Dseize the " new consumption" trend; @give play to

the advantages of product differentiation; @establish a complete marketing plan based on the underlying logic of the new

media IMC plan established in the article; (@optimize the organizational structure.
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Tab.6 Correlation between new media attractiveness and new media trust
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Fig.5 Relationship between the changes of typical new consumer brands’ documents posted on

different platforms last month and the changes in sales volume
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Tab.9 Linear regression results between the growth of the number of documents posted on the launch platform and the

growth of the sales volume of new consumer brands
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Fig.6 Scatter diagram of the relationship between the
growth of rednote and the sales growth of new

consumer brands

454 LR oy B, SO TN A U P ORF
BHEL TR IMC T R 22 4, SC A O &
SRR R . TIAh, AR T R AL St
2R Al HORE I B 77 A B 9 XIS, 4 T XL,
PERIEL
3.1 FIRHIHGRAEHET mhE

Tt 2 530 T 9 Bt £ 3L 83 9 9% i R AR 2%
AR s (WL 7) £ 2020 4 10 A 2 2021 4 10
JIIPITE] AR CRISC AR BT 8 BT EAA) ) 45 B0
i PR, H 2 T A S BRI,
SCHORFE R T HARHC T 2020 45 10 H 2 2021 4F
10 F &AM BT I B din WA 25 5T AR F B 9 Ok
R LR aniEl 8 Bk Kl 8 RILIE L A
IREAT A, /NEL A S e 2 B T AR R 5
HUIEMAR o

60
B
= 40
Rl
0 ||
A A A LR HER Tixk
ABOEIE
E7 2020 £ 10 HZE 2021 £ 10 B#HEERE I
RiE
Fig. 7 Hot investment channels of new consumer
brands from October 2020 to October 2021
Byt 1.5 52 0.4 2.7 8.6 3.6
/N 5.9 5.7 6.1 7 0.6 7.3
O i 25 6.2 1.1 2.6 1.7 32
H_
B A 1 13 12 29 1.9
ffEr 4.2 0.7 3.2 2 3.7 6.2
Wi ek B® Ak KE AXL
N %
B8 HTUFEZREESHRETTEERAKSHE
)74

Fig.8 Proportion of new consumer brands in various
industries in the number of accounts launched

on various new media platforms
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Fig.11 Content relevance analysis of "silk"
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