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Abstract

Brand marketing based on social media platforms has entered an important transformation stage.
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Fashion magazines have carefully mastered the rudder in the Internet boom, navigating the sea
of social media with fierce competition. Social media has become an important channel for ob-
taining information, communicating, expressing opinions, and going global nowadays. Its huge
user base and convenient and fast dissemination channels attract the presence of major fashion
magazines. The changes in social structure, changes in media technology, and the influence of con-
sumer preferences have provided possibilities for the popular marketing model of “ELLE World
Fashion Garden”. “ELLE World Fashion Garden”, based on its strong brand marketing strategy, has
launched a fashion popularization marketing path through redefining brand symbols, cross plat-
form collaborative differential marketing, and online and offline joint social marketing, success-
fully achieving an increase in brand awareness and user stickiness, and ranking among the top
fashion magazines.
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