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Abstract

This article is dedicated to analyzing the online promotion strategy of the fast-fashion brand UR in
the context of new media, employing the 4P theoretical model to delve into UR’s practices in product
development, pricing strategies, distribution channels, and promotional activities. The study re-
veals that UR has achieved significant results in product innovation, pricing strategies, social media
promotion, and customer engagement, but also faces challenges such as inconsistent consumer ex-
periences, a disordered pricing system, and fragmented market competition. This article proposes
suggestions for improvement, aiming to strengthen the integration of online and offline efforts,
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standardize the pricing system, and enhance the brand’s bargaining power, with the hope of provid-
ing strategic guidance for the continuous development of the UR brand. The findings indicate that
through innovative marketing strategies and a reinforced brand positioning, UR is expected to
maintain a competitive edge in the fiercely competitive market and achieve long-term sustainable
development.
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B AT RS R R, B A DA R BON (S BRI A% .0 )&, 2 miEsh o g M
LG PR T4 F 4. 35 2024 4E 3 H 22 HRAGIIEE 53 W ([ IR 2 2 RIS i
H) N, AR 2023 412 H, FRE BB K ERIE 77.5%, MRS 10.92 12 \[1].

H 20 2 50 FEARERRPIDS LIk, I AT A DT TR R RAAE S, DL ZARA. H&M Nt
YRR 10 R, A5 A T BT T AT ) R B2 v 285 (S A BRI RS ) T 3 9K, — AR Bk
PR SHAI[2]. SR, AR, BEAEVH R R R AR AN T 5E A IR, A Ge i PR e e g
TG PRAR . 7 2 kSRR = Ak = O DL AT RESR R, I 3 S DR (v A DT R s, R
ZHT AR

H [ T3 DR T PR AT b ) AR, MIRWT B /M SRR ZARAL H&M 5, FA L Fh i
UR [UEHRS . 2006 4F, IXUE[E FriRif i Sk 2y i N h E i35, 858 795 9 6 DL v i n f 75 5K 3]
B, Tk, AT i St A B G F Sk IR sg,  — S B A T I OB 1 BkiR, 5
U [RIT, A i R A 0T A b T 3 (IR 2 B A S BB A, P iR B Sk A, ORI AT L 0k =

12. mEER

UR (Urban Revivo), 3XANa7 T 2006 4F e BBCAES I bR, S r [ BRI 1) 0Tk AR A2 62 ¥ o B R
WAT” Az, BT ORI P R SR BV A L RO 19 3 o 72 [ B DRI 1o ot RN v [ T
W2 br, QIR ANZEIDEBEIER T 7 IX A8, FEEER A RIILY, e E R,
TFEIT BARFOE PRI Rk

HEILLIK, UR —EEA™ ficih fdmisess, He 7 —NEid 500 ANryaBkicit JIBN, AR
HE 1.5 3K o R LU R PO FRH d _EORES R R IR PRI T 9 R I A PR
oK. TEEM NS b, UR GBI S S 5 B AN oA, SR T E ZARA S5 [E B KLY 30%1H)
iEOLs, RSO 13O s f R % .

AR, UR BIRIA E BRI 975K, 2017 SEAERINBOTB TSN E X115, 2018 SEAEIGHOTBL 1 BK
E K HALE o

Bk, AHETT S AEIZ R 4P BARHIHT UR LR B IAE T I R Z 3mSR FC LB A SE B L 95,
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2. HEAEIAE T UR SRS 4P 1Bt E A

EA LA G AL G B A AR AL SO B PR RS R 1 e MR [4], 1960 4E, EEEHIERA
DU« FRPH T E R A S F R N 5 (Product). M % (Price). Hiffi(Place). f#%(Promotion), B1#44
(1) 4P HH4[5]. 4P FBFREH, M. Mk, REARAX AN A BRI A RN S 52, §E
AP RS BAR T TR, BRSNS Bir. TEREAERET, FRAREMHEEER, 0
FESE s i, S kUG RRIEH R 200, WEIRWMEINFEE 2. &, 4P HRKIAE
HAERNISIEN, RESERWNERE N RE TS EXFERESRT, UR BEIREH 4P
BRI A FNGR T R A DL CPUIRAT” AL OIS g, A SRR EAR TR, HEH 2L,
e AN LG RIS 7= s R SR bR FH i 44 5 00 BOE AN AT, LA A v 2 3 s S R JRIE R
W7 TR A 2k B2 R, B A A HR T B AT AT B ST I AR s (A SR e E i B
fRE+ KOL &1E. B8 T4 F FH P AR i A 25 (UGC) M 2 RGEAGAE BB I o 4R1T, UR A7 THI I 4 U3 1A 56 1)
2. M RIEEL L T IH S B kR, ARTRUARE MRS . WS MR R, JHRE M
REFNGE TG RIS RN RET), DA REsE R R .
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st AT SRR B 38 b R BRI IR RO RE L, LG ) i R RO 913 (0 S I A e gt A I 6], UR
AL “PRAT 7 VB EAG, BRI S, RN Eh A AR I 2R I S A AR, R
FIRKS 22 RE I A e LB RIBNEAR TR A A S £ R, AT IRAR S EAREE p rh 0
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RS TCER B BT 2, IR T i B 51 . B4k, UR BRI TSR 5 50 44 il R R R B &
fE, St e. @ESEmA P A, HEHAIERS], LRSI SE 2 A L2 HEK

212 FRRRS5EE

UR 727 FIRDET AT &, DUEALI, BRI s on ™ fhais, g ss i iR ae . e85 /AL
PTG B, UR RREEAA SR (AN B S5 NSRBI AN 58, 5 H AR SR ar 1
BRI BB o 3K 86 & b AR A 25 (UGC) AR R BE 1 b A 18, T 9 70 =i o7 5 R A
M — K T SR EIREA 7). B, UR fERHS EHEH AI#UR P RE Bk e, WSl TAXZ 25, @
AR TR, B BRI TR RRA R RO
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2.2.1. BIRSFMHT

UR il RLLE 8 1 SR 1 SEAT T ity 5 AN A 45 A 1 S o — J5THT, UR B85 LB 0 42 B H I IR A4
e IR B R A, DR TE SRR G R0 51 AL SR I 1 5 S R B s SO, L R
FET SRR AL, CAR AT HESZ O A AR LI MR i, 6L TE )2 9 R BRI 7 R B, UR 1Y
R I RV RS T, B AP SRR I A T BE NS B, BB AR R T il AR 4E%E, As XA
7E 100~300 TG 0], BEMEIE N K2 50l 2 F T . XA WUBLIEAT I 8 0 S8 15 UR RE5 i S AR
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(08 AT SRR 22 550, ful ok 22 AL BRI B R AR RR RN, SRt ML 44 P2 (AR B K, AT gl
WA SRR LR, UR 5330 A 438 KOL A1E, @i, BRSO R 5%
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