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Abstract

Under the background of the deep penetration of the digital economy and the comprehensive onlineiz-
ation of consumption scenarios, the market competition pattern of the clothing industry has under-
gone fundamental changes, and the time-space constraints and cost disadvantages of traditional
marketing models have become increasingly prominent. With its core advantages of low cost, wide
coverage, and strong interactivity, online marketing has become a key path for clothing enterprises
to expand market boundaries, enhance brand value, and achieve benefit growth. However, the cur-
rent online marketing in the clothing industry still faces prominent problems such as the discon-
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nection between product presentation and physical objects, insufficient marketing scenario expe-
rience, and poor adaptability of service systems, which restrict the high-quality development of the
industry. This paper systematically sorts out the development status and existing problems of online
marketing in the clothing industry, and proposes targeted strategy optimization plans combined
with online marketing theories and industry practices, aiming to provide theoretical support and
practical reference for clothing enterprises to improve online marketing efficiency and build core
competitiveness.
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