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Social media is becoming
increasingly prevalent in everyone’s
lives. Implementing digital
marketing will help the brand to not
only reach out to customers who are
already interested in their product,
but also customers who have yet to
know of their brand yet.

Reasons for Digital Marketing

We are in the age of digitalisation

RETAIL-FOCUSED E-COMMERCE PROJECTED TO
AMOUNT TO           

BY 2024

$7 TRILLION

OF 16-64 Y/O INTERNET USERS WORLDWIDE
EXPECT TO SHOP ONLINE MORE FREQUENTLY
AFTER COVID19 ENDS

49% 

OF SHOPPING OCCASIONS BEGIN FROM ONLINE
63% 
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Other than reaching out to more
customers and increasing brand
awareness, digital marketing also
has several other benefits. It is a low-
cost method to market a brand’s
products, and allows a brand to tap
on international markets. Through
using generated insights, the brand
can also improve its own campaign
in the future. If done effectively, this
will give the brand a competitive
advantage.

Reasons for Digital Marketing

If done well, it forms a competitive
advantage

Allows you to enter
new markets globally

Done at a lower cost
than traditional
marketing methods

Results are trackable
and measurable,
allowing for analytics
for improvement
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What consumers seek from fast
fashion is to be able to have the
latest fashion at a low price. For
these consumers, quality is
secondary.

Understanding the consumers

Target audience have specific
demands from fast fashion

Both males and females
 

Millennials and Gen Z
 

Low to Mid-income 
 

DEMOGRAPHIC

CONSUMER
BEHAVIOUR

 Want the latest fashion
 

Quality is of lower priority
 

Unwilling to pay a major price
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Consumers strongly prefer brands
that support sustainability and social
issues. Members of both age groups
also tend to abandon a purchase if
the brand does not reflect their
values. 

Understanding the consumers

Younger consumers shop with
social views in mind

BEYOND JUST THE BASIC NEEDS, 

ALSO FOCUS ON SUSTAINABILITY AND INCLUSIVE
SOCIAL VIEWS.

WHEN SURVEYED ON WHETHER THEIR
PREFERENCE IN BRANDS, 

MILLENNIALS AND
GEN Z CONSUMERS 

FAVOUR ENVIRONMENTAL SUSTAINABILITY,

AND

78.6%

BELIEVE BRANDS SHOULD TAKE A PRO-DIVERSITY STANCE

78%
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Would you pay more if the brand is
sustainable or socially conscious?

 

Willing to pay more
Higher priority than buying at low
price (which is the fundamental
reason fast fashion was developed)

1.
2.

Consumers value support for
social issues

Consumers place a huge importance on social issues and are
willing to forgo low price for it. Fast fashion has had severe
negative impacts both socially and environmentally over the years,
leading to worsening impressions of it amongst the consumers.
The goal to differentiating oneself in this industry would thus be to
achieve low cost whilst having positive social and environmental
impacts.
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Market Trends

The industry is expected to grow at
a decreasing rate

Growth of
Fast Fashion
Industry 
is expected

MARKET WAS GROWING PRIOR

TO 2020

TOOK A DIP IN 2020 DUE TO

COVID-19

MARKET IS EXPECTED TO

RECOVER AND GROW AGAIN, BUT

AT A DECREASING RATE

LONG-TERM SLOWDOWN IS TO BE

EXPECTED

1.

2.

3.

4.

2019 2020* 2021* 2022* 2023*

0.075 

0.05 

0.025 

0 

-0.025 

-0.05 

-0.075 

-0.1 

-0.125 

Change in Global Market Value for Fast
Fashion Industry
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Market Trends

The fast fashion industry has been
changing

Without runway shows, fast fashion brands have been
turning to influencers for inspiration of new products.

TAPPING ON
INFLUENCERS

For years, the industry has been put in a bad light due to
the negative impacts it causes. Coupled with the shift in
customer demands, brands are taking steps to tweak and
align their processes. Sustainable fashion brands and
secondhand market are growing.

FOCUS ON
SUSTAINABILITY

In line with their sustainability efforts, brands are also
starting to use advanced technologies to improve supply
chain efficiency and reduce their carbon footprint. (e.g. 3D
printing, use of robots_

DIGITALISATION
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Market Trends

A few major players dominate the
global industry

There are also local brands
expanding gradually
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Market Trends

Fast fashion industry is rather
competitive

COMPETITIVE RIVALRY

BUYER POWER

BARRIERS TO ENTRY
Low capital is needed, and no need 
for skilled workers

THREAT OF SUBSTITUTION

SUPPLIER POWER
It is easy to find an alternative supplier,
and suppliers have to match up to the
demands of the brand

As fast fashion is only a part of the
entire fashion industry, it is easy to
switch

Price is a huge factor in consumers
of fast fashion. It is also easy to
switch to another company
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Brand Value: $14.7 Billion
Net Sales (2020): $14.129 Billion
No. of Stores (including Zara Kids and Zara
Home):2,654

Founded in 1974, Zara is one of the largest international
fashion companies and the flagship brand of the Inditex
Group. 
The company specializes in fast fashion and products
including clothing, accessories, shoes, and bags.

Competitor Analysis

ZARA: Core of its Success

ZARA takes notes of what the customers
are looking for, and releases it according
to demand. 
In 2015, a customer from a Zara store in
Tokyo wanted a pink scarf, but was
unavailable. Several other cities also had
customers requesting for pink scarf. 7
days later, all Zara stores worldwide
started selling pink scarves, selling out
in 3 days.

CUSTOMERS’ WANTS

ZARA empowers its store managers and
employees to be sensitive about the
customers’ needs and wants. As such,
Zara’s products in every store reflects
unique needs of the customers. E.g.
Japan stores have smaller size, Arab
stores have special women clothes.

CUSTOMISATION TO
NEEDS

In 2019, ZARA introduced the “Edited”
collection, allowing buyers to
personalise their clothes with custom
stitched names or phrase. Users can
insert up to 11 letters for free.

REVOLUTIONISATION
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Internationally, Zara primarily uses
Facebook and Instagram for their
social media marketing.

Competitor Analysis

ZARA: Social Media Marketing
Tactics

FACEBOOK
Number of Followers: 29.7M

On Facebook, ZARA mostly showcases
their latest collections, and upload
lookbook-style photos. They also
participate in user conversations,
where they mainly receive positive
responses from their audience.

INSTAGRAM
Number of Followers: 42.8M

 
ZARA runs campaigns on Instagram

such as the #joinlife campaign for
the launch of their sustainable
clothing collection. ZARA also

partners with influencers to
increase their outreach.
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ZARA also uses WeChat, especially
for the China market. They have an
estimated follower base of 2.7M.
On top of just featuring articles,
clicking on the images brings you
to their mini program, a ZARA
online store built in WeChat. Users
can purchase directly via this mini
program.

Competitor Analysis

ZARA: Social Media
Marketing Tactics

*10 latest posts from each platform were analysed, calculated
using figures from the official account.

*Refer to Appendix 1 for formulas.

ENGAGEMENT RATES – PHOTO POSTS
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Competitor Analysis

Neonmello

Founded: 2009
Revenue: <$1M (estimated)
No. of Stores: 1

Neonmello is a Singapore-based
women’s clothes shop. Their goal
is to bring fashion forward styles
at pocket-friendly prices,
releasing over 20 designs every
week.

FACEBOOK
Number of Followers: 34.7K

Neonmello mainly posts the weekly’s
new collection on Facebook to notify
their followers. With a standardised
caption, customers are likely to visit
their Facebook to get regular updates.

INSTAGRAM
Number of Followers: 54.3K

 
Neonmello focuses on promoting

their items on Instagram, rather
than just updating about the new
collection for the week. They also
run weekly IG Live, where viewers

can stand a chance to win vouchers.
 

*5 latest posts from each platform were analysed, calculated using
figures from the official account.

*Refer to Appendix 1 for formulas.

ENGAGEMENT RATES – VIDEO POSTS
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Competitor Analysis

Beyond the Vines

Founded: 2015
No. of Stores: 6

Beyond the Vines is a designed
studio based in Singapore. The
company’s design philosophy is
about duality – create boldly,
create simply – and they aim to
create a diverse range of
products that are available to a
wide audience.

FACEBOOK
Number of Followers: 11.6K

Beyond promoting their products,
Beyond the Vines uses Facebook to
create hype over their sales
promotions. 
They also do live streams for product
launches.

INSTAGRAM
Number of Followers: 38.5K

 
On Instagram, Beyond the Vines

posts more to promote their
product, with several posts about
the same product over a period. 

As with Facebook, they also do live
streams events for the launch of

new products.
 

*5 latest posts from each platform were analysed, calculated
using figures from the official account.

*Refer to Appendix 1 for formulas.

ENGAGEMENT RATES – VIDEO POSTS
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Competitor Analysis

Rye

Founded: 2016
No. of Stores: 0 (they have
pop-ups and a stockist)

Rye is a Singapore-based
womenswear label offering
transitional capsule collections of
pared-down and timeless pieces.
They run on a philosophy of less-
is-more and aim to liberate and
inspire.

FACEBOOK
Number of Followers: 1,042

Rye uses Facebook by tagging their
products to the photos uploaded.
Clicking on the product will then allow
you to check out directly on their
website.

INSTAGRAM
Number of Followers: 6,326

 
Rye posts mostly their model photos

on Instagram to promote their
product. They also upload their full

campaign videos on IGTV.
Sometimes, they use Instagram to

conduct giveaways.

*5 latest posts from each platform were analysed, calculated
using figures from the official account.

*Refer to Appendix 1 for formulas.

ENGAGEMENT RATES – PHOTO POSTS
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Competitor Analysis

Love, Bonito

Founded: 2010
Revenue: $12.4M (2017)
No. of Stores: 18

Love, Bonito sells women wear as well as
clothing for kids. They release up to 30 new
designs weekly online and in-store. The
company aims to provide well-made and well-
fitted clothes at an affordable price.

FACEBOOK
Number of Followers: 257K

Love, Bonito uses Facebook to promote
their items, with every post linking
straight to the site of the item. In
addition, they also post styling guides
in video form for their customers.

INSTAGRAM
Number of Followers: 311K

 
Love, Bonito uses Instagram by

posting photos of models to
promote their products. Similar to

that on Facebook, they also upload
IGTV to provide styling tips. 
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Competitor Analysis

Love, Bonito
Love, Bonito also created a
WeChat account for their
expansion to Hong Kong. 

However, it has no mini programs
attached to it, and there are only
two posts, the last one in 2019.

*5 latest posts from each platform were analysed, calculated
using figures from the official account.

*Refer to Appendix 1 for formulas.

ENGAGEMENT RATES – VIDEO POSTS
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Competitor Analysis

Comparison of average
engagement rates

Beyond the Vines: Could be due to
their product launch livestreams,
which are more interactive
Rye: Fixed colour scheme applied
across their posts

BEYOND THE VINES HAS
THE HIGHEST ENGAGEMENT
RATE FOR INSTAGRAM,
WHILE RYE HAS THE
HIGHEST ENGAGEMENT
RATE FOR FACEBOOK.

More able to communicate directly
with the customers and answer their
enquiries

SMALL BUSINESSES TEND
TO HAVE HIGHER AVERAGE
ENGAGEMENT RATES

Visual nature of Instagram
Instagram could be a more effective
marketing platform for the fast
fashion industry

REGARDLESS OF THE
TYPE OF POST,
INSTAGRAM TENDS TO
ACHIEVE HIGHER
ENGAGEMENT RATES WeChat articles show the number of

reads. Looking at ZARA’s articles view
counts, they are comparable to the
number of Facebook video views they
have
WeChat might be a good platform for
outreach

FROM ZARA’S WECHAT
ENGAGEMENT RATE, IT
SEEMS THAT WECHAT IS
THE LEAST EFFECTIVE AS A
MARKETING TOOL.
HOWEVER, WECHAT HAS
OTHER METRICS THAT
SHOW OTHERWISE

PAGE 18



Importance of Digital Marketing
Reasons for Digital Marketing1
Industry Research
Consumer Persona and Current Market Trends

32 Company Competitiveness
Competitor Analysis

Case Study
The Case and Recommended Digital Solutions4



PAGE 19

The Case

IN GOOD COMPANY

Founded: 2013
No. of Stores: 4 (in SG), 3 (in Indonesia)

IN GOOD COMPANY is a ready-to-wear brand
offering well-designed pieces to build a
modern wardrobe of functional looks. The
company offers womenswear, menswear, and
kidswear for 3-8 years old (“Mini Me”). 

FACEBOOK
Number of Followers: 8,866

IGC uses their Facebook mainly to
promote their items. Upon clicking the
links, the items are tagged to the link
under the Facebook Shop, where users
can easily be redirected to IGC’s
website to purchase.

INSTAGRAM
Number of Followers: 21K

 
IGC also uses Instagram to promote
their products, alternating between

photos of their models and the
product itself.
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The Case

IN GOOD COMPANY: Social Media
Marketing Tactics
IN GOOD COMPANY started their WeChat
account in May 2019, posting weekly until the
last update in Jan 2020. They mainly post
articles, and upon clicking on it, the articles
contain images of their models and products.
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The Case

IN GOOD COMPANY: 
Engagement rates

ENGAGEMENT RATES – PHOTO POSTS

ENGAGEMENT RATES – VIDEO POSTS
*5 latest posts from each platform were analysed,
calculated using figures from the official account.

*Refer to Appendix 1 for formulas.

*10 latest posts from each platform were analysed,
calculated using figures from official accounts.

*Refer to Appendix 1 for formulas.



Competitor Analysis

Comparison of average
engagement rates

1 2 3 4 5 6 7 8 9 10

80 

60 

40 

20 

0 

ENGAGEMENT ON
WECHAT
FLUCTUATED A LOT
The article tends to have more
views when:
 (a) not a sub-article.
 (b) about clothes, rather than
objects
 (c) festival post

ENGAGEMENT ON WECHAT 
(REVERSE CHRONOLOGICAL ORDER)

AMOUNT OF ENGAGEMENT

IGC HAS A SLIGHTLY HIGHER-THAN-AVERAGE
ENGAGEMENT RATE ON FACEBOOK AS COMPARED
TO THE OTHER BUSINESSES
IGC IS ON THE LOWER SIDE WHEN IT COMES TO
ENGAGEMENT ON INSTAGRAM, BOTH PHOTO AND
VIDEO POST

Comparing IGC’s engagement rates to that of its competitors, we
find that:
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Strategy Recommendation

How can IGC improve their
engagement rates?
As the nature of each platform and its users are different,
IGC has to tailor its strategy to each of the platforms in
order to improve their engagement rates. 

Brands who tag their products
to the link of the product on
their Facebook store tend to
have a higher engagement
rate. IGC does this, but it is not
consistently done to every post.
Maintaining this may help to
increase further engagement.

MAINTAINING
CONSISTENCY

Looking at Beyond the Vines
which has the highest Facebook
engagement rates, IGC can also
make use of livestreams to
increase interaction with their
followers. This can be applied
for their product launches, or
any promotional event. 

INCREASING
INTERACTION

Strategy Recommendation

Improving Facebook Engagement
Rates



Strategy Recommendation

Utilising WeChat Marketing to its
fullest
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Strategy Recommendation

Improving Instagram Engagement
Rates

As compared to other brands,
IGC has a lower engagement
rate on Instagram as their
latest posts do not contain
videos. Video is the most
effective form of content on
Instagram, thus releasing more
videos in their posts will help to
increase engagement.

INCREASING
VIDEO POSTS

Instagram is highly visual-based
and establishing a brand look is
essential in using the platform
to market. IGC should find a
unique aesthetic and
consistently apply it to their
posts. 

INSTAGRAM
AESTHETICS

IGC has stopped using WeChat since January 2020. However, in order to
create an online presence in preparation for Chinese-speaking tourists once
the travel borders open, being active again on WeChat is an important step
to take. Furthermore, WeChat is able to generate higher engagement rates.

In order to fully utilise WeChat Marketing, IGC can do the following things:
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Strategy Recommendation

WeChat – Optimising Article
Content
Regular updates with useful content generate 

2x 
more average views per article on WeChat. Furthermore, 

92% 
of users share articles on WeChat, which helps a brand to increase their
exposure.

In order to improve engagement levels, IGC must first optimise its article
content. This can be done in three ways:

FOCUS ON CLOTHING IN
ARTICLES
Based on IGC’s previous posts, 7 out of 12 of the
articles with a higher viewership rate are about
clothing (Appendix 2). This shows that users are
more interested in such articles.

MAKE USE OF FESTIVE
SEASONS
Based on IGC’s previous posts, articles related
to festive seasons tend to have a higher
viewership rate. IGC can make use of such
opportunities to post more.

LEVERAGE ON KOLS
IGC can partner with KOLs to promote their
brand. These KOLs are popular accounts with
many subscribers, and will thus increase IGC’s
brand awareness.
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Strategy Recommendation

WeChat – WeChat Advertising
In terms of advertising, IGC can choose to use either WeChat Moments Ads
or WeChat Official Account Ads, or both. 

Regardless of the type of ad, the minimum budget to activate is 

RMB50,000.

WOA ADSWECHAT MOMENT ADS
WOA Ads are content ads that
appear in a form similar to the
content of the articles. It can be
placed at 5 specific locations in
the article.

Strategy Recommendation

WeChat – WeChat Shop (Mini
Program)
WeChat Mini Programs are lightweight sub-applications within the WeChat
ecosystem. 

COST-EFFECTIVE 
and seamlessly integrated into the application, these mini programs are an
easy way to proactively
 

CONVERT THE TRAFFIC TO ACTUAL
PROFITS.
IGC can create a WeChat Shop, which links to their official WeChat account. 

Moment Ads includes the company
name, a 40 character description, a
link to an H5 page, and either 6
pictures or 14 seconds of videos.

This will be displayed in the user’s
Moments like their friends’ moments.



Strategy Recommendation

WeChat – WeChat Shop (Mini
Program)
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Some important features of WeChat Shop include:

WECHAT LOG-IN
Users are automatically logged-in. This also helps in
the collection of their particulars – phone number,
address etc. This also enables WeChat Payment.

CUSTOMER SERVICE
The shop is integrated with the brand’s official
Wechat account, making it easy for customers to
make any enquires.

SOCIAL SHARING
Users can easily share WeChat Shop with their
friends via WeChat. This helps for viral campaigns or
campaigns targeting socially-driven purchasing
behaviours.

WECHAT SHOP EXAMPLE 1: UNIQLO



Strategy Recommendation

WeChat – WeChat Shop (Mini
Program)
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Similar to the examples, IGC’s WeChat Shop will mainly consist of 3 pages:

WECHAT SHOP EXAMPLE 2: TOMMYHILFIGER

HOME PAGE
Features an
overview of
products.

CATEGORY
PAGE
Items that are filter
according to
category, for easy
reference for users.

ITEM PAGE
After choosing the
specific item, the
user can then
immediately add it
to cart and make
purchase.



Strategy Recommendation

WeChat Marketing: The Timeline
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WECHAT OFFICIAL ACCOUNT MENU MOCKUP



Appendix 1: Formulas
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Appendix 2: WeChat Official Account



AWARD-WINNING TEAM
Awarded 1st prize for Singapore Airlines Project
Awarded 4th place in the final round 
(Total 100+ teams and developers)

TENCENT OFFICIAL
ADVERTISING PARTNER 

ABOUT US



W-AXIS TECHNOLOGY 
WECHAT OFFICIAL

ACCOUNT

ADD US ON WECOM

CONTACT US

LOCATION
1 North Bridge Road, #11-01 High Street Centre, 
Singapore, 179094

WEBSITE
www.w-axis.net

HOTLINE
 +65 9387 5653/ +65 9275 3298

CONSULTANT WECHAT 
ID: WTECH01


