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Abstract:

This paper focuses on the optimization of marketing
strategies of traditional textile enterprises, aiming to
provide practical marketing strategy improvement solutions
for textile enterprises through in-depth research on the
current situation and development trend of the market. In
terms of research background, the current textile industry
is facing many challenges such as weak market demand,
rising costs, and intensified international competition.
The research theme revolves around how to optimize
the marketing strategy of textile enterprises to enhance
their competitiveness and market adaptability. In terms
of research methods, literature review and case analysis
are comprehensively used. The results show that textile
enterprises need to formulate comprehensive marketing
strategies from product innovation, channel expansion,
brand building, price strategy and customer relationship
management. For example, textile enterprises have
successfully doubled their foreign trade sales by optimizing
the foreign trade market and increasing investment. In
addition, companies need to pay attention to emerging
trends such as environmental protection, sustainability,
and personalization to meet the increasingly diverse needs
of consumers. The research conclusion points out that by
optimizing marketing strategies, textile enterprises can
enhance their competitiveness and achieve sustainable
development in the fierce market competition.

Keywords: Product innovation, channel expansion,

price strategy, comprehensive.

1. Introduction

whole will show a steady growth trend, but at the
same time, it is also facing challenges such as weak

In the current competitive market environment,  jpternational market demand and complex trade
textile enterprises are facing many challenges and  enyironment [1]. In order to stand out in the fierce
opportunities. In 2024, the textile industry as a  market competition, textile enterprises need to con-
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tinuously optimize their marketing strategies and enhance
their competitiveness and sustainable development ca-
pabilities. Through an in-depth analysis of the market
status and development trend of the textile industry, this
paper discusses the optimization path of the marketing
strategy of textile enterprises. In recent years, with the
advancement of science and technology and the change
of consumer demand, the development trend of the textile
industry has also undergone significant changes. Green
manufacturing and environmental protection have become
an important development direction, intelligent and auto-
mated production has gradually become popular, the trend
of internationalization and diversification is obvious, and
innovation and cooperation have become the key forces
to promote the development of the industry. In addition,
personalization and sustainability have also become the
focus of consumers’ attention. These trends provide new
development opportunities for textile enterprises, but also
bring new challenges. As an important pillar industry of
the national economy, the textile industry has a huge mar-
ket scale, covering spinning, weaving, dyeing and finish-
ing, printing, garment production and other links. In 2024,
with the support of national macro policies, the overall
operation of the textile industry will be good, and the in-
dustrial added value, operating income and total profit of
enterprises above designated size will all achieve year-
on-year growth. However, with the changes in the global
economic situation and the intensification of market com-
petition, textile enterprises need to continuously optimize
their marketing strategies to adapt to market changes and
enhance their competitiveness. The research in this paper
provides practical suggestions for textile enterprises to
optimize their marketing strategies, which will help them
enhance their competitiveness and achieve sustainable de-
velopment in the fierce market competition. By optimizing
marketing strategies, textile companies can not only better
meet consumer needs, but also maintain a competitive ad-
vantage in a complex and volatile market environment.

2. Problems and Challenges Faced by
Traditional Textile Enterprises

2.1 The Shrinking Market Demand

The market demand is stable, the market is close to sat-
uration and the competition is intensifying. The main
problem faced by traditional textile enterprises is the
shrinking market demand. In recent years, the uncertainty
of the global economic situation has suppressed consum-
ers’ willingness and ability to spend, and the demand for
products such as clothing has also decreased. In 2024, the
total retail sales of apparel goods for units above designat-
ed size in China will reach RMB1,071.62 billion, a year-

on-year increase of only 0.1%, and the growth rate will be
15.3 percentage points slower than that of the same period
in 2023.

The intensification of market competition is also an im-
portant challenge faced by traditional textile enterprises.
With the rise of emerging countries such as Southeast
Asia and India, these regions have gradually seized some
market share due to their low labor costs and preferential
trade policies. For example, in 2024, due to factors such
as the adjustment of customer demand structure and the
intensification of industry competition, Jihua Group will
make impairment provisions for inventory with impair-
ment losses, resulting in huge losses.

2.2 Raw Material Price Fluctuations and Rising
Costs

Traditional textile enterprises are highly sensitive to fluc-
tuations in raw material prices. The instability of the price
of raw materials such as cotton and chemical fiber makes
enterprises face many risks in the procurement and pro-
duction process. When the price of raw materials rises, the
production cost of the enterprise increases, and the profit
margin is compressed; When the price of raw materials
falls, the inventory value of the enterprise decreases, and
it is necessary to make provisions for price decline, which
will have a direct impact on the profits of the enterprise.
In addition to the fluctuation of raw material prices, the
continuous rise in labor costs is also an important problem
faced by traditional textile enterprises. In recent years,
with the changes in the labor market, the labor cost of the
textile industry has been increasing. At the same time,
the young workforce is more willing to work in emerging
industries, resulting in a shortage of talent in the textile
industry.

2.3 Environmental Pressure and Sustainable
Development

With the improvement of environmental awareness, coun-
tries have increasingly strict environmental protection re-
quirements for the textile industry. As a traditional indus-
try with high energy consumption and high emissions, the
textile industry is facing huge environmental protection
pressure. Enterprises need to reduce pollution and con-
serve resources in the production process, which undoubt-
edly increases the operating costs and technical difficulties
of enterprises [2].

The increasing consumer demand for environmentally
friendly products has prompted textile companies to pay
attention to green production. Enterprises need to invest
more money in pollution control and energy conservation
and emission reduction, which increases production costs.

2.4 Insufficient Technological Innovation and



Lagging Brand Building

Traditional textile enterprises are relatively lagging be-
hind in technological innovation, and the overall technical
level still needs to be improved. For example, in 2024, the
application rate of intelligent equipment in China’s textile
industry will only be 20%, while in developed countries it
has reached more than 50%.

There are few well-known domestic textile brands, and
compared with international brands, the market influence
is weak. For example, in 2024, Heilan Home will intro-
duce big data analysis to achieve precision marketing and
supply chain optimization, and improve the market com-
petitiveness of the brand. However, most traditional textile
enterprises still lack brand awareness, and the investment
in brand planning, design and development and marketing
is insufficient.

2.5 International Trade Frictions and Market
Instability

In the context of the rise of global trade protectionism,
China’s weaving industry is facing new opportunities and
challenges. Some developing countries have relied on the
advantages of factor costs and preferential tariffs granted
by developed countries to continuously expand the supply
scale of end products and vigorously improve the support-
ing industrial chains [3,4].

The uncertainty of international market demand has also
brought challenges to textile enterprises. For example, in
2024, the total export value of textiles and apparel in the
world will decrease by 6.3% year-on-year, and sluggish
demand and insufficient orders have become a real prob-
lem facing the global textile supply chain.

3. Analysis of the Existing Marketing
Strategies of Textile Enterprises

3.1 Product Innovation

3.1.1 Insufficient product innovation

Traditional textile companies often lack in-depth analysis
of market trends and fail to fully understand the changes
in consumer demand [5]. For example, consumer demand
for green, sustainable textiles has increased as environ-
mental awareness has increased, but many companies
have failed to adjust their product strategies in a timely
manner. In addition, the company’s analysis of competi-
tors is not deep enough, resulting in a disadvantage in the
market competition.

3.1.2 Serious homogenization of products

Some textile enterprises lack product innovation and seri-
ous product homogeneity. For example, some companies
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still focus on traditional cotton spinning products, and lack
the development of functional and personalized products.
This makes it difficult for enterprises to be competitive in
the mid-to-high-end market and meet the diverse needs of
consumers.

3.1.3 Insufficient application of technology

Textile enterprises in the application of technology short-
comings, especially the lack of independent innovation
ability, structural contradictions and other aspects. These
deficiencies have had many adverse effects on business
operations, such as product homogeneity, overcapacity,
raw material shortages, high energy consumption, high
environmental pressure, and increased legal risks. In
order to enhance the competitiveness and sustainable de-
velopment ability of enterprises, textile enterprises need
to increase R&D investment and improve independent
innovation capabilities; Textile enterprises can optimize
the production capacity structure and increase the added
value of products; textile enterprises can also strengthen
resource conservation and environmental protection trans-
formation to reduce production costs.

3.2 Channel Expansion

3.2.1 Channel management lags behind

In terms of channel management, many textile enterprises
rely on traditional wholesale and retail channels, and un-
der-exploit and utilize online channels [6,7]. For example,
some companies do not take full advantage of emerging
channels such as e-commerce platforms and livestream-
ing, resulting in limited market coverage. In addition, en-
terprises also have deficiencies in channel integration and
collaboration, and fail to form an effective omni-channel
marketing model.

3.2.2 Insufficient expansion of online channels

Traditional e-commerce platforms are under pressure as a
whole, and the Douyin channel maintains a high growth
rate [6,8]. From January to October 2023, Tmall clothing
sales fell by 5.1% year-on-year, JD.com clothing sales de-
creased by 19.7% year-on-year, and Douyin clothing sales
increased by 61.4% year-on-year. This shows that online
channels, especially emerging channels, have great poten-
tial, but many traditional textile enterprises have failed to
fully seize this opportunity [8-10].

3.2.3 Insufficient integration of offline channels

In terms of offline channels, enterprises need to optimize
the channel structure and improve the operational efficien-
cy of single stores [7,9,10]. For example, by optimizing
channel quality, Bosideng focused on “improving the
quality and efficiency of single-store operation”, improv-
ing terminal image and channel efficiency, and concentrat-
ing resources to build “top stores” to improve single-store
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operation capabilities. However, many companies have
not done enough in this area and have failed to take full
advantage of offline channels.

3.2.4 Weak areas of cross-border cooperation

Compared with other industries, it is difficult for the tex-
tile industry to achieve cross-border cooperation, and it
is impossible to achieve sales promotion methods such as
celebrity endorsements to increase sales, and these areas
need to be further expanded.

3.3 Price Strategy
3.3.1 Single price strategy

Textile enterprises often lack flexibility in price strategy,
and mostly use traditional cost-plus pricing or market-ori-
ented pricing. This single price strategy is difficult to
adapt to changes in different market environments and
consumer demand, resulting in enterprises being at a dis-
advantage in market competition.

3.3.2 Price does not match value

Some companies fail to fully understand the relationship
between product value and price, resulting in a mismatch
between price and product value. For example, some high-
end functional textiles are difficult to be accepted by the
mass market due to their high pricing, and the premium is
too serious; Some low-end products are too low to reflect
their value.

3.3.3 Insufficient dynamic pricing capabilities

In the context of fluctuating market demand and intensify-
ing competition, enterprises need to have dynamic pricing
capabilities and adjust prices in a timely manner according
to market conditions. However, many traditional textile
enterprises lack the ability to flexibly adjust prices accord-
ing to market demand and competitive situation.

4. Suggestions for Optimizing the Mar-
keting Strategy of Textile Enterprises

4.1 Marketing Strategy of the Product

First of all, enterprises should focus on product innova-
tion, pay equal attention to functionality and comfort, and
develop products that meet both functional needs and wear
comfort [5]. For example, enterprises have developed tex-
tiles with health care functions and green textiles to meet
consumers’ pursuit of health and environmental protection
[2]. Secondly, it can be personalized design, using unique
design concepts and materials to provide consumers with
personalized products. For example, through customized
services, consumers are involved in product design to
meet their pursuit of personalization. Enterprises should
also pay attention to green environmental protection, pay

attention to the environmental performance of products,
use environmentally friendly materials and processes,
and reduce the impact of products on the environment.
For example, using recyclable or biodegradable materials
reduces the environmental footprint of products. Then
enterprises can also develop various forms and styles of
textiles according to market demand to meet the needs of
different consumers. For example, for different seasons
and occasions, the development of clothing and home tex-
tile products. Finally, enterprises can also carry out serial
design, serial design of products, form a complete product
line, and improve the market competitiveness of enterpris-
es. For example, the enterprises can develop a collection
with a certain theme or style at its core to enhance brand
recognition.

4.2 Channel Expansion

First of all, enterprises can expand online channels and
use online channels such as e-commerce platforms and
social media to expand online sales [6-10]]. For exam-
ple, by opening an official online store and participating
in promotions on e-commerce platforms, enterprises can
increase brand’s visibility and sales online. Secondly, it
can also expand offline channels, through offline channels
such as physical stores and wholesale markets, to expand
offline sales. For example, opening a branded store to
provide more direct customer service and experience. En-
terprises can then carry out cross-border cooperation and
cross-border cooperation with enterprises in other indus-
tries to achieve the expansion of product sales channels
[9]. For example, partnering with home furnishing brands
to incorporate textiles into home décor and broaden sales
channels. Finally, enterprises can also expand internation-
ally, actively participate in international exhibitions, and
expand the international market. For example, by partic-
ipating in international exhibitions such as the Frankfurt
Home Textiles Fair, more international orders and cooper-
ation opportunities can be obtained [3,4,7].

4.3 Price Strategy

First of all, enterprises should be cost-oriented to set pric-
es, and determine prices based on product costs plus ex-
pected profits, which is suitable for situations where costs
are relatively stable. For example, for a product with good
cost control, this strategy can be used to ensure profits.
Secondly, enterprises should be competition-oriented to
set prices, and set prices according to competitors’ prices
to maintain market competitiveness. For example, for sim-
ilar products in the market, a competitive price point is de-
termined through research. Then the company should also
be demand-oriented to price, according to market demand
and consumers’ perception of the value of the product to
price, suitable for products with high brand influence. For
example, for products with unique designs or high added



value, this strategy can be employed to increase the price.
Then companies have to follow a psychological pricing
strategy

Companies can engage consumers with specific price set-
tings, such as mantissa pricing, bundle pricing, and more.
For example, by setting the price of a product at $9.99 in-
stead of $10, companies can use consumers’ expectations
to boost sales. Finally, companies need to dynamically
price, use big data and market analysis, adjust prices in
real time, optimize inventory management, and improve
customer satisfaction and profit margins. For example,
companies can dynamically adjust product prices based
on seasonal changes in demand or inventory availability.

5. Conclusion

There are many marketing strategies in the textile indus-
try, first of all, relying on traditional physical stores for
offline sales, and covering the market through distributors
and retailers. The companies can participate in textile
exhibitions at home and abroad, displaying products, and
expanding customer resources. Internet marketing is also
a very important share, using e-commerce platforms for
online sales, such as Taobao, JD.com. The companies can
promote brand and products through social media plat-
forms such as WeChat, Weibo, Douyin. The companies
can produce and publish high-quality textile-related con-
tent, such as blog posts, videos, to increase brand aware-
ness. The companies can personalized customized market-
ing: providing personalized customized services to meet
consumers’ needs for personalized products. In terms of
brand building, through Internet marketing and social me-
dia promotion, the brand’s popularity and influence have
been enhanced. The companies provide personalized cus-
tomization services to enhance the competitiveness of the
brand. In the market, through the combination of e-com-
merce platforms and physical stores, the market coverage
has been expanded. Cooperation with other industries
has opened up new market segments. Despite this, there
are still some shortcomings, the marketing channels are
relatively single, and some companies are overly reliant
on traditional channels, such as physical stores and exhi-
bitions, and underutilize emerging channels. The compa-
nies are insufficient in brand building and lacked of brand
awareness. Customer relationship management is insuffi-
cient, and some enterprises lack an effective customer data
management system and cannot make full use of customer
information for precision marketing. The textile industry
has shown strong resilience and adaptability in recent
years, and the overall economic operation situation has
remained stable, and the main operating indicators have
continued to rise. Challenges for the industry include vol-
atile raw material prices, rising labor costs, and increased
market competition, but there are also potential oppor-
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tunities for technological advancements, environmental
trends, and emerging market demands. The marketing
strategy of the textile industry is different due to the dif-
ferences between the B-end and C-end markets, and the
overall pattern of coexistence of traditional channels and
digitalization is presented, but there are serious problems
such as homogenization, insufficient efficiency, and weak
data application. This study clearly points out that there
are still defects in the textile market in the four areas of
product innovation, channel expansion, price strategy and
comprehensiveness, and there is the possibility of further
development, which points out the direction of improve-
ment in this part of the field for textile enterprises and
puts forward suggestions for cocoa implementation, so as
to help textile enterprises enhance their competitiveness
and achieve sustainable development in the fierce market
competition. The specific market of various textile enter-
prises obtained in this study can only be summarized and
analyzed through the general status quo, and the market-
ing strategy analysis of different textile industries can be
further carried out on the basis of this study in the future.

References

[1] Niu Shuangxin. In the first half of the year, the
competitiveness of China‘s textile industry in the international
market remained stable overall. Textile and Garment Weekly,
2024, (34): 7.

[2] Zhang Guodong. Printing and dyeing auxiliaries, 2025,
42(04): 13-17.

[3] Xu Changjie. Under the heavy burden of tariffs, how do
China‘s textile and garment foreign trade enterprises respond?
Textile and Apparel Weekly, 2025, (14): 10-11.

[4] Cao Qiushi, Liu Junyan. Journal of Jiangsu Engineering
Vocational and Technical College, 2024, 24(02): 72-78.

[5] Ye Fuzhong, Ye Chengjie. Research on the marketing
innovation mode of textile enterprises under the background
of the new normal economy. Time-honored Brand Marketing,
2024, (10): 31-33.

[6] Mao Jingjing. Chemical fiber and textile technology, 2024,
53(06): 92-94.

[7] Wu Mengfan. Textile report, 2024, 43(05): 28-30.

[8] Jiang Xiaolan. Research on the path of social media to
improve the marketing effect of textile enterprises. Chemical
Fiber and Textile Technology, 2023, 52(11): 63-65.

[9] Mao Jingjing. Optimization strategy of marketing channels
for small and medium-sized garment and textile enterprises.
Chemical Fiber and Textile Technology, 2023, 52(11): 51-53.
[10] Wang Qifan, Song Chenghao. Analysis on the marketing
channel optimization strategy of small and medium-sized
garment and textile enterprises. Western Leather, 2023, 45(14):
17-19.





