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Abstract

The success of Z Company of fast fashion industry lies in its product development and manage-
ment mode of “fast, few, many and affordable”, which truly meets the needs of customers and
creates the consumption concept and brand concept of “fast fashion”. In the face of serious product
homogeneity, surging competitors, increasing cost pressure and other prominent problems in the
fast fashion industry, Z Company has always maintained its competitive edge in the industry. This
paper analyzes the competitive advantages of Z Company, summarizes the challenges Z Company
faces in the era of big data, and puts forward countermeasures and suggestions for Z Company to
cope with the challenges.
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Figure 1. Business growth in Asia and total revenue growth of Z company
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Table 1. Targets consumers of Z company
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Figure 2. Supply chain management of Z company
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Figure 3. IT systems of Z company
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