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Abstract: This paper investigates the Brand Image of Shein, an international fast-fashion
platform, via the analysis of comments from YouTube. The analysis based on the MDCOR
software concludes the thousands of comments representative of the brand image through a
select amount of the most representative comments. The comments are inputted into Wijaya’s
theoretical model on brand image. The result concludes Shein’s Brand Image is primarily
negative and is associated with undesirable elements such as fast fashion, poor value, and
labor right violations. Failures to address such elements have severely decremented the brand
image. Such results are consistent with other user feedbacks we find on other social media
platforms, including Reddit and Twitter, where users have reported that above mentioned
elements have discouraged them from using the platform. The findings in this work provide
insight into Fast Fashion, an emergent e-commerce business model, and evaluate the
detriments of existing e-commerce platforms to accommodate this business model.
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1. Introduction

SHEIN, an online fast fashion retailer based in Singapore, is one of the best-known e-commerce
platforms worldwide. Its predecessor is Shelnside, a cross-border wedding dress e-commerce
company founded by Chris Xu in Nanjing, China 2008. SHEIN has opened the market in more than
150 countries and regions worldwide as a fast fashion consumer to win young consumers' love.
Engaged primarily in Men's & women's children's clothes, accessories, bags, shoes, and SHEIN
houses and specialized in Women.

This paper aims to summarize, analyze, and elaborate on the dimensions of SHEIN's brand image
and incorporate them into the perspective of brand communication. It mainly discusses the brand
image characteristics reflected in SHEIN's YouTube comments from December 2021 to July 2023.
The research dimension of brand image is more in line with the scientific nature of the brand, that is,
communication. From the perspective of brand communication, brand image is one of the essential
elements in the process of brand development because the formation of brand image is not only for
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the purchase of products but, more importantly, brand image is also related to how consumers as the
target audience of communication interpret (decode) brand information and realize brand information
in life. Wijaya, B. S. [1]

The academic research field of brand image and communication is generally a general theoretical
summary, but there are few detailed studies on specific brands. Based on existing research theories,
this paper will analyze the information published by SHEIN's official media on YouTube and related
evaluations, explore the characteristics of SHEIN's brand image from the perspective of brand
communication, and formulate brand image communication strategies.

2.  Literature Review
2.1. Concept of Brand and Brand Communication

The American Marketing Association (AMA) defines a brand as "a unique combination of name,
term, sign, symbol, or design aimed at distinguishing the offerings of one seller or group from others
in the market.” Kottler, P. [2]. This concept resonates with Aaker’s idea that a brand is a distinctive
marker, whether through a logo, stamp, or packaging, signifying a particular seller's goods or services.
Aaker, D. A. [3]. Kottler posits that a robust brand bolsters a company's reputation, acting as the
initial touchpoint for consumers to recognize products. Kottler, P. [2]. At its heart, a brand embodies
the consistent promise of vendors, delivering a specific range of performance, advantages, and value
to consumers. Wijaya, B. S. [1]

From a communicative lens, Wijaya perceives a brand not merely as a tangible logo or symbol but
as an indelible impression on the consumer's mind and emotions, evoking specific sentiments and
connotations. Wijaya, B. S. [4] . To this end, a brand transcends its physical representation, morphing
into a pledge and a bond founded on trust. It represents the entirety of an entity, fostering a
psychological connection that drives customer loyalty and embodies the perceived added value.
Building on this, Nilson highlights that a brand is not confined to its nomenclature. Nilson, T. H. [5].
Instead, it must offer unmistakable value, carve out its unique space amidst competitors, resonate
with its audience, and boast a distinct identity.

2.2. Theoretical Guidance
2.2.1.Hierarchy of Branding

From the perspective of brand communication, the formation process and effect of a brand have a
certain level, which also shows the relationship between the development of a brand and its proximity
to consumers. This level is called the hierarchy of branding. Wijaya, B. S. [1].

Brand Brand Brand Brand Brand Brand

Awareness Knowledge Iimage Experience Lovalty Spurituality

Mind-share Market-share Heart-share Social-share

Figure 1: Hierarchy of Branding. Wijaya, B. S. [4].
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Upon its initial launch, a brand is in the phase of building consumer recognition. At this stage,
referred to as Brand Awareness, consumers might have minimal knowledge or knowledge of the
brand's existence. As the brand becomes more recognized and its attributes and benefits get
familiarized by the consumers, it transitions to the Brand Knowledge phase. Now, consumers are no
longer simply aware of the brand; they begin to understand and learn more about the product or the
brand itself. Over time and through continuous engagement, consumers start forming associations
and specific perceptions about the brand. This accumulated mental image of the brand in the
consumers' minds is what we refer to as the Brand Image. With further passage of time and ongoing
interactions, consumers may try the products or come into direct contact with the brand. This exposure
provides them with specific experiences that form new connotations and emotions linked with the
brand and reinforce its image. This is the Brand Experience phase. When a positive image and
memorable experiences contribute to a significant and unique feeling about a brand, it solidifies its
position in consumers' minds and hearts. This leads to enhanced brand equity, making the brand more
likely to be preferred by consumers. Such a brand, favorably positioned and having substantial equity,
can secure consumer loyalty, making it difficult for consumers to shift their preference to other brands.
This phase is identified as Brand Loyalty.

Finally, the relationship between a consumer and a brand might deepen to the point where
consumers demonstrate loyalty and develop a potent affiliation with the brand. This brand becomes
an integral part of their life values, impacting their worldview. This stage, where consumers extract
spiritual satisfaction and life values from their cherished brand and endeavor to share and broadcast
these to other consumers, is called Brand Spirituality. This way, more consumers can partake in
similar experiences, become part of a larger ecosystem influenced by the brand, and cultivate shared
happiness within a tight-knit community. So, from Brand Awareness to Brand Image, the goal is to
capture mindshare. Brand Experience is about securing market share, Brand Loyalty aims for heart
share, and Brand Spirituality strives for social share.

2.2.2.Brand Image
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Figure 2: Brand Image. Wijaya, B. S. [1].

(1) Brand Identity

The first dimension is brand identity. This refers to the concrete or discernible characteristics of a
brand or product, allowing consumers to effortlessly identify and differentiate it from its counterparts
in the market.

(2) Brand Personality
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A brand's distinct character, much like human personality traits, enables consumers to easily set it
apart from others within its category. As highlighted by Aaker, there are various facets to brand
personality, including competence, sincerity, excitement, sophistication, and ruggedness. Aaker, D.
A.[3].

(3) Brand Association

Brand associations are specific elements or activities consistently linked with a brand. These could
stem from unique product offerings, regular and consistent actions such as sponsorships or social
responsibility initiatives, strongly related issues, or even certain symbols and meanings intimately
tied to a brand. Sometimes, it could even be someone who has an influential association with a brand.

(4) Brand Benefit and Competence

Brand Benefit and Competence entails the value and benefits consumers receive from the products
and services of a certain brand. Brand Benefit and Competence is not only limited to material benefits
but also include psychological and symbolical values and benefits.

(5) Brand Image in Brand Communication

Brand image is pivotal in brand development, serving as a barometer for its reputation and
trustworthiness. This image acts as a beacon, guiding potential consumers in deciding to try or engage
with a particular product or service. When consumers interact with the brand, they undergo a 'brand
experience.' This experience is crucial in discerning whether the consumer will remain loyal or is
merely an opportunist, likely to switch at the next best offer. Brand image is essentially the collective
perception formed through accumulated information and knowledge about the brand. It plays an
instrumental role in shaping consumers' attitudes, beliefs, and preferences regarding brand selections.

3.  Research Design and Methods
3.1. Data Collection

The research is based on qualitative data from YouTube, specifically, the comments posted under
videos about SHEIN. We used YouTube’s YouTube Data API V3 to collect the original statement
and publishing date. In the end, we collected 3000 pieces of comments. YouTube comments offer
several advantages over traditional surveys. The inherent accessibility associated with YouTube
videos enables their consumption by a diverse audience. This broad viewership demographic, in turn,
amasses a large and varied data set.

Additionally, the diversity in the data ensures the mitigation of potential biases that could
otherwise influence the findings. YouTube allows us to collect data from audiences spanning diverse
geographical and socioeconomic backgrounds; regional bias, which might afflict traditional surveys
distributed in a confined area, is effectively eliminated. As a result, leveraging YouTube comments
as a data source ensures that a diverse group of people is represented in the research outcome.

3.2. Data Analysis

We used the MDCOR software to analyze the YouTube comments we collected. Initially, we trim
words unrelated to our analysis, then we execute a metrics plot to determine the number of topics
discussed in the comments. As shown in Figure 3, the metrics plot indicates that the comments mainly
discuss three distinct topics.

We then separate the comments into 3 different groups based on topics, which allows us to
transform a relatively large data set into manageable groups of comments that will be easier to analyze.
The MDCOR then filters out the most representative comment from each topic. Each of the
representative comment generalizes the discussion within that topic and include the elements that
people often associate with the brand when discussing the topic. As indicated by Figure 2, Brand
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association an important component of the overall brand image, therefore, we can get a sense of public
perception toward SHEIN from the analysis of representative comments.

Each of the representative comments represents the public’s perception toward a certain aspect of
SHEIN. The combination of these three topics will give us the overall perception.
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Figure 3: Metrics Plot
3.3. Results

Discussion on topic 1 is concerned with the broader implications of the fast-fashion trend Shein
introduces. The cheap prices of Shein product creates a fast fashion trend where consumers buy an
excessive amount of trendy clothing. Online social media exacerbates the consumption of fast fashion,
teenagers buy fashionable clothing from Shein to appear as “cool” on platforms like Tik Tok. They
will be motivated to buy more fast fashion products by the false accolades they receive from other
users, thus starting a malicious cycle of never-ending consumption of fast fashion. For fast fashion
addicts, their purchase is not motivated by necessity but rather a feeling of vanity that drives them to
make unconscious purchasing decisions to buy Shein clothing garments that they would only wear
for once or twice. The overconsumption of fashion garments means that fashion garments are thrown
away and replaced at a rate unsustainable for our environment.

Discussion on topic 2 pertains to the quality of SHEIN garments. The quality of SHEIN products
is often associated with keywords such as "cheap" and "terrible," both of which indicate poor quality.
The low prices of SHEIN garments are unable to justify their poor quality. This is because the inferior
quality of SHEIN garments not only affects consumer experience but also directly detracts from the
value of the garment by shortening its lifetime. Thus, due to the low quality of the garment, consumers
need to replace it more often than good quality garments, and in the long run, the value of SHEIN
garments is less than that of good quality garments. The poor quality of SHEIN garments is a cause
for concern as it affects the consumer experience and the value of the garment. Therefore, it is
necessary to address the issue of poor quality in SHEIN garments to ensure that consumers receive
high-quality products that provide value for money.

The third topic includes a discussion pertains to the unethical practices exhibited by SHEIN. The
discussion highlights SHEIN's apparent violation of local labor laws, as Shein factory workers are
compelled to work overtime for at least 45 hours per month without additional pay. However, due to
the scale of Shein's operations, regulators have chosen to overlook these violations. Furthermore, the
discussion underscores Shein's abuse of non-compete agreements, which prohibit its workers from
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working in similar jobs in China, thereby preventing them from leaving their low-paying jobs.
Additionally, the discussion highlights discrimination in Shein's hiring process, where the company
prioritizes applicants from non-democratic countries to work in its Western offices. This is due to the
belief that citizens in non-democratic countries are accustomed to unfair treatment and would be more
tolerant of unlawful treatment, such as overtime, from Shein.

Consequently, Shein's unethical practices have resulted in protests against the brand, which have
negatively impacted the company's revenue and overall brand image.

In conclusion the discussion about SHEIN is mainly negative. SHEIN has been mainly associated
with undesirable elements such as fast fashion and unethical practices. Brand benefit & competence
for SHEIN is negative since its product offer little value for its consumers. According to Figure 2,
both brand association and Brand benefit & competence are important factors contributing to Brand
Image. Shein’s reluctance to address these two issues have detrimental effects on SHEIN’s overall
brand image.

This Fast fashion trend is so wrong. With the fast fashion trend, cloth are so affordable to the point in that you
don’t really need to consider if you really need what you are buying. For young people following fast fashion,
buying clothes has to do also with who you want to show you are or turn to be. Thinking about all those
influencers and people who just don't only follow them, but wants to be like them, so you see that for them is
normal to buy a lot of clothing that they don’t need for cheaper prices. However, if the prices on Shein isn’t so
low, they would actually consider if they need so many cloth before buying cloth that they will only wear for once
or twice and throw away. Social media is encouraging the Shein’s fast fashion trend. If you want to show your life
online your clothes should be nice, maybe you think. Then, people start to sent to you that you are so cool, and
then you believe it. It's not that you need it, you want it. And if you follow someone and wants to be like this
person, so you will be influenced including with what they are wearing and will think more that is nice, because
in the end, what matters for some of those people is who they are showing they to want to be, instead of other
subjects like: if you need the clothes, if Shein is not so good and so on. If you stop and goes to tik tok to record
videos talking badly or good, maybe you are one of those persons who still will buy because it's your own image
and identity that matters first. So Shein is a good way to get some new clothes all the time with only the money
your parents or maybe your job gives you. And at this point, the parents should be more careful. Even if they
want to give everything they didn't have to their children, some of them are so young to enter on this consumism
wave, that this will be worst in the future, besides you are supporting a big tendency of narcisism (i know some
people likes to be fashionable, this is not a problem, i am talking here about people who develops this into a really
self-esteem egocentric). This fast fashion trend is also bad for the environment, clothing is being thrown away
and replaced at a unsustainable rate. The fast fashion trend that Shein introduces enables people to buy clothing
that they will wear for once or twice, then they will throw away. This will be really bad for the environment.

Figure 4: Most Representative Comment from Topic 1

Yes I've heard of them on social media and I purchased from there a few times now-usually if I have an event and
I have nothing to wear-it's a very cheap option for clothing that I know I'm not going to wear very often. The
quality is terrible for most items. A few items have surprised me though. I think part of the problem is lack of
quality options. I generally tend to keep clothing that fits for a long time but it's VERY HARD now to find
anything that is of good quality. I have a couple of items from when I was in highschool- it's been washed so
many times but the stitching still holds up. Nowadays I'm pissed when I spend more on a shirt or sweater and
wash it 3 times and it's pills or the thread starts coming out. I visited Ghana a few years ago and the locals took
our measurements and made clothing with fabric we purchased. The feel of those clothes is so vastly different
from anything else in my closet. I've worn the pieces several times and they still look brand new. Anyway I know
fast fashion is bad for our environment. People might think that the cheap prices justifies the poor quality of the
cloth and the problems that encompasses fast fashion, however since my the typical Shein garments can only be
washed for 3 to 4 times before it breaks down, but cloth that I buy from Zara, H&M, and etc last me for years, so
if you also consider how long it takes before you need to replace your clothing, Shein actually has a terrible value.
Since the quality of Shein garments are bad, you need to replace them much more often than cloth from other
brands, therefore I wouldn’t advice buying from Shein for its value

Figure 5: Most Representative Comment from Topic 2
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Topic 3 | Why do consumers have to tolerate SHEIN - a unofficial Gulag?As most Western consumers know, every
successful or failed Chinese company is full of forced labor and various illegal activities, because in China,
companies with deep ties to the government like Huawei and Shein can always regard the law as joke. However,
even among these companies, Shein is probably the worst one.There are two main points of shein's bad
behaviorl. Ignore the labor law and force overtime through verbal communication from the manager when
refusing to pay remuneration. From the beginning of 2023, in the face of competition from Pinduoduoe,
ByteDance and other similar products from other Chinese companies, shein began to force employees to work
overtime without pay through managers at all levels, although most of the overtime hours did not yield any
benefits. For example, according to confirmed information, Haiwei Yu, the senior manager of Shein's operations
department, requires team members to work 40 hours of unpaid overtime per month. Yi Gao, the manager of the
core trading department, requires team members to work at least 45 hours of unpaid overtime per month. In
addition, it is said that Bie Shen, the manager of the commodity department, requires overtime to exceed 55
hours per month. Although overtime work is common in China, almost all other companies will pay full overtime
pay, such as Huawei and Pinduoduo. Maybe some consumers feel that the market is free, and they can leave their
jobs if they don<80><99>t want to, but the peculiarity of Shein is that it is good at using non-compete
agreements. Go to the so-called competitors, but almost all similar companies in China are blacklisted by shein,
which means that leaving shein is basically equivalent to never finding a job. Shein created a folk version of the
"Gulag Islands" in this way. Everyone on the island has to work for a long time under low wages, not only office
workers, but factories are no exception. There were once factory workers who couldn't bear it. Working long
hours puts a distress note in the clothes that are sent to the US. Some Western consumers wonder why employees
don<80><99>t sue the company and organize strikes to protest, because in China, facing companies like Shein,
which can provide high taxes, the rulers have always condoned and severely cracked down on various worker
protests.2. Racial discrimination, the policy of recruiting employees in the United States distinguishes races.
According to reliable sources, shein clearly gives priority to recruiting Chinese in the United States, especially
those born and raised in China, because in the eyes of shein executives, these people have been subjected to
dictatorship and oppression for a long time and are used to submitting, and employees of other races also prefer
non-democratic countries These behaviors run counter to American values. Can Western consumers, especially
American consumers, tolerate such behaviors that openly trample on the bottom line of society?Most western
consumers are definitely not interested in what happens in China, they only care about the cheap women's
clothing provided by shein. However, even Western companies operating in China try their best to respect
Zhou<80><99>s labor laws and maintain the humane traditions of Western society. For example, Suzhou
Microsoft paid N+12 high compensation for layoffs. Shein is not the only one that can provide cheap products on
this planet. Hope consumers can resist shein on the basis of universal values and promote it to change.

Figure 6: Most Representative Comment from Topic 3
4. Conclusion

Brand image plays an essential role in brand development because brand image affects brand
reputation and credibility and later becomes a "guide" for consumer audiences to try or use a product
or service, which then generates a specific experience (brand experience), which Will determine if
consumers will be brand loyal or just be opportunistic (easily switch to another brand). Brand image,
including product brand, personal brand, institution, or corporate brand, is formed by various
individual factors from the self-consumer or audience and environmental factors outside the
consumer or audience. These multiple factors are expressed through the main dimensions that
represent and shape the brand image, which includes the identity dimension (brand identity), the
personality dimension (brand personality), the association dimension (brand associations), the
attitude and behavior dimensions (brand attitudes and behaviors), and Product, individual or
institution/company benefits, strengths, and capabilities dimensions (brand benefits and capabilities).
With the clarity of these dimensions, researchers and decision-makers can measure and see how
strong a product, individual, or institution/company's brand image is by measuring and evaluating the
above dimensions. The more substantial and positive these dimensions are in the minds of the
consumer audience, the stronger and more positive the product's brand image, individual, or
institution/company will be.
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As mentioned above, brand identity refers to the physical or tangible identity associated with a
brand or product, making it easy for consumers to identify and distinguish from other brands or
products, such as logos, colors, packaging, location, corporate logos, slogans, etc. By checking
SHEIN's official website, you can see that SHEIN's brand statement is: "SHEIN is a global fashion
and lifestyle e-retailer committed to making the beauty of fashion accessible to all. We use on-demand
manufacturing technology to connect suppliers to our agile supply chain, reducing inventory waste
and enabling us to deliver various affordable products to customers worldwide. From our global
offices, we reach customers in more than 150 countries." By reading this passage. We can distill
keywords such as "beauty," "accessible," "agile," "affordable," "global," etc. These are the "official
slogans proposed by the brand" mentioned in the brand logo, symbolizing the brand highlights and
characteristics created by SHEIN. These keywords that represent the SHEIN brand identity happen
to be the keywords "quality" and "cheap" (corresponding to "affordable") and "fast" (corresponding
to "agile") extracted from YouTube. From this point of view, SHEIN's official slogan is consistent
with consumer perception. In addition, the logo in black and white capital letters is straightforward,
which is conducive to consumers' initial memory of the brand. All this is enough to show that SHEIN's
brand identity is very distinctive and unique.

Krishna B. @Krishnabs - Jul 24
So annoying! Don’t buy with SHEIN, their “customer service”, which is a
bugged robot, is awful.

2000 0

4 items Total: 8.25€

Yes
Order NO.: GSONBN18A002C3W

o Shipped

m # i Q Please select the order you want to
! ' check.
€ & | o
« P f IS Y ~~
J
Q Kindly click the button for moving on.

THE ORDER HAS ARRIVED WITH AW

THE ORDER HAS ARRIVED

RONG ITEM
Any of these your question? If not, type
your question below.
* Why is my order delayed? > a It sounds like you want to ask about *
. Wrong/Missing Items” Simply click the
* Where is mv order? > - = =
Q n 2 Q 2 i 485 2,
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<« Tweet
. High Dephinition @TheTruHD - Jul 29
Emailed the address you all suggest when complaints are made. Never got

aresponse back for a fraudulent charge made with my card. Now | have to
jump through hoops just to get my money back from you all. Wish it
could've been addressed while it was pending! Thanks for nothing.

Q 2 L’ Q i1 596 &
— SHEIN «# @SHEIN Official - Jul 30

Hello, one of our representatives will assist you as soon as we can! Pls

have a look when you have a chance. Thanks! ¢’

© n Qo il 406 ot

& maricota @Marilyyi - Jul 28
my boyfriend bought a product in june and it still hasn't arrived we are
almost entering august, i already contacted the post office and they didn't

Q 2 n V) il 600 2

SHEIN «# @SHEIN Official - Jul 29
Apologies! When you get a chance, please send us a DM with your order
number. That way our teams can dive into this a little deeper. We look
forward to hearing from you!

Q n QO 1 i 423

SHEIN

>

Figure 7: Comments from Twitter

I have heard about shein and | bought headphones case and a couple of things | was given as a gift and yes the quality is really bad
I bought from Shein once. I'm a 54 yo gay man. It was cheap, with cheap quality. Never bought anything from it again.

' After purchasing children's clothing from Shein and discovering the poor quality, | resolved to avoid shopping there again.
| would much rather spend money on quality than quanity. Cheap fabric is easy to recognise and doesn’t feel that great

Figure 8: Comments from YouTube

@ Front_Medical

| LOVE TO BUY FROM Shein. The Cloth that | buy from Shein is cheap and pretty.
Making me happy. Although the quality is bad, but who cares, | will just buy more, lol.
Everyone think | have the prettiest cloth in school. | am soooo stylisshhhh

© {155 & Reply T, Share

:‘ [deleted]

Alwayslove -

| completely agree, most of the cloth | buy from there | wear once or twice.
Because of cheap price, | buy a lot of them. My stupid friends think | am super
rich because they see | wear something different everyday. lol. | am so glad to
have Shein, | am super happy to buy fashion at cheap prices

¢ 38 & Reply Share

Consistent-School114 -

The cheap prices on Shein allows me to buy cloth that follows all the fashion
trends. | loveeeee it. | look so pretty in them... slay.... | feeel more confident
by wearing pretty clothes

® {43 [ Reply

Figure 9: Comments from Reddit
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@dandy_74 1%z
Companies like Shein and Temu are just awful and I'm glad to see that discussions are being
had on them!

G 5011 CJ E1p=
v 113 £EE

Figure 10: Comments from YouTube

It is hard to find reviews that talk directly about the "humanity" of a brand when it comes to
personality, whereas the word "bad" is the word that appears more often and comes closest to
personality. The comments focused on allegations of poor customer service at SHEIN and some
controversial issues such as "environment," "labor," and "plagiarism." At the same time, it also
confirms the brand association with SHEIN because whether it is directly searched through the search
engine or browsing relevant comments about SHEIN on social media, there are controversial issues
about the environment, labor, sustainability, etc. Therefore, for the association of the SHEIN brand,
not only summarize the keywords in the comments but also observe a series of behaviors made by
the brand. For example, the brand owner must publicize or refute rumors effectively in a dispute.
Otherwise, it will significantly damage the brand's public image. To speed up the schedule of brand
listing, SHEIN accepted an exclusive interview with the media in the second half 0of 2022 in response
to long-standing doubts. Leonard, a public relations management expert hired by SHEIN to respond
to the interview, needed to clarify the problems in SHEIN. However, he expressed SHEIN's
requirements and continuous efforts in supplier management and environmental protection.

In addition, SHEIN's customer service problems needed to be handled promptly, and consumers
needed more satisfaction. Brand and behaviors are the attitudes, behaviors, and behaviors of brands
and all their attributes when communicating and interacting with consumers, affecting consumers'
cognition and judgment of brands. The reality, good service and concern for the environment and the
wider community will shape a good perception of brand attitudes and behaviors. The services SHEIN
provides influence the public's perception of brand attitudes and behaviors or, conversely, a
compassionate, honest, consistent commitment between attitudes and behaviors. It can be seen from
Figure 10 that many users are very dissatisfied with the customer service processing speed and
customer service processing results of the SHEIN shopping platform, and the customer service
problems existing in multiple consumers are the same. According to the time of consumer messages,
customer service problems have always existed and have yet to be solved, and most users have a poor
sense of experience. In other words, SHEIN has significant issues, needs to propose solutions and
countermeasures promptly, and pays better attention to consumers. Such a lousy brand attitude
produces an unpleasant consumer experience and dramatically reduces user stickiness. Another
crucial component contributing to the brand image is Brand Benefit and Competence, which includes
the value and products a brand can offer its customers. In the context of SHEIN, its Brand Benefit,
and Competence are manifested via multiple aspects, including the value of its products and the
emotional value they provide. Primarily focusing on fashion apparel, SHEIN's products serve the
fundamental purpose of protecting the natural environment.

However, the value of this fashion apparel extends beyond mere functionality, as the quality of the
clothing directly influences its durability, ultimately offering more excellent value to consumers. Our
analysis of collected comments indicates that SHEIN's clothing quality is frequently associated with
negative descriptors such as "bad," "cheap," and "poor."
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Nonetheless, SHEIN justifies its poor quality with the low price of its products, enabling access to
fashion items that might have been financially unattainable for some customers otherwise. For these
users, SHEIN products provide significant emotional value. As the comments in Figure 6 indicate,
individuals who wear clothing purchased from SHEIN experience enhanced feelings of self-assurance
in their appearance. The effects of enhanced appearance are not limited to only the consumers
themselves. The positive aesthetic appeal of SHEIN products enhances the perception of SHEIN
consumers within their social circles. To improve Brand Benefits and Competence, SHEIN will need
to raise the quality of its products or lower the price.
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