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Abstract: In this study, we tried to scrutinize the status and problems of domestic cosmetics industry. On the basis of
theoretical study, we examined the strategic marketing skill and tactics of foreign products to devise a strategy for domestic
cosmetics with the help of marketing mix of foreign competitors: so to say 4 Ps. The core of the empirical research is
hereby the effect of consumers’ behavior. The conclusion of the research can be summarized as following: the most
important problem of domestic cosmetics industry is the poor brand power. It has been confirmed that the consumer needs
are various and dynamic. Analysis of 4 Ps of marketing factors of foreign goods shows ‘this very clearly. Consumers tend
to rely upon the brand name of the product rather than the quality, when they don’t have enough information or knowledge
on the product. This conclusion teaches us to make an effective strategy of marketing. It is brand power and brand
cultivating. This study may give domestic marketers a motive to predict the future and succeed in existence and prosperity.
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Table 1. Common Feature of the Subjects
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high school graduated 31 10.0

Academic university 146 469

career university graduated 93 299

a graduate school 41 132
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Marriage .

single 235 .6

lower than 100 29 9.3

100 ~ 19 50 16.1

Income per 200 ~ 299 62 199

a month

(10000) 300 ~ 399 65 209
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Total 31 © 1000
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Table 2. Information Medium for Selecting Cosmetics

2
Section TV, radio Internet People  Salesman Magazines  Others Total ()éf) p
Jower than 4 15 49 53 10 8 4 139
________ N (10.8) (363 (331 (72) 538 (2.9) 44.7)
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Age | P s @9 e s a3y ey @y ay O
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Figure 3-2. Inclination of consumption cosmetics by aca—
demic career.
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Table 3. Use Imported Cosmetics
2
Section Yes No Total (ﬁf ) hs!
114 25 139
lower than 24 (.0 (180) (@7
84 12 9% 295
Age %H~2 (875) (125) (309) @ 0229
. 59 17 76
higher than 30 (776) (22.4) (24.4)
ves 105 27 132
. (79.5) (20.5) (42.4) 1.53
Occupation 5 5 75 3 0.217
1o (849) (15.1) (576)
. . 136 41 177
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Academic career| university graduated (88822) (11118) (2%39) 10.(5;) 0.005
higher than a graduate 39 2 41
school (%.1) (4.9) (13.2)
o 60 16 76
Marri (789) (21.1) (24.4) 095 0.329
e singl 197 B 235 @ .
ge (838) (162) (75.6)
64 15 79
lower than 199 (81.0) (19.) (254
44 18 62
Income 200 ~ 29 (71.0) (29.0) (19.9) 12.48** 0.006
. 300 ~ 499 &4 17 101 @3 ’
(83.2) (16.8) (325)
. 65 4 69
higher than 500 (942) 58) 2.2
257 M 311
Total (826) (174) (100.0)
**p <001
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Table 4. Interest Grade on Imported Brands
Section N Mean SD t(F) p
lower than 24 139 369 1.06
Age 25~29 % 389 1.06 1.10 0.33%
higher than 30 76 3.70 1.07
. yes 132 3.70 112 _
Occupation o 179 370 1o 067 0.501
lower than university 177 363 1.05
Academic career university graduated 93 382 111 3.87" 0.022
higher than a graduate school 41 412 0.90
. married 76 362 1.11
Marriage single 235 380 104 127 0.206
lower than 199 9 371 113
200 ~ 299 62 340 1.06 -
Income 300 ~ 499 101 372 103 5% 0.001
higher than 500 69 416 0.89
Total 311 375 1.06

*p <00 **p<001

Blower than 199
W 200~299
{1300~499
CThigher than 500

Figure 3-4. Inclination of consumption cosmetics by
income.
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Figure 4. Imported brands prefered.
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Figure 5. Outstanding marketing strategy by age.
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Table 5. Outstanding Marketing Strategy
. . . . Skin .. X2
Section Price  Quality Design Perfume Volume types Cognition Others  Total ) p
lower 2 29 12 1 6 87 2 139
than 24 (1.4) (209) (86) 0D 4.3 62.6) (1.4) (44.7)
1 31 11 1 1 6 45 B % 19.88
Age 5~2 o) @3 (115 10 10 63 (469 @9 (4 O
. 3 31 7 1 ) 3 k) 1 7
higher than 30 | 36) (08  ©2 13 39 (95 13 (244
es 4 47 16 1 1 4 59 B 132 S
Occunation v B0 (B 12D (08 (08 (B0 447 @4 1229 o
D . 2 44 14 1 1 11 103 3 179 ) '
(1.1 (246) (78) (06) 06) 6.1) (575) amn (576)
lower than 5 41 17 1 2 8 100 3 177
university 2.8 (23.2) (9.6) 086) (LD (45) (56.5) 1.7 (56.9)
Academic university 1 35 10 1 _ 4 42 B 93 14.01 0,449
career graduated (1.1) (376)  (108) 1.1 43) (452) (29.9) (14) ’
higher than a _ 15 3 _ _ 3 20 ~ 41
graduate school (36.6) (7.3) (7.3) (48.8) (13.2)
o 3 % 9 1 i 4 30 1 76
Marriage 39 (36.8) (11.8) 1.3 (%.3) (39.5) (1.3 (24.4) 9.20 0239
& Snole 3 63 pil 1 2 11 132 2 235 ) :
e (1.3) (26.8) (89) 04) 09) (4.7) (56.2) 09) (75.6)
lower than 199 2 2 J - ! 3 % - n
(25) (35.4) (11.4) (1.3) (3.8) (45.6) (25.4)
) 16 6 1 ) 2 37 ) 62
eome 200 ~ 29 @58 ©7  (16) 32 (97 199 1R o
00 ~ 4% 3 27 7 1 1 5 54 3 01 @y
(3.0 (26.7) 6.9) 1.0 1.0) (5.0) (53.5) 3.0 (325)
: 1 20 8 ) 5 3 ) 69
higher than 500 | 1y (90) (1160 72 (507) (2.2)
Total 6 91 30 2 2 15 162 3 311
o (19) (2930 (96 (06 (06 48 (G2 (L0  (100.0)
120 120
90 N0 % N -
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[ c f
% 0 Eﬁis % 60 ?ﬁ% B university graduated
‘B ||Thigher than a
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Figure 5-1. Outstanding marketing strategy by occupation.
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Figure 5-2. Outstanding marketing strategy by academic
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Table 6. Route of Imported Cosmetics
. Department Professional Internet Mail Door-to- Large X2
Section store shop shop order door sales mart Others  Total (df) P
Jower than 24 o7} 3 11 1 1 _ 1 111
4.7 2.7 9.9 09 0.9 0.9) (429
_ 74 2 4 2 _ 2 1 35 12.81
Age H-2H &71) 4 4D Q4 I T
. 55 4 2 1 1 63
higher than 30 | g7 3) 6 G2 T ae 16 @43
ves 87 6 8 1 1 1 1 105
. 829 (B.7) (7.6) 1.0 (1.0 (¢N0)] (1.0) (405) 334
Occupation . 136 3 9 5 1 1 2 154 © O0®
(83.3) (1.9 (5.8) (1.3 0.6) (0.6) (1.3) (59.5)
lower than 128 5 9 2 1 _ 1 146
university &7.7) (3.4) 6.2 (1.4) 0.7 (g (56.4)
Academic university 66 3 4 1 1 1 _ 76 12.89 0377
career graduated (86.8) (3.9 (5.3) (1.3) (1.3) (1.3 (29.3) (12) )
higher than a 29 1 4 B _ 1 2 37
graduate school (784) (2.7) (10.8) 2.7 (54) (14.3)
. 53 2 5 - 1 _ 1 &2
. (855) (32) (8.1) (16) (16) (239) 2.76
Marriage el 170 7 12 3 1 2 P 197 6 088
ne (86.3) (36) 61 (15 05 (10 10 (76D
% 3 3 1 _ 1 2 %
lower than 19 | (01 G4 6GH 18 18 (36 (L6
44 2 7 ) 1 1 ) 5%
20~20 | e @9 127 1 18 QLY 1762
Income e 0.481
00 ~ 499 &0 1 3 1 1 _ B 3 (18)
(93.0) (1.2) (35) 1.2) 1.2 (33.2)
. 53 3 4 1 1 62
higher than 500 (e55) 48 65 (16 i ~ 16 (@39
Total 223 "9 17 3 2 2 3 259
(86.1) (35) 6.6) (1.2) 08 0.8) (1.2) (100.0)
150
- @ lower than 199
H married W200~299
B single 0300~499

Figure 5-3. Outstanding marketing strategy by marriage.
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Figure 5-4. Outstanding marketing strategy by income.
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YetdtiTable 6) (Figure 6 ~ 6-4).
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Figure 6-4. Route of imported cosmetics by income.
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