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Abstract

In recent years, with the improvement of the domestic economic level, the consumption ability of
consumers has also been constantly improved, and the China-Chic has been rising, domestic brands
have ushered in a new development opportunity. With the arrival of the new consumption era, the
main force of consumption has changed, and a large number of domestic brands catering to con-
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sumer demand have emerged. These brands, relying on their unique product marketing strategies,
increase their product exposure by virtue of social media platforms with many users, such as
Xiaohongshu, Tiktok, Kwai, and Weibo, and survive in their own industries. This article takes Mao
Geping, an old brand in the beauty market, as an example. Based on the theory of marketing strat-
egy, it analyzes Mao Geping’s marketing strategy in the new consumer era, explores the problems
that currently exist in the marketing strategy of domestic cosmetics brands, and proposes optimi-
zation suggestions.
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H) % s

WEAE W — AR 2 o = S ol AT BE R T, P St S LK T 3 5 A RS BT, 2K
RAGH C “SEde” T b E G i, #2025 4, B EL Y 947 0 S AR T I AR A B
6266 14,70.2020 7 22 2022 1F, BT E T GG 2 IA F 38.11%. JLHIE 2021 4F, [A] b3 Kk £ 62.33%,
BFIE 10 SRR K . ERE T, BRTRED S, 2014 4£5 2022 45, B TEFEM 0.47
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Table 1. Comprehensive gross profit margin of some brands

1. WMomBEEENR

e i R HHSRAE SERAR
2020 4 73.09% 74.11% 63.55% 82.92%
2021 4 73.88 74.60% 66.44% 81.82%

FEMSERHTE ST, T LFEE SR SR A EESE “95 J57 “00 57, HZET IR ACHH
TH PR AR B 2 L 9% A 0 A0 T S v ERSRVY R SR O B L0 & UL 90 00— XK 2, ik
TR i B BRI E BEAE S T i, ARV E e . M SRS S B SRS &, (R
TH PRI it R S (R AR, A R A R 3 IR O SEZEAE  f R E AT AN T BT
PRTHRAF AT R, R E A I AR IR M

ARSCHET P I AT 2 (0RF =, DS 2 R B < B3CT 7 HUE R SRS B, 2 BT
FERBISE A DU I CRAF T X5 SRR D At [ B St b A 2%
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MIREE, SRR AR 7 SRR, BXCP R EE AR ok, S
SERLE “CHIEAARIT NI o EH AR BB RS fh I, B 3T RN 22 v (DT I AR
NHH 0B ST, BATTEE G AT ANACdh, AR sR A 2 =] P dh i R D5 e ik, B 244K
FRANT K.

R P Aot it R R H, 22 Bt R O AE AR 22 RS H o i B e SR £ 3T o8 P 7 Ik, SRRt
DA A T RE R S Rl 173 AR, 1B XTSI FANGESR ™ i P47, AR 51 BE 2%
A B . I 2 WA, RHER M S ™ i

Table 2. Investigation on the identity of consumption concept of quality population in China

% 2. PERBRARHEEIOARIBRAE

P mH = d
1 TR B ACERIE T T, O S B B SR BRI P 41.7%
2 A3 L v B R I 37.9%
3 VESEAF & B S AR 7 i 30.8%
4 TEE AN B KU 27.5%
5 BARE — R — 1R 26.5%

GORRIE:  SCBEA MR TR -

BRI LA BLVF 2 [ W S b AR ) QOB A RT3 BRI SR JEORE I v [ A
T, AHBI S S RS PEAE T, ISR i b S AN A R T AR T S ik, TR R, R
RJZM, BIFSOLE PRI S T BHE, AR WSS, #AT TER, AEH M
s B EIE G ARTT N (A, B3Vl AR AN 7 () Lo P O T AR AL, FH SR BORe WU A LR
ik, ATEEAS [R] T L L A REE B A 58 ORI B .

2.2. EFELR, ILEHKEE

HEISZLLR, BRCPRREC T B G C AT A R S 008, RO R R% 5 B F k5
ML A2]. ETHER, BTG S P TR A T SUER, “SERTT R
ROSTTA . SCHCEH AR Sl R B AR M 5 SO R e R s Al “AE G U B RAKLET, G H A4
KRB SN LIRS 117 [3].

B RMAEE T URE DEXN T A EIER S T E, EFESWE R4, K efsta o
RIONA A= itz r, ) 2 AL P AR o A 1 b AR G Sk 7). 5 B IR R SCAGR 2 1 U E SRS
1B, BRFFEMAIRT T MR Ty, BRG] T AR T T O . 2020~2022 4, BACF )
HEWKEILT] 38.11%.

HRAW “SERT” RAP5, BRARSEGEXOT RIS, (FH 93 8 2™ i
M, A2 2)h B Gocb ik 7). tERVIF= R, 7 RIS EER LA IERIZE; 1E
HBof kA —Z=/dhrh, EREES TR, K “ML” METRESEERENELRITER. %MK
GRS, HTHRRE ), BKIAE S 2R RIE, E5H i W& 5 TH AR 78 0 2% FE AR
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RAPEF I B s, AR I e b B Y, BT AR, HIEABI A, BRCPAE O
JA [ 7 St i R AR A4 7] 2 —

23. 5 5HE, BEREHERR

¥5 55 A (Crossover Marketing) & —F#i AR, B DATH S 38 75 SR H & R, dast AN [A) i ji
MUk B A N2 RS IRILE S5 ME, B G A 3T 5 B A B [E RS AN Qg e 7o, ATtk
AN RFEE K R [4]. XM FTIE TSV E AR, SCBL 7T, B aE St m. ART
W, BXCPER R EORHRS: W CRITRT” Bl “PHIm T RERMXE LR ZE
WA LS, R 19 mbiEe “fh” H5 TEAMCHINA &1F; ¥ “EHX” 5 “WR” WEE
B AL, SRR AR E1E.

EBLPRMAES 19 mhiiaat, STiesHBZaBaHEH “SaRTT « Wigiil” R,
WRTTRY . BRSO =FRHLEE, ERBEM “RKITES” mPEMMER E, 4618
AFEBORE RS HUNIR TR (B, 9 2 B UL BB 3 7= mnise vt . fERREERRE B, B REINE s I
WP AU A m A B AL s R EAE G A B, B S AR bk B E AN TR B
FEEMMIS . B, RN B HFER TGRS i, BB DA oA, B —HEL, HEA
KhE, RS (Fig) B “Fiw” MBRIRRAC L, GEZE) MEFERA O/E NS, BiRiaE
BIARTTHESE, EEREU TR R RE, TEMBEGERRE. dah, i S ek o H 2
K, BT RGO AT B R A B K T REMIR, A AR SE M ot B R TE O B SRR K Th g . 2023
9 FIE S EE KL, ot B E B RS N . ik E 1R, AMURT R EIES, ik
JRAEIZ BN USRI R, AR “Hitkigs)” X—#rXiddh, BN BRIk EERN %,

R RIS AR T s S R A NS, eSS U SRS S, N ESRT
FIEE KL, SRR O SR ETEA S H B MM RT 58RI SRR IR 2, STl o83 s
&8s, BRI ENE S ST

2.4. KT MIHFAIE R

BICF AT ISP I R AL N S0, @A AT AL =2 2 18 4 B )
PR, St A6 27 M o IR 0B B AL A T DA R g b, RN GEALATT FA 75 R T it 75 5K
riEyeR YIS, SIE RS LR BRI TS, o e — o Al AT R e e s 15 R Bl s
XAACAZ G I B T S AL B L, AT SERBR S BRI R o XM SRS AN LE T 9 AR A 56
AR R BIPURAN L, BB 1A TS R o R S5 O R, TSI A

N T B SERIE B (0 W SEARYS: T 3T AE L AR B R SE I 92 8 1R e At e 55 - b, 3
P LUl BT NEF A R R %5, BT AR AE AU AR, TR HEIE
NIE BRI IINE . 5 MR S R T S B IR S AR, BT T T S R AR B E
Wt M55, HE BT 9 3 PR B ol & H TR T AT XURS B S AR o SRS PEAL R 551k 9 2 3 7t
MO FE RN TP dh DO RE, AT S RROME, AT EE T G 2, JFages 1% 5 R0k
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4. Bt maERER
4.1. mARRE, TERERE
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PE A N H AN, T Ak R i B2 PRl th A HLIE « IR TIVE 2 i O 1 AR RO T 3 58 v 0 4 B
PeFERE KB BT G AURE JJ SN BRI ) 5 BOBAE S E AL, DU IR 51 938 IR ER . 28110,
RFERBAEEAE A 5 B i PR 2. R b, SRS AE T2 5e 4 PR B, RO AE T 77
d e RN T R A OR UL, AR S I A S, AU i E H sl
3. B, At i A Z S22 FE T B I SRR SR, AT il A% R T Je A R 8077 i R 748
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R IR, XTI ORM RN T SR ABAE AW N . AR BRI AR T 3 58 A b AT Y I ARt
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AR CHEEE. BT BEGE, AUONRER ARSI S, BT REE MR SR A

PRLE, it RRAE R B G A SR DL S5 R TR e B IR B, TR 25 B0 R R 22 AN
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