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Abstract

As digital technology continues to advance and the metaverse emerges, enterprises are adapting
their marketing strategies to keep up with the latest trends. One emerging trend is the use of a
virtual human approach to marketing. This article provides a concise overview of virtual human
marketing and examines its implementation by the brand Florasis. Using the SWOT analysis
framework, an analysis of virtual human “Huaxizi” marketing is presented, and recommendations
are provided for its future development strategy.
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TEF, 2022) [1]. MBWTERAE =AERERFRSETWHAMX 2. 8%, BIUERN S0 2 EMK, EI0
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PERRAT E o N = KA @A, IREAIE G HIVE— A R HUE R 26 78 ST MR RV LAl AL 22,
HARTEL A Maya. 3Ds max S @RI S . SR EE i S = E @A R
BT, BRI E S TR U ESORIE R . 2 5 B & B AR B i) NP TR 3h
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Figure 1. Change trend of sales and annual growth rate of Florasis over the years (2018~2021)
1. EEFHEHEN S FHEKERTLIED(2018~2021)
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Figure 2. Beauty brand heat in 2020
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Figure 3. Change trend of sales and annual growth rate of perfect diary over the years
(2018~2021)

B 3. EERICHEHENSFHEKET WIS (2018~2021)

Table 1. TOP10 Tmall 618 makeup brands in 2021
Fz 1. 2021 F X 618 FtafhhE TOP10

B A ViR A Bt

HE4 il A4 R (T7578) (T D) YRR
1 TETEF AL E 26.3 2.8 87.28 2.87%
2 3CE ‘B J7HEM S 20.8 2.2 163.32 4.87%
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Continued
3 perfectdiary FEALE 19.0 3.0 45.42 3.60%
4 colorkey JiEAL G 16.4 1.9 80.18 10.22%
5 YSL % 230 5 EAE 16.1 25 237.21 0.98%
6 Estee Lauder Ff:i-F 2= B2 B 7 HEMLLE 15.1 15 226.75 1.10%
7 GIORGIO ARMANI [ 35 J& 24 B 7 AN S 141 16 228.40 1.11%
8 MAC ik m] B 7 MRS 11.0 1.8 219.31 2.34%
9 Lancome =5 H J7 iEMLE 10.3 2.8 195.48 0.48%
10 GIVENCHY 20675 B J7 hEAILIE 7.9 1.0 451.58 1.71%
Bl RIR: fRECE .
Table 2. Retail sales list of cosmetics brands in 2021
= 2.2021 £ 18] 12 ARELRETETHITE
H2 st L4 T FTEBLLL T L FEEHL
1 1£ 76T /IFLORASIS 4.1% 20.2% 1.3%
2 553¢ Hid/PERFECT DIARY 3.3% -3.4% 2.6%
3 XH24IYSL 3.0% 7.0% 0.6%
4 ith B/DIOR 2.8% 2.2% 0.6%
5 Bl ¥ JE/ARMANI 2.6% 2.5% 0.5%
6 2257/ ANCOME 2.5% 11.7% 0.6%
7 i 2% 8%/ESTEE LAUDER 2.5% 9.8% 0.6%
8 F[$ 3/COLOR KEY 2.1% 74.3% 2.0%
9 ik T /MAC 2.0% -15.0% 0.8%
10 —=#KI3CE 1.8% 12.0% 0.9%

AR WORFIRE bR A 7]

4. SWOT 9#h
4.1. Strengths (Pt #)

XTI S, MR TR EAYE ., NAORE, EHEIMUE AITEEm iz mits. &%k,
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SR, AT UARBAC &S IS S . A RAIE AR NE A S B DUEA R Z AN R IL IR AT
HK, BERE AL
T EFEINATFLE, SRR NS %, WO LR E . e, BN “4ERE T
e dh i E QR EACE N, e TAEPS 7B HAREER, JEBL T — b e R, (R ARG HED)
NV SRR IR R, SR ST 92 0 b AN RS B SR 0E, Lk R P ) A R B

Ny ATEENAE A AR BTG, XS R PO TS ENE.

DOI: 10.12677/bglo.2023.113009

79

F LA ER AL


https://doi.org/10.12677/bglo.2023.113009

SRS, FHoLE

AL, (A AW G 1 T G, YR TV 2R o ) R
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BUEM SR B O HENE] T Web3.0 IR, "B E B4 2 ik, B BIRATERES— MG
FERLHE A X o 1 705 1E A — P AT BT T ISt S AE R e L 2 18], P 03 o A B ) U
TR VURER . HSUK. A TR AATRT DAZE R AU S A g AT IR (A AT S AR R AR, B N R A AR
A — Avatar (6 5), IERBIES, FILIoT 8 R B AL R4t T —A RiF 1 JE7RF
B JTUFH B YAV TP B, &AR AT =2 KI5, H2 7058 AIERAT I H
K, CEIFEBERRA B, GRRENI. ER T T W o BRI F RS, MELKRE, AT
PRI IR I B R — 8 ook Ry, N BRI AL, — @2 s VR AR SEHARMARE, FIRZ P&
SRR AR — 58 22l BAH SRATAE 7= i B . A AR B, e T I RURAE 2024 AE Tl 3
8000 12,370, Wit f. BRI N ANRETTFH P REIREE, WEITFH I —/ A
R, WK ENRE.

4.4. Threats (BB)
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HA3RAE 1RSI RE AT e o R AR DR I e S O R R % e i RIS RARAR, I8t
REAMUE ARV NG 55— T, BIERE RIS EEATEN, BT SE/E i #iE 2 £ 3L
AU IR TR & BRI E AL R . RIILAER B HE 502 5 MR A O B AT I & 22 0 B

T,
5. fEATFHIARNRE B
5.1. SO KB (1K B AR BE)

FEVE AT LRI AT R 5 “AEVE 77 2R BRI AT LA IE & 8 A 30 S IR e T 3 | P b AT 8 4
Wae ARV TR DIETC 38 BAT KB 6, BandF A — a0 AT BUE J6 3 8 s A6 TG 1 K7 f
FE AL B L EAT A 22 )5 BORICR I EL AT UK 223007 s BR[0T 575 APP, AT g2 SEINAT & 4 483
M. P DUERE S E N 5. W08, VS Work S0 8 F G T &1F, B & 1F B
T CERELF TG, AR LR T (T & M BEREAT G (BT R N 7 AE P T R
B, U TATTEHTEH T EROZ)E, ATBLHRERGL T 1™ h R AT 2 A0 i & s sh e 1% 2
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