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Abstract

With the advent of the internet era, beauty brands have swept the major e-commerce platforms
with their strong advantages. With the development of the economy, China’s beauty industry con-
tinues to rise, and China’s emerging domestic beauty brands are also expanding, ushering in their
own highlight moment. In the era of the short video explosion, online live broadcasts with goods
have also become a new sales channel for domestic cosmetics. How to use the network sales plat-
form to better promote the sales of domestic cosmetics has become an important proposition in
the domestic cosmetics marketing field.
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Figure 1. McCarthy’s marketing mix model
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