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Abstract

In recent years, more and more people have realized the importance of personal external image,
and the number of cosmetic products that can enhance the image has increased year by year,
which has led to the development of China’s cosmetic market. In less than three years since the
establishment of the perfect diary, it has become a leader in China’s cosmetics market with its own
ability, occupying a place in the market, with hard-won results. This paper introduces the brand
marketing strategy of perfect diary and finds out the experience of the development of perfect di-
ary, analyzes the problems existing in the development and puts forward the optimization
scheme.

Keywords

Perfect Diary, Brand Marketing Strategy, Optimization

sex Hidfml
FiEis, KW

REM THRAR SERYN, 7R R
Email: 16529467 @qg.com

EHREE T

Weks H . 201946 120 FHBEM: 20194F6 H27H: KA HM: 201947 H4H

H E

IEEER, MR E A B RBI N NSMETE R E R, KR IRTHE R B K™ M B R 5 hn,
M3 T ERRSETERRE. 5TRBLERLAZI3FEREE, L E CH8E R+ Btk

XEF I B, sk, 5238 HAid S S SRS AT D). BT RIS, 2019, 8(3): 107-112.
DOI: 10.12677/ecl.2019.83012


http://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2019.83012
https://doi.org/10.12677/ecl.2019.83012
http://www.hanspub.org

R, K

SR, HSWWH LM, BRSRZAS . ACEINHTER BRI HEERSRIEMEXRELRE
K&K, MTIRETFER FBHFRHIATR.

XKiEid
FERHE, SEEHRE, Rk

Copyright © 2019 by authors and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY).
http://creativecommons.org/licenses/by/4.0/

1. 518

HER T 2010 SEE 45, MBI R, REFRERKmES. PE oL REEON KT
[ BRSO 2 . e i Sg, EZBSE MR T mim i A AN BT KA
TN RAREIS . KRN A ETTTE P BN TE A% 5. PR TE S AR,
Mot T 37 o5 AT AT =28 RO B e T P At Aok U BL e Atk D e, o 40 = DY 2l v o
R . XL At A AR ST P B T Th S — T 2 b, AER e ODKIE 3 R85
HACVEA— AN R fh i, AR RN ST, 52T BRI DR, RZ A . A3Cabrses Hid s
s B, H AT SRR . i TR fh T3 5 S, BEE AR AL i T,
{8 — ELE PR TR 5 [1] . M se 3k HAC s E g sems, AMYUREIL R ERME RS HHE, )&
H SR, IEREH R E A LR b LT B, GEBE TS, 320 1 [l 3 Ao dh T i 3 2
HuA o

2. SEXHIEHMEEHEREE
2.1. FIRNIE APP FEH#RZEFE

AN NN 7 AL XS BT R AN A 5 (107 &, HER 2 Ak st T Atk X, AP
FEA T30 T AR, B SO T 2] SR HALOL A S, HHE HOGETE
FNLAS APP AT AT R . NS, 5836 HACHE 4R B RGP B A AN R R BBk
ANV T

H5E, SHARRGMERT AN, IFHEHEERE TR 4 MR, AEBIRNESCR R,
AR R VL HUh VIR 5836 H g et id N U2 RFERE SR E B JRTE RS, AR5 1EE
S FR AN AR A N5 B A A B ORI EARROR, 51 B WK, R Gt I 3 A3 23 W SR Al
REIRIZPE G, AT R XML R FE AR R BRI, 5838 HACHE 7266 T4,
TR 2 (R W S5 b i, e N R 5015 WREED, ATk 21095 35 A0 & #HROR [3].

SeR HAC/E B Bl i i, i 5 B WA GG RE IR B 10/ v S48, AMUBES B TR i
FREEN AL, RSk A AE R RN, BUBRR SR A

2.2. FIRMKBIEKRINF:REREA
5e3k HCAE R E R IR BB R L2 2250, I i R A 520 ) o

DOI: 10.12677/ecl.2019.83012 108 HLF R 55T iR


https://doi.org/10.12677/ecl.2019.83012
http://creativecommons.org/licenses/by/4.0/

iR, K

2.2.1. BIKAKEET

SE3E HACHEH PR KBERE G, 5 784 2 AW UL S 1 7 eI T B4, 5IRKE
k2 RSN 52 47 5 (R DT, BE BB BRIALE 3 AN H (I (8] Y BT 8% 5 7, JR7E 2018 AR5k T« Biyh3th K3
MFEEE N,

222. “INEREE” BE
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