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The Domestic Cosmetics Brand Strategies under the Live Commerce :
Take Florasis as an Example
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Abstract: The development of network technology, brought more changes to people's
consumption concepts and consumption methods. More and more brands have begun to use
new media platforms to carry out marketing activities. In particular, the domestic cosmetics
industry has developed rapidly with the power of live commerce, and Florasis is one of the
typical representatives. Through literature research and case analysis, this paper takes
Florasis as the research object to explore its main marketing strategies in the fiercely
competitive market environment.
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AR, JTHAEREIRER 118, Bilanigit 2015 6 100 8o, ©RME 500 fEoc
(iiMedia Research, 2020). "FBUT 6 A ZE A0 Al it A2 B B B A 481G R TB 25,
2021 fEAEE RO L 199 HME. 2020 TERZBENERCE, HEA AT L, R
AR A, At 7R SRS R, DRI 2020 A4kt S T35 LA 3958 48 T I BHER 2019 4F
BT 7% {HIRE iiMedia Research (2020) AR BEBEE/R 2021 4E B 5 T35
I 20. 79%, T ERRIE 4781 80, B S AR E TR T T S — KA.

China Cosmetics Output and Forecast in 2015-2021 China Cosmetics Market Size and Forecast in 20152021
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iy, 1 “ERBMM” , RlRR. R85 WS (2020 4B & # B E)
R, BRI, ER . IS S A B B B s R
BERERUR, BT GRS R R A R R SRR 5 1 e T A B B
FERTH BB, LR RN L e s b E A AN T & R A\
Weoy RIIE 55. 2% 62. 0%, BELIEER P& ORI ERFELERE 6. EREHEX
BRI EDL T, 90 18 00 1R RA v B i, BB RSl ot RERLAE 4% i B S R
K, TE FE WA 2 T i e B R A D e S T AN . RO 2017 4EHY
PETEF R RE A g SRR, BT B AR PR SRR OB BR, 2021 4R 4 H B4R LI
RS B R O BB A A S, ETE . SERHES. HIRTRBR G AT =, TR
BB, EAERAHIHAR, 2021 4E 8 H B E S EHEL T e TG TR IE kT I e,
He# YSL 24%, fi4% — (iiMedia Research, 2021).
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ARG R RSN, BN SCAN STk FAE AR PR SE T, TR PE T 1F 2 80 S A
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3. {BEWIHB ), Wk EER

felh

Florasis
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LRHCIRAE T BRI S . R 22 NBHAE VG 1 b B R RO e 1S Bl 38 4 A K B Y
HARTEAR, FAERER X BRERN MZ JH B AME S R b 1) F AR S B 3
%, HoEEIRER N EEE R, 0 IR TiE A, IR E R E R E A
BIHMS, 2019 4, eV T E BRI 2 R i B IR A B 1 AR R
JEAERS T, AEVE T dh £ 2 EE A 1 EL IR AR A, R A B IR B B 4,
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TEVEF IR A R AR R A, B AR R TEFE 4 R B %,
BRI i & 0E), WL FE 2 (Cai et al., 2018). WEHWERL,
TH B ELE R 4y 23 B B B T LB DL O B B S R, R RN
W MM EE) . BEIRERh, B 2 R AT DL IS I R O S s A R T B
[ IR S B 2 2 380 A o 9 i ) D8R (BRI 5E, 2020) 5 1 i B B R o] 14
Gy IE, AN W] DL I O IRp 0 28 A i S AT T A, L T DAt A B I 2
) F AR IEAT RIS RARR, o80T EAREUE RO, R B o A I R B A
MR IEAER (Lu et al., 2018). BhAh, AHAT 3= FB 20 T LABRAL VY B 2 AR B 2
(KI5 AT BEANS B R, RIVVH 2 R A 8 2 B 1) 5 R R A ] 2 S EC L 9 1 L
an i EE SRR S22 (Hajli,  2015) .

II. #4555
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