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Abstract 
In the Information Age, data science and information technologies are widely applied in 
many different businesses. Under such a circumstance, an in-depth analysis about the E-
commerce industry is worthwhile. Cosmetics, of particular, is a fast-consuming sector 
which has become a certain part of people’s living expense that cannot be neglected. 
Therefore, the research chooses a national cosmetic brand, Perfect Diary, whose 
development is blooming in recent years. By analyzing the marketing strategies adopted 
by this company with the SWOT approaches, the research shows how high-end 
technologies have influenced the E-Commerce industry thoroughly. Most importantly, 
there are some valuable suggestions for the similar digitalized businesses which attempt 
to improve their marketing plans involved with data and online shopping. 
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1. Introduction 

The beauty industry has been one of the most prosperous businesses in the global market. Let 
alone the domestic market in China, where the total market share of the top 20 domestic 
cosmetic companies has increased up to 14.1% from 2012 to 2018. [1] A phrase of "lipstick 
effect" created to describe people’s purchase preference during economic crisis in the early 
2000s, also demonstrates that makeup products are worth studying regarding consumer 
behavior analysis and marketing strategy making. 
With the fast development of data science and information technologies, on the other hand, the 
domestic beauty enterprises have shifted their focus from on-site to e-commerce marketing 
campaign. In 2019, the e-commerce proportion in the retail sales of the Chinese beauty market 
was 31.4% on the online shopping platforms like Taobao and T-mall from Alibaba and 
JD.com.[1] At the e-commerce marketing activities invented by these platforms, such as Double 
Eleven and 618 Shopping Festival, the turnover of most of domestic cosmetic brands had 
enormous increase. Perfect Diary, an e-commerce makeup brand founded five years ago, has 
been one of the most influential cosmetic brands in China and filed for a US IPO in November 
2020. The turnover of Perfect Diary in 2019 achieved 100 million RMB at the Double Eleven 
promotion activity and the brand was ranked Top 6 in 2019 new Unicorn list with 7 million 
RMB valuation. [2]. 
In the Big Data Era, it is believed that the power of science has transformed business into an 
interdisciplinary area where digitalized approaches are widely used. Especially during the 
COVID-19 pandemic, on-site stores have encountered hard hit. A change in the retail sales mode 
also changes consumer behaviors and psychology. By studying Perfect Diary’s e-commerce 
marketing strategy, this paper is trying to explore the reasons behind Perfect Diary’s success in 
attracting customers online and becoming a role model of an e-commerce business in the 
Chinese cosmetic sector. Aside from that, this paper would further reveal the correlation 
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between digitalized technologies and business. The discussion and analysis would provide 
useful information for the readers who are interested in entrepreneurship and those who want 
to know more about the needs of younger customers in the modern society. 

2. Research Method 

The research method applied in this paper is the SWOT analysis approach which is comprised 
of four aspects: strengths, weaknesses, opportunities, and threats. This analysis approach is 
helpful for businesses to precisely find out the advantageous and disadvantageous situations 
they might face within the companies and in external markets. In this way, optimal strategies 
can be made to prevent the possible risks and leverage their business performance. The four 
aspects can be interpreted as shown in Table 1. 
 

Table 1. Detailed Interpretation of SWOT. 
Strengths: Weaknesses: 

The merits of the products, marketing and sales 
approaches, brand management, and other 
resources of a company that benefit its profits 
and business performance. 

The shortcomings that a company has or the 
disadvantageous situations it faces, including 
managerial problems, technology issues, improper 
positioning in marketing strategies. 

Opportunities Threats: 
The external resources and opportunities that a 
company can take, such as innovative 
technologies, government policies, worldwide or 
national social events, etc.  

The domestic and international economic 
environments, the competition in the industry, 
government policies, etc.  

 
The first two aspects are the controllable parameters for a company, whereas the other two are 
the uncontrollable factors. By categorizing the aspects in this way, we can analyze the internal 
and external situations of the targeted company more clearly and accurately. Furthermore, we 
would figure out how Perfect Diary maximizes its merits and prevents risks by taking 
technologies the company used into account. 

3. Discussion and Analysis 

3.1. Strengths of Perfect Diary 
3.1.1. Cooperating with KOLs and celebrities. 
Perfect Diary establishes the cooperation with celebrities and key opinion leaders that possess 
many followers and fans on the Internet. These influential people make promotional and 
advertising posts that can arouse the attention of the potential targeted customers and expand 
its brand influence in the domestic makeup market. For instance, the sales amount of co-
branded eyeshadow palette that Perfect Diary launched with Li, Jiaqi, a famous salesman of 
beauty products, reached up to 300,000 on official sale and 150,000 pre-sale event in Li’s live 
streaming platform. [2,3]. 
3.1.2. Using Social Media as the Major Marketing Approaches. 
In accordance with the statistics from eMarketer, the population of the Internet users in China 
will be approximately one billion in 2021. For a business that concentrates on e-commerce sales, 
Perfect Diary makes the best use of social media platforms in China, such as Bilibili, Weibo, 
WeChat, Xiaohongshu, which covers almost every age group of the Internet users in China. 
Perfect Diary’s official accounts on these social media platforms are followed many over 1 
million followers who are customers having loyal attachment to the brand. The high-quality 
feedbacks to the products are valuable resources which will not only help enhance the 
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aftersales services but also attract potential customer and maximize its brand effect on a larger 
scale. 
3.1.3. Creating a Virtual Consulting Role and Private Traffic Channel. 
In order to develop a closer relationship with the customers and provide customized services 
on each individual, Perfect Diary creates a virtual role named Xiaomeizi on the private traffic 
channel. Such strategies enable the customers to have convenient interaction with the brand 
directly and make reviews on the products. [3] This is a win-win decision, as it betters the 
consumer experience and provides data for the brand to further analyze and adjust sales and 
marketing strategies and meet the needs of the market. 

3.2. Weaknesses of Perfect Diary 
Perfect Diary has 20 patents, yet none of them are related to makeup products. The brand 
cooperates with several domestic original design manufacturers and wraps up the products 
with its logo. That means that Perfect Diary has paid little attention to, or precisely, made few 
efforts on researching and developing its own products. From the data on the National Medical 
Products Administration online platform, some of the manufacturers that Perfect Diary 
partners with, such as Kesimeishi Poetry (China) Cosmetics Co., Ltd, was once convicted and 
fined for breaches of quality check regulations. Insufficient research and product development 
makes it harder for the company to control the product quality and weakens the brand’s 
competition as well as sustainable development in the domestic market. No wonder the 
company announced that they were going to build a research and manufacture base in 
collaboration with Kesimeishi in November 2020 on an IPO press conference with the attempt 
to work on the weaknesses. 

3.3. Opportunities that Perfect Diary has 
3.3.1. Five-Year Plans of China. 
The new five-year plans of China, launched by the State Council of China in March 2021, indicate 
the 14th five-year economy development and the prospective goals in 2035.[4] Specifically, it 
should be noted that science and technologies have been repeatedly mentioned, which means 
that high-end technologies and research capabilities of enterprises are emphasized in the 
domestic economy. Such social and economic circumstances will benefit a domestic 
entrepreneurial startup like Perfect Diary, whose business has relied much on technologies by 
offering favorable policies and funding as well as fostering relevant talents in and outside the 
country. 
3.3.2. Rapid Development of Technologies. 
With the solid support from the government and the rapid development of the science and 
technology areas, Perfect Diary is able to access and utilize innovative technologies, such as 
computer vision and artificial intelligence, to enhance its virtual private traffic channel. Aside 
from that, the company may also hire talents of business analytics to evaluate the risks they 
might encounter in marketing strategies using algorithm and modeling. In this way, they would 
eliminate the potential threats and optimize the business operations. 
3.3.3. Mass Social Events. 
Since the end of 2019, COVID-19 has been a nightmare for the whole world, bringing dramatic 
influence upon different aspects of people’s life, including business. In China, retail merchants 
have racked their brains to survive. Digitalized channels, such as live streaming, vlogs, and 
social media, on the other hand, help people shorten the distance among one another and make 
shopping become convenient during the epidemic and home quarantine. This challenging 
situation surprisingly breeds the prosperity of e-commerce, which boosts the development of 
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Perfect Diary. COVID-19 is continuing to spread around the world. Therefore, it is without doubt 
that Perfect Diary still thrive in the near future. 

3.4. Threat that Perfect Diary faces 
3.4.1. Changes on Consumer Behaviors. 
The sales and marketing strategies of Perfect Diary mainly focus on the makeup products with 
high price-performance ratio. In other words, the brand targets at selling products which cost 
less with comparatively good quality. Such a kind of products might attract the attention of the 
customers at the first place. Nevertheless, as stated in the China Consumer Report 2020 by 
Bruno Lannes from Kantar Worldpanel, consumers in China became more discreet on sales 
events under the circumstance of COVID-19 pandemic. [5] The changes of consumer behaviors 
and attitudes will impact the business performance of Perfect Diary which are largely 
dependent on e-commerce marketing strategies. 
3.4.2. Competition in the Industry. 
Perfect Diary mainly sells products with middle-grade qualities, as mentioned previously. 
However, the industry competitors of Perfect Diary are luxurious cosmetic brands which 
emphasizes high qualities and user experience. Even though consumers might get attracted to 
the discounts and sales activities on e-commerce festivals, many become aware that qualities 
of product rather than pricing are more important. In terms of the Consumer Report 2020 from 
McKinsey & Company (Johnny Ho, Felix Poh, Jia Zhou, Daniel Zipser), consumers in China 
constantly pursue higher life quality. One of the essential consumption groups – young 
consumers – prefer to purchase high-grade goods and their expense in cosmetic products had 
grown around 50% from 2017 to 2018. [6] Hence, the brand might face rivalry from the 
luxurious cosmetic companies if they do not uplift the level of their products. 
3.4.3. E-Commerce Rules and Regulations. 
As discussed before, the supply manufacturers that Perfect Diary partners violated some 
regulations. When the E-commerce Law of the People's Republic of China was launched on 
January 1st, 2019 [7], consumers care more about every part involved in e-commerce, including 
marketing campaigns, products, and aftersales services than before. In addition, that the 
Internet and social media are widely used makes it more transparent for the society and the 
government to supervise and regulate the e-commerce industry. Perfect Diary should be more 
cautious on goods, supply chain and company management to prevent the scandals from 
depressing the consumers and even sabotaging the brand reputation in the market. 

4. Conclusion 

From the SWOT analysis, it is apparent that technology related to e-commerce is a key word in 
the rise of Perfect Diary and will certainly contribute a great deal in the future development of 
the brand. Nevertheless, technology is a double-edged sword for the brand. Making the best of 
it on such right directions as live streaming and private traffic channels can be beneficial. 
However, for a business that relies enormously on technologies, it would be of great danger if 
it only applies technology as a marketing soft power to attract attention from the market rather 
than developing the company’s own strengths in manufacturing. Perfect Diary needs to pay 
more attention to improve its product research and development capabilities. That is the first 
and foremost step the company should take to prevent e-commerce regulation breaches, 
outmatch the luxurious brands, increase its consumer base, and expand its influence in the 
domestic and overseas market. 
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