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Abstract

With the development of the Internet and the rise of the beauty economy, promotion strategies
have become an important factor for the cosmetics industry to enhance its competitiveness. How
to build a bridge of communication between brands and consumers, improve brand awareness,
and continuously expand brand market share in a complex and fierce market environment has
become a practical issue that companies are highly concerned about. Based on this background,
this article takes CHANDO as an example to analyze its promotional strategy in depth. The rapid
emergence of the brand is not only due to its emphasis on scientific and technological research
and development, but more importantly, its innovation in traditional promotion methods, which
not only promotes product sales, but also expands its brand promotion. This paper analyzes the
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promotion strategy of CHANDO from the aspects of personnel, advertising, sales promotion and
public relations, and puts forward relevant optimization suggestions in view of the problems ex-
isting in its promotion strategy.
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