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Abstract

With the rapid development of Internet technology, online sales have become an important driving
force in the cosmetics industry. In particular, Chinese local brands such as Perfect Diary have made
a breakthrough in online marketing and once surpassed international brands. However, in the face
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of fierce market competition, Perfect Diary has also encountered the challenges of declining sales
and reputation, revealing problems such as focusing on marketing and neglecting products, light
user maintenance, vague cooperation positioning, mismatch between input and effect, and lack of
overall strategy. Therefore, it is recommended that it should focus on product quality and research
and development, improve user services to enhance stickiness, accurately choose business cooper-
ation and clarify brand positioning, strengthen the precise operation of new media platforms, and
improve online marketing channels. The success of Perfect Diary enlightens us that although online
marketing strategies are crucial, product quality, user experience and comprehensive strategy
planning are equally indispensable.
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Figure 1. Comsumer gender analysis of Perfect Diary
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Figure 2. The comsumer age analysis of Perfect Diary
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Figure 3. Comsumer career analysis of Perfect Diary
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Figure 5. Age distribution
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Figure 6. The Perfect Diary consumer population
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Figure 7. The web marketing layout of Perfect Diary
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