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Abstract

Thai beauty brand Mistine has continued to fire out of the ring in the Chinese cosmetics market in
recent years. By using 4P marketing theory to analyze its marketing strategy in the Chinese cosmet-
ics market, it is found that the reasons for its success include low price strategy, creating explosive
products and so on. Although Mistine has already made certain achievements in the Chinese cos-
metics market, its marketing strategy is still deficient, for example, the explosive products are hot,
but other products have no popularity; favoring online channels and insufficient construction of
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offline channels and so on. Finally, according to the above problems, we put forward targeted rec-
ommendations for the brand’s reference.
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1. 518

B b R 2 DF RS AR, AR TS0t ™ i RO B2 BE 0 thAEIZ D185 . P EFE 2020 SRt D28
T AR R IE g, RS RBLES, R E S T 2 RS K K. Mistine
VENZRE FI 4 SN i i, AEZR S R E PRty AR 5 a2 AL, I HERECT i B W £ o [
B R G OB fh R B AT S7 i, AT LA Mistine JEIE BT IRE CL23T I v B ALKl 3 2 i
Yy, ARSI, ERBEE 15755 H G520 Mistine I IG5 1% 2 Pk 5 %50 . BRI A S
[l Aol T 5 A G . Mistine il e v [ 17 37 (190 8 FERVES A9 S i2E AT 2o by, SR it — 2B AL A 1L

2. NHkEAR

H AT A it Aok (B S SR T A IR 2, (R R Xt P Aot dh R M, S [ A1
R HTIEAZ , KT ZE M i Mistine [ 84 5% 04T 2R D

PR58(2024) LU P St i MAE TG 5~ 91, AT HoRage We & A [ BR A2k . B AnPE Ve 5 WA BT X 2R
Ti e RS 4 oK R IRZ T4 T IR b, DATES ARG B rh R 2 BRI A% O A
70, MEIRLIEEAR, TEEERL, R e 0y, RSH 3 E EmE =21, #E572023)0
LA 0], W 1 8 B A IR o S EAT 2 FEAF 1o i B FA0 7 A LG 1 R, BT AE T8 LA S
T REFHER, JFRE TR A AT (BHEAEMSEH LA, LA A 0 22 A5
FrofEms, 7 AR 55 58 Hr SRS AN R, 0 MR E R S (2] A SCREATPR A 55 (2020) L5 56
HACafl, ABHEE M2 E RIS 7 ERKIE . R 5e5e HICAEIL BB, S1E 71 2 1 R
AAFEELE, I H ek HIC WML ERRED, ] RT3 LIS IRE, B3 2019 F4 48 MIT
BOE KL TG, AT AN RIE A 72 5 3]

T P 228 0 BT 1 5607 R 0 s, 1 %k (2023) LA A1t i =2 582 g 51, 43 #r 17 FLAE w6 17
BN, BRI B KRR A it SR R AE ) b i T 3 A 0, BN SR AR S AR AT HERR L AR SRR
SRGy Sy I T BN R, P EGE A H i U[4]. B 5 (2024) I\ 943 280D A SR SR Xt
T b R DO AE F [ T ) LA sk R HL R, SR T BRI KA ] YSLD AE AR [ T I E A IR
I, KB YSLD SERIEE IRE RO M E S REE HIT AR A L. IR R E HRE K
JE MRALE B IRIE 98« A7 RO AR M DB A 5 SR T — Bk S I [5] . R W E(2023) % L AR W HEAE
[ Aol T R E B SN, RPN RRE . sy s T —. EARHE IR, &
FETE R A 7™ A5 . R IX L AR AN, B e S LA, Sy A s s et
R, SOl E AT AN R R B AR 6]
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Figure 1. China cosmetics market size, 2015~2023
1. 2015~2023 FEHEL R mTIAHE

3.2. “Mistine” mEEPETIANELR

Mistine (# 224%) &R 0r T 1988 FRIRE M i, FE T HRBEE)FRAR . 1994 4, H
BRI 3.2 LU NR T, BONZRESE —k . 2002 4, FFEFHIFEET R, EE. BRI
Mo . 2016 4, fEHE AL ARG B A R ORI A A IR AR, FF R 5T Mistine it WLE
WP E L X AHET, RS Mistine RAGHEAMEALE oL . 2017 4F, Mistine B BUNIA A Z G ko, B
SN FR ARG . HHAE 2018 345 KA bR A LT Teop 3 1 2% i ESE Top B « Bl R
M= SRR AR R i 3 5 s 2022 AERAF R ol “AEFERIAL” | P ERERN S “ A E XK
ATk s A S 55
4. “Mistine” 4P E44RIE 4T

EEEHERDU « &R 1960 FHRE (GEREEH) — Bt 1 4P B EIS[7]. 4P B R AT
WL T = M (Product). #r#%(Price). Uik (Place). f&4(Promotion) 4 N4k Xk T kAT B 84T 95 .
W, PR SRS AR A E S ROE M VR I M g e e AR ar L, BIR T SRR, 8 BRR
B, &R BAMR D REVR R BT s AR SRES R AR A B B AR T g A, e A
TH SR O BRI A S s TR TE SRS 8 S A E I ) B A B IR E, EALAR R I B A
WX 2% (A ST R A SRS S I A B AT NI SR RV EARHE IS T, AN P B TR AR .

https://www.iimedia.cn/c400/97345.html
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4.1. kg (Product)

Mistine £ H [E 7 37 17 b SRR T 1 20tk ZZ AR 4R, SR M 1 & A0 AN R SRR Ay Aot ot A0 47 Jbk
i A, DL ANRITE 988 I /@ SR AV LT, ik 1 Mistine = ZEAE AR 7 i 2.

HEARRE, Mistine 135077 WA 7 17 IHIH S8 -M 7 S B B0 KRB 2 77 it o BRIETESLASL, B XS &
PREG DT e T2 A i, SR ANER T 9, RS T, KB RIB R R . Mistine
BVERTHEAR 34 4, fl e So bR R 5 28 30 7, 407 R0 A2 & 2R 7 5 5K o B 2R 41 7= it /2 Mistine
st REAE TP [ T 34T 00 44 5 RO W B2 i, JFG o R W' 502 XU B 4 TR B M 2L, fTRR “/NBiE 7, B2
RS HI R (3 BRSNS [BIWRS . S VERS topl. RIUL, Mistine A —AN7= S48 A
an R AR 44 B2, XA SRS E BT IBE AT T O IHE Y, A SRR SRR EE — A ™ i, X RN F e A
FIHFELIK . Mistine 75 2245 B H AUAETH 2% 2000 RAF IS REFFEEK 0, 3R LAl e &, DL
mpiiL, §RBR T 0 A
Table 1. Mistine’s main products on sale
# 1. Mistine X E2EE~R

R S
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4.2. riERRE(Price)

s SEm R A E B H G P B OCHEM 3, W kN Frin. FIESREZ A 7w, B
FER R BN BRI RE S AT 1 564 00 o LEHIE AN SRBE I, Al 75 BELR G 2 187 M AR . T &K
A EZAE R, IR REREM ST 2 3, AR R R RE T[T

M Mistine B 77 W35t 7] DL BRSPS ET,  FrA 81077 SE B AHE 50 % 100 (8], 0fF-—4
HME S SRR UL, XA MR WA . Mistine REWS M 10 AT B8 5L DRI A= 72 BROA R R R AR 38 52 31 T
P, EEAT A FEERARRMNEEARN T, HFREAEERRKERALBERE AN EHEE
FRASBARII RN R, Mistine 32— B BRI 2, R ARV i@ I 7F & AR R A] . PGB SE T3 |,
523 Mistine &4 FEWE A PR, 2 777 i AR A% AU 24 T 111 BR8P it 1) 213, Wi
P FE Mistine Abt il 48 T A BUBH SR BER DV SR T3 . (R AR BUR A% T B2 BR ]
Mistine [/ i JiE &, 33 30— 40 At SR AV SR AR AR AN oV S22 At it (1) 5 B, 3X /2 Mlistine 7
IR 5 T 5 B — B BT ). A0SR B S T A B OV R, B ekt A i
B U REIA, A s L i — P R R

4.3. FRiEHKME(Place)
TEEFHIRIET I, Mistine FIEOFEZ L, L TFEHHEAL. EL T, HERMIEIKRE, [H154

2http://m.mistinechina.com/product_1827.shtml
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