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Abstract

With the rapid development of the home beauty device market, hair removal devices have become
one of the fastest-growing segments in recent years. Ulike, as a leading brand in China’s hair re-
moval device market, has topped sales for six consecutive years with its innovative product tech-
nology and precise marketing strategies. Based on the 4P marketing theory (Product, Price, Place,
Promotion), this paper analyzes Ulike’s market strategies, explores its success experiences, and
proposes optimization suggestions. Research has found that Ulike has successfully established a
unique brand image in the hair removal device industry through differentiated product design, a
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premium pricing strategy, an omnichannel approach integrating online and offline sales, and a com-
bination of celebrity endorsements and social media marketing. In the future, Ulike can further en-
hance its competitiveness by strengthening R&D, optimizing after-sales service, and expanding into
international markets.
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1. 53|

IAESR, Bl T 8 5 SRR TR AR THRI K FH S AR 103 A, B BAX T 3 S DA 2 s Uf K . 2025
2 1, EEREIAOGESR BN Ulike 28-3R 4 B L 38 =77 Bl 42 98 A1 5> HrHL A iiMedia Research (32
RN T I “ ARRIE R A VKOS BLOTAIE 7 Tl CEEE e R, 2024 i [H
AT\ T 7R N 941.4 1275, [RIELHEK: 21.5%, 2025 4EA ik TAZHIRE[L]. 72X —1 5, Ulike
RS UK TR AR, BCOATT S .

AT AP ER IR kg, BiE. B8Y), RASHT Ulike 789 5K0E, TRV Hwnfrisid %
FTEFAERZL T AR 1, R R R R i tH . AU CH B T B2 A% Ulike 1) D) 2255,
AT Ay A 36 25 00 T R A A

2. Ulike BT 5% RHTE

Ulike 1EA—F £ T XA BB E LR B ZR A, [ 2013 FERINLLISK, @il FFaLii
RAVH AT 5K, SZI T AR BT S 1 Bs i aCR e . SRR EU )T F P SR A 485 1 5
W EAR T %, LT 5K FH BB AR 27 38 AR I I R 5 010387

TEFARBIE I, Ulike TR T A7 VK i BH AR L IPL 3Bk Y6t B A1 LED ST 368 = Ri% O3
Rk Z, RIGAFEEE FDA. BX¥ CE %5 30 Z WUEFRAIE[2]. #Z 2024 4, A 4Bk L H] 500 &
T, HAish LR R 20%, 7R 49 ANMEIZFAIHLIX, R RS 600 54, Ulike 2 4Bk
B AAT b R B — [ S R 3]

AR R T T = AN REEM B 2013~2019 AR ARTERERN B, SERL T MFERH = il B8 A UK S
ARIJIEA: 2020~2022 FHHT3HY TR B, SCIL T P S NEMERIIRE 2 itk 2023 4E A A BREAT 5
BB, IR E i AT . HAT, Ulike CAESERAGE 1000 KL T I1M, 8 9 R R
W11 BB A EEE, SRRSO 80% [3].

Ulike 1 RIDIET I3 R ORI R SE T RRS HERI T 3 e A EPA . R4S 2 T.208% Michael R. Hamblin
AU 1) B Bt R B BA - AR AR S R R L [ P[RR 3T, Ulike 55 R 74536 [E FDA. B CE. HA
PSE. [E KFDA 7 P4 /) 30 2230 E BrAAiE, [FIH 2 A7 M —— SR8 = F G R 4R A5 A 7T B 5 A i B A
AR, N RS R AR AL T IR S R SR [4]

3. Ulike 4P B4R 4T
4P B EYHR H Jerome McCarthy 78 CE4H4%%) R ARGt , B& 77 (Product). ik (Price). %
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T8 (Place) F1{iE &4 (Promotion) TUANMZ Dy B [5], A4 E B RIS IR ML T RGP ITHELE . 7EE AT,
Ulike FIIHT Sy 4P BRI SR AL T BLRIYEH] . AF v 5 F B A AT 4705 i B, Ulike JIE 22 A0 i) 7= i
vt KEHER MR EAL. RIEIEM RS E AR, WE 7B E R R RO T K
AROVHAE 7= it 2 AR OIS 7, DL s 18 A SRS 4ERE R A, Gl 2R R AR R Rl Se I T ) 4
wi, HFEHHERES 5HANEHEMAES RSN, XM RGN 4P HKIgH A, AMUFE B Ulike
FEWEL T 55 S i S Ar, O SR BT\ E S e it T A MER 2% . DU
Y B LR Z3 BT Ulike (078 4 S St 442

3.1. FEmskE&(Product)

Ulike F)7 i SR [ SE BOR BURT AL PR FETT, (AT T B35 = R e 0%, AEHAE K B AX
W3 AR . EBORIZ, RS i ST T Sk B T R BB A4, e A UK
it BEARAT R R 7458 \PL BB E IR, KR SR P AR, SeBl “ MR R, 2
THIRERR . B4, Ulike HIEE-EA AIr3 R SIA AN + VC IR BOR, BRI i A Ik, B
BRI R Tl Be kBl o . IXFD R REIRL 12 R 8 IR QU AN T T P RS, SRS T AT BOREE 22
PR ML T, Ulike SRATIRIRELE + mTp Baistit, KOG sRfEiErE, RN SRR S, MR
KMEREBETE, SR A MR SIS PP s IIREJT T, Ulike E55754C Rose A5 BIF TEMEE 5 T
ST IRE, RS AT SR N 8 BIZLGMURIT, SCEl T “ B+ MM E—, BEFRIT
7P IMEL FE SR B DT T, Ulike A7 1 RS A i AR &R BRSNS PADEIINC, EESEI
S TR ARE SO a2 e VEANTR IR (/TR R, M 2016 SE25 — AU B E] 2024 £
Prol0 41, 74 7 77 MiE, FREUALH RS . Ulike TREFE 18 AN B0/ mhik AU, X Fhkra: 6
I RE AR AR FRAEAT BRI -

3.2. i+ i&3REE(Price)

Ulike FIH 5 SRBE AR I 1 SRR TIT 32 40 3 RFAIE ot FECR SBUIUTR 7€ 1 25 8% (Market-Skimming Pricing), &
FI77 S E AN X TR A 1500~2500 J., HfiHEH m RO L ERE AR, X e I SRE 53 CREFERHSERT 1R
EN R ERE . EYHERS MR “RE” TBR, IR T B AR SR r 0 SO
FEAREY R RE 7T, Ulike R 22 RAb ey 77 20, 76 B B AR 19 (0 618 X 1) F ARk SR AT F7 I FHIWS 5 20 &
Wi 1 oCIE KBS . BN RIS, RIS BUR A P, TR B R B a2 AR RYERF SRR E
X RIE B RS SRS BE R RE T A s I 5, SOR RORIBE T B K.

3.3. ZRiEHKRE(Place)

Ulike (¥ 438 SR IE FEIL 7 42 28 (Omnichannel) 3 4 (RFAE . fE2R RYRIE 5T, ShRREE L 1 ALHE 0
B (RM . 5ZR) SRR N ) DL K 5 B R (Amazon) 7E N 1 2 AL RN 4 . 28 T IEIM
AiJR771H, Ulike B A& S p F Ll SE 5 008, @i db st SKP. g KO 1 5 55 ey oy 25 248 i 1Ak
AR S . (R PR ALIR BT T, SRR T S, A 2024 ST RIhEEN 49 AN E ZORH
X 1737 . FFRME R R, Ulike KR AR T 3745 M R S Ak 10 Y SR s, 7 P B 1 3 0 B i ~F &
T 7E BR S 17 32 W0 S 3 S sl e 3%

3.4. {2§H3REE(Promotion)

Ulike fO{eH SRS S B0 A A B AL SR IS e AECE ASRIRTT I, A FE e . K%, Mai
S EAT [ bR A M B AR ARE N, A RERTE 1 R4S T R R A U Ulike BT PR HBR A i
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TR, @ KOL sl 2 DALk . AR ARLN T HIrm, mfS T & EASEPUEN
WG e, HEHEP IS, JEXANEAT R A A S, HEAT T BRI, RS AL, D
UER, B0 Ulike B BXA 28 =T BUBUS LKL SGS sk . T FEEA . BB ZUL B AT IR B
BRI, RSB TER (28 RIKEH M) , LR ER Ulike 155 A0k Rl B 28 K5,
BRHER /D> 54.55%, MBBMR T RFE6], KRR T MmIORHERERE . thhh, ERERZ Ulike
(A SRS 1 5 — AL 7, I 5k A IR AR, AhREAE 2022 XL 11 IR SEEL T H 0 B A B A
WACHDE ST, XA 2 TTA R & BB i 1 AN R)Z U 2 A s

3.5. 4P BRNEINHI S

3.5.1. MBS RENHNRELRR

Ulike JEEHH 25 AL SEMS AR VR IR TE PP 28 . FR4E Chen Z5 Xt 4SS I8 M A% SEMS OB 7T, 28 BARAS N 5
2R TR I B B 25 AR HIAE 15%~259%IX [7][7]. Ulike SR BARSE AL H5: — A7 &h 25 AL Bg 5 5K
W&, BPFERTIRIERE SE R, HLT Pro RIVEEG™ i X, ARYEE KM ~HUR L REER SR, SE
FRYKH BB T B, BRURRRIK 18%, (AORFFIEAITIAE[8]. « — NI SRS ME AR, RILT
IRTER AL LA B BRI S, 28 B IEE I B s = NEhAS AT, 35 SAP (N EEHE, 4 K
AT 2 R R4 B %0 A 00, 248 M bt SKP 25wt IR B 7E 2024 SEX 11 HA ) 7 sEBL IR L
15% 1) 14K [9]

3.5.2. ARSI SEHEBE

Ulike i “HiAR - K50 - 877 =4 —&pIh RIS, 5B A3 1) “ A SBIEHE +VC A7
FARTE (Product) i 4k B e RUK AL ™ (1178 85 3 7K (Promotion) . FR4E K2 Bl bR A A (1) (2024 45423k
FREFER TG » S ART AL = 575 S48 FH i (1 5 il B 955 i P34 1K 2.8°C [10]. 7E B
fE3RJTIH, Ulike 7£ 2024 @ L& -1 & TF R IH AR N ARG - 1.2 /2R, [FIR 20N AR5
FIFEAL R TE A 38% [11]. IXPPEE5 B A RIEHESDIZ R B P2 dhTE 2024 £EXT 11 AR 51 KA S ZAU s 2K

A
4. Ulike E$HRIE I E50 5 i &8
4.1. RRINEZLE

4.1.1. BRARBIFAIFFEEIZN

Ulike 7EHARTE A 5 TR B B35 M RE R . ARIEIL T2l s, 4 O BORRHL 5D
S TREITAE A K5 R A B . XA BOR BB FAEIBR, 15 Ulike RENE AN SR 5 HI LB A
BRI Hbn NI E AT KRB BUR R AL GEBE BRI AE AR R BEIFA) T IR B RF AR .
FREL TR BN R T R AERERI R PR T, fi Ulike SR 2 REFFAEATMLEOR AT -

4.1.2. BENBERTIHEN

Ulike X HARTE SR REOR O ERARSMIRZ o Sh R AERRAE SR 1 DUARER T MR . = e R T B
TR, KrE AN R TR AR o RN TR, Ulike & BLHAZ O P B AAMUOE
FEERINAL, SE AT ARG RN SRR DA, SRR ST BRI R SR, FEThAE RamiE <
AR R, XA UL OO R BB AS T I AT .

4.1.3. & F&THERINRERE
Ulike #8152 B RIERNER R, & LIEEH, MEAMNEZRAEE TG, BRWEA RS
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PR A 2R X o T R U SRR v s e 3 A T ML SR e AR 3 B R B B A X APIR
TSR EE ORI 1 A2 ik, SR T Rm IR R

4.2, B

421 EREREFERALR

Ulike 7] At — 2B 523885 5 IR SSAR R o 2401 1 4RI ARAZ 115350 0 L B ol RELAH L A 2 o ] DA R AE
K& 2 4, JR@T ARSI NS, AR, AT DT RIEL Kk W S E R 5%, HBh P B ik
= e85 MG RS AR R A BEFETHF P = 5, S A o it R RO

4.2.2. EfRHinFEEFE

TEEBRMEIRE T, Ulike A 250 o BB AS R X IR T 3 4 s, )8 22 S0 R T 3% 50
i, TERKSE T35 mT LS 7= 5 R BIET, 9 i A& B iR G ik i A B B, e E AN AR
AR, 2023 FAER AL 43 13.6% [12]: 7EARF AT WA LR VRN LA 3, mr #E ST AL R
B, EMEHIESL99 LAR . [FIR, PR Th B R T 2 . AR Fitzpatrick 2 H ) B Bk 4y BB
W, A IO GTT B0 A AE 5535 25 5 [13] . Ulike BT LA REAS [) 1L X 38 2 38 B o 4 A, P R0 7 1k
SRI A hRA, I BN BACTT 3 B AR 2 G FEAUA A Zottk, BV E AR ER R, TR
WA IF R, B L A, OB MM BRREREE . HAAE . BB S E S Kl
ANFl, Ulike Bt BACTERGHE . A TR 3R A0 2 W40 - 55 SR 7 A 75 B 2 R Ih R [3].

4.2.3. BFHH PHEBEA

B BT BRI R, @I Ulike Ism By (LR S5 BE T . JF RSB Al BORIIRE SR, R
FNLSE SR SEBUR AT I, TP RBCEMR SR, 3R AR R WO I 48 . Bt4h, Tl
PR ZAE KB R P Bl , W Ress SRl R, DA LA M B i PR R RS R B 52
B b A A SR AN AT, D9 PR B RS HE R SE R TT B8 IXM B AR 5 AN RESR T 7 1A 56
BEN ™ WA SR B R e S

4.2.4. RAEF RNIRIERE

ST AT B o Goka s, H Ulike S5 58 3 7= S AN BB BEE— 205 K T 1 a0 B . AT R T
R E M 800~1000 TG F BN T TR i, TELRFFIZ o i B Th RE A B At T kS T BRI G B, = 21 ) £ 4%
TR FR BN N U o 127 fh 2 ML S A 37 10 7 5 3160 22 108 SR S5 LA s 7 ot T B 1 X
[ B A A 7 R R b, S SR ST o N i 3 AR R . X — SR A B TR T S R AR T I 40 A
R e I TR E TR
4.2.5. AIFFE R REEZRAN

FEYAT R AR H 2R B SR8 5 R, @ Ulike B il RFLE K Fe B S R AR P2 i ik ol tan, R
FAE R RIS RE, oAb S AERE, BT IR~ EIOA R . XS R S A S FF, Ak
FHRIETE R, A3 % RS
5. &h5iE

ASGHIE X Ulike B85S KRS0 M, $87n 7 H MR RO B3R FFEEEOR G RHERI T 7€
PEATEE I RIEAT R . A hERE 4P BRI P AR R B 87 i B 0 VK R R L 22 AL S
A A% SR HR et S 07 SRS s R SR I S DL A R A s AR IR Im B S WLEANE L ARSI ARORN B
EEZIEREE
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JEBARK, Ulike f5 BAE=ANTMFFLER S B, DI, Rl ARG S 2L A

R, HR, RARIRE RS AR, RIS R, Bn, WAEBRGAT R, Rl 72 R SE S
MR E . VBN HSRBHE T Ot LR ATUT M, Ulike HIRESE “ RS 23R B R E R
Be” , BIES|I9UE BRI, LR RARAEME FRRM %,
SEEk
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